
Customer Relationship Management in Service Sectors with 
Special Reference to Banks in Dindigul District 

Dr. S.Amutha, 1 

1Assistant Professor and  Head,  
PG Department of Commerce, G.T.N Arts College, Dindigul. 

E-Mail:sundaramamutha47@ gmail.com     

 

Abstract: Customer Relationship Management has become the critical issue of Service 
Business competition.  How to provide the service with excellent quality and ensure 
customer satisfaction is the most important effort for the service business.  It is necessary 
for the Service Institutions to identify the real phase of customer retention and rationale 
behind the strategy of customer relationship management.  Banking Sector is one of the 
major Financial Service Sector and the Indian banking industry has undergone many 
changes in both its customer-centric strategy as well as in technology usage to satisfy 
customer and retain them as their loyal customer.  And also the banks changed their 
objective from product-centric approach to the customer-centric approach. The aim of 
implementing CRM essentially dwells on the achievement of a better understanding of the 
customers in order to develop closer relationships with the bank’s most desirable 
customers, and derive business growth.   In this paper, an attempt is made to analyse the 
Socio Economic Factors of the customers and its influence in their Perception Level of  
CRM  and  impact of CRM on Service Quality of banks and Customer Satisfaction. This 
study takes a look at the status of CRM in major Public and Private Sector Banks 
operating in Dindigul District.  The data  analysis is made by  calculating Percentage, 
Mean and Standard Deviation and by applying Chi-square and t’test,  to test the 
significance of the results wherever it is considered to be necessary. Hence, CRM is an 
inevitable tool of Services marketing that can be considered as Critical Responsibility of 
Market with regard to Banks. 

Keywords : Customer Relationship Management(CRM), Banking Sector, Service 
Quality, Customer Retention 

1. Introduction  

Banking Sector is one of the most important Financial Sector that is playing a vital role 
in the Economic development of our country.  Banking is the intermediation mechanism 
between savers and investors of capital. Banks are being segregated into different groups.  
Each group has their own dedicated target market customers.  A landmark was registered 
in the Indian Banking Sector when major banks were nationalized in 1969 and 1980. 
Customer is the Pivot around them every organization could revolve. Banks are not an 
exceptional one. Today’s Customer and his expectations are varied and diverse. 
Demographic shifts in terms of life-style aspirations are changing the profile of the 
customer. The biggest opportunity for the Indian Banking System today is the customer 
who represents a market for a wide range of products and services such as a bank account, 
a finance for his house, a vehicle loan for his car, a credit card for ongoing purchases, a 
long term investment plan, a pension plan for his retirement, a life insurance policy,   the 
possibilities are endless.  In Traditional Banking, the customer has to visit the bank 
branches in person to perform basic banking operations. Today, banking operations are 
carried through Electronic ways and means simply called E-banking.   Thus the varied 
requirements of customers  and a large number  of banks in the market forces banks to use 
different system and strategies in order to keep their customers.  CRM is not only a 
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strategy but a day- to -day philosophy of banks.  Banks in addition to maximizing profit 
they aim to create a stable and long lasting relationship by identifying their customer’s 
order of preferences. 

2. Literature Review 

Yogita Narang et al. (2011) in their study expressed the perception of customers 
regarding the Impact of CRM in Service Quality and Customer Retention. They 
conducted their study from Ten Private Sector Banks in Delhi.  Monal Deshmuk (2012), 
in her research paper pointed out that the basis of CRM implementation and the paper 
aims to determine the effectiveness of CRM Implementation on customer satisfaction and 
apparent business conductance. Dinesh D.Bhakkad  (2013) stated in his paper, a customer 
service model for Bank, and explains  the key concepts and frameworks of customer 
relationship management in banking sector, by using secondary data collected from 
internet and books.   The scope of his study is restricted to analyse of the CRM and 
develops a Customer Service Model for Bank.   And banks are realizing that CRM is the 
magic bullet that helps financial institutions to build stronger and more profitable 
relationships.   He concluded that banks can deliver to customers by having a concise and 
precise ways of doing things through effective of CRM rather than focusing on 
developing product strategies.  

 Manol Simo Mardalena Bregasi (2013) expressed the positive and negative aspects of 
implementation of Customer Relationship Management in the Albania Banking System 
based on empirical analysis of results obtained through questionnaire.  In the first 
category employees were presented to 23 statements on different CRM issues and they 
were asked to give their opinion and remaining two questionnaire related to CRM Models 
and Processes and CRM Implementation issues of seven banks in the city of Tirana and 
conclude that the study shows encouraging levels of the use of CRM but employee 
resultants are discussed taking in consideration some limits. 

Jelena Cvijovic et.al (2017) expressed in their paper that the identification of the 
characteristics of the Modern approach to customer relationship management and factors 
influence its successful implementation, in order to achieve long-term and mutually 
beneficial relations between banks and banking products and service users.   

3.  Statement of The Problem 

To-day, Service market competition becomes keen.  Banks should have to utilize the 
effective tool for enhancing the customer relations, good quality of services, Product 
offerings, to sustain market competitiveness and long term profitability. Banks need to 
devote themselves to attract new customers and also to retain existing customers, 
enhancing Customer loyalty.  Thus the banks are constrained to find a mix between new 
customer acquisitions to prevention of default.    

These systems are typically dependent on the development of data mining systems and 
better understanding of the customers through a right strategy to determine the better 
customers whose default is lower. Globalization, Liberalization, Banking Sector Reforms 
and the entry of foreign banks and setting up of many private sector banks, there is an 
increased competition in the banking sector. To attain a competitive advantage, the 
objective of the banks has to shift from the mere product-centric approach to the 
Relationship Centric approach.  The above outlook have triggered the concept of 
Relationship Management in the banking industry. Thus the current study made an 
attempt to analyse the Perception Level of CRM of Public and Private Sector Banks under 
the influence of Socio Economic Factors and also to compare the Service Quality 
Enhancement through CRM of Public and Private Sector Banks in Dindigul District.  
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4. OBJECTIVES OF THE STUDY 

[1] To explore the CRM concepts in Banking Sector.  
[2] To analyze perception of CRM in Public and Private Sector Banks under the 

influence of Socio economic factors. 
[3] To Compare the Service Quality through CRM and Satisfaction of Customers in 

Public and Private Sector Banks. 

5. Scope of the Study 

The study is limited to  Dindigul District.  There are  Totally 26 Public and Private 
Sector Banks having  the total of 199 bank branches excluding Co-operative and Foreign 
Banks. There was 16  Public Sector Banks having 149  branches , 10  Private Sector 
Banks having  50 branches. On the basis of number of branches, amount of deposits and 
advances, four banks have been selected. SBI, Canara Bank, being the Public Sector 
Banks, and TMB being old Private Sector Bank,  ICICI being the new Private Sector 
Bank.  

6. Profile of Selected Banks 

SBI is the largest banking and financial services company in India by revenue, assets 
and market capitalization.   SBI provides a range of banking products through its vast 
network of branches in India and overseas, including products aimed at non-resident 
Indians (NRIs). SBI occupied the first place in the  banking information technology  
carrying all applications, such as the telephone network, Internet Banking and ATM 
network at convenient places which plays a significant role not only for the growth of the 
industry but also for survival of banks in an era of the 21st century, which is full of 
competition. 

Canara Bank widely known for customer centricity, Canara Bank was founded by Shri 
Ammembal Subba Rao Pai, a great visionary and philanthropist, in July 1906, at 
Mangalore, then a small port town in Karnataka. The Bank has gone through the various 
phases of its growth route over hundred years of its existence. Growth of Canara Bank 
was phenomenal, especially after nationalization in the year 1969, attaining the status of a 
national level player in terms of geographical reach and clientele segments. Sound 
founding principles, enlightened leadership, unique work culture and remarkable 
adaptability to changing banking environment have enabled Canara Bank to be a frontline 
banking institution of global standards. 

The history of Tamilnad Mercantile Bank Ltd., then Nadar Bank Ltd., dates back to 
1921. At TMB, the quest to expand and go global has increased their appetite for 
expansion and resulted in setting high but practical growth targets in the recent years.   
Having the prime mover advantage in technology up gradation it has been easy for the 
bank to scale new heights in business volumes and also ensure 100% customer 
satisfaction.   

ICICI Bank was originally promoted in 1994 by ICICI Limited, an Indian financial 
institution, and was its wholly-owned subsidiary. ICICI Bank has been awarded the 
following titles under The Asset Triple A Country Awards for 2009,  Best Transaction 
Bank in India, Best Trade Finance Bank in India, Best Cash Management Bank in India, 
Best Domestic Custodian in India, ICICI Bank wins World Finance 2009 Banking 
Awards for Best NRI Services Bank.   
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7. Methodology 

The current study based on both primary and secondary data.  Primary data have been 
collected from 100 Public Sector Bank Customers and 100 Private Sector Bank 
Customers equally selected by convenience sampling method. Secondary data have been 
collected from Books, Annual Reports, Journals, Lead Bank Report and Websites. The 
level of perception has been determined by the Score Values calculated for 36 statements 
which associated with CRM by adopting Likert’s five point scale. To study the Perception 
into high, medium and low, Mean and Standard Deviation has been applied. To analyse 
the perception of CRM under the influence of Socio-Economic factors Chi-Square Test 
has been applied. To analyse the relative share of service quality through CRM, Simple 
Percentage analysis has been applied. And to analyse the Service Quality difference 
category wise  t test  has been applied. 

8.  Data Analysis and Interpretation 

 Perception level of CRM under the Influence of Socio-Economic Factors 

The level of perception has been determined by the Score Values calculated for 36 
statements which associated with CRM by adopting scaling technique, viz., Likert’s five 
point scale.  The responses received for each statement in the schedule have been scored.  
To secure the total perception score for the respondents, five points are given for ‘Always 
True’, four points are given for ‘Mostly True’, three points are given for ‘Sometimes 
True’, two points are given for ‘Rarely True’, and one point for ‘Not at all True’ 
responses.  Thus the total Perception Score of a respondent is obtained by adding up 
scores of all the 36 statements.  The level of perception has been classified into three 
categories such as, Low level, Medium level, and High level perception for analytical 
purposes. The Score values   ≥ X + S.D and the Score values ≤ X – S.D have been 
classified as high level of perception and low level of perception, respectively.  The Score 
Values between X + S.D and  X-S.D  have been classified as Medium level of perception.  
X  and S.D are arithmetic mean and Standard Deviation calculated from the score value of 
200 respondents.  The calculated value of Chi-square is measured with the table value of 
Chi-square for given level of significance usually at 5 per cent level .   If at the stated 
level, the calculated value is less than the table value,  the null hypothesis is accepted and 
otherwise it is rejected. 

Table 1. Perception Level of Customer Relationship Management 

Level 
Public 

Sector Bank 
Customers 

Private 
Sector Bank 
Customers 

Total Percentage 

High 18 10 28 14 
Medium 65 76 141 71 

Low 17 14 31 16 
Total 100 100 200 100 

Source: Primary Data 

The above Table shows that out of 200 respondents of Public and Private Sector Bank 
– 14% respondents are having High level perception, 71% respondents are having 
Medium level perception and 16% respondents are having Low level perception. Thus the 
analysis reveals that the majority of the Bank customers have only medium level of 
perception towards customer relationship management and to know the influence of socio 
economic factors in the level of perception towards customer relationship management, 
six factors have been included such as age, sex, education, occupation, income and 
residential area of customers and a null hypothesis has been formulated as follows:  

International Journal of Scientific Research and Review

Volume 8, Issue 1, 2019

ISSN NO: 2279-543X

Page No: 412



Ho = There is no significant relationship between the socio economic factors and the 
perception level towards Customer Relationship Management. 

 

 

Table 2.  Perception Level of CRM -Socio Economic Factor wise 

 Public Sector Bank Customers 
Private Sector Bank 

Customers 

 High Med Low Total High Med Low Total 

Age 

Below 25 3 13 3 19 2 2 1 5 

25 - 35 9 25 7 41 1 43 8 52 

35 - 45 1 11 1 13 3 20 0 23 

45 - 55 1 8 4 13 2 7 5 14 

Above 55 4 8 2 14 2 4 0 6 

Total 18 65 17 100 10 76 14 100 

Sex 

Male 12 52 16 80 6 58 10 74 

Female 6 13 1 20 4 18 4 26 

Total 18 65 17 100 10 76 14 100 

Education 

Up to SSLC 2 15 3 20 1 12 0 13 

H Sc 1 5 2 8 4 9 5 18 

Tech. and 
Diploma 

1 16 5 22 0 4 0 4 

Degree 14 26 7 47 5 40 9 54 

Illiterate 0 2 0 2 0 6 0 6 

Others 0 1 0 1 0 5 0 5 

Total 18 65 17 100 10 76 14 100 

Occupation 

Govt.Employee 0 7 3 10 1 1 2 4 

Pvt.Employee 8 34 8 50 4 48 5 57 

Business 7 7 0 14 5 16 1 22 

Agricultural 1 2 0 3 0 4 0 4 

Professional 1 7 3 11 0 6 2 8 

Others 1 8 3 12 0 1 4 5 

Total 18 65 17 100 10 76 14 100 

Income 

Less than 15000 10 33 12 55 1 42 7 50 

15001 - 30000 1 28 3 32 4 27 7 38 
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30001 - 45000 0 1 2 3 0 5 0 5 

45001 - 60000 0 1 0 1 0 1 0 1 

Above 60000 7 2 0 9 5 1 0 6 

Total 18 65 17 100 10 76 14 100 

Area 

Rural 8 27 3 38 1 23 7 31 

Urban 10 38 14 62 9 53 7 69 

Total 18 65 17 100 10 76 14 100 

Source: Primary Data 

Out of 100 respondents of Public Sector Banks and 100 respondents of  Private Sector 
banks, Maximum 41, Maximum 52, belong to the age group between 25-35 years.  Out of 
100 respondents from Public Sector Banks, 80 are Male, and 20 are Female. In case of 
Private Sector Banks, out of 100 respondents, 74 are Male and 26 are Female. Out of 100 
respondents of Public Sector Banks, maximum of 47, in Private Sector Banks, maximum 
of 54 are Degree holders.  Out of 100 respondents of Public and  100 respondents of 
Private Sector Banks, maximum 50  and maximum 57 are Private employees.  Out of 100 
Public Sector Bank respondents, maximum of 55, Out of 100 Private Sector Bank 
respondents, maximum of 50 are belonging to the category of income earners  Rs.15000/- 
to 30,000/- per month.  Out of 100 Public Sector Banks, 62 are from Urban, and 38 are 
from Rural and in case of Private Sector Banks, out of 100 respondents, 69 are from 
Urban and 31 are from Rural area. 

Regarding the influence of six socio economic variables of the customers, the Chi 
Square Test has been applied and the result at 5% significant level shows that for every  
factor - Age, Sex, Education, Occupation, Monthly Income and  Residential Area , the 
calculated value (38.18,9.87,26.13,45.64,73.87 and 9.39) is more than the table value 
(15.5,5.99,18.3,18.3,15.5 and 5.99) and hence the null hypothesis is rejected.  Therefore, 
it could be inferred that all Socio Economic Factors - Age, Sex, Education, Occupation, 
Monthly Income, and Residential Area influence the level of perception of the respondent 
towards Customer Relationship Management.   Thus it is concluded that the Socio 
Economic Factors of the customers influence the level of perception towards Customer 
Relationship Management. 

Comparison of Service Quality Factors and Customers Satisfaction Level 

An attempt has been made to examine the perceived level of service quality through 
CRM and the level of satisfaction of the customers based on five categories, such as 
Tangibility ,  Reliability, Responsiveness, Assurance, Empathy.  Analysis has been done 
by taking into consideration the customer’s perceived level of service quality for all four 
banks in five broad categories with the help of scoring technique, measured on Likert’s 
Five Point Scale. Customer’s perceived level of service quality through CRM indicates 
the extent of customer’s satisfaction as experienced by them on each of the five categories 
by using Average and Percentage analysis to know the order of importance to be given by 
the banks to fulfill the customer’s expectations which leads to satisfaction.  And a 
comparative analysis has been made to know the significant difference between Public 
and Private Sector Banks in terms of CRM in service quality and level of satisfaction, by 
using t test. 
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Table 3.   Perceived Level of Service Quality in All Banks: All Categories 

 
  

  
Public Sector 

Banks 
Private Sector 

Banks 

Sl.N
o. 

 
Categories 

Total 
Sam
ple 
Size 

Avera
ge Score 

Percent
age 

Avera
ge Score 

Percent
age 

01 Tangibility 200 3.71 20.20 3.85 19.63 

02 Reliability 200 3.83 20.88 3.95 20.11 

03 
Responsiven

ess 
200 3.48 18.99 3.80 19.35 

04 Assurance 200 3.75 20.44 4.05 20.65 

05 Empathy 200 3.58 19.49 3.98 20.26 

 Total  18.34 100.00 19.63 100.00 

Source: Primary Data 

The above table shows that the Average Score and Percentage of Public and Private 
Sector Bank’s  Service Quality Category wise. Service Quality analysis has been made to 
know the significance difference in the level of quality of services provided between the 
public sector banks and private sector banks by taking into consideration the perceived 
satisfaction scores on Service Quality Factors.   

The relative influence of individual category on the overall score is estimated by using 
t test, by comparing the mean values of public sector banks and private sector banks 
category wise. 

 

X1   = Mean of the first sample, X2   = Mean of the second sample, n1    = number of 
observations in the first sample, n2    =  number of observations in the second sample, S= 
Combined Standard Deviation. If they were identified as significant, then it would have 
serious implications on the part of the selected banks in terms of their future progress and 
growth.  For this purpose, the null hypotheses have been framed for the purpose of testing 
the relationship.  

H0 = There is no significant difference in service quality of Public Sector Banks and 
Private Sector Banks. 

Table 7.4 Comparison of Service Quality Factors and Customers  

satisfaction Level 

 
Identified Factors 

Mean Score 
Public Sector 

Bank 
Private 

Sector Bank 
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Customers Customer 
I.TANGIBILITY 

Visually appealing facilities 
4.21 

 
4.19 

 

Comfortable Seats for waiting 
3.99 

 
4.18 

 

Convenient Parking Facilities 
3.54 

 
3.48 

 
Easy accessible communication 

network 
3.88 

 
4.10 

 

ATM facility at convenient places 
3.83 

 
4.18 

 

Materials offered with services 
3.67 

 
3.77 

 

Modern Technology based services 
3.71 

 
4.08 

 

Proper Sign boards 
3.80 

 
3.81 

 

Appropriate E- Channels 
3.29 

 
3.64 

 

Demo-fare regarding E-Channel 
3.23 

 
3.49 

 

Proper Safety Measures 
3.63 

 
3.71 

 
II. RELIABILITY 

Performance service right at first time 
4.14 

 
4.39 

 
Provides Accurate and Reliable 

information 
4.03 

 
4.23 

 
Performs the services at the time as 

promised 
3.65 

 
4.09 

 

Quick collection of cheque, draft 
3.98 

 
4.00 

 
Speedy Money Transfer and Mail 

Transfer 
3.93 

 
3.93 

 

Accurate and Error free records 
4.22 

 
3.95 

 
Quick redresses of customer 
grievances and complaints 

3.53 
 

3.53 
 

Abides by its promises of Quality and 
delivery 

3.53 
 

3.88 
 

Provides Loan assistance with 
minimum formalities 

3.48 
 

3.51 
 

III. RESPONSIVENESS 

Employees gives prompt service 
3.96 

 
4.04 

 
Security personnel is cordial with 

customers 
3.83 

 
3.95 

 
Employees show sincere interest in 

solving customer problems 
3.63 

 
4.23 

 

Employees are always willing to help 
3.55 

 
3.98 

 
Bank well informed the customers 3.24 3.71 
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about change in the rate of interest, 
innovative services. 

  

Bank conducts customer contact 
programmes periodically 

2.71 
 

2.86 
 

IV.  ASSURANCE 
Employees are sharp in understanding 

the queries 
3.65 

4.00 
 

Behavior of employees instills 
confidence 

3.78 
 

4.14 
 

Trust Worthiness and Confidentiality 
3.98 

 
4.10 

 
Creates feeling of safety while doing 

the transaction 
3.60 

 
3.93 

 
V.  EMPATHY 

Employees give an individual attention 
3.67 

 
4.04 

 
Employees responding customers 

caringly 
3.59 

 
3.97 

 
Bank understands the specific needs of 

the customers 
3.69 

 
3.94 

 

Convenient Business Hours 
3.84 

 
3.98 

 

Bank feels customers are the real asset 
3.40 
 

3.95 
 

Always having customers best interest 
at heart 

3.28 
 

3.98 
 

Source: Primary Data 

The t test was applied and calculated value presented in the above table  at 5% 
significant level, it implies that “there is no significant difference between Public Sector 
Banks and Private Sector Banks regarding Tangibility and Reliability factors as calculated 
value is less than the Critical Value the null hypothesis is accepted”. Regarding 
Responsiveness, Assurance and Empathy factors as calculated value is more than the  
Critical  Value, the null hypothesis is rejected and  concluded that Quality of 
Responsiveness, Assurance and Empathy is higher in the Private Sector banks while 
compared with Public Sector Banks”.   

The CRM in service quality comparison between Public Sector Banks and Private 
Sector Banks, the analysis concludes that there is no significant difference between Public 
Sector Banks and Private Sector Banks regarding Service Quality through CRM in the 
Category ‘Tangibility’ and ‘Reliability’ factors.   Thus the level of satisfaction regarding 
these two categories there was more or less equal score between Public and Private Sector 
Banks. 

 But there is  a significant difference between Public Sector Banks and Privates Sector 
Banks regarding Service Quality through CRM in the Category ‘Responsiveness’, 
‘Assurance’, ‘Empathy’ factors.  Thus the level of satisfaction regarding these three 
categories there was highest score in Private Sector Banks rather than Public Sector 
Banks.  
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9. Findings 

[1] Based on the selected Public Sector Banks profile, SBI occupied the first place in the 
banking information technology carrying all applications, such as the telephone 
network, Internet Banking and ATM network at convenient places which plays a 
significant role not only for the growth of the industry but also for survival of banks 
in an era of the 21st century, which is full of competition.   

[2] Canara Bank also occupies a premier position in the Indian banks.  With an unbroken 
record of profits since its inception,  Canara Bank has several firsts to its credit. These 
include Launching of Inter-City ATM Network, Obtaining ISO Certification for a 
Branch, Articulation of ‘Good Banking’ – Bank’s Citizen Charter, Commissioning of 
Exclusive Mahila Banking Branch, Launching of Exclusive Subsidiary for IT 
Consultancy, Issuing credit card for farmers, Providing Agricultural Consultancy 
Services. 

[3] Based on the profile of Private Sector Banks,  TMB increased their appetite for 
expansion and resulted in setting high but practical growth targets in the recent years.   
Having the prime mover advantage in technology up gradation it has been easy for the 
bank to scale new heights in business volumes. 

[4] ICICI Bank offers a wide range of banking products and financial services to 
corporate and retail customers through a variety of delivery channels and through its 
specialized subsidiaries in the areas of investment banking, life and non-life 
insurance, venture capital and asset management. 

[5] From the analysis it could be inferred that all Socio Economic  Factors Age, Sex, 
Education, Occupation, Monthly Income, Residential Area influence the level of 
perception of  both Public and Private Sector Bank customers towards Customer 
Relationship Management.    

[6] From the discussion it is identified that there is no variation in Service Quality  
through CRM in the category  of  ‘Tangibility’ and ‘Reliability’ between Public and 
Private Sector Banks, but there is a significant difference in Service Quality through 
CRM in the category of ‘Assurance’, ‘Responsiveness’ and ‘Empathy’ between  
Public and Private sector banks.  

10. Suggestions 

[1] Public Sector Banks should ensure Individual Value to the customers, and the 
employees of the banks must be committed to ensure cordial relationship with the 
customers.  

[2] Old Private Sector Banks should invest more in Technology up gradation and 
Infrastructure which is the base for effective CRM. 

[3] As most of the customers of Public and Private Sector Banks are still unaware of 
applications of Technology and E- channel, all the banks should conduct a Demo-fare 
programme for the customers.  

[4] 4. Both Public and Private Sector Banks have to conduct periodical effective meeting 
to know customers expectations   and   existing discrepancies which ensures a good 
customer relationship. 

[5] The banks should also scientifically evaluate the various factors associated with the 
practice of CRM strategy in order to find out the most appropriate tools, technologies 
and techniques which would deliver services to ensure high satisfaction of the 
customers. 

[6] And to build customer’s confidence in electronic banking facilities, security should be 
ensured through the adoption of proper infrastructure.   

[7] As per Tangibility and Reliability categories, both Public and Private Sector Banks 
should familiarize the customers to new environment by demo version of software on 
bank’s website.  It will enable the users to give suggestions for improvement, which 
can be incorporated in later versions wherever feasible.  
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[8] Create suggestion box to elicit the views and suggestion from their employees who 
have the direct contact with the customers. 

[9] Both Public and Private Sector Banks should conduct periodical customer contact 
programmes and understand their customer’s grievances which ensure the feeling of 
security among the customers.  

11. Conclusion 

The findings of the study lead to the conclusion that Public and Private Sector banks in 
Dindigul District are using to a much greater extent the CRM  and all the Banks  are able 
to convince their customers on their CRM initiatives a techno-based strategy. Various 
CRM initiates and dimensions measured in this study, report a favorable response 
especially in Private Sector Banks which have been quite innovative and building good 
relations with their customers. At the same time, after nationalization of commercial 
banks in India, the Public Sector Banks are overburdened with social responsibilities. 
Technology helps to have 24 hours day banking, all seven days in a week. Tele banking, 
Internet banking and E-banking have opened new business potentials and opportunities.  
Banks need to invest furthermore in technology in order to retain customers.  And new 
services should be constantly introduced to ensure the growth of the Banks and to be 
competitive in the market and to keep up the enthusiasm of the employees and customers 
of the banks. As online and internet banking became more widely accepted by customer, 
Click and Brick seems to be the right model for the success of Commercial banks in our 
country.  
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