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ABSTRACT

The Banking industry has been the mainstay of financial intermediation of our country.
During the 90s, the Indian Banking sector witnessed several changes in the nature of banking
activity, regulation and use of technology. A response to these changes, the Indian banking
sector responded to the emerging challenges of increased compression and uncertainties. So
the bank should quintessence the service quality connects to customers’ welfare. The overall
responses about all the above simple percentage analysis relating to the service quality of the
banking activities of the Commercial banks is summarized as per the following table values
are the averages of the variables consisted on the factor. Savings bank account, current
account and credit card holders are responded high in excellent, loan account and fixed
deposit and recurring deposit holders are responded highly on very good. But overall
averages are highly represented as excellent. The result is, there is a difference between the
customers opinion on the banking activities. Hence, the savings bank account holders are
highly responded as in excellent than other type of account holders. The Commercial banks
should also concentrate other type of account holders. The researcher found that the deposits
from the customer is very essential than the other loan and credits services.

KEYWORD: compression and uncertainties, emerging challenges.

1. INTRODUCTION

The Banking industry has been the mainstay of financial intermediation of our country.
During the 90s, the Indian Banking sector witnessed several changes in the nature of banking
activity, regulation and use of technology. A response to these changes, the Indian banking
sector responded to the emerging challenges of increased compression and uncertainties.
While the prudential and supervisory norms were brought in conformity with international
best practices to further strengthen the Indian banking system, the ongoing reforms provide
greater operational flexibility to commercial banks. Perhaps most critical to implementing a
CRM strategy is fully understanding of the concept of customer relationship management.
Over the past twelve months, there have been multiple definitions of CRM including
suggestions that it is a sales strategy, software product ad even a new method of data
collection.

2. SIGNIFICANCEOF THESTUDY
The present study on Customer Relationship Management (CRM) practices will also be

useful to the banking industry to understand the perception and expectation of customers in
relation to the services rendered by them, Bankers can further identify the extent to which
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they are able to maintain customer relationship and the measures they can take to improve
their relationship and quality services. The study will also be informative to the customers.

3. STATEMENT OF THE PROBLEMS

During the 1960s, 1970s and 1980s banks took more industrial approach towards their
customers. The services did not match the mass market, because the market was becoming
more socialized. Outdated and cumbersome systems and procedures ad undue apathy
towards technology has taken their toll in the form of poor quality vehicle of growth. Lack of
resources, absence of appropriate attitude, visions the planning; Banking has today become
an extremely competitive business. However, the essential strength of the bank lies in its
good customer relationship. Banks in the operation for achieving efficiency and gaining
technology are facing the danger of forgetting this fundamental premise. For years, banks
have been quilty of five interpersonal sins, that have caused tremendous irritation to
customer; inability to cross sell, long queues, poor service attitude, lack of information and
lack of human touch, that prevent them from maintaining good customer relationship.

4. OBJECTIVES OF THESTUDY

The main objective of the study is to evaluate the CRM Practices in banks. However the
specific objectives are:

» To analysis CRM practices followed by the commercial banks as perceived by the
customers.
» To study ’banker’ perception on CRM practices followed by commercial banks

NULL HYPOTHESES

> Hy: 1. there is no significant association and differences between customer’s opinion
about the customer services and CRM prevailed in the banks situated in Chennai city.
> Ho: 2. there is no significant association and differences between banker’s opinion
about the customer services and CRM prevailed in the banks situated in Chennai city.

5. METHODOLOGY

The study is based on the primary data. The primary data will be collected from the study
area through administrating Interview schedule to the customers and by questionnaire to the
bankers. Personal observations and discussions with the customers and regular visits and
conversation with bank official have also will be taken the customer’” and banker’ perception
about customer services, attitudinal environment in the banks, and CRM practices in the
banks. Four special areas of CRM, namely, acquisition, satisfaction, loyalty and retention will
be focused in the questionnaire prepared for the bankers. The interview schedule prepared for
customers covered the aspect of customer services, the attitudinal environment prevailing in
the banks and the CRM practices in the banks. Secondary data will be collected from the
publication of the State Lead Bank, Chennai (I0B) and the District Lead Bank and other
banks manual. On the basis of quota sampling method each bank three bank employees and
twenty five customers are decided for the study among them only 675 respondents alone
cooperated at the time of interview.

Page |3240 Copyright (© 2019Authors



THINK INDIA JOURNAL

ISSN:0971-1260
Vol-22- Issue-14-December-2019

AREAOF THESTUDY

For the selection of respondents survey has been conducted in Chennai city. Only 90 bank
employees and 150 customer respondents of the banks which were selected for the study with
proper representation of higher and middle income groups. The account holders identified at
the banking hall and asked the scheduled questions among the customers.

PERIOD OF THESTUDY

The period of the study is 2012-14 to 2014-15. The primary data was collected on end of the
2015.

6. LIMITATION OF THESTUDY

» The survey covers only selected commercial banks in Chennai City and hence the
findings and applications are restricted in character.

> Due to time constraint, it could not be possible to cover the all the commercial banks
functioning in Chennai City in respect of collection of information.

7. ANALYSIS OF THESTUDY

Customer relationship management practices in selected commercial banks in Chennai City.
It is generally supposed tha the socio-economic character of an individual respondent will
invariably influence his opinion about the customer relationship management practices in
selected commercial banks in Chennai City, and its banking environment, and management.
Therefore, it is thought appropriate to test this proposition and to infer whether these
characteristics had influenced the opinion of the respondents on customer relationship
management, or not. With this object in view, the socio-economic characteristics of the
respondents and the respondents’ opinion to the customer relationship management of
selected commercial banks in Chennai City were highlighted.

SOCIO-ECONOMIC CHARACTERISTICS OFSAMPLE RESPONDENTS
This section is devoted to highlight the personal characteristics of the sample respondents’

eight features as analyzed below:
AGE OF THE RESPONDENTS

ACCOUNTS TYPES

AGE S/B A/IC| C AIC|CREDIT CARD|LOAN A/C|FIXA/C TOTAL
25 -35 1 0 1 4 6 12
35-45 5 4 5 4 8 26
45- 55 3 10 12 17 17 59
55- 65 3 6 11 16 17 53

12 20 29 41 48 150
Source: Primary data

TABLENO 1

Table reveals the age group of each category of respondents in percentage. Out of 150
respondents, majority i.e., 53 respondent belonged to above 55 years age group. 59
respondents of them belong to 45-55 age group, 26 of them belong to 35-45 age groups, and
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only 12 of them belongs to 25-35 Years age group. With these category of age groups of the
respondents have identified for the present study.

EDUCATIONAL STATUS OF RESPONDENTS

Educational qualification is the fundamental individuality to analyses the Customers’
perception towards retail banking factor to comprehend the sensitivity of the respondents and
in what amount they had represented the Customers’ perception towards retail banking of the
selected commercial banks in Chennai city

EDUCATIONAL STATUS OF RESPONDENTS

Figures in parentheses denote percentages it could be observed from Table that majority of
the respondents’ come under professional level. The next leading qualification group
happened to be Graduate 42, and only 13 per cent were holding school level. M ajority of the
account holders come under the category of PG level.

SAVINGS BANK ACCOUNT HOLDERS OPINION TOWARDS BANKING

ACTIVITIES

SL. NO. OPINION
TOWARDS VERY
BANKING POOR | AVERAGE | GOOD GOOD EXCELLENT
ACTIVITIES

1. Courtesy level of |9 15 36 37 38
the bank's | (6.7) (11.2) (26.7) (27.4) (28.1)
personnel/ staff.

2. Working hours of the | 8 16 34 40 37
bank. (5.9) (11.9) (25.2) (29.6) (27.4)

3. How well informed/ | 6 24 34 35 36
knowledgeable you | (4.4) (17.8) (25.2) (25.9) (26.7)
feel the bank staff is
in answering/ solving
your questions/
gueries.

4. How fast the | 15 15 28 36 41
personnel are in | (11.1) | (11.1) (20.7) (26.7) (30.4)
responding/
attending to you.

5. "Transaction  time" | 14 3 33 41 44
taken for Cash | (10.4) | (2.2 (24.4) (30.4) (32.6)
deposit.

6. "Transaction  time" | 6 14 20 36 59
taken for Cash | (4.4) (10.4) (14.8) (26.7) (43.7)
withdrawal.

7. "Transaction time” | 8 3 20 41 63
taken to  issue | (5.9) 2.2) (14.8) (30.4) (46.7)
DD/Cheque/statement
S.

8. How hassle free it | 1 7 21 50 56
was for you to open | (.7) (5.2) (15.6) (37.0) (41.5)
an account with the
bank.

9. Product or service | 4 7 14 50 60
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innovation in the | (3.0) (5.2) (10.4) (37.0) (44.4)
past two years.

10. Promptness in |3 2 13 64 53
keeping you | (2.2) (1.5) (9.6) (47.4) (39.3)
informed of deposit
rates/ service charges.

11. Bank's grievance | 2 6 11 55 61
redressal system. (1.5) (4.4) 8.1) (40.7) (45.2)

12. Bank's facility in |3 6 13 82 31
terms of the | (2.2) 4.4) (9.6) (60.7) (23.0)
comfort facilities it
offers.

13. Location ofthe bank. | O 3 15 62 55

(.0) (2.2) (11.1) (45.9) (40.7)

14. Quality ofthe ATM | 0 2 22 48 63
services provided by | (.0) (1.5) (16.3) (35.6) (46.7)
the bank.

15. Debit & credit card | 5 4 18 58 50
services offered by | (3.7) (3.0) (13.3) (43.0) (37.0)
the bank

16. Fastness you feel it | 6 4 19 42 64
is in processing and | (4.4) (3.0) (14.2) (31.1) (47.4)
disbursing loans.

17. Interest rates currently | 1 2 10 39 83
being offered. (7) (1.5) (7.4) (28.9) (61.5)

18. Internet/mobile 1 1 9 56 68
banking facility | (.7) (7 6.7) (41.5) (50.4)
offered by the bank

AVERAGES 5.11 7.44 20.56 48.44 53.44

3.77) | (6.52) (15.22) (35.88) | (39.59)

Source: Primary Data
TABLENO 2

From the above table infers that the savings bank account holders opinion towards banking
activities is 39.59 per cent of ‘excellent’, 35.88 per cent of ‘very good’, 15.22 per cent of
‘good’, 5.52 per cent of average and only 3.77 per cent of poor. It results that majority of the
savings bank account holder respondents are satisfied with the banking activities nearly 75
per cent of them have opined high responses. But in the cases of bank staffs answering the
questions of customers and solving problems, time taken for cash deposit and responding
speeds are average and poor. Hence, the staffs of the Commercial banks located in the study
area should response against of raising questions and queries of customers due to solving the
problems with feasible speed which compromise the desires of customers. Thus, the
Commercial banks can conduct a periodical training and development programmes in order
to enhance the performance of existing staffs and newly appointed staffs. Because of savings
bank account holders are the base of depositing money for the smooth working capital
operation of the bank, so the banks should concentrate the services pertaining to savings bank
account holders.
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CURRENT ACCOUNT HOLDERS’ OPINION TOWARDS BANKING ACTIVITIES

SL.
OPINION TOWARDS AVERAG VERY EXCELLEN
NO | BANKING ACTIVITIES | POOR E GOOD GOOD T
Courtesy level of the
1 bank's personnel/ staff 8(5.93) 19 (14.07) 40(29.63) | 38(28.15) 30 (22.22)
2 | Working hours ofthe bank. | 11 (8.15) | 19 (14.07) 36 (26.67) 35 (25.93) | 34(25.19)
How well informed/
knowledgeable you feel
3 the bank staffis in 11 (8.15) 27 (20.00) | 37 (27.41) 29 (21.48) 31 (22.96)
answering/ solving your
guestions/ queries.
How fast the personnel
4 are in responding/ 14 (10.37) | 18 (13.33) 33 (24.44) 32 (23.70) 38 (28.15)
attending to you.
"Transaction time" taken
5 for Cash depasit 14 (10.37) 3(2.22) 38 (28.15) 43 (31.85) | 37 (27.41)
"Transaction time" taken
6 for Cash withdrawal. 9 (6.67) 18 (13.33) 28 (20.74) 30 (22.22) 50 (37.04)
"Transaction time”
7 taken toissue 10 (7.41) 5 (3.70) 28 (20.74) 37 (27.41) 55 (40.74)
DD/Cheque/statements.
How hassle free it was
8 for you to open an 2 (1.48) 8 (5.93) 27 (20.00) 45 (33.33) 53 (39.26)
account with the bank.
Product or service
9 | innovation in the past two | 4 (2.96) 9 (6.67) 19 (14.07) 46 (34.07) 57 (42.22)
years.
Promptness in keeping
10 | you informed of deposit 5 (3.70) 3(2.22) 16 (11.85) 57 (42.22) 54 (40.00)
rates/ service charges.
11 | Bank's grslfl\;'?:r(r:]e redressal | 3529) | 8 (5.93) 118.15) | 50 (37.04) | 63 (46.67)
Bank's facility in terms
12 | ofthe comfort facilities it | 2 (1.48) | 5(3.70) 13(9.63) 80 (59.26) | 35 (25.93)
offers.
13 Location of the bank. 0 (0.00) 5 (3.70) 21 (15.56) 67 (49.63) 42 (31.11)
Quality ofthe ATM
14 services provided by the 0 (0.00) 3(2.22) 18 (13.33) 55 (40.74) 59 (43.70)
bank.
Debit & credit card
15 services offered by the 5 (3.70) 2 (1.48) 25 (18.52) 54 (40.00) 49 (36.30)
bank
Fastness you feel it is in
16 | processing and disbursing | 7 (5.19) 2 (1.48) 17 (12.59) 49 (36.30) 60 (44.44)
loans.
Interest rates currently
17 heing offered. 1(0.74) 2 (1.48) 16 (11.85) 46 (34.07) 70 (51.85)
Internet/mobile banking
18 facility offered by the 1(0.74) 1(0.74) 12 (8.89) 52 (38.52) 69 (51.11)
bank
5.94 24.17 46.94
AVERAGES (4.40) 8.72 (6.46) (17.90) (34.77) 49.22 (36.46)
Source: Primary Data
TABLENO 3

From the above table infers that the savings bank account holders opinion towards banking
activities is 36.46 per cent of ‘excellent’, 34.77 per cent of ‘very good’, 17.90 per cent of
‘good’, 6.46 per cent of average and only 4.40 per cent of poor. It results that majority of the
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current account holder respondents are satisfied with the banking activities nearly 71 per cent of
them have opined high responses. But in the cases of time taken for cash deposit and
responding speeds are poor. Hence, the staffs of the Commercial banks located in the study area
should response against of responding speed to cooperate the customers.

CREDIT CARD HOLDERS’ OPINION TOWARDS BANKING ACTIVITIES

SL. NO.

OPINION TOWARDS
BANKING
ACTIVITIES

POOR

AVERAGE

GOOD

VERY
GOOD

EXCELLENT

Courtesy level of the
bank's personnel/ staff,

12 (8.89)

14 (10.37)

38 (28.15)

42 (31.11)

29 (21.48)

Working hours of the
bank.

11 (8.15)

17 (12.59)

39 (28.89)

34 (25.19)

34 (25.19)

How well informed/
knowledgeable you feel
the bank staff is in
answering/ solving your
questions/ queries.

7 (5.19)

27 (20.00)

43 (31.85)

32 (23.70)

26 (19.26)

How fast the personnel
are in responding/
attending to you.

15 (11.11)

17 (12.59)

31 (22.96)

34 (25.19)

38 (28.15)

"Transaction time" taken
for Cash deposit.

16 (11.85)

7 (5.19)

34 (25.19)

41 (30.37)

37 (27.41)

"Transaction time" taken
for Cash withdrawal.

9 (6.67)

17 (12.59)

24 (17.78)

31 (22.96)

54 (40.00)

"Transaction time”
taken to issue
DD/Cheque/statements.

11 (8.15)

4 (2.96)

21 (15.56)

39 (28.89)

60 (44.44)

How hassle free it was

for you to open an
account with the bank.

1(0.74)

9 (6.67)

25 (18.52)

51 (37.78)

49 (36.30)

Product or service
innovation in the past
two years.

4 (2.96)

8 (5.93)

15 (11.11)

56 (41.48)

52 (38.52)

10

Promptness in keeping
you informed of deposit
rates/ service charges.

4 (2.96)

3(2.22)

15 (11.11)

52 (38.52)

61 (45.19)

11

Bank's grievance redressal
system.

3(2.22)

10 (7.41)

11 (8.15)

45 (33.33)

66 (48.89)

12

Bank's facility in terms
ofthe comfort facilities
it offers.

3 (2.22)

5 (3.70)

15 (11.11)

78 (57.78)

34 (25.19)

13

Location of the bank.

0 (0.00)

4 (2.96)

16 (11.85)

67 (49.63)

48 (35.56)

14

Quality ofthe ATM
services provided by the
bank.

0 (0.00)

3(2.22)

21 (15.56)

50 (37.04)

61 (45.19)

15

Debit & credit card
services offered by the
bank

6 (4.44)

4 (2.96)

23 (17.04)

52 (38.52)

50 (37.04)

16

Fastness you feel it is in
processing and
disbursing loans.

8 (5.93)

2 (1.48)

21 (15.56)

46 (34.07)

58 (42.96)

17

Interest rates currently
being offered.

2 (1.48)

4 (2.96)

15 (11.11)

46 (34.07)

68 (50.37)

18

Internet/mobile banking
facility offered by the
bank

2 (1.48)

2 (1.48)

11 (8.15)

59 (43.70)

61 (45.19)

AVERAGES

6.33(4.60)

8.72 (6.46)

23.22(17.20)

47.50(35.19)

49.22 (36.46)

Source: Primary Data
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TABLENO 4

From the above table infers that the savings bank account holders opinion towards banking
activities is 36.46 per cent of ‘excellent’, 35.19 per cent of ‘very good’, 17.20 per cent of
‘good’,6.46 per cent of average and only 4.69 per cent of poor. It results that majority of the
credit card holder respondents are satisfied with the banking activities nearly 71 per cent of
them have opined high responses. But in the cases of time taken for cash deposit and
responding speeds are poor and also the knowledgeable answers from staff members and the
working hours of the Commercial banks just good and averages.

LOAN ACCOUNT HOLDERS’ OPINION TOWARDS BANKING ACTIVITIES

SL.NO. | OPINION TOWARDS

VERY
BANKING ACTIVITIES POOR AVERAGE | GOOD

GOOD EXCELLENT

Courtesy level of the bank's

1 10 (7.41) | 13 (9.63) 35(25.93) | 39 (28.89) | 38 (28.15)
personnel/ staff.

2 Working hours of the bank. 7 (5.19) 18 (13.33) 34 (25.19) | 39 (28.89) | 37 (27.41)
How well informed/
knowledgeable you feel the

3 bank staff is in answering/ | 6 (4.44) 23 (17.04) 37 (27.41) | 37 (27.41) | 32 (23.70)
solving  your  questions/
gueries.
How fast the personnel are

4 in responding/ attending to| 15 (11.11) | 14 (10.37) 30 (22.22) | 35 (25.93) | 41 (30.37)
you.
"Transaction time" taken for

5 Cash deposit 16 (11.85) | 4 (2.96) 30 (22.22) | 41 (30.37) | 44 (32.59)
"Transaction time" taken for

6 Cash withdrawal. 9 (6.67) 17 (12.59) 24 (17.78) | 33 (24.44) | 52 (38.52)
"Transaction time” taken

7 to issue | 10 (7.41) | 4 (2.96) 22 (16.30) | 41 (30.37) | 58 (42.96)
DD/Cheque/statements.
How hassle free it was for

8 you to open an account with | 1 (0.74) 10 (7.41) 25 (18.52) | 50 (37.04) | 49 (36.30)
the bank.

9 Product or service innovation | g3 70y | g (6.67) 16 (11.85) | 52 (38.52) | 53 (39.26)

in the past two years.

Promptness in keeping you
10 informed of deposit rates/ | 4 (2.96) 3(2.22) 16 (11.85) | 59 (43.70) | 53 (39.26)
service charges.

Bank's grievance redressal

11 system 3(2.22) 10 (7.41) 11 (8.15) | 48 (35.56) | 63 (46.67)
Bank's facility in terms of

12 the comfort faclities it ofers. | 4 @-96) | 6 (4.44) 14 (10.37) | 78 (57.78) | 33 (24.44)

13 Location of the bank 0 (0.00) 4 (2.96) 18 (13.33) | 60 (44.44) | 53 (39.26)
Quality of the ATM services

14 provided by the bank. 0 (0.00) 8 (5.93) 31 (22.96) | 42 (31.11) | 54 (40.00)
Debit & credit card services

15 offered by the bank 8 (5.93) 24 (17.78) | 30 (22.22) | 25 (18.52) | 48 (35.56)
Fastness you feel it is in

16 Frocessing and disbursing [ 16 (11.85) | 0 (0.00) 15 (11.11) | 49 (36.30) | 55 (40.74)
oans.

17 g]ltfggzt rates currently being | o 50y | 7 5.19) 16 (11.85) | 62 (45.93) | 50 (37.04)
Internet/mobile banking

18 facility offered by the bank 0 (0.00) | 0 (0.00) 7 (5.19) | 89 (65.93) | 39 (28.89)

Averaaes 6.33 9.67 22.83 48.83 47.33

9 (4.69) (7.16) 16.91) | (36.17) (35.06)
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Source: Primary Data
TABLENO 5

From the above table infers that the savings bank account holders opinion towards banking
activities is 36.17 per cent of ‘very good’, 35.06 per cent of ‘excellent’, 16.91 per cent of
‘good’, 7.16 per cent of average and only 4.69 per cent of poor.

8. FINDINGS, SUGGESTIONS AND CONCLUSION
SUGGESTIONS

» The staffs of the Commercial banks located in the study area should response against of
raising questions and queries of customers due to solving the problems with feasible speed
which compromise the desires of customers.

» The staffs of the Commercial banks located in the study area should response against of
responding speed to cooperate the customers. Thus, the Commercial banks can improve the
CRM in order to enhance the relationship among the customers of current account holders.
Because of current account holders are the interest free depaositors, they need only the
services like overdraft, bills discounting, and the like. So the banks should increase the faith
and good impressions among current account holders.

» Staffs of the Commercial banks located in the study area should response against of
improve the speed of processing and disbursing the loan with desires of customers. Thus,
the Commercial banks can assign the loan activities to experienced staffs instead of newly
appointed staffs. Because of lending is the important to control the NPA of the bank, so the
banks should focus the services pertaining to different lending activities.

» The banker and customer relations are two types, namely general relations and special
relation. As for the general relations a customer should satisfied themselves by getting the
services from the banks without demand. Special relation is the banker should provide the
services on demand of the customers subject to possibility. In that situation, a customer may
dissatisfy against of services in the extent of customer perception perceived. In this research
has identified the dissatisfied incidents are failure of personal contact, unsecured risk, often
breach of transaction or dishonor of any transaction, and reliable services unfriendly
services, unadoptable technological changes, the banking staffs are not expert in rendering
the services and denying services routinely.

» Banker should respond the customer as soon as possible as per their desires. Thus, the
commer cial banks can appoint aperson for front office enquiry system of customer required
queries. It will minimize the problems among the customers and will increase the CRM
level and it will central the maintenance of the CRM in the commercial bank.

» The loan account holders and fixed deposit holders are highly responded more in strongly
agreed than other type of account holders. The Commercial banks should also concentrate
other type of account holders in view of CRM.

9. CONCLUSION

From the previous suggestions and findings the researcher have concluded that the staffs of the
Commercial banks located in the study area should response against of raising questions and
queries of customers due to solving the problems with feasible speed which compromise the
desires of customers. Thus, the Commercial banks can conduct a research on their retail
services regarding. Because of customers are the king of the market, they may switched over
one bank to another bank, the bank should retain the existing customers and mobilize new
customers and deposits. So the bank should quintessence the service quality connects to
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customers’ welfare. The overall responses about all the above simple percentage analysis
relating to the service quality of the banking activities of the Commercial banks is summarized
as per the following table values are the averages of the variables consisted on the factor.
Savings bank account, current account and credit card holders are responded high in excellent,
loan account and fixed deposit and recurring deposit holders are responded highly on very
good. But overall averages are highly represented as excellent. The result is, there is a
difference between the customers opinion on the banking activities. Hence, the savings bank
account holders are highly responded as in excellent than other type of account holders. The
Commercial banks should also concentrate other type of account holders. The researcher found
that the deposits from the customer is very essential than the other loan and credits services.
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