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ABSTRACT

The objective of this research is to study customer relationship management
factors affecting organizational performance including financial performance, customer
performance, internal process performance, and learning and growth performance. The data
was collected by online questionnaire with 300 samples who are staff in banking businesses
and related to customer relationship management. Then the data was analyzed by multiple
regression technique. The finding reveals that the significant value of four organizational
performance are lower than 0.05. In addition, the hypotheses testing showed that customer
relationship factors have positive effect on financial performance, customer performance, and
learning and growth performance whereas customer relationship factors have negative effect
on internal process performance. This research is useful for banks to provide customers with

the highest satisfaction and impressive service.

Keywords: Customer Relationship Management, Financial Performance, Customer

Performance, Learning and Growth Performance, Internal Process Performance
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