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Abstract:- 

By developing an experimentally proven CRM model, the current research aims to 
ascertain the efficacy of CRM and identify any gaps in the process.  
Methods and Analysis: For the study's objectives, both descriptive and analytical research 
methods have been used. Primary data is used for the bulk of the research.The basic data 
is collected using the Simple Random Sampling Method. The research study's sample is 
chosen using a scientific method. The research has used two sets of questionnaires to 
gather data from bank employees and customers. Customers and workers had average 
mean scores of 21.23 and 24.53 for the six CRM components, respectively. Customers' 
and employees' perceptions are perfectly projected by this parametric output. It is said to 
be 100% effective for CRM as the banks provide the services and facilities. The efficacy of 
CRM in terms of customers' impressions is determined by the mean scores of all workers. 
The percentage difference would highlight both the process's shortcomings and the 
efficacy of CRM. According to the model, the gap is 13.45% and the consumers' opinion of 
the CRM aspects is effective at an 86.55% (21.23/24.53*100) level. The banks must use 
certain tactics to close the gaps in the CRM process and achieve its maximum efficacy. The 
research has made it abundantly evident that the banks' true task is to convert feelings 
into transactions and a transaction-based relationship into a committed and 
psychologically connected one in a reasonable amount of time.  
Novelty: The research has produced a CRM model that has been rigorously proven to help 
banks attract new clients and hold onto their current clientele.  
Keywords: Customer Acquisition; Customer Retention; Customer Satisfaction; 
Customer Loyalty 
 

1. INTRODUCTION 

 

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

  

 

  

 

 

  

 

 

 

 

  

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 
 

  

 

 

 

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

 

 

 

  
•  
• 

 

 
  
•  

• 

 

 

  

 

 

 

 

 

 

 

 

 

  

  

 

  

  

 

 
  
  

 

 

  

  

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

 

 

 

 

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

 

 

 

 

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 
 

 
 

 

 

  

  

  
  
  

  

 

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

 

  
  
  

  

  

  

 

 

  

  

  
  
  

  

 

 

 

  

 



            
 
 
 
                                             ijaiem.com/Aug 2021/ Volume 10/Issue 2/Article No-1/10-18 
                                                                                                                                           ISSN: 2319-4847 
 

 

 

 

 

 
REFERENCES 
1. Customer Relationship Management: Emerging Concepts, Tools, and Applications (Jagdish 
NS, Parvatiyar A, Shainesh G, 2001). New Delhi: Tata McGraw Hill Publishing Company 
Limited.  
2. The Status of Customer Relationship Management in India: A Survey of Service Firms 
(Shainesh G, Mohan R, 2001). Section on Customer Relationship Management: New Ideas, 
Resources, and Uses. New Delhi's Tata McGraw-Hill Publishing Company Limited Pages 349–
358.  
3. Customer Relationship Management by Sugnadhi RK (2003).New Del hi: New Age 
International Publishers, p. 23.  
4. Bhaskar PV (2004), Bank Customer Service. The IBA Bulletin, pages 9–13.  
5. Blery E, Michalakopoulos M (2006) A Greek Bank Case Study on Customer Relationship 
Management. Financial Services Marketing Journal  11: 116–124.  
6. Creating a Model of Customer Defection in the Australian Banking Sector by Trubik E. and 
Smith M. (2000). Journal of Managerial Auditing 15: 199–208.  
7. Menon K, O'Connor A. (2007) Developing Consumers' Emotional Bond with Retail Banks: 
CRM's Function in Every "Moment of Truth." Financial Services Marketing Journal 12: 157–
168.  
8. Park CH, Kim YG (2003) A Dynamic CRM Framework: Connecting Marketing Data Strategy. 
Journal of Business Process Management 9: 652-671.  
9. Sherif JS, Newby M, and Nguyen TH (2007) Strategies for CRM Implementation Success. 
Computer Security and Information Management 15: 102-115.  
10. Barking Up the Wrong Tree: Factors Affecting Customer Satisfaction in UK Retail Banking, 
International Journal of Applied Marketing, Chakrabarty A (NA).  
11. Mascarenhas OA, Kesavan R, and Bernacchi M (2006) ATotal Customer Experience 
Approach: Lasting Customer Loyalty. 23:397–405 in Journal of Consumer Marketing.  
The Indian Journal of Science and Technology 9. Dash P, Pattnaik S, Rath B. (2016) 
Knowledge Discovery in Databases (KDD) as Tools for Developing Customer Relationship 
Management as External Uncertain Environment: A Case Study with Reference to State Bank 
of India.  


