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Abstract
Present research is an initial attempt at the banking sector level highlighting
the relative Customer Relationship Management (CRM) performance &
evaluates its collision on customer retention between the Private and Public
Banks of Uttar Pradesh. CRM means, edifice an interdependent relationship
with the customer in whom each relies on the other for business solutions and
successes. It came into the power when banking industry were getting more,
more competitive and shield its market share and boost growth. From the
Bank's point of view, it is the management process or approach of acquiring,
retaining and growing. SPSS Package was applied to compile and analyze the
data. Major Factors taken from various researches to analysis their importance
and Stratified random sampling technique used for administrating the
questionnaire. Results bring out that the Private Banks have been able to
implement the CRM practices more effectively. However, a micro analysis
reveals that the Public Banks have highest scores in terms of reliability and
assurance. The analysis of the results suggests that the banks (whether Public
or Private) are equally affected by the kind of CRM initiatives they undertake.

Keywords:
CRM, Private (AXIS & ING VYSYA) & Public (UBI & OBC) Sector Banks,
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Introduction
CRM: The Concept
Customer Relationship Management (CRM) is the establishment,
development, maintenance and optimization of long-term mutually valuable
relationships between consumers and the organizations. Successful customer
relationship management focuses on understanding the needs and desires of
the customers and is achieved by placing these needs at the heart of the
business by integrating them with the organization's strategy, people,
technology and business processes.
CRM is a comprehensive approach for creating; maintaining and expanding
customer relationship it provides seamless co-ordination between customer
service, marketing, information technology and other customer related
functions. It integrates people, process and technology to maximize
relationships with all the customers. It does not aim to build closer relationship
with all customers, but it recommends that organizations take initiative to
identify the most valuable customers by looking for their life time value.

60

w w w. p b r. c o . i n

Pacific Business Review International

Conceptual Framework

2.

To compare the structure, objectives and working styles
between various Public Banks and Privet Banks.

3.

To identify the level of computerization and level of
automation by banks to provide better services to customers.

4.

To assess the customer satisfaction level.

5.

To study the various barriers of effective CRM.

Banking and CRM
Banks have traditionally viewed themselves as exceedingly
'Customer Centric' offering what they believe to be highly
personalized services to the High Net-Worth Customers (HNW).
However, changes in the customer behavior and accumulation of
wealth are resulting in the needs of HNW customers becoming
more diverse and complex in terms of the sorts of products they
want, the channels through which they want to access them and the
associated range of advice. The wealthier the customers, the more
demanding they are - and the clients expect more and more from
their banks. Competition for "Supremely elite" is increasing.
Review of Literature
Hiroshi F. (1997) In his study “Electronic commerce for new
management and information system infrastructure”, he had given
stress on electronic information provided to customer in various
banking sectors to make the system more efficient to fulfill the
needs of customer using banking services and help in CRM.
Berker and Nasr (1998), Mulhern (1999), and Jain and Singh
(2002) found out that managers expect customer relationship
relationships to be enduring, he anticipated that the seller will
capture as much of the buyer's business as possible for as long a
time as possible. This research on CLV suggests that many
companies are using these concepts to determine those customers
to select for their CRM programs and how much to spend on these
programs for each customer.
Campbell (2003); Rowley (2004); Minna and Aino (2005) They
studied that an analytical CRM system requires Knowledge
Management (KM) applications in CRM systems to improve the
strategic efficiency of CRM through acquiring and sharing
knowledge about customers. The importance of interface between
KM and CRM systems in banks has been highlighted. They found
out the criticality of this interface to understand and operationally
this interface in parallel contexts of systems, people and processes.
The same author further suggests that customer data may be used
as a platform for CRM systems for communicating, creating
loyalty, customer service, trust cultivation and relationship
maintenance in banks.
Buttle (2009) proposed a CRM value chain model. The idea of this
model was taken from Michael Porter's value chain model (Porter,
1985). It consists of five primary stages and four supporting
conditions leading towards the end goal of enhanced customer
profitability. The primary stages of model are: customer portfolio
analysis, customer intimacy, network development, value
proposition development, and managing the customer life cycle.
Researchers have evolved satisfaction indices (SI) to suit various
requirements but almost all have agreed on communication being a
central aspect to any customer relationship strategy Ali and
Ahmad, (2010). Though many model have been used to explain
the relationship between a customer and a service provider.
Methodology and Model Building
Objectives of the study
1.

To understand and evaluate the effectiveness of CRM in
banking sector.
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Sampling technique: Stratified random sampling technique used
for present study for administrating the questionnaire. Research
Design: The research is descriptive nature because previous
researchers have not studied the indicators, which the researcher
has chosen, and it has explained the attributes, which are related
with Customer Relation management aspect in banking sector in
Uttar Pradesh. The data are collected through questionnaire cum
interview from the officers and the customers of selected public
sector banks, private sector banks and was evaluated by various
methods. Sample Area: The sample had been collected from the
04 Banks situated in Uttar Pradesh, We have considered two Public
(UBI & OBC) and two Private (AXIS & ING VYSYA) Sector
banks for this study. Sample Size: The sample size of study 328
respondents, we have distributed 328 questionnaires among the
managers and customers of Four banks.
Data Analysis Techniques: To compile and analyze the data
collected from the field survey SPSS Package was applied.
Frequency distributions were studied to gather the first hand
information on various variables.
Further the data was analyzed for
a)

Major Factors were taken from various researches & put to
respondents to analysis their importance.

b)

Mean and other related statistics was analyzed on various
responses from banks.

c)

Frequency distribution was calculated of various responses.

d)

Chi-Square & p-value was calculated through SPSS
software to understand the significance.

Hypotheses
1.

Ho- There is no significant impact of different parameters on
the efficiency of CRM.

2.

Ho- There is no significant difference between performance of
private & public sector banks.

3.

Ho- There is no significant impact on customer satisfaction.

Limitations of Study
The present study has the following limitations:
1. The expectations of the customers in Uttar Pradesh may vary
from those of the rest of India.
2. The secondary data information collected carries all the
limitations inherent in such data.
3. Only four (public and private) banks were selected for compare
the service quality.
Analysis and Interpretation
In these analysis (From UBI & OBC BANK = 69 respondents
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and from AXIS & ING VYSYA BANK = 68 respondent) Total
respondent from Staff = 69+68 = 137 respondents has given the
response from Top Management, Middle Management & Lower
Management.
Various rating has been marked from 1 to 5 for questions to
conclude facts:Rating - (1) Highly dissatisfied or the parameter is not necessary
Rating - (2) Moderately dissatisfied or impact of this parameter is
minimal.
Rating - (3) Neutral or impact of this parameter is marginal.
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Rating - (4) Moderately satisfied or impact of this parameter is
significant
Rating - (5) Highly satisfied or impact of this parameter is critical
The lowest value and highest value of all observations
(range).The lowest value used in the analysis 1 and the highest
value is 5.
Analyses have been done to understand the basic statistical tools
and results Table Shows the results of various questions asked to
Staff of Public and Private Banks. Sample size used is the actual
responses received from various respondents
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Important Factors Analyzed
During the research various factors (26) extracted from various
existing researchers and articles related to CRM was summarized
and put to respondents to rate each Factor satisfaction. After
having responses on 26 factors it was analyzed that 11 factors are

a. 2 cells (25.0%) have expected count less than 5. The minimum
expected count is 4.47.Interpretation: It Public Bank only 39 of
respondents are neutral where as in case of Private Banks it is 20.
Chi Value and p value shows that this factor is significant and
need to be focused by Private Banks. Though it is easy to get loan
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more significant and they play important role in Banking
Sector. For each factor frequency response is taken from both
Public and Private Bank respondents. There Chi Square and p
value is calculated to understand the significant factors. Below
table show the details.

in Private Banks but still respondent feel that Public banks terms
and conditions are much clear and in case of Private banks
respondent feel that terms and conditions changes fast with
subject to market conditions.
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Important Factors Analyzed
During the research various factors (26) extracted from various
existing researchers and articles related to CRM was summarized
and put to respondents to rate each Factor satisfaction. After
having responses on 26 factors it was analyzed that 11 factors are
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more significant and they play important role in Banking
Sector. For each factor frequency response is taken from both
Public and Private Bank respondents. There Chi Square and p
value is calculated to understand the significant factors. Below
table show the details.

a. 2 cells (33.3%) have expected count less than 5. The min.
expected count is 3.47.Interpretation: Response from various
respondents indicates that Bank services play important role.
Comparing all Banks respondents are highly satisfied in Public

Bank which is 27 & in Private Banks it is 39. After
understanding the Chi Value 9.738 and p value .008 it shows that
this factor is significant and need to be more focused by Public
Banks.

a. 2 cells (33.3%) have expected count less than 5. The minimum
expected count is 3.97.After calculating and understanding the
Chi Value that is 13.785a and p value .001 it shows that this
factor is significant and need to be focused by Public Banks

because the response from various respondents indicates that
Bank in Public Bank only 24 of respondents are Highly Satisfied
where as in case of Private Banks it is 45.

a. 2 cells (25.0%) have expected count less than 5. The minimum
expected count is .99.Interpretation: It is observed that in Public
Bank customer 33 of respondents are neutral & in case of Private

Banks it is 38. While Chi Value that is 7.492 and p value .058. It
shows that this factor is significant and need to be focused by both
Public & Private banks.
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a. 4 cells (40.0%) have expected count less than 5. The minimum
expected count is .99.Interpretation: Comparing response from
various respondents indicates that customers from both banks are

a. 2 cells (25.0%) have expected count less than 5. The minimum
expected count is 1.49.Interpretation: It is observed that in
Public Bank customer 38 of respondents are neutral where as in

neutral in Public Bank 33 and in case of Private Banks it is 23.
Calculating and understanding the Chi Value and p value shows
that this factor is significant and need to be focused by both banks.

case of Private Banks it is 20. While Chi Value that is 26.649
and p value 0.000. Hence this factor is significant and need to
be focused by both Public & Private banks.

a. 2 cells (33.3%) have expected count less than 5. The minimum
expected count is 3.97.Interpretation: Bank initiative with
customer plays very important role. In Public Bank only 25 of
respondents are very Highly Satisfied where as in case of Private

Banks it is 38. Calculating and understanding the Chi Value and
p value it shows that this factors is significant and need to be
focused by Public Banks

a. 2 cells (25.0%) have expected count less than 5. The
minimum expected count is 2.48.Interpretation: Both sector's
Bank provides this facility but risk factors play still an
important concern. In Public Bank 39 are neutral & in Private

Banks it is 20. Chi Value and p value shows that this factor is
significant. Details show that respondent from Private Banks
feel higher risk while using internet facility as compared to
Public bank customers.
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a. 0 cells (.0%) have expected count less than 5. The minimum
expected count is 7.45.Interpretation: Comparing response of
various respondents indicates that customers are moderately

dissatisfied in Public Bank 36 & in Private Banks it is 35.
Calculating the Chi Value and p value shows that this factor is
significant and need to be focused by both banks.

a. 4 cells (40.0%) have expected count less than 5. The minimum
expected count is .99.Interpretation: Comparing response from
various respondents indicates that customers from both banks are

moderately satisfied in Public Bank 21 & in case of Private
Banks it is 32. Chi Value and p value shows that this factor is
significant and need to be focused by Public Banks.

a. 4 cells (40.0%) have expected count less than 5. The minimum
expected count is .99.Interpretation: In Public Bank 33 is
moderately satisfied where as in case of Private Banks it is 18. Chi
Value and p value shows that this factor is significant and need to
be focused by Private Banks. Even Private banks have more young
staff they are well trained but respondents feels that mature staff of
Public Sector Banks can handle errors or similar critical situations
with their experience
.
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Customers Analysis
Generated by SPSS software a paired sample Correlation
Analysis is applied for customer review. Final response received
in case of Public Sector Banks is N=93 and in case of Private
sector Banks N=98 and Total N=191. Three different
Correlations were run, First for Public Sector, second for Private
Sector and third for Total. It was found that in three cases, response
is significant or highly significant. Those cases have been analyzed
below:
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Analyzing the details it is observed that these questions are
positively correlated with each other. . In case of Public Banks it is
observed that Correlation is 0.267, Private Banks 0.164 & Total
Correlation value is 0.146. When most of the respondents were
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asked about their satisfaction level it is observed they have mix
response and most of them have correlated the same with Problem
solving attitude of the bank. It seems that if banks will solve
customer problem efficiently they will feel satisfied
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Analyzing the details it is observed that in case of Public Banks
Correlation is 0.288, in Private Banks it is -0.225 & Total
Correlation value is -0.276. When the respondents were asked that
you will again come in future then customer's response shows

negative correlation of the same to give reference of banks to
others. Respondent due to convince of reach will again come to
bank but is negative correlated to refer the same to others.

a. Not assuming the null hypothesis.b. Using the asymptotic
standard error assuming the null hypothesis.c. Based on normal
approximation.Analyzing the details it is observed that these
questions are negatively correlated with each other. In case of
Public Banks Correlation is -0.068, Private Banks it is -0.031. But
when total respondents were taken Total Correlation value is 0.013. It shows that against the problem solving attitude they still
feel that problems can be handled in much better and efficient way.
They feel many other banks solve the problem in better way.

to their Public Sector counterparts. This indicates that strategically
speaking, the Private Sector Banks have been more innovative in
understanding their customers and in building good relations with
them.

Conclusion and Suggestion
The banks, both Public and Private, have transformed themselves
into profit oriented business organizations besides playing a
developmental role in the economy. This new orientation has
bound them to take a more pragmatic approach for conducting the
business. While analyzing the CRM Implementation in both the
sectors, it was found that the Private Sector Banks have been able
to implement the CRM practices more effectively when compared
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The analysis of the results received suggests that the banks (Public
or Private) are equally affected by the kind of CRM initiatives they
undertake. The banks are now under tremendous pressure to retain
the older customers because of the competition in the Banking
Sector. This would not only ensure better customer relations but
also loyalty among them, which is very critical and important in
today's competitive world. The banks can do this by building a
strong relationship with the customers. To meet the customer needs
and to beat the competition, they must deliver superior quality
service. The key drivers to customer loyalty are:
·

Efficient complaints resolution.

·

Superior quality service.
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·

Positive Staff Attitude.

·

Integrity, Honesty and Reliability.No doubt CRM is here to
take on the business world and essential to compete
effectively in today's market place. A proper strategic alliance
e between various partners in the process of implementing
CRM should be decided well ahead and once the concept is
accepted it should be implemented in good faith and spirit so
as to derive customer delight.
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