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Abstract 

Use of technology in CRM is a buzz now. In banking industry, where technology plays a very important role in 

service delivery, it plays an equally important role in CRM also. The present study is all about testing the role 

of various technological advancements in making CRM more effective. The present paper is empirical in 

nature and discusses the responses from customers regarding the use of technology for CRM by their banks. 

The data has been collected from the customers of selected government, private & public sector banks for this 

purpose. The study presents comparisons among government, public and private banks regarding the use of 

the technology for CRM.  

 

 



2 

www.ssijmar.in 

 

INTRODUCTION 

 

The new face of marketing was discovered by the introduction of 4p‟s i.e. Product, price, 

promotion and place and above all the value creation in the product for the improvement of 

product quality was offered to the customer.  Simultaneously, the marketers studied the demand 

pattern and orientation towards the development of long lasting relationship with the customers 

was generated. Thus, the changes in marketing cycle have given birth to the need of developing 

and maintain the long relations with its customers. Marketing scholars are studying the nature 

and scope of CRM and are developing conceptualizations regarding the value and process of 

cooperative and collaborative relationships between buyers and sellers. Many scholars with 

interests in several sub-disciplines of marketing, such as channels, services marketing, business-

to-business marketing, advertising, and so forth, are actively engaged in studying and exploring 

the conceptual foundations of managing relationships with customers. They are interested in 

strategies and processes for customer classification and selectivity; one-to-one relationships with 

individual customers; key account management and customer business development processes; 

frequency marketing, loyalty programs, cross-selling and up-selling opportunities; and various 

forms of partnering with customers including co-branding, joint-marketing, co-development, and 

other forms of strategic alliances (Parvatiyar & Sheth, 2000). 

 

Various experts have given different relevant viewpoints to consider CRM only as a tool to 

retain the old or existing customer. Till now the marketing, customer‟s relation management and 

relationship marketing are used interchangeably. Taking this in the view, several valuable studies 

have been conducted on the various aspects of CRM and a brief abstract of those studies 

conducted by various experts have been presented in the succeeding paragraphs.  

 

TECHNOLOGY AND CRM 
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Scholars from other academic disciplines, particularly those interested in the area of information 

systems and decision technologies, are also exploring new methodologies and techniques that 

create efficient frontline information systems (FIS) to effectively manage relationships with 

customers. Several software tools and technologies claiming solutions for various aspects of 

CRM have recently been introduced for commercial application. The majority of these tools 

promise to individualize and personalize relationships with customers by providing vital 

information at every point in the interface with the customer. Techniques such as collaborative 

filtering, rule-based expert systems, artificial intelligence, and relational databases are 

increasingly being applied to develop enterprise level solutions for managing information on 

customer interactions. 

 

LITERATURE REVIEW 

 

M.L Saikumar (1999) in his study depicted the role of developing technology in managing the 

customers more accurately. He analyzed that the industry may be manufacturing fertilizers, 

pesticides, textiles or consumer goods, ultimately each and every industry has to depend on the 

customer and hence organizations have to be customer centric. So, the need is for technologies, 

which could help us to serve customer at any time anywhere. The problem is due to the large 

volume of data and the solution to manage it is e-CRM. The information technology would help 

in improving the better implementation of customer relationship management programme. He 

also stated that the concept of CRM brings in the front office support for the customer.  

V.P Gulati and M.V Sivakumaran (1999) examined the requirement and role of CRM in banking 

and financial services in specific context to India. They studied various banks and financial 

organizations in their study and defined the CRM as a concept not the technology. They also 

analyzed that banks have gone through many stages to reach to its present status of hi-tech units. 

But if one wants to reach customers then they have to develop multiple channels accessibility of 

services and that to with same output and it needs specialized technologies so that customers can 

attain information at any time. This over reliance on technology has even created the impression 

that CRM is a technology by itself. They studied the relationship between business intelligence 
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and CRM and tried to frame out the interdependent of both on each other. The major source of 

business intelligence is the business itself. If banks can look inward into their own business and 

the enormous volume of data generated by their business they would get a glimpse of the 

goldmine called customer needs and preferences. Banking is a non-product differentiation 

industry, so the competitive edge can be build only by providing services and intelligence 

maintaining relationship with customers. CRM strategies adopted by the various banks for the 

purpose like improving customer knowledge, targeted customer contact, meaningful marketing, 

strengthening customer base and its impact analysis were also studied.  

Jeremy Galbreath, Tom Rogers, (1999) founded CRM that CRM is a new management concept - 

a new approach - to managing customers. CRM is about the management of technology, 

processes, information resources, and people needed to create an environment that allows a 

business to take a 360-degree view of its customers. CRM environments, by nature, are complex 

and require organizational change and a new way of thinking about customers - and about a 

business in general. Creating such an environment requires more than adequate management of 

the customer relationship or new technologies, it requires new forms of leadership as well. 

Customer relationship leadership, or CRL, is a new model that leaders can embrace to recreate or 

readjust their leadership styles in order to foster an atmosphere in their businesses to adopt and 

practice the principles of CRM. While CRM environments improve business performance, 

initiatives undertaken in this new management field require sound leadership as well. CRL is a 

recommended approach to bridge the gap between a CRM vision and its reality. 

Technology is now transforming the world. In the field of CRM also technology has a prominent 

role to play. Dretske, F (2000) in his study studied the issues of implementation of CRM 

programme as it is well known that implementation of a plan is more important than the plan. He 

studied the role of the technology in the implementation and its requirements and concluded that 

business intelligence and analytical capabilities, unified channels of customer interaction, 

support for web-based functionality, centralized repository for customer information, integrated 

workflow, integrated with ERP application are the major essentials needed for the 

implementation of the CRM programme results in to increase in customer satisfaction, increase 
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in customer loyalty, decrease in customer defection, able to identify profitable customers, 

measuring customer profitability, and measuring customer lifetime value. 

  

Hemachandra Mulrlidhar Padukar (2000) depicted the CRM as a strategy used to learn more 

about customer needs and behaviors in order to develop stronger relationships with them. There 

are several electronic components used to support CRM that makes the concept as e- CRM. He 

studied the role of technology in the better performance of the CRM. The electronic components 

are very significant as it provide better customer service, cross sell products more effectively, 

help sales staff close deals faster, simplify marketing and sales processes, discover new customer 

and increase customer revenue. 

 

Nanaka L and H.Takeuchi (2001) in his study studied and examined the importance of CRM in 

banking and role of information technology in retaining the customer and studied the importance 

of customer satisfaction in the sector and stated as companies become increasingly e-business 

focused, there is a need to align ones existing CRM strategy with its online strategy.  

 

OBJECTIVES OF THE STUDY 

1. To find out use of technology for CRM in government, public and private sector banks.  

2. To make a comparison among government, public and private sector banks in terms of 

the usage of technology for their CRM efforts.  

 

RESEARCH METHODOLOGY 

The design of the present study is exploratory to some extent and descriptive and diagnostic to a 

large extent. It is exploratory in nature because only few studies have been conducted and that 

too with limited indicators.  The study has conducted on the basis dual sample in the area of 

NCR (Delhi and neighborhood cities). The first sample is of banks. The sample for the study has 

be taken from the survey population and that is too being confined only to the four nationalized, 
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two private and two foreign banks. The sampled banks have been chosen on the basis of non – 

random purposive sampling and the second sample is of respondents (users). The respondents 

have been selected on the basis of random and purposive sampling and for this purpose the user‟s 

list has been obtained from the sampled banks. Total sample size for study is 800 which includes 

100 respondents (customers) from each bank. In Public Sector Banks State Bank of India, Punjab 

National Bank, Bank of Baroda, Central Bank of India are selected. Among Private Sector Banks 

ICICI Bank and HDFC Bank were chosen for the purpose, and among Foreign Banks the 

customers from HSBC Bank and Citi Bank were approached.  

 

DATA ANALYSIS AND INTERPRETATION 

 

Demographic Profile of Customers:  

Duration  

of Stay  

No. of 

Respondents  Gender  

No. of 

Respondents Occupation 

No. of 

Respondents 

0-2 Years  176 Male  496 Business 112 

2-5 Years  248 Female  304 Salaried Class 232 

5-10 Years  200 Total  800 Self Employed 176 

More than 10 

Years  176 Marital Status  

No. of 

Respondents Retired 144 

Total  800 Married  416 Student 136 

  

Single  384 Total  800 

  

Total  800   

Age  

No. of 

Respondents 

Purpose of 

Relation (MCQ) 

No. of 

Respondents 

Educational 

Qualifications  

No. of 

Respondents 

Less than 25 

Years 120 Saving  336 

Below Secondary 

Level  48 

Between 25-34 

Years  272 Current  208 Secondary Level  144 

Between35-44 

Years  200 Credit Card 224 Graduation 216 

Between 45-54 120 Loan  208 Post Graduation  232 
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Years  

55 Years and 

above  88 Insurance  320 Professional  160 

Total 800 Others  392 Total  800 

  Total  1688   

 

 

Response of the bank customer is as below:- 

S. 

No. 
My Bank / Banks 

Average 

Response 

of  the 

customer, 

Disagree + 

Strongly 

Disagree, 

of  Govt. 

Bank 

SD 

of  the 

customer, 

Disagree + 

Strongly 

Disagree, 

of  Govt. 

Bank 

Average 

Response 

of  the 

customer, 

Disagree + 

Strongly 

Disagree,  

of  Pvt. 

Bank 

SD 

of  the 

customer, 

Disagree 

+ 

Strongly 

Disagree,  

of  Pvt. 

Bank 

Average 

Response 

of  the 

customer, 

Disagree + 

Strongly 

Disagree,  

of  Foreign 

Bank 

SD 

of  the 

customer, 

Disagree + 

Strongly 

Disagree,  

of Foreign 

Bank 

1.  

Use technology to automate 

marketing, sales, and service 

functions 
61.75 5.795113 19.5 4.949747 

13.5 3.535534 

2.  Information systems are 

designed to give comprehensive 

data about all aspects of 

customers, so that they can be 

responsive to us 60.25 8.421203 27 11.31371 

17 1.414214 

3.  Believes that mining data 

intelligently is a source of 

competitive advantage 64.25 8.261356 24 2.828427 

15.5 0.707107 

4.  IT facilitates the management of 

customer relationships. 

 65.5 6.137318 24 9.899495 

15 0 

5.  Shares customer information 

across all points of contact 

 61.75 6.946222 25.5 6.363961 

14.5 3.535534 

6.  Have mechanisms to encode new 

knowledge about our customers 

into formal rules or policies that 

can be shared between bank’s 

participants and bank’s subunits 64.5 8.962886 21.5 2.12132 

13.5 2.12132 
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7.  Continuously maintains and 

monitors customer information 65 8.679478 23.5 12.02082 
17 2.828427 

8.  Databases are dynamic in nature 

and provide comprehensive real-

time information about all 

customers 62 6.377042 24 4.242641 

14.5 2.12132 

9.  Computer technology can help 

create customized offerings to 

customers. 66.5 6.403124 21 5.656854 

14 1.414214 

10.  Has the right hardware and 

software to serve customers. 63 4.320494 23.5 2.12132 
13 1.414214 

 

3.6.1  Use of Technology for CRM – Government Vs. Private Banks:  

The table presents the responses of banking customers regarding the ‘Use of Technology for 

CRM’. The responses clearly indicate that there is a huge difference in opinion of the customers 

regarding ‘Use of Technology for CRM’ of the government banks and private banks. The 

average score of strongly disagreed and disagreed customers for government banks is above 60 

in all cases, rather the average score of strongly disagreed and disagreed customers for private 

banks is below 25 in most of the cases. This shows that private banks devote more attention 

towards „Use of Technology for CRM’ 

To check the significance of the opinions, a null hypothesis has been formulated and student‟s t 

test has been applied to test the hypothesis. The application of hypothesis testing and results are 

as follows:  

Let us consider,  

x=Response of the customer, Disagree + Strongly Disagree, of Govt. Sector Banks. 

y=Response of the customer, Disagree + Strongly Disagree, of Pvt. Sector Banks. 

Here we first setup the null hypothesis: 

H0:  There is no significant difference between the technologies used by govt. and Pvt. Sector 

banks.   

H1:  The technology used by Pvt. Sector banks is better in comparison of govt. Sector banks.   
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> t.test(x,y,var.equal=TRUE) 

Two Sample t-test 

 

data:  x and y  

t = 42.8008, df = 18, p-value < 2.2e-16 

alternative hypothesis: true difference in means is not equal to 0  

 

Variable Mean S.D. 

X 63.45 7.030424 

Y 23.35 6.151829 

 

Here we conclude that the P value is less than 0.01 therefore we have very strong evidence 

against H0. i.e, we reject the null hypothesis hence we accept H1. Rejecting null hypothesis and 

accepting alternative hypothesis states that „The technology used by Pvt. Sector banks is better in 

comparison of govt. Sector banks.   

3.6.2  Use of Technology for CRM – Private Vs. Foreign Banks:  

 

The table presents the responses of banking customers regarding the ‘Use of Technology for 

CRM’. The responses clearly indicate that there is a difference in opinion of the customers 

regarding ‘Use of Technology for CRM’ of the private banks and foreign banks. The average 

score of strongly disagreed and disagreed customers for private banks is above 20 in most of the 

cases, rather the average score of strongly disagreed and disagreed customers for foreign banks is 

about 15 in most of the cases. This shows that private banks devote more attention towards ‘Use 

of Technology for CRM’ 
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To check the significance of the opinions, a null hypothesis has been formulated and student‟s t 

test has been applied to test the hypothesis. The application of hypothesis testing and results are 

as follows:  

 

Let us consider,  

x=Response of the customer, Disagree + Strongly Disagree, of Pvt. Sector Banks. 

y=Response of the customer, Disagree + Strongly Disagree, of Foreign Banks. 

Here we first setup the null hypothesis: 

H0:  There is no significant difference between the technologies used by Pvt. And Foreign 

banks.   

H1:  The technology used by Pvt. Sector banks are better in comparison of Foreign banks.   

> t.test(x,y,var.equal=TRUE) 

Two Sample t-test 

data:  x and y  

t = 10.4762, df = 18, p-value = 4.344e-09 

alternative hypothesis: true difference in means is not equal to 0 

Variable Mean S.D. 

X 23.35 6.151829 

Y 14.75 1.909188 

 

Here we conclude that the P value is less than 0.01 therefore we have very strong evidence 

against H0. i.e, we reject the null hypothesis hence we accept H1. Rejecting null hypothesis and 

accepting alternative hypothesis states that „The technology used by Pvt. Sector banks are better 

in comparison of Foreign banks‟ 

3.6.3 Use of Technology for CRM – Government Vs. Foreign Banks:  
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The table presents the responses of banking customers regarding the ‘Use of Technology for 

CRM’. The responses clearly indicate that there is a huge difference in opinion of the customers 

regarding ‘Use of Technology for CRM’ of the government banks and foreign banks. The 

average score of strongly disagreed and disagreed customers for government banks is above 60 

for all points, rather the average score of strongly disagreed and disagreed customers for foreign 

banks is less than 20 for all points. This shows that foreign banks devote more attention towards 

Use of Technology for CRM.   

To check the significance of the opinions, a null hypothesis has been formulated and student‟s t 

test has been applied to test the hypothesis. The application of hypothesis testing and results are 

as follows:  

Let us consider,  

x=Response of the customer, Disagree + Strongly Disagree, of Govt. Sector Banks. 

y=Response of the customer, Disagree + Strongly Disagree, of Foreign Banks. 

Here we first setup the null hypothesis: 

H0:  There is no significant difference between the technologies used by govt. And Foreign 

banks.   

H1:  The technology used by Foreign Sector banks is better in comparison of govt. Sector 

banks.   

> t.test(x,y,var.equal=TRUE 

Two Sample t-test 

data:  x and y  

t = 63.1056, df = 18, p-value < 2.2e-16 

Alternative hypothesis: true difference in means is not equal to 0 

 

Variable Mean S.D. 
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X 63.45 7.030424 

Y 14.75 1.909188 

 

Here we conclude that the P value is less than 0.01 therefore we have very strong evidence 

against H0. i.e, we reject the null hypothesis hence we accept H1. Rejecting null hypothesis and 

accepting alternative hypothesis states that „The technology used by Foreign Sector banks is 

better in comparison of govt. Sector banks‟.   

 

FINDINGS AND CONCLUSION 

Use of technology is the most contemporary aspect of Customer Relationship Management. It is 

now growing with the pace of 21
st
 century and banking is one of those industries which are 

pioneer in adopting technology.  

Government banks are however adopting the latest technology for services delivery and other 

banking operations but they are the poorest in „Use of Technology for CRM‟. Private Banks are 

far better in this context but Foreign banks are the most adaptive for their customers in designing 

products/ services.   Government Banks will have to work on almost all the aspects of „Use of 

Technology for CRM‟ such as: Use technology to automate marketing, sales, and service 

functions, Information systems are designed to give comprehensive data about all aspects of 

customers, so that they can be responsive to us, Believes that mining data intelligently is a source 

of competitive advantage, IT facilitates the management of customer relationships, Shares 

customer information across all points of contact, Have mechanisms to encode new knowledge 

about our customers into formal rules or policies that can be shared between bank‟s participants 

and bank‟s subunits, Continuously maintains and monitors customer information, Databases are 

dynamic in nature and provide comprehensive real-time information about all customers, 

Computer technology can help create customized offerings to customers and Has the right 

hardware and software to serve customers. Private sector banks and foreign banks about 3-4 and 
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4-5 times better than the government banks respectively in all the points. The difference in 

almost all the points is noticeable.  
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