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Abstract: 
Customer Relationship Management (CRM) is widespread business approach. It 
helps business to categorize its activities around the customer. CRM is not meant for 
only consumer goods and services companies; it is the secret of success of any type 
of business. Today, only those businesses that constantly strive to make the trust of 
their customers are successful. A good CRM plan is the structure of common rate for 
the entire parties involved in the process of business. CRM is a comprehensive move 
towards for innovating; enabling and growing customer relationship it provide 
flawless co-ordination between customer service, marketing, information technology 
and other customer related functions. It incorporates people, process and technology 
to exploit relationships with the customers. From the Bank’s indicate CRM is the 
management process of acquiring, retaining and rising customers. The victory or 
crash of a business depends on what of customer relationship training. In the modern 
world of competition, growing consumerism and information outburst, the one single 
aspect that stands out as the factor of triumph is the customer satisfaction. As 
electronic banking becomes more widespread, now-a-days customers are assess 
banks based more on their “high-touch” issue than on their “high-tech” issue mainly 
on the developing economy like India. At this milieu, the key crisis before the 
commercial banks in India which were operating in a privileged rule after 
nationalisation is their long-run survival and falsify way ahead by maintain their 
valued customers. This research analyses the factor impacting the adoption on CRM 
Strategies in Commercial Banks with special reference to Salem City. 
Keywords: CRM, Banking, Industry, Adoption, Strategies. 

 
I INTRODUCTION 

In India, The Banking industry has undergone a 
essential transform in the last two decades. When 
the90’s saw the restore of Banking industry and 
setting up of new generation Private Sector Banks, 
the first decade of the 21stcentury will pilot a little 
advance (Samal, 2005). Now the banking has turn 
into open and economical. The basic centre and 
direction has changed from a level of whatever 
business available to get everything possible. Even 
the flow of business movement has changed from 
Customer’s gate bank to Banker’s customers’ 

approach. Everything is now being sold under the 
roof of banking. Now banks are overkeen to sell 
third-party products and considerable amount of 
fee based on income by using their sign and 
services through existing customers. They 
advertise all mutual funds and issue credit cards. 
Bank’s ATM is now refilling mobile pre-paid cards 
of several companies. They have shaped a separate 
department to lever value bill payments. Banks 
offer online railway ticket booking through 
internet. 

CRM strategy declared how to revolve a 
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customer base into a subtle benefit for market 
valuations via operational feedback; it should 
develop to incorporate enterprise activity around 
customer targets. CRM implemented in a gradually 
fashion fixed on building up capabilities from 
which it is supposed, valuable customers will 
stream without a CRM strategy. At the compassion 
of CRM strategy are the objectives. These impart 
measurable and definite targets for how corporate 
financial target to be achieved efficiently through 
acquiring, developing and retaining customers of 
value. The objectives are set around the customer 
life cycle, which in turn imitate time horizons in the 
creation of life cycle. The customer's life cycle is a 
spotlight for CRM strategy because a customer 
base only becomes an advantage that increases 
customer value.  

II BANKING INDUSTRY 

Banking industry is one of the hub and 
significant areas of the nation. Growth of banking 
sectors is one of the desires for the economic 
development of the nation. Moreover, Computers 
and Computerization are not very modern to India. 
In fact, the first computer was installed in the 
country in the early sixties. Initially, the growth in 
the number of computer installation was quite 
deliberate, but after eighties, this technology spread 
over all the business establishments very fast. In 
1968, the banking industry has undergone big 
revolutionary changes then government chose a 
committee for review in the banking service. 
Deposits on the commercial banks are considered 
as the trendy form of investment. Deposits in 
scheduled banks are secure because of the 
regulation of the RBI and the guarantee provided 
by the Deposit Insurance Corporation. Bank 
deposits are very popular because they enjoy 
exceptionally high liquidity. Now RBI has fixed 
interest rate on deposits, prescribing only the 
ceiling rate for different maturities. Thus, 
Commercial Banks play a key position in providing 
better services to the customers.  

2.1 Commercial Banks in India  

The Commercial Banks have pass through a long 
path since its inception in the country. With a 
progression of technology, core banking has been 
introduced in the country which has extended 
everywhere presently. It has made a lot of things 
quite easier for both customers and employees in 
the bank (Vetrivel 2016). The essential role of any 
Public Sector or Private Sector Bank is to organize 
the resources and capitals acquire through various 
deposits and schemes for the varied period and lend 
the same at higher rates of interest to its own 
customers in order to gain more profit from the 
money (Peppard, J. 2000). The Bank also provides 
facilities like lockers, remittance, draft creation, 
cheque collection and transfer, bank guarantee 
credit to its esteemed customers. It also offers 
insurance and mutual fund plans to its customers 
along with providing loan schemes and savings 
their money. 

The Banking is conquered by large Public Sector 
Banks till the 1990’s. The liberalization policy by 
the government of India legitimate access to 
Private Banks in the banking industry. Because of 
that the banking sector leads to an increase in their 
competition. Public Sector Banks are facing more 
competition, whereas Private Sector Banks are 
trying to prevail customer satisfaction by providing 
better services. At this stage, the customer 
relationship management has become a 
competitive strategy in the Indian Banking Sector. 
The development of service industries and the 
competition between the Private and Public Sector 
Banks have resulted as there is a break in the 
market in order to progress relationship provisions 
to retain the customers. 

III CRM STRATEGIES 

CRM strategy is a sketch for turning an 
enterprise’s customers into an advantage by 
building up their worth. It is a foundation on 
accepting how an enterprise’s competencies can be 
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created worth suggestion for customers and the 
market section that suggests the value potential and 
systematically developing the potential. CRM has 
developed into a chief strategy for many 
organizations. It is concerned with the creation, 
development and enhancement of individualized 
customer relationship with targeted customer 
groups resulting in maximizing total customer life 
time value. It is a generally business strategy that 
facilitate companies to effectively manage 
relationship with their customers. With the 

strengthen competition, bank clutch to delicacy the 
customers with esteem. Customers have a lot more 
options and do not have to be loyal to any bank. 
Banks are now demanding to figure out ways to 
manage customer relationships successfully not 
only to obtain new customers but also to retain 
existing customers. The CRM in banking has 
expanded significance with the aggressive 
strategies for customer satisfaction and retention 
being engaged by the banks in today’s competitive 
environment.  

Linking the CRM Strategy 
Corporate 
Strategy 
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Figure 1.CRM Strategy 

Source: Beth Eisenfeld, 2002. 
 

CRM intention through improved product 
quality, whereas increased service response might 
be achieved through a "real-time enterprise" 
venture. In this way, the CRM strategy should grow 
to be the key vehicle for investment decisions and 
developing the customer asset base. 

IV SCOPE OF THE STUDY  
1. Scope of the research is limited to top three 

public and private sector banks. Public 
sector banks are State bank of India, Bank 
of Baroda and Union Bank of India. Private 

Sector Banks are HDFC bank, ICICI bank 
and Axis Bank. 

2. Research is carried out in Salem City only. 
3. This research explores certain bank related 

aspects such as attitude of employees, 
opinion about CRM, support of immediate 
supervisors, knowledge on customer 
relationship, Customer Care, Ambience, 
information about new products and 
services and physical environment that 
supports CRM. 
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V STATEMENT OF THE PROBLEM 
Today’s banking services industry entered an era 

of confusion, where modify is accelerating, market 
disruption are predictable and customers are 
anxious and demanding than ever. Bank can 
augment customer services by leveraging on 
technology maintenance of proficient service 
delivery standards and business process re-
engineering. To stay existing customers and to find 
out new customers, bank should focus on 
relationship management strategies particularly in 
the growing industrial area like Salem City. 

VI OBJECTIVE OF THE STUDY 
1. To assess the factors manipulate the 

adoption of CRM strategies in commercial 
banks in Salem City. 

2. To examine the relationship between the 
factors influencing CRM in commercial 
banks in Salem City. 

VII LIMITATIONS OF THE STUDY  
1. The answers given by the bank employees 

and managers are assumed to be true. 
2. Some employees have provided necessary 

information for some questions from their 
memory and experience whose accuracy is 
not pleasing. 
VIII METHODOLOGY 

8.1 Sampling Selection 
1. Random method of sampling would be used 

for sample selection representing 25%size of 
the population. 

2. There are twenty one Public Sector Banks 
functioning in India among them top three 
banks are selected as a sample for research. 
These banks are State Bank of India, Bank of 

Baroda and Union Bank of India. Similarly 
there are nineteen private sector banks out of 
these banks top three private banks are selected 
for research which are HDFC Bank, ICICI 
Bank and AxisBank. 

3. Sample selection for Banks will be made as 
from each branch of all selected Banks will 
chosen for research work. Branches of these 
banks are located at every business places 
ofSalem by which researcher can reach and 
identify problems of CRM due to geographical 
inconvenience, systems adopted and issues 
regarding CRM. 

8.2 Data Collection 
1. The present study is based on both primary 

data and secondary data. The information 
related to customer relationship management 
is collected for the analysis with the help of 
structured questionnaire. 

2. The sample size of the study is 120. These 
respondents have been selected on random 
sampling basis. 

3. Separate questionnaires will be structured for 
relationship managers and executives who are 
actually the service providers to know their 
views and existing CRM system. 

4. Research model used in this study was 
suggested based on the study of Syed 
Hessameddin Zegordi and Navid Fakhredaei, 
2011.    

5. In order to understand employees 
‘perceptionand factors influencing CRM, the 
following research model was constructed 
which will help to design appropriate CRM 
strategies.  
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Figure 2. Research Model  

 
IX DATA ANALYSIS, RESULTS & 

DISCUSSIONS: 

The data analysis, results and discussions ofthe 
study are summarized below: 

9.1 Structural Equation Modelling  

Structured Equation Modelling is used to test 
and eliminate causal relationship using a 
combination of statistical data and qualitative 
caused assumptions.  It is considered as the best 
approach because SEM unlike other methods does 

not have limitation on the number of variables. 
There is no difficulty in hypothesis testing in SEM 
because it takes the confirmatory approach rather 
than the exploratory approach. The 10 dimension 
model of CRM has been validated through 
Structural Equation Modelling using AMOS 18.0. 
The assessment of model fit is done using the 
criteria recommended by Schumacker and Lomax 
(2004), Hu and Bentler (1999), and Hair et al. 
(1995). The fit criteria against each index and the 
10 dimensional model estimated values are 
depicted in the following table: 

Table 1 Goodness of Fit Indices  

Goodness of fit indices Fit 
Criteria* 

18-Dimension Model 
(Estimated value) 

χ2/df (Normed Chi-square) ≤ 5 4.250 
GFI (Goodness-of-fit index) ≥ 0.90 0.912 
AGFI (Adjusted goodness-of-fit index) ≥ 0.90 0.961 
CFI (Comparative fit index) ≥ 0.90 0.978 
NFI (Normed fit index) ≥ 0.95 0.959 
TLI (Tucker-Lewis index) ≥ 0.95 0.953 
RMSEA (Root mean square error of approximation) ≤ 0.06 0.048 

* Fit criteria recommended by 
Schumacker&Lomax (2004), Hu and Bentler 
(1999), and Hair et al., (1995) 

A model is said to be fulfilling the criteria of 
goodness of fit, if it satisfies certain values. Based 
on these values, estimated value for the model is 
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4.250 which satisfy the required condition. 
Similarly, the required value of root mean square 
error of approximation (RMSEA) should be less 
than 0.06. Against this value, the estimated model 
value is 0.048 which highly validates the result. 
Similarly, model fit indices (GFI, AGFI, CFI, NFI 
and TLI) for the 10-factor model indicates that, the 
model fits well. Regression weights between items 
and factors variables are shown in the path 
diagram. 

9.2 Hypothesis Formulation 

The research hypotheses have been defined 
on the basis of the model fit summary outlined in 
research model and using previous researches on 
CRM. On the basis of the presented model, the 
following hypothesis is proposed: 

H0 : Elements of CRM is having positive impact 
on the adoption of CRM Strategy among the 
selected commercial banks in Salem City.  

 

 
Figure 3.Resulted Hypothesis Model 

 
From all the statistics presented in the tables and 

figure above, we can find out that presented model 
Diagram 3 is completely fit.  

 
Figure 4. Standardized Path Model 

 
9.3 Path coefficient/path weight 

A path coefficient is a standardized regression 
coefficient (beta) showing the direct effect of an 
independent variable on a dependent variable in the 
path model.According to the standardize path 

coefficients presented in the above diagram, this 
model is specified by the following path equations:  

Intension to adopt CRM =  (0.26 * Innovative 
Characteristics of 
CRM) + (0.28 * 
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Environmental 
factors)+ (0.23 * 
Adoptive 
characteristics) 

This means when the environmental factors 
change for 1 unit, the intension to adopt change for 
0.28. As it was said before environmental factors 
consist market uncertainty and environmental 
hostility, so it can say if these two variables change 
somehow that the environment turbulence increase 
for one unit, the intension to adopt CRM will 
increase for 0.28. Hence it can extend this for 
adoptive characteristics and Innovative 
characteristics of CRM as well. Through the 
standardize path coefficients, it can be seen that 
Environment factors has more effect on intension 

to adopt CRM, comparing with other two variables. 
The difference is not that significant.  

9.4 Correlated Exogenous Variables 

If exogenous variables are correlated, it is 
common to label the corresponding double-headed 
arrow between them with its correlation 
coefficient. This is shown the path model shown in 
Diagram 4. As it can be seen in the diagram all 
three endogenous variables have direct effect on 
intension to adopt CRM. And these variables also 
have relationships with each other and these 
exogenous variables are correlated. Table below 
also shows the correlation matrix of independent 
variables. 

Table 2 Correlation Matrix of Independent Variable 

 Innovative 
Characteristics of 

CRM 

Environmental 
factors 

Adoptive 
characteristics 

Innovative Characteristics 
of CRM 

1.000   

Environmental factors 0.581 1.000  
Adoptive characteristics 0.473 0.495 1.000 

9.5 Discussion of the SEM result 

From the path diagram, measured variables with 
latent variable of CRM is having positive 
relationship and also significant at one percent.  
The analysis of the model, from the viewpoint of 
the antecedent of CRM, suggests that, all the 
measured variables viz-a-viz., Innovative factors, 
Environmental factors and adoptive factors are 
significantly associated with the intention to adopt 
CRM. 

X SUGGESTIONS 

The insight of service quality and CRM is 
reasonablylower in commercial banks employees 
and according to their proposal, it is optional that 
commercial banks may take steps to progress their 

service quality, strategies, customer interaction 
management strategies and customer retention 
management strategies.The overall findings of this 
research disclose that the major factors (i.e., 
Innovative factors, Environmental factors and 
adoptive factors)are significantly associated with 
the intention to adopt CRM.  

Besidesthe majority of the bank employees felt 
that they haveunsuccessful to convince their 
customers on their CRM efforts. This 
underperformance has occurred in spite of 
technological developments and new processes in 
place. So, suitable application and execution of 
CRM in different banks employees suggest the 
following points;  
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1. Infrastructure, environment and 
workingatmospherein thecommercial 
banks should be improved.  

2. More help desk for dealing customer.  

3. Front office executives of banks should 
stop looking at customers for multiple 
product promotion and start centre on 
creating the customer’s sense comfortable 
in terms of service expenditure.  

4. Banks should utilize more relationship 
executives for cuisine the requirements of 
the people visit the banks.  

5. To reduce the customers visits to the bank 
by equalize the trouble on phone,e-mail etc.  

XI CONCLUSION  

CRM is aninfluential concept for the victory of 
service industry. It paves the way to sustain an 
optimistic relationship with customers to augment 
the business and profitability. The 
strategiesengaged CRM is proposed at mutual 
advantage to the customers and service providers. 
It generates deep and extensive impact on 
customers and make deep in roads in recognize the 
productivefor the industries. Personal details of 
customers like gender, age, education qualification 
are vital in determine to execute better for the 
industries infact it gives maximum credit and gains 
to the industry for the future. 

In thecase of customer welfare services, the 
customer who is allavailed in banks, they are 
perceived better customerwelfare services than the 
competitive bank availed groups. So thisstudy 
suggested to the commercial banks to develop the 
strategy toimprove and provide better customer 
welfare. BecauseCRM is not only used to dealwith 
the existing customers but it is also useful in 
obtainnew customers. The progression first starts 
with identifying acustomer and maintaining the 
consequent details intoCRM scheme which is also 

called an Opportunity ofBusiness. The Sales and 
Field representatives then tryaccomplishment 
business out of these customers by 
sophisticallyfollowing up and adapt them into a 
captivatingdeal. All these are very easily and 
efficiently done by anintegrated CRM system. 
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