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ABSTRACT 
 
Customer relationship and Customer Relationship Management are in forefront of recent 
business arena gaining prominence in management profession. Since long businessmen and 
academicians relied on relationships for their success. However modern markets started taking a 
fashion recently. Along with developments in business to business and services marketing, the 
emphasis on the need to develop long term relationships with customers to retain, resell and 
attract new customers from them through these relationships are given importance.  With this 
approach many organizations started paying attention and spent lot of money on CRM and 
customer relationship programs. However the results were not as expected.  Rather many of 
them failed.  Many studies were conducted on this and various reasons were found & solutions 
suggested. This  created  a  need  to  look  back  on  expected  advantages  from  CRM  and 
customer relationships by organizations. In this context, the real advantages of customer 
relationships and their management i.e., CRM practices and their expected advantages like 
customer satisfaction, customer loyalty, repurchases and positive references are required to 
be studied further. Studies are needed to be made not only from organizations (strategic and 
functional) point of view but also from customer’s point of view, as they are the ones who 
make the organization’s expectations fulfilled. The present research study makes an attempt to 
explore these areas. 
 
1. INTRODUCTION  
 
In the business environment CRM is a known concept and every entrepreneur and executive of 
any organization cannot afford to ignore this aspect for business sustenance and growth.  The  
influence  of aspects  like  increasing  demands  of  sophisticated  customers, shortened  
product  life  cycles  and  improvements  in production/processing  capacities  elevated  more  
aggressive environment  that  companies  operate.  This has become more important to service 
sectors where companies must address intangible products. Determining these tremendous 
challenges, service organizations seek to provide valuable services to their customers. As 
companies’ business strategies become more customer oriented with evolution of mass 
customization and personalized  services, information technologies are also used to serve 
customers. Rapid advances  in  information  and  communication  technologies  provide greater  
opportunities  for  the  companies  to  establish  nurture  and sustain  long  term  relationships  
with  their  customers  than  before. Their main objective is to convert these relationships 
into profitability by reducing acquisition costs and increase repeat purchases. Olef Walberg   
et.al   (2009) researched   that   CRM   received   increased attention  amongst  practitioners  
and  academia  during  the  last  two decades and it is common that any new management or 
marketing philosophy receives its own share of confusion, misunderstanding and myths. CRM 
is no exception. Even then it is considered as a powerful strategy   to   increase   
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profitability   of   organizations   and   a   lot   of investments are made on it by several 
organizations. Companies knew that  they  need  to  invest  in  CRM  for  the  better  
understanding  of customers   and   respond   quickly   to   their   demand.   Therefore   the 
ultimate aim of CRM is to transform relationships into increased profitability by reducing cost 
of customer acquisition and increase repeat purchases.  
 
2. STATEMENT OF THE PROBLEM 
 
CRM received a great attention in recent business scenario. However it is considered as a 
tool or software solution to a great extent and implemented.  This resulted in high failure rates 
against its expectations. This made companies to have a look back on CRM as concept and 
as a software solution. Studies are required to clarify the importance of CRM as a concept 
and as a necessary factor which adds to  service  quality  from  customers’  point  of  view  
along  with organizations point of view. 
 
3. NEED FOR THE STUDY 
 
As stated in the introduction CRM is a concept rather than a software solution.  This  should  
be  first  understood  buy  users  and  also  the makers  of  CRM  software  solutions.  The  
reason  is  considering  it  in such a way created a lot of unnecessary hype and criticism in spite 
of being  a  powerful  and  useful  concept.  In  this  journey  the  actual purpose  of CRM to 
be used by organizations  and the solutions  it has been really providing  should  be looked  
upon. Even then, the need to have a clear understanding of the role CRM practices can play 
in the organizations  to  support  and  improve  the  businesses  still  exists.  As many studies 
revealed, it is neither completely outdated nor is too important that it is the only one which can 
make companies survive in business environment.  Studies  also  reveal  that  organizations 
considered  CRM  as  an  effective  tool/concept  from  their  view  and thought  on  
requirements  of  customers  but  actual  customer’s perceptions  on  CRM  and  its  practices  
were  not  properly  made.    The basis for such gaps were identified from the literatures 
studied.  A study  regarding  this analysis  or point  of view would  enhance  a clear role  of  
CRM  and  its  practices  in  the  present  business  scenario  and future as well. 
 
Not  only  this  but  as the  growth  of telecom  sector  is highly  rising with faster  pace, a 
study  of this sector is made  with a view that this sector  can  almost  represent  all  other  
service  sector’s  perceptions.  It was also expressed by the experts in review meetings that a 
study in a single  sector  is  better  than  broad  study  of  all  service  sectors.  Now days it 
can be confidently said and understood that no service sector is independent barring a 
touch of telecommunications service usage. 
 
4. OBJECTIVES OF THE STUDY 
 
 To  identify  the  scope  of  CRM  practices  as  core  competency  in relation to 

customer preferences & purchase decisions. 
 To  identify  whether  CRM  is  one  of  the  key  factors  affecting  the purchase 

decision process. 
 To   understand   the   impact   of   CRM   practices   as   competitive advantage on 

market share and volume of sales. 
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5. PERIOD OF THE STUDY 
 
A time period of about four and half months from middle of Fe br uar y to June 2017 was 
spent to collect the data.  
DATA COLLECTION 
 
Both primary and secondary data was collected for this study. The  major  source  of  data  
collection  is  Primary  data  for  this  study. Primary has been collected from relevant 
questionnaire and the secondary data has been collected for newspapers, journals and 
published articles and relevant books which is appropriated to the topic. 
 
DATA ANALYSIS TOOLS 
 
The collected data was analyzed using chi-square analysis. Hypotheses were framed for overall 
analysis and sub analysis for demographics are made for all the three categories of 
questionnaires. Using chi-square analysis acceptance and rejection of hypotheses were shown. 
 
6. LIMITATIONS OF THE STUDY 
 
The  study  is  confined  only  to  the  study  of  effectiveness  of  CRM practices  on customer  
satisfaction  leading  to loyalty,  their intensions to retain, repurchase and reference to others 
& perceptions of their frequent  contact  people  i.e.,  employees  of  telecom  companies  and 
dealer’s opinions on customers responses. 
 
The study is also confined to the limited area of two districts of Chennai and Kanchipuram 
only.  The generalizations of findings are confined to these limitations  as it was  felt  that  
people  behaviors and responses are generally similar irrespective  of geographical  arena in 
a country. 
 

PEARSON CHI-SQUARE TEST OF DEMOGRAPHIC ANALYSIS OF RELATIONS 
WITH NETWORK PROVIDER AND REASONABLE PRICE 

 
DEMOGRAPHIC VARIABLE VALUE DF ASYMP.SIG (2-SIDED) 
Gender 5.164 4 0.271 
Age 23.014 20 0.288 
Marital Status 9.176 4 0.057 
Education 17.050 24 0.847 
Profession 44.930 36 0.146 

TABLE NO 1 
 

Ho1: There is no significant association between gender, age, marital status, education & 
profession and reasonable price - Accepted. 
 
Since the significance values 0.271, 0.288, 0.057 0.847, 0.146 all are greater than 0.05, 
hypotheses Ho2.1 is accepted.  The results implied that  there  is  no  significant association  
between  gender,  age, education, and profession and reasonable price.  
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PEARSON CHI-SQUARE TEST OF DEMOGRAPHIC ANALYSIS OF RELATIONS 
WITH NETWORK PROVIDER AND AVAILABILITY AT CONVENIENCE 

 
DEMOGRAPHIC VARIABLE VALUE DF ASYMP.G(2-SIDED) 
Gender 0.880 4 0.927 
Age 14.638 20 0.797 
Marital Status 1.023 4 0.906 
Education 26.212 24 0.342 
Profession 34.836 36 0.342 

TABLE NO 2 
 
Ho2: There is no significant association between gender, age, marital status, education, 
profession and availability at convenience- Accepted. 
 
Since the significance values 0.927, 0.797, 0.906, 0.342 & 0.342 are greater than 0.05 the 
hypothesis Ho2 for all the demographic factors is accepted. The results implied that there is 
no significant association between gender, age, marital status, education & profession and 
availability at convenience. 
 
PEARSON CHI-SQUARE TEST OF DEMOGRAPHIC ANALYSIS OF RELATIONS 

WITH NETWORK PROVIDER AND GOOD CUSTOMER RELATIONS 
 

DEMOGRAPHIC VARIABLE VALUE DF ASYMP.G (2-SIDED) 
Gender 2.319 4 0.710 
Age 17.232 20 0.638 
Marital Status 10.031 4 0.040 
Education 44.089 24 0.007 
Profession 40.146 36 0.292 

TABLE NO 3 
 
Ho3.1:   There   is   no   significant   association   between   gender,   age, profession and good 
customer relations - Accepted. 
 
Ho3.2: There is no significant association between marital status, education and good 
customer relations - Rejected. 
 
Since   the   significance   values   0.710,   0.638   &   0.292>0.05   the hypothesis Ho3.1 is 
accepted and as the significance values 0.040, 0.007<0 hypothesis Ho3.2 is rejected. The 
results implied that there is no   significant   association   between   good   customer   relations   
and gender, age, and profession whereas there is significant association between marital 
status, education and good customer relations. 
 
7. CONCLUSIONS AND RECOMMENDATIONS 
 
CRM received increased attention amongst practitioners and academia during the last decades. 
Research on Customer relationships and Customer relationship managements are gaining 
prominence in recent years.  Many  organizations  paid attention  and spent  lots of money  
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in CRM  and  customer  relationship  programs  but  however  the  results were not satisfactory. 
Rather many of them failed to meet their expectations. As a result the real value of CRM 
and customer  relationships  and their  expected  advantages  like  customer  satisfaction,  
loyalty, repurchases and  positive  references are required  to be  studied  once more. Many 
articles and research papers were   reviewed   before proceeding  to  the  present  research  
study  (around  43  were  shown  in final thesis) and some gaps were identified. Almost  all 
the  studies included  organizations, experts  and strategists  point  of  view  on  how  to  attain  
good  results  from  CRM practices and attaining customer satisfaction.  Studies also reveal 
that organizations  considered  CRM as an effective  tool/concept  from their view and 
thought on requirements of customers but actual customer’s perceptions  on CRM and its 
practices were not effectively made.   This created  the  need  for  present  study  which  
preferred  to  pay  more attention   on   customers’   perception   and   feedback   and   their   
real behaviors   (with   reference   to   relationships)   and   also   by   seeking opinions from 
people who have direct contact with customers. Majority of Executive’s also perceived and 
strongly agreed that maintenance   of   CRM   is   advantageous   to   their   company.   If   the 
company does not maintain good relationships it can’t have same level of  demand.  Their  
perception’s  analysis  also  indicated  that  CRM  is effective  but  not  to  the  extent  of  
retaining  customers,  their repurchases and positive references. 
 
In the present study it was found and concluded that customers care for relationships but only 
to certain extent and to that extent they expect relations compulsorily which affect their 
businesses in terms of satisfaction   and   repurchases.  Therefore CRM   practitioners   of   the 
telecom sector must understand this extent of this compulsory relationships expected by their 
customers maintain accordingly.  Too much or too less relations may harm the customers 
retaining extent. Care must be taken accordingly. 
 
8. REFERENCES  
 

[1] Adele   Bernadette,   Fricke   Herbst,   Linde   Roux   “Implementing   a Customer   
Relationship   Management   Programme   in   Emerging Market”,   Journal   of  Global  
Business   and  Technology,   Volume1 Number 2, Fall 2005. 

[2] Timothy  Bohling  ,Douglas  Bowman,  Steve  LaValle,  Vikas  Mittal, Das Narayan 
das, Girish Ramani Rajan, Varadarajan “CRM Implementation  :  Effectiveness  Issues  
and  Insights,”  Journal  of Service Research, volume 9 2006. 

[3] M.L.Agarwal”   Customer   Relationship   Management   (CRM)   and Corporate 
Renaissance” Journal of Services Research, Volume 3, Number 2,(Oct 2003-March 
2004). 

[4] Antonio  Torres  Jr.  ,Jay  .T.  Akridge,  Allan  Gray,  Michael  Boehlje and Richard 
Widows, “ An evaluation of Customer Relationship Management( CRM) Practices 
Among Agribusiness Firms”, International   Food  and   Agribusiness   Review,   Vol.  
10,  Issue   1, 2007. 

[5] Ed Peelen , Rob Beltman , Kees Van Mont fort ,Arnold Kerklx , “ A Study into 
foundations of CRM’s success”, Journal of services research,volume1,issue1,  ,2006, 
pg 3-27. 

[6] Jonghyeok   Kim,Euiho   Suh   ,hyun   seok   hwang   “A   Model   for Evaluating 
effectiveness   of CRM Using the Balance Score card”, Journal  of  Interactive   
Marketing,   Volume  17,  Number  2  spring 2003. 



THINK INDIA (Quarterly Journal) 
ISSN:0971-1260 

Vol-22-Issue-4-October-December-2019 
 

P a g e  | 10821  Copyright ⓒ 2019Authors 

  
 
 

[7] Len  Tiu  Wright,  Prof  Merlin  Stone    and  Julie  Abbott  “The  CRM imperative-     
Practice    Vs    Theory    in    the    telecommunications Industry”,Journal   of  
Database   Marketing,   Volume   9  No.4  2002 pages 339-349 Henry Stewart 
publications. 

[8] Kristol De Wulf, Gaby Odekerken Schroder & Dawn Lacobucci, “Investments  in  
Consumer  Relationships:  A  cross  country  and Cross   industry   Exploration”,   
Journal   of  Marketing,   Volume   65 October 2001, pages 33-50 

[9] Paul  Richer,  James  Cornford  and  Lag  McLaughlin,  “e-Citizen  as talk,   as   text   
and   as   technology:   CRM   and   e-Government”, Electronic Journal of e-
Government, Volume 2 Issue 3, 2004 

[10] A.K   Mishra   and   Pallavi,   “Brand   Marketing   through   Customer Relationship  
Management”,  Indian  Journal  of Marketing,  January 2007. 

[11] Shireesha Devaraj and Mr Vishwanath Kokanda, “Customer Relationship   
Management-An   Analysis”,   Business   vision,   April- June, volume 4 Number 2, 
2008. 

[12] Lior  Arussy,   “The  economics   of  customer   relationships”,   Indian Management, 
April 2005. 

[13] Michael Torgler, “The Functionality and Usage of CRM Systems”, International   
Journal   of   Social   Sciences,   volume4,   number   3, 2009. 

[14] Paul O Harrigon, Dr Eliani Ramsey, and Dr Patrick Ebotson, “The nature  of  e-CRM  
in  Irish  SMEs-:  comparing  international  and domestic  firms”,  Institute  for  Small  
and  Business Entrepreneurship,  November 2009, Glassgow, Scotland, pg no 79. 

[15] Bryon  Foss  and  Merlyn  Stone  Yuskel  Ekinci,  “What  makes  for CRM     system     
Success     or     failure”,     Journal     of     database marketing and customer strategy 
management,online June 9, 2008 (15), pages 68-78. 

[16] Ranjan  Gulati  and  James  B.  Oldroyd,  “The  Quest  for  Customer  Focus”, 
Harward business review, April 2005 

[17] William  Boulding,  Richard  Stealin  Michael  Ehret  and  Wesley  .J .Johntson, “A 
Customer Relationship Management Roadmap: What is Known, Potential Pitfalls and 
Where to go”, Journal of Marketing, October 2005. 

[18] Olef Wahlberg,  Christyl Standberg  , Haken Sundberg and Karl. W. Sandberg, 
“Trends, Topics and researched areas in CRM Research- A Literature review”, 
International Journal of Public Information systems, Volume 3, 2009, Pg 191-208. 

[19] Christopher Meyer and Andre Schwager. “Understanding  Customer Experience”, 
Harvard Business Review South Asia, February 2007. 

[20] Tom  Griffin  Tamilla  Curtis  and  Donald  Barrare,  “CRM  in  Russia and  U.S:  A  
Case  study  from  U.S  Financial  Service  Industry”, Journal of Technology Research, 
2008, Pg 2-15. 

[21] Armstrong Gary and Philip Kotler “Marketing: An Introduction”, 6th edition, Upper 
Saddle River, NJ: Prentice Hall, (2003). 

[22] Arthur Middleton Hughes “The Customer loyalty Solution”, TMH, 2004. 
[23] Berry “The Art and Science of CRM”, John Wiley, 2005. 
[24] Lovelock and Chatterjee “Services marketing - People, Technology & Strategy”, 

5TH edition, Pearson education, 2006. 
[25] David.C.Howell “Fundamental Statistics”, 5th edition,Thompson books/coddle-

Thompson  learning,2005. 
[26] Green E Paul, Tull S.Donald & Albaum, Gerald “Research for marketing 

Decisions”, 6th edition PHI, 2006. 



THINK INDIA (Quarterly Journal) 
ISSN:0971-1260 

Vol-22-Issue-4-October-December-2019 
 

P a g e  | 10822  Copyright ⓒ 2019Authors 

  
 
 

[27] Gilmore” Services marketing and Management”, Response books, 2005. 
[28] J.Paul Peter, Jerry.C.DSouza “Consumer Behavior and Marketing Strategy”, Mc 

Graw Hill, 2006 reprint. 
[29] Jagdish Sheth, Atul Parvatiyar & Shainesh “Customer Relationship Management”, 

TMH, 2005 
[30] Jagdish .N.Sheth and Atul Parvartiyar “Handbook of Relationship marketing”, 

Response books 2002. 


