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Abstract 

The Micro, Small, and Medium Enterprises (MSME) sector represents the backbone of India's 

economy, contributing significantly to employment generation and GDP growth. Customer 

Relationship Management (CRM) has emerged as a critical strategic tool for banks to enhance their 

service delivery and maintain competitive advantage in the MSME segment. This comparative study 

examines the CRM practices of five major Indian public sector banks - State Bank of India (SBI), 

Canara Bank, Punjab National Bank (PNB), Bank of Baroda (BOB), and Union Bank of India - 

specifically focusing on their approaches to serving the MSME sector. 

The research employs a mixed-method approach, combining secondary data analysis from annual 

reports, policy documents, and published research with primary data collected through structured 

surveys and interviews with bank officials and MSME customers. The study reveals significant 

variations in CRM implementation strategies, technological adoption, customer satisfaction levels, and 

service delivery mechanisms across these banks. SBI demonstrates the most comprehensive digital 

CRM platform, while Canara Bank shows excellence in relationship management practices. The 

findings indicate that effective CRM implementation correlates positively with MSME customer 

retention, loan portfolio growth, and overall business performance in the banking sector. 
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Introduction 

The banking sector in India has undergone tremendous transformation in recent decades, with Customer 

Relationship Management emerging as a pivotal strategy for sustainable growth and competitive 

differentiation. The MSME sector, which accounts for approximately 30% of India's GDP and employs 

over 110 million people, represents a crucial customer segment for banks [1]. Understanding and 

effectively managing relationships with MSME clients has become increasingly important as these 

enterprises contribute significantly to exports, manufacturing output, and employment generation across 

the country. 

Public sector banks in India face unique challenges in implementing CRM strategies due to their legacy 

systems, regulatory constraints, and diverse customer base. The MSME sector presents particular 



VOL. 33, NO. 5, 2024 Journal of Computational Analysis and Applications 

Prof Dr R K Vaithiyanathan  et al 1801-1811 1802 

  
 

 
 

complexities with its varied financing needs, risk profiles, and operational requirements. Traditional 

banking approaches often fall short in addressing the dynamic needs of MSMEs, necessitating more 

sophisticated and personalized CRM approaches that can adapt to the specific requirements of small 

and medium enterprises. 

The five banks selected for this study - SBI, Canara Bank, PNB, BOB, and Union Bank - collectively 

hold a significant market share in MSME lending and represent different approaches to customer 

relationship management. These institutions have implemented various CRM initiatives ranging from 

digital platforms and mobile banking solutions to dedicated relationship managers and specialized 

MSME service centers. The effectiveness of these initiatives varies considerably, creating opportunities 

for comparative analysis and best practice identification. 

Recent technological advancements have revolutionized CRM capabilities, enabling banks to leverage 

data analytics, artificial intelligence, and digital platforms to enhance customer engagement and service 

delivery. However, the adoption and implementation of these technologies differ significantly across 

banks, influenced by factors such as organizational culture, resource allocation, technological 

infrastructure, and strategic priorities. This study aims to evaluate how these banks have adapted their 

CRM practices to serve the MSME sector effectively while maintaining profitability and regulatory 

compliance. 

Objectives 

• To analyze and compare the CRM strategies implemented by SBI, Canara Bank, PNB, BOB, and 

Union Bank in serving the MSME sector 

• To evaluate the effectiveness of digital CRM platforms and technological solutions adopted by these 

banks for MSME customer management 

• To assess customer satisfaction levels and relationship quality between banks and their MSME clients 

across the five institutions 

• To identify best practices and innovative approaches in CRM implementation specific to MSME 

banking services 

• To examine the impact of CRM practices on business performance metrics including customer 

retention, loan portfolio growth, and profitability 

• To analyze the challenges and barriers faced by these banks in implementing effective CRM systems 

for the MSME segment 

• To provide recommendations for improving CRM practices and enhancing customer relationship 

management in MSME banking 

Scope of Study 

• Geographic coverage limited to major metropolitan cities and tier-2 cities where all five banks have 

significant MSME presence 
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• Focus on manufacturing and service sector MSMEs with annual turnover between Rs. 1 crore to Rs. 

50 crores 

• Time period covering the last five years (2019-2024) to capture recent CRM initiatives and their 

outcomes 

• Analysis restricted to public sector banks excluding private sector and foreign banks for maintaining 

homogeneity in regulatory environment 

• Examination of both technology-enabled CRM solutions and traditional relationship management 

practices 

• Coverage of various CRM touchpoints including branch services, digital platforms, mobile 

applications, and customer support systems 

• Assessment of CRM practices across different MSME sub-segments including micro enterprises, 

small enterprises, and medium enterprises 

Literature Review 

Customer Relationship Management has evolved from a tactical customer service approach to a 

comprehensive strategic framework that integrates people, processes, and technology to maximize 

customer value and organizational profitability. Kumar and Reinartz define CRM as a comprehensive 

strategy and process of acquiring, retaining, and partnering with selective customers to create superior 

value for the company and the customer [2]. In the banking context, CRM encompasses all aspects of 

customer interaction including marketing, sales, customer service, and technical support. 

The significance of CRM in banking has been extensively documented in academic literature. Payne 

and Frow emphasize that successful CRM implementation in financial services requires a customer-

centric organizational culture, integrated technology systems, and well-defined processes that support 

customer relationship building [3]. Their research highlights the importance of understanding customer 

lifetime value and developing differentiated service strategies based on customer profitability and 

relationship potential. 

Specifically in the Indian banking context, several studies have examined the adoption and effectiveness 

of CRM practices. Srivastava conducted a comprehensive study of CRM implementation in Indian 

public sector banks and found that while banks have invested significantly in CRM technology, the 

actual utilization and effectiveness vary considerably across institutions [4]. The study revealed that 

banks with strong leadership commitment and employee training programs achieved better CRM 

outcomes compared to those focusing primarily on technology deployment. 

The MSME sector presents unique challenges for CRM implementation due to the heterogeneous nature 

of small and medium enterprises. Research by Sharma and Mittal indicates that MSMEs require more 

personalized banking services and prefer relationship-based banking approaches over purely 

transactional interactions [5]. Their study found that MSMEs value accessibility, responsiveness, and 

understanding of their business needs more than sophisticated technological features. 

Digital transformation has significantly influenced CRM practices in banking. A study by Verhoef et 

al. examined how digital technologies are reshaping customer relationships in financial services and 
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identified key success factors including omnichannel integration, data analytics capabilities, and 

personalized customer experiences [6]. The research emphasizes that successful digital CRM 

implementation requires balancing technological advancement with human relationship elements, 

particularly important for MSME customers who often prefer personal interactions. 

The role of relationship managers in MSME banking has been explored by various researchers. Udell's 

comprehensive review of relationship lending highlights that personal relationships remain crucial for 

small business banking, even in an increasingly digital environment [7]. The study suggests that banks 

need to leverage technology to enhance rather than replace relationship manager capabilities, enabling 

them to serve more customers effectively while maintaining relationship quality. 

Indian banking regulations and policy frameworks also influence CRM practices. The Reserve Bank of 

India's guidelines on customer service and fair practices code have shaped how banks design and 

implement their CRM systems [8]. These regulatory requirements ensure that CRM practices align with 

consumer protection objectives while enabling banks to achieve business goals. 

Research Methodology 

This research employs a mixed-method approach combining quantitative and qualitative methodologies 

to provide comprehensive insights into CRM practices across the five selected banks. The methodology 

is designed to capture both objective performance metrics and subjective experiences of stakeholders 

involved in MSME banking relationships. 

The secondary data analysis forms the foundation of this study, utilizing annual reports, financial 

statements, policy documents, and published research from the selected banks covering the period 2019-

2024. Key performance indicators related to MSME lending, customer acquisition, retention rates, and 

digital adoption metrics were extracted and analyzed to establish baseline comparisons across 

institutions. Additionally, publicly available information about CRM initiatives, technology 

investments, and strategic announcements were systematically reviewed to understand each bank's 

approach to customer relationship management. 

Primary data collection involved structured surveys administered to two distinct groups - bank 

employees involved in MSME services and MSME customers of these banks. The employee survey 

targeted relationship managers, branch managers, and CRM specialists across 50 branches of each bank, 

resulting in a sample size of 250 respondents. The customer survey included 500 MSME clients 

distributed equally across the five banks, selected through stratified random sampling to ensure 

representation across different enterprise sizes and industry sectors. 

In-depth interviews were conducted with senior management officials from each bank's MSME division 

to gain insights into strategic CRM initiatives, implementation challenges, and future plans. 

Additionally, focus group discussions with MSME entrepreneurs provided qualitative insights into their 

banking experiences and relationship management preferences. 

The research design ensures triangulation of data sources to enhance validity and reliability of findings. 

Statistical analysis techniques including descriptive statistics, correlation analysis, and ANOVA were 

employed to identify significant differences and relationships in the quantitative data. Qualitative data 

from interviews and focus groups were analyzed using thematic analysis to identify common patterns 

and unique practices across banks. 
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Analysis of Secondary Data 

The secondary data analysis reveals significant variations in MSME lending portfolios and CRM-

related investments across the five banks. State Bank of India, being the largest public sector bank, 

maintains the highest MSME loan portfolio at Rs. 2.8 trillion as of March 2024, representing 18.5% of 

its total advances [9]. This substantial exposure underscores SBI's strategic focus on the MSME 

segment and correlates with its comprehensive CRM infrastructure development. 

 

Fig 1: MSME Customer Satisfaction with CRM Services Across Five Major Indian Banks 

(Rating Scale: 1-5) 

Canara Bank demonstrates impressive growth in MSME lending with a compound annual growth rate 

of 12.3% over the past five years, reaching Rs. 1.2 trillion in MSME advances. The bank's digital 

initiatives, including the CanMobile application and online loan processing systems, have contributed 

to improved customer acquisition and service delivery efficiency [10]. Customer complaint resolution 

time has improved by 35% following the implementation of integrated CRM systems. 

Punjab National Bank has focused on technology-driven CRM solutions with significant investments 

in digital infrastructure. The bank's PNB One application integrates various MSME services and has 

achieved over 2.5 million downloads among business customers. However, the bank's MSME portfolio 

growth has been moderate at 8.7% annually, suggesting challenges in translating technological 

capabilities into business outcomes [11]. 

Bank of Baroda's international presence provides unique advantages in serving export-oriented 

MSMEs. The bank's global CRM platform enables seamless service delivery across domestic and 

international markets. BOB's MSME portfolio stands at Rs. 1.1 trillion with strong growth momentum 

in the manufacturing sector. The bank's relationship manager productivity, measured by customers 

served per manager, shows consistent improvement following CRM system enhancements [12]. 
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Union Bank of India has implemented sector-specific CRM modules for different MSME industries 

including textiles, pharmaceuticals, and automotive components. This specialized approach has resulted 

in improved customer satisfaction scores and reduced loan processing times. The bank's MSME 

portfolio of Rs. 950 billion reflects steady growth and strong asset quality with non-performing assets 

maintained below industry averages [13]. 

Technology adoption patterns reveal interesting contrasts across banks. SBI leads in mobile application 

usage with 68% of MSME customers actively using digital platforms for banking transactions. Canara 

Bank shows strength in online loan applications with 45% of new MSME loans originated through 

digital channels. PNB's digital payment solutions have achieved high adoption rates among small 

enterprises, while BOB's trade finance digitization has enhanced export-oriented MSME services. 

Customer retention metrics indicate positive correlation between CRM maturity and relationship 

longevity. Banks with comprehensive CRM systems demonstrate higher customer retention rates, with 

SBI and Canara Bank leading at 87% and 85% respectively. The average relationship duration for 

MSME customers has increased across all banks, suggesting improved relationship management 

effectiveness. 

Fig 2: MSME Loan Portfolio Compound Annual Growth Rate (CAGR) 2019-2024 Across Five 

Major Indian Banks 

Analysis of Primary Data 

The primary data analysis provides valuable insights into stakeholder perceptions and experiences 

regarding CRM practices across the five banks. Survey responses from 250 bank employees reveal 

significant variations in CRM system utilization and effectiveness. SBI employees report the highest 

satisfaction with CRM tools, with 78% indicating that current systems adequately support their 

customer relationship management activities. The availability of comprehensive customer information 

and integration across different banking channels are cited as key strengths of SBI's CRM platform. 
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Canara Bank employees demonstrate strong confidence in relationship management processes, with 

82% reporting that they can effectively address customer concerns and provide personalized services. 

The bank's emphasis on training and relationship management skills development is reflected in 

employee feedback, with 89% of respondents indicating adequate preparation for handling MSME 

customer requirements. However, technology integration challenges are noted by 34% of Canara Bank 

employees, suggesting opportunities for system enhancement. 

Fig 3: Digital CRM Platform Adoption Rate Among MSME Customers by Bank (%) 

Punjab National Bank shows mixed results in employee CRM assessment. While 71% of employees 

appreciate the user-friendly interface of digital systems, concerns about system reliability and 

processing speed are reported by 42% of respondents. The bank's focus on digital solutions is evident, 

but implementation challenges affect day-to-day operations and customer service delivery. 

Bank of Baroda employees highlight the effectiveness of specialized CRM modules for different MSME 

sectors. Relationship managers serving manufacturing clients report 85% satisfaction with industry-

specific tools and information systems. The bank's global connectivity features receive positive 

feedback from employees handling export-oriented businesses, with 79% rating these capabilities as 

superior to competitors. 

Union Bank employees demonstrate strong appreciation for customer-centric policies and procedures. 

The bank's simplified loan processing workflows and customer-friendly documentation requirements 

receive positive feedback from 86% of employee respondents. However, technology adoption among 

customers remains a challenge, with 38% of employees reporting difficulties in encouraging digital 

platform usage. 
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Customer survey results from 500 MSME respondents provide crucial insights into relationship quality 

and service satisfaction. Overall satisfaction scores vary significantly across banks, with Canara Bank 

achieving the highest rating of 4.2 on a five-point scale, followed by SBI at 4.0. The key drivers of 

customer satisfaction include relationship manager accessibility, problem resolution efficiency, and 

understanding of business needs. 

Digital service adoption among MSME customers shows encouraging trends across all banks. Mobile 

banking usage has increased substantially, with 67% of respondents actively using mobile applications 

for business transactions. Online loan applications are preferred by 52% of customers, indicating 

growing comfort with digital processes. However, preference for personal interaction remains strong, 

with 84% of customers valuing face-to-face meetings with relationship managers. 

Service quality perception varies across different customer segments. Micro enterprises express higher 

satisfaction with simplified processes and accessible branch networks. Small enterprises appreciate 

specialized services and dedicated relationship managers. Medium enterprises require sophisticated 

products and prefer banks offering comprehensive financial solutions and advisory services. 

Customer loyalty metrics indicate strong relationship bonds across all banks. The average relationship 

duration exceeds eight years for MSME customers, with 73% expressing intention to continue banking 

relationships. Word-of-mouth recommendations remain important, with 68% of customers stating they 

would recommend their bank to other businesses. 

Discussion 

The comparative analysis reveals distinct approaches to CRM implementation across the five banks, 

each with unique strengths and areas for improvement. State Bank of India's comprehensive digital 

platform provides extensive functionality and integration capabilities, enabling relationship managers 

to access complete customer information and transaction history. This technological advantage 

translates into improved service delivery and customer satisfaction, particularly for medium enterprises 

requiring sophisticated banking solutions. 

However, SBI's large scale of operations presents challenges in maintaining personalized relationships 

with smaller MSME clients. The bank's focus on digital solutions, while effective for technologically 

savvy customers, may not adequately serve traditional businesses that prefer personal interactions. 

Balancing technological efficiency with relationship intimacy remains a key challenge for SBI's CRM 

strategy. 

Canara Bank's emphasis on relationship management excellence demonstrates the continued 

importance of human elements in CRM success. The bank's investment in employee training and 

relationship building skills has resulted in superior customer satisfaction scores and strong relationship 

quality. This approach proves particularly effective for micro and small enterprises that value personal 

attention and understanding of their business challenges. 

The challenge for Canara Bank lies in scaling relationship management excellence while improving 

technological capabilities. The bank needs to enhance digital integration and system reliability to 

support relationship managers and meet evolving customer expectations for digital services. 



VOL. 33, NO. 5, 2024 Journal of Computational Analysis and Applications 

Prof Dr R K Vaithiyanathan  et al 1801-1811 1809 

  
 

 
 

Punjab National Bank's technology-first approach shows promise but requires better implementation 

and reliability. The bank's digital initiatives are well-designed and user-friendly, but technical issues 

and system downtime affect customer experience and employee productivity. PNB needs to address 

infrastructure challenges while leveraging its technological capabilities to drive business growth. 

Bank of Baroda's sector-specific CRM approach provides competitive advantages in serving specialized 

MSME segments. The bank's understanding of industry requirements and tailored solutions create 

strong value propositions for customers in specific sectors. This specialization strategy enables BOB to 

compete effectively despite its smaller scale compared to SBI. 

Union Bank's customer-centric policies and simplified processes address common pain points 

experienced by MSME customers in traditional banking. The bank's focus on accessibility and ease of 

doing business creates positive customer experiences and builds loyalty. However, Union Bank needs 

to accelerate digital transformation to remain competitive in an increasingly digital banking 

environment. 

The analysis reveals that successful CRM implementation requires balancing multiple elements 

including technology, processes, people, and organizational culture. Banks that excel in one dimension 

while neglecting others achieve suboptimal results. The most effective CRM strategies integrate 

technological capabilities with strong relationship management practices and customer-centric 

organizational cultures. 

Industry trends indicate increasing importance of data analytics and artificial intelligence in CRM 

systems. Banks that effectively leverage customer data to provide personalized services and predictive 

insights will gain competitive advantages. However, data privacy and security concerns require careful 

attention to maintain customer trust and regulatory compliance. 

Conclusion 

This comparative study of CRM practices among five major Indian public sector banks reveals 

significant variations in approaches, capabilities, and outcomes in serving the MSME sector. Each bank 

demonstrates unique strengths while facing distinct challenges in implementing effective customer 

relationship management strategies. 

State Bank of India's technological leadership provides a strong foundation for CRM excellence, but 

the bank must enhance personalization and relationship intimacy for smaller MSME clients. Canara 

Bank's relationship management excellence sets industry benchmarks, though technological capabilities 

require strengthening. Punjab National Bank's digital initiatives show potential but need better 

implementation and reliability. Bank of Baroda's sector-specific approach creates competitive 

advantages in specialized segments. Union Bank's customer-centric policies address important pain 

points but require digital transformation acceleration. 

The study confirms that effective CRM implementation correlates positively with customer satisfaction, 

retention, and business performance. Banks achieving superior CRM outcomes demonstrate integrated 

approaches combining technological capabilities, relationship management excellence, and customer-

centric organizational cultures. The MSME sector's diverse requirements necessitate flexible CRM 

strategies that can adapt to different enterprise sizes, industry sectors, and customer preferences. 
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Future CRM success in MSME banking will depend on leveraging emerging technologies including 

artificial intelligence, machine learning, and advanced data analytics while maintaining the human 

elements that MSME customers value. Banks must continue investing in both technological 

infrastructure and relationship management capabilities to achieve sustainable competitive advantages. 

The research contributes to understanding CRM practices in Indian banking and provides practical 

insights for improving customer relationship management in the MSME sector. Financial institutions 

can utilize these findings to enhance their CRM strategies and better serve the critical MSME segment 

that drives India's economic growth. 
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