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ABSTRACT

CRM is the emerging area to be concentrated by ipgntompanies. The researchers analyzed the peocept
employee respondents towards CRM practices in thenew generation private banks in Pondicherry oggi The
researchers collected primary data from 66 samptgleyee respondents through the questionnaire. rékearcher
applied a simple percentage, mean and regressi@fyais as statistical tools. The study found tiheré was a positive
perception of employee respondents towards CRMtipescfollowed in the selected new generation peivaanks as
shown by the result of the mean score (3.12). hiiqudar, the respondents have a higher percepterel (3.35) towards
customer interaction management practices, on tiherohand, the respondents have a lower perceptimre (2.94)
towards ‘customized services'. It was also founak there was a moderate correlation (0.607) betwtenperception
levels of the employee respondents towards CRMipescadopted in the new generation private banid the selected
demographical variables. The demographical varialgender, educational qualification and years gfeience have no
significant effect on the respondents’ perceptievel towards CRM practices. Further, age, monthlllary and years of
experience have a significant effect on the respotal perception level towards CRM practices addpte the new

generation private banks.
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INTRODUCTION

Banks are the backbone of the economy they chamentile savings of people towards industrial devakqt by
providing loans to industries. Before 90s banksewarthe hands of government as public sector bdnkbe early 1990s,
the Government of India brought changes to itsenuc policy and liberalized the economy, permittetl licensing a
small number of private banks. These came to bevikras New Generation Banks. These steps led theoegoof the
country to grow further, revitalized the bankingtse in India, which has seen rapid growth wittosgy contribution from
all the three sectors of banks, namely, governranks, private banks, and foreign banks. Since phieate sector banks
are started to grow and become tough competitomationalized banks by way of providing innovath@nking services
and introducing new technologies and better custa®mevices. Maintenance of good customer relatipnstanagement is

essential in the present scenario. Both publicoseantd private sector banks try to have good CR&ttmes in order to
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retain existing customers and attract new custornefsecome a market leader in the banking sectew ieneration
private banks have greater challenges to starlteimtarket. This is possible through good CRM pcasti the researchers
have made an attempt to study the perception oéthgloyee respondents in the selected new genernatigate sector

banks.

REVIEW OF LITERATURE

Renuga and Durga (2016) in their study found thBMCin the Indian banking sector as a multidimenalon
construct comprising of factors namely organizaglostructure and customer support, service qudlitst, technology,
personalization, and market orientation, etc. Theifigs validated that CRM was a multidimensioratgtruct and serves
as a success factor for business performance. AaugR017) revealed that 34 per cent of the respotyd were
dissatisfied with the number of transactions alldweg the bank by using ATM services. 40 per certhefrespondents is
highly satisfied with the quality of notes by usiAgM. Majority of the respondents accepted aboutvemient location of
ATM services. Jamunarani and Sharmila (2017) fotlmad customers of the HDFC Bank and rural customenre more
satisfied with the customer relationship managenpeattices. The study suggested that new generativate banks
must focus customer initiatives and drive towardial-balanced customer-focused model to exploitgheential of its
most valuable customers. Ashok Kumar, Mathivanash Rrabhakar (2017) found that the approach of CRN6BI and
other nationalized banks were to some extent skmeas asserted that the background of both bamlsd as a big cause
for reaching the top CRM. Abdulla Al-Towfiq Hasa20(L8) revealed that City Bank has adopted CRMaitiités in their
way to deliver superior customer experience. Biiil, ;1 some places, their CRM initiatives needle upgraded and
advanced accordingly with respect to banks like BEEank and BNP Paribas and ICICI Bank. Jadhav (R€dughd that
that processes of PNB have been rated as mosteaisteentric compared to SBI, HDFC Bank, ICICI Bamid BOM by

the customers.

STATEMENT OF THE PROBLEM
Objectives

The study was done with the following objectives.

e To study the perception of employee respondentaradsvCRM practices in the selected new generativatp

banks in the study area.

* To study the relationship between demographicalalsbes and perception of employee respondents tsvar

CRM practices in the selected new generation pribanks in the study area.

METHODOLOGY

The researchers analyzed the perception of empl@smndents towards CRM practices in the new géner
private banks in Pondicherry region, namely, HDF&hB ICICI Bank, Axis Bank, Yes Bank, Kotak MahiadBank, and
Indusind Bank. The study is done based on primatg.drhe researcher collected primary data froreasfiple employee
respondents in Puducherry and Karaikal regions@astudy area. A wells structured questionnaire weasl to collect the
data. A total number of branches selected for thdyswas 18. The researcher applied a simple pergenmean and

regression analysis as statistical tools.
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RESULTS AND DISCUSSIONS

The study has been done to analyze the perceptithie @mployee respondents towards CRM practicésafed
in selected new generation private sector bankihénstudy area. The results of perception level #edrelationship
between demographical profile and a perceptionl lef/¢he respondents are presented in this pathefresearch work.

Table 1 gives the results of perception of emplagspondents towards CRM practices in the selquigdte banks.

Table 1: Perception of Respondents towards CRM Praices in Selected Banks

Level of Acceptance
=9 () o) o o >0 Mean
CRM Practices 20 o €955 B 2% | Total
s2 | 2 322§ § | 88 Seore
3~ < 2T 5 & | a8
Service performance 9 19 19 18 1 66 3.26
(13.64) | (28.79)| (28.79) | (27.27) | (1.51) (100) '
Customer interaction management 10 22 19 11 4 66 3.35
practices (15.15) | (33.33)| (28.79) | (16.67) | (6.06) (100) '
Customer retention management 2 19 30 14 1 66 311
practices (3.03) (28.79)| (45.45) | (21.21) | (1.51) (100) '
Customer service strategies 9 13 17 22 5 66 2.98
(13.64) | (19.70)| (25.76) | (33.33) | (7.58) (100) '
Customer contact programmes 12 12 23 18 L 66 3.24
(18.18) | (18.18)| (34.85) | (27.27) | (1.51) (100) '
Loyalty programmes 8 14 23 L7 4 66 3.08
(12.12) | (21.21)| (34.85) | (25.76) | (6.06) (100) '
Grievance handling mechanism 5 19 23 16 3 66 3.11
(7.58) | (28.79)| (34.85) | (24.24) | (4.55) (100) '
Customized services 4 15 23 21 3 66 2.94
(6.06) | (22.73)| (34.85) | (31.82) | (4.55) (100)
Customer data management 8 15 20 19 4 66 3.06
(12.12) | (22.73)| (30.30) | (28.79) | (6.06) | (100.00)
. . . 6 16 25 15 4 66
Relationship marketing (9.09) | (24.24)| (37.88) | (22.73)| (6.06) | (100.00)| 308
7 17 22 17 3 66
Ozl (10.61) | (25.76)| (33.33) | (25.76) | (4.55) | (100.00)| 312

Source: Primary Data

Table 1 shows that a considerable portion of thpleyee respondents (42.43%) either agreed or dyr@ygeed
towards service performance of the sample bankeuiAbalf of the respondents (48.48%) either agmestrongly agreed
towards'customer interaction management practices’. Abalftdf the respondents (45.45%) neither agreedlisagreed
about Customer retention management practices.n&iderable portion of the respondents (40.91%eitlisagreed or
strongly disagreed about ‘customer service straggn the sample banks. One-third of the respotsdéd6.36%) either
agreed or strongly agreed about ‘customer contagirammes’ under CRM practices in the sample bavikager portion
of the respondents agreed about ‘loyalty programicm@sducted by the sample respondents. One-thittie@fespondents
(36.37%) either agreed or strongly agreed upomvgiice handling mechanism’ in the selected priset¢or banks. Most
numbers of respondents (36.37%) did not agree ttsvanustomized services’ in the selected new gdiogragrivate
banks. One-third of the respondents (34.85%) did agree about ‘Customer data management’ in thectssl new
generation private banks. Most numbers of respdsd@3.33%) agreed towards ‘Relationship marketinghe selected

new generation private banks. Overall, 33.33% @f éimployees neither agree nor disagree towards QRidtices
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adopted in the new generation private banks. 36.87%e respondents either agreed or strongly dgte@ards CRM

practices adopted in the selected new generativatprbanks. The mean score reveals that the rdsptsnhave a higher
perception level (3.35) towards customer interactitanagement practices, on the other hand, themdspts have lower
perception score (2.94) towards ‘customized sesvi€@verall mean score (3.12) shows a positive gqgion of employee

respondents towards CRM practices followed in #lected new generation private banks.

Table 2 brings out the results of the relationdbépveen demographical variables and a perceptig tf the

respondents towards CRM practices in the selecallsh

Table 2: Effect of Demographical Variables on the Erception Level towards CRM Practices Adopted in te Banks

Personal Variables B Std. Error t Result
(Constant) 31.681 2.207 - -
Gender 0.078 0.749 0.104 Ns
Age 0.596 0.290 2.058 *
Educational qualification -0.41% 0.389 -1.065 N§
Monthly salary 1.493 0.441 3.387 **
Designation -2.371 0.652 -3.634 *
Years of experience -0.239 0.357 -0.670 Ns

Sourd&rimary Data
Ns Not Significant * Significant at 5% Level ** Significant at 1% Level

Table 3: Multiple Correlation Coefficients betweenDemographical Variables and Level of Acceptance toards
CRM Practices Adopted in the Banks

R R Square F
0.607 0.368 5.729

Result
Significant

It is inferred from the table 2 that there has baenoderate correlation (0.607) between the pemejvels of
the employee respondents towards CRM practices tadojp the new generation private banks and thectsd
demographical variables. The R square indicatds3&0 per cent of the variation in the acceptdecel is explained by
all demographical variables taken together. Thalbevindicates that the multiple correlation cardfints are significant at
1 per cent level. Gender, educational qualificatol years of experience have no significant effecthe respondents’
perception towards CRM practices adopted in the gemeration private banks. Further, age at 5% faiginice level and
monthly salary and years of experience at 1% siamnte level have a significant effect on the resiemts’ perception

towards CRM practices adopted in the new genergtivate banks.

CONCLUSIONS

The present study has been undertaken to analgzeetiception level of the employee respondentsrasv@RM
practices adopted in the selected private sectdtb@ Pondicherry and Karaikal regions. CRM iséheerging area to be
concentrated by banking companies. The study fol@there was a positive perception of employspardents towards
CRM practices followed in the selected new genenafirivate banks as shown by the result of the nseare (3.12). In
particular, the respondents have a higher peraefgieel (3.35) towards customer interaction manag@npractices, on
the other hand, the respondents have a lower pg@negore (2.94) towards ‘customized serviceswas also found that
There was a moderate correlation (0.607) betweenptirception levels of the employee respondentarisvCRM
practices adopted in the new generation privatekdand the selected demographical variables. Tmeodeaphical

variables gender, educational qualification andryeaf experience have no significant effect on thspondents’
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perception level towards CRM practices. Furthee, agonthly salary and years of experience havgrfwiant effect on

the respondents’ perception level towards CRM jastadopted in the new generation private banks.
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