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ARSTRACT

B s e B CRRETANE ineraeiion it customers. Custimers e phuurm crucial role i e
Pl e of Hu\\"ﬂf'\d ke ting st aivo, Theswvess of CRM process depends on the activwe
svtiement of all managers md emplogeesthe banking fleld a unigue "Relatonship exises betueen
2 Wi aned e Bank. Buthecanise of tarous reasons and apprehensions tike financial burdens
ph of fadhee kv tingiertio ete . mang banks are still following the raditonal ways of markeling
wid oy oW banksare making attempts ® adopt CRM Poviding service fo customers has been
slonified ax theprime responsibility of the Banks and therefore Banks considered that CRM s the
et ““ perfonm the b of rendering good services. The lack of understanding onCustomet
Re oo Management (CRM) s aluxays a concern among the sernee providersespecually banks
Banks have el own way of managing thetr relationships with the customers. However, the perception
W ‘n‘""""" o CRM pruactives among banks should also be takeninto consideration. CRM actinity

the nends of cistomers without delay in time, thebanks can create more awareness ©
cuxiomiers and can creade o customer data hN' verysignificantly Tis paper exanines umportance of
CRAM i banking mstuons i ndia
Reywords: Cusiomer Retationshyy Management, Banks, Custome

INTRODUCTION
Customer relationship management is one of the strategies to manage customer as it focuses

on understanding customers as individuals instead of as part ot a group CRM manages the
relationships between a fiem and s customers. CRM and knowledge management are directed
towards improving and continuously delivering good services to customers. 1o understand more in
customer relationship management, we first need o understand three components which are
customer, relationship and thefr management. Managing customer relationships is important and
valuable to the business  Today, many businesses such as banks, insurance companies, and other
sorvice providers realize the importance of Customer Relationship Management and its potential to
help them acquite new customers retain extsting ones and maximize their lfetime value Banking
secton 1% a customer otiented service where the customer is the KEY focus Rescarch is needed in
auch sector to understand customers' need and attitude so as to build a long relationship with them
Customer Relationship Management includes all the marketing activities, which are designed to
(“-Q\‘-ll. develop, mamtain, and sustain a successtul relationship with the target customers. The
eflective relationship between customers and banks depends on the understanding of the different
needs of customers at dilterent stages. The objective s Lo ellectively analyze all the available data
about the customer The analysis of such data helps a firm assess a customer's current and
potential profitability safistaction and lovalty. The ability of banks to respond towards the customers’
needs make the customers feel ke a valuable individual rather than just part of a large number of
customers CRM s a sound business strategy to identify the bank's most profitable customers and
prospects, and devofes time and attentton to expanding acconnt relationships with those customers
throngh mdividualyed marketing, reprising, discretionary dectsion making, and customized service
all delivered throngh the vartous sales channels that the bank uses  In order to succeed with
strategtc organtzational change banks should also communicate the change to customers in a way
leading them to alter their behavio and attitudes accordingly

RESEARCH PROBLEM

Poanking sector has always been the focus of soctely due to its essential role in the finance world and
the wellbeing of world's economy. In the banking ficld a unique ‘Relationship® exists between the
customers and the bank. But because of varfous reasons and apprehensions like financial burdens
Pk of fadlure, marketing inertia ete.omany banks are stll following the taditional wavs o marketing
and only few hanks aremaking attempts to adapt CRM 1t is with this background, the researcher
has made amodest attempt towards  the idea that CRM - can be adapted uniformly in the
bankingindustiy for betterment of Banking Services Particularly in banking sector, the role ofCRM
feovery vital i leading the banks towards highlevel and volume of profits. Sothere is a need to study
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the role of CRM Ve
practices, problem y (|'«|v| lopment andpromotion of bankingsector through the sidelines of the
‘ msand impact of the CRM onl : |
ihanldng sector all the thime
OBJECTIVES OF THE STUDY "
Fhe main obje
‘ ve x

Tuisat o ““l .(‘“ ¢ ol the study 1s (o examine the bmportance of CRM i banking sector, and its

§ . . 2 [} [ (
| Y lll.lnl(mlt I oabistaction'. The other speciic objectiven ol thestudy e

view the Jife ‘ , '

2 To an 1“ e literatare on the o oncept and use of CRM inhanldng secton
T , Ayze the perception of castomer on CRM as a lool of banking sector i retention of
customers in general o
S T pe il s

yoller pertinent suggestions based on the findings of the study.

cCusT D) AT ¢ . SR
sirong Ol‘l(‘ll'l'llll()nyn ( lllliFhms w¢"u' piven to deseribe CRM. During the Tast decades there has been
e Ao -0[ ()rv“ 1(' \'lhl()ll‘l(‘rh Hililhlm‘llt()n by fullilling their needs and wanls as means for the
misEien te srmale L«'llll/,‘.lnnns objectives. This underlying motivation on customer focus Is clear
vall;(* o NH“-) Y.l m' [or customers, stay profitable and gain desired performance, By crealing
customers organizations would gain customers' loyalty, which in turn would result n
business’ growth and profits. The maindifference among these definitions Is technological and
rclu‘llonshlp aspects of CRM.Some authors from marketing background emphasize technological side
Of“(ARM whileTheothers considers [T perspective of CRM. From marketing aspect, CRM 1s defined
as‘a combination of business process and technology that secks (o understand a
company'scustomers f{rom Lhe perspective of who they are, what they do, and what they are
like"Technological definition of CRM was given asmarket place of the future Is undergoing
atechnology-driven metamorphosis”. Consequently, IT and marketing departments mustwork closely
to implement CRM efficiently. They focused on the evaluation of thecritical satisfaction dimensions
and the determination of customer groups with distinctivepreferences and expectations in the private
bank sector.
The methodological approach is based on the principles of mulli-criteria modelingand preference
disaggregation modeling used for data analysis and interpretation. Have focused on the management
of the exchange relationships and the implications of such management for the performance and
development of technology-based firms and theircustomers. Specifically the customer relationships
of new technology-based firms have been studied. The managing relationship with their customers
(especially with employees, channel partners and strategic alliance partners) was critical to the
firm'slong-term success. It was also emphasized that customer relationship management basedon
social exchange and equity significantly assists the firm in developing collaborative,cooperative and
profitable long-term relationships. They have also hierarchicallysegmented data sources into
clusters, automatically labeled the features of the clusters,discovered the characteristics of normal,
defected and possibly defected clusters ofcustomers, and provided clues for gaining customer

retention.
COMPONENTS OF CRM
CRM consists of three components:

. Customer

. Relationship, and

. Management

Customer: The customer is the only component of a company's husiness on which the growth and

suslainabilily of the company depends upon. A customer is the entity that consumes products and
has the ability to choose between dilferent products/services. An ideal customer is which generates
revenues and hence the profits of the company with very little inputs.

Relationship: The relationship is the (wo way communicalion process between a company and its
customers. The relationship can be short-term or long term, continuous or discrete, and repeating o

one-time.
Management: CRM is nol only concerned with the marketing function. Rather it involves continuous

corporate change in culture and processes. The customer information collected is analyzed by the
corporate (eam, which leads to development of such activities that take advantage of the information

and of market opportunitics available.

CRM IN BANKING SECTOR
CRM is a sound business strategy (o identify the bank’s mosl profitable customers and prospects.

and devotes time and attention to expanding account relationships with those customers through
— T RSR L TR
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ividualized marketing, repricing, discretionary decision making and customized service all
ivered through the various sales channels that the bank uses The model developed here answers
at the different customer segments are, who more likely to respond to a given offer s, which
stomers are the.bank likely to lose, who most likely to default on credit cards is, what the risk
ociated Wlth thisloan applicant is. A greater focus on CRM is the only way the banking industry
iprotect its market share and boost growth. With intensifying competition. dec hnmgmarf«:l share
egulations, Sfrparler and more d(*manding customers, there iscompetition between the banks 10
ain a competitive advantage over one another or forsustaining the survival in compettion.
er the lasl.few decades, (echnical evolution has highly affected the banking industry. ATM
placed cashle'r tellers, telephone represented by call centers replacedthe hank branch, internet
laced the mail, credit cards and electronic cash replacedtraditional cash transactions. In recent
irs, banks have moved towards marketingorientation and the adoption of relationship banking
nciples. 'I_'he bank would need acomplete view of its customers across the various systems that
itain their data. If thebank could track customer behavior, executives can have a better
derstanding, apredicative future behavior and customer prefercnces. Most seclors ol i
akingindustry are trying to use CRM techniques to achieve a variety of outcomes. In the areaof
ategy. they are trying to:

Create a customer-focused organization and infrastructure.

%cure customer relationships

veaximize customer profitability;

Identify sales prospects and opportunities

Support cross and up-selling initiatives;

Manage customer value by developing propositions aimed at differentcustomer segments;

Support channel management, pricing and migration.

Gaining accurate picture of customer categories.

Assess the lifetime value of customers.

Understand how to attract and keep the best customers.

~ ISSN 2278-2561

VIEW OF LITERATURE

e following literature review section provides a discussion and argument for the service quality
d CRM practices. The phraseCRM appeared in the literature after theevolution in the relationship
wrketing philosophy. Berry (1983) defined relationship marketing as attracting, maintaining and
hancing thecustomers’ relationships in multi- service organization. After a few decades, Lhe
slution inrelationship marketing philosophy changed the word relationship marketing to CRM.
cordingto Brown (2000) CRM is a process of acquiring new customers, retaining the
stencecustomers, and at the same time understands, anticipates and manages the needs of
orgapization'scurrent and potential customers. Furthermore, Mylonakis (2009) described CRMas
mr.?’}ative process to create a long term relationship and gaining trust. Further, aclear vision of
M along with appropriate strategies if applies in banking sectors found out thatbeneficial in
untaining the customer service quality, customer satisfaction andcustomerretention which
imately leads to the growth of the organization andprofitability (Bansal andSharma, 2008).

rdhar (2009) observed that by satisfying the internal customers and buildinggoodrelationship with
sm, the relationship with the external customers can also beretained and satisfied by the banks.
mar & Rajesh (2009) reveals that any bank thatwishes to eithergrow in size of its banking
eration or improve its profitability mustconsider the challengesaffecting its customer
ationship.The challenge before the banks is not only to obtain updatedinformation for each
stomer. but also (o usc theinformation o determine Lthe best time to offer the most relevant
yducts (Lauetal. 2003). It is also important to understand that if customersbring in profits for the
nk, itbecomes imperative for the bank to provide excellent services tothose customers,otherwise
2y switch to other banks (Ray. 2007). Service quality in bankingimpliesconsistently anticipating
d satisfying the needs and expectations of customers.
' rasuraman et al. (1985) also hold the view that high quality service givescredibility to thefield sales
ce and advertising, stimulates favorable word-of-mouth communications, enhances customers’
rception of value, and boosts the morale and loyalty of employees andcustomers alike. Puccinelli
)99) looks the financial services industry as entering a new ecrawhere personal attention 1s
creasing because theinstitutions are using technology to replacchuman contact in many
~ plication areas.Over the last few decades, technical evolution hashighly affected the banking
' justry(Sherif, 2002). In today’s competitive banking industry.customers have to make a
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CRM ANALYSRIN AND | INDINGR

“\RM Nas emerped aw g POPWAT Dusiness stratey i (oday's COMPCHIN eI et 1w o
Hiipline that enables (e MNP ety and anget e mostprofitable customes s
THnvolves new andd Advanee WATReTNR shrategios that nol Ot i ENEREIL Cotomer s higtalao
ATQUITE new eustomers, 1t has heen e as annigque techinigue which can Dt vemarkablec hanges
M toral onipuat of companies hough the literatue ST A data analdvais 1 ean betterred thai
CRM tries to findowt the elationship hetween PERCEPHOn and satisfac ton commitment and Tovaliy
hatimderines the sintticance m ndian Hankhing Becton Customerslargely seleot theirhankos hased
on- how conventent (he location af bank was to thei homes oratlices, Withthe advent of new
technologies i e Husiness ot hanking, wueh an interne DANKIEANAATME now customers can
freely: choose any bank fo thefr transactions. Private Banketlaveteaditionally viewed thein as
exceedingly Customer Centricity ol VI whatthey believe tohe highly personalized services (o the
Hith Net Worth Customers. 1 salso fonnd that thestme i ed APPEOAch o CRM can provide various
benefits to a bank.namel a distinetive andeonsistent customes expertence, clear tdentification of
theorganization, techmologieal andprocess related capabilitiens

e banking imdusoy s muaeh forther along than other mdusiries tecopnizimg the value of CRM
and mplementing decision SUPpoOrt systems o support CRM [howgh most of the hanks have alvead
focused on tactical point solations, (hey're ready fora transttion toward strategte, enterprise wide
CRM inftiatives that cross mafor businesslines An effective decision Hupport system for CRM enables
o collect data abonteustomer from eveny toueh consolidate this imtonmation mto a stgle view of
thecustomer, and use (his mtornmation tor cuastomey PrOBTIGL Sementation. viose selling up selling
and retention efforts. As banks continue (o seek o vndtied nnderstanding ofcustomes n‘l;\llnnnlup:.
across diverse channels, thetmportance and penetration of CRMis expected (o grow ke am thing
From the analysis it s found that Customer Retentton s not o by challenge (o Banks as per the
opinions ol customers of selected Banks: s found (hat (though CRM activities have not helped to
merease the confidence of the customers in meeting the changing needs, i helpedto merease the
confidence of the customers while rendering services in mean thime efficienty CRM activities of (he
selected Banks are not up to the mark in retaining the Keveustomer s Durimg the e banking era and
services based on advising rather than cash services, where (he mieraction between customer and
bank emplovees s of major importance, bhanks face (he challenge of winning customer's lovally
through product features and serviceexeellence. This fs however, related (o winning customers’
confidence of internet bankingusage CRM under taken by emplovee approach to customers is found
very poor. It is furtherobserved that the CRM activities are iittated andimplemented by the Banks
M seriousmanner, so that the customers n particatar and the soctety i general henefited a lot
Providingservice o customers has been identificd as (he prive vesponsthility of the Banks and
lhmvlnn‘xli,mlx.\ constdered that CRM is the best tool {o pertorme the fob of render g pood services

CONCLUSION

Fhe general discussion can be safd (hat the hank is vet to develop an integrative approach which
locuses on the customer needs and (o deliver (o 0 As shown by the study, (e hank s far from
developing a customer centrie approach both for the customer as well as for (he ciaployees Thus, for
customer relationship management (o deliver o expectationsitshould play an integrative role
within the bank and ensure thae all processes are integrated mthe hank global stratepy, which s fa

., N i " p L N - T "
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m reality in the study above. In view of this, toimplement a CRM integration stralegy, the following
ommendations can be adopted:

In a competitive envitonment, the Banks should adopt suitable markeling skills ratherthan
sending on the trading skills. Henee, new services should be constantly introduced to ensure the
wih ol the Banks and (o be competitive in the market and to keep up the enthusiasm of the
ployees and customers elc.

Implement a Customer Centric Process in Banks.

Fmployee Relationship Management first before Customer Relationship Managemenl.

Increase customer experience through the web site.

Develop channel integration for eflective Customer Relationship Management.

Proper training should be given to the bank personnel regarding the behavioral patterns by
» Banks before they come and work in the field

More importance should be given to handling online transaction and using m - commerce
d mobile banking services.

It should be realized that customer relation cannot be built overnight. CRM should be
nsidered as Continuous Relationship Management.

Data gathered from the customers should be given proper value and it should be properly
ilized. Decision making authority should be extended to field force and some resources should be
g .feu‘ faster implementation.

). "The Banking sector is developing and getting higher day by day in urban and semi urban
eas. there is large number of customers using the services in the urban and semi urban areas. So
wide scope in rural areas is expected in the days to come.
irticularly in marketing approach. considering customer retention as a big challenge,provisioning
e facilities attending the needs without delay in time, meeting the changingneeds creating the
tabase, employee approach to customers, customer awareness impact ofCRM relationship with
1stomer impact over bank objectives, CRM and public image, CRMand updating the data, CRM and
istomer satisfaction, other nationalized is found quitegood. On the other hand, in terms of
tention of existing key customers, enhancing customerloyalty, provision in technological
frastructure, location of CRM, existence of CRM,approaches of CRM, coverage of CRM by e-
arketing, relationship with the customer,CRM's objectives and making the customer delight,
‘tention of customers benefits of CRMto the organization, loyalty, customer confidence, are found
aite satisfactory and in goodcondition with specific bank. It is very clear from the foregoing analysis
| 1at the approach ofCRM by banks is to some extent same and one butl the reach is quiet
istinguishable. It is dueto the profile, their capability and the strategy of CRM in making it and
i »aching down tocustomers On the contrary, it can also be asserted that the background of both
anks alsofound as a big cause for reaching the top CRM. Hence, CRM is an inevitable tool
fmarketing that can be considered as Critical Responsibility of Market with regard to Banks
' 1pr$]t context. The results in this study show the respondents either agree or strongly agreeon
1ajority of the statements in the dimensions used. This study is significant to banks asthey get
1formation on what are items that are important to customers so as to maintain therelationship.
he targeted campaigns through Internet and the call center for customers actively using one or both
{ these innovative channels for their banking operations. The same approach is now being extended
» small and medium businesses and to commercialcustomers.
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