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Abstract - The purpose of this literature is 1) to study electronic customer relationship management (E-CRM), customer-
based attributes and relationship quality and outcomes, 2) to examine factors influencing loyalty, and 3) to explore the 
relationship quality as an variable leading to customer loyalty among commercial banks in Thailand. Due to the competition 
of large commercial banks has intensified and  the development of technology in the age of globalization, various 
commercial banks have applied  electronic customer relationship management tools through the services to gain customers 
loyalty to the banks. The analytical unit included 5 Thai commercial banks, namely Bangkok Bank, Siam Commercial Bank, 
Kasikorn Bank,  Krung Thai Bank Public Company Limited ,and Bank of Ayudhya Public Company limited. It was mixed-
methods research. The questionnaire was used as an instrument tool. Then, the data were analyzed by descriptive statistics 
for percentage, standard deviation, and inferential statistics to analyze the causal relationship of customer loyalty among 
commercial banks in Thailand. 
 
Index terms - E-CRM, Customer-base Service Attributes, Service Quality, Relationship Quality, Relationship Outcomes, 
Customer Loyalty, Commercial Banking 
 
I. INTRODUCTION 
 
At present, the world economy is constantly 
fluctuating. Many problems have been occurred such 
as human rights, terrorism including innovation and 
technology development. These make the world a 
priority in developing a creative economy by creating 
a value-based economy based on knowledge and 
innovation to be consistent with the conditions of the 
era of globalization. This developmentconnects each 
economy in a consistent way with more dependence 
(Creative Design Center, Office of Knowledge 
Management and Development under the Prime 
Minister’s Office, 2016, pp. 9-10), to the point where 
the economic crisis has intensified from capitalist 
with the speculative capital-market, money-market, 
and international-commodity markets. As a result, the 
government in many countries have had the measures 
and policies to solve the problems and to act in the 
same direction (CharasSuwanmala, 2015, p. 22-23), 
including the ASEAN countries to prevent, correct, 
improve the structure of the country and 
businessesbeing consistent with the global economy 
(Phillip Kotler et al., 2015). 
 
Presently, Thailand has applied the National 
Economic and Social Development Plan No.12 (BE 
2017-2020) which is a national development plan. 
The key goal is to accelerate the development of 
science and technology, innovation research and 
development along with the development of people 
for completing in all ages and being able to 
accommodate the changes that occur. (Office of the 
National Economic and Social Development Board: 

Office of the Prime’s Minister, 2016, p.1-6). 
Moreover, it uses the plan to develop into a stable, 
prosperous and sustainable based on the philosophy 
of Sufficiency Economy through the public process 
called "Thailand 4.0" (Bureau of Personnel Research 
and Development, 2017, pages 1-9), along with the 
implementation of the Digital Government 
Development Plan of Thailand 1955-2018 in order to 
accommodate the change of living of Thais from 
"digital" and to conform to the era. "Digital 
Economy: The Digital Economy" uses information to 
add value and value to products and services. It 
brings to the behavioral changes of Thais that is 
“Anywhere Anytime Any Devices (Index and Survey 
Division, Strategic Office of Electronic Transaction 
Development, (Public Organization) Digital Ministry 
for Economic and Social Affair, 2016, p.26-33). 
Similarly,  the Bank of Thailand has organized and 
implemented the "National e-Payment" program to 
develop the e-Payment system of the country starting 
with the "PromptPay" program to reduce the cost of 
managing cash to digital payments. (Communication 
Bureau Corporate Communications Management: 
Bank of Thailand, 2016, page 1; Payment System 
Policy: Bank of Thailand, 2017, p.2). "Digital 
Banking" is a multi-channel digital banking service 
that facilitates and responds to life “on-the-go”           
(PiyapongTangjintanakarn , 2016, p. 1). Thus, the 
number of accounts and transaction volume of 
Internet banking and mobile banking  have increased 
(Bank of Thailand, 2017, online). 
Based on the transaction volume statistics for the year 
of 2014-2016, it is evident that the volume of Internet 
banking and mobile banking transaction accounts for 
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the number of transactions and the volume increased 
over the past decade. In the past, the banks had the 
branch offices as the main service providers. 
Contrastively, the banks now offer telephone 
banking, e-banking, and branch offices. Shah & 
Clarke, 2009, p.11) 
 

 
Table 1 shows the volume of Internet banking and mobile 

banking transactions in 2014-2016. 
 
However, at present, the business organization faces a 
lot of competition and has a lot of competitors and is 
ready to grasp market shares at any time. 
(AtcharaSripun, 2009, p.51).  It focuses on the people 
of the organization in a single person who can be 
contacted electronically through a variety of channels 
being able to find more customers to the banks. Thus, 
the banks have switched from off-line customer 
relationship management to online customer 
relationship management as "Electronic Customer 
Relationship Management" (Sivaraks, Krairit& Tang, 
2011, p.141) 
 
Thus, when technology changes, the business of 
commercial banks as well as the fast life of the 
customer, this is a major reason for all commercial 
banks to focus on customer relationship management 
electronically. This will reflect the results of 
operations that will enable commercial banks in 
Thailand to continue to operate in the long term 
potential. Researchers are interested in studying the 
issues of electronic customer relationship 
management. customer-based attributes, and 
outcomes of relationship quality, and the loyalty of 
customers in Thailand. 
 
II. RESEARCH OBJECTIVES 
 
1. to study electronic customer relationship 

management,customer-based attributes and  
relationship quality and outcomes toward 
customer loyalty of commercial banks in 
Thailand; 

2. To examineelectronic customer relationship  
management, customer-based attributes and  
relationship quality and outcomes influencing 
customer loyalty of commercial banks in 
Thailand; 

3. To explore the quality relationship and outcomes 
as the variables leading to customer loyalty of 
commercial banks in Thailand. 

III. SCOPE OF THE RESEARCH 
 
This research wasa mixed- methods research. The 
population were employed with the customers using 
commercial banks in Thailand in accordance with  4 
scopes as follows; There are four areas of study: 
 
1. Scope of content  
It focused on the importance of electronic customer 
relationship management, customer-based  
serviceattributes and  relationship quality and 
outcomes toward customer loyalty of commercial 
banks. 
 
2. Scope of population 
The population were customers of 5 commercial 
banks in Thailand as Bangkok Bank, Siam 
Commercial Bank, Kasikorn Bank,  Krung Thai Bank 
Public Company Limited,and Bank of Ayudhya 
Public Company limited  (Bank of Thailand, 2017). 
 
3. Scope of Area 
The sampleswere the customers of  commercial banks 
( commercial banks with total market share of assets 
more than 7% of total assets of commercial banks for 
all system), namely, Bangkok Bank, Siam 
Commercial Bank, Kasikorn Bank,  Krung Thai Bank 
Public Company Limited ,and Bank of Ayudhya 
Public Company Limited. The researcher has referred 
to the area of important economic provinces in 
Thailand. (Fiscal Office, 2017) consisting of four 
economic areas in the North as  Chiang Mai, 
Lampang, Phitsanulok, and NakhonSawan, the 
Central is as Bangkok. Chonburi, SamutSakhon, and 
PhraNakhon Sri Ayutthaya , the Northeastern region 
is as KhonKaen, NakhonRatchasima, and 
UbonRatchathani, the Southern provinces are 
Songkhla, Phuket. Nakhon Sri Thammarat, and 
Trang. 
 
4.  Scope of time  
This research  will be  spending 3 years from October 
2015 to September 2018. 
 
IV. LITERATURE REVIEW 

 
The context of commercial banks in Thailand 
Commercial banks in Thailand  have been operated 
under Financial Institutions Business Act B.E. 2551, 
Section 4 of the Act defines the definition of 
commercial banking as "the business of deposit or 
receipt of money from the public to pay back on 
demand or at the end of the specified period and take 
advantage of that money by any means, such as 
credit, bills of exchange, or other negotiable 
instruments, foreign exchange trading.” For the 
definition of commercials  means" public limited 
companies licensed to operate commercial banks. 
This includes retail banking, banks that are 
subsidiaries of foreign banks, and branches of foreign 
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commercial banks being permitted to engage in 
commercial business "(Royal Gazette, 2008, p. 3-4). 
The operation of commercial banks in Thailand are 
under the supervision of the Bank of Thailand (BOT), 
a government organization. It is responsible for 
managing the economic and financial system of the 
country to be consistent with the monetary policy to 
support the economic growth in accordance with the 
economic stability and the country's potential by 
applying he "Three Year Strategic Plan of the Bank 
of Thailand (2017-2019)" in the development of the 
economy and the financial system of the country to 
sustain the economy thoroughly, sustainably and 
readily into the digital economy. (Bank of Thailand, 
2017, online) 
 
The commercial bankshave adapted and have 
introduced Electronic Banking including  
communication channels such as telephone, radio, 
television, E-mail, Internet Website, etc., to help meet 
the needs of customers coupled with the expansion of 
new customers. In addition, the customer relationship 
management (CRM) has been applied for maximizing 
the  customer satisfaction. In the present situation, 
there is competition for survival, so Information and 
communication technology (ICT) is an important tool 
to play a role in driving the strategy of customer 
relationship management for communicating on a 
variety of channels. To achieve customer satisfaction, 
it is convenient, fast and accessible to the target group 
called "Electronic Customer Relationship 
Management (E-CRM)" (AcharaSrisapan, 2009, pp. 
51-52). 
 
This research, the researchers extracted the relevant 
variables as a result of the review of relevant 
theoretical and literary concepts. 1) 
electroniccustomer relationship management ,2) basic 
service characteristics, 3) relationship quality and the 
outcomes of the relationship, 4) quality of service,  5) 
customer loyalty as in the following order. 
 
1. Electronic Customer Relationship Management 
(E-CRM) 
Berry (1983) defines customer relationship 
management as customer management by attracting 
and maintaining customer relationships. Berry and 
Persuraman (1991) study describes customer 
relationship management about attracting, developing 
and maintaining customer relationships while Berry 
focuses on pulling in new customers who are the 
main targets in the market. The customer must have a 
better relationship with the employees or 
organizations than the product itself. Additionally,  
Kotler and Armstrong (2004) define customer 
relationship management as the process of creating 
and maintaining customer relationships by offering 
value and satisfaction to customers. E-CRM is a part 
of the e-CRM implementation as the direct contact 
with the customer. E-CRM is a division of 

technology used in the large, well-defined, data-
gathering process. (Dyche, 2001) and Sarfarazi's 
study, Memarzade (2009), says E-CRM can help 
organizations quickly and accurately serve customers 
at all times. So, e-CRM makes the organization more 
customer-friendly. Customer-centric marketing 
services include fast access to customer service and 
communication between the organizations and 
customers at anytime, anywhere, anytime. As a result 
of  theservice development and quality of service, 
customers are more loyal to the organizations (Pan & 
Lee, 2003; Lai, Hsial, Yang, Huang, & Lee, 2009). 
  
2. Customer-based Service Attributes  
Customer-based Service Attributes are service 
features of an organization in a customer's 
perspective and it is an essential link between 
Electronic Customer Relationship Management (E-
CRM) and customer relationship quality with the 
organization. A study by Sivaraks, Krairit& Tang 
(2011) p.144; Dalir, Zarch, Aghajanzadeh&Eshghi 
(2017). P.15-16 and Delafrooz&Mirshahidi (2014). 
P.53-54 show that E-CRM and customer relationship 
quality have to consist of 3 attribute.  1) The quality 
of information is the information that the customer 
receives from the personnel, the electronic service. 
and information on the website of the commercial 
banks. 2) Convenience refers that customers can 
easily access products and services with ease, speed 
and efficient service quality,  service system, service 
location, and tools for the services. 3) Communication 
channels are the demand for products and services of 
customers through various communication channels 
such as telephone, mobile phone, ATM-ADM, 
message, email and website 24 hours a day ( 
Darabi&Torabi, 2012, p.177-179).  
 
3. Relationship Quality 
Relationship quality is what the organization's ability 
to perceive expectations and the needs of customers. 
Jarvelin and Lehtinen (1996) provide a definition of 
the relationship quality as the customer's relationship 
with the organizations, the expectations, the goals and 
the desires of the customers. Similarly, Sivaraks, 
Donyaprueth, and John (2011); Dalir, Zarch, 
Aghajanzadeh&Eshghi (2017) conclude that 
relationship quality and outcome of relationship are 
explained the results will be obtained from the 
customers, the experiences that customers have 
received by providing services. The product 
environment is a trustworthy service, a trust, a 
commitment, a core value as the main variables and 
there are other variables which can  bring relationship 
quality  to the organization: communication, conflict, 
opportunity, cooperation, understanding, bargaining 
power of customers, coordination, commitments, 
goals, customer needs, and improvement of products 
and services. Therefore, the relationship quality and 
outcomes of customer relationships affect long-term 
customer relationships, benefit the organization to 
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improve its products and services, meet the needs of 
customers, and create the most loyal to the 
organizations. 
 
4. Service Quality 
Service illustrates the results of the customer benefits. 
The service is more impressive than the competition. 
At present, the competitive environment of the 
market has intensified, so, it raises awareness of the 
organization about the service  (Parasuraman et al., 
1985) define service quality that is different between 
expectation and perceive service quality. However, it 
results in quality, relationships, satisfaction and trust. 
Under the competition in  globalization, technology 
changes all the time, so organizations commit to build 
and maintain relationships with customers leading to 
the customer satisfaction, confidence, and loyalty to 
the organizations. 
 
5. Customer loyalty 
Jacoby & Chestnut (1978) give the definition of 
customer loyalty that  customers purchase products 
and services consistently. The customer  who are 
loyal to the organizations are the target audiences of 
the organizations. As a result of Azila and Noor 
(2011), the concept of loyalty means that customers 
are more satisfied with their products or services. In 
addition, customers of the organizations have told 
other customers "words of mouth" about products and 
services, and service providers This lead to expand 
the customer base and result in long term 
relationships. In addition, organizations which have 
applied electronic relationship management, it can 
help increase customer loyalty (Khan & Khawaja, 
2013). 
 
V. THE MEHODOLOGY AND MODEL 

 
The research methodology was a mixed-methods 
research divided into two categories: 

 
1. Quantitative research: it has the step starting 

from development of a measure, questionnaire 
distribution, descriptive statistical processing 
based on the Structural Equation Model (SEM) 
and the AMOS program. The results are 
summarized and discussed. In addition to 
providing additional feedback from research, the 
information obtained from the questionnaire with 
ended questions. It was then compare for the 
differences and similarities to quantitative 
research. 

2. Qualitative research usedsemi-structured in-
depth interviews which were  created based on 
literature reviewed to cover the research in 
electronic customer relationship management, 
customer-based attributes and  relationship 
quality and outcomes The researchers have 
completed the data integrity check and 
recommended (Denzin, 1989; 

SupakhanChantavanich, 2011). The final results 
from the analysis of structural equation were 
discussed. Summarize and provide additional 
research suggestions. 

 
V. THE CONCEPTUAL FRAMEWORK 
 
According to the literature review, it can be 
summarized as the conceptual framework and 
hypotheses as follows;  
 

 
Figure 1: The conceptual Frame Work 

  
The research hypotheses are as follows. 
 
H1: Electronic customer relationship management 
influences customer-based service attributes. 
 
H2: Electronic customer relationship management 
electronically influences service quality. 
 
H3: Electronic customer relationship Management 
influencescustomer loyalty. 
 
H4 : Service quality influences the outcome of 
quality relationship. 
 
H5: Service quality influences customer loyalty. 
 
H6: Customer-based service attributes influence 
quality relationship and outcomes.  
 
H7: Quality relationship and outcomes influence 
customer loyalty.  
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SUMMARY AND CONCLUSION 
 
"Customer" is an important resource of all types of 
businesses that is the same as "Banks" need to 
maintain their existing customer base and expand the 
new customer base. They expect  customersto buy 
their products and use the original service at the same 
time they find new customers for survival of 
commercial banks .This is to maintain and increase 
long-term customer loyalty. Therefore, commercial 
banks raise the importance to  Electronic Customer 
Relationship Management (e-CRM) with customers 
focusing on the core of customer service, including: 
1) providing information services; 2) providing 
convenience; (3) Convenience and 3) Communication 
channels. They must be aware of good service, pay 
attention to the service quality of service in order to 
make good relationship and lead customers to be  
loyalty to the organizations. 
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