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INTRODUCTION 
 
The banking industry is purely a consumer-oriented service industry where the main focus is on the 

customer and customer service. Both public and private sector banks have transformed themselves 

Abstract 
 
The banking industry is purely a consumer-oriented service industry where the main focus is 

on the customer and customer service. Both public and private sector banks have transformed 
themselves into profit-oriented business organizations. Banks have latest technological tools 

like Internet and mobiles to carry out transactions and communicate with their consumers. 
This paper aims to investigate the role of different Education level group of consumers on 

service quality perceived related to E-CRM practices in private and public sector banks of 
Rajasthan. The structured questionnaires were distributed to 600 respondents, where 463 

responses came out. After collection of data, ANOVA test has been used to know the difference 
among the different Education level groups in service quality perceived towards E-CRM 

practices. The current analysis stated that no major difference found between the level of 

education and consumer perception related to the E-CRM practices quality offered by both 
public and private sector banks.   
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into profit-oriented business organizations. Banks have latest technological tools like Internet and 

mobiles to carry out transactions and communicate with their consumers. Customer relationship 
management is a best example of a technological tool that helps banks in meeting their customer’s 

changing needs and today with the continuous development of communication and technology it is 
defined as “Electronic Customer Relationship Management”. “Dyche, (2001) described that E-CRM is 
combination of software, hardware, application, and management commitment to improving customer service, 
develop a relationship and retain valuable customers and this motivates valuable customers to remain loyal with 
the enhanced features of E-CRM.” 
 
E-CRM Tools Adopted By Banks 
Banks are using various E-CRM tools some of them are as follows: 

  
1. Internet Banking: Banks are using internet banking facility to offer their customers products and 

services with the help of websites. 
2. Automated Teller Machines (ATMs): An ATM is a computerized machine that offers customer 

facilities like cash withdrawal, cash deposit etc. after authentication process. This is the most 
widely used technological tool of banks. 

3. Mobile Banking: This is the facility through which banks offer their customers various services on 

their mobiles.  
4. E-mail Service: Banks are providing one of the cheapest communication medium E-mail. 

5. They are using it to inform various policies and schemes. Tax payments are also possible through 
this technology. 

6. Smart Cards: These cards are issued to banks customers which contain customers account details. 
7. Electronic Fund Transfer: This is the facility which is introduced by RBI to offer banks and 

customers money transfer service. 
 

Thus with the introduction of E-CRM, banks are now changing their focus of payment from the 

physical presence of money to the use of electronic money. Customers of banks now prefer online 
banking transactions. 
 
Servqual 

Parasuraman et al. (1985) developed a model of service quality which showed that “consumers used 
basically the similar criteria in evaluating service quality regardless of the type of the service. They 

defined five dimensions including tangibles, reliability, responsiveness, assurance, and empathy as 
‘service quality determinants’. 

 
Five service quality dimensions of SERVQUAL model are as follows: 

 
1. Tangibles 

“Parasuraman et al. (1985) has defined the tangibility appearance of physical facilities, 

equipment, personnel, and written materials. 
2. Reliability 

“Parasuraman et al. (1988) stated reliability as the ability to perform the promised service 
dependably and accurately”. 

3. Responsiveness 
“Parasuraman et al., (1985) defined responsiveness as a promptness of services. Later in 1988, 

they defined it as ‘the willingness to help customers and provide prompt service’. 
4. Empathy 

“Parasuraman et al. (1985) stated that empathy means caring and individual attention that an 
organization offers to their customers. 

5. Assurance 
“According to the Parasuraman et al. (1985), assurance has considered as the ability of employees 

to inspire trust and confidence in customers and also knowledge and courtesy of employees. 
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LITERATURE REVIEW 
 
Ashfaq Ahmad et al., (2010) in their study examined “perception of customers towards the service 

quality of products offered by Islamic and conventional banks in Pakistan”. They used five dimension 
of service quality like tangibles, assurance, reliability, responsiveness, empathy proposed by 

(Parasuraman et al., 1988).Stratified random sampling was used and structured questionnaire has 
distributed to 720 customers of the selected banks.  Mean, standard deviation and t-test were used as 
statistical tools. They found that Islamic banks were offered better service quality as compared to conventional 
banks hence management of conventional banks need to make improvements in their service quality to get 
satisfied customers and to maintain long term relationship with them.  
 

Zaeim et al. (2011) tried to measure the service quality perceived by customers’ by finding the 

difference between customers’ expectation and perception in the banks of Islam in Malaysia. They 
used “CARTER instrument’ and disconfirmation model for measuring perceives service quality. 

Further this study identified the gap between customer expectation and perception concerning 
service quality dimension base on CARTER instrument”. They distributed questionnaires with the 

help of emails and survey websites among the customers of Islamic banks. They received 102 
responses from respondents. Statistical tool like a multiple regression analysis, exploratory factor 
analysis (EFA), Pearson correlation analysis (r) and was used. “The result found that all the five 
dimensions of service quality had positive relation with perceived service quality”.  

 
Kalyanaraman et al. (2013) have studied service quality perception of customers in the private sector 

banks of Chennai city and they also identified the areas where banks need to improve their quality of 

services. They employed convenience sampling technique to collect the data from 100 respondents of 
selected 4 branches of HDFC bank. They found that the customers’ perception related to service 

quality of the HDFC Bank was satisfactory and customers’ perception was highly affected by 
demographic factors like age, gender, occupation, monthly income etc. They suggested that banks 

should improve their credit card information to customers.   
 

“Mahalakshmi et al. (2013) in their study titled ‘the influence of demographic variables of bank 
customers towards CRM’ evaluated the major influencing demographic factors towards CRM and 

find out the significant association between demographic variables and customer relationship services 

rendered by banks”. Convenient sampling method was used and data was collected with 1040 
samples. For analysis various test has been applied like Chi-square analysis, Cluster Analysis, 

ANOVA, t-test, Cross tabulation. The sample area included cities like Chennai, Coimbatore, Salem 
and Trichy. “Results of their study revealed that there exists a significant and positive relationship between 
demographic factors and customer relationship services offered by the banks. The outcome model predicted the 
segmentation of dominant factors”. 
 

Mathimaran et al. (2017) analyzed “the demographic characteristic of customers, customer perception 

towards CRM practices, customer awareness of CRM policies, factors influencing CRM practices and 
role of E-CRM measures of Manatec in customer satisfaction”. Simple random sampling method was 

adopted. With the sample size of 52, statistical tools like mean, standard deviation, factor analysis, 
correlation and correspondence analysis. “This study revealed that the customer relationship management 
practices followed in Manatec was satisfactory to the customers”.  
 
RESEARCH METHODOLOGY 
 

To collect the data, survey method was used and the structured questionnaire was distributed online 
as well as offline in order to analyze the effect of Gender on service quality perceived related to 

ECRM practices of three selected private and public sector banks of the selected cities of Rajasthan. 
Purposive sampling was used to collect the data from consumers who have experienced E-CRM 

practices of these banks. To collect data, standardized questionnaires were distributed online as well 

as offline to 600 online users out of which 463 found completed. The sample banks included in this 
study were “SBI, Bank of Baroda, Punjab National Bank from public sector banks and ICICI, HDFC, 

Axis bank” from private sectors banks. 
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OBJECTIVES AND HYPOTHESIS 
 
The objective of the current study   
To examine the relationship between demographic characteristic ‘Education’ and the service quality 

perceived by consumers towards E-CRM practices of private and public sector banks. 
 
Hypothesis: 

Null hypothesis: There is no significant difference among demographic characteristic ‘Education’ and 
service quality perceived by consumers related to E-CRM practices provided by selected private and 

public sector banks 
  
STATISTICAL TECHNIQUES 
 

In this study, one way ANOVA has been used to analyze the difference between the means of 
Education with service quality dimensions. 
 
DATA ANALYSIS AND INTERPRETATION 

 
One way ANOVA: “Difference between Education Level and service quality perceived by consumers 

related to E-CRM practices provided by selected private and public sector banks.” 
 
Table 1: Test of Homogeneity of Variances (Education) 
 

Test of Homogeneity of Variances 

Sector Levene 
Statistic 

df1 df2 Sig. 

Public 

Sector 
Banks 

Tangibility .175 3 196 .913 

Reliability .399 3 196 .754 

Assurance .968 3 196 .409 

Responsiveness 1.063 3 196 .366 

Empathy .243 3 196 .867 

Private 

Sector 
Banks 

Tangibility 2.114 3 196 .100 

Reliability 2.031 3 196 .130 

Assurance 1.980 3 196 .118 

Responsiveness 2.184 3 196 .091 

Empathy 2.517 3 196 .059 

 

Homogeneity of variance test is used to know whether the present data is suitable for ANOVA test or 
not. In the test of homogeneity of variance, we have considered the sig. value in the sig. column. 
If the p-value (sig. value) is more than .05, then we have met the assumption of homogeneity of 

variance and can conduct a one-way ANOVA. If the p-value (sig. value) is less than .05, then we 

have violated the assumption of homogeneity of variance and will use a non-parametric Kruskal-
Kallis test to conduct the analysis.  
 

Accordingly, in the above analysis p-value (sig. Value) is more than 0.05 in all case so we have met 
the assumption of homogeneity of variance and can conduct a one-way ANOVA 

 
The table 2 shows “the difference between education level and service quality perceived by 

consumers related to E-CRM practices in selected public and private sector banks. The demographic 
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characteristic ‘education level’ was linked to the five service quality dimensions i.e. tangibles, 

reliability, responsiveness, assurance, and empathy to find out the differences.” The above hypothesis 
has been proved by using one way ANOVA as shown in Table 2 
                        
Table 2: One way ANOVA (Education level) 
 

ANOVA 

Sector Sum of 
Squares 

df Mean 
Square 

F Sig. 

Public 

Sector 
Banks 

Tangibility Between 

Groups 

.077 3 .026 .144 .934 

Within 
Groups 

34.872 196 .178   

Total 34.949 199    

Reliability Between 
Groups 

.308 3 .103 .626 .599 

Within 
Groups 

32.146 196 .164   

Total 32.454 199    

Assurance Between 
Groups 

3.356 3 1.119 1.538 .206 

Within 

Groups 

142.532 196 .727   

Total 145.888 199    

Responsiveness Between 

Groups 

.481 3 .160 .716 .543 

Within 

Groups 

43.896 196 .224   

Total 44.378 199    

Empathy Between 

Groups 

.419 3 .140 .551 .648 

Within 
Groups 

49.620 196 .253   

Total 50.039 199    

Private 

Sector 

Banks 

Tangibility Between 

Groups 

.360 3 .120 .838 .475 

Within 
Groups 

28.099 196 .143   

Total 28.459 199    

Reliability Between 
Groups 

.304 3 .101 .534 .660 

Within 
Groups 

37.235 196 .190   

Total 37.539 199    

Assurance Between 
Groups 

.135 3 .045 .117 .950 

Within 

Groups 

75.030 196 .383   
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Total 75.164 199    

Responsiveness Between 
Groups 

.568 3 .189 .797 .497 

Within 

Groups 

46.597 196 .238   

Total 47.165 199    

Empathy Between 

Groups 

.201 3 .067 .395 .757 

Within 
Groups 

33.210 196 .169   

Total 33.411 199    

Source: Output of IBM-SPSS 22 

 
The above table 2 shows the output of the ANOVA analysis and reflects that there is statistically 

significant difference between the education level group means. On the basis of public sector banks 
responses, it can be seen that in the case of tangibles, reliability, assurance, responsiveness, and 

empathy, the sig. value is (.934, .599, .206, .543 and .648 respectively) which is more than 0.05 so the 
null hypothesis is accepted and it proves that there is no statistically significant difference between 
education level and tangibles, reliability, assurance, responsiveness, and empathy perceived by 
consumers related to E-CRM practices provided by public sector banks. 
 

On the basis of private sector banks consumers’ responses, it can be seen that in the case of tangibles, 
reliability, assurance, responsiveness, and empathy, the sig. value is (.475, .660, .950, .497, .757 
respectively) which is more than 0.05. So null hypothesis is accepted and “it proves that there is no 
statistically significant difference between education level and tangibles, reliability, assurance, 
responsiveness, and empathy perceived by consumers related to E-CRM practices provided by private sector 
banks”. 
 
DISCUSSION AND CONCLUSION 
 
With reference to education, respondents have been divided into four groups according to their 

education qualifications i.e. intermediate, undergraduate, postgraduate and others. It has been seen 
from” the current analysis that no major difference is there between the level of education and 

consumer perception related to the E-CRM practices quality offered by both public and private sector 
banks. This implies that whether the consumer is less educated or higher educated, all groups are 

having the same satiety level towards E-CRM practices offered by private and public sector banks”. 

The results of the study reveals harmonize with a prior study by Chopra & Arora (2014) who 
concluded that demographic factor ‘education’ has no impact on the consumer perception towards E-

CRM practices. So it testifies that the study had in hand with past studies established that E- CRM 
facilities provided by both the private and public sector banks are too user friendly to be used by any 
customers irrespective of any technical or education qualifications which serves one of the major 
purpose of E- CRM facilities and this demographic parameter can be overlooked for taking E-CRM 

decisions. 
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