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I.  Introduction 

There has been a dramatic transformation in technological advancements that is being experienced by the 

financial industry. The economy of most developing countries; meaning that monetary transactions are basically 

made through the exchange of bank notes and coins for goods and services. The Trend is now giving way to a 

modern payment system where the currency and notes are converted to data, which are in turn transmitted 

through the telephone lines. The internet enabled electronic banking system is faster delivery from customer and 

service provider. The process makes money to be carried in information storage medium such as credit card, 

cheques, and electronic means than its pure cash form. E–banking has thus become important channel to sell 

Products and Services; leading to a paradigm shift in marketing mechanism, resulting in high performance in the 

banking industry. Banking is a customer relationship management that built specifically for the banking 

industry's unique needs. The banking industry has been undergoing changes since the mid 1990s, in the form of 

innovative use of information technology and development in electronic. The development made e–banking 

pose as a threat to the traditional branch operations, despite the fact that electronic commerce is still developing 

and is rapidly changing. This new technological development may result to digital money replacing in some 

developed countries. 

This Paper is a preliminary study of the services of the various banks . This is a primary data based study. For 

this purpose ,a total of  75 respondents answered with suitable questionnaire were distributed. A total of 11 

questions were framed which were answered by the respondents. The methodology used includes percentages, 

pie charts ,bar charts and other simple analytical and statistical tools. Total of 75 respondents who have replied 

all the 75 have answered this question recording 100% response. 

A. Topic Introduction 
CRM banking can be accessed on the go using your tablet or smart phone. Customer Effective also offers a 

mobile portal framework that could be leveraged in banking environment. Core banking systems and data to 

deliver a complete 360° view of customers. CRM solutions for commercial banking, retail banking, and wealth 

management help all bank team members market, sell, and service effectively and efficiently. CRM next 

optimizes existing customer strategies and makes them future-proof without affecting your bank's flexibility, 

unlike other banking CRM systems. CRM in banks has evolved from a customer facing application to a 

customer-centric strategy that manages the complete cycle from customer interactions to branch operations 

through central operations. Implementing a CRM in banking industry can be very challenging. 

B.    Meaning 

CRM in a banking industry is extremely mandatory to create trust among your consumers. Customer 

Relationship Management is the strongest and the most efficient approach in maintaining and creating 
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relationships with customers. Its not only pure business but also idea to strong personal bonding within people. 

Once the linkage is built, it is very easy for an organization to identify the customer needs  and help to them to 

serve them in a better way. Relations are as old as a buyer and a seller and so is Management. E-CRM improves 

and maintains transactions security of the customers. Trust is a major benefit provided to the customers of the 

banks. The rate of accuracy of the transactions E-CRM that is improvement of service quality. Easy Customer 

Interaction with the banks which will cause for satisfaction. The  process may include three major factors: social 

exchange, business or financial transaction, and information exchange.CRM is a sound business strategy to 

identify the bank’s most profitable customers and prospects, and devotes attention and time to expanding 

account relationship with those customers through individualized marketing, discretionary decision making, and 

customized services are delivered through the various sales channels that the bank uses. 

C. CRM in Banking Sector 

Banks were using branch based operations from 200 years. Since the 1980s, things have been really changing 

with the multiple technologies and applications. Different organizations got affected from this revolution; the 

banking industry is one of it. In this revolution, technology based remote access delivery channels and payment 

systems surfaced. Telephone represented by call centres replaced the bank branch, internet, credit cards and 

electronic cash replaced traditional, ATM displaced cashier tellers. Banks have moved towards marketing 

orientation and the adoption of relationship banking principles. The bank would need a complete view of its 

customers across the various systems that contain their data. The data and applications can help the bank to 

manage its customer relationship to continue to grow. Finance industries are trying to use CRM techniques to 

achieve a variety of outcomes. 

 

II.  Literature Review 

M.Murgan &Dr. S.A. Senthil Kumar presented an article on “Customer Relationship Management in ICICI 

Bank”.The paper aimed at exploring the aspects of CRM among bank employees.The finding revealed that the 

consumer were more satisfiedwith professional service provider who engaged in both courteous expressions and 

personalconnections forms of sociality.The important point is that sociality communication can play a pivotal 

role in moving the provider and consumer for mere encounters to higher degree of relational development. 

 

Dr. R. Somasundaram and V. Krishnamoorthy in their article“Impact of service quality on customer relationship 

management in the banking sector” stressed the importance of CRM in banking sector.Service Quality, 

Empathy, Reliability, Responsiveness have a greaterimpact on customer relationship management.Variables like 

quality and appearance of materials, individual attention to customers, Customer’s best interest, and Employee 

promptness have significant impact on customer relationship management. 

III. Objective of the study 

The objective of this paper is to examine whether or not customers’ bank choice is influenced by the quality of 

services and/or products provided. Other objectives are to determine if customers’ long term relationship is 

influenced by the bank’s service offerings; and finally to examine the effect of education on customers’ 

adoption of e–banking. Online banking services have thus become a crucial concern of financial institutions 

during this era of sophisticated technological breakthrough. The fact therefore remain that the various electronic 

banking services and products have no doubt exposed customers to new ways of convenience rather than the 

conventional banking. 

IV.   Research Methodology 

Primary data: Information collected by observation, interaction and structured administered questionnaires.  

Sample size 75 respondents selected on the basis of Simple Random Sampling. 

Secondary data: The article also based on secondary data as well literature, reports, annual reports, statistical 

figures and books, journals published and also visited to various websites. 

 

V. Statement of the problem 

In the banking field a unique ‘Relationship’ exists between the customers and the bank. CRM can be adapted 

uniformly in the banking industry for betterment of Banking Services. The role of CRM is quite different  to 

traditional type of Marketing CRM participate not only in Marketing but also in implementing the business as a 

strategy to grow and retain profitable customers with a goal of creating a sustainable competitive advantage. So 

there need to study the role of CRM in development and promotion of rural banking sector through the problems 

and impact of the CRM on banking sector all the time. 

 

VI. Hypothesis 

 H0: Majority of the respondents are satisfied with the services provided by banks at Mysore.  

Banks always take initiative for providing maximum satisfaction to its customers. The 75 respondent have trust 

in banks while doing online banking services .i.e (Completely =   65 respondents have agreed (65/75*100) 
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=86% are satisfied. Somewhat satisfied= 5 respondents (5/75*100)=6.66% are satisfied. Dissatisfied=5 

respondents (5/75*100)=6.66 are dissatisfied). 

  

VII.  Analysis and Interpretation: 

A. E-banking products/services are offered- 

It is clear from this that the largest number of  75 respondents are familiarize with products /service offered by 

banks. Out of which most respondents know about ATM, followed by other products are bit low in Telephone & 

PC Banking (75% each).Internet Banking & Mobile Banking (96% each) is showing much growth compared to 

other products or services. 

 

 

Products/Services  Yes-% No-% 

ATM 100 0 

Telephone Banking 75 25 

PC Banking 75 25 

Internet Banking 96 4 

Mobile Banking 96 4 

B. Uses of E-Banking Products- 

A) From the answers it is clear that most respondents are using the products/services for 1-3 years(82%), 

others followed 4-6 years(18%),followed by others are 0%. 

 

 

Years Percentage 

1-3 years 82 

4-6 years 18 

7-9 years 0 

More than 10 years 0 

 

B) From the table shows that the online banking services rendered by banks are well accepted by the 

respondents. 55% respondents are using online banking whereas 45 % not. 
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3. Services offered 

A) Service offered by banks most of respondents are satisfied with the customer service which is 47%,followed 

by 21% for wide branch networks of banks,11% each for personalized & computerized services and 10% for 

core banking services. 

 

Services Percentage 

Personalized service 11 

Customer service 47 

Core banking 10 

Wide branch network 21 

Computerized banking 11 

 

B) It is clear that most of the respondents uses Debit/Credit card services in a month, whereas money transfer is 

bit low compared with other services used by the respondents. 
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Service 1-3 Times -

% 

4-6 

 Times-% 

7-9 

Times-% 

10-12  

Times-% 

More 

than 12 
Times-% 

Online banking 
29 19 3 4 4 

ATM 
36 36 4 8 16 

Debit/Credit card 
69 19 4 4 4 

Money transfer 
88 3 3 0 7 

 

Analysis Using Correlation 

A) 

Debit/Credit Card (X) Online Purchase(Y) X2 Y2 Xy 

3 0 156 0 0 

3 1 42 48 3 

3 1 9 12 3 

14 13 9 13 182 

52 12 9 12 624 

  
2927 2450 

  

  
          

                        
 
 

 

r= 0.737(Positive correlation) 

 

 
 

B) 
Online 

Banking(X) 

 

Travel Ticket 

(Y) 

X2 Y2 Xy 

22 9 484 81 198 

14 11 196 121 154 

2 0 4 0 0 

3 1 9 1 3 

3 1 9 1 3 

  702 204 358 

 

  
          

                        
 
 

 

r= 0.894926 (Positive correlation) 
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Probable Error=0.6745*(1-r2 / √5 

         =0.6745(1-.73)2 / √5  

         =0.6745(1-.53) / √5 (2.2) 

         =0.6745(0.47) /2.2 

         =0.3170 /2.2 

         =.144 

         =.144*100 

         =14.40 

 

Probable Error=0.6745*(1-r2 / √5 

         =0.6745(1-.89)2 / √5  

         =0.6745(1-.79) / √5 (2.2) 

         =0.6745(0.21) /2.2 

         =0.1416 /2.2 

         =0.064 

         =.064*100 

         =6.4 

 

VIII.    Findings 

 To survive in the competitive market and to enhance the relationship with customers, banks are 

innovating new services to the customers. 

 86% of customers trust online banking services, provided by the public and private banks.  

 Banks has to ensure the security of online banking. 

 Correlation Analysis helped to find out the online purchases from Debit/Credit card are also satisfied 

(positive=.737). 

 Respondents are satisfied with  the services they enhance from online banking for booking tickets are 

also satisfied(positive=.894) 

 From the above analysis 14.4% & 6.4% probable error was found from the correlation. 

 Banks are coming up with more comfortable service to increase long term relationship with customers. 

 

IX. Conclusion 

The survey indicates the knowledge and understanding   in Indian banking from the customers’ point of view. If 

bank  wants to increase their market share and competitive advantage, CRM should be efficiently applied.CRM 

can strengthen the relationship between banks and customers. Hence banks must focus on delivering and 

improved service to customers through effective CRM. From the review of attraction and retention policies in 

order to sustain customers to competitors CRM strategies has to enhance the business viability. Customers best 

interest have a significant impact on CRM Nowadays Banks have realized that CRM is an important factor for 

their success formula. 
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