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Abstract 

The banking sector is a good indicator of 

the economy. Banks are the backbone of all 

transactions. The success of any business is based 

on customer satisfaction.  The customer 

relationship management is implemented for the 

success of banking process. Globalisation, 

competition, implementing technology, customer 

satisfaction are the major problems of bank. The 

customer relationship management is an effective 

tool to retain old customers and attracting new 

customers. Using the information technology banks 

can provide many satisfactory services to 

customers.  The study examines the perception 

level of customers and bankers towards customer 

relationship management in 6 new generation 

private banks namely HDFC Bank, ICICI Bank, 

Axis Bank , Yes Bank, Kotak Mahindra Bank and 

Indusind Bank. The present study is based on 

survey method in Puducherry banks.  Different 

analyses were made based on the perception of the 

customers and bankers.  

Keywords: CRM, Customer Awareness, 

Customer Satisfaction, Bankers Opinion,  New 

Generation Private Sector Banks.  

 

INTRO DUCTION  

The banking sector is a good indicator of 

the economy. Today, banks are the backbone of all 

the transactions, the mechanism to deploy capital for 

industrial growth, and trustee of citizen’s savings. 

The current regulatory systems are looking to device 

system that can spread banking services into all 

regions and category of customers through its 

inclusive banking strategies. The entry of new 

generation private sector banks has electrified the 

banking environment in India and has added new 

dimensions to automation in banking industry. 

Factors like rise in competition level, rising 

customer expectations, increasing attacks on 

customer information, maximizing customer 

profitability through up-sales and cross-sales, 

segregating customers on different parameters and 

developing products and services to suit each 

segment are influencing banks to implement 

customer relationship management. Strengthening of 

customer relationship becomes an automated thing 

once customers start thinking positively about the 

services offered by the organization. 

I. STATEMENT O F THE PROBLEM  

In this era of increased competit ion, so as 

to improve standards it will be benefitable for the 

banks to develop long-term relationship with the 
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customers. Increasing competition from both inside 

and outside the industry is leading to compression 

of profits and forcing banks to serve efficiently  

only with the available resources to satisfy 

customers. The globalization of banking operations 

along with high competition, continuing 

deregulation and technological advancements has 

significantly altered the face and scope of banking. 

There exists a strong need for maintain ing 

customer relationship management in the banks. In 

today’s era of liberalization and globalization, 

every industry faces increasing competition. 

Banking industry is no exception. Any bank which 

wants to retain the customers in the long run will 

have to constantly outperform the competitors and 

also need to maintain customer satisfaction. With 

the extreme competit ion among the banks and 

broad use of technology for service innovation and 

delivery, banks are attempting to satisfy and retain 

the customers. It is apparent that now there are 

progressively market ing oriented banks, using 

informat ion technology systems that are focused on 

individual customers. However, the core issues 

faced by banks today are on the fronts of 

customer’s service expectations, customer 

relations, cutting operational costs, eliminating 

inflexibility to change, technological advancements 

and managing competition.   

Historically, banking sector operated in a 

relatively stable environment and for long, Indian  

banks had presumed that their operations are 

customer focused, simply because they had 

customers. These banks ruled the roost, well 

protected by regulations that did not allow free 

entry into the banking sector. Today this sector is 

facing a forceful competition and many banks have 

lost a substantial share of their decade old 

customers to comparat ively newly entered private 

banks and foreign banks. Most of Indian banks 

have realized that purpose of their business is to 

“create and keep a customer” and to “view the 

entire business process as consisting of a tightly 

integrated effort to discover, create, and satisfy 

customer needs”. Thus, customer relationship 

management is an effective tool for the bankers to 

acquire new customers and to retain the existing 

ones. 

Nowadays, with the progression of 

informat ion and communication technology, banks 

have tended to customer-relationship management 

strategy. The outstanding customer relationship 

management in the new generation private banks 

can improve their ability to lure affluent prospects, 

elevate the banks’ profitability, lower operation 

costs, and create greater customer loyalty. At this 

juncture, the present study focuses its main  

attention to answer the following research 

questions: “What are the factors that influence the 

customer relationship management in the new 

generation private banks? To what extent the 

customers are aware of customer relationship 

management? To what extent the customers are 

satisfied with the customer relationship 

management practices of the new generation 

private banks? And how does customer relationship 

management has practical utility? In this context, 

the researcher has made an attempt to examine the 

perception of customers and employees towards 

customer relat ionship management of the new 

generation private banks in Puducherry.  

II. OBJECTIVES  

The main aim of this study is to examine the 

customer relationship management practices of the 

new generation private banks in Puducherry.  In 

addition, the study has the following secondary 

objectives:  

 To ascertain the influencing factors of 

customer relationship management in the new 

generation private banks in Puducherry.  
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 To analyze the awareness level of 

customers of customer relationship management 

practices of new generation private banks in 

Puducherry. 

 To examine the satisfaction level of 

customers towards customer relationship 

management practices of new generation private 

banks in Puducherry.  

 To study the opinion of bankers with 

reference to practical utility of customer 

relationship management practices.  

 To offer suitable suggestions to improve 

the customer relat ionship in the new generation 

private banks in Puducherry.  

Scope of the Study 

The present study examines the 

perception of the customers and bankers towards 

customer relationship management practices of 

new generation private banks in Puducherry.  The 

study is confined to savings bank and current 

account holders. Further, the study is confined to 6 

new generation private banks namely HDFC Bank, 

ICICI Bank, Axis Bank, Yes Bank, Kotak 

Mahindra Bank and IndusInd Bank. In the present 

study, the factors influencing customer relat ionship 

management, customers’ awareness about 

customer relationship management practices, 

customers’ satisfaction towards customer 

relationship management practices, and practical 

utility of customer relationship management 

practices from bankers were only studied. 

Methodology  

The present study is empirical in character 

based on survey method, and is an endeavour for 

discovering unrevealed truths in the customer 

relationship management practices of new 

generation private banks in Puducherry. 

Sampling Design  

The area of the study is Puducherry Union 

Territory. Puducherry Union Territory constitutes 

four regions: Puducherry, Karaikal, Mahe and 

Yanam divided into 15 communes. For collecting 

primary data from the customers, multi-stage 

sampling technique was adopted. At the first stage, 

2 reg ions namely Puducherry and Karaikal were 

selected out of 4 regions. In the second stage, 60 

per cent of the branches i.e. 11 branches were 

selected out of 18 branches of 6 new generation 

private banks in the Puducherry and Karaikal 

regions. In the final stage, from each of the 

branches 40 savings bank account holders and 10 

current account holders were selected on the 

purposive basis. In case of bankers, from each of 

the branches 6 employees i.e. 2 managers and 4 

staff were selected. Therefore, the sample size 

consists of 550 customers and 66 employees. The 

following table shows the sampling d istribution of 

the present study. 

TABLE 1 .1 

I. Sampling Distribution 

Bank No. of 

Branches 

Sample 

No. of 

Branches 

Customers Employees 

Savings Bank 

Account  Holders 

Current 

Account Holders 

Managers Staff 

HDFC Bank 4 2 80 20 4 8 

ICICI Bank 5 3 120 30 6 12 

Axis Bank 5 3 120 30 6 12 

Yes Bank 1 1 40 10 2 4 

Kotak 

Mahindra Bank 

2 1 40 10 2 4 

IndusInd Bank 1 1 40 10 2 4 

Total 18 11 440 110 22 44 
Source: Primary data 
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Tools for Data Collection 

The present research is empirical study 

based on survey method. As an essential part of the 

study, the primary data were collected by the 

researcher for a period of 6 months from July 2017 

to December 2017. The primary  data were 

collected from 550 customers with the help of exit  

interview and from 66 employees with the help of 

schedule. Two types of schedules i.e. one for 

customers and the other for employees were 

constructed based on Likert scaling technique. The 

secondary data were collected from journals, 

magazines, government reports, books and 

unpublished dissertations. The data collected for 

the study were edited, quantified, categorized and 

tabulated, and analyzed to arrive at useful 

conclusions. 

Framework of Analysis 

For analyzing the customer relat ionship 

management practices of new generation private 

banks, different analyses were made based on the 

perception of the customers and bankers. Firstly, 

the perception of customers have been analyzed 

using student t test, analysis of one-way variance, 

analysis of co-efficient of variation, factor analysis, 

discriminant function analysis, and mult iple 

regression analysis.  Analysis of variance and 

student t test are used to examine the relationship 

among the accseptance levels of the customers 

belonging to different demographic profiles 

towards factors influencing of customer 

relationship management and customers’ 

awareness of customer relationship management 

practices. The co-efficient of variation was 

employed to find out consistency in the acceptance 

levels of the customers towards factors influencing 

of customer relat ionship management and 

customers’ awareness of customer relat ionship 

management practices. Mult iple regression 

analysis is used to measure the effect of the 

personal variab les on the factors influencing of 

customer relat ionship management and customers’ 

awareness of customer relationship management 

practices. 

Analysis of variance and student t test are 

used to examine the relationship among the 

satisfaction levels of the customers belonging to 

different demographic profiles towards customer 

relationship management practices of new 

generation private banks. The co-efficient of 

variation was employed to find out consistency in 

the satisfaction levels of the customers towards 

customer relationship management practices of 

new generation private banks. The factor analysis 

is applied to find out the underlying factors in the 

set of customer relationship management practices. 

Discriminant function analysis  is used to study 

how the savings bank account holders differ from 

current account holders in terms of their 

satisfaction towards customer relat ionship 

management practices. Mult iple regression 

analysis is used to measure the effect of the 

personal variables in the customers’ satisfaction 

towards customer relat ionship management 

practices. 

Secondly, the perception of the bankers 

have been analyzed using student t test, analysis of 

one-way variance, analysis of co-efficient of 

variation, discriminant function analysis, and 

multip le regression analysis. Analysis of variance 

and student t test are used to examine the 

relationship among the acceptance levels of the 

employees belonging to different demographic 

profiles towards customer relat ionship 

management practices adopted and its practical 

utility. The co-efficient of variat ion was employed 

to find out the consistency in acceptance levels of 

the employees towards CRM practices of new 

generation private banks and practical utility of 

customer relationship management practices. 
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Discriminant function analysis  is used to study 

how the managers differ from staff of the banks in 

terms of their level of acceptance towards practical 

utility of customer relationship management 

practices. Multiple regression analysis is used to 

measure the effect of the personal variables in the 

acceptance levels of the employees on customer 

relationship management practices adopted by the 

new generation private banks and practical utility 

of customer relat ionship management practices. To 

arrive at possible solutions, descriptive and simple 

percentage analyses were employed. 

Findings  

1. Out of 550 respondents, 80 per cent are 

holding savings bank account and 20 per 

cent are holding current account. 18.18%, 

27.27% and 27.27% of the respondents are 

the customers of HDFC Bank, ICICI Bank 

and Axis Bank respectively. 9.09%, 9.09% 

and 9.09% are the customers of Yes Bank, 

Kotak Mahindra Bank and IndusInd Bank 

respectively.   

2. Respondents ranging from 20.36 per cent to 

46.91 per cent prefer to avail banking 

services because of reasonable service 

charges, easy access and proximity, security 

of transactions, infrastructure and reputation 

of bank. Range of services, promptness and 

accuracy in transactions, friendliness of the 

bank staff and excellent customer service are 

the factors influencing the customers to avail 

services of the new generation private banks 

at 56.73%, 64.36%, 69.09% and 71.82% 

respectively. 

3. Ranging from 5.09 per cent to 36.55 per cent 

of the customers have availed  agricultural 

loan, overdraft facility, educational loan, 

mortgage, housing loan, cash credit, car/two 

wheeler loan, business loan and consumer 

durable loan. Further, 43.45 per cent of the 

respondents have availed remittance/fund 

transfer facility and 58.36 per cent of the 

respondents have availed jewel loan. 77.63 

per cent of the customers have availed 

personal loan. All the sample customers 

have deposited their money in the new 

generation private banks. 

4. Out of 550 respondents, 44.18% of the 

customers neither agree nor disagree with 

personal welfare, followed closely by 

disagree (27.09%) and agree (26.91%). 

1.45% and 0.36% of the customers strongly 

agree and strongly disagree respectively 

towards personal welfare. The mean score 

reveals that the respondents have a higher 

acceptance level (3.35) towards parking and 

other amenities, followed by min imum 

wait ing time (3.03). In case of mail on safety 

alerts/birthdays, etc. the respondents have 

lower acceptance score (2.97).  

5. Out of 550 respondents, 33.27% of the 

customers disagree with awareness of CRM 

practices, followed closely by agree 

(23.45%) and strongly agree (22.73%). 16% 

and 4.55% of the customers neither agree 

nor disagree and strongly disagree 

respectively with awareness of CRM 

practices. The mean score reveals that the 

respondents have a higher acceptance level 

(3.48) towards customer service strategies, 

followed by use of informat ion technology 

(3.40). In case of grievance handling 

mechanis m, the respondents have lower 

acceptance score (3.14). 

6. Out of 550 respondents, 29.63% of the 

customers are highly satisfied with e-

services of the new generation private banks, 

followed closely by satisfied (27.82%) and 

dissatisfied (14.55%). 13.82% and 14.18% 

of the respondents are neither satisfied nor 
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dissatisfied and highly dissatisfied 

respectively with e-services. The mean score 

shows that the respondents are more 

satisfied with online service offerings 

((3.60), fo llowed by service performance of 

the banks. On the other hand, the 

respondents have lower satisfaction score 

with information on the bank’s website 

(3.34).  

7. Out of 550 respondents, 30.91% of the 

respondents are satisfied with prompt 

service of the new generation private banks, 

followed by highly satisfied (25.82%) and 

neither satisfied nor dissatisfied and highly 

dissatisfied (14.91%). 13.45% of the 

respondents are dissatisfied with prompt 

service of the banks. The mean score 

discloses that the respondents are more 

satisfied with guarantee against service 

failures and knowledge and experience of 

staff (3.46), followed by operating hours of 

bank (3.42). In case of individual attention 

to customers, the respondents have lower 

satisfaction score (3.29).  

8. In regards to staff behaviour, 30.18% of the 

customers are satisfied, followed closely by 

highly satisfied (24.73%) and dissatisfied 

(18.91%). 17.45% and 8.73% of the 

respondents are neither satisfied nor 

dissatisfied and highly dissatisfied  

respectively with staff behaviour. The mean 

score reveals that the respondents are more 

satisfied with staff attitude on customers 

(3.52), followed by staff involvement (3.49). 

On the other hand, the respondents have 

lower satisfaction score with willingness of 

employees to help customers  (3.29).  

9. Respondents ranging from 21.27 per cent to 

47.45 per cent suggest that customer 

compliant monitoring cell, customer contact 

programmes, customer communication, 

customer segment specific strategies, 

providing update informat ion and creativity 

and innovativeness will improve the 

customer relationship management in the 

new generation private banks.  Staff 

involvement, adequate range of products, 

understanding the customers and delivery of 

prompt service are the suggestions of the 

respondents ranging from 50.55 per cent to 

66.73 per cent to get better customer 

relationship management in new generation 

private banks.  

Suggestions 

1. The new generation private banks should 

give more emphasis on the 

communicat ion with the customers. 

Communicat ion between banks and their 

customers by sending bank statements, 

through advertisements, mail, and SMS 

are important to build customer 

relationship management in new 

generation private banks.   

2. The new generation private banks must 

respond to customer complaints 

instantaneously, analyze the attrition of 

the customers, and keep a separate 

complaint-cum-suggestion box or reg ister 

to elicit the views and suggestions. All 

these would make possible in developing 

better products and long-term relationship. 

3. The new generation private banks can give 

due importance to personalized attention, 

face to face personal contact and 

interaction with customers to improve the 

customer relat ionship management. The 

banks must try to find out the specific 

needs of diverse customers, so that 

suitable package of services can be 

offered. The new generation private banks 
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should come up with a wide array of novel 

products and services every day. 

4. The employees who interface the 

customers directly are ought to be 

empathetic and should be able to 

understand the customer requirements. 

Train ing the human resource would help 

the new generation private banks  to retain 

their customers and attract more. The 

employees of the new generation private 

banks should be trained on technical and 

behavioural aspects, so that banks can 

deliver fast and prompt services. 

5. The new generation private banks shall 

constitute a “Customer Relationship 

Committee” in every branch consisting of 

staff and customers of various segments. 

The customers can lodge their complaints 

and offer suggestions on different matters 

pertaining to banking services. These 

complaints shall be discussed at the 

Customer Relationship Committee meeting 

every month. 

Conclusion  

The successful mantra for business is to 

focus on customer needs, wants and demands. In 

order to survive in the vibrant business 

environment, the value of relationship 

differentiates from one organizat ion to another. 

Customer relat ionship management becomes a 

critical means of developing and maintain ing 

customer loyalty. It  facilitates enhanced 

performance of the business at every stage of the 

customer relationship. To meet the challenges 

arising out of stiff competit ion and technological 

revolution, it becomes necessary to create a special 

bondage with the customers. Hence, it is an 

imperative for service providers to meet the target 

customers’ satisfaction with quality of services 

expected by them. The new generation private 

banks need to distinguish themselves by offering 

value-added service and building long-term 

relationships with their customers. The study will 

provoke the authority concerned to take some 

positive measures for improving the customer 

relationship management of the new generation 

private banks. 
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