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ABSTRACT: CRM is an important tool to every Indian banks and is used as a business strategy to create, retaining both
new and existing customers with long term profitability towards banks, and also helps to maintaining sustainable
relationship between banks and customers. This research paper evaluates main CRM factors like Customer acquisition,
Customer value evaluation, Customer Response, Customer knowledge and Customer information systems affecting on
internet banking services. For conducting customer’s survey with 427 customers likert scale based questionnaire was
developed. Collecting data was analysed using principle component using SPSS 20.0. and tools like Percentage analysis,
ANOVAs and Factor analysis used. The results of the ANOVAs study showed that demographical variables significant
different with internet banking services and CRM factors, and CRM factors significant different with internet banking
services, and results of factor analysis indicates that, all factors like Customer acquisition, Customer value evaluation,
Customer Response, Customer knowledge and Customer information systems with their respective dimensions found
significant with internet banking.
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1. INTRODUCTION

Businesses today are using the Internet as a genuine resource for gaining competitive advantage. On-line customization is one
useful customer relationship management strategy adopted by e-businesses to add customer value and improve sales of their
product and services using the Internet. People are inclined to believe those who have similar interests and living habits. In other
words, determining the buying habit of customers on the Internet can benefit both customers and the e-business. From a
customer's point of view, identifying customers with similar e-banking product buying habits may help that customer make their
decision about a new product. On the other hand, knowing the buying habit of customers can help e-business practitioners to
better package their products in an Internet banking environment and design personalized services oriented towards each
individual customer. In recent years the customer relationship management area has usefully employed the data mining
technology for developing customer-centric strategies. Customer relationship management (CRM) is a planned and sustained
interaction with customers to assess their needs through technological platforms. It involves using technology to ascertain the
level of customers’ satisfaction and organise a company response to sales, marketing and customer service . CRM is a customer-
oriented centric that features service response based on the formation of individualized relationships with customers, with the aim
of improving customer satisfaction and maximizing profits; identifying the most profitable customers and providing them the
highest level of service. Customer Relationship Management practices provides a company with the information necessary to
know their customers understand and identify customer needs and effectively build relationships between the company, its
customer base, and distribution partners. CRM s an enterprise wide approach to understanding and influencing customer
behaviour through meaningful communication to improve customer acquisition, customer retention, customer loyalty, and
customer profitability. CRM can be viewed as an application of one-to-one marketing and relationship marketing, responding to
an individual customer on the basis of what the customer says and what else is known about that customer. It is a management
approach that enables organisations to identify, attract, and increase retention of profitable customers by managing relationships
with them , and further identifying strategically significant customers . There are three main elements of CRM strategic
capabilities and they are technology infrastructure, human analytics and business architecture. Strategic capability refers to a
business’ ability to successfully employ competitive strategies that allow it to survive and increase its value over time. Strategic
capability focuses on the organization’s assets, resources and market position, projecting how well it will be able to employ
strategies in the future.

2. REVIEW OF LITERATUR

Customer Relationship Management is commonly perceived as database marketing which focuses on the relationship between
promotional marketing and database management tools. There are numerous definitions of CRM. According to Eckerson et al.,
CRM is the application of technology that interfaces on one to one relationships with customers and a company through
integrating database knowledge with the sustained customer service delivery and customer loyalty. Managing a successful CRM
programme requires an integrated and balanced approach to technology, process, and people. CRM or Customer Relationship
Management is both a process and an initiative that belongs to all the departments of an organisation .
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It shows the comprehensive strategy and process of acquiring, retaining, and partnering with selective customers to create
superior value for the company and the customer. Customer Relationship Management is a term for the methodologies,
technologies and e-commerce capabilities used by the firms to manage customer relationships. CRM involves technology that
applies software packages which aid the interaction between the customer and the organisation, enabling an organisation to co-
ordinate all of the communication efforts so that the customer is presented with a simplified and harmonised information. CRM
coordinates messages and images around a common profile of the customer.

Customer Relationship Management is the strategic process of shaping the interactions between a company and its customers
with the goal of maximizing current and lifetime value of customers for the company as well as maximizing satisfaction for
customers. CRM is the integration and collaboration of different business departments to process and access the customer
information to provide a unified assessment of customer interaction to enhance the quality of service delivery in the company.
CRM can be viewed as an application of one-to-one marketing and relationship marketing, responding to an individual customer
on the basis of what the customer says and what else is known about that customer. It is a management approach that enables
organisations to identify, attract, and increase retention of profitable customers by managing relationships with them and further
identifying strategically significant customers.

3. OBJECTIVES

The present study was conducted based on followings objectives;
e To assess the impact of Internet Banking services on demographical variables of customers?
e Toassess the impact of CRM factors on demographical variables of customers?
e To evaluate and analyze the factors of CRM in Internet banking services?

4. HYPOTHESIS
The following are the hypothesis designed with above objectives

e HO: There is no significant impact of internet banking services on demographical variables of customers.
HO?: There is no significant impact of CRM factors on demographical variables of customers.
HO?: There is no significant impact of CRM factors on internet banking services.

5. RESEARC DESIGN

The study is concerned with the impact of CRM factors on internet banking services based on that source of the data collected
from Primary source of data is collected from the respondents through structured questionnaire and it was in order to collect data
on the factors which affect internet banking services. Secondary data is collected from various Journals, Periodicals such as
Magazines, Business newspapers, and from subject related books and websites. Convenience sampling method is used for the
study, with 427 sample size from the selected area i.e. Hyderabad city. The Data collected from Primary and Secondary sources is
analyzed through descriptive statistics ANOVA and factor analysis. The study covered 427 participants from Hyderabad city,
with the help of appropriate statistical Package like SPSS 20.0.

6. RESULTS
Demographic Variables: The frequency distribution of demographic variables is presented in the following table.
Table-1: Demographical Analysis

Particulars Classification No of Responses Percentage
20-25 95 22.2
26-30 117 274
Age 31-35 115 26.9
36-40 75 17.6
41 and above 25 5.9
Gender Male 296 69.3
Female 131 30.7
e 34 8.0
Intermediate 26 6.1
Education Degree 183 429
Pg degree 121 28.3
PhD and above 63 14.8
Occupation Student 54 12.6
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Govt Employee 96 225
Private Employee 166 38.9
Business 60 14.1
Self Employed 51 11.9
Below 20,000 35 8.2
Monthly 20,001-30,000 143 335
income (in | 30.001 - 40,000 123 28.8
rupees) 40,001-50,000 77 18.0
50,001 and above 49 115
Total n =427 100%

The descriptive analysis of all the demographical variables is shown in the above Table, from that more than 27% of respondents
in the group of 26-30 years and 26% of respondents in the group of 31-35 years, followed by 70% of the respondents belonged
male and 30% of respondents belonged female, and 42% of respondents studied Graduation and with followed 28% of
respondents studied Below Post Graduation, 38% of respondents working as a Private Employees, 22% are the Govt. Employee,
and 33% of respondents earned Rs.20,001-30,000 for month and 28% of respondents earned above Rs. 30,001-40,000
respectively.

ANOVA: It is conducted in order in order to understand whether there is any significant difference in opinions of respondents on
internet banking services and CRM factors, the results are presented in the following table.

e HO": There is no significant impact of internet banking services on demographical variables of customers.
HO?: There is no significant impact of CRM factors on demographical variables of customers.
Table-2: ANOVA with demographical variables

. . Age Gender Education Occupation Income Of Family
S.NO | Dimension - 1 - - -
F Sig. F Sig. F Sig. F Sig. F Sig.
Internet
1 banking 7.658 .000 24.211 .000 7.142 .000 43.814 .000 27.514 .000
services
CRM
2 factors 23.214 .000 18.122 .262 10.641 .000 4.424 .000 16.117 .000

It is evident that from the above table, dimensions like Internet banking services, CRM factors of the F value is found to be
significant, meaning there by there is significant different with demographical variables like age, education, occupation and
income in rupees.

e HO?® There is no significant impact of CRM factors on internet banking services.

Table-3: ANOVA with CRM factors and Internet Banking

S.NO CRM Factors F Sig
1 Customer acquisition 9.946 0.01
2 Customer value evaluation 15.451 0.00
3 Customer response 11.612 0.00
4 Customer knowledge 5.554 0.04
5 Customer information systems 7.624 0.00

It is evident that from the above table, CRM factors like Customer acquisition, Customer value evaluation , Customer response,
Customer response, Customer knowledge and Customer information systems of the F value is found to be significant, meaning
there by there is significant different with Internet banking services, so finally there is significant different with internet banking
service by the CRM factors.

MEASURE THE SAMPLING ADEQUACY

KMO and Bartlett's Test : In order measure the sampling adequacy, KMO and Bartlett's test is conducted . The Kaiser - Meyer-
Olkin Measure of Sampling Adequacy is a statistic that shows the proportion of the variance in the variable that might be caused
the underlying factor. The Kaiser-Meyer-Olkin measure of sampling adequacy tests whether the partial correlations among
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variables are small. High values (close to 1.0) generally indicate that a factor analysis may be useful with data. Bartlett's test of
sphericity tests the hypothesis that correlation matrix is an identity matrix, which would indicate that variables are unrelated.
Small values (less than 0.05) of the significance level indicate that a factor analysis may be useful with data. Table no 2 indicates
that in the present test the Kaiser-Meyer-Olkin (KMO) measure was 0.747. Bartlett’s sphericity test indicating Chi-Square =
707.459, df = 231 with a significance of 0.000.

Table-4: KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 747
Approx. Chi-Square 707.459
Bartlett's Test of Sphericity |df 231
Sig. .000

PRINCIPLE COMPONENT ANALYSIS: The principle component analysis of the data has extracted the communalities for the
different variable and the same is presented in the following table, Extraction communalities are estimates of the variance in each
variable accounted for by the components.

Table- 5: Communalities
Initial Extraction
My bank uses different approaches to attract target customers 1 0.664
Customer My bank provides services to meet my specific requirements 1 0.569
acquisition
quIstt My bank staffs are knowledgeable and possess necessary 1 0673
information on requested services '
My bank always delivers superior service 1 0.652
Customer My bank offers me high quality service 1 0.578
value | enjoy my bank services 1 0.655
evaluation I am confident with the security level of my bank 1 0.771
I can put my trust on any services provided 1 0.647
My bank rapidly responds to my problems, suggestions, and 1 0.669
complaints '
Customer . . .
Response My bank offers me with convenient services 1 0.833
My bank staffs are sufficiently empowered to solve difficult
. 1 0.531
banking problems
My bank’s operating hours are convenient to me 1 0.497
Customer My bank understands my individual needs and circumstances 1 0.621
knowledge
The terms and conditions of my bank are better than others 1 0.677
Electronic bank provides me with a security system to protect my 1 0.724
transaction '
_Customer My bank has modern equipments and technologies 1 0.787
information
systems ATM machines are available at most places 1 0.673
Extraction Method: Principal Component Analysis.

The Communalities indicate the amount of the variance in each variable that is accounted for initial communalities are estimates
of the variance in each variable accounted for by all components of factor. Extraction communalities are estimates of the variance
in each variable accounted for by the factor ( or components) in the factor solution.

In the table above , My bank offers me with convenient services(Customer Response) with 0.833, followed with , My bank has
modern equipments and technologies(Customer information systems) and | am confident with the security level of my bank
(Customer value evaluation) with 0.787, 0.771 respectively. Lowest communality is extracted by My bank’s operating hours are
convenient to me (Customer knowledge) with a communality 0.497.
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Table-6: Total Variance Explained
Component Initial Eigen values Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 1.902 8.644 8.644 1.902 8.644 8.644
2 1.732 7.872 16.516 1,732 7.872 16.516
3 1.628 7.398 23.914 1.628 7.398 23.914
4 1.475 6.704 30.618 1.475 6.704 30.618
5 1.420 6.455 37.073 1.420 6.455 37.073
6 1.263 5.739 42.812 1.263 5.739 42.812
7 1.135 5.160 47.973 1.135 5.160 47.973
8 1.038 4.719 52.691 1.038 4,719 52.691
9 1.026 4.665 57.356 1.026 4.665 57.356
10 .978 4.445 61.801
11 .925 4.206 66.007
12 .889 4.041 70.049
13 .814 3.699 73.747
14 .795 3.612 77.359
15 .760 3.454 80.813
16 .709 3.221 84.035
17 .695 3.161 87.195
18 .631 2.867 90.062
19 .623 2.832 92.894
20 .564 2.564 95.458
21 534 2.425 97.883
22 466 2.117 100.000
Extraction Method: Principal Component Analysis.

This table shows the actual factors that were extracted . First Factor explains the variance in the dependent variable to an extant
8.644, followed by second , third and fourth factors with 7.872, 7.398, and 6.704 respectively thus, 9" factor are explaining the
cumulative variance in the Dependent variable to an extant of 57.4 %. The same is expressed in the Scree plot.

Figure-1: Scree Plot
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Table-7:Component Matrix®

Dimensions Component
1 2 3 4 5 6 7 8 9

My bank uses different approachesto | a6 | 354 | _0g3 | 135 | .406 266 -.295 -131 -.008
attract target customers
My bank provides services to meet | 27 |\ 575 | g7 | -253 | 133 | -303 | .068 440 -141
my specific requirements
My bank staffs are knowledgeable
and possess necessary information on | -.037 484 -.085 -.249 110 .047 452 .061 -.214
requested services
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S'\Q?’V?fe”k always delivers superior 524 | -032 | 104 | 323 | 231 | -272 | -.007 121 -096
S'\QE’VE’;”" offers me high quality 469 | 114 | 492 | 356 | .196 093 | -.018 -127 072
I enjoy my bank services .370 .061 -.094 -.017 -.163 456 .359 -.031 201
| am confident with the security level | - 5p5 | g95 | 056 | 131 | 191 | 226 | 436 | -246 -170
of my bank

| can put my trust on any services 453 | 042 | 216 | 473 | .082 099 | -.164 134 093
provided

My bank rapidly responds to my

problems, suggestions, and -.281 375 -.304 210 319 .103 -.042 .024 313
complaints

My bank offers me with convenient | ye9 | 156 | .149 | -075 | -223 | 445 | -100 | 344 536
Services

My bank staffs are sufficiently

empowered to solve difficult banking | -.248 270 -.090 272 276 .239 -.148 -.048 -.238
problems

My bank’s operating hours are -348 | -148 | -008 | .034 | .218 064 000 -.382 235
convenient to me

My bank understands my individual | 09 | 367 | 100 | 038 | -303 | 353 | -202 211 -359
needs and circumstances

The terms and conditions of my bank

ate better than others -160 | -205 | -154 | 477 | -419 | -143 153 -.188 -.078
Electronic bank provides me with a

security system to protect my 122 -.051 292 -.416 504 -.161 .059 -.007 .253
transaction

My bank has modern equipmentsand | 515 | 315 | .17 | 443 | -073 | -317 | .126 353 273
technologies

Slé\é'sma"h'”es areavailableatmost | - gge | 045 | 018 | -272 | -041 | 136 | -560 | -.007 117

Extraction Method: Principal Component Analysis.

a. 9 components extracted.

The principal component analysis has been extracted for 9 factors. The 1st factor includes the variable like "My bank always
delivers superior service" and so on, followed with 2nd factor includes the variables like My bank staffs are knowledgeable and
possess necessary information on requested services, 3rd factor includes variable like. My bank offers me high quality service, 4th
factor includes the variables like The terms and conditions of my bank are better than others, 5th factor includes the variables like
Electronic bank provides me with a security system to protect my transaction, 6th factor includes variable like | enjoy my bank
services, 7th factor includes variable like My bank provides services to meet my specific requirements, 8th factor includes
variable like My bank provides services to meet my specific requirements and 9th factor includes the variables like My bank
offers me with convenient services.
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8. CONCLUSION

The present paper attempts to examine a contributions of various dimensions of CRM towards Internet banking services. Bank
peoples are to achieve their goals with help of customer relations for sustaining and attracting new customers and retaining the
existing customers. There are three two major objective and data collected with through questionnaire. It was analysed by the
percentages, ANOVAs, and Factor analysis. As per the results 27% of respondents in the group of 26-30 years and 26% of
respondents in the group of 31-35 years, followed by 70% of the respondents belonged male and 30% of respondents belonged
female, and 42% of respondents studied Graduation and with followed 28% of respondents studied Below Post Graduation, 38%
of respondents working as a Private Employees, 22% are the Govt. Employee, and 33% of respondents earned Rs.20,001-30,000
for month and 28% of respondents earned above Rs. 30,001-40,000, followed with the results of the ANOVAs showed that
demographical variables significant different with internet banking services and CRM factors, and CRM factors significant
different with internet banking services, and results of factor analysis indicates that, all factors like Customer acquisition,
Customer value evaluation, Customer Response, Customer knowledge and Customer information systems with their respective
dimensions found significant with internet banking.
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