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ABSTRACT 

In today’s highly competitive banking environment, customer satisfaction has emerged as a critical factor for 

sustaining long-term profitability and growth. This research paper investigates the relationship between customer 

relationship management (CRM) strategies and customer satisfaction levels, using ICICI Bank as a case study. The 

objective is to evaluate how the bank’s CRM initiatives—such as personalized services, digital banking tools, 

grievance redressal systems, and customer engagement programs—impact overall satisfaction and loyalty among 

its customers. Primary data was collected through a structured questionnaire administered to 100 ICICI Bank 

customers across different age groups and income levels. The study employs descriptive and inferential statistical 

tools to analyse customer perceptions and identify key drivers of satisfaction. Findings reveal that efficient digital 

services, prompt issue resolution, and relationship-based banking significantly influence customer satisfaction. 

However, areas such as responsiveness and personal touch show potential for improvement. The study concludes 

that while ICICI Bank has implemented strong CRM strategies, consistent upgradation and personalization are vital 

to meeting evolving customer expectations. These insights can guide banks in refining their CRM approaches to 

enhance customer retention and trust. 

 

INTRODUCTION 

In today’s evolving business landscape, the factors influencing business operations have expanded into new 

dimensions. Elements that were once considered insignificant have now become central to business strategy, 

particularly with the growing focus on customer-centric models. Businesses across industries are placing customers 

at the heart of their operations, recognizing that building and maintaining long-term relationships is essential for 

profitability, sustainability, and competitive advantage. In a market filled with abundant choices, customer loyalty 

is fragile, and companies must work harder than ever to meet rising consumer expectations and prevent customer 

churn. 

 

This heightened competition has led to the global adoption of Customer Relationship Management (CRM) 

practices, regardless of a company’s size or sector. As product life cycles shrink and consumers easily switch to 

alternatives, businesses increasingly rely on CRM strategies to retain customers and enhance satisfaction. 

Companies have established dedicated customer service departments to remain engaged with their customers, 

address concerns, and collect feedback. These interactions enable businesses to adapt their operations and strategies, 

ensuring that the customer remains the focal point of their activities. The success of modern businesses is thus 

closely tied to the effectiveness of their CRM and the satisfaction levels of their customers. 
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This thesis aims to explore the CRM practices of ICICI Bank, with a specific focus on customer satisfaction as a 

key indicator of CRM success. Given the broad scope of CRM and the limitations of time and resources, the research 

narrows its analysis to this critical area. A mixed-method research design is employed, combining both qualitative 

and quantitative approaches. Surveys using Likert scales assess customer satisfaction levels, while qualitative 

interviews with ICICI Bank officials provide insights into the bank’s customer service philosophy and CRM 

strategies. Desktop research supplements the primary data to enrich the understanding of CRM practices. Data 

collected are analyzed using MS Excel and thematic analysis techniques. 

 

The choice of ICICI Bank as the subject of this study stems from the author's interest in both banking and customer 

service. Founded in 1955 with a mission to support Indian businesses, ICICI Bank has grown into one of the largest 

private sector banks in India, operating over 5,000 branches and 13,000 ATMs. With a market capitalization 

exceeding INR 6,315,330 million, the bank serves a vast and diverse customer base. This thesis seeks to understand 

how such a major financial institution approaches customer relationship management, providing valuable insights 

into how traditional banking institutions are evolving in response to the growing importance of customer satisfaction 

in today’s service-driven economy. 

 

2. CRM and Customer Satisfaction 

 

2.1 Customer Relationship Management (CRM) 

CRM is a business strategy that focuses on building and maintaining long-term, profitable relationships with 

customers by using data and technology. It helps organizations understand customer behaviour, improve service, 

and increase loyalty (Rai & Singh, 2012; Payne, 2005). CRM is more than software—it integrates marketing, 

service, and strategy to enhance value for both customers and businesses. 

Forms of CRM include: 

1. Strategic CRM: Creates a customer-focused culture. 

2. Operational CRM: Automates sales, marketing, and service. 

3. Analytical CRM: Analyses customer data to inform decisions. 

 

2.2 CRM Processes and Pillars  

CRM is supported by people, technology, and structure. Key elements include: 

● Customer Orientation: Aligning business activities with customer needs for satisfaction and retention. 

● Product Quality: Ensuring products/services meet expectations and enhance competitive advantage. 

 

2.2.3 Customer Satisfaction 

Customer satisfaction is vital for retention. It involves understanding and meeting customer expectations. Many 

firms mistakenly equate low complaints with high satisfaction, but only about 4% of dissatisfied customers voice 

concerns—most simply leave (Raab et al., 2016). Hence, companies must proactively assess satisfaction levels. 
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2.2.4 Customer Retention 

In a competitive market, retaining customers is more cost-effective than acquiring new ones. Loyalty arises when 

customers choose to stay despite alternatives, driven by emotional, logical, or economic reasons. True retention 

depends on high satisfaction, not just lack of alternatives (Raab et al., 2016; Nasir, 2017). 

 

2.2.5 Customer Value 

Effective CRM focuses on understanding customer behaviour and profitability. Rather than aiming for transaction 

volume, businesses should invest in high-value customers for long-term growth. CRM helps shift focus from broad 

market share to nurturing profitable relationships (Raab et al., 2016). 

 

3.REVIEW OF LITERATURE 

CRM in Indian Banking 

Indian banks are still maturing in CRM adoption. Operational CRM (e.g., SMS alerts, ATMs) is widespread, while 

collaborative CRM is growing via mobile/internet banking. Analytical CRM is limited (Rai & Singh, 2012). 

Yes Bank’s YCCRM enables internal collaboration for better service. ICICI revamped business and tech processes, 

introducing CRM on Facebook. SBI’s BI system integrates data from 70+ sources for faster decisions. 

Recent studies suggest a rising focus on AI-powered CRM and chatbot-based customer interactions, particularly 

after COVID-19 accelerated digital engagement. Banks like HDFC and Axis have incorporated AI-driven chat 

assistants to offer 24/7 support and personalized services (Kumar & Narula, 2021; IBA Report, 2023). 

 

E-CRM 

Banks offer internet and mobile banking for easy, branch-free access. Services include balance checks, fund 

transfers, and real-time SMS alerts. RBI’s EFT enables quick inter-bank transfers. 

In recent years, Unified Payments Interface (UPI) has transformed digital banking in India by integrating mobile 

platforms into seamless real-time payment systems. Banks now use app-based CRM to send push notifications, 

gather feedback, and customize offers based on transaction history (Mehta & Bansal, 2022). 

 

Customer Satisfaction 

Satisfaction occurs when service meets or exceeds expectations. If actual service falls short, customers feel 

disappointed. Expectations stem from personal needs, past experiences, and external sources (Raab et al., 2016). 

The ‘is’ factor reflects the customer’s actual experience with a product or service, including post-sale aspects like 

warranties. It helps assess if expectations are met. Positive experiences lead to loyalty and referrals, while 

dissatisfaction may cause complaints and negative word-of-mouth (Raab et al., 2016). 
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The SERVQUAL model measures service quality across five dimensions—reliability, responsiveness, assurance, 

empathy, and tangibles—by comparing customer expectations with actual service performance (Ozatac et al., 2016; 

Islam & Ali, 2011). 

A 2023 study by Sharma & Rathi emphasized that post-pandemic, responsiveness and assurance have become the 

most critical drivers of satisfaction due to increased customer reliance on digital channels. Furthermore, the role of 

hyper-personalization in improving customer retention has gained momentum (FICCI-PwC Report, 2024). 

 

4. RESEARCH OBJECTIVES 

1. Identify CRM factors that influence customer satisfaction. 

2. Evaluate customer satisfaction with ICICI Bank’s CRM. 

3. Assess CRM’s impact on customer loyalty and preference. 

4. Examine CRM’s effect on ICICI Bank’s performance. 

 

 

 

 

 

 

HYPOTHESIS 

1. H₀: No link between CRM and customer satisfaction at ICICI Bank. 

H₁: CRM significantly impacts customer satisfaction at ICICI Bank. 
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2. H₀: CRM practices don’t affect customer satisfaction. 

H₁: CRM practices impact customer satisfaction. 

3. H₀: CRM doesn’t impact loyalty or preference. 

H₁: CRM impacts loyalty and preference. 

4. H₀: CRM strategies don’t affect performance. 

H₁: CRM strategies affect performance. 

 

 

5.RESEARCH METHODOLODY 

 

Data interpretation 

From the survey the researcher has concluded that 41.7% are students 21.7% or retired or other 13.3% are salad 

employees and 23.3% are business owners. 

 

 

Data Interpretation 

From the survey conducted, the researcher has concluded that 56.7% of the respondents are male and 43.3% are 

female. 
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Data Interpretation 

From the survey conducted, the researcher has concluded that 48.3% of the respondents are below 25 aged groups, 

20% are 36- 50 aged, 23.3% are above 50% and 8.3% are 25- 35 aged. 

 

 

Data interpretation 

From the survey the researcher has concluded that 43.3% are associated less than 1 year with ICICI Bank, 25% of 

people are associated for 4-6 years, 16.7% are associated for 1-3 years whereas 15% are associated for more than 6 

years. 
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Data interpretation  

From the survey the researcher has concluded that 55% Says bank communicate  occasionally,23.3% says that the 

bank communicates very frequently, 15% agrees that banks communicate rarely and 6.67% disagree. 

 

 

Data interpretation 

From the survey the researcher concluded that 58.3% says the staff during in- branch visit is somewhat helpful, 

30% say extremely helpful, 8.3% says unhelpful and 3.3% says very unhelpful. 
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Data interpretation  

From the survey the researcher concluded that 58.3% of the bank whose charges and policies are somewhat 

transparent, 21.7% very transparent, 13.3% says not transparent and 6.7%   says i don't know. 

 

6.FINDINGS AND ANALYSIS 

The CRM processes at ICICI Bank begin with collecting customer information during account opening, which 

helps in understanding customer needs and expectations. This data is used in decision-making and product offerings. 

The bank employs customer segmentation based on business types and offers specialized services for senior citizens 

and children. Feedback forms are distributed at branches to gather insights on customer satisfaction, employee 

conduct, and service quality, enabling continuous improvement. According to the interviewee, these CRM practices 

have led to high customer satisfaction, as reflected in positive feedback and the successful retention and expansion 

of the customer base. Personalized services and targeted offerings appear to be key drivers of this growth. 

 

7.RECOMMENDATION AND CONCLUSION 

The primary objectives of this research were to explore key features of customer relationship management (CRM) 

and customer satisfaction, understand the CRM strategies employed by ICICI Bank, and assess customer 

satisfaction levels. The bank has adopted a customer-centric approach and is consistently working to enhance 

satisfaction. However, survey results indicate potential customer loss despite growth in the customer base, 

signalling a need for improved retention strategies and stronger reassurance during transactions. Enhancing the 

reliability and security of online banking could significantly improve customer experience and satisfaction. A major 

concern highlighted is customer loyalty, with a notable portion of respondents unsure or unwilling to continue with 

the bank, and many unlikely to recommend it to others—raising concerns about customer retention and word-of-

mouth promotion. Lastly, the bank must reassess its CRM strategies, particularly in better understanding customer 

needs and expectations to enhance overall performance. 
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