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Abstract

The purposes of the research were to study as follows. 1) The level of customer opinions
toward online customer relationship management, service quality and electronic loyalty of Smart
Brain Institute. 2) Online customer relationship management affects electronic loyalty. 3) Online
customer relationship management affects service quality. 4) Service Quality affects electronic loyalty.
5) Online customer relationship management affects electronic loyalty toward the service quality of
Smart Brain Institute. The sample group were 380 parents who consumed the service of Smart Brain
Institute. The research instrument was a questionnaire. The statistics used to analyze data were
percentage, mean, standard deviation, and the structural equation model techniques (Structural

Equation Modeling: SEM) for data analysis.

The study found the following. 1) The level of customers’ opinions toward online cus-
tomer relationship management, service quality, and electronic loyalty was highly appreciated. 2)
Online customer relationship management positively affects electronic loyalty. 3) Online customer
relationship management positively affects service quality. 4) The service quality positively affects
electronic loyalty. 5) Service quality is a passing variable in the relationship between online customer
relationship management and electronic loyalty at a significant level of .01. The study results will
benefit executives to apply in planning and formulate customer relationship management strategies
to develop the service quality of Smart Brain institute and services that meet customers’ needs. Be-
sides, other tutoring institutes can use the findings to improve and develop business management to

achieve effective management.

Keywords : online customer relationship management, service quality, electronic loyalty
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