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Globalization and competition on the one hand has created unlimited opportunities in 
each sector including the banking sector; but on the other hand has added many new 
challenges and threats too. “Survival of the fittest” is the truth of today’s global 
market. To be more competitive, productive and profitable, today banks are changing 
their way of doing business; they are shifting from a transactional based marketing 
approach to a relationship-based approach. Customer relationship management 
(CRM) has emerged as a new paradigm of marketing. CRM cant be considered as a 
mere practice adopted by a company. The real success of CRM lies in actually 
understanding to what extent the customers are really satisfied. Hence present study 
attempts to understand the customer perception and behaviour towards CRM practices 
in banking sector in India-an emerging economy. It offers some insights and 
assistance to banking industry in planning their CRM strategies so that the banking 
sector can harness the opportunities available to expand their business. 
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INTRODUCTION  

Customer Relationship Management (CRM) is an intelligent blend of marketing and 
information technology for serving the customers with greater care and value. CRM is 
a process of identifying, attracting, differentiating and retaining customers. It is a 
comprehensive approach for creating, maintaining and expanding customer 
relationship. CRM is the outcome of the continuing evolution and integration of 
marketing ideas and newly available data, technologies and organizational 
approaches. Bank as a service organization have excellent reasons to adopt a 
comprehensive CRM strategy. Customer needs, wants, desires keep changing day by 
day. Therefore, it is necessary for the banks to adopt the changes in the market 
through tracking the customer wants and the needs. This is possible only when the 
organization has a close contact with its sector reforms has brought the issue of 
customer focus to the forefront. Therefore, there exists a strong need for maintaining 
CRM in the banks to understand the customers and to meet their expectations. The 
scope of CRM is very wide including different aspects like customer satisfaction, 
service quality, relationship quality, market orientation, trust, loyalty, commitment, 
customer retention etc. To survive, banks have to redesign their strategy in delivering 
quality services to attract and maintain customers. The only strategy that is perceived 
to make sense in this emerging marketing environment requires marketers to learn and 
practice CRM. This study aims to identify the areas of research in CRM with special 
reference to banking industry [Anamica Chopra & Usha Arora, 2013]. 

Abstract 
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STATEMENT OF PROBLEM  

CRM aims at focusing all the organizational activities towards developing long term 
collaborative relationship with customers to develop them as lifetime customers. 
CRM in banking is a key element that allows a bank to develop its customer base and 
sales capacity. The goal of CRM is to manage all aspects of customer interactions in a 
manner that enables banks to maximize profitability from every customer. Retaining 
customers is a major concern for banking institution which shows the importance of 
CRM. Banks have to come out with innovative measures to satisfy the needs of both 
the present and potential customers and at the same time they must adopt procedures 
to bring back the lost customers trough establishing an excellence in customer 
relationship. Hence the present study has been carried out to examine the CRM 
techniques adopted banks  

REVIEW OF LITERATURE  

Knox et al., (2003) address that CRM is a strategic approach designed to improve 
stakeholder value (the value the customer receives, the value the organization 
receives, and the customer retention and its economics) through developing 
appropriate relationships with key customers and customer segments and through 
channel and media integration (channel and media suitability, channel and media 
structure, and multichannel and multimedia integration). CRM unites the potential of 
IT and relationship marketing to deliver profitable, long-term relationships. 

It has been observed by Hedley Kimberley et al., (2006) that 2015 will present 
tremendous challenges to the retail banking industry. Customers will become 
increasingly individualistic and, at the same time, more controlling in their 
relationships with banks. For banks, traditional segmentation approaches and go-to 
market techniques will become obsolete. How retail banks compete in the 
marketplace will also change dramatically. To this, Bargal Hitendra & Sharma Ashish 
(2008) added that banks will have to adopt diversified services, open their branches at 
the shopping centers, install their web system, implement proper training system, 
define high performance system to improve the behavior of the employees, offer 
proper customer complaint system and performance-based appraisal system to 
improve the overall services of the banks. Customers play an important role in the 
selection of a particular bank. Today, proper customer care, number of years in 
business and easy accessibility are considered as the important factors that influence a 
customer‟s choice of a bank (Dhade & Mittal, 2008). Das Kallol et al., (2009) 
explores the association between deployment of CRM best practices and loyalty of 
profitable customers in Indian retail banking. They developed the best CRM practices 
which may be helpful to the organizations toward achieving comprehensive CRM 
deployment. The study reveals that State Bank of India and Bank of Baroda are 
lagging behind their counterparts from other sectors regarding deployment of the best 
practices. Morpace Reports (2008) and Teller Vision (2009) state that the perception 
of banks varies depending on their size. However, all banks share the same key 
opportunity for improvement in customer satisfaction, that is, helping customers 
achieve their financial goals. But as per the study, the overall customer satisfaction 
tends to decrease as bank size increases. That is, customers of national banks tend to 
be significantly less satisfied than customers of regional or local banks who, in turn, 
are less satisfied than customers of credit unions. Dr. K. Ganesamurthy et al., (2011). 
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CRM PRACTISE IN DIFFERENT BANKS 

CRM Practices in Bank of Baroda 
 
• Technology-based CRM 

Technology plays the role of enabler in CRM deployment and allows Bank of 
Baroda to achieve greater customization and better service at lower cost that 
helps in better customer identification and fast and convenience services to its 
customers.   

• Customer Loyalty Programs 
 
Bank of Baroda has an aim to be a customer centric organisation and build a 
favorable and long term relationships with its customers. Loyalty has both an 
attitudinal and behavioral dimensions to adjudge the customers based on their 
value and attachment with the bank. Behavioral loyalty will include examples 
like maintaining long term relationship with bank, word of mouth, etc while 
attitudinal loyalty will comprise examples like trust or emotional attachment. 
Further, behavioral loyalty does not necessarily reflect attitudinal loyalty, thus, 
Bank of Baroda focuses on attitudinal loyalty through its various loyalty 
programs, marketing communications to emotional touch the target customers 
because loyalty leads to more business and increase in bottom line of the bank. 
It has four loyalty cards based on value of the customers such as Platinum, 
Gold, Silver and Bronze. It helps in identifying the most valuable customers 
and plans the different offers, schemes and services as per their needs and 
preferences. 

• Data Warehouse and Data Mining 
 

The Data warehouse is the core of any decision support system and hence of 
the CRM. In implementing its Data Warehouse Bank of Baroda has selected 
an incremental approach, where the development of information systems is 
integrated with the business strategy. Instead of developing a complete design 
of a corporate Data Warehouse before implementing it, the bank has decided 
to develop a portion of the Data Warehouse to be used for customer 
relationship management and for the production of accurate and consistent 
management reports. Here the bank is not concerned with the latter goal, but 
are concentrating on the former.  

 
• The Data Warehouse has been designed according to the IBM BDW (Banking 

Data Warehouse) model that has been developed as a consequence of the 
collaboration between IBM and many banking customers. The model is 
currently being used by 400 banks worldwide. Bank of Baroda Data 
Warehouse is regularly populated both from operational systems and from 
intermediate sources obtained by partial pre-processing of the same raw data. 

CRM practices in ING Vysya Bank 

IBM to implement CRM solution  

IBM, along with its business partners Avaya Global Connect and Talisma, has 
implemented Customer Service Line, a CRM solution, for ING Vysya Bank. The 
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solution ensures 24x7 availability of phone banking service to its customers. IBM 
Global Services provided business consultancy and lead managed this CRM project 
and also integrated it, in addition to setting up the LAN and IT infrastructure for this 
project. The ING Vysya Customer Service Line provides full-service phone banking 
solution to its customers. 

BPR Enabled 

ING Vysya Bank launched the 'customer first' initiative that would use IT and BPR 
creatively towards the objective of making the bank 'easy to deal with' for customers. 
It would help in – 

• Reengineering the project for account opening and account maintenance.  
• The service request fulfillment cycle has reduced times by more than 90%, 

making the customers very happy. 
• By making the bank easier for customers to interact with helped in saving 

Rs.2.5 crore.  
‘Easy to Deal With’ 
Financial institutions are perceived to be opaque and inwardly focused. And ING 
Vysya Bank's worldwide market research suggested the same: customers do not feel 
in control of their money when dealing with financial services companies.ING Vysya 
Bank decided to launch the 'customer first' initiative that would use technology and 
BPR creatively towards the objective of making the bank 'easy to deal with' for 
customers. 

Using pre-generated kits for accessing telephone banking and ATM, including 
instantaneous replacement of lost cards was the first step. "Stocking pre-generated 
inventory of accounts and access devices like PINs and ATM cards at all customer 
touch-points took the bank closer to its aim. 

The bank focus was on pre-processing all operations and technology elements 
associated with these processes, so that the only task would be to activate the account 
and channels as soon as the customer's request is received. 

However, there were some roadblocks in the implementation. From a technology 
perspective, all customers facing core banking processes relevant for account opening 
and account maintenance had to be re-engineered for the project. This was very 
challenging, users were comfortable with the existing processes and didn't want to 
change the way they work. Initially, there was a significant disconnect between the 
people who designed the new processes and people involved in user acceptance 
testing. To tackle that, additional training on the current and modified business 
processes with inputs on the benefits of the re-engineered process was provided to the 
users. 

 
CRM PRACTICES ICICI 
 

� ICICI was set up as a development bank to provide products and services for 
the corporate segment. 

� It diversified into the retail segment of the financial markets in the early 1990s 
while transforming itself into a technology intensive financial service group. 

� In the mid-nineties, ICICI raised debt from the retail market. 
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� CRM at ICICI involves increased communication between the virtual 
universal bank and its customers and prospects as well as within the group 
itself. 

� The underlying idea is to enhance every instance of contact with the customer. 
             ICICI believes that a true customer-centric relationship can only be 
accomplished by  
              considering the unique perspectives of every single customer of the 
organization 

� CRM is viewed as a discipline as well as a set of discrete software 
technologies, which will focus on automating and improving the business 
processes associated with managing customer relationships in the areas of 
sales, marketing, customer service and support.  

� The organizations aims to achieve the end goal of one-to-one marketing.  
� The CRM Software applications will facilitate the coordination of multiple 

business functions. 
� Coordinate multiple channels of communication with the customer to carry out 

customer management more efficiently. 
� It should allow ICICI to engage in one-to-one marketing by tracking complete 

customer life-cycle history. 
� To begin with, it will automate process-flow tracking in the product sales 

process, and be able to generate customized reports and promote cross selling. 
� It will also enable efficient campaign management by providing a software 

interface for definition, tracking, execution and analysis of campaigns. 
IMPLEMENTING CRM 

� There are five interrelated areas: 
�  Business Focus. 
� Organizational Structure. 
� Business Metrics. 
� Marketing Focus. 
� Technology. 

� The key to building the CRM action plan was in understanding with the 
organization that stood relative to each of the five aspects of change.  

� Interviews with key individuals throughout the organization helped identify 
different initiatives that have been launched, all focused on CRM. 

� The next step in the process was a ‘Gap Analysis’, this analysis helped 
identify the CRM organizational holes: 

� Marketing, sales and service practices. 
� Collection, capture, processing and deployment of customer 

information. 
Distribution and operations effectiveness at customer touch points. 
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THE CRM BUSINESS CYCLE

 
 
Challenges for the future  
The central concept behind CRM is creating value for the customer. Most companies 
have realized that to stay in business it is not imperative to maximize revenue from 
single transaction but to build a lasting sustainable relationship with the customer. 
The development of customer relationships demands a thorough understanding about 
the customer and also the process by which customers create value for themselves. 
While considering the entire process, the significance of single transaction focus 
diminishes. The new competitive advantage for organizations is based on the ability 
of the service provider to help customers create value for them. Involving customers 
in the transaction can lead to increased satisfaction levels in the service encounter. In 
the domain of services, where the intangible element makes it difficult to differentiate 
across the service providers, CRM finds varied applications. In a country like India, 
where majority of customers are not fully aware about the desirable insurance and 
banking service levels, CRM can increase the service delivery and satisfaction levels 
(Trivedi, 2004). One major problem that banks and insurance 
providers are facing is that CRM is just being viewed as a facilitating technology 
rather than being understood as a strategy that would enhance the productivity of the 
bank. This is the prime reason why CRM has still met with limited success even being 
around for about 5-6 years. It can also be instrumental in helping banks to exploit into 
new service options for customers. Also the results that CRM gets for the bank should 
be measurable; for this metrics have to be well in place before deploying CRM. So 
any improvement can be evaluated and quantified to analyze the utility of CRM. 
Other issues related to the implementation are change management, training the 
personnel regarding the enhanced service dimensions and IT usage. The older legacy 
systems of the banks also pose a challenge in the deployment of the CRM suite; it 
requires moving from the poor information systems towards a more customer-centric 
technology that makes capture and analysis of data easier. If the front line personnel 
of the organization are not competent to handle the new technology, CRM initiatives 
fail. Also as CRM software is expensive, the top management is skeptical towards its 
results and applicability. It involves having a clear policy about what would be 
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attained by integrating the business. Until the strategic approach is clearly defined and 
performance parameters are laid down, CRM cannot translate results for the company. 
From the organizations point it would essentially require letting go of old approach of 
doing business and would mean integrating the data from various touch points into a 
single database. Most of the banks are still at 
Most of the banks are still at the Operational CRM stage (Network Magazine, 2003); 
to reap the benefit they need to utilize the data for planning marketing strategies. The 
organizations that have been able to identify the benefit IT can give to the operations 
will stand to gain. For this it is imperative to move away from the traditional approach 
of conducting business, maintaining information about the customers and suppliers. 
The Indian financial sector has a long way to go to come to the level of international 
standards. 
 
Conclusion 
Although all banks recognize the need for CRM, not every bank is implementing the 
complete CRM concept. The way CRM has been implemented thus far seems to 
depend heavily on the current balance between the discretionary and advisory services 
that the bank provides. Customer Relationship Management is beneficial for all 
stakeholders: customers, employees, and investors. It is being used large or small 
banks in India as well as abroad. Due to privatization, deregulation, and globalization 
competition has increased. This has led in the intensive use of CRM.  
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