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ABSTRACT 
 

Nowadays, it can be hard to go after the customers’ consideration when each organization in the business sector is 

doing likewise. On top of that, customers frequently expect, and are accustomed to, getting motivating forces for 

their image devotion, whether it's a free specimen, having the capacity to exchange focuses they've gathered, or 

being given marked down administrations. By what method would you be able to assemble solid client connections 

and keep their consideration? The response to keeping up customer connections may not be basic, but rather it's 

beneficial. CRM, or Customer Relationship Management, makes powerful client relations between the organization 

and the current clients.  
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I. INTRODUCTION 

 

Relationship Marketing is another trend in marketing. It 

is a multifunctional approach, portraying advertising as 

"an integrative movement including capacities over the 

association, with accentuation on encouraging, 

assembling and keeping up relationship after some 

time." This pattern   has been catalyzed by the general 

movement to data interstate, IT, database administration, 

whereby advertisers have utilized this new innovation to 

make nearer ties with their   clients. The general target 

of relationship promoting is to assemble and encourage 

long life-time client connections Successful client 

relationship administration concentrates on 

comprehension the necessities and yearnings of the 

clients and is accomplished by setting these 

requirements at the heart of the business by coordinating 

them with the association's procedure, individuals, 

innovation and business forms. CRM is a far reaching 

approach for making; keeping up and growing client 

relationship it gives consistent co-appointment between 

clients Service, advertising, data innovation and other 

client related capacities. It incorporates individuals, 

procedure and innovation to augment associations with 

every one of the clients. "The motivation behind 

business is to discover a client." "The motivation behind 

business is to make and keep a client." "The motivation 

behind business is to discover, keep and develop the 

right customer.." In this focused world each endeavour 

must be made to fulfil ones clients. Relationship 

working with clients is currently acknowledged as 

abrogating objective of promoting and of the business all 

in all. The greatest administration challenge in the new 

thousand years of liberalization and globalization for a 

business is to serve and keep up great relations with the 

customers. 

 

Customer Relationship Management is considered today 

truly started vigorously in the early years of this century. 

As programming organizations started discharging more 

up to date, more propelled arrangements that were 

adaptable crosswise over commercial enterprises, it got 

to be possible to truly utilize the data powerfully. Rather 

than encouraging data into a static database for future 

reference, CRM turned into an approach to persistently 

upgrade comprehension of client needs and conduct. 

Fanning of data, sub-organizers, and exclusively 

customized highlights empowered organizations to 

separate data into littler subsets with the goal that they 

could assess solid measurements, as well as data on the 

inspiration and responses of customers. This paper will 

give bird’s eye view on CRM practices in Private and 

public sector banks. 
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II. METHODS AND MATERIAL 
 

Literature Review 

 

Hiroshi F. (1997) In his study "Electronic business for 

new administration and data framework base", he had 

given weight on electronic data gave to client in 

different managing an account divisions to make the 

framework more productive to satisfy the requirements 

of client utilizing saving money administrations and help 

as a part of CRM. Campbell (2003); Rowley (2004); 

Minna and Aino (2005) They concentrated on that an 

investigative CRM framework requires Knowledge 

Management (KM) applications in CRM frameworks to 

enhance the vital effectiveness of CRM through 

procuring and sharing information about clients. The 

significance of interface amongst KM and CRM 

frameworks in banks has been highlighted. They 

discovered the criticality of this interface to comprehend 

and operationally this interface in parallel connections of 

frameworks, individuals and procedures. The same 

creator further proposes that client information might be 

utilized as a stage for CRM frameworks for conveying, 

making reliability, client administration, trust 

development and relationship support in banks. Buttle 

(2009) proposed a CRM esteem chain model. The 

possibility of this model was taken from Michael 

Porter's worth chain model (Porter, 1985). It comprises 

of five essential stages and four supporting conditions 

driving towards the finished objective of improved client 

benefit. 

 

Jain et al (2002) contended that, however Customer 

Relationship Management (CRM) has risen as a center 

business process for keeping up and improving focused 

edge in cutting edge business fighting, despite careful 

arranging and usage, an expansive number of CRM 

projects neglect to perform their objectives. They 

recommend that a more profound comprehension of the 

behavioral measurements of relationship advertising and 

watchful assessment can help associations to try their 

relationship building endeavors more successful. 

Administration suppliers should be client situated and 

prepared in showing an authentic tend to client welfare. 

A relationship taking into account common trust and 

confidence keeps going longer.  

 

Mittal (2006) talked about the development of 

relationship showcasing approach as an advancement of 

a transformation in the promoting. He recommends that 

advertising is no more pretty much creating, offering 

and conveying items; it is progressively worried with 

clients. Truth be told, relationship advertising is based 

upon the reason that it bodes well to fulfill and hold 

clients as the quality and span of relationship is 

straightforwardly corresponding to the resultant 

gainfulness. Alok mittal, et al., (2003) displayed an 

article on "An exploratory investigation of CRM 

introduction among Bank representatives". The paper 

went for investigating the parts of the CRM introduction 

among banks representatives of both people in general 

and the private segment banks. The discoveries of the 

exploration highlighted that there is requirement for 

development on a portion of the parts of the CRM, for 

example, client correspondence, client introduction, 

client care and treatment of protestations in both open 

and private segment banks. The matured representatives 

in the general population and private saving money 

establishments need to enhance their CRM aptitudes 

keeping in mind the end goal to finish with their more 

youthful partners. A reasonable vision of CRM 

alongside fitting systems if applies in keeping money 

segments discovered that helpful in keeping up the client 

administration quality, consumer loyalty and client 

maintenance which at last prompts the development of 

the association and productivity (Bansal andSharma, 

2008). Girdhar (2009) watched that by fulfilling the 

inside clients and building great association with them, 

the association with the outer clients can likewise be 

held and fulfilled by the banks. Kumar and Rajesh 

(2009) uncovers that any bank that desires to either.                          

In today's focused saving money industry, clients need 

to settle on a decision among different administration 

suppliers by making an exchange off amongst 

connections and economies, trust and items, or 

administration and proficiency (Sachdev et al., 2004). 

Roger Hallowell (1996) directed an exploration on 

consumer loyalty, devotion, and benefit and found that 

when contrasted with open area, private segment bank 

clients' level of fulfillment is nearly higher. CRM is a 

key to make a prevalent client experience. It deals with 

the client relationship by making a reasonable 

comprehension (Know), by creating administrations and 

items in view of the additional worth for target bunches 
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(Target), then empowering the real deal and conveyance 

of administrations and items through the chose channels 

(Sell), and growing long haul productive associations 

with clients after deals administrations (Service) 

(Hussain, et.al., 2009). Numerous scientists have been 

done in different commercial ventures particularly in the 

managing an account division that focussing on client 

arranged administrations (Ndubisi et al., 2007; Rootman 

et al., 2008; and Dutta and Dutta, 2009). Lu and Shang 

(2007) investigated the CRM recognitions in cargo 

forwarder administrations from administrative points of 

view. They had turned out with six measurements of 

CRM specifically client procurement, client reaction, 

client learning, client data framework, Customer esteem 

assessment and client data process. Rootman et al. 

(2008) researched the variables that impact the viability 

of CRM methodologies in banks viz. state of mind, 

learnedness and two ways correspondence identified 

with bank workers. 

Objective of The Study 

 To identify the key CRM differentiators in 

public and private sector banks. 

 To compare the CRM activities of public and 

private sector banks. 

 

Research Methodology 

 

For this research single cross sectional design is 

followed, where one sample of a respondent is drawn 

from the target population and information is obtained 

from this sample only once. The study was limited in 

Bhubaneswar city of Odisha. A structured survey 

questionnaire was followed. The questionnaire 

comprised of 35 questions. A  sample of 60, taken from 

private and public sector banks. For this study One Way 

ANOVA is used. 

 

III. RESULT AND DISCUSSION 

 

Data Analysis and Findings 

 

ANOVA 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Q4 

Between Groups .267 1 .267 .118 .732 

Within Groups 130.667 58 2.253   

Total 130.933 59    

Q5 

Between Groups .017 1 .017 .014 .906 

Within Groups 68.833 58 1.187   

Total 68.850 59    

Q6 

Between Groups .000 1 .000 10.002 .004 

Within Groups 101.933 58 1.757   

Total 101.933 59    

Q7 

Between Groups .417 1 .417 11.210 .005 

Within Groups 86.167 58 1.486   

Total 86.583 59    

Q8 

Between Groups 5.400 1 5.400 1.918 .171 

Within Groups 163.333 58 2.816   

Total 168.733 59    

Q9 

Between Groups 6.017 1 6.017 10.214 .002 

Within Groups 34.167 58 .589   

Total 40.183 59    

Q10 

Between Groups 8.817 1 8.817 13.445 .001 

Within Groups 38.033 58 .656   

Total 46.850 59    
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Q11 

Between Groups .067 1 .067 .100 .753 

Within Groups 38.667 58 .667   

Total 38.733 59    

Q12 

Between Groups .150 1 .150 .204 .653 

Within Groups 42.700 58 .736   

Total 42.850 59    

Q13 

Between Groups .000 1 .000 .000 1.000 

Within Groups 42.933 58 .740   

Total 42.933 59    

Q14 

Between Groups .067 1 .067 .041 .840 

Within Groups 94.333 58 1.626   

Total 94.400 59    

Q15 

Between Groups .017 1 .017 .014 .906 

Within Groups 68.833 58 1.187   

Total 68.850 59    

Q16 

Between Groups .267 1 .267 .309 .581 

Within Groups 50.133 58 .864   

Total 50.400 59    

Q17 

Between Groups 3.267 1 3.267 2.378 .128 

Within Groups 79.667 58 1.374   

Total 82.933 59    

Q18 

Between Groups .017 1 .017 .014 .906 

Within Groups 68.167 58 1.175   

Total 68.183 59    

Q19 

Between Groups .017 1 .017 .014 .906 

Within Groups 68.833 58 1.187   

Total 68.850 59    

Q20 

Between Groups .267 1 .267 .262 .611 

Within Groups 59.067 58 1.018   

Total 59.333 59    

Q21 

Between Groups .817 1 .817 1.810 .184 

Within Groups 26.167 58 .451   

Total 26.983 59    

Q22 

Between Groups .017 1 .017 .030 .863 

Within Groups 32.167 58 .555   

Total 32.183 59    

Q23 

Between Groups .017 1 .017 .042 .838 

Within Groups 22.833 58 .394   

Total 22.850 59    

Q24 

Between Groups .600 1 .600 1.647 .205 

Within Groups 21.133 58 .364   

Total 21.733 59    

Q25 

Between Groups .000 1 .000 .000 1.000 

Within Groups 25.333 58 .437   

Total 25.333 59    

Q26 Between Groups .817 1 .817 2.111 .152 
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Within Groups 22.433 58 .387   

Total 23.250 59    

Q27 

Between Groups .600 1 .600 1.491 .227 

Within Groups 23.333 58 .402   

Total 23.933 59    

Q28 

Between Groups .067 1 .067 .122 .728 

Within Groups 31.667 58 .546   

Total 31.733 59    

Q29 

Between Groups .267 1 .267 .693 .409 

Within Groups 22.333 58 .385   

Total 22.600 59    

Q30 

Between Groups .417 1 .417 .523 .472 

Within Groups 46.167 58 .796   

Total 46.583 59    

 

 Need for customer relationship management 

emphasized in bank also different some has said that 

by training all staff to become customer focused 

whereas others have said that by providing 

incentives to employees who have delighted 

customers. 

 Respondents have different opinion that on the 

whole that are satisfied with the CRM here some are 

moderately satisfied with this where as some are 

neutral with this opinion. 

 There is a significant difference in the opinion of the 

respondents that they feel secure and happy with the 

CRM in the bank so far so some has moderately 

satisfied with it and some has neutral opinion about 

this. 

 Most of the respondents are highly satisfied that they have managed customers according 

to CRM. Majority of the respondents are moderately satisfied that they have 

benchmarked their organization performance with best practices of other banks. 

Respondents are moderately satisfied that they have improved relations with the 

customers. 

 There is a significant difference among the 

respondents of public sector and private bank on the 

question that the measures that banks must put in 

place to achieve excellent customer relationship. 

Public sector respondents have said that internet-

based products to enable customers access services 

without necessarily going to the bank’s premises 

whereas the private sector respondents are saying 

that make work less stressful for employees. 

 There is a significant difference among the 

respondents of public and private sector bank on the 

question that the need for customer relationship 

management emphasized in bank also differs public 

sector respondents said that by training all staff to 

become customer focused whereas private sector 

respondents have said that by providing incentives 

to employees who have delighted customers. 

 

IV. CONCLUSION 
 

The greatest administration challenge in the new 

thousand years of the liberalization and globalization for 

a business is to serve and to keep up great association 

with the ruler – the client. In the past the makers 

underestimated their clients, in light of the fact that 

around then clients were not requesting nor had elective 

wellspring of supply or suppliers. Be that as it may, the 

changing business environment is portrayed by 

monetary liberalization, expanding rivalry, high shopper 

decision, requesting client, more accentuation on quality 

and estimation of procurement. Present day advertising 

calls for more than building up an item, valuing it, 

advancing it, making it open to target clients. The 

customers of banking industries preferred and except 

transparency with the executives. So, customer 

interaction programmes must be essential to study the 

characteristic features of the customers. The executives 

of these banking industries should conduct a survey to 

measure the customer preference and level of 

satisfaction. It is suggested that bank should developed 

the channel incorporation for proper CRM practices. The 

consumers should be encouraged by the way of rewards, 

prizes for using more and more Banking facilities. Be 

positive in every approach. Be conscious towards your 
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customer and listen their grievances and act properly. 

Customer care service of the bank should be fast and 

responsive. Bank transaction should be fully 

computerised. The Banks should design the advertising 

campaign by highlighting the Customer’s opinion on 

banking experience as environmental friendly, faithful, 

and reasonable cost in the other customers who are not 

aware of the Banking facilities. 

 

All most all respondents are concurred or modestly 

concurred that they are fulfilled by the CRM, they have 

actualized CRM rules and concurred that bank business 

is fundamentally in view of relations. The measures that 

banks must set up to accomplish brilliant client 

relationship there is a huge contrast between the 

respondents of open area and private bank that a few 

respondents have said that web based items to empower 

clients access administrations without essentially 

heading off to the bank's premises whereas the others 

respondents are stating that make work less stressful for 

representatives. 
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