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ABSTRACT 

Customer relationship management (CRM) is referred to as the principles, guidelines, and practices that an organization follows 
when interacting with their customers. From the organizations perspective, the entire relationship comprises direct interactions with 
potential customers, such as sales and service-related processes, forecasting, and the analysis of customer trends and behaviors, and so 
on. Banks are using E-CRM tools for creating relationship with their customers. Bank employees are working with these tools and 
success entirely depends on the ways in which it is properly adopted and used by these employees. Electronic customer relationship 
management (E-CRM) is inspired by easy internet access through various online platforms and devices like laptops, desktop Personal 
Computers, Television sets, and mobile gadgets. It is not software, however, but rather the utilization of Web-based technologies to 
interact with their customers, understand and ensure customer satisfaction and experiences. Typically, E-CRM strategy includes 
collecting customer data, transaction history, information about products and services, contents information, and click stream. Electronic 
Customer Relationship Management (E-CRM) provides an avenue for better interactions between businesses, its customers, and its 
employees through Internet-based technologies. This study was conducted with an objective to know the employee’s perception towards 
the various problems encounter in driving E-CRM in banks. 
 
Keywords: Customers Relationship Management – E-CRM – Encounter in Drives. 
 
1.1. INTRODUCTION 

The Customer Relationship Management is an overall business strategy. Customer Relationship Management is an integrated 
business approach that connects back office and front office, uniting them into a single entity for the benefit of the customer. Different 
and unrelated functions like sales force automation, inventory Management, customer services, sales and aftersales support come 
together for a common Cause customer satisfaction. The use of Customer Relationship Management in banking has gained importance 
with the aggressive approaches used for customer acquisition and retention by the bank in today’s competitive era. It has resulted in the 
adoption of various Customer Relationship Management initiatives by these banks. There is a shift from bank centric activities to 
customer centric activities. The private sector banks in India deployed much innovative strategies to attract new customers and to retain 
existing customers. Customer Relationship Management in banking industry entirely different from other sectors, because banking 
industry purely related to financial services, which needs to create the trust among the people. Establishing customer care support during 
on and off official hours, making timely information about interest payments, maturity of time deposit, issuing credit and debit cum 
ATM card, creating awareness regarding online and           e-banking, adopting mobile request etc, are required to keep regular relationship 
with customers. This study deals with the role of Customer Relationship Management in banking sector and the need for it is to increase 
customer value by using some analytical methods in Customer Relationship Management applications. 

 
Within turbulent, highly competitive marketplace, banks are finding it increasingly important to respond both quickly and 

effectively to changing patterns of customer demand. The opportunities are in managing customer relationships, controlling costs and 
applying customer profitability to the entire business. This paper begins to define, CRM and e-CRM; then identify the drivers for Banks 
to adapt e-CRM strategy; followed by studying the impact of CRM practices on banks dealings and discussion of Employee’s perception 
regarding implementation& effect of CRM in banks; finally, the researcher suggest a framework for the better CRM Practices in banks. 
 
1.2. REVIEW OF LITERATURE 

 Dr R Mayakakkannan, C.Jaya Shankar, 2020– The research was made to study the financial performance of all Public and Private 
sector banks during 2015-2020. The CAMEL model was used. Mean differences and t-test is used to analyse the performance. 
The study revealed that though in some aspects, Public Sector Banks are good but in most of the aspects Private sector banks are 
outperforming. 

 Dr.B. Revathy, Anitha, 2018 – The Research was made to study the Comparative study on services provided by public sector 
and private sector banks during 2018. Tthese banks are successful in retaining its customers by providing better facilities than 
that of public sector banks. However, private banks need to go a long way to become customers’ first preference. In an economy 
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of innovative technologies and changing markets, each and every service has become important. New financial products and 
services have to be continuously introduced in order to stay competent. Success mantra could be customer centric orientation, 
where the organization builds long term strategic relationships with its customers and private sector banks have been successful 
in achieving such relationship with customers. However, public sector banks have to improve. Private banks need to concentrate 
more on their credit facilities and insurance service since customers do not have a very good opinion about these facilities being 
offered by private banks. 

 
1.3. NEED FOR THE STUDY 
  The e-CRM approach in relationship management and it gives great benefits to its stake holder including employees, customers, 
suppliers and channel partners. Further the e-CRM gives more benefits viz., creating long term relationship with customer with minimum 
cost, reduce customer defection rate, increase the profitability from low profit customers and focus on high value of customers. The 
present study concentrates on the customer service variables which influence relationship quality of E-CRM by the bank. (Chen & Chen, 
2004).  
 
1.4. OBJECTIVE OF THE STUDY 

Though there are many studies identifying the employee’s perception towards the various problems encountered in driving E-
CRM in banks employee in Indian situation is very less. Hence this study was conducted with the following objectives. 
 • To study the employee perception on e-CRM in banks. 
 • To identify the problems faced in E-CRM usage. 
 • To recommend solutions for the effective use of E-CRM. 
 
1.5. METHODOLOGY OF THE STUDY 

The present study is Qualitative in approach. The instrument has been created by including 18 statements pertaining to the 
various dimensions.  
 
SAMPLE SELECTION 

The researcher wanted to examine various e-CRM banking benefits derived by the customers by considering various e-CRM 
activities. The researcher has selected 6 customers from 1. Nationalized Banks 2. Old Private Sector Banks and 5. Both. Thus, the by 
combining all these banks a total of 50 respondents were included in the study and the researcher has adopted snow ball sampling 
technique to collect and record the opinions of the customers. 
 
STATISTICAL TOOL: The researcher has applied factor analysis for analyzing and drawing meaningful inferences from the opinion/ 
benefits derived from E-CRM. SPSS version 14 has been applied to analyze the data. 
 The following analysis explains the agreeability of the employees on the various problems encountered in driving E-CRM in 
banks. The problems encountered have been listed below on the eighteen variables. 

1. Inflexibility to change. 
2. Insupportable technology 
3. Delayed responsiveness across the organization 
4. Losses faced by the organization 
5. Ready to face competition. 
6. Underutilization of resources. 
7. Improved performance 
8. As a status symbol 
9. Satisfied customer 
10. More Business 
11. Is it results in satisfaction level of customer? 
12. Do customers give references to other people of your Bank? 
13. Identifying potential. 
14. Identify training needs. 
15. Generating data for key skills. 
16. I feel CRM is just a formality 
17. I feel parameters used in our present CRM are relevant 
18. I feel business is better with CRM rather than without. 
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Table No: 1 KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .348 

Bartlett's Test of Sphericity 

Approx. Chi-Square 6762.697 
Df 153 

Sig. .000 
 
Table No: 2 Communalities 

 Initial Extraction 

Inflexibility to change 1.000 .886 
Insupportable technology 1.000 .769 
Delayed responsiveness across the organization 1.000 .912 
losses faced by the organization 1.000 .761 
Ready to face competition. 1.000 .810 
Underutilization of resources. 1.000 .865 
Improved performance 1.000 .871 
As a status symbol 1.000 .816 
Satisfied customer 1.000 .792 
More Business 1.000 .881 
Is it results in satisfaction level of customer? 1.000 .910 
Do customers give references to other people of your Bank? 1.000 .796 
Identifying potential. 1.000 .894 
Identify training needs. 1.000 .900 
Generating data for key skills. 1.000 .863 
I feel CRM is just a formality 1.000 .877 
I feel parameters used in our present CRM are relevant. 1.000 .820 
I feel business is better with CRM rather than without 1.000 .837 
Extraction Method: Principal Component Analysis. 

 
 In Table Bartlett’s test of sphericity and KAISER MEYER OLKIN measures of sample adequacy were used to test the 
appropriateness of the factor model. Bartlett’s test was used to test the null hypothesis that the variables of this study are not correlated. 
Since the approximate chi-square satisfaction is 6762.697 which is significant at 1% level, the test leads to the rejection of the null 
hypothesis. 
 

The value of KMO statistics (0.348) was also large and it revealed that factor analysis might be considered as an appropriate 
technique for analyzing the correlation matrix. The communality table showed the initial and extraction values. 
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Table No: 3 Total Variance Explained 
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1 4.318 23.987 23.987 4.318 23.987 23.987 2.829 15.719 15.719 
2 3.004 16.688 40.675 3.004 16.688 40.675 2.714 15.076 30.795 
3 2.039 11.330 52.006 2.039 11.330 52.006 2.351 13.061 43.855 
4 1.753 9.741 61.746 1.753 9.741 61.746 2.231 12.394 56.249 
5 1.624 9.023 70.769 1.624 9.023 70.769 2.062 11.453 67.702 
6 1.441 8.005 78.775 1.441 8.005 78.775 1.647 9.149 76.852 
7 1.082 6.012 84.787 1.082 6.012 84.787 1.428 7.935 84.787 
8 .755 4.194 88.980       
9 .549 3.051 92.031       
10 .387 2.152 94.183       
11 .323 1.796 95.979       
12 .272 1.511 97.490       
13 .179 .996 98.486       
14 .125 .693 99.179       
15 .076 .425 99.604       
16 .034 .191 99.795       
17 .021 .118 99.913       
18 .016 .087 100.000       
Extraction Method: Principal Component Analysis. 

 
From the table it was observed that the labeled “Initial Eigen Values” gives the EIGEN values. The EIGEN Value for a factor 

indicates the ‘Total Variance’ attributed to the factor. From the extraction sum of squared loadings, it was learnt that the I factor 
accounted for the variance of 4.318 which was 23.987%, the II factor accounted for the variance of 3.004 which was 16.688%, the III 
factor accounted for the variance of 2.039 which was 11.330%, the IV factor accounted for the variance of 1.753 which was 9.741%, 
the V factor accounted for the variance of 1.624 which was 9.023%, the VI factor accounted for the variance of 1.441 which was 8.005%, 
the VII factor accounted for the variance of 1.082 which was 6.012%. The seven components extracted accounted for the total cumulative 
variance of 84.787%. 

 
Determination of factors based on Eigen Values 
 In this approach only factors with Eigen values greater than 1.00 are retained and the other factors are not included in this 
model. The seven components possessing the Eigen values which were greater than 1.0 were taken as the components extracted. 
Table No: 4 Component Matrixa 

 Component 
1 2 3 4 5 6 7 

Improved performance .787       
Insupportable technology .787       
losses faced by the organization .756       
I feel business is better with CRM rather than without .675       
Underutilization of resources. .671       
Do customers give references to other people of your Bank?.661       
I feel parameters used in our present CRM are relevant. .559       
Generating data for key skills.  .808      
I feel CRM is just a formality  .727      
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Identify training needs.  .665      
Identifying potential.  .634      
Ready to face competition.   .572     
Satisfied customer   .548     
More Business    .624    
Is it results in satisfaction level of customer?    -.620    
Inflexibility to change.     -.620   
Delayed responsiveness across the organization      -.636  
Extraction Method: Principal Component Analysis. 
a. 7 components extracted. 

 
Table No: 5 Rotated Component Matrixa 

 Component 
1 2 3 4 5 6 7 

More Business  0.935       
Delayed responsiveness across the organization  0.934       
Identify training needs 0.926       
Identifying potential 0.925       
I feel business is better with CRM rather than without   0.863      
Is it results in satisfaction level of customer?   0.847      
As a status symbol   0.822      
Inflexibility to change    0.817     
Improved performance    0.815     
Underutilization of resources     0.811    
Generating data for key skills    0.785    
Satisfied customer      0.745   
I feel parameters used in our present CRM are relevant     0.733   
I feel CRM is just a formality        0.619  
Ready to face competition       0.597  
Do customers give references to other people of your Bank?       0.546 
losses faced by the organization         0.526 
Insupportable technology        0.503 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 10 iterations. 

 
 The rotated component matrix shown in Table is a result of VARIMAX procedure of factor rotation. Interpretation is facilitated 
by identifying the variables that have large loadings on the same factor. Hence, those factors with high factor loadings in each component 
were selected. The selected factors were shown in the table. 
 
Table No: 6 - Clustering Of Inducing Variables into Factors 

Factor Inducing Variable 
Rotated 
factor 
loadings 

I (15.719) 
Needs based  
drives 

More Business X10 0.935 

Delayed responsiveness across the organization X3 0.934 

Identify training needs X14 0.926 

Identifying potential X13 0.925 
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II (30.795) 
Business drive 
through satisfaction 
& Symbol 

I feel business is better with CRM rather than without X18 0.863 

Is it results in satisfaction level of customer? X11 0.847 

As a status symbol X8 0.822 

III (43.855) 
Consideration in 
drive 

Inflexibility to change X1 0.817 

Improved performance X7 0.815 

IV (56.249) 
Identification of 
resources 

Underutilization of resources X6 0.811 

Generating data for key skills X15 0.785 

V (67.702) 
Satisfied customers 
through CRM 
implementation 

Satisfied customer X9 0.745 

I feel parameters used in our present CRM are relevant X17 0.733 

VI (76.852) 
Hindrance 

I feel CRM is just a formality X16 0.619 
Ready to face competition X5 0.597 

VII (84.787) 
Marketing 
Adoptability 

Do customers give references to other people of your Bank? X12 0.546 
Losses faced by the organization X4 0.526 
Insupportable technology X2 0.503 

 
 In this table seven factors were identified as being maximum percentage variance accounted. The variable X10, X3, X14 and 
X13 constitutes factor I and it accounts for 15.719 per cent of the total variance. The variable X18, X11 and X8 constitutes factor II and 
it accounts for 30.795 per cent of the total variance. The variable X1 and X7 constitutes factor III and it accounts for 43.855 per cent of 
the total variance. The variable X6 and X15 constitutes factor IV and it accounts for 56.249 per cent of the total variance. The variable 
X9 and X17 constitutes factor V and it accounts for 67.702 per cent of the total variance. The variable X16 and X5 constitutes factor VI 
and it accounts for 76.852 per cent of the total variance. The variable X12, X4 and X2 constitutes factor VII and it accounts for 84.787 
per cent of the total variance. 
 
NEED BASED DRIVES 
 The employees are willing to adopt E-CRM in banks, as the adoption of E-CRM will bring more business and the management 
of the banks are showing delayed responsiveness and the delayed responsiveness will result slower business profits. Inspite of delaying 
the implementation/extending, the management could identify the training needs and identify the potential among employees and 
enhance their knowledge and co-operation in the implementation of E-CRM. 
 
BUSINESS DRIVE THROUGH SATISFACTION & SYMBOL 
 The employees have opined that the CRM drive will enhance the business, but without CRM activities, the profit will have a 
certain effect on downfall. On the same time the employees have strongly agreed that the CRM drive has increased the satisfaction level 
of the customer, and the CRM should not be made as a status symbol of the bank and it should focus on increasing the satisfaction level 
of the customer by upgrading the quality of services. 
 
CONSIDERATION IN DRIVE 
 The employee opines that, certain employees and the management has an attitude showing inflexibility on shifting to the change 
and it certainly hinders the implementation and operation. 
 
IDENTIFICATION OF RESOURCES 
 The public sector bank and old private sector bank employees have opined that the management attitude will have a shift, if 
the available resources are fully utilized and for proper utilization of resources, an identification of the key skills of employees and 
making the identified skills in a data form will definitely yield results. 
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SATISFIED CUSTOMERS THROUGH CRM IMPLEMENTATION 
 Overall, the CRM has increased the satisfaction of the customers as the technology has supported them in various operation 
viz., deposits, cheque clearance, DD realizing, SMS alerts, cash transferring, pass book printing machines and so on. Most of the 
employees have opined that the management of their respective banks has created parameters which will strengthen CRM activities. 
 
HINDRANCE 
 On the whole, the other side of the coin is so clear that the employee doesn’t need the CRM operation to be happening in the 
banks as a formality. Even in absence of the CRM implementation the bank employees have set their minds to face the pertinent 
competition. 
 
MARKETING ADOPTABILITY 
 As the service operations have been a deciding authority in creating branding of the bank. If the services are excellent the 
customers would recommend their friends and surrounding to open accounts and approach the banks for various services. In order to 
have effective CRM the bank should adopt suitable technology. 
 
1.6. CONCLUSION 

Customers are the lifeblood of the business and that the way to protect and grow its customer base - and ultimately its 
profitability - is to build strong customer relationships through delivery of superior quality service and to meet customer needs better 
than the competition. The CRM approach focuses on maximizing value for the customer and the bank. 
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