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Abstract

The Indian banking industry is facing challenges in view of the fust changing
global economic scenurio and advancement ol technalogy i the service sector. In order
to go alongwith these changes, the banks need to consider the customer satisfaction at
their lop priority. Therelore, CRM is declared as the success sirategy which assists in
identifying, satisfving and retaining the company's best customers, The aim of the present
study is to measure the impact of CRM on customer salisfiction of public and private
seclor banks i the state of Uttarakhand. The study is based on the SERVQUAL model
considering service quality as a key factor of CRM to measure customer satisfaction, It
mcludes five dimensions .i.e. reliability, assurance, tangibility, empathy and responsiveness
on which service qualily can be assessed A well-structured questionnaire was used lo
collect dala by distributing it among 250 customers belonging to public sector (SBI, PNE)
and private sector (ICICI, HDFCY banks in Uttarakhand, out of which 180 were found
suitable. Cronbach-alpha is used for reliability and validity of the data and the caleulated
value is 0922 Data were malysed in SPSS 21 using exploratory factor analvsis {EFA)
and multiple linear regression. 8iX major service quality dimensions were exiracied with
a factor loading greater than (0.5). The dimensions that were found domipant are
convenience, empathy, tangibility, reliability, facility and employee behaviour respectively,
The resull reveals that there is a positive and significant relationship between all the
dimensions of service quality except employee behaviour and customer satisfaction, The
paper coniribules to existing lilerature by establishing significant relationship between
CRM and customer satisfaction, using service quality of public and private sector banks
in the state of Uttarakhand,
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INTRODUCTION

To survive in loday's competitive market. an organization must deal with
the opportunities and threats posed by the changing environment. {White,
Varadarajan & Dacin, 2003), It has been emphasised that the various businesses
should change their marketing approach, towards relationships, networks and
interaction (Lindgreen & Antioco. 2003). The banking scctor is not untouched by
the changes taking place in the cconomy. Thus, banks have to adapt to these
changes by understanding (heir customers, their needs and expectations, In the last
decade creating relationship with customers has been proved helpful in retaining
the customers, Thus, Eclationship Marketing and then Customer Relationship
Management (CRM) came into existence. CRM became the success strategy aiding
companies handle their relationship with the customers.

CUSTOMER RELATIONSHIP MANAGEMENT (CRM)

Customer relationship management (CRM) is defined as a ‘core business
strategy' that aims o ‘create and deliver value to targeted customers at a profil’
(Butile, 2010, p 15) Many studics have been underiaken to understand the
concept and many authors have defined it based on their diverse perspective. As
4 process CRM is "managing a customer-company relationship such that
Customers clect lo continue mutually beneficial commercigl exchanges and are
dissuaded from participating in exchanges that are unprofitable to the company "
(Bergeron, 2004, p 3-4). It 1s further defined as "a comprehensive strategy and
process of acquiring, retaining and partering with selective customers o create
superior value for the company and for the customers” (Parvativar & Sheth, 2001
p.6). It focuses on customer as an individual unit (Lambert, 2010). The practice
of CRM is described as the process for achieving a continuing dialogue with
customers across all available rouch points lo offer them customized treatment,
and achicve maximum profitability (Bohling, Bowman, LaValle, Mittal, Narayandas.
Ramani & Varadarajan, 2006). 1t is based on relationship orientation, customer
relention, superior customer value created through process managemeni and |T
enabling CRM (Ryals & Knax, 2001).

CRM is multidimensional construct and is a critical success factor for
business performance. It ehcompasses orgamizational structure and customer suppaort,
service quality, trust, technology. personalization and market orientation (Agariva
& Singh. 2012). Ii discovers relationship between perception and satisfaction,
commitment and lovalty which is crucial in Indian banking sector (Anbuoli &
Thiruvenkatraj, 2013), Today, banking sector consists of multiple products, services.
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channels and customer. This has increased the expectation of the customers and
the competition in the markel. Thus, availability of various products and services
has increased the switching tendencies of the customers. CRM assist businesses
use technology and human resources to gain understanding into the behaviour of
customers and their value (Kumar, 2012).

SERVICE QUALITY

A service is a "process that leads to an outcome during partly simultaneous
production and consumption processes” (Gronroos, 2001). Services differ from
goods based on the absence of definite quality measurement system. The unigue
clements of services like intangibility, inseparability, heterogeneity, perishability
(Mudie & Prric. 2006, p.3-5) makes service quality measurement difficult. Various
studies have been conducted to identify attributes of service guality and develop
a certain measurement model. The various authors have identified these attributes
on which service quality is evaluated. Sasser, Olsen and WyckofT (1978, as cited
in Parasuraman. Zeithaml & Berry. 1983) proposed levels of material, facilities, and
personnel as service quality attributes, Gronroos, 1982 introduced a model of
service quality and identified technical quality, functional quality and corporate
image as the service quality attributes. Lehtinen & Lehtinen (1991) suggested
three-dimensional model and two dimensional model of service quality approach.
The three-dimensional model includes physical quality, corporate guality and
interactive quality and the two-dimensional model includes process quality and
output quality.

Further, Parasuraman. Zeithaml & Berry, 1988 gave 10 dimensions of service
quality namely. tangibles, reliability, responsivencss, communication, credibility,
security, competence, courtesy. understanding/knowing the customer, and access.
Then these dimensions were reduced to five main attributes namely, Reliability,
Assurance. Tangibles, Empathy and Responsiveness which later termed as RATER.

Rehability is defined as the ability to perform the promised service
dependably and accurately (Zeithaml, Bitner, Gremler & Pandit, 2013, p.96-98), It
nvolves consistency of performance and dependability. Tt means that the firm
performs the service right the first time; the firm honours its promises; specifically,
it involves : accuracy in billing; keeping records correctly: performing the service
at the designated time (Parasuraman ef al . 1985). Assurance involves knowledge
and courtesy of bank employees and their ability to inspire trust and confidence
(Zathaml ef al., 2013, pp. 96-98). Tangibility includes appearance of physical facilities,
equipments, personnel and communication materials. Tangibles serve as physical
representation and image of the organisation that customers, especially new
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customers cvaluates the quality of the service (Zeithaml er al., 2013, p.96-98),
Tangibles aid in enhancing the image of the firm and it also signifies quality of the
services provided, The Tangibles significantly affect customers (Jabnoun & Al-
Tamimi, 2003). Empathy includes caring, Individualised attention given to the
customers (Zeithaml ef af . 2013, P.96-98), Responsiveness concems the willingness
or readiness of emplovees 1o provide service. It involves timeliness of service:
mailing a transaction slip immediately; calling the customer back quickly; giving
prompt service (Parasuraman ef af 1985). 1t is communicaled 1o customers by the
length of time they have to wait for assistance, answer to question, or attention
to problems (Zeithaml et ol , 201 3, P96-98).

Service quality is a factor of CRM and has been conferred as a competitive
lool in various siudies, Righy, Reichheld & Scheficr (2002} alleged CRM "allows
companies (o pather customer data swiflly, identify the most valuable customers
over time, and increase servige Quality by providing customized products and
services. It also reduces the costs of serving these customers and makes it casicr
(0 acquire similar customers down the road " f an enterprise understands customer
demands and is able 1o provide services bevond customer expectations, then
service quality can be enhanced. and customer service can increase customer
satisfaction and eventually enhance service quality (Tseng & Wu, 20| 4}. The four
factors of CRM system, Le. service quality, service characteristics, level of service
access, and handling complaints have a positive effect on customer satisfaction
(Rostami, Valmohammadi & Yousefpoor, 2014). Various authors have proved that
service quality has posilive impact on customer satisfaction and it is an integral
part of Indian banking industry (Brahmbhatt, 2008). The five dimensions of service
quality reliability, assurance. tangibility, empathy and responsiveness (Parasuraman
el al., 1985) have been considered Various siudics have explored other significant
dimensions of service quality. Some of the dimensions of service quality in Tndian
retail banking environment are: behaviour, reliability, tangibles and convemence
(Choudhury, 2013). There is positive relationship between service quality and
Customer perceived valug; customer satisfaction and cusiomers perceived value:
Corporate image and perceived value e, banks should concentrate upon their
service quality which will enhance Customer satislaction, corporate image which will
lead to increase customer perceived value (Zameer, Tara, Kausar & Mohsin, 2015).

CUSTOMER SATISFACTION

Banking industry is customer-oriented, hence. iis growth depends on
Ccustomer loyalty and retention, Gustafsson, Johnson & Roos (2005) explored
prediciors of retention: overall customer satisfaction, affective commitment, an
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calculative commitment. Thus, customer satisfaction has appeared as a critical
determinant for successfully retaining customers. Customer satisfaction influences
customer lovalty (Anderson & Fomell, 1994). The banking industry has realised
the importance of customer satisfaction. "Customer satisfaction depends on the
product's perceived performance relative to a buyer's expectations. If the product's
performance falls short of expectations, the customer 15 dissatisficd. If performance
matches expeclations, the customer 15 satisfied. [ the product’s performance exceeds
expectations, the customer is highly sausfied or dehghied” (Kotler & Armstrong,
20103, p.33). Customer safisfaction acls as a mediating variable between service
quality dimensions, perceived price and faimess, service convenience dimensions,
and customer lovalty. Customer satisfaction is a necessary condition [or customer
lovalty,. The emplovee behaviour and information technology, price perceplions,
transaction, access. decision and benefit convenience have a strong influcnce on
customer sabisfaction and lovalty (Kaura, Prasad & Sharma (2015). The major
factors aflecting customer satisfaction in public, private and co-operative sector
banks are Tangibilitv, E-fulfilment. Convenience & Availability, Accuracy.
Responsiveness, Empathy, Prompiness, Personal Assistance (Chavan & Ahmad.
2013). Shah (2012) identified nine factors affecting customer satisfaction in retail
banking in India are traditional banking services, internet banking services, bank
image positioning. customer convenience, risk privacy in internet banking, bank
charges, bank price policy, bank CRM. bank parking facility. The performance
results of the banks depend on customer satisfaction level and ownership types
(Dincer & Hacioglu, 2013). The above mentioned studics have proposed that CRM
has positive impact on customer satisfaction,

REVIEW OF LITERATURE

The significant number of studies has been conducled in the past to
measure the impact of CRM on cusiomer satisfaction and service quality as a tool
of CRM in banking industry and various other service settings. Few of these
studics have been reviewed as under :

Rahman & Shaon, 2015 explored CRM in organisation and its elfectivencss
in relation to customer satisfaction and customer lovalty. They studied Rehability,
Customization, Customer Attractiveness, Customer Retention. Information
Technology (IT), Responsiveness, Customer Orientation and Commitment as the
various CRM factors and found that the above mentioned factors are significantly
related to customer satisfaction and loyalty. They further claimed that CRM has
direct and positive relation with customer satisfaction and loyalty.
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Bandyopadhyay, 2015 attempted to categorize service quality elements
with the means of Kano's two-way quality model. The service quality elements were
categorized into one-dimensional. and must-be quality elements, The paper concludes
reliability and the courteousness as the major attributes of dissatisfaction decrement
index score. Out of the 15 service quality elements two internet banking and
operating hours are attractive quality; courtcousness, responsiveness. dependability,
prompt service, branch location, ATM network are one-dimensional quality, and
ability 1o understand, knowledge, right service, safety. servige tuming, physical
facilities and materials are found to be of musi-he quality. The paper further
altempts to develop an approach 1o aid marketers identify major service quality
elements to creale compelitive strategy in the market place,

Mittal. Gera & Baira, 2015 validated service quality dimensions in retail
banking services in India using integrated and hierarchical perspective of service
quality. The paper validated multi-dimensional and multi-level model of service
qualily by means of structural equation modeling (SEM). The model consists of five
primary dimensions namely, Service Delivery (representing efliciency of the service
delivered): Tangibility (focusing on the physical environment of service): Reliability
(providing right service as promised};, Core Service (involves attributes and features
of the service): and Competence (emplovees and systems capability for providing
the service). The paper concludes that tangibility is the most tmportant dimension
of service quality as the physical environment assists in chficient service delivery.

Rostami et af . 2014 explored the relationship between customer relationship
Mmanagement (CRM) system and customer salisfaction in branches of Ghavamin
Bank i the capital city of Iran, Tehran. The paper concludes that the factors of
CRM system, i.¢. service quality, service characteristics, level of service access, and
handling complaints have a positive effect on customer satisfaction in the surveyved
branches of Ghavamin Bank.

Tseng & Wu, 2014 studied the cffect of customer knowledge and CRM on
service quality on company's perception. It was concluded that customer knowledge
positively influence CRM. and ¢ RM also has positive impact on service quality.
The rescarch showed that effective sales personnel and comununication, quality and
service are the major variables detenmining servige quality.

Baksi. 2013 explored the nemological hnk between automated service qualily
and its behavioural conscquences 1o consumers. He studied the moderating effects
of the performance of the dimensions and attributes of cusiomer relationship
Mmanagement and introduced a novel approach to CRM performance indexing. The
study concluded that the major automated service quality dimensions in perceiving
quality are cfficiency, web-system, commitment. security, responsiveness and contact
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and that the automated service quality 1s significant and ensures customer satisfaction.

Simo & Bregasi. 2013 studied various CRM components and ils
effectiveness based on the bank employees' perception. They find out the main
factors Lo be considered i.e.. customer satisfaction. customer retention, implementation
of hardware and software and the transparency regarding procedures. They also
suggested the application of CRM to help banks in improving their financial
performance and 1o raise their assels.

Bhauacharya & Patil, 2013 compared public, private, foreign and co-
operative banks in Indian banking sector apropos CRM application and its
importance. The researcher concluded that Foreign bank (American Express)
gives utmost importance and effort in managing CRM in the organization. On the
other hand, the public sector bank (Allahabad Bank) and Co-operative sector
bank (Shamrao Vithal Bank) does not give much importance lo the CRM
management. Though the entire bank believes that the technology is important
in managing and implementing CRM and m the near future CRM is of imperative
lmportance,

Sadek, Youssef, Ghoneim & Tantawi. 2012 conducted a study on CRM as
a multi-dimensional construct which encompasses four behavioural components:
Key customer focus, CRM organization, Knowledge management, and technology-
based CRM. They discovered that the level of CRM implementation and application
of its components differs from one bank to another. And that the CRM components
are positively associated with customer satisfaction. They further suggested thal
the four CRM components aforementioned should be implemented together The
paper also confirmed a significant positive relationship between CRM and customer
satisfaction in the Egyptian Commercial Banks, when applied together. The authors
expanded on strong positive effect between cusiomer satisfaction and lovalty
through bank's financial performance.

Agariya & Singh, 2012 attempted to develop a reliable and valid CRM
scale for Indian banking sector. The author corroborated the idea that CRM is
multidimensional construgt and is a critical success factor for business performance,
CRM encompasses organizational structure and customer support. service qualily,
trust, technology, personalization and market orientation. The organizational structure
and customer support includes working conditions of staff: rESpPONSIveness,
assurance and conflict handling. The service quality includes promise fulfilment:
empathy/market orientation; commitment and service recovery, Trust consists of
reliability, privacy and security: interdependence and benevolence. Technology
comprises technological mfrastructure, knowledge management and dissemination
system & information analysis system i.c. data mining tools to analyze the patterns
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and other important information. Personalization consists of collaboration in product
design and customer life time value identification, Market orientation includes
competitor orientation together with brand/market image.

Ganguli & Rov (201 1) explored the factors that affect customer satisfaction
m the Indian banking sector. The authors used a structured guestionnaire (o
determine the factors for customer satisfaction. Further, exploratory factor analysis
(EFA) is used to wentify the dimensions of customer satisfaction. The reliability
and validity of the factors were established with the help of reliability and validity
using confirmatory facior analysis (CFA). They identified four generic dimensions
m the technology-based banking services as customer service, technology securily
and information quality, lechnology convenience, and technology usage casiness
and reliability. They established that customer service and technology usage casiness
and reliability have positive and significant impact on customer satisfaction.

RATIONALE OF THE STUDY

CRM is a business strategy that helps companies to enhance their
relationship with their customers. It helps companies to understand their present
needs. o study their past behaviour and predict their fiuture behaviour and needs
The study intends to establish significant relationship between CRM and customer
satistaction, using service quality in Indian banking sector with its special focus
in the state of Uttarakhand.

OBJECTIVE

*  To measure the impact of CRM o customer satislaction in banking
sector.

* To identify the dimensions of service quality that has major impact
on customer satisfaction using exploratory factor analysis,

CONCEPTUAL FRAMEWORK

CRM
(SERVICE QUALITY)

Reliability
e %’{ Customer Satisfaction

Tangibility

Empathy

Responsivencss
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HYPOTHESIS DEVELOPMENT

Effect of CRM on Customer Satisfaction

An extensive body of literature in marketing has studied the effects of
CRM on customer satisfaction, Satisfaction is a "post consumption” expericnce
which compares perceived quality with expected quality (Anderson & Fornell,
1994). Rahman & Shaon, 20135 suggested that various CRM factors and CRM have
positive and significant relationship with customer satisfaction and loyalty The
organizational commitment, customer experience, process-driven approach, reliability
and technology-orientation, Organizational commitment, process-driven approach
and rcliability as the factors of CRM effectiveness (CRME)} were found o0 be
positively related 1o customer satisfaction (Padmavathy, Balaji & Sivakumar, 2012).
The CRM elements closely-related with customer satisfaction and loyally are
behaviour of employee, quality of customer services. relationship development and
mteraction managemenl (Long & Khalafinezhad, 2013). Thus, above studics highlights
the positive relationship between CRM and Customer satisfaction. Thus, it is
hypothesise that :
H, - There is a positive relationship between CRM and customer

1
satisfaction,

Effect of Service Quality Dimensions on Customer Satisfaction

The previous literature has studied the positive impact of service quality
on customer satisfaction. Perceived service quality is defined as "the judgment
of the customers of their overall experience of the service environment of an
organization" (Ramachandran & Chidambaram, 2012), Mohammad & Alhamadani.
2011 examined the level of service quality and its effect on customer satisfaction
of Commercial Bank of Jordan. The authors modified the SERVQUAL and also
adopted nine items from previous studies. for customer satisfaction, They
concluded that service quality is an important antecedent of customer satisfaction.
Enhancing service quality of the banks can increase customers’ satisfaction and
retention (Lenka, Suvar & Mohapatra, 2009). Lenka et of , 2009 studied human.
technical, and tangible aspects of service quality. customer satisfaction, and
loyalty. They conclude that enhanced human, technical and tangible aspects of
service quality increases customer satisfaction in Indian commercial bank. Also
that customer satisfaction advances customer lovalty. Bedi (2010) claimed ihat
reliability, responsiveness, assurance and empathy have major effect on customer
satisfaction for public sector banks: similarly reliability, responsiveness and
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assurance have major effect on Customer satisfaction for private scctor banks.
Naik, Gantasal & Prabhakar 2010 established that service quality has positive
impact on cusiomer's satisfaction and service quality dimensions are cssential for
satisfaction in retail sector Kaura, 2013 established that employee behaviour,
langibility and information Technology as the service quality dimensions affecting
customer satisfaction in Indian banking sector. Thus, abave studies illuminate the
positive relationship between various service quality dimensions and Customer
satisfaction. Thus, it is hypothesise that

H, - There is a positive relationship between tangibility dimension and
customer satisfaction,

H, - Thereis a positive relationship between empathy dimension and
cuslomer satisfaction.

H, - There is a positive relationship between convenience dimension

and customer satisfaction,

H, - There is a positive relationship between reliability dimension angd
customer satisfaction.

H, - There is a positive relationship between facility dimension and
customer satisfaction.

H, - There is a positive relationship between emplovee behaviour
dimension and customer satisfaction.
RESEARCH METHODOLOGY

Problem Statement

The study is undertaken to assess the impact of CRM on customer
satisfaction in Indian banking sector. The study was conducted in the stae of
Uttarakband. On the basis of availability of the banks, various major cities were
mcluded in the study,

Research Design

The cross-sectional quaniitative research has been undertaken for the
study. The secondary daia has been collected from various Journals, blogs, books
and internet. The primary data has been collected through survey queslionnaire
method. Convenience sampling is used,

Sampling Population and Response Rate

The population of the study comprises the customers of public sector
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bank (SBL. PNB) and private sector bank (HDFC, ICICT). The researcher reached out
to 250 respondents and total numbers of 180 questionnaires were included in the
study and 70 questionnaires were rejected due to incomplete information. Thus,
total number of sample is 180,

Generation of Scale Ttems

A survey questionnaire method was formulated to assess the impact of
CRM on customer satistaction in Indian banking sector. The questionnaire is
inspired from previous studies. The questionnaire includes three sections. First
section includes questions related to five dimensions of SERVQUAL (Parasuraman
el al.. 1988) to measure service quality, second section includes questions related
to customer satisfaction, and third section includes questions related to demographic
profile such as Age, Gender, Educational Qualification, Occupation, Monthly Income,
Name of the Bank. Tyvpe of the bank account and Frequency of the Visit or Usage
of Bank's Services, The demographic profile is considered o ensure clear profile
of the bank service users and satisfaction based on demographic features, The
survey length is restricted to increase the response rate.

Service Quality Scale

The service quality scale SERVQUAL was used. The scale comprises five
dimensions of service quality i.e. Reliability, Assurance, Tangibility, Empathy and
Responsiveness. It included 24 siatements related to five dimensions of service
quality namely. Reliability (5), Assurance (4). Tangibility (5), Empathy (6) and
Responsiveness (4). Service quality scale used S-point Likert scales ranging from
strongly disagree 1o strongly agree. (1 = strongly disagree and 5= strongly agree)

Customer Satisfaction Scale

Customer satisfaction scale is inspired by previous studies. It compriscs
six statements related to customer satisfaction, It included generally, I am satisfied
with the services of the bank: I will recommend this bank to friends and family
members; | will always choose this bank over any other bank; I intend. using other
products and services of this bank; The product and services offered addresses
our changing needs and preference: Overall experience with bank was satisfving,
Customer satisfaction scale used 5-point Likert scales ranging from strongly disagree
to strongly agree. (1 = strongly disagree and 5 = strongly agree)
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DATA ANALYSIS

Demographic Profile of the Respondents

Table 1
Demographic Profile of the Respundents

5 No. Frequency Percent
1 Age 18-25 83 46.1
26-35 41 228
3643 45 25.0
46 and above I 6.1
Total 180 100.0
2. Crender Female 74 41.1
Male 106 58.9
Total 180 1000
3. Education Giraduate 71 94 —|
Past Craduate and Professional 46 258
Ph.D. 63 35.0
Total 180 LN
4. Occupation Student o4 356
Self-employed 26 l4.4
Professional 3 .1
Liovernment Employee 11 G.1
Frivate Employee 58 322
{Mher 19 106
Tutal 1510 100,10
L2 Monthly Income Below 10,000 48 267
TLOKH 030,000 7 42 8
30000 1o50,000 k] 21.1
Above 50,000 17 U4
Total 180 100
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Contd. Table 1

6. Name of the Bank sSBI 72 40.0
FHB 55 306
ICTCT 30 16.7
HDFC 23 2.8
Total 180 100.00
T. Tvpe of Hank Suvings Accotal 172 95.6
Account Current Account z 1.1
Fixed Deposil [ 33
Total 180 100
8. Frequency of Daily 1 (1.6
the Visit or Usage Weekly G 383
of Beak'y Servises Monthly 9] 50.6
Other 19 10.6
Total 180 104.0
Table 2
Descriptive Statistics of Demographic Factors
Age | Gender| Edu- | Occu- | Monthly | Name Type | Frequency
cation | pation | Income |of the | of the | of the
Bank | Bank | Visit or
Usage of
Bank's
Services
M| Valid 180 180 1800 L&D 180 183 T#0) 180
Missing| ] fl 0 ] 0 ( ]
Mean 1.91] 1.59 396 3.17 2,13 202 1.08 2.7
Median 200( 2.00 4.00 2.50 2.00 2.00 1.00 3.00
Made 1 2 3 1 p! I 1 K]
Std. 976 493 864 1.965 18 1.041 373 B56
Dreviation
The demographic profile of the respondents is presenied in Table |

and Table 2.
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Reliability and Validity

Table 3
Reliability Statistics

Cronbach’s Alpha Cronbach's Alpha Hased N of Items
im Standardized Tiems

’ 0.922 0.922 24

The reliability of the data is checked by calculating Cronbach-alpha
and the value was found 0,922 (Table 3). The Cronbach alpha “provides a
measure of the internal consistency of a fest or scale; it is expressed as a
number between 0 and 1. Internal consistency describes the extent to which all
the items in a test measure the same concept or construct and hence it s
connected to the inter-relatedness of the items within the iest” (Tavakol &
Dennick. 2011), The acceplable range for Cronbach alpha is 0.8, Thus, data has
been found reliable,

FACTOR ANALYSIS

For sampling adequacy Kaiser-Maver-Oklin (KMO) and Bartlett's test has
been used (Table 4). The KMO is 0.856 (>0.50) which is quite suitable for camying
out the research. The Bartlett's Test of Sphericity was conducted to check the
significance of the correlation matrices and the test was found significant. The
mean of communalities is (1,68,

Tahle 4
KMO and Bartlett's Test
Kaiser-Meyer-Olkin  Measure ol Sampling Adequacy 0.856
Bartlett's Test of Sphericity Apprax. Chi-Square 2103.838
13 276
Sig 000 |

Exploratory Factor Analysis

The multivariate statistical procedure of factor analysis has been used for
the study, "Factor analysis is defined as g protolypical multivariate, interdependence
technique thay statistically identifics a reduced number of factars from a large
number of measured factors” (Zikmumnd, Babin, Carr Adhikari & Griffin, 2013, p. 649},
Factor analysis was carried oul using the Statistical Package for Social Sciences
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(SPSS. 21 versions) for data reduction and simplification. Factor analysis reduced
24 statements to 16 and these 16 were condensed to 6 factors. The six factors are
Tangibility (F1). Empathy (F2), Convenience (F3), Reliability (F4), Facilities (F5) and
Employee Behaviour (F6).

Table 5 highlighted six new factors under which the variables can be
merged. T4, A2, Al and A3 have positive correlation for factor-1. The above factors
can be clubbed into a new factor. Likewise. E5, RE3 and REL: E6. E3 and E4: R,
R2 and R4; Tl and T2; A4 have positive correlation with factor - 2, 3, 4, 5 and 6
respectively.

Principal component matrix (Varimax with Kaiser Normalization) was used.
Principal component matrix (PCA) "analyses data Lable representing observations
described by several dependent variables, which are, in general. inter-correlated”.
It extracts the important information to express it as a set of new orthogonal
variables called principal components (Abdi & Williams, 20103, The six new factors
were extracted using PCA under which the resulted 16 statements can be clubbed
such as T4, A2, Al and A3 can be clubbed in factor-1. Likewise, E5, RE3 and REI:
E6. E3 and E4: R1, R2 and R4: T1 and T2 A4 have positive correlation with factor-
2.3, 4.5 and 6 respectively. The total variance explained bighlights the Eigen values
for different factors-1, 2, 3, 4, 5 and 6. The Eigen values calculated for factor 1. v
3.4, 5, and 6 are 8.554. 2.030, 1.679, 1.340, 1.179 & 1.045 respectively, The percentage
of Variance for factors 1. 2, 3, 4, 5 & 6 are 35.641, 8458, 6.998. 5.583. 4914 & 4355
respectively. Thus, six factors are extracted from 24 faciors and the cumulative
percentage 1s 65,948 (Table 5).

The significant factor loadings is important for interpreting factors. Various
studies have given different cut-off values for factor loadings. Hair, Black, Babin
& Anderson, (2010, p. 115-116) categorised factor loadings as +0.30 to £0.40 =
mimimal. and + 50 = practically significant. The variables with higher factor loadings
are regarded significant. The factors are named based on previous studics
(Choudhury, 2013; Mittal, Gera & Batra. 2015: Kaura 2013: Ganguli & Rov (2011);
Khalafinezhad & Long, 2013). The resulted factors are tangibility. empathy.
convenience, reliability, facility and emplovee behaviour.

Factor-1 expounded 35.641 % of the variation. This comprises of Bank
personnel are well dressed and neatly appealing (0.719), Bank personnel have
enough knowledge to serve the customers (0.672), Bank's ransactions are sale and
secure (0.648), The behaviowr of personnel in the bank instils confidence in yiou
(0.604). The above variables indicate high comrelation with each other,

Factor-2 is 8.458% of the variation. This encompasses Bank personnel are
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aware of the different services provided by the bank (0.724), Bank personnel devole
enough time to individual customer (0.665), and Bank personnel are providing
prompt services (0,661,

Factor-3 explained 6.998% of the variation. This comprises of Bank
personnel are knowledgeable about the equipment and softwares (0801 ). Bank's
operating hours are convenient to all its customers (). 786). and Bank persomnel are
easily accessible when needed (0).738).

Factor-4 is 5. 583% of the variation. This contains Bank provides its services
al the time it promises 1o do so (0.794), Bank performs the service right the first
time (0.717), and Bank insists on error free records {0.603),

Factor-5 explained 4.914% of the variation and encompasscs Bank has
malemn equipment and instrument facilitics (0.851). Bank's physical facility is visually
appealing ((.783).

Factor-6 represents 4.355% of the variation and include Bank personnel arg
polite and courteous (0. 741).

Regression Analysis

The customer satisfaction is measured using six hypothesis comprising
service quality dimensions explored from exploratory factor analysis (EFA),
Multiple Linear Regression analvsis is used to determine the impact of CRM on
customer satisfaction using service quality. An attempt has been made to explore
the form of relationship between CRM and customer satisfaction. Regression
analysis is performed to determine the relationship between independent variable,
1.e. CRM and dependent variable. customer satisfaction. The regression analvsis
maodel is represented in the form of Y=f{X), wherc Y is dependent Variable and
X is Independent variable. The dimensions of the model tangibility, empathy,
convenience. reliability, facility. employee behaviour and customer satisfaction
arc coded as TAN, EMP, CON, REL, FAC. EMB, and C5§ respectively. The model
is represented in the following form -

CS =B, + B,(TAN) + B.(EMP) + B(CON) + B(REL) + B{FAC) + B(EMB) +¢
Here CS is dependent variable, B0 is constant, B] to B6 are service quality

dimensions and e is error term.
The results are presented in the following Tables.
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Tahle 6
Model Summary®
Model R R Square Adjusted Std. Error Durbin-
R Square of the Estimate | Watson
1 S ‘ 547 531 B9639664 1.981

a  Prediclors - [ Comstant ) Tangibility, Empathy, Convenience, Reliability, Facility and
Employee Behaviour
b Dependent Variable - Customer Satislaction

Table 6 presents the model summary identifying customer satisfaction a5
a function of service quality. The R-square or cocficient of multiple determination
of the model is 547 ;e 34.7%. The R-squarc represents the varation in the
dependent variable due 1o independent variables. The above Table signifies thar
the service quality as a factor of CRM (independent variable) explains 54,7 per cent
of the variance in the customer satisfaction (dependent variable). Therefore, the
hypothesis H . i.e. There is d positive relationship between CRM and customer
satisfaction is accepted.

Table 7

ANOVA?

. Maodel 1 Sum of Squares df Mean Square F Sig.
Regression B3.626 6 154938 P
Residual 79.095 163 483 4 -
Tiotal 174,722 6y > 2 5

8 Dependent Variable : Customer Satislaction
b Prediclors (Censtant), Tangibility, Empathy, Convenience, Reliability, Facility and

Employee Behaviour

Table 7 presents (he ANOVA test of the model which indicates
overall goodness of fit of the model. The [ of the model is 32845 which is
good and indicates goodness of fit of the model at 1% level of significance. i
indicates that there is significant impact of service qualily dimensions on customer
satisfaction.
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Table 8
Coefficient”
Unstandardized Standardized
Mauodel Coefficients Coefficients T Sig.
B Std. Error Beta
(Constant) 022 X053 A10 683
Tangibility 322 034 313 5.929 0
Empathy 344 0154 330 6421 000
Convenience 433 033 A28 8.112 00
Reliability el 053 201 5.145 W0
Facility 240 (54 236 4.472 00
Employee Behaviour 097 154 Rk 1.812 072

a.  Dependent Variable : Customer Sulisfaction

Table B predicts customer satisfaction through each dimension of service
quality i.e. tangibility. empathy, convenience, reliability. facility and employee
behaviour. The table represents the significant and positive relationship with
customer satisfaction. The regression coeflicients of significant variables are as
follows ;

Estimated ¥ = (1,22 + 0.322*TAN + 0, 344*EMP + 0.433%CON +
0271*REL + 0.240*FAC + 0.097 EMB

Where :

Constant a = 0,22

Tangibility Coefficient = 0.322

Empathy Coellicient = (1,344
Convenience Coefficient = 0.433
Relability Cocificient = 0,271

Facility Coefficient = 0.240

Employee Behaviour Coefficient = 0,097

Thus. the regression analysis concludes that the convenience dimension
has major impact on customer satisfaction: i.e. an increase in convenience by 0.433
will increase customer satisfaction in the banking sector of Uttarakhand. Similarly,
empathy (0.344), tangibility (0.322), reliability (0.271), facility (0.240) will have an
impact on customer satisfaction of the banking sector of Uttarakhand respectively,
The result indicates that all the service quality dimensions (tangibility, empathy,
convenience, reliability, facility) have significant influence on customer satisfaction
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except employvee behaviowr. Thus, on the basis of the regression analysis performed
H2a, H2b, H2c, H2d, H2e are accepted and postulates significant and positive
impact of convenience (p=0.00), empathy (0.00, wangibility (p=0.00), reliability (p=0.00)
and facility (p=0.00) on customer satisfaction. The hypothesis H2r regarding
emplovee behaviour (p=0.072), .ie. Thercisa positive relationship between employee
behaviour and cusiomer satisfaction is rejected.

SUMMARY AND CONCLUSION

The study explored CRM impact on customer satisfaction in the banking
sector of Uttarakhand, For the above-mentioned purpose, exploratory-factor
analysis was performed and it explored the underlving dimensions of Service
quality that has impact on customer satisfaction. The result reveals that there is
a positive and significam relationship between all the dimensions of service
quality except emplovee behavioyr and cusiomer satisfaction. The SixX major
dimensions revealed are tangibility, empathy, convenience. reliability. facility and
employee behaviour. The customers in developing economies see lechnological
factors as the core service quality dimension and the buman factor as g minor
dimension (Sureshchandar Rajendran & Anantharaman, 2003). The significant
factor revealed s tangibility included bank personnel are well-dressed and neatly
appealing, bank personnel have enough knowledge 1o serve the customers, bank's
transactions are sale and secure, the behaviour of personnel in (he bank insiils
confidence in you. The second critical factor disclosed 1s empathy which
cncompasses bank personnel are aware of the different services provided by the
bank, bank personnel devole enough time 1o individual customer, and bank
personnel are providing prompt services. The third factor exposed is convenience
which included bank personnel are knowledgeable abouy the equipment and
softwares, bank's operating hours are convenient to all its customers. bank
personnel are easily accessible when needed. The fourth factor revealed is
reliability that includes bank provides its services at the time it promises to do
s0. bank performs the servige right the first time, bank insists on emor free
records. The fifth factor is facilities comprising bank has modern cquipment and
instrument facilities, banks physical facility is visually appealing. The sixth factor
is emplovee behaviour including bank personnel are polite and courtcous. The
results were found more closely-related to various previous studies (Morawakage
& Kulathunga, 201 3, Sureshchandar er al., 2003; Chavan & Ahmad. 2013: Lenka
et al, 2009; Kaura, 2013, Dinh & Pickler, 201 2). The banks should concentrate on
increasing features and fine tuning tangibility of the banking services according
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to customer expeciations which ensures the customer satisfaction (Sureshbabu,
Devasenathipathi & Anand. 2014). Based on abovementioned results, it is
concluded that banks should focus on the five major Factors: tangibility, empathy,
convenience, reliability and facilitv. After the factor analysis. a reliability test was
conducted on the extracted factors. The alpha for each factor is 0.750, 0.732, 0,808,
0.667 and 0.800 respectively. The alpha score of all dimensions extracted are
found higher than 0.6, thus the resulis are reliable and consistent,

The Multiple Lincar Regression analysis revealed convenience as the most
significant dimension followed by empathy, tangibility, reliability and facility. The
banks should attempt to improve features related to convenicnee dimension of the
bank and its services.

Several recommendations can be proposed on the basis of above mentioned
results. First, banks should improve their operation and operating hours should be
convenienl Lo customers, Second, the emplovees should be empathetic towards
customers and willing to solve their problems promptly. Third, banks should focus
and seck ways to improve the tangible environment of its various branches and the
attempts should be made to improve emplovees’ knowledge and behaviour towards
customers. Fourth, banks should fxeus on maintaining error free records. The
emplovees should be courtcous and willing to help customers and the physical
facilities should be visually appealing.

LIMITATIONS AND FUTURE RESEARCH

Some ol the limitations have been observed in the study. The hmited
number of sample size and convenience sampling makes genecralising the study
limited, the number of dimensions included in the study is limited and many mare
dimensions can be included for much accurate result and the present research
included only private and public sector banks; foreign banks and other financial
institution are not ncluded due to limited time period.

The future rescarch may attempt to undertake and study the various other
variables such as service characteristics, level of service access, compliant handling,
organizational culture, top management commitment, customer onentation, information
technology, knowledge management, change management and many more that were
not included. The future work can focus on CRM influence on customer perception
and customer lovalty with customer satisfaction. Lastly, a longitudinal study can
be undertaken to discover more precise role of various dimensions in affecting
Customer satisfaction and Lovalty.
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