
http://www.shanlaxjournals.com 31

Shanlax

International Journal of Management shanlax
# S I N C E 1 9 9 0

OPEN ACCESS

Manuscript ID: 
MGT-2021-08033587

Volume: 8

Issue: 3

Month: January

Year: 2021

P-ISSN: 2321-4643

E-ISSN: 2581-9402

Received: 29.09.2020

Accepted: 18.11.2020

Published: 01.01.2021

Citation: 
Kumar, Saurav. “The 
Relevance of Customer 
Relationship Management 
Strategies in Creating 
Customer Loyalty and 
Satisfaction: An Analytical 
Study.” Shanlax International 
Journal of Management,  
vol. 8, no. 3, 2021, pp. 31-36.

DOI: 
https://doi.org/10.34293/
management.v8i3.3587

This work is licensed 
under a Creative Commons 
Attribution-ShareAlike 4.0 
International License.

The Relevance of Customer 
Relationship Management Strategies 
in Creating Customer Loyalty and 
Satisfaction: An Analytical Study
Saurav Kumar
Assistant Professor, School of Management Sciences, Varanasi, Uttar Pradesh, India

Abstract
Customer Relationship Management (CRM) is significantly regarded in the market for existing, 
likewise, current customers. This paper inspected the effect of client relationship management 
(CRM) components on consumer loyalty and satisfaction. A fair CRM (customer relationship 
the board) program that helps the association satisfy the customer, the investigation study would 
examine uncommon systems and methods for setting up effective CRM to satisfy the customers. 
The inspiration for driving the examination was to check the sufficiency of customer relationship 
Management (CRM) in holding and satisfying customers. The investigation utilized quantitative 
methodology and base on 100 respondents. Multiple Regression and ANOVA are utilized to look 
at the relationship between the factors. 
In this investigation, we center around these issues that are carrying noteworthiness to more 
raised level experts in an affiliation: is there an association between CRM with shopper dedication 
and Indian affiliations? With appropriate verifiable assessment, the hypotheses delineated in this 
examination are affirmed and the results show a certain high association among the components 
considered for the examination. The connected writing exhibits a critical relationship among 
compelling CRM, consumer loyalty and consumer satisfaction. 
The examiner reasoned that CRM is assuming a significant part in expanding the pie piece; it 
upgrades efficiency, prevalent worker’s assurance in the mean. Simultaneously, it improves the 
inside and out client information and higher consumer loyalty to improved client unwaveringness 
organization will likewise have the unmistakable data that what are their clients, what are their 
needs, and what will make them more fulfilled. 
The examination trusted is one of a kind and no exploration has been done to gauge the impact of 
client relationship management in upgrading client reliability and consumer loyalty.
Keywords: Customer relationship management (CRM), Customer satisfaction, Customer 
loyalty, Globalization, ANOVA.

Introduction
 In the space of simply a couple of years, CRMs have emerged gigantically. 
Agreeable and much easier to learn, realize, and pay for, they’ve transformed 
from three-letter beasts into prepared set-go programming for enterprise, 
all things appraised, and measures. CRM dispense with every one of the 
organization’s contacts and totals lead and customer data to fabricate profiles 
of everybody you interface with (Ahmed, 2005). This gives an enterprise 
simple admittance to significant information on client conduct like purchase 
records and previous correspondences with contacts across various channels 
(web-based media, talk, email, and so forth). Clients won’t need to recall their 
story repeatedly to the company. You’ll have the alternative to tackle issues 
with best and improved practice and less exertion for improved customer 
reliability.
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 CRM or Customer Relationship Management 
is as old as trade itself. Nonetheless, over the most 
recent few decades, the importance of CRM has 
changed to CRM programming (Anderson et al., 
2004). The idea of CRM has advanced to a huge 
degree, particularly in an Indian setting. A few 
decades before, it was overwhelmingly utilized by 
the huge endeavors and was additionally restricted 
to the essential usefulness, for the most part, client 
information base as it were. Notwithstanding, lately, 
even SMEs have begun to exploit CRM. 
 This has been conceivable due to the coming of 
fresher advances and ideas like SAAS and Social 
Media combinations. Likewise, the extent of CRM 
has expanded from a simple client information base 
to a 360 perspective on client collaborations from 
different stations, including, however not restricted 
to communication, talk, messages, client entrances, 
and versatile application.

Literature Review
 Impact of client trust on client maintenance in an 
organization occupied with cell administration. Their 
outcomes demonstrated that client trust influences 
client maintenance - critical connections between 
client trust and client maintenance (Ruth, 1998).
 “Client relationship the board is an undertaking 
system important to make sure about a legitimate, 
helpful and steady correspondence with every client 
independent of the methods for correspondence 
“Holding controls social and business” (Katherine, 
2004).
 Conduct in the public arena, and may eliminate 
the question, frames close connections, and assemble 
trust (Ramachandran & Seker, 2014).
 Trust is the faith that exists between parties. In 
reality, it is the bond that keeps in touch with two 
parties for a longer time (Jesri et al., 2013; Khan, 
2013; Mårtensson & Neij, 2013). Trust indicates 
that each person of relationship, to what extent can 
consider other person promise and is defined as 
the willingness to trust and reliance to an audience 
(Bolton, 1998).
 Establishing a direct link between repurchase 
and satisfaction ratings has not been easy for many 
organizations (Kumar, V, et al, 2013). 

 Setting up an immediate connection between 
repurchase and fulfillment evaluations has not 
been simple for some associations (Nsobiari Festus 
Awara, 2014). 
 The significance of imparting the level of clients’ 
fulfillment to the organization’s investors, either 
in the organization’s yearly report or in its letter to 
the investors, is a general sign of the association’s 
presentation (Helgesen, 2006). 
 Buyers will characterize their decision dependent 
on their observation of the worth inserted in an 
item or administration that fulfills their need. The 
fulfilled clients, by and large, will be profitable for 
the association (Kotler & Armstong, 2003).
 Advancement, value, stock, flexibly chain and 
area have been unmistakable in giving predominant 
client esteem. Purchasers’ connection and experience 
with the board entitles a business methodology to give 
significant trade to clients. At whatever point a client 
draws in with a business of item or administration, 
it keeps going as an encounter for future endeavors 
(Grewal & Kumar, 2017).

CRM in India
 Customer Relationship Management (CRM) 
practices in India have gained extensive ground to 
its present circumstance and are far to continue. 
Considering the immense and multiple markets that 
India is having, courses of action planned for the 
western nations can’t be conveyed here. Henceforth it 
is of incredible centrality for the Indian trade to have 
a CRM smoothed out based on Indian administration 
practices and standards (Neeraja & Kavipriya, 2017). 
What could be superior to we doing this for our well-
being, consequently following the announcement 
“Of the Indians, by the Indians, for the Indians.”
 As the business sectors developed, the CRM 
also has developed from being a solitary apparatus 
on single medium to a multi-faceted tech blast 
working across stages and altered to suit remarkable 
requirements of shoppers across areas, from budgetary 
administrations, medical care, coordination, make a 
trip and cordiality to even drugs, instruction and HR 
(Trivedi & Parekh, 2015). The key turns of events, 
however exemplary, are just a hint of something 
larger, given the immense potential and openings 
coming up for what’s to come. Here is a short 
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understanding of the eventual fate of CRM and its 
huge impact on trades.

CRM: The Development Prospective in Numbers 
 CRM market in India was esteemed at approx INR 
18 billion of every 2014 and is assessed to develop 
at a CAGR of about 20.9% more than 2014-19*. A 
CAGR percentage of 14.8%is assessed through 2017 
individually. (Kampani & Jhamb, 2020) While the 
worldwide market scope for Customer Relationship 
Management (CRM) programming is relied upon 
to develop to INR 2,639.7 billion by 2019, the 
Asia/Pacific has observed enormous development 
of 18.7% in the year 2014. Key patterns that will 
prompt the huge number and rethink the whole brand 
purchaser relationship are as recorded underneath:

CRM Techniques for the Wise Shopper 
 In the time of the all-around educated and 
technically knowledgeable purchaser, who is 
confident and expends content through successful 
separating of advertising messages, Days ahead 
will see a flood in savvy CRM advances, made to 
deliberately focus on the perfect shopper in the 
accurate time, through the correct stage. Moreover, 
the CRM will likewise be a critical apparatus that 
will render ongoing focusing on/examination and 
bits of knowledge into the regularly advancing 
psyche of the cutting edge shopper. 

Man-made Brainpower (AI) to Reveal Market 
Experiences 
 With the blast of substance, relentless 
correspondences and continuous trade of 
contemplations, advertisers today are confronted 
with a test of enormous information. The utilization 
of Artificial Intelligence (AI) strategies will assume 
a crucial function in an examination of this immense 
piece of information and assist create canny bits of 
knowledge to additional shape a compelling CRM 
system (Shah & Murtaza, 2005). 

Social and Mobile CRM for Assumption 
Examination and Impact 
 Despite the developing fame of online media 
and portable channels, CRM has still not been 
coordinated to completely outfit the intensity of 
these stages. A solid development around there, 
with attention on assumption investigation and civic 

impact, will be predominant in the mix of CRM 
advances in the social domain of customers, turning 
into an important key to purchaser commitment and 
enthusiastic examination (Farooki & Dhusia, 2011). 

Incorporated and Best in Class Suits 
 While mix has been viewed as one of the basic 
parts of the CRM patterns through the years, it is 
just since it has been genuinely picking up force as a 
significant impetus. With apparatuses now accessible 
to associate CRM with the growing foundation 
of cloud, portable, online media, promoting 
computerization, and different applications, 
including the IoT and cloud, incorporation is ready 
to be the key distinguisher for brands while making 
and implementing powerful CRM procedures. 

Enormous Data and Prescient Examination 
 In conclusion, huge information examination 
has been useful giving experiences and successful 
way to the CRM methodology for quite a long 
time; there has been a consistent increment needing 
littler, more intense and top to bottom investigation 
of littler pockets of information, to produce a 
fairly explicit arrangement of comprehension. 
Accordingly, a developing pattern of littler, prescient 
detailing players will assist in setting the tone of a 
more compelling and less expensive help to CRM 
procedures, supporting brands to feature the specific 
deals openings and decide how to shift possibilities 
through the channel effectively (Bhagat, 2015).

Impetus for Adopting CRM
 Contention for customers is unprecedented. From 
a just financial perspective, firms found that it is less 
extravagant to hold a customer than to find another. 
By Pareto’s Principle, it is normal that 20% of an 
association’s customers make 80% of its advantages. 
In mechanical gives, it takes a typical of 8 to 10 
physical carries up close and personal to sell another 
customer, 2 to 3 calls to sell a current customer. It 
is 5 to numerous occasions costlier to get another 
customer than get repeat business from a current.

Need for CRM in an Organization
1.  Customer Relationship Management prompts 

fulfilled clients and inevitably higher business 
every time. 
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2.  Customer Relationship Management goes far in 
holding existing clients. 

3.  Customer relationship the board guarantees 
clients return home with a grin. 

4.  Customer relationship with the executives 
improves the connection between the association 
and clients. Such exercises fortify the connection 
between the salespeople and clients.

Objectives of the Study
1.  To examine the impact of customer relationship 

management on client loyalty.
2.  To examine the impact of customer relationship 

management on client satisfaction.

Research Methodology
 The point of the existing examination is to clarify 
the relationship between factors of customer loyalty 
and customer satisfaction. This exploration is a clear 
examination dependent on the strategy for acquiring 
the information. The exploration further is depicted 
as a cross-sectional strategy because the information 
acquired is utilized to comprehend the appropriation 
of the factual populace. 

 The information is gathered through a review 
with the survey as an information assortment 
instrument. Twenty-five questions were considered 
to assess consumer loyalty and satisfaction. Fourteen 
questions were framed to assess customer loyalty 
and 11 questions were based on assessing consumer 
satisfaction.
 The reactions to the inquiries are given utilizing 
a five-point Likert scale. The initial hardly any 
inquiries enlighten the essential data regarding the 
respondents.
 The measurable strategy fused for breaking 
down information is the relapse and ANOVA 
method utilizing SPSS 16.0. The sample size of this 
examination was 100.

Hypothesis Testing
 For this study, two hypotheses have been framed
 H1: There is a pragmatic significant relationship 
between customer relationship management and 
customer loyalty.
 H2: There is a pragmatic significant relationship 
between customer relationship management and 
customer satisfaction.
 Testing of Hypotheses performed using ANOVA 
and Regression Analysis.

Table 1: Regression Analysis
Hypothesis R R2 Adjusted R2 Std of the Estimate F Sign

H1 0.858 0.726 4.556 234.17 0.002
H2 0.872 0.762 4.309 0.037 134.422 0.001

 As per the facts of Table 1, it is clarified that a 
high R and R squared values have been observed. 
Therefore, we can conclude that there is high 
correlation exists for variables considered. The 
standard range of R-squared values lies from 0 to 1. 
The R squared figures for these hypotheses are 0.726 
and 0.762, respectively.
Hence it is approved that.
 H1: There is a positive significant relationship 
between customer relationship management and 
customer loyalty. The speculation is endorsed as the 
noteworthiness esteem is under 0.05.
 

 H2: There is a positive significant relationship 
between customer relationship management and 
customer satisfaction. The hypothesis is affirmed as 
the centrality esteem is under 0.05.
 Further, after endorsing and tolerating these 
hypotheses, we will proceed with the Analysis 
of variance (ANOVA). ANOVAs are significant 
because they have a favorable position over a two-
sample t-test. Doing various two-sample t-tests 
would bring about an expanded possibility of 
submitting a sort I mistake. Thus, ANOVAs are 
helpful in contrasting two or more than means.
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Table 2: ANOVA Test
Model Sum of squares df Mean Square F Sig.

H1
Regression 4653.272 1 4676.257 262.172 .000
Residual 1543.663 52 22.073

Total 6309.940 51

H2
Regression 4882.745 1 2391.347 124.422 .000
Residual 1437.225 52 19.544

Total 6509.940 51

Table 3: Coefficient
Model Beta t -value Sign

Customer Loyalty 0.851
- 5.20
16.037

.000

Customer 
Satisfaction 

0.889
- 6.261
13.532

.000

 Based on factual examination in this fragment, 
the outcomes assign that customer relationship 
management has been compelling on consumer 
loyalty and customer satisfaction. There additionally 
exists a positive connection between CRM and 
consumer loyalty; furthermore, CRM with customer 
satisfaction.

Conclusion
 This examination shows that customer 
relationship management has a noteworthy influence 
on consumer loyalty and satisfaction. The two 
factors have a positive relationship. The organization 
designs its CRM as effective and dependable the 
customer will be more fulfilled and loyal and will 
sustain with the organization. The expansion in the 
fulfillment level will permit the client to return over 
and over to utilize the company’s products and that 
will build the business level of the organization, 
which causes the expansion in authoritative benefit. 
The number of unwavering clients will increment.
 This, in certainty, assists in utilizing the business 
just as generating more incomes and benefits. This 
examination is an endeavor by the specialist to 
recognize two significant factors that impact CRM, 
for example, Customer Loyalty and Customer 
Satisfaction.
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