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Abstract 

Customer Relationship Management is human function than technology 

implementation. Banks need to constantly orient their employees and 

vendors towards never losing focus of the customers, technology can be 

harnessed to unable the human aspect to function more effectively. A 

successful relationship will be one that lowers the business cost, increase 

the company revenue and retains profitable relationship, win situation for 

the company business and its valuable assets and business customers. The 

banking business is becoming more and more complex with the changes 

emerging from the liberalisation and globalisation. For new banks, 

customer creation is important but established bank retention is much 

more necessary with cost effective mechanism. The big benefit of customer 

relationship management is the visibility of everything relating to 

customers going on in your company. If an organization wants to provide 

the better service to customers, it has to be able to manage everything 

from complaints to sale opportunities. The core theme of all customer 

relationship management and relationship marketing perspectives is to 

focus on cooperative, collaborative relationship between the firm and its 

customers and look after the marketing factors. Through this paper 

researcher want to show the significance of customer relationship 

management and also made as effort to explore the benefits of this concept 

to banking industry. 

Keywords: Customer Relationship Management, Efficiency, Customer 

Expectation.   
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Introduction 

The economy is recovering and business map is changing dramatically. 

No longer and customers are willing to remain customers unless 

organisation provide them with actual values to get to know them 

personally or at least know what they want. Customer Relationship 

Management is a business strategy which includes the people, processes 

and technology associated with the marketing and services plans. It 

provides information for every activity which is required to bind a 

customer. The primary objective of customer relationship management is 

to provide entire organisation with 360 degree view of customers where 

information resides and customers can gain information. To get the 

benefit of customer relationship management it’s important to have an 

integrated solution across the customers information system tying 

together the front and the front offices for a complete view of customers 

in order to provide them better services. Businesses today are looking for 

the ways to achieve a competitive benefit. Margins are decreasing, 

competition is increasing and industries are consolidating. The basic 

concept of customer relationship management reflects the business 

process and technology that can be combined to optimise revenue, 

profitability and royalty of customers.  

It is a sound business strategy to identify the banks most profitable 

customers and to devote time and retention to expending account 

relationship with banking industry in India with rapid changes followed 

by a series of fundamental developments. Performance of banks with 

special reference to customer relationship management is to examine  

role of banking industry in development of economy and to explore the 

economy of the market on one hand and to trace the causes of 

development in balance on the other hand and increase the possibility of 

proper decision making in banking industry.  

The importance of customer satisfaction and customer service is relating 

to banking industry in which the main function is to guide the 
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programme to fulfil the customer expectations which also change to time 

to time. In managing the human side of quality services its typically most 

effective and efficient to plan from the top down, and bottom up 

approach. This means the quality is define by the highest level of 

management but implemented in waves starting from the frontline of the 

bank. The reason to start there is that they create more customer contact 

than any other area of the bank 

Significance of Study  

Customer retention through better services is very significant for any 

business enterprises. The slowdown in global economy among the 

enterprise made the companies to focus at cost factor and growth in 

profitability. Managing the good relationship with the customers is the 

only key to success for the survival of the business. Customer 

relationship management helps in tracking marketing opportunities 

better and focus on the customer who not only increase the sales volume 

but also helps in increasing profit. Customer Relationship Management is 

defined as tracking customer behaviour in order to develop marketing 

and customer relationship to a brand often by a development of software 

system provided one on one. A successful customer relationship 

management strategy should be at a heart of business model which focus 

on flexibility, real time responsibility and proper focus on customers.  

Customer Relationship Management Objectives in Banking Sector  

Expectations get formed on the basis of banks past buying experience, 

statements made by friends and associates, marketer, competitors and 

promises. If the marketer raises expectations too high and company 

cannot match its delivery with the expectations level, the banks is likely 

to be disappointed. On the other hand if the company sets expectations 

too low, it won’t attract enough buyers although it will satisfy those who 

buy. The idea of customer relationship management is that it helps to 

business and human resource gain insight and increase the value of 

customers. For the customer relationship management to be more 
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effective it’s necessary for the organisation to decide what kind of 

information is to be given to the customers. Many financial institutions 

keep a track of customer’s different life stages in order to market 

appropriate banking products at right time. So that it can fulfil the needs.  

In customer relationship management aspects the following information 

should be collected to do the process that is: response to campaigns, 

sales and purchase of data, service and support record, demographic 

data and web sales data. The main objectives of Customer Relationship 

Management in banking industry are: 

1. To examine and evaluate the performance of banking sector with 

special reference to customer relationship management. 

2. To examine the role of banks in the development of economy. 

3. To examine the opinion of customers as to customer relationship 

management with respect to service quality management. 

4. To explore the economy of market and to trace causes of in balance 

on the other hand. 

5. To increase the level of decision making for better customer 

relationship management. 

6. To study the opinion of customers with respect to Customer 

Relationship Management. 

Scope of Study  

In present study impact of Customer Relationship Management on the 

banking sector after 1991 on financial sector reforms is studied and the 

achievements of the programme are evaluated so that proper conclusion 

can be drawn and study of significant change will took place in the 

working and operation aspects of banking industry in India.  

Today many business houses such as banks, insurance companies and 

other providers relies the importance of customer relationship 

management and its potential to help them acquiring new customers for 

maximum period of time. The banking sector plays a major role in the 

mobilisation and allocation of financial saving in economy and in 
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facilitating fund flow among the various sub sectors. Banking sector and 

financial market together act to transfer financial resources from the net 

saver to a net borrower. The result and gain to the real sector of the 

economy depends upon the efficiency of banking sector to perform the 

function of financial intermediation. The major adopted aim in 

introducing in Indian banking system is to improve their operational 

efficiency and strengthen the financial position which is pre-requisite of 

the exposure to globalise banking environment. Over the years the 

control is eased in gradual manner. Therefore the focus of reform should 

be to improve the role of banks in developing control over the banking 

activity and increase and customer relationship management level.  

Conclusion  

A successful relationship will be one that lowers the business cost, 

increase the company’s revenue and retain profitable relationship, focus 

on companies business and is valuable assets and business customers. 

Customer Relationship Management has attached the expended attention 

of scholar and practitioners impact of this concept on banks focus on 

need and expectations of customers. The ultimate test of the banking 

sector is customer satisfaction which plays an important role in the 

growth of banking industry. 
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