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Abstract
The prime objective of the research work is to develop a framework for Customer Relationship
Management Model (CRMM), applicable to Indian retail banks and to analyze the influence of
service quality on customer behavior with respective to retail banks. The results of the research
study reveal that there appears to be lack of awareness with the bank employees as well as
adoption of CRM packages available in the market. It is suggested that the successful
implementation of CRM package can be achieved only if the bank can create the right
environment, culture and attitude of the employee aiming to serve the customers in the best
possible manner.
Keywords: Customer Relationship Management (CRM); Retail Bank; Standard Processing
Time (SPT) and Crafting Complaint Resolution Mechanism (CCRM

Introduction
The traditional mode of marketing mainly focused on segmenting and acquiring new customers
by using tools and techniques developed for mass marketing. In the present competitive era, this
proves vain. Today there are different approaches to business such as relationship marketing,
customer retention and cross selling leading to customer extension, which is a far cry from the
traditional segmentation model.
The relative and marked emergence of CRM as a business strategy has radically transformed the
way organizations operate. The shift in business focus from transactional to relationship
marketing keeps the customer at the centre of all business activities. Organizations are trying to
restructure their processes to meet the needs of their strategically significant customers. The
critical driver of such a dramatic shift towards customer orientation is the realization that
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customers are business assets and when managed effectively they can derive continuous and
sustainable economic value for an organization over their lifetime.
Relationship marketing or customer relationship management has been emerging as a core
marketing activity for businesses in the fiercely competitive environment. On an average,
companies spend six times more to acquire new customers than to retain them. Therefore, many
firms are now paying more attention to their relationships with existing customers to retain them
and to increase their share of customer purchases.
In order to improve the relations with the customers, today’s Retail Banking comprehensively
concentrates on the quality of the products and the services offered to the customer, as it is the
basic foundation for maintaining and developing long-term relations with the customer. Offering
quality products and services is not only essential to develop long-term customer relations, but is
also essential to improve marketing productivity and long run profits and growth.
In sum, managing customers today has turned into a well formulated and well-studied science
and art known as Customer Relationship Management (or) CRM.
Review of Literature
Government of India has appointed several committees and task force groups on the basis off
specific needs with the overall aim of enhancing the efficiency of the banking systems in the
country. Following is the review of selected reports and Studies. Further, Select research Studies,
in the area pertaining to the field of research has also been reviewed.
Barbara R Lewis (1991),in a research on service quality, an empirical research findings
presented from an investigation of consumer expectation and perception of service quality
customer of banks, in the UK and US; indicated the importance of a range of elements of
services quality and their perception of service actually received.
Number of similarities and difference between the UK and the US respondents are highlighted
together with evidence of success to date of the banks in their delivery of service quality. In their
findings with respect to the increasing customers, expectations both the UK and the US
respondents were found to have very high expectation of service from their banks across most of
the dimensions which were investigated, in particular with respect to the reliability elements,
honesty, trustworthiness and discretion of contact staff. The UK bank customer gave higher
rating to privacy, interior and staff appearances and using customer suggestions to improve
service and the US respondents were more concerned about location and parking, opening hours,
number of staff available to serve and several of the personal characteristics of bank staff they
came in contact with.
Median and Arthur (1994), in a study investigate the main dimensions and attributes that Greek
cardholders consider of importance. When selecting a card market, characteristic competitive
environment and cardholders profiles in relation to credit is considered. By investigating a
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representative quota sample of Greek cardholders taking into account demographic factors such
as age, sex and income on the relative important of the main attributes that play a role in card
selection.
Freeman and Andrew (1996) have examined an electronic banking experiment by an American
bank, First union, at a branch in Asheville, North Carolina, the use of so-called customer
relationship managers and challenges the bank faces from customer behavior. The findings
shows that customer get elated by a new look. The walls knocked out to create open areas and
desks repositioned to seem; less intimidating. The ATM in the branches, being enhanced to offer
such services as instant cheque-cashing, mini-statement of recent transactions, split deposits and
coin facilities.
Tynan and Thomas (2000) reported on the Internet’s influence on bank CRM in United State.
They went into the importance of CRM to banks profits; Customer comparison of the level and
customization of services and the use of customer services to generate sales. The findings
suggest the optimal program for banks as managing the customer experience; generate customer
insight and managing customer
Statement of the Problem
The intensity of competition in banking industry is bound to grow in the years to come which in
turn could make banking operations more challenging and complex. A paradigm shift is
noticeable in the banking industry in India. Such a shift reflects in terms of number of banks,
Volume of Business in banking as well as nature of business operations. Bankers in general have
moved a long way from mere financial intermediaries to full-fledged financial institutions. To
prevent or minimize this possibility of customer deflection; bankers have to come out with
customer centric strategic decision. Obviously the conditions draw the attention in evolving
meaningful CRM which would provide a platform for not only retaining existing customers but
also to expand the customer base by attracting additional customers. In a rapidly scaling up retail
banking industry, the major issues are to hold back the existing customers from migrating
towards competitors and in acquiring new customers. In retail banking, product development is
limited to the government regulations henceforth the other major challenge is to have product
differentiation.
Objectives


To develop a framework for Customer Relationship Management Model (CRMM),
applicable to Indian retail banks



To analyze the influence of service quality on customer behavior with respective to retail
banks



To examine and assess customer satisfaction levels and their influence in building the
customer loyalty to achieve a sustained market share and profit
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To examine and assess the external and internal service quality perceptions in respect of
retail banks

Methodology
The population for the study consisted of the total number of retail banks in Delhi, Pune,
Chennai, Bangalore and Hyderabad Cities and their customers. Of the total banks, the following
six banks namely Central Bank of India, Bank of Maharashtra, ICICI, CUB, Barclays Bank and
CITI bank control more than sixty percent of the deposits and loans in five cities. Therefore the
study was confined to these six banks. In determining the sample size the factors that played a
major role are time taken by the respondents to fill up the questionnaires, the number of
respondents willing to part with information, resources required and the working hours of the
bank. The researcher visited and sendsGoogle forms to the customer’s of various bank branches
of six banks on different days during the month of April 2021 to March 2022 to collect data.
The questionnaire drafted for the interview schedule meant for the customers was distributed to
451 respondents of the various bank branches taken for the study.
Table1:DistributionofSampleRespondents(Bankcustomers)
NameoftheBank
NumberofBankCustomers
Central Bank of India
126
Bank of Maharashtra
244
ICICI
36
CityUnionBank
27
BarclaysBank
9
CITIBank
9
TotalSamplesize
451

Data Analysis
Explanatoryfactoranalysisisusedtoidentifytheunderlyingconstructsandinvestigate
relationship among the variables. To test the suitability of the data
forfactoranalysis,thefollowingstepsaretaken.
 Thecorrelationmatrixwascomputedandexamined.Itrevealsthatthereareenough
correlationstogoaheadwithfactoranalysis.
 To test the sampling adequacy, Kaiser-Meyer-Olkin measure
ofsamplingadequacyiscomputedwhichisfoundtobe0.804.Itindicatesthatsampleisg
oodforsampling.
The overall significance of correlation matrices is tested with Bartlett test
ofsphericity((ApproximatelyChisquare4442.044andsignificantat0.000)providedaswellassupportforthevalidityofthefactor
analysisofthedataset.
Table2: KMOandBartlett`stest
KMOandBartlett`stest
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Kaiser–Meyer–OlkinMeasureofSamplingAdequacy
Approx.Chi-Square
Bartlett`sTestofSphericity Df
Sig.
Source:own computed

0.804
4442.044
435
0.000

The table 2 shows that the standards indicated make the data suitable for factoranalysis.
Principal component Analysis is employed for extracting factor. Orthogonalrotation with
Varimax was applied. The latent root criterion is used for extraction offactors. As per it,
only the factors having Eigen values greater than one are consideredsignificant. All the
factors with Eigen values less than 1 are considered insignificant anddisregarded.

Table3:TotalVarianceExplained
InitialEigenvalues

ExtractionSumsofSquaredLoa RotationSumsofSquared
dings
Loadings
Compon Total %of
Cumulativ Total
%of
Cumulativ Total
%of
Cumulati
ent
Varianc e
Variance e
Variance ve
e
%
%
%
1
7.136 23.786 23.786
7.136
23.786 23.786
3.382 11.273 11.273
2
2.024 6.747 30.533
2.024
6.747
30.533
2.555 8.516
19.790
3
1.814 6.047 36.580
1.814
6.047
36.580
2.424 8.079
27.868
4
1.568 5.225 41.805
1.568
5.225
41.805
2.235 7.451
35.319
5
1.510 5.035 46.840
1.510
5.035
46.840
2.208 7.359
42.678
6
1.337 4.457 51.297
1.337
4.457
51.297
1.902 6.338
49.016
7
1.179 3.931 55.228
1.179
3.931
55.228
1.863 6.211
55.228
8
1.125 3.749 58.977
9
1.064 3.546 62.523
10
.944 3.145 65.668
11
.858 2.860 68.528
12
.827 2.757 71.286
13
.788 2.626 73.912
14
.736 2.453 76.365
15
.720 2.399 78.764
16
.671 2.235 81.000
17
.614 2.045 83.045
18
.563 1.877 84.922
19
.529 1.764 86.686
20
.510 1.701 88.387
21
.490 1.634 90.020
22
.476 1.587 91.607
23
.420 1.401 93.009
ExtractionMethod:PrincipalComponentAnalysis (Source:own computed)

From the table above, it is observed that there were only seven factors having Eigenvalues
exceeding 1. The Eigen values after rotation are 3.382, 2.555, 2.424,
24
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2.235,2.208,1.902and1.863.Thepercentofthetotalvariancewhichisusedasanindextodetermine
how
well
the
factor
analysis
accounts
for
what
the
variable
togetherrepresentis55.228percent.
Table 4:RotatedComponentMatrix
Component
2
3
4
5
.484
.794
.613
.539
.728
.493

1
6
7
q7-1
q7-2
q7-3
q7-4
q7-5
q7-6
q7-7
.133
q7-8
.515
q7-9
.422
q7-10
.572
q7-11
.453
q7-12
.685
q7-13
.604
q7-14
.692
q7-15
.497
q7-16
.577
q7-17
.576
q7-18
.721
q7-19
.530
q7-20
.432
q7-21
.635
q7-22
.669
q7-23
.762
q7-24
.620
q7-25
.543
q7-26
.346
q7-27
.568
q7-28
.544
q7-29
.707
q7-30
.762
Extraction Method: Principal Component Analysis. Rotation Method: Varimax
withKaiserNormalization.ARotationconvergedin10iterations. (Source: own calculated)

The table 4 shows the variables under each of the seven derived
factors.Thefirstfactorconsistsofeightvariables,thesecondfactorconsistsoffivevariables,the
third factor consists of four variables, the fourth factor consists of four
variables,thefifthvariableconsistsofthreevariables,thesixthfactorconsistsofthreevariablesandt
heseventhfactorconsistsofthreevariables.
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Table5:Thenamegiventoallthesevenfactorsdependingonthevariablesgroupedtogetherinfactora
nalysis
Factor

NamegiventotheFactor

I

Bankpersonalbehavior

II

Bankfeature

III
Promotionalactivities

IV

Operational
effectivenessOperati

FactorStatement
Trustworthiness
Personaltouch
Pastexperience
Attentiveness
Assurance
Reliability
Responsiveness
Preferential
Simplicityofoperation
Convenientbankinghours
Attractiveproduct
Interestrate
Creditfacilities
Treatment
Advertisement
Courtesy
Flexibleapproach
Computerizedservices
Computerizedservices
Speedofoperation
Responsivenessofstaff
Flexibleworkinghours

Factor/Loading
.530
.432
.635
.669
.762
.620
.543
.346
.133
.422
.453
.577
.721
.568
.544
.707
.762
.484
.484
.794
.613
.539

Flexibleworkingtime
Handlinggrievances
Convenientlocation
Dematfacilities
Ambience
Bankimage
Privacy
ATMfacilities
Numberofbranches

.728
.493
.572
.604
.692
.497
.515
.685
.576

onaleffectiveness
V

Customerconfrontation

VI

Externalservicequality

VII

Bankaccessibility

(Source:own computed)

Factoranalysiswasemployedtoretainfromalargesetofvariablesaveryfewsetoffactors.Orthogon
alrotationwithvarimaxwasapplied.Thelatentrootcriterionwas used for extraction of factors.
Only
factors
with
Eigen
values
greater
than
onewereconsideredsignificant.AllthefactorswithEigenvalueslessthan1areconsideredinsignific

26

Journal of Contemporary Issues in Business and Government Vol. 28, No. 04, 2022
https://cibgp.com/
P-ISSN: 2204-1990; E-ISSN: 1323-6903
DOI: 10.47750/cibg.2022.28.04.002

antanddisregarded. There were seven factors with Eigen values exceeding one. The Eigen
valuesafter the rotation are3.382,2.555,2.424,2.235,2.208,1.902and 1.863
Factor analysis accounts for what the variable together represent is 55.228
percent.Thefirstfactorconsistsofeightvariables,thesecondfactorconsistsoffivevariables,the
third factor consists of four variables, the fourth factor consists of four
variables,thefifthvariableconsistsofthreevariables,thesixthfactorconsistsofthreevariablesandt
heseventhfactorconsistsofthreevariables.Thesevenfactorsarenamedbytheresearcherasbankper
sonalbehaviour,bankfeature,promotionalactivities,operational
effectiveness,
customer
confrontation, and external service quality andbankaccessibility.
Conclusion
ThestudybringstolightthevariousaspectsrelatingtorelationshipbuildinginretailBankingIndustr
y.Thevariablesidentifiedarecontributingtowardsrelationshipbuilding and dissolution of
relationship.
It
will
definitely
help
bankers
to
evolveappropriatestrategiestowardsrelationshipbuilding.Thestudyalsofoundthatthereisa
difference in the service quality perception of customers and bankers as regard
toseveralaspectsofrelationshipmanagement.Onthislineofthestudyvarioussuggestionstowardsi
mprovingBankcustomerrelationshipbyenhancingthedelivered service quality and the
development
of
personnel
involved
in
the
deliverysystemwhichiscoinedasExternalandInternalservicequality.
The relationship models identified in the study would throw further light onstrategic
decision
pertaining
to
relationship
building.
An
effective
CRM
programdesignedandexecutedwillobviouslyprovide
awin-winplatformtoboth
theserviceproviders and the customers. It is hoped that this study is a humble
contributiontowardsachievingthisgoal.
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