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Abstract - Gone are those days, when banks were merely the service provider to those customers who wish to have those 

services from the concerned banks. Now the banks are in an era of treating the customers as the core component of their 

organizations. So, maintaining a long term profitable relationship with the customer is a bare necessity of the banks. In this 

context, one of the primary purposes of the present research is the effectiveness of CRM (Customer Relationship 

Management). Further, serving to a greater mass in a limited time period is most important to gain a strategic advantage in 

today‟s global competition. So, effectiveness of e-banking should be studied in the conjecture of CRM, which is another 

purpose of the present study. A structural model is proposed that is build by putting logical relationships between the results 

of available literatures being reviewed by the authors, to serve the above said research purposes. 
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I. INTRODUCTION 

 

It is a well known fact that critical dimension of all 

most all plans and strategies is the retention of 

customers rather than acquiring the new customers. 

Even then, organizations are struggeling to maintin a 

long-term and profitable relationship (strategic 

relationship)with the customers. The above aspect is a 

hard truth for a highly heterogeneous market like 

India, especially for the banking industry. Till now 

researchers could not fully answer  the above issue, 

so far as strategic plans are concerned.  Again, if it is 

financial product in Indian context with a hi-tech 

procedure, then the above issue even become more 

complex and hence require a special attention of both 

researchers and management practioners. On this 

context, the present study intened to address the CRM 

(Customer Relationship Management) practices with 

respect to effective e-banking taking „effectiveness of 

branch banking‟ as mediator in Indian scenario. 

Further, the complex relationship between CRM 

prcatices, the branch banking services, and e-banking 

services has rarely been revealed by any any 

researches till now. On the above context, the 

research problem of this study is stated as follows. 

 

1.1 RSEARCH PROBLEM 

“Whether the CRM practices of banks make the 

difference in effectiveness of e-banking services 

through the mediation of efficiency of branch-

banking?” 

 

1.2 OBJECTIVES OF THE STUDY 

(1) To identify the important factors of effective 

CRM practices of banks in India. 

(2) To analyse the impact of CRM practices on the 

effectiveness of e-banking services. 

(3) To study the mediating role of „efficiency of 

branch banking‟ between „effectiveness of CRM 

practices‟ and „degree of effiveness of e-banking 

services‟. 

(4) To study the moderating effect of „perceptual 

evaluation of financial decisions of Government‟ 

within the above said moderation effects. 

 

II. RESEARCH DESIGN & METHODOLOGY 

 

This study mostly follows descriptive research 

design. In this study, various determinants of CRM 

effectiveness are described.  The logical relationship 

between the determinants of CRM effectiveness and 

effective e-banking is established by proposing a 

model. The available literatures enable the authors to 

propose a model (figure-1). Some empirical studies, 

review/theoretical research works and case studies are 

reviewed for the above purpose. The proposed model 

is basically a mediating model, where „branch 

banking efficiency‟ is mediating the effect of CRM 

effectiveness on e-banking effectiveness. Thus, the 

originality of the study is reflected from the concept 

of above said mediating role in the model. Apart from 

the available literature, the past experience of the 1st 

author as an employee of a leading private limited 

bank (ICICI Bank) of India has provided a 

meaningful contribution to derive the logical base of 

the proposed model. Referencing and citation is done 

by Mendeley Desktops software. 

III. LITERATURE REVIEW 

 

Various past research works are reviewed in the 

context of the present topic. The logical relationships 

between results of those past studies enabled the 

present researcher to establish the objectives and 

consequently the proposed model. 
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3.1 FACTORS RESPONSIBLE FOR 

EFFECTIVE CRM IN-GENERAL 

By assessing the e-CRM, Rostami M., Izadbin., A, 

Zakipour, M., Rostami, S. (2016)concluded that the 

factors like use of technology, organizational culture, 

corporate strategy and employee perceptions, are 

affecting E-CRM readiness. In addition to the above 

factors, some of the advanced factors (forces) are 

identified by Mousavian, S. J. (2017) with respect to 

e-CRM and financial system as„business data 

intelligence‟ and „use of social media‟. If it will be a 

discussion of individual important factors or variables 

of CRM for its success in the organization, then the 

results of Alamgir M., Shamsuddoha M. (2015) are 

worthy to mention here that 70% of their respondents 

identified the issues like ease of access, 

intention/effort to maintain relationship, employee 

willingness, product/service diversification, adequate 

knowledge about customers and systems,  positive 

employee attitude, employee performance assessment 

based on relationship effort, interpersonal skills, latest 

software and technology infrastructure, availability 

and access of individual customer information, 

personal connection, and enjoyable interaction in the 

telecom industry of Bangladesh, which can make the 

CRM success. In the same line of thought, Wahab S., 

Noor A. M., Ali, J. (2009) said that for the 

performance of CRM mostly relates to„trust on 

technology‟in the organization. So, the consequences 

of CRM need to deeply studied. 

 

3.2 EFFECTIVENESS OF CRM AND ITS 

CONSEQUENCES OTHER THAN E-BANKING 

Discussing the relationship between CRM and 

organizational performance in general, it is found a 

study that CRM processes have a positive effect on 

organizational performance (Shavazi, E. T., 

Moshabaki, A., Hoseini, S. H., Naiej, A. K., 2013). 

Analyzing the concept of CRM in banking sector 

Anbuoli, P., Thiruvenkatraj T.R. (2013) concluded 

that CRM activities of the selected banks are not up 

to the mark in retaining the key customers. Further, 

services based on advising rather than cash services, 

where the interaction between customer and bank 

employees happens,carry major importance and 

banks are facing challenges of winning customer‟s 

loyalty through product features and service 

excellence. Krishnamoorthy. V., Srinivasan, R. 

(2013) found in their study that Indian banks are 

fulfilling their obligations and these banks are reliable 

to their words & promises. Further, advices for the 

customers regarding the investments were proven to 

be predominant variable to increase customer 

loyalty.Similar result also found by Long, et al (2013) 

that CRM has a positive relationship with customer 

satisfaction and loyalty in banking industry.If 

„technology‟ will be discussed along with the results 

of above studies, then study of Fakhri, H., Navid, B. 

J., Maroofi, F. (2013)is important to mention here 

that that there the CRM practices are significantly 

influenced by variables such as information 

technologies and communication channels and 

reliability of customers.Complementing the results of 

above studies, the study of Walunj S., Barhate G.H., 

(2014)concluded that banks are becoming customer 

focused organizations by using the various electronic 

channels and e-CRM has enabled the banks to get a 

global presence.Going one step ahead,acomparative 

study of public, private, foreign and co-operative 

banks by Bhattacharya, D.,Patil, R.R.(2013) revealed 

that CRM is an important technique for acquiring, 

maintaining and enhancing customers for the 

business. All most similar found byEmad, S. A. 

&Anagreh, L. (2015) that CRM is a useful tool to 

make banks more profitable by retaining their 

customers, reduce costs, and increase the value of 

interaction. So, the relation of CRM to the advanced 

banking practices needs to be studied. 

 

3.3 E-BANKING AND ITS EFFECTS 

Starting the discussion regarding the use of 

technology in banking system can give a better 

understanding regarding this section of literature 

review. In this context, Sabhaya, J. R., Bhalala, A., 

Chovatiya, P. (2014) concluded in their study that the 

banks with the latest technology and techniques are 

more successful in the competitive financial market 

and they have been able to generate more and more 

business resulting in their greater profitability. 

Discussing the particular factors of e-banking 

success, the study of Ardakani, D. A., Moradi, H., 

and Kafash, M. H. (2013) found that major factors of 

customer confidence such as predictability, security, 

bank reputation, ability and benevolence are the top 

factors to build confidence in customers for using 

electronic services.Complementing above author‟s 

result, another study by Jayaram, J., Prasad, P. N., 

(2013) concluded that no significant association 

between adoption of internet banking by banks and 

their performance.The above study however, found 

that internet banking has a significant impact on 

profitability of different types of bank such as public, 

private, new generation, and foreign banks.So far as 

the bank-customer relationship is concerned, the 

study of Sharma, H. (2011) is necessary to mention 

here that e-banking helps in improving the 

relationship between bankers and customers and to 

make the e-banking more popular. If it will be 

question that which particular aspects of e-banking, 

the customers perceive positively? In the way of 

answering this question, the study of Wu, et al. 

(2010) is important to mention here that informative 

contents of e-banking services, which perceived by 

customers as useful and relevant, are important for 

success of e-banking services. Talking about e-

banking scenario in Indian scenario, the study of Lal, 

R. &Saluja, R. (2012) can give a better idea that 

Indian banks are making sincere efforts for the 

adoption of advanced technology but still masses are 

wary regarding this aspect. Further, younger 
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generation is beginning to see the convenience & 

benefits of e-banking and in future e-banking will not 

only be acceptable mode of banking but also 

willbecome preferred mode of banking in India.In 

consistence with the above discussions, Sinha, R. 

(2016) found that e-banking empowers individuals to 

manage their accounts and other banking activities by 

means of the web at their homes and other private 

spots at any chosen time without the physical 

presence in a bank.But Vij, J. et al. (2014) said that 

most customers visit bank branches for depositing 

cash of high volume and for all other purposes, the 

bank customers rarely visit the branches that reflect 

the importance of e-banking in Indian scenario.The 

study of Sharma, J. (2016) can give an even better 

idea regarding the Indian e-banking scenario that 

most of the aware customers are using the e-banking 

services for shopping and entertainment purposes. 

Further, most of the bank customers are now aware 

and satisfied regarding the present e-banking system. 

 

3.4 RELATION OF CRM WITH E-BANKING 

In the very first instance of this section of literature 

review, it should be clarified regarding the type of 

relationship exactly exist between CRM and e-

banking? The answer to this question can be obtained 

from the results of a study done by Wahab, S., Noor 

A. M., Ali, J., Jusoff, K. (2009) resulted that CRM 

performance has direct influence on e-banking 

adoption. Another result of the above study shows 

that customer satisfaction, brand loyalty, retention 

intention and word of mouth has a significant impact 

on e-banking adoption since they are the main 

dimensions of customer relationship management 

performance. Other way round result found out by 

Shevale, Y., Bhome, S. (2009) thatthe banks are 

accepting information technology platform in order to 

spread awareness among their employee to make 

effective customer relationship. Further, e-banking 

facility of banks enhances further opportunity to 

increase the customers‟ base, able to handle problems 

effectively and can provide solutions on priority 

basis. A similar result found out by Ramya, S., 

Rajam, K., Sivasubramanian, D. (2013) that with the 

help of e-banking products and services, banks are 

able to strengthen their relationship with customers. 

All the above studies are directly or indirectly 

intended towards finding a path for value creation for 

the end-users. In this context, the study-results of Rai, 

K. (2012) is worthy to mention here that relevance & 

demand of building customer relationship and 

emphasis of using information technology is crating 

better value for customers in Indian banking sector. 

 

IV. RESULTS & DISCUSSION 

 

By the preliminary analysis of various literatures and 

on the basis of objectives of this study, an innovative 

model is proposedhere.It can be said as the result of 

this study that more the CRM (Customer Relationship 

Management) practices be effective by the banks in 

India, higher will be the degree of effectiveness of e-

banking services. It is also beingpossible that 

„effectiveness of CRM practices‟ will lead to „branch 

banking efficiency‟ (mediator), which ultimately 

builds the degree of effectiveness of e-banking 

services‟. Further, the perceptual evaluation of 

financial decisions of Government can moderate the 

above said moderation effects.  The predictors of 

„effective CRM practices‟ are shown in this research 

with two broad dimensions such as “customers‟ 

perspective” and “banks‟ perspective”. Under the 

customers‟ perspective, there can be three important 

variables such as customers‟ expectation regarding 

banking services, customers‟ level of interest to 

interact with concerned banks, and customers‟ 

perception towards the services of concerned banks. 

Also under banks‟ perspective, there can be three 

important variables such as level of innovativeness of 

the services by the concerned banks, intensity of 

interaction with customers, and awareness of banks 

regarding customers‟ expectation and perception. 
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V. CONCLUSION 

 

Customer Relationship Management (CRM) must be 

effective in the service centric organizations like 

banks, becomes one of the important conclusion of 

this study, conforming to the unanimity of most of the 

researchers of the similar line of the studies. Another 

logical result of this study refers that the e-banking 

effectiveness must be studied co-relating to the CRM 

effectiveness in order to serve highly heterogeneous 

customers of banks operating in India. The structural 

model proposed in this study can give meaningful 

insights both to the management practitioners and 

academicians to realize the above said relationships, 

which will enable them to prepare their plans and 

strategies. 

 

LIMITATION AND DE-LIMITATION 

 

Only literature based conceptualization is capable to 

unveil every truth of a study. So, some empirical 

evidences will be helpful to address the said sales-

force performance in India like country, where high 

heterogeneity of customers of any service put service 

provider in more complexity. The proposed model 

can be more meaningful, if analytical insights of 

case-studies can be incorporated to the study. So, the 

future researchers should consider these aspects to 

take this ahead. 
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