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Abstract- The study has been mainly under taken in order to
analyze the level of customer relationship management
practices with reference to customers of Vivek agencies. The
study mainly focuses on providing and maintaining quality
service for customers, by effectively communicating and
delivering products, services information and solutions to
address customer problems. The main objectives of this study
isto determine the existing CRM practicesin the organization,
identify the awareness level of CRM practices of Vivek
Agencies, evaluate the relationship between CRM and
customer satisfaction in the Vivek agencies, provide valuable
suggestion and recommendations to the Vivek agencies which
can build up good customer relationship and satisfaction at
Sankarankovil. The Sudy Concluded that

I.INTRODUCTION

Customer relationship management is about
acquiring, developing and retaining satisfied loyal customer,
achieving profitable growth, and creating economic value in
the company’s brand. CRM is not a new concept but an old
practice, which is on the rise because of the benefit it offers,
especialy in the present market scenario. CRM today is a
discipline as well as a set of discrete software and
technologies, which focuses on automating and improving the
business process associated with managing customer
relationship in the areas of sales, marketing, customer service
and support. CRM helps companies to understand, establish
and nurther long-term relationship with clients, as well as help
in retaining current customers. The most important step that an
organization has to take in the direction of CRM isto create an
inter-disciplinary team to review how the organization
interacts with each customer and determine how to improve
and extent the relationship.

I1.IMPORTANCE OF THE STUDY

A CRM system consists of a historical view and
analysis of al the acquired or to be acquired customers. This
helps in reduced searching and correlating customers and to
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foresee customer needs effectively and increase business.CRM
contains each and every hit of details of a customer, henceitis
very easy for track a customer accordingly and can be used to
determine which customer can be profitable and which not. In
CRM system, customers are grouped according to different
aspects according to the type of business they do or according
to physical location and are alocated to different customer
managers often called as account managers. This helps in
focusing and concentrating on each and every customer

separately.
IIl.REVIEW OF LITERATURE

Amir Dalili&MalikehBeheshtifar(2018) In this
competitive market, customer is the most important property
in an organization. It is not surprising that customer
relationship management is increasingly used by the
organizations to support different type of their customer.
Customer is a source of information which is necessary for
implementation of marketing strategy. According to changes
in market place and active participation of customers in
communicating marketing activities, customer relationship
management becomes important. Customer relationship
management is a phrase that describes how a firm interacts
with customers. Most people think of customer relationship
management as a system to capture information about
customers

Tahmeem Siddigi, Kabir Ahmed Khan & Sugandha
MobinSharna(2015): The attention on a sustainable Customer
Relationship Management (CRM) has been getting magnified
in recent times. The concept that long-term relationships are
more profitable than short-term transactional relationships has
evolved and steadied within the organizational philosophies.

Josiah, Ufot Josiah, Nkamare, Stephen Ekpo(2014)
:The study examined the effect of customer Relationship
management on the performance of SMES on hospitality
industry in Cross River State. The problem here is that they
fail to understand that customers value, care and concern is far
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above product qudlity.Various customer reationship
management have been employed by most hotel management
in Calabar because of the dynamic and competitive business
environment in the state.

Dr. Hisham Sayed Soliman(2011):CRM is
considered one of the most important targets in about 60% of
the projects around the world. Great advance in technology
helped in better dividing of the market territories, enhancing
communications with customers, providing an environment
rich with information so as to contribute in improving efficient
strategies to deal with customers. Possible to say that CRM
systems would only have more future redlization and
understanding on the part of the beneficiariesif they were easy
to use and carry out.

Fahmi NatigorNasution (2018): The purpose of this
paper is to investigate the relationship between CRM
organization factors (i.e. top management support, customer
orientation, training orientation) and organization performance
of medium enterprises in Indonesia. The results of this study
found that the organization factors of CRM (i.e. top
management  support, customer  orientation, training
orientation) have a positive and significant impact on
organization performance. CRM is a potential system that has
huge and positive impact to the customers and business
performance which suggested to be adopted widely by the
medium enterprises of telecommunication industry in
Indonesia.

Detlef Schoder Nils Madegja (2004): Customer
Relationship Management (CRM) is a concept for increasing
companies’ profitability by enabling them to identify and
concentrate on their profitable customers. The term Electronic
Commerce Customer Relationship Management (ECCRM)
refers to the application of CRM in electronic commerce, i.e.
when business relationships are maintained via the Internet or
Worldwide Web. previous studies on ECCRM
implementations and their impact on businesses have often
focused on the process level, technica aspects, or on
marketing issues.

Dejan STOJKOVIC, Ratko BURICIC(2012):CRM
was born from relationship marketing and is smply the
practical application of long standing relationship marketing
principles which have existed since the dawn of business itself
(Gummesson, 2004). However, a number of authors propose
that an emphasis on the 4Ps marketing mix is no longer the
dominant marketing logic and that relationship marketing may
be a more appropriate “new” paradigm for marketing thought
theory and practice (Dwyer et a., 1987). With increasing
focus upon relationship marketing, the CRM linkage becomes

Page | 543

I SSN [ONLINE]: 2395-1052

clear: CRM provides management with the opportunity to
implement relationship marketing on a company wide basis
effectively

Youssef Chetioui, Dr. Hassan(2017): In an attempt
to review the different perspectives of CRM, this research
paper focus on the definition that suggests thaa CRM
implementations typically involve the four dimensions: (1)
customer orientation (2) managing knowledge (3) organizing
around CRM (CRM organization), and (4) incorporating CRM
based technology. Recent studies on CRM focused more on
service sectors for the importance of these strategies in such
industries. Yet, it has been noticed that there is still a marked
shortage of research on CRM in the hospitality industry (Luck
and Stephenson, 2009; Wu and Lu, 2012). This research tends
to investigate the impact of CRM dimensions on hotels
performance.

T.R.Thiruvenkatrg (2013):Customers are the foca
point in the development of successful marketing strategy.
Customer retention assumes significance in revenue anaysis
of various organizations. The success of CRM process
depends on the active involvement of al managers and
employeesin the banking field a unique ‘Relationship’ exists
between the customers and the bank. But because of various
reasons and apprehensions like financia burdens, risk of
failure, marketing inertia etc., many banks are still following
the traditiona ways of marketing and only few banks are
making attempts to adapt CRM. Providing service to
customers has been identified as the prime responsibility of
the Banks.

Prof. Dr. Abdul Ghafoor Awan, Muhammad Salman
Azhar(2014) Customer Relationship Management is the big
issue in business world because the business and growth of
every firms depends upon it. It is very important field that
needs in-depth analysis. The author has intended to investigate
it in this research paper. The objective of this research paper is
to analyze the Customer Relationship Management in Flour
mills of Bahawalpur and how these mills are managing their
customer relations strategically. The study concludes that
CRM is being well strategized for the long term as it is
formulated, implemented and practiced in a systematic
manner.

IV.OBJECTIVES OF THE STUDY
PRIMARY OBJECTIVES

To study the effectiveness of customer relationship
management practices at Sankarankovil
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SECONDARY OBJECTIVES

To determine the existing CRM practices in the
organization.

To identify the awareness level of CRM practices among
customer of Vivek Agencies

To evaluate the relationship between CRM and customer
satisfaction in the Vivek agencies.

To provide valuable suggestion and recommendations to
the Vivek agencies which can build up good customer
relationship and satisfaction at Sankarankovil.

V. SCOPE OF THE STUDY

This study is to gather information about consumer
relationship towards electronic home appliances store with
special reference to vivek agencies. The respondent’s details
have collected like gender,age, education, occupation, marital
status and income. The researchprovides the demographic
features about the customer to the retailer and the way of
reaction of customers to the retailer and the way of reaction of
customer towards fina consumption of
vivekAgencies,sankarankovil. This level of vivek agencies
primarily on pricing incentives and money savings to secure
customer loyalty. It implies that clients earn extra based on
purchasing performances. Customer preferences changes day
by day decision making is affected by various factors also has
income level increased and need for quality products
increased. Customer opinion is tapped mainly by a customer
feedback activity and the toll free number closely followed by
customer visits, market research and saes calls for CRM
practices. Customer satisfaction and attending to customer
complaints create customer loyalty. Happy externa customer
are important customers for long term customer satisfaction in
CRM practices.

RESEARCH METHODOLOGY

Research methodology is a way to systematically
solve the research problem. It may be understood as a science
of studying how research is done scientifically. Abraham
Kaplan defines research methodology in this way. Research

methodology is "the description, explanation & Justification of
various methods of conducting research”.

Sampling methods

The sampling method are used in this study is non-probability
sampling.

Non-Probability sampling
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A sample of units where the selected units in the
sample have an unknown probability of being selected and
where some units of the target population may even have no
chance at al of being in the sample.

Statistical Tools used for Analysis.
Statistical techniques used for this researcher

Percentage method
Weighted average method

Per centage method

Percentage method refers to a specified kind which is
used in making comparison between two or more series of
data. Percentage are based on descriptive relaionship. It
compares the relative items. Since the percentage reduced
everything to a common base and thereby allow meaning
comparison.

No. of respondents

Percentage= *100

Total no. of respondents
Weighted average method:

The term weight stands for relative importance of
different items. Weights have been assigned to various ranks.
The weighted score is cal culated by multiplying the number of
respondents in a cell with their relative weights and the whole
number is summed up to give the weighted score for that
factor. In this method weights are assigned to the items. The
formulafor computing weighted average is

Formula:
n vaue*weightage

Weighted Average= Y
i=1 No. of Respondents

DATA ANALYSISAND INTERPRETATION

In this research the data was analyzed by using
percentage analysis and weighted average method.
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Table 1. profile of respondents and control variable Py pinion bt sales exeoatives lr?:f-opargﬁre }g 441
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respondents : r;:i'::‘ & Excellent 47 18
Candar ;Ia];l;l '[“336 :E Opinion a.tll:l]out sa.]_.es about of E:i;}égood 11_5 ;f
amals 7 27 e showroom e— 18 =
Warital status Warried 167 3 e : ~
Unmarrizd 59 33 : =
== = Strongly apree 34 21
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s .1;45 ;1 I: and servicas Disaeras 12 3
— = — Stronely disagras k] 1
Above 4l 24 9 — =
' 233
Up to schoollevel 43 13 Casback offer ;1‘_;5 e= 991
2 2t Under praduata 162 63 Disc 56 22
Educationsl qualification Postaraduai e 1 . o Fr:EZJEJ::s = s
Othocs 2 1 Promotional activitias END _Scham!s 53 27
Aericulturist 1? 7 Prica off 24 41
Businass 3 14 Homa dalivery 16 21
Oiematin Government smployas 45 18 Exncallent 47 18
Privats smploves 124 18 Very good 95 37
Pro ;T“i:g;lo' ] T [pinion about customer serviee | Good 94 37
Ofers 10 1 Averazs 16 [
Less than 10,000 37 ] ;?:;1 — _4; 2
Fs.10,000-20,000 3 25 igh y satisHe it =
Income lavel F=.20,000-30,000 FE} 36 Owarall satisfaction of CRM | Satisfisd 152 29
Fe.20,000-40,000 EE] 3 Dpracticas Neutrally satisfied 3s 14
Abova 40,000 24 9 Dssatisfiad 9 4
Famil}'. 61 24 Hiehly dissatisfisd 1 a
Rzason for purchasa the product ?:ii;:;‘r:semam 1._31"' é;
salf 22 9
Oncs ina month 42 14 Inference:
Fraqueney of visiting Onceina wear 30 12
showroom Oncs in a fastival g1 36 Lo .
Once aneed arises 93 36 From the table, it is inferred that 73% of the
Bv cash 122 48
. Dbt card 37 3] respondent are male.
Mode of pavment Gray g 53 65% of th dent ied
% = = 0 O € respondents are marri
Phona P2 19 ]
Avarenass towards Yas 237 21 31% bd OngS to the age QFOUp Of 18-25.
oot = = > 63% of the respondents are belong to Under graduate.
Rzason for buying the goods gﬂ; 1333 :g 48% of the respondents are private empl oyee
Availability 13 6 36% of the respondents belong to income level of
Erwcallent 31 70
Wy 165 iy 20,000-30,000.
Opinion about prics of tha G -d_ =0 1
product s = = 40% of the respondents are buy the product when
Poor _ 3 1 they saw the advertisement.
Highly satisfiad 44 17 )
s e Satished 18 13 36% of the respondents are purchase the product in
Dpinion shout satisfaction leval Neatall satiohied 157 3 X K
of location. et 3 3 festival time. 36% of the respondents are purchase
Highly dissatisfied 1 0 the product when they need the product.
Strongly agrea 56 22
Opinion shout display of | Aeree 142 53 48% of the respondents are pay the cash. 93% of the
Neutral 43 17 .
el Di:,gﬂ 3 5 respondents are aware of advertisement.
f;_“n'—i‘_-"d“a?*;‘ :3 115 56% of the respondents saying quality of the product.
ay of approac )
Friendly attituds 56 34 41% of the respondents are feeling very good.
Good behaviour 61 24 o . .
Factor datermining relationship | Way of spaach 24 9 41% of the respondents saying various brand
with vivak agsncies ,-\Ft.ar .salas servies 11 4 available.
Assisting of payment = 4
of 3 i 61% of the respondents neutraly satisfied with
PremiumAll 29 11 i &P y
Solved immediately 102 40 location.
Opinion shout complaints "‘::}x'jn:n!g::-' j: -‘133 55% of the respondents are agree with displaying of
Yiloin Two i !
Within thres days 10 4 the product..
f,mﬂfmd ;g ;g 34% of the respondents are saying friendly attitude
i ; - ary E00
e £ | 51 36 because they comfortable to purchase the product.
> Averags 71 g . . .
e : 5 40% of the respondents are saying handling their
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complaints solved immediately.
39% of the respondents are feeling as very good.
39% of the respondents are feeling as very good
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54% of the respondents are saying that executive

performance is responsive.

45% of the respondents are feels good for sales

service.

56% of the respondents are agree with high quality
product and services.
91% of the respondents are saying Yes to the cash

back.

41% of the respondents are attracted by free gifts.
37% of the respondents are feel very good for
customer service, 37% of the respondents are fedls
good for customer service.59% of the respondents are
satisfied with overall crm practices.

WEIGHTED AVERAGE METHOD:

RESPONDENTS OPINION ABOUT SHOWROOM
SUPPORT TOWARDS CUSTOMER RECOGNITION.

S. Parriculars Excellent CGood [Average (Bad [Poor (Total [ Average [Rank
N 3 e)] (@ (D
o
1. | ProductDemonstration 705 376 48 10 | 0 |1139 | 44493 | Rl
1 Product mstallzticn L 112 8} 16 4 1036 | 4.0458 K2
Product Warranty 275 612 12¢ 16 | 0 |[1032 | 40312 | R3
< Sarvire Contratt 00 704 1045 G a 1070 | 39843 R4

I nferences:

customer

From the above table that furnishes the rank of the
respondents feel about the organization support towards
First

demonstration.

recognition.

RESPONDENTS OPINION
LEVEL

rank goes to the product

ABOUT SATISFACTION

5.Ne

Particulars

&

Total Average | Kank

Availetality vl
brandedproduct

1086 4.2421 R1

Varizty of products

170

680

120 112 (3 034 38818 R

Sales sxecutives
performance
Home delivery service

225

192

604

636

41 |2 033 13780 | R4

138 |2 OB7 38534

Stere layout

105

601

B &

150 |32 (7 037 3.8045

Service quality

160

[

144 |2 075 38085 R6

Inferences:

Availability of branded product.

It is inferred from the above table that response rate
from the vivekagencies.The respondents satisfaction level with

RESPONDENTS OPINION ABOUT OFFERS THAT
ATTRACTSRESPONDENTSCLASSIFICATION
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5. Ne

Particulars  Eacellent | Very Guoid Average [Poor Toal Average [Rank

Festival offzr 495 138 28 1046 | 4.0976

150 264 26 928 | 3.625

e

harge offor

Spacial gift 170 M a0 R0 135117 | R4

L = = 2

Cash Distount 279 36 925 [3.6132

Inferences

From the above table shows offers that attracted by

respondents in vivek agencies, First rank goes to the festival
offer, second rank goes to the exchange offer, third rank goes
to the cash discount.

VI. FINDINGS

37% of the respondents are male.

65% of the respondents are married.

31% of the respondents are in the age group of 18-25.
63% of the respondents are under graduate.

48% of the respondents are private empl oyee.

36% of the respondents are earn 20,000-30,000.

40% of the respondents are buy the product when they
saw the advertisement.

36% of the respondents are purchase the product in
festival time. 36% of the respondents are purchase the
product when they need the product.

48% of the respondents are pay the cash.

93% of the respondents are aware of advertisement.

41% of the respondents are feeling very good about the
price of the product.

49% of the respondents are purchase the product for
customer preference.

61% of the respondents neutrally satisfied with location.
55% of the respondents are agree with displaying of the
product.

34% of the respondents are saying friendly attitude
because they comfortable to purchase the product.

40% of the respondents are saying handling their
complaints solved immediately.

39% of the respondents are fegling as very good about the
ambience of the showroom.

54% of the respondents are saying that executive
performance is responsive when they enter into the
showroom.

45% of the respondents are feels good for after saes
service.

56% of the respondents are agree with good reputation for
reputation for high quality product and services.

91% of the respondents are saying Y es to the cash back.
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41% of the respondents are attracted by free gifts to
purchase the product.

The respondents attracting factor
demonstration and the rank first.

The respondents satisfied with Availability of branded
product.

37% of the respondents are feel very good for customer
service, 37% of the respondents are feds good for
customer service

The respondents ranked first for festival offer

59% of the respondents are satisfied with overal
customer relationship practices.

is the product

VIIl. SUGESTIONS

The entire customer satisfied with quality of the product.
The customers are dissatisfied due to service engineer not
available on time. The customer needs quick responses.
The customer expecting all kinds of product should be
displayed at one roof

The customer are highly dissatisfied while purchasing
time the sales person cannot elaborately explain about the
features of the product

The customer need alarge parking space

The customer expecting offers from the festival time
Vivek Agencies can fix a reasonable price so that al
segments of People can purchase.

VIIl. CONCLUSIONS

The project helped to create customer relationship
and maintain it. The data was collected from various sources
and aso through tools like questionnaire and relevant
interaction with sales executives of vivek agencies,
sankarankovil. The need was identified in the form of finding
and suitable suggestions were put forth in the form of
suggestions. To conclude this maintaining good relationship
with customer leads to every business a great success.
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