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CRM in Urban Co-operative

ustomer  refationshlp  manage-
ment,  (CRM), has  bean
projected as the panacea for all the

developments i the field ke
Analytical CRM, have the potental to
dramalically increase the ratums
from a CAM stratagy. The dynamics
of the current market place have
been changing rapidly. Even though

e dnios of apioatioy
wocing customers have  changed.
Erents i T wsema. et oo
of an organiation are forcing
companies to rothink what is neadad
1o bo done within the organization to
ustain  themsolves and to  be

successtul players in the market
The use of GAM in banking has
I e I
ggressive  stratogies for custom
ns etonton " being
banks in today’s

affective use of CAM solutions
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S o S
rowing  compatiive
-nvlmumtm becauso of the opening

revenue carmings, higher  pre
higher market share of the
it Tow only. rom o v customer,

CRM has its higher and most
successful implementation in
financial senvice industry. Customer
intimacy or relationship with
customer is observed as one of
the competitive differentiators in
this industry. With the increased
income levels customers are now
Tooking for better banking
investment facillies. The
importance of adapling tsalf to
the changing needs of the
customers is compeliing the bank
1o adopt more customer friendly
and operational systems. Urban
co-operative banks should today
acknowledge that appropriate
understanding and implementation
of CAM strategy is the key to
success.

The customer has been strengthened
a5 ha now has tho power 1o choose
his banker from a large number of
public: sectors, private soctor, foraign
and  cooperalive T

customer will decide the  individual
bank's fate. Only those banks that
can continuously monitor, undersiand
and meel customer noeds, streamine
their procedure making them less
rigid and more and more customer
orionted will survive the competiion
Enlarging the customer base wil
hve to be done in @ more

Banks

mathodical way by mainiaining a

abase of customers, predeting
damand for bank's productisarvices
and by having personalized services
for retaining existing customers. The
beneft of improvement In the qualry
of service should raach down o the
level of the average customer and
should not be restricted o niche
clientele only.

o, roudcoky’ it rary
banks in the world have
eokivd thal Glemace: nowd s b
given more care soriously than ever
bofora, The porcoption of a bank is
based on the customers varied
exporience wih peopie within the
organization, It is a proven fact that it

o e ¢ ich 0 g i 8

about the customer is the Ky 1o
success. The only entity seen by the
bank is its customar. This requires a
beter  understanding  of the
expect f
the organization. This information Is
ke oxygen for businoss fo survive,

But today banks stop al the first
foction ol data

haalthier. This dala can also be used
for  analyzing  the customer
information 1o gain a deeper insight
Mo various areas like customer
spending patierns, segmentation and
internot browsing habits. The key fies
in idenilying the customers who
contributes more towards

Bl i o et
into taking special care
customers, Many St
Gefload GAM In many waya vith o

n

cmngmg oy a,n-mu S

ottom finephilosophy behind it
T et ot ik ks
the long term proftabilty of the bank.

Objective

The objeciive of the study is to
find out the importance of customer
retarahp maragemnt. n banks

4 G s ymSiond b e
i the present

CRM process is delined as any
group of action that is insirumental in
the achievement of the outpul an
operation system, in accordance with
a spocilied measure of effeciives

customer retention. AM
implementation and success rate
purcty dopond oss,
vh ks the R, eveon
customer value, etention,

ctorar acauion and prftabBY.
CRM. the current market sirategy,
has many advantages if understood

customers and caretully managing all
the customer touch poinis with the
am of maximizing customer loyalty.
Benefits of CAM

billy to relain loyal and
pmmm Snmmi i shisool or
the business project.

sed on  knt
which drives growth and increased
profit margins. * Increasing individual
customer margins. while offering the
right products at the right time.

CRM in Banks

The use of GAM in banking has
been essentialy done for the
following purposes
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L. et costomers: X e
necsitary banks

fata that is generated
through  cusiomer  interaction
also taking info account the profie of
the customers such as the life cycle
stage, economic background. family
commiments, elc needs to be
collated into one database o ensure
anaysis. For example, 3
cuslomer interacts with a bank for
cadn s, AT sl b
hicle loans, domal accounts
etc. The data generaled through all
these services needs 10 be integrated
1o enable effective targating. After the
integration a proftabilty
analysis of the customer neads 1o be
undertaken st
of the profi- he
customer before targeting him with
new offers.

2. Customer segmentation:
Banks can use the data on
customers 1o effectively segment the
customers belore targeting them.
Typal, maurtsin of cosome dta
are  avaiable
warehouse. By applying data mmnn
tools, Glusters of similar records Gan
be made. From, this, one can arrive
al a st of customers who are more
ety spond to now loan
schomes, new deposit schemes, etc
This will_help in finding & highly
targeted. market.

3. Prediction: Data mining tools
can build a classifcation system
based on past dala taking a number
of parameters into  consideration
Depending on this system, a new
customers behaviour can
predicted wilh reasonable accuracy.
The same principle can be applied at
the time of launching a new product.
Bolore the product is launched. its
sales can be predicled. This can help
in dociding the adveriisement and
pricing suategy.

4. Customer loyalty anslysis: To

switching over 1o competiors.

Cros ing: Based on the
pr-vinu: e o o 0 ke
data mining tools can provide a
wealth of knowledge aboul the
sssociation between two services.
This can be used in buiding a
sratogy fot promoton ot sal mow
(0 the customers at the time

pogisndly
6. Customer life time value
(e, o not
profiable today may have 1o
otanial o being proale n ke
Hence, i is absolutely essental 1o
idently customers with high ffetme
value. The lools are designed 1o
provide methods to caloulate CLTV in
ditlrani business anvironments

7. Product pricng: Usng daa

sales rolationship for  different
senvices and the relationship beween
changes in prces and sales

6. Assisting sales force for
effective campaign: A consofidaied
information database on 2l products,
prcing, competitor_information. sales
eessnison, propesd tanplaes sed
marketing  collateral shouid  be
ecosse o ah pecpe.comeeroes
Trise pive ey baghi b st

person is in a meeting wilh a elient

9. Proper interface  with
customers: the communication from
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various  depariments ke  sales,

he customer
to enable a consistent approach.
Removal  of inconsistencies is
recessary o ensure thal customers
aro not harassed and frusraled
owing 10 poor interal coordination.
This bound 1o enhance  customer
satisfaction. The contact centers that

d 1o interiace wilh cust
should ensure thal they use
consistency  iospactive o
medium used for the  inleractions
S ke, il el
eic. Banks can use the dala
cusiomers 10 sfiecively sagnent e
customers before targeting ther.
CRM Initiatives of The Urban Co-
operative Banks

sy pay scheme: Urban co-

payments such as Tol bk,

Shcticly b, Gadar m... bils,

Insurance pro; others.

For i the cxstomar s 1 feciter

Tamesivas’ WY a1y tranch uer

ke o il hake-us #0
cally through bar

AT pess o i
operalive  banks.

“Time" for maney as oot
hese banks issue ATM
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Oebit card; RABI has
N co-operative banks to
offer Dabit card 1o their customars.
To add greater cumency 1o the dabit
card, bank has mado a fie up
arrangement Wi VISA, the
intornational agency. The Debit Card
with Visa accrediation has been
launched to limited customers i
March 2008. After successtul testing,
it is now boing made available to all
b cimlien and o Sea 1
from any of the VISA
acovedied ATHg o only in India but
also across.
debil card for making payment al any
point of sale and use it for intemet
ransaction of all types.

inking; Now urban co-
operalive banks also have introduced

information e account
Mobile has vide

ssag0s of boh types: Push and
Pul In push ges, has

messa
bean sending SMS alerts ul cash
asiackiny. soovs Rs.5000 and also
for Demat wansactions. In Pull
sages, customers can checl
baiances in the account and find out
detalls of last fivo vansactions by
sending SMS on a given number.

Mutual  fund:  The  rsing

able income created a huge
po(-mul for investment in insurance
and muwal fund. Considoring the

mographic.

g

o
markeling of third pary products tke
insurance and muwal fund to
increase fee based

xample, Saraswal bank has entered

into the Mutual Fund distribution
usiness in 2005 and has succoss!
tie up with 21 Fund House with total
found invested at around Rs.100

1800 schemes spread across 30
different categories. The hank has tie
up with major fund houses fike Birla
Sunlfe Muwal  Fund,  Frankin

mple F HOFC

Mutual
Mutual fund otc.
Insurance: Many uan  co-

standard fife  insurer n
limited, etc: for various e insurance
chemes Endowment plan.
Chikiran's Double benefit pian, Term
aseumca; pii; Dol pbind
pensi For lite

plan
insurance plan, meo barks ove e
up with companies like Ws. Bajaj
Atlisnz Goneral Insurance Company
Ud; et to sel general insurance
products.

Demat Account: The urban co-
operative banks offer the faciity of
opening the demat. account fo. their
customers. This helps the customers.

wranstor securiis from  one

secuities are carried out easly and
expeditously
Any Where Banking: Amost all
urban co-operatve banks ol the
siomers the faciity ol anywhere
nanmg Wih the cloaring and quick
of outstation ~ chequos.
& ame i wlo
any limit from the account from any
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of the bank's branches with the
Support of core banking solutions.
The  business  associates
customers can remil money 1o the
account of partners through any of
the branches instantly. Tho facilly is
extended o saving, current and
overdralt account. Customers can
ais0 transfor funds from ono account
to ancther and check the balance
and details of the transaction and get
passbook printed from any of bank's
branches.

Interet Banking: Most of the
uban  cooperative  banks  offer
internet  banking facilly to i
customers by which you can bank in
the meep sstbas of yor e
offica and the
s we ation o b
account,  statement of  accounts,
balance nquiry, status ~cheques,
toan account, profife information, mini
Statoments etc.

Forelgn exchange: most of
the wban co-operalive banks have
the license from RBI lo deal in
foreign exchange. This. division plays
an aclive role in the foreign
oxchange  operations  through
category branches. These banks offer
oxport credit finance by way of pre-
Shipment and post-shipment credit at
market compeltive markel rate. The
bank is providing import finance 10 its
valuable customers by providing
Tetter of credt facilty for its customers
to purchase raw malerial, which Is
generally given for 90 1o 180 days.

Conclusion

In today's growing competiion,
o markel situation, changing
global namelmg strategios  and
increasing use of online channel of
communication mu transactions,
has become extremely dificut for the

]

chen sscomnbe ke o sx-y

baoks whkh have. sndersoad the
o eisg. swimors
and corresponding e tme value of
customers ara tuming towards implo-
menting GAM in their organizations.
CRM has s higher and most succes-
il impler financial senice
indusry. Customer infimacy or rol
tonsfip with customer s observed as

o of the compeilive diferontiators
i s iy Wi e

incoma_ levels. cusiomarsaro
ooking for better banking investment
facilies. The imporiance of adepling
iself to the changing needs of the
cstomes e compelng the bark o

adopt m:
s s e i i
operative  banks  should  today
acknowladge  th priate
understanding and implementation of
GRM stratagy is the key to success.
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