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ABSTRACT

CRM in the Banking sector is an important stratedich helps the bank to build long- lasting relaships with
their customer and, which in, turn increases th&taguer satisfaction. The growth and performancéartks not only
depend on various products it launches, but alsdam it is served to the customer. Keeping in vidne customer
satisfaction for an intellectually — intensive isthy like banks, the current study is an attempfind out the various
factors that lead to the satisfaction of customerthe banking industry. Banks have realised thahaging customer
relationships is a very important factor for theirccess. The purpose of this study is to gain @hbehderstanding of the
benefits of CRM to customer and organising it ia Banking industry. To justify the purpose a resle@uestionnaire has
been framed and data was collected with 1040 samplealysis was made by using various tools likeOAM,, t-test,
Cross tabulation, Chi-square analysis and Clustalysis. The result reveals that there exists nifsignt and Positive
relationship between demographic factors and Custamiationship services offered by the banks. dhiome model

predicts the segmentation of Dominant factors.
KEYWORDS: CRM, Banking Services and Customer Satisfaction
INTRODUCTION

CRM means building an interdependent relationshifh whe customer in whom each relies on the otloer f
business solutions and successes. From a bankis @oview, it is the management process or apgrascacquiring,

retaining and growing.

Customer Relationship Management is the establishnaevelopment, maintenance and optimization afj{o
term mutually valuable relationships between coremsmand the organizations. Successful custometiarship
management focuses on understanding the needsaindsdof the customers and is achieved by platiege needs at the
heart of the business by integrating them withdtganization's strategy, people, technology andnkss processes. At
the heart of a perfect CRM strategy is the creatiomutual value for all the parties involved irethusiness process. It is
about creating a sustainable competitive advarttgdeeing the best at understanding, communicaéind,delivering, and
developing existing customer relationships in ddditto creating and keeping new customers. Overydas, Indian
banks have expanded to cover a large geographign&tibnal area to meet the developmental needsy fihee been
managing a world of information about customerkeirt profiles, location, etc. They have a closatiehship with their
customers and a good knowledge of their needs,reegents and cash positions. Though this offersntlze unique
advantage, they face a fundamental problem. Duhageriod of planned economic development, thé lpaoducts were

bought in India and not sold. What our banks, esigchat in the public sector lack is the marketiattitude.
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Customer-centricity also implies increasing invesstimin technology. Throughout much of the last de¢cdanks
world-over have re-engineered their organizatiansniprove efficiency and move customers to lowestcautomated
channels, such as ATMs and online banking. But ti@ed not be the case. However, to maximize theevaf this
resource, our banks need to transform their branétem transaction processing centres into custareetric service
centres. This transformation would help them adhibettom line business benefits by retaining thestnprofitable
customers. Branches could also be used to infodredacate customers about other, more efficiemratlg, to advise on
and sell new financial instruments like consumanky insurance products, mutual fund products,Tdtere is a growing
realization among Indian banks that it no longeyspto have a "transaction-based" operating modeérd are active
efforts to develop a relationship-oriented modebpérations focusing on customer centric servi€hs. biggest challenge
our banks face today is to establish customer atymwithout which all other efforts towards opevatl excellence are
meaningless. The banks need to ensure throughdéeiices that the customers come back to thens iShbecause a
major chunk of income for most of the banks comemfexisting customers, rather than from new custsmCustomer
relationship management (CRM) solutions, if implateel and integrated correctly, can help signifilyairt improving

customer satisfaction levels.

NEED OF CRM IN THE BANKING INDUSTRY
A Relationship-Based Marketing Approach has the Fdbwing Benefits

e Over time, retail bank customers tend to increasdr tholding of the other products from across idwege of

financial products / services available.
* Long-term customers are more likely to become erraf source.

 The longer a relationship continues, the betteraakbcan understand the customer and his/her needs &
preferences, and so greater the opportunity tort@ifoducts and services and cross-sell the prodsetvice
range.

e Customers in long-term relationships are more cotafite with the service, the organization, methadsl

procedures. This helps reduce the operating castasts arising out of customer error.

Intense Competition

There is intense competition among the Privatedsdganks, Public Sector Banks and Foreign Banksthey
are all taking steps to attract and retain thearusts. New technologies, research facilities, dlnagion of services, the
flood of new products and the concept of all theilities under one roof to provide better custorservice leading to

customer delight.
Decline in Brand Loyalty

In the present scenario, brand loyalty is on declirhe customers are switching over frequentlywtildhe better
facilities from other banks. Newer and superiordutts and services are being introduced continyansthe market.
Thus, the banks have to upgrade their products,anepcustomer service and create bonds of trustsigh proper care of
customer needs and regular communications. Witthéte of CRM, strong customer loyalty and a goo@gden for the

organization can be developed.
Improved Customer Retention

In the intensely competitive banking industry, ndilen of existing customers is vital, which can dehieved
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through the process of CRM. With increased numibdranks, products and services and practicallyswitching costs,
customers are easily switching banks whenever finglybetter services and products. Banks are fipdirtough to get
new customers, and more importantly, retain exgstinstomers. According to a research by ReichhettSasser in the
Harvard Business Review, 5% increase in custontentien can increase profitability by 35% in barkinusiness, 50%
in insurance and brokerage, and 125% in the consaradit card market. Therefore, banks are nowssing on retaining

customers and increasing market share.
BANKING AND CRM

A greater focus on Customer Relationship Managerf@RM) is the only way the banking industry cantpob
its market share and boost growth. A successful CRdtegy aims at understanding the needs of tetoimer and
integrating them with the organization’s strateggople and technology and business process. Theyefoe of the best
ways of launching a CRM initiative is to start witéhat the organization is doing now and working wtiat should be
done to improve its interface with its customerlef and only then, should it link to an IT solatidt does not happen
simply by buying the software and installing it.rRORM to be truly effective, it requires a well-thght-out initiative

involving strategy, people, technology, and proesss

Above all, it requires the realization that the CRNIlosophy of doing business should be adoptegtmentally
with an iterative approach to learn at every stafj@evelopment. Most widely accepted classificatminCustomer
Relationship Management (CRM) systems includes aijmeral, analytical, and collaborative and e-CRMhil&/
operational, collaborative, and e-CRM has receieignificant interest among practitioners and ks but analytical
CRM has been mostly neglected by them. The majoction of analytical CRM is to support strategicstmmer
information provision and customer knowledge adtjois to help achieve the final goal of CRM which to enhance

customer profitability. Customer profitability ike difference between revenue and costs.

Customer satisfaction means that customer needsiewiand expectations are met or overcome duriag th
product/service period, giving way to re-purchasargl customer loyalty (Anton, 1996: 23).In otherrdg “customer
satisfaction is the assessment of the pre-purahasipectations from the product, with the reswdched after the act of
purchasing” (Lemon et al, 2002: 1) Today the magbdrtant thing to do about the reduced customésfaation is the
customer-centred practices adapted to each cussomeeds and values. By treating different custemardifferent
manners, firms can achieve customer loyalty (Targa64: 77).

Customer loyalty is the long and uninterrupted méta of the relationship by offering service thméets and
even goes beyond the customer needs (Acuner, BH)1:Customer loyalty is defined with consideratjomid to the
amount of buying for a given trademark. The levklayalty is measured by the watching of the fragyeof buying
(Javalgi and Moberg, 1997: 165).To Clay and M&lt@90: 6), customer relationship management is aemirthat aims at
making long-term customer relationships and prbifiiiy, and this concept serves as a bridge betwsarketing strategies
and information technologies.

To Kathleen (2000: 21), “customer relationship ngEmaent is an enterprise strategy necessary toesaquioper,
useful and consistent communication with each costdrrespective of the means of communication."Odabai (2000:
3), “customer relationship management is a probgsshich to obtain enough information about thesémg customers,
use this information for incentive of the salesbt repeated, and enable a relationship that wilkdrginuous.” Cirik,
(2001: 100): “Customer relationship management méaliowing all the information about the custom#mough special

software and seeing all that information with jose key at will.”
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Doug, (2002: 40): “Customer relationship managenieat business strategy that allows the enterpoigellow
its customers, revenues and expenses, also enabliogfocus on target market opportunities.” Dehir(2003: 7):
“Customer relationship management is a philosophyvarking that should be extended to the whole feé firm.”
Bozgeyik, (2005: 1): “Customer relationship managatns a customer-based relationship managemetdspphy that
enables the coordination and cooperation betwdaheatepartments, customers and business assaisi@ front office
practice (marketing, selling and customer servene) back office practice (accounting, productiod &ogistics).”The
basic objective of the customer relationship mansagd is to create customer loyalty. Besides, theatives of customer
relationship management can be listed as folloowsnake the customer relationships profitable; tonfand preserve
long-term and profitable relationships with custosnp¢o increase the productivity of the firm; teate differentiation; to

meet the customer demands; to enable cost miniimizahd harmonious activities. (Ergunda, 2003: 2)
REVIEW OF LITERATURE

* Anjana Grewal (2000) in her article “winning strategies and processas dffective CRM in banking and
financial services”, presented a case study orieakhip management practices developed in a lgafdireign
bank in India in the early nineties. It was a piattpaper and provided insight into what madeaipgen, the
developed model outlined ten stages for effectivstamer relationship practices in financial sersicEhese
span across defining customer relationship, unaledatg transaction behaviour and business volumes f
different customer. Developing a customer profitgbimodel, creating the organization structurestgpport
relationship management practices, developing itrgiprograms, relationship pricing, continuoushalenating

the role of relationship managers with emergingnetogy are the new trends expected of the relgliipnrole.

*  Choudhury K, Mukherjee A and Banerjee A (2001)in their study “Relationship marketing strategarsd
customer perceived service quality-A study on Indimnks”, carried out an exploratory study in twivate
sector banks (prudential bank and Millenium bank)l #vo public sector banks (National bank and Qgntu
bank). The key facts of relationship managementoegd under this study included management of denaaual
supply, customer complaint management, monitoringustomer retention, relationship pricing and ousikzing
of the relationship. The study revealed that bhthprivate sector banks had more structured angdransive
relationship strategies vis-a-vis the two publictse banks. The study concluded that the custoatedrthe two
private sector banks better on the dimensions afpstence, customer-orientedness and tangiblesprbtihe

dimensions of convenience the customer rated tidemtial bank the best, and the other 3 banksaoe p

* Ramachandran K (2001)made a study on “How CRM can be strengthened-Beyba hype”. The purpose of
the study was to highlight the reasons for the laickuccess of the current CRM tools and reviewstinengths
and weaknesses of the current approaches to CR#stlidly suggested that since customer needs aaenityn

new dimensions have to be added to the set of Gl based on information technology.

e Dr. S. T. Ramachandra (2002)made a study on “CRM-Emerging strategies”. Thennudijective of the study
was to develop a scale to measure the depth dforeship and stages of relationship developmentthieu, this
study also attempted to identify effective and tyreross-selling and up-selling of the products aadvices. The
study concluded that for laying the right foundatior a better CRM, the banks should be customstriceand
give importance to the retention of existing custotihan acquiring new ones for it to promote crasiting and

repurchase of products.
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* Vishuprasad Nagadevara (2002presented an article on CRM using data mining cisdy of an Electrical
Appliances company”. The strategy of using dataimgirtechnology to identify, categorize and segmitet
customer and profile them for a specifically taegieproduct and to cross-sell other products wasodstrated in
this paper. In this study, demographic clusterirzg wne of the commonly used tools for customer sagption.
A few of the clusters were analysed to demonstteteappropriate strategies for acquisition of nestamer as
well as cross-selling. The objective was to usectigacteristics of those customer segments tomisgithe life-

time value.

e Werner J. Reinartz and V. Kumar (2003) in their article on “The impact of customer redaiship
characteristics on profitable life-time durationg’esented the following onjectives to empiricallgasure life-
time duration for non-contractual customer andetgshe factors that affect customer profitable-tifiee duration
and developed managerial implications for buildamgl managerial profitable relationships. The outahthe
study stressed the relevance and importance oblisstimg customer relationship management capéagsilit
Customers are heterogeneous on an important iife-telationship. Under such condition an approgrfaim
response should be made to develop customer regaifp management capabilities, which will help sfiahs to

establish competitive advantage in the market.

« Alok Mittal, Jayant Son Walka and Akhilesh K. Mishra (2003) together presented an article on “An
exploratory study of CRM orientation among bank Eyees’?. The paper aimed at exploring the aspeCRM
orientation among bank employees of both public anidate sector banks. The findings of the research
highlighted that there is a need for improvementsmme of the components of CRM, such as, customer
communication, customer orientation, customer eack handling of complaints in both public and pirévaector
banks. The aged employees in the public and privatks institutions need to improve CRM skills mler to

compete with their younger counterparts.

e Tapan, K. Panda (2003)in his article “creating customer life-time valtierough effective CRM in financial
services Industry”, has stressed the importanc€@R¥ in financial services Industry. Customer datnagement
gives clues about the probability of customer dedramd the technology helps in tracking the charesttes and
categorization of customer depending on their pabfviours. He concluded that with increased compegnd
customer moving very fast from one firm to anotlieis essential to have an integrated CRM strategyss the

whole organisation for generating higher custoniertime value.

* M. L. Agarwal in his paper “CRM & Cooperate Renaissance” desdrithe concept and mechanics of CRM
helps corporate renaissance in hard times andlfinaecommended a time of action for an effectvBM
implementation towards a quicker corporate renassaThe paper also urged business schools of Paidhto
incorporate CRM in their teaching curricula so thmatsiness and academics can continue to stayargléy each
other.

* V. V. Gopal (2004)in his article “Retail Banks going the CRM way"s#lives that attracting the individuals, high
net — worth and profitable customer is a key cimgiéeto banks today .CRM can help the retail banksagers in
facing this challenge. He has suggested that ierorl derive the maximum benefit from CRM, banksstu

prepare their processes compatible to the CRM.

» Rajeshwari Krishanan (2004)in her article “Banking — CRM makes the differehabserves that customer

relationship management can be helpful in custadeattification, cross selling of products, custoraequisition



32 Mahalakshidi M. G. Saravanaraj& Umarani T. S

and retention. Operational CRM, which provides regfliinformation and analytical CRM, which tracesiaties
and makes information more sensible are the twdstob CRM. CRM cell, portfolio of products, custome
metrics & latest techniques are some of the remeérdgs suggested by the author for effective imptaaten of
CRM in Banks.

* Koutouvalas and Siomkos (2006examined the following issues relating to custorsatisfaction in Greek

banks:
0 The factor shaping Greek banks customers’ peragepficervice quality

o Direct influence of perceptions on customer loyaltystomer perceptions and switching intentions

among public and private bank customers

A sample of 200 customers was taken for the pynsarvey. The results of regression analysis shotlat
there was a direct and positive correlation betwaenception of service quality and customer loyaityhe case of both
private and the public sectors banks, significaglatronship was recorded between demographic cleaistecc and
perceived quality of both types of banks. Custonuérboth the banks were willing to express theimptaints to bank
employees. Thus, bank employees were the bank sagemt were acting as the connecting link betweerkdand
customers. Customer loyalty was related only tocetlanal level since a higher educational level welated to an
increased tendency for information search regardmgpetitive product\services\providers. Bank’smotional efforts,
aimed at providing relevant information to the pealvhight increase loyalty level. In such promotibetorts, the service

quality and the reputation were the main areagterbphasized.

*  Moutinho and Smith (2000)emphasized that human and technology based deliteannels were greatly linked
with the customers’ perceptions of how these bamkises were delivered to them and pointed out thase

perceptual outcomes would affect the level of bautomer satisfaction, retention and switching.

CONCEPTUAL FRAMEWORK

Banking Services

Custemer Relationship Management
Customer Satisfaction

Figure 1

The above conceptual framework explains the extenwhich the customers are satisfied with the Qusto

Relationship Services rendered by banks.

OBJECTIVES
The Objectives with which the Study was Conductedra

» To evaluate the major influencing demographic fexctowards CRM.
e Tofind out the relationship between demographitatdes and CRM.

e Tofind out the significant association between dgraphic variables and customer relationship sesviendered

by banks.
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RESEARCH METHODOLOGY

Respondents were asked to give opinion on diffeespects of customer satisfaction towards the sesvi
provided by the banks on a five-point scale randirmgn ‘Strongly agree’ to ‘strongly disagree’. Thmalysis was
conducted through the statistical package, SPS® \iéfsion. The bank has been offering various Banlservices like
Deposit oriented services, Infra-structure fa@#ti Value added services and Loan oriented seraitgsn this study the
level of customer satisfaction is identified and #xtent to which the customers are loyal towahésbiank and how the
bank maintains the relationship with the custoneenalysed. Convenient sampling method is used.r&searchers have
taken 1040 samples. This study was undertakenun Zones, namely, Chennai, Coimbatore, Salem arahylrThis
research study is a descriptive ois®2condary datawas collected from magazines, journals and website,liShdxd
statistical resources, libraries, etc., The religbof sample size is ensured through reliabibityalysis with the help of
Cronbach's Alpha, with the score 0.741. Tools dsedhe analysis are ANOVA, t —test, Cross tabolatiChi-square and

Cluster Analysis.

The demographic profile of the bank customers, sash Zone, Age, Gender, Marital Status, Education,

Respondents Status in the family, Occupation, Relignd Monthly income have been presented below.

Table 1: Demographic Profile of the Bank Customers

Sl No Characteristics of | Private Sector | Public Sector Total
: Bank Customers (%) (%) F (%)
Zone
Chennai 5.38% 19.62% 260 25%
1. Coimbatore 7.12% 17.88% 260 25%
Salem 6.63% 18.37% 260 25%
Trichy 9.71% 15.29% 260 25%
Age
Upto 20years 1.83% 4.62% 67 6.449
5 21-30 years 16.15% 38.94% 573 55.10%
' 31-40 years 5.1% 13.46% 193 18.56%
41-50 years 3.08% 8.08% 116 11.15%
Above 50 years 2.69% 6.06% 91 8.75%
Gender
3. Male 16.54% 40.67% 595 57.219
Female 12.31% 30.48% 445 42.79%
Marital Status
4, Married 14.62% 32.21% 487 46.83%
Unmarried 14.04% 37.12% 532 51.15%
Education
School 3.65% 10.38% 146 14.04%
5 Graduate 14.71% 31.06% 476 45.77%
' Professional 9.62% 26.35% 374 35.96%
llliterate 0.48% 1.63% 22 2.12%
Others 0.38% 1.73% 22 2.12%
Respondent Status in Family
Head of the family 8.08% 18.37% 275 26.44%
6. Wife 6.15% 14.90% 219 21.06%
Children 13.65% 34.81% 504 48.46%
Others 0.96% 3.08% 42 4.04%
Occupation
Private 13.65% 28.65% 440 42.31%
7 Govt 2.40% 9.33% 122 11.73%
' Business 5.29% 10.38% 163 15.67%
Professional 4.33% 11.83% 168 16.15%
Others 3.17% 10.93% 147 14.13%




34 Mahalakshii M. G. Saravanaraj& Umarani T. S

Table 1: Contd.,

Religion
8 Hindu 21.92% 56.35% 814 78.279
' Muslim 3.56% 8.17% 122 11.73%
Christian 3.37% 6.63% 104 10.00%
Monthly Income
Below Rs.10000 7.50% 22.50% 312 30.00%
9 Rs.10001-20000 9.62% 20.29% 311 29.90%
' Rs.20001-Rs30000 4.52% 14.13% 194 18.65%
Rs.30001-Rs.40000 4.62% 8.08% 132 12.69%
Above Rs 40000 2.60% 6.15% 91 8.75%

Source: Primary data

It is found from the table that the bank customars equally distributed among four Zones (25%). The
respondents belong to the age group of 21-30 yE#rd0%), Male gender(57.21%), Unmarried (51.15@)jldren
(48.46%)Educational level of graduate (45.77%), Wpetion in Private (42.31%), belongs to the religiof
Hindu(78.27%), and Monthly Income below Rs10,00098@b).

Thus demographic variables are the most populaesh&s segmenting customer groups. One reasonats th
customer needs, wants, preferences and usagaratefien highly associated with demographic véembAnother is that

demographic variables are easier to measure tihan eariables (Kotler and Armstrong, 1996, pp. 236).

Table 2: Customer Profile and Satisfaction toward€Customer Relationship Services Provided by the Barsk

Customer Profile _Range Mean | SD | Mean % F P
Min | Max
Chennai 1 5 3.38 0.71 67.67
Coimbatore 1 5 3.39 0.64 67.81
1. Zone Salem 1| 5| 363 o079 7258 7| 0000
Trichy 2 5 3.44| 0.59 68.71
Total 1 5 3.46 | 0.69 69.19
Up to 20 yrs 2 5 3.49 0.64 69.85
21-30 yrs 1 5 3.46 0.69 69.19
2 Age 31-40 yrs 1 5 3.43 0.73 68.58| 0.59 | 0.669
41-50 yrs 1 5 3.42 0.67 68.42
Above 50 yrs 1 5 3.55 0.69 70.95
Total 1 5 3.46 | 0.69 69.19
Married 1 5 3.44 0.71 68.85
3. Marital Unmarried 1 5 3.47 0.68 69.35| 0.99 | 0.373
Status Divorcee 2 5 3.65 0.58 73.02
Total 1 5 3.46 | 0.69 69.19
Hindu 1 5 3.46 0.70 69.23
- Muslim 2 5 3.43 0.65 68.61
4. Religion Christian 2 | 5| 348] 079 6955 O1°| 0863
Total 1 5 3.46 | 0.69 69.19
School 2 5 3.54 0.65 70.78
Graduate 1 5 3.43 0.69 68.62
5. Educational Professional 1 5 3.45 0.71 68.98 114 | 0338
Qualification llliterate 2 4 3.58 0.57 71.52| '
Others 2 4 3.61 0.61 72.27
Total 1 5 3.46 | 0.69 69.19
Private 1 5 3.50 0.68 70.06
Govt 1 5 3.31 0.77 66.23
6. Occupation Business 2 5 3.50, 0.64 70.06
Status Professional 1 5 3.36 0.72 67.12 326 | 0.011
Others 2 5 3.52 0.64 70.43
Total 1 5 3.46 | 0.69 69.19
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Table 2: Contd.,

Below Rs.10000 1 5 3.48 0.6p 69.5]
Rs.10001-20000 1 5 3.3¢ 0.70 67.82
7. Monthly Rs.20001- Rs 3000( 1 5 3.50 0.70 70.02 114 | 0334
Income Rs.30001-Rs.40000 1 5 349 0.74 69.7)7 '
Above Rs 40000 2 5 3.51 0.66 70.1%
Total 1 5 3.46 | 0.69 69.19

Source: Primary data

Thus, it is inferred from the above analysis thet Customers in Salem Zone have the maximum setitsfia
(72.58%) towards Customer Relationship servicesigeal by the banks. Regarding mean value of Ageximmam
satisfaction was incurred by customers whose agbase 50 years (70.95%), With regard to Maritak®t the mean% of
divorcee is (70.32%). Incase of Religion, respotsi®elonging to Christianity is (69.55%). By coresidg Occupational
status, private and Business people were highligfieat (70.06%) and in case of monthly income theome group
between Rs 20,001- Rs 30,000 has the high scor@2%). Further to test the significant differencgvieen the mean
score among the demographic variables, the ANO\AAiteused and the result shows that zone and ationpstatus is

significant, Since the P value is less than 0.05.

The Satisfaction level of Sector and Gender tow&dstomer relationship management services rendegyed

private sector and public sector banks were andliséind whether there is any significant diffecerbetween them.

Table 3: Impact of Customer Profile on Sector and &nder

Range
Min | Max

Customer Profile Mean | SD | Mean % t p

Private sector bank 3.58 0.66 71.60
1. Sector Public sector bank 1 5 3.41 0.70 68.21 3.60 | 0.000

N
a1

Total 1 5 3.46 | 0.69 69.19
Male 1 5 3.50 | 0.68 70.08

2. Gender Female 1 5 3.40, 0.70 67.99| 2.42 | 0.016
Total 1 5 3.46 | 0.69 69.19

Source: Primary data

To test the significant difference in the mean eadfisector and gender, t- test is used. The atadoke shows that
there is a statistically significant difference weén the mean of Customer satisfaction towardstiséomer relationship
services rendered by private and public sector ©amke t- value, shows that the significant diffexes are apparent
(P<0.05). That is, there is a significant differeric the mean customer satisfaction with regarsetdor (t=3.60, mean =
0.70, P=0.000) and gender (t=2.42, mean =3.40,®18) on Customer relationship services rendereuobimks.

It shows that the mean value of Public sector hariigher than the Private sector banks and in getice mean
value of female customers is higher than their ncalenter parts. With a view to find the degree sfaiation between
demographic profile of the respondents and satisfadowards customer relationship services pralitg the bank, a

two-way table was prepared and the results are siothe following table.

Table 4: Customer Profile and Level of Satisfactionowards the Customer Relationship Services Provideby Banks

Satisfaction Level Total
Customer Profile Low Medium High =
F % F % F %

Chennai 26 10.00 138§ 53.08 96 36.92 260
Coimbatore 32 12.31 142 54.62 86 33.08 260
1. Zone Salem 25 9.62 106| 40.7f 12D  49.62 260

Trichy 18 6.92 147| 56.54 95 36.54 26(

Total 101 9.71 533 | 51.25 | 406 | 39.04 | 1,040
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Table 4: Contd.,

Private sector bank 25 8.33 128 42.67 147 49.00 300
2. Sector Public sector bank 76 10.27 406 54.Y3 2b9 3500 740
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Up to 20 yrs 5 7.46 32 47.76 3@ 44,18 67
21-30 yrs 59 10.30 297 51.83 217 37.87 573
3. Age 31-40 yrs 21 10.88 96 49.74 76 39.38 193
' 41-50 yrs 10 8.62 63 54.31 43 37.07 11p
Above 50 yrs 6 6.59 45 49.45 4( 43.96 91
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Male 52 8.74 298| 50.08 24%  41.18 595
4, Gender Female 49 11.01 235 52.81 161 36.18 445
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Married 47 9.65 251| 5154 189 38.81 48Y
5. Matrital Unmarried 53 9.96 272 51.18 20 38.91 532
Status Divorcee 1 4.76 10 47.62 10 47.62 21
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Hindu 80 9.83 412| 50.61 322 39.56 814
6. Religion Muslim 10 8.20 67 54.92 45 36.8P 127
' Christian 11 10.58 54 51.92 39 37.50 104
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
School 10 6.85 75 51.37 61 41.78 146
Graduate 54 11.34 247 50.84 180 37.82 476
7 Education Pro_fessional 34 9.09 199 52.94 142 37.?7 374
' llliterate 1 4,55 9 40.91 12 54,55 22
Others 2 9.09 9 40.91 11 50.00 22
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Private 42 9.55 210, 47.73 188 42.73 440
Government 16 13.11 68 55.74 38 31.15 122
8. Occupation Busingss 12 7.36 93 57.96 58 35.58 163
' Professional 22 13.10 87 51.79 59 35.[12 168
Others 9 6.12 75 51.02 63 42.86 14y
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040
Below10000 28 8.97 155 4968 129 41.35 312
10001-20000 36 11.58 17( 5466 105 3376 311
9. Monthly 20001- 30000 16 8.25 99 51.03 79 40.72 194
Income(in Rs) 30001-40000 14 10.61 61 46.21 57 43.18 132
Above 40000 7 7.69 48 52.7b 36 39.%6 91
Total 101 9.71 533 | 51.25| 406 | 39.04 | 1,040

Source: Primary data

It is found from the above table that the percemtaighighest satisfaction towards zone was thedsg9.62%)
among Salem zone respondents and Lowest (33.08@)imbatore zone. The percentage of medium satisfatowards

zone was highest (56.54%) in Trichy zone respondedtiowest (40.77%) in Salem zone.

The percentage of the low level satisfaction washiighest (12.31%) among the Coimbatore zone relgmrand
the same was lowest (6.92%) among the Trichy zespandents. It is followed by sector, Age, Gendwrital status,

religion, education, occupation and monthly income.

The association between demographic variable ob#imk customers, namely Zone, Sector, Age, Gehkrital
Status, Religion, Education, Occupation and Montligome and their Satisfaction towards Customerafeiship

Services provided by the banks are described bysGhare analysis
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Table 5: Association between Demographic Variablesnd Customer Relationship Services Provided by thBanks

Factors Chi-Square Value | ‘p’'Value SorNS
Zone 13.132 0.041* Significant
Sector 12.52 0.002** |  Highly Significant
Age 10.33 0.243 Not Significant
Gender 6.59 0.037* Significant
Marital Status 15.472 0.017* Significant
Religion 5.84 0.211 Not Significant
Education 16.193 0.043* Significant
Occupation 17.253 0.028* Significant
Monthly Income 18.061 0.006**| Highly Significant

* Significant at the 0.05 level (2-tailed)
** Significhiat the 0.01 level (2-tailed) S-significaniNs- Not significant

The above table reveals the demographic variableartls the Customer relationship services rendbyethe
banks, Chi square values, P values and the lev@baificant. There is an association between #raabraphic variables
and Customer relationship services rendered bpah&s. Demographic Variables like Zone, Sector,, A&ender, Marital
Status, Religion, Education, Occupation and Monthgome has association with Customer relationshipices rendered
by the banks like Warm reception, Cordial appro&istomer care and treatment, Face to face meetthgcustomer. It
is found and concluded that the bank customers deapbic variables has a significant influence oa @ustomer

Relationship services provided by banks and hassdiye association exists between these two viasab

Table 6: Cluster Wise Demographic Characteristic oSampled Respondents

Cluster Number of Case | Total

Profile of Customer 1 2 N
N % N %

Chennai 150 57.69 11p 42.31 260
Zone Coimbatore 152 58.46 108 41.54 260
Salem 182 70.00 78 30.00 26D

Trichy 142| 54.62| 118 45.38 26(

Sector Priva_te 196/ 65.33 104 34.67 30D
Public 430| 58.11 310 41.89 740

Up to 20 yrs 37| 55.22 30 44.18 67
21-30 yrs 354 61.78 219 38.22 5783
Age 31-40 yrs 112 58.03 81 4197 198
41-50 yrs 64| 55.17 52 4483 116

Above 50 yrs 59| 64.84 32 35.16 91

Gender Male 372| 62.520 223 37.48B 59%
Female 254 57.08 191 42.92 445

Married 283| 58.11 204 41.89 487
Marital status Unmarried 329 61.84 203 38.16 53P

Divorcee 14| 66.671 7| 33.38 21

Below Rs.10000 201 6442 111 35p8 312
Rs.10001-20000 18y 60.13 124 39;87 311

Monthly income Rs.20001- Rs 30000 109 56.19 85 43|81 194
Rs.30001-Rs.40000 7% 56.82 5§57 43|18 1B2
Above Rs 40000 54 59.34 3¢ 4066 9L
School 97| 66.44 49 3356 146
Graduate 283 59.4b 193 40.55 476
Educational qualification Professional 216 57.7p 1858 4225 374
llliterate 13| 59.09 9| 40.91 22
Others 17| 7727 5| 2273 22
Private 282| 64.09 158 35.91 44p
Govt 66 | 54.10, 56| 45.90 127
Occupation Business 89| 5460 74 4540 163
Professional 93| 55.36 75 44.64 168
Others 96| 65.31 51 34.69 14y

Total 626 | 60.19| 414 | 39.81| 1,040




38 Mahalakshii M. G. Saravanaraj& Umarani T. S

From the analysis it is evident that, the respotgl@ne grouped in 2 heterogeneous groups/clustéss.first
cluster segment was with 626 respondents dfdl@ster with 414 respondents. In identifying thester segments with
the demographic variables like Zone, Sector, Agendgr, Marital status, Monthly income, Educatiogadlification and
Occupation the respondent’s level is high in thstftluster followed by Il cluster. Overall, thefesftiveness of various
Customer Relationship services with reference ® demographic variables cluster | forms the domieam the

respondents whereas cluster Il showed the leastteff
FINDINGS
» There is Significant relationship between Zone, épation status and customer satisfaction.

e It is found that Customer Relationship Servicesvigred by banks has a positive association and tarigs
relationship between demographic factors and CRM.

e By considering the various demographic factors Wwhitfluences the CRM, cluster | segment which idels
includes Customer relationship services providedth®y banks is considered to be dominant factor than

Cluster Il segment.

Fohe
. Bector
Demographic Customer
Wariahles e Relationship fge
Management Gender
Respondent

status ity Family
Mhlarital Status
Eeligion

M onthly
Income

Educational
Cualification

Clecupation

Figure 2: Outcome Model Dominant Factors

The outcome figure shows that all the ten demodcaialetors have highly dominant and effective todga€CRM
which is proved through cluster analysis.

CONCLUSIONS

Thus demographic variables towards customer relstip services provided by banks were tested aatysed
through Chi square, t test, ANOVA, Two-way tabledatluster analysis. These analyses were done tb dirt the
association, significant mean difference and retesthip of customer relationship services with deraphic variables.
There exists highly significant association betweggctor and monthly income towards CRM. ANOVA haeib
employed to find out the relationship between zand occupation has positive and significant refesidp. Through

cluster analysis the grouped respondents in earsteclare segregated based on their demographiaotdastics and it is
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evident and concluded that CRM which comes undestet |, the respondent level is high in the filsister than compare

to cluster Il. Thus it is concluded that all thd€edemographic factors are highly dominant andcéffe factors towards

CRM. Companies with effective CRM solutions know ontheir customers are and they know how to serthesn.

Without integrated data, none of this is possilestomer relationships remain the foundation of @manization's ability

to achieve significant gains in productivity, ptafiility and competitiveness. Meeting ongoing cowo needs is only

possible when organizations can provide the rigfurimation to the right people at the right timé&M allows them to do

just that.

SCOPE FOR FUTURE RESEARCH

CRM strategy can be applied in
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