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Abstract  

The purpose of this study is to determine the impact of customer relationship management (CRM) 

components on customer loyalty of a firm. The three components of CRM in this study are customer 

knowledge, customer orientation, and technology capability. A structured questionnaire with a 5-point 

Likert scale was used to gather the data by conducting a survey. The sample size is 200 and chosen on 

a convenient basis. Indicators were generated based on the literature review. Data were analyzed by 

using PLS 3.0 software. The key finding is that customer loyalty is negatively impacted by the CRM 

component, customer knowledge. On the other hand, the impacts of customer orientation and 

technology capability on customer loyalty have been found to be significant and profound. This study 

adds to the existing pool of knowledge on CRM components and customer loyalty from the perspective 

of the Bangladesh banking sector. The findings may facilitate bank officials and can be used as a 

strategic instrument for cultivating customer loyalty in the Bangladesh context. 
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BACKGROUND OF THE STUDY 

The banking industry has become one of the key pillars of Bangladesh’s economy due 

to its significant contribution to development. It is subjected to changing regulatory, 

structural, and technological factors and to withstand these changes, financial 

organizations need to cultivate customer-oriented strategies aimed at maintaining 
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loyal customers as they are the backbone of all business activities (Pandyanayak & 

Venkateshwarlu, 2019). Pareto’s 80/20 Law claims that the top 20 percent of customers 

contribute 80 percent of profit for the business. Therefore, firms aiming for profit 

should retain the top 20 percent of customers by preventing them from defecting. 

Firms can achieve these statistics by implementing practices of CRM, which primarily 

purports to cultivate prolonged relationships with customers by comprehending the 

factors that impact customer retention and loyalty (Nguyen & Mutum, 2012). The three 

components of CRM in this study are customer knowledge, customer orientation, and 

technology capability. 

To survive the service revolution, service organizations require focusing on customer 

preferences, quality, and technological interfaces. Banks need to use CRM as a key 

strategy in order to coordinate a customer-centric approach (Zadeh et al., 2013). It is 

hard to define CRM strategy due to its multidimensional nature. CRM has been 

explicated by Wang and Feng (2012) as a cross-functional course of action aimed at 

constituting and conserving prolonged relationships with customers. Kincaid (2003) 

describes CRM as the strategic use of information, processes, technology, and people 

to manage the relationship with customers across the whole customer cycle. On the 

other hand, the banks are adopting the techniques of customer relationship 

management to design and develop a customer-focused environment inside banks, 

build and enhance the long-lasting relationship with their targeted customer, produce 

and deliver the best products and services to the customers and to find out the most 

cost-effective customers for the banks (Foss & Stone, 2002).  

The banking sector is a knowledge-intensive, skill-based and relationship-rich industry 

(Mavrides, 2004). Banks have now started to take advantage of the CRM technologies 

in order to metamorphose from an epitome of account centricity to product centricity 

(Sivaraks et al., 2011). These days, banks are focusing on self-service technologies with 

the help of which customers can use bank services when and where they want without 

time or place barriers and without any personal contact with the banks (Durkin & 

Howcroft, 2003). Customers spend less time to get more information, as these days, 

almost everyone is busy doing something so when a bank saves precious time of its 

customers, it makes its customers more loyal (Lindgreen, 2005). Not only does CRM 

build relationships and uses systems to collect and analyze data, but it also includes 

the integration of all these activities across the firm which generates customer value 

(Boulding, 2005). According to Sayani (2015), the relationship of the banks with the 

customers eventually leads to higher customer loyalty and retention. 

Due to the ever-changing environment and globalization, the banks in Bangladesh are 

trying to adapt to various CRM activities. The review of the literature of this study and 
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its findings from the perspective of Bangladesh will amplify the existing pool of 

knowledge on CRM components. This study takes into account the need for 

investigating how customer loyalty is impacted by CRM components with respect to 

the banking sector of Bangladesh. Adequate attention to this context can provide more 

perspective in the context of Bangladesh's private banking sector. Furthermore, the 

findings of the study may facilitate bank officials and managers and can also be used 

as a strategic instrument for cultivating customer loyalty. This paper is one of the few 

studies in Bangladesh's private banking sector, which provides an extensive overview 

of CRM components and their relationships with customer loyalty. Lastly, this study is 

expected to inspire other researchers and can broaden up the opportunities for further 

research initiatives. 

CRM AND IT’S IMPORTANCE 

The economy of developing nations is dominated by the services sector. The 

impediments of the service sector such as heterogeneity, perishability, inseparability, 

and intangibility Parasuraman et al. (1985), can be successfully tackled by the 

incorporation of CRM initiatives and practices (Wu & Lu, 2012). In this technologically 

advanced environment, the challenge for commercial banks is developing sustainable 

customer relationships. Sin et al., (2005) concluded that banks conquered a champion 

position by establishing a durable relation with the customer through customer 

relationship management business strategy. Lovelock (1993) pointed out that many 

services due to the nature of intangibility require a continuing membership with their 

customers such as banking, insurance and so on. In recent years, technology has 

brought transformational changes in the banking world and banks are exploiting 

technologies across multiple channels to deliver consistency, efficiency, 

personalization, value addition, and customization. 

Dmour and Algharabat (2019) found that banks achieved a remarkable profit by 

aligning their business with CRM strategy. It was acknowledged by Narang et al. (2011) 

that, CRM practices foster customer loyalty and thus affirms finer customer 

relationships as due to information bloom, customers have become dynamic and 

knowledgeable in making a selective choice amongst various offerings available. As 

economic globalization intensifies competition, retaining customers has become 

important. Lack of CRM implementation may lead to problems such as worsening of 

the bank’s image, and the loss of competitiveness, customers, revenues and profits 

(Idzikowskiadam et al., 2019). In India (Uppal, 2008; Sharma & Goyal, 2011) and 

Pakistan (Hussain et al., 2009; Hasan et al., 2015), studies have already been conducted 

regarding CRM. Contrastingly, such studies have entirely been missing from the 

context of Bangladesh. With these aspects into consideration, the objective of the 

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 46 

 

present study is to identify the impact of CRM constructs of the study, customer 

knowledge, customer orientation, and technology capability on customer loyalty.  

CRM COMPONENTS 

CUSTOMER KNOWLEDGE  

CRM collects data related to customers, grasps features of them, and applies it in 

specific marketing activities (Swift, 2001). Customer knowledge management efforts 

are incorporated by customers as it impersonates a prominent function in the 

favorable outcome of CRM (Dous et al., 2005). For the functioning of an efficacious 

CRM system, it is crucial for a firm to simultaneously upgrade itself with customer 

knowledge as it corresponds to the field of CRM (Stefanou, Sarmaniotis & Stafyla, 

2003). Rowley (2002) defines customer knowledge as the knowledge about potential 

customers, customer segments and individual customers. Knowledge about customers 

has an explicit nature and includes looking into customer’s backgrounds, transaction 

histories, customer motivations and wants, etc. which help firms better understand 

customer’s needs (Smith & McKeen, 2005). Consequently, CRM and customer 

knowledge management initiatives are directed towards the delivery of continuous 

improvement towards customers, which in return creates loyal customers (Bang, 2005). 

CUSTOMER ORIENTATION 

Numerous researchers have studied the role of customer orientation and established 

its influence on CRM outcomes (Tseng, 2019). For sustenance of relationships with 

customers, organizations must embrace a customer-centric culture and constantly 

deliver value to customers (Chen & Popovich, 2003). Successful implementation of 

CRM projects requires firms to be customer-oriented (Jayachandran et al., 2005). 

Customer orientation within a CRM system enables the system to support the firm's 

marketing campaign efficiency, satisfies customer needs (Chuang & Lin, 2013) and 

guides the organization’s attitude toward the implementation of CRM activities (Day, 

2000). Customer orientation is a culture-based concept and it reflects the values, 

behavioral norms, the shared mental modes that enable a firm to put customers’ 

interest first (Deshpande et al., 1993; Day, 1984). Customer orientation is a set of beliefs 

that put the customer's interest first, while not excluding those of all other 

stakeholders; to develop a long-term profitable enterprise. 

TECHNOLOGY CAPABILITY  

In accordance with Rapp et al. (2010), customers can be consolidated, and their needs 

can be fulfilled by the aid of CRM technologies. Incorporating CRM technology 

enhances customer loyalty, more profitable customer relationship and higher 

customer retention (Butler, 2000). CRM applications analyze data on customer 
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patterns, customer behavior, develop predictive models, support customer 

relationships, respond with timely and effective customized communications, and 

deliver service value to individual customers (Chen & Popovich, 2003). Peppard (2000) 

opined that technological tools have improved interactivity between the customer and 

firm, and without technology, the entire customer’s data gathered by the firm would 

be redundant. Technology in the case of banking comprises, for instance, automatic 

teller machine, internet and mobile banking (Kolodinsky et al., 2004). Traditionally, 

CRM technology has facilitated the collection, integration, and analysis of customer 

data and subsequent communication to/with customers (Jayachandran et al., 2005). 

CUSTOMER LOYALTY 

Oliver (1999) explained customer loyalty as a deeply held commitment to re-buy a 

preferred product or service again. Ladhari (2011) expressed customer loyalty as a 

customer’s continued patronage of a particular bank. Pullman and Gross (2004) argued 

that loyal customers are the key to success for many service organizations as retaining 

a customer is 10 times less costly than acquiring a new customer (Lindgreen & Antioco, 

2005). Customer loyalty has become the most important aspect of organizations 

because getting a new customer costs much higher than retaining an existing 

customer so organizations should focus more on customer loyalty in order to be 

profitable (Venkatesh & Morris, 2000). Intense competition in the financial market is 

pushing the retail banks to focus more on customers, apply relationship marketing and 

perceive customer loyalty as one of the most important tasks (Ivanauskiene & 

Auruskeviciene, 2009). 

CUSTOMER RELATIONSHIP MANAGEMENT AND CUSTOMER LOYALTY 

Narang et al. (2011) agreed that CRM not only builds a better relationship with 

customers but also helps cultivate the loyalty of the customers which is very crucial 

and important for developing a competitive advantage over the competitors. 

According to Xu and Walton (2006), customer relationship management has been 

widely regarded as a company activity related to developing and retaining customers 

through increased satisfaction and loyalty. CRM can shorten the distance between 

customers and the organization, contributing to organizational success through 

customer loyalty, superior service, better information gathering, and organizational 

learning. Customer loyalty is the most important objective of especially those 

organizations that are involved in customer relationship management and it can be 

most beneficial for companies in this highly competitive world (Grönroos, 1991; 

Coviello et al., 2002). This study further explicates the relation between the CRM 

constructs put into consideration and customer loyalty. 
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CUSTOMER KNOWLEDGE AND CUSTOMER LOYALTY 

Banks can get better insights and understanding of their customers and cultivate a 

remunerative relationship with them with the aid of customer knowledge management 

(Roscoe, 2003). Customer knowledge is the key to nurturing customer relationships, 

the more knowledge a relationship manager of a bank has about its customers, the 

greater the chance of turning a prospective customer into a client (Lavender, 2004). In 

accordance with Xu and Walton (2006) customer knowledge management fosters 

customer satisfaction and loyalty as it stipulates customer contacts, perceptions and 

profile dispositions. Furthermore, Järvinen (2014) also emphasized that 

communicating with customers and providing them additional services are aided by 

CRM systems that use customer data. Banks can incorporate CRM strategy to 

anticipate which customers to serve, what services to offer and what mediums to be 

used to retain communication with customers (Xu & Walton, 2006). 

CUSTOMER ORIENTATION AND CUSTOMER LOYALTY 

Customer-oriented service attitudes can help to understand the customer perspectives 

that ultimately affect the bank’s profits as far as they fit customer needs (Colwell et al., 

2009).As CRM facilitates in customer-oriented and customized services, it leads to the 

generation of substantial benefits for customers (Bhat & Darzi, 2016). However, it was 

also contemplated that in the service industry customer loyalty is firstly nurtured in a 

salesperson by customer orientation and customer perceived value. In line with Doney 

and Cannon (1997), as the salesperson impersonates the organization, this sense of 

customer loyalty is further consigned to the organization from the salesperson. 

Accordant with Narver and Slater (1990) customer orientation succors in gathering and 

ruminating customer perceptions, which aid in formulating responsive strategies and 

upgrading the business performance. Pursuant to this, Sirdeshmukh et al. (2002) and, 

Pousa and Mathieu (2014) have also found that customer loyalty and financial 

performance is boosted due to customer-oriented dispositions. 

TECHNOLOGY CAPABILITY AND CUSTOMER LOYALTY 

Collecting and analyzing data on customer’s patterns, developing prediction models, 

effective customized communications, timely response, and efficient way of delivering 

personalized offerings to the individual customers; all such CRM applications take 

great advantage from technology (Peppard 2000; Vrechopoulos 2004). Marketers can 

be constantly aware of the volatile needs of its customers and can meet these demands 

with the aid of CRM technology capability (Zineldin, 2000). Furthermore, Butler (2000) 

complied that the implementation of it leads to the generation of customer loyalty and 

customer retention. During this process, organizations nurture in-depth coordination 
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and understanding of service needs due to simultaneous interactions with 

organizations. CRM technology aids an organization to gather and analyze information 

about profitable customers, facilitating more firm-customer interactions, and 

streamlining service customization (Day, 2003). Technology-based CRM apparently 

enhances operational efficiency, increases productivity and improves customer loyalty 

(Groznik et al., 2008). 

CONCEPTUAL FRAMEWORK AND STUDY HYPOTHESES 

On the basis of above-mentioned discussion about CRM, components of CRM and the 

relationship between various CRM components and customer loyalty, this study is 

proposing following conceptual framework and the hypotheses to be tested. 

 
Fig. 1: Conceptual Framework 

Thus, the following relationships have been hypothesized, 

HI: Customer knowledge positively impacts customer loyalty 

H2: Customer orientation positively impacts customer loyalty 

H3: Technology capability positively impacts customer loyalty 

METHODOLOGY 

SAMPLE AND DATA COLLECTION 

Around 200 questionnaires were distributed using a convenience sampling technique 

during January 2020. 175 questionnaires were received in usable condition, 

representing a response rate of 87.5 percent. The survey consisted of questions 

directed at comprehending the insight of customers on CRM components and its 

probable influence on customer loyalty. The first part of the questionnaire comprises 

questions on demographic characteristics, while the next part consists of the main 
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research questions. The survey process was self-administered so respondents 

completed the survey questionnaire on their own.  

MEASUREMENT 

The questionnaire consisted of 18 items that measured the CRM components and 

customer loyalty. The respondents were given questionnaires based on a 5-point Likert 

scale ranging from 1 (strongly disagree) to 5 (strongly agree). The variables were 

measured based on identified scales from prior literature. Customer knowledge was 

measured based on items adopted from (Yim et al., 2004; Sin et al., 2005; Khodakarami 

& Chan, 2014), customer orientation from (Rapp et al., 2010) and technology capability 

from (Yim et al., 2004; Rapp et al., 2010). The concept of loyalty was measured based 

on the items which were adopted from (Yim et al., 2004; Donnelly, 2009; Kocoglu & 

Kirmaci, 2012).  

DATA ANALYSIS 

SEM was performed to assess whether the data fits the conceptual framework and to 

test the proposed hypotheses. PLS version 3.2.8 and SPSS version 25 were used to 

carry out the data analysis and analyze the model’s goodness of fit, reliability, and 

validity.  

RESULTS AND ANALYSIS 

RESPONDENTS PROFILE 

Table I illustrates that 57.7% of the respondents were male, 53.70% aged from 31-40 

years and 68% of respondents are postgraduates. 38.3% of respondents were a 

business person and 33.7% had service length of 4-6 years with the bank. 

Table I. Demographic Variables 

Demographic Category Frequency Percent 

Gender Male 101 57.70 

 Female 74 42.30 

 Total 175 100.00 

Age Less than 20 2 1.10 

 21-30 31 17.70 

 31-40 94 53.70 

 41-50 43 24.60 

 51 and above 5 2.90 

 Total 175 100.00 

Education Undergraduate 14 8.00 

 Graduate 42 24.00 

 Post Graduate 119 68.00 

 Total 175 100.00 

Profession Student 14 8.00 
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 Service Holder 58 33.10 

 Business Person 67 38.30 

 Professional 35 20.00 

 Others 1 0.60 

 Total 175 100.00 

Service Less than 1 6 3.40 

Length 1-3 51 29.10 

 4-6 59 33.70 

 7-10 47 26.90 

 More than 10 12 6.90 

 Total 175 100.00 

ASSESSMENT OF MEASUREMENT MODEL  

Figure 1 is representing the output of measurement model. According to the rule of 

thumb proposed by Vinzi et al., (2010), outer loading should be 0.5 and above. On the 

criteria for the assessment of internal consistency reliability using composite reliability, 

Hair et al. (2016) suggest based on Nunnally and Bernstein (1994) that the composite 

reliability value should be greater than 0.70. In agreement with Nunnaly (1978), the 

value of Cronbach’s alpha should be 0.70 or above. Cronbach’s alpha of all the 

constructs of this study meets the criteria. Average Variance Extracted was used to 

evaluate the convergent validity based on Hair et al. (2016) and Fornell and Larcker 

(1981) criteria. As argued by Hair et al. (2016), convergent validity is obtained when 

the factor loading of all the items is higher than 0.5. The independent variables have 

satisfactory AVE values of 0.627, 0.604 and 0.549 respectively while the AVE value of 

dependent variable is 0.575 as shown in table II. 

 
Fig. 2: Measurement Model 
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Table II: Assessment of Measurement Model 

Construct Items Loadings Cronbach’s Alpha Composite Reliability AVE 

Customer Knowledge 

CK1 0.800 0.810 0.871 0.627 

CK2 0.824 

CK3 0.779 

CK4 0.765 

Customer Orientation 

CO1 0.566 0.778 0.856 0.604 

CO2 0.787 

CO3 0.851 

CO4 0.866 

Technology Capability 

TC1 0.506 0.791 0.856 0.549 

TC2 0.793 

TC3 0.779 

TC4 0.774 

TC5 0.809 

Customer Loyalty 

CL1 0.507 0.816 0.871 0.575 

CL2 0.795 

CL3 0.752 

CL4 0.791 

CL5 0.764 

 

Table III: Fornell-Larcker Criterion 

 CK CL CO TC AVE 

CK 0.792    0.627 

CL 0.313 0.758   0.575 

CO 0.485 0.519 0.777  0.604 

TC 0.462 0.663 0.571 0.741 0.549 

 

Table IV: Cross Loading 

Factors → CK CO TC CL 

Items ↓     

CK1 0.800 0.374 0.396 0.259 

CK2 0.824 0.461 0.442 0.304 

CK3 0.779 0.360 0.352 0.236 

CK4 0.765 0.280 0.155 0.120 

CO1 0.208 0.566 0.201 0.267 

CO2 0.379 0.787 0.348 0.278 

CO3 0.375 0.851 0.519 0.467 

CO4 0.491 0.866 0.585 0.513 

TC1 0.287 0.313 0.506 0.267 

TC2 0.322 0.425 0.793 0.511 

TC3 0.392 0.451 0.779 0.471 

TC4 0.301 0.493 0.774 0.498 

TC5 0.409 0.430 0.809 0.624 

CL1 0.187 0.350 0.438 0.720 

CL2 0.309 0.409 0.582 0.797 
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CL3 0.154 0.398 0.546 0.738 

CL4 0.179 0.395 0.377 0.780 

CL5 0.336 0.410 0.526 0.754 

The cross-loadings are the first approach to assess the discriminant validity of the 

indicators. Specifically, an indicator’s outer loading on the associated construct should 

be greater than any of its cross-loadings (i.e., its correlation) on other constructs (Hair 

et al., 2016). Along with Chin’s (1998) criterion, the outer loadings of a construct should 

be greater than the cross-loadings (i.e., all of its loadings on other constructs). The 

Fornell-Larcker criterion is the second approach and it compares the square root of 

the AVE values with the latent variable correlations. Specifically, the square root of each 

construct’s AVE should be greater than its highest correlation with any other construct. 

These criteria are met as depicted in tables III and IV. 

ASSESSMENT OF THE STRUCTURAL MODEL 

HYPOTHESES TESTING 

To attain the statistical T-values the PLS bootstrapping was run. SmartPLS 3.0 directly 

provides p-value where p-value was calculated based on 95 percent confidence 

interval, as it is acceptable social science research (Bickel, 2012; Cox & Hinley, 1979; 

Tacq & Tack, 1997). Figure 2 represents the structural model of the study. From the 

table V, it was found that customer knowledge (CK) does not have any positive impact 

on customer loyalty (CL) (t= 0.610; p= 0.542) and the first hypothesis (CK→CL) was not 

supported. The result of the second hypothesis (CO→CL) (t= 3.226; p=0.001) and third 

hypothesis (TC→CL) (t= 7.913; p=0.000) provide significant and positive relationship 

with customer loyalty. 

 
Fig. 3: Structural Model 
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Table V: Direct Effects with Customer Loyalty 

H. Path Path Co-eff. Std. Dev T-Value P-Value Decision 

CK→CL −0.056 0.091 0.610 0.542 Not Supported 

CO→CL 0.227 0.070 3.226 0.001 Supported 

TC→CL 0.559 0.071 7.913 0.000 Supported 

COEFFICIENT OF DETERMINATION (R2) 

The coefficient of determination is a measure of the model’s predictive power and is 

calculated as the squared correlation between a specific endogenous construct’s actual 

and predicted values (Hair et al., 2016). The coefficient represents the exogenous latent 

variables’ combined effects on the endogenous latent variable. That is, the coefficient 

represents the amount of variance in the endogenous constructs explained by all of 

the exogenous constructs linked to it (Rigdon, 2012; Sarstedt, Ringle, Henseler, & Hair, 

2014). According to Falk and Miller (1992), (R2) is deemed satisfactorily if it exceeds 1.5 

percent. However, Cohen (1988) and Chin (1998) recommended three levels of 

structural model quality; substantial (0.26 and 0.67), moderate (0.13 and 0.33) and 

weak (0.02 and 0.19) respectively. A value of 47.1%, as per table VI, is substantial in 

terms of structural model quality.  

Table VI: R Square (R2), Effect Size (f2) & Predictive Relevance (Q2) 

Endogenous Constructs Exogenous Constructs R 2 f 2 Q 2 

CL 

CK 

0.471 

0.004 (no effect) 

0.233 CO 0.060 (Small) 

TC 0.371 (Large)  

EFFECT SIZE (F2)  

The effect sizes are evaluated as small (0.020), medium (0.150) or large (0.350) 

respectively according to Cohen (1988). Although, Chin et al. (2003) posited that even 

a small effect size should not be neglected, and arguing thus, “even a small interaction 

effect can be meaningful under extreme moderating conditions, if the resulting beta 

changes are meaningful, then it is important to take these conditions into account” 

(Chin et al., 2003). Thus, table VI demonstrated that according to Cohen (1988), 

technology capability has the large effect on customer loyalty with 0.371 while 

customer orientation has the small effect on customer loyalty with 0.060 and customer 

knowledge has almost no effect on customer loyalty.  

PREDICTIVE RELEVANCE (Q2) 

According to Hair et al. (2016), Q value is obtained by using the blindfolding to assess 

the parameter estimates and also assess how values are built around the model. The 

results were retrieved from the blindfolding output of PLS through the variable score 

out of which cross-validated redundancy extracted. This cross-validated redundancy, 
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analyze the capacity of the model to predict the endogenous variables and also explain 

the quality of the model. Moreover, blindfolding is done for the endogenous reflective 

latent variables in the model and it is evaluated as having predictive relevance if the  

Q2 value for the endogenous latent construct is greater than 0 (Hair et al., 2016). 

According to table VI, the Q2 value is 0.233, so there is evidence for predictive relevance 

among exogenous and endogenous constructs.  

DISCUSSION AND CONCLUSIONS 

The positive impact of customer knowledge on customer loyalty was found 

insignificant inconsistent with (Bhat & Darzi, 2016; Lin, Su & Chien, 2005; Bhat, Darzi & 

Parrey, 2018). This is because, in the context of Bangladesh, many banks are 

incompetent in using customer databases such that it yields customer loyalty. As 

determined by Dyer (1998), firms are not able to make the best use of customer 

database due to their infirmity in upgrading, qualifying and quantifying the customer 

data. Furthermore, 41.7% of the respondents revealed that banks provide services 

according to their business policy, but not in accordance with the customer’s 

expectations. This could stem from the reason that banks have little knowledge about 

their customers and their respective needs. Consistent with previous studies, this 

research recognizes positive correlations between consumer orientation and customer 

loyalty (Alrubaiee & Nazer, 2010; Bhat & Darzi, 2016; Sampaio, Mogollon, & Rodrigues, 

2019) and, technology capability and customer loyalty (Al-Dmour, Algharabat & 

Khawaja, 2019; Siddiqi, Khan & Sharna, 2018; Dubey & Sangle, 2018).  

RESEARCH IMPLICATION 

From a theoretical perspective and in the context of Bangladesh, this study addresses 

the research gap in the knowledge pool of present literature, where CRM is limited 

only as a technological outcome. The factors customer knowledge, customer 

orientation, and technology capability were synthesized to analyze its effect on 

customer loyalty. These factors provide insight into achieving a complete CRM success 

solution. This foundation development was based on studies from Bhat and Darzi 

(2016), Rapp et al., (2010), Xu and Walton (2006), etc. Moreover, studies on the 

components of CRM that are customer-focused are quite limited; hence this gap is 

addressed by the present study to some extent. The study has systematically proposed 

an integrated model that can facilitate CRM implemented practices from a 

management perspective in Bangladesh banking sector.  

On the other hand, though statistical evidence does not support the impact of 

customer knowledge on customer loyalty; the demographic characteristic of the data 

and the current situation in the context of Bangladesh justified the mysterious findings. 
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Therefore, the current study helps enrich our understanding of this aspect. In addition, 

the findings of the study can aid managers in communicating with new customers 

regarding their marketing services while withholding the old customers with new CRM 

initiatives. Besides, banks must continuously invest efforts in understanding the 

changing needs of its customers and tailor their services in accordance. Furthermore, 

banks should train their employees in creating and designing a customer database and 

making use of it in an efficient manner such that it leads to an increase in customer 

loyalty. This would also require the bank to simultaneously qualify and quantify the 

customer database.  

LIMITATIONS AND SCOPE FOR THE FUTURE RESEARCH 

The study is not devoid of limitations, which should be considered when evaluating 

and generalizing its conclusions. Firstly, the survey was done only in Chittagong. Also, 

the sample size was 175 which may not be representative of the whole population. 

Moreover, due to time constraints and lack of enough funding, data from the whole 

private banking sector of the country was not possible to collect. Next, the 

unwillingness of the respondents to cooperate while conducting the survey has also 

stemmed from a constraint for this study. The concept of CRM comprises many 

dimensions. However, the components considered in this study do not encompass the 

other issues related to the incorporation of CRM practices in a bank. Lastly, the 

convenience sampling method has been used in this study which may lead to biased 

results due to the under or over-representation of the population from various districts 

of Bangladesh. Also, further study can be done by collecting more sample size. 

Moreover, future research could be orientated in other national and cultural settings. 

As this study has entailed only three components (customer knowledge, customer 

orientation, and technology capability) of CRM, whereas there are many other 

components of CRM like complaint handling, customer empowerment, it can be 

incorporated. Future studies can be done using non-probability sampling and may 

consider the impact of other factors affecting customer loyalty. 

Reference: 

Al-Dmour, H., Algharabat, R., Khawaja, R. & Al-Dmour, R. (2019). Investigating the impact of ECRM 

success factors on business performance. Asia Pacific Journal of Marketing and Logistics, 

31(1), 105-127. 

Alrubaiee, L. & Nazer, N. (2010). Investigate the Impact of Relationship Marketing Orientation on 

Customer Loyalty: The Customer's Perspective. International Journal of Marketing Studies, 

2(1), 56-59. 

Bang, J. (2005). Understanding customer relationship management from manager’s and customer’s 

perspective: Exploring the implications of CRM fit, market orientation, and market 

knowledge competence. Doctoral Thesis, University of Rhode Island. 

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 57 

 

Bhat, S.A. & Darzi, M.A. (2016). Customer relationship management: an approach to competitive 

advantage in the banking sector by exploring the mediational role of loyalty. International 

Journal of Bank Marketing, 34(2), 3-6.  

Bhat, S.A., Darzi, M.A., & Parrey, S.H. (2018). Antecedents of Customer Loyalty in Banking Sector: A 

Mediational Study. The Journal for Decision Makers 43(2), 92–105. 

Bickel, R. (2012). Multilevel analysis for applied research: It's just regression! London: Guilford Press. 

Boulding, W., Staelin, R., Ehret, M., & Johnston, W. J. (2005). A customer relationship management 

roadmap: What is known, potential pitfalls, and where to go?. Journal of Marketing, 69(4), 

155-166. 

Butler, S. (2000). Changing the Game: CRM in the E-World. Journal of Business Strategy, 21(2), 13–14. 

Chen, I.J. & Popovich, K. (2003). Understanding customer relationship management (CRM) people, 

process and technology. Business Process Management Journal, 9(5), 672-688. 

Chin, W. W. (1998). The partial least squares approach to structural equation modeling. Modern methods 

for business research, 295(2), 295-336. 

Chin, W. W. (2010). How to write up and report PLS analyses. London: Springer. 

Chin, W. W. & Newsted, P. R. (2003). A Partial Least Squares Latent Variable Modeling Approach For 

Measuring Interaction Effects: Results From A Monte Carlo Simulation Study And Electronic 

Mail Emotion/Adoption Study. Information Systems Research, 14(2), 189-217. 

Chuang, S.H. & Lin, H.N. (2013). The roles of infrastructure capability and customer orientation in 

enhancing customer-information quality in CRM systems: empirical evidence from Taiwan. 

International Journal of Information Management, 33(2), 271-281. 

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Hillsdale: Lawrence 

Erlbaum Associates. 

Coviello, N. E., Brodie, R. J., Danaher, P. J., & Johnston, W. J. (2002). How firms relate to their markets: an 

empirical examination of contemporary marketing practices. Journal of Marketing, 66(3), 33-

46. 

Cox, D. R., & Hinkley, D. V. (1979). Theoretical statistics (2nd ed.). Florida: CRC Press. 

Day, G.S. (2000). Managing marketing relationships. Journal of the Academy of Marketing Science, 28(1), 

24-30. 

Day, G. S. (2003). Creating a Superior Customer-Relating Capability. Sloan Management Review, 44(3), 

77-83. 

Day, R.L. (1984). Modeling choices among alternative responses to dissatisfaction. Advances in 

Consumer Research, 11th Association for Consumer Research, Provo, UT. 

Deshpande, R., Farley, J.U. & Webster, F.E. (1993). Corporate culture, customer orientation, and 

innovativeness in Japanese firms: a quadrat analysis. Journal of Marketing, 57(1), 23–37. 

Doney, P.M. & Cannon, J.P. (1997). An examination of the nature of trust in buyer-seller relationships. 

Journal of Marketing, 61(2), 35-51. 

Donnelly, M. (2009). Building Customer Loyalty: A Customer Experience-Based Approach in a Tourism 

Context.  Ph. D. Thesis, Waterford Institute of Technology. 

Dous, M., Kolbe, L., Salomann, H., & Brenner, W. (2005). KM capabilities in CRM: Making knowledge for, 

from and about customers' work. In Proceedings of eleventh America’s conference on 

information systems Omaha, NE, USA 

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 58 

 

Dubey, N.K. & Sangle, P. (2018). Customer perception of CRM implementation in the banking context: 

Scale development and validation. Journal of Advances in Management Research, 12(3), 56-

60. 

Durkin, M. & Howcroft, B. (2003). Relationship marketing in the banking sector: the impact of new 

technologies. Marketing Intelligence & Planning, 21(1), 61-71. 

Dyer, N.A. (1998). What’s in a relationship other than relations?. Insurance Brokers Monthly & Insurance 

Adviser, 48(7), 16-17. 

Falk, R. F., & Miller, N. B. (1992). A primer for soft modeling. Akron: Akron Press. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables 

and measurement error. Journal of marketing research, 4(8), 39-50. 

Foss, B., & Stone, M. (2002). CRM in financial services: a practical guide to making customer relationship 

management work. London: Kogan Page. 

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 61(1), 101-107. 

Grönroos, C. (2000). Service Management and Marketing: Managing the Moments of Truth in Service 

Competition. Lexington MA: Lexington Books. 

Hair, J. J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis (7th Ed.). Upper 

Saddle River, New Jersey: Prentice Hall. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2014). A Primer on partial least squares structural 

equation modeling (PLS-SEM) (1st Ed.). Los Angeles: Sage 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing 

Theory and Practice, 19(2), 139-152. 

Hair, J.F., Black, W.C., Babin, B. & Anderson, R. (2016). Multivariate Data Analysis. London: Cengage 

Learning 

Hasan, L. M., Zgair, L. A., Ngotoye, A. A., Hussain, H. N., & Najmuldeen, C. (2015). A review of the factors 

that influence the adoption of cloud computing by small and medium enterprises. Scholars 

Journal of Economics, Business and Management, 2(1), 842-848. 

Henseler, J., Ringle, C. M., & Sinkovies, R. R. (2009). The use of partial least squares path modeling in 

international marketing. Emerald Group Publishing Limited, 6(2), 277-319). 

Henseler, J. (2012). PLS-MGA: A non-parametric approach to partial least squares-based multi-group 

analysis. Berlin Heidelberg: Springer. 

Hussain, I., Hussain, M., Hussain, S., & Sajid, M.A. (2009). Customer Relationship Management: Strategies 

and Practices in Selected Banks of Pakistan. International Review of Business Research 

Papers, 5(6), 117-132. 

Idzikowskiadam, A., Kurylo, P., Cyganiuk, J., & Ryczko, M. (2019). Customer Relationship Management 

(CRM) - Philosophy and its Significance for the Enterprise. System Safety: Human, Technical 

Facility and Environment, 1(1), 1004-1011. 

Ivanauskiene, N., & Auruskeviciene, V. (2009). Loyalty program challenges in the retail banking industry. 

Economics and Management, 7(14), 407-412. 

Järvinen, R.A. (2014). Consumer trust in banking relationships in Europe. International Journal of Bank 

Marketing, 32(6), 551-566. 

Jayachandran, S., Sharma, S., Kaufman, P. & Raman, P. (2005). The role of relational information 

processes and technology use in customer relationship management. Journal of Marketing, 

69(4), 177-192. 

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 59 

 

Khodakarami, F. & Chan, Y.E. (2014). Exploring the role of customer relationship management (CRM) 

systems in customer knowledge creation. Information & Management, 51(1), 27-42. 

Kincaid, J.W. (2003). Customer Relationship Management: Getting it Right!. New Jersey: Prentice-Hall. 

Kocoglu, D. & Kirmaci, S. (2012). Customer Relationship Management and Customer Loyalty: A Survey 

in the Sector of Banking. International Journal of Business and Social Science, 3(3), 282-291. 

Kolodinsky, J. M., Hogarth, J. M., & Hilgert, M. A. (2004). The adoption of electronic banking technologies 

by US consumers. International Journal of Bank Marketing, 22(4), 238-259. 

Ladhari, R., Ladhari, I., & Morales, M. (2011). Bank service quality: comparing Canadian and Tunisian 

customer perceptions. International Journal of Bank Marketing, 29(3), 224-246. 

Lavender, M. (2004). Maximizing customer relationships and minimizing business risk. International 

Journal of Bank Marketing, 22(4), 291-296. 

Lin, Su. & Chien. (2005). A knowledge-enabled procedure for customer relationship management. 

Industrial Marketing Management, 35(6), 446 – 456. 

Lindgreen, A., & Antioco, M. (2005). Customer relationship management: The case of a European bank. 

Marketing Intelligence & Planning, 23(2), 136-154 

Lovelock, C. H. (1993). Classifying services to gain strategic marketing insights. Journal of Marketing, 

47(3), 9-20 

Mavrides, D. (2004). The performance of the Japanese banking sector. Journal of Intellectual Capital, 

5(1), 92-115. 

Narang, Y., Narang, A. & Nigam, S. (2011). Gaining the Competitive Edge through CRM- A Study on 

Private Sector Banks. International Journal of Research in Finance and Marketing, 1(3), 12-

30. 

Narver, J. C., & Slater, S.F. (1990). The Effect of a Market Orientation on Business Profitability. Journal of 

Marketing, 54(10), 20-35. 

Nguyen, B., & Mutum, D. (2012). A review of customer relationship management: successes, advance, 

pitfalls, and futures. Journal of Business Process Management, 18(3), 2-4. 

Nunnally, J., & Bernstein, I. (1978). Psychometric theory (2nd ed.). New York: McGraw-Hill. 

Nunnally, J., & Bernstein, I. (1994). Psychometric Theory (3rd ed.). New York: McGraw-Hill. 

Oliver, R.L., 1999.Whence consumer loyalty? J.Mark, 63(2), 33–44. 

Pandyanayak, M. & Venkateshwarlu, H. (2019), Customer Relationship Management (CRM) Practices in 

Select Public and Private Sector Banks in Hyderabad City. Global Journal of Management 

and Business Research: E-Marketing, 19(3), 78-80.  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its 

implications for future research. Journal of Marketing, 49(4), 41-50. 

Peppard, J. (2000). Customer relationship management (CRM) in financial services. European 

Management Journal, 18(3), 312-327. 

Pousa, C. & Mathieu, A. (2014). Boosting customer orientation through coaching: a Canadian study. 

International Journal of Bank Marketing, 32(1), 60 – 81. 

Pullman, M., & Gross, M. (2004). The ability of Experience Design Elements to Elicit Emotions and Loyalty 

behaviors. Decision Sciences Journal, 35(3), 551 578. 

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 60 

 

Rapp, A., Trainor, K.J. & Agnihotri, R. (2010). Performance implications of customer-linking capabilities: 

examining the complementary role of customer orientation and CRM technology. Journal of 

Business Research, 63(11), 1229-1236. 

Rigdon, E.E. (2012). Rethinking partial least squares path modeling: in praise of simple methods. Long 

Range Planning, 45(5/6), 341-358. 

Roscoe, D. (2003). So what is the future for CRM?. Journal of Customer Management, 5(7), 42-43. 

Rowley, J. (2002). Eight questions for customer knowledge management in e‐business. Journal of 

Knowledge Management, 6(5), 500-511. 

Sampaio, F., Mogollon, H., & Rodrigues, A.G. (2019). The relationship between market orientation, 

customer loyalty and business performance: A sample from the Western Europe hotel 

industry. Tourism and Hospitality Research, 1(2), 1-12.  

Sarstedt, M., Ringle, C.M., Henseler, J. & Hair, J.F. (2014). On the emancipation of PLS-SEM: a commentary 

on Rigdon (2012). Long Range Planning, 47(3), 154-160. 

Sayani, H. (2015). Customer satisfaction and loyalty in the United Arab Emirates banking industry. 

International Journal of Bank Marketing, 33(3), 351-375. 

Sharma, S. & Goyal, D.P. (2011). Critical success factors for CRM implementation: a study on Indian 

banks. Information Intelligence, Systems, Technology and Management, Communications in 

Computer and Information Science, 141(2), 32-40. 

Siddiqi, T., Khan, K.A., & Sharna, S.M. (2018), Impact Of Customer Relationship Management on 

Customer Loyalty: Evidence from Bangladesh’s Banking Industry. International Journal of 

Business, Economics, and Law, 15(5), 78-89.  

Sin, L.Y.M., Tse, A.C.B., & Yim, F.H.K. (2005). CRM: conceptualization and scale development. European 

Journal of Marketing, 39(11/12), 1264-1290. 

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in relational exchanges. 

Journal of Marketing, 66(1), 15-37. 

Sivaraks, P., Krairit, D. & Tang, J.C. (2011). Effects of e-CRM on the customer–bank relationship quality 

and outcomes: the case of Thailand. The Journal of High Technology Management Research, 

22(2), 141-157. 

Smith, H.A. & McKeen, J.D. (2005). Developments in practice xviii - customer knowledge management: 

adding value for our customers. Communications of the Association for Information 

Systems, 16(1), 744-755. 

Stefanou, Constantinos, Sarmaniotis, C., & Stafyla, A. (2003). CRM and Customer-Centric Knowledge 

Management: An Empirical Research. Business Process Management Journal, 9(5), 617–634. 

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions. Journal of the Royal 

Statistical Society. Series B (Methodological), 36(2), 111-147. 

Swift, R. (2001). Accelerating customer relationships using CRM and relationship technologies. New 

Jersey, USA: Prentice Hall. 

Tacq, J. J., & Tacq, J. (1997). Multivariate analysis techniques in social science research: From problem to 

analysis (1st ed.). London: Sage Publications Limited. 

Tseng, L. (2019). How customer orientation leads to customer satisfaction: Mediating mechanisms of 

service workers’ etiquette and creativity. International Journal of Bank Marketing, 37(1), 210-

225. 

Uppal, R.K. (2008), Customer Relationship Management in the Indian Banking Industry. New Delhi: New 

Century Publications.  

http://creativecommons.org/licenses/by/3.0/


 
Journal of Management Info. Vol. 7 No. 2 

 

 
Copyright © 2020 Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits 

unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited. 61 

 

Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (2010). Perspectives on partial least squares. In 

Handbook of partial least squares. Berlin: Springer. 

Wang, Y. G., & Feng, H. (2012). Customer relationship management capabilities: measurement, 

antecedents, and consequences. Management Decision, 50(1), 115-129. 

Wilson, B. J. (2011). An investigation into three consumer constructs: explaining the nature of relations 

influencing brand relationship quality. Doctor of Philosophy, RMIT University.  

Wu & L, Lu. (2012). The relationship between CRM, RM, and business performance: A study of the hotel 

industry in Taiwan. International Journal of Hospitality Management, 31(1), 276-285. 

Xu, M. & Walton, J. (2006). Gaining customer knowledge through analytical CRM. Industrial 

Management and Data Systems, 105(7), 955-971. 

Yim, F.H., Anderson, R.E., & Swaminathan, S. (2004). Customer relationship management: its dimensions 

and effect on customer outcomes. Journal of Personal Selling and Sales Management, 24(4), 

263-78. 

Zadeh, M. H., Ghoryshian, S. H. & Amir M. D. (2013). Impact of customer relationship management (CRM) 

on marketing performance: A Case Study in Mellat Bank of Mazandaran Province. Journal of 

Natural and Social Science, 2(3), 2612-1619 

Zineldin, M., 2005. Theory of loyalty: CRM, quality and retention. J. Consumer. Mark. 23(7), 430–437. 

 

http://creativecommons.org/licenses/by/3.0/

