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Abstract

On-line retailing is now providing retailers with the rich source of individualized customer data,
that allows them to undertake effective one-to-one marketing and in so doing make a very real
contribution to improved organizational performance. An increasing number of companies are
considering implementing e-CRM systems to satisfy the growing expectation of customer
service. e-CRM systems have unique characteristics that support customer-business interactions
that are linked to internal business processes and systems across different areas for operational
and analytical purposes. The present paper analysed impact of online CRM practices on
companys productivity and customer retention.
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1. Introduction

It is now widely recognised that the Internet s power, scope and interactivity provide retailers
with the potential to transform their customers™ shopping experience (Evanschitzky et al, 2004;
Wolfinbarger and Gilly, 2003), and in so doing, strengthen their own competitive positions
(Doherty & Ellis-Chadwick, 2009; Levenburg, 2005). The Internets capacity to provide
information, facilitate two-way communication with customers, collect market research data,
promote goods and services and ultimately to support the online ordering of merchandise,
provides retailers with an extremely rich and flexible new channel (Basu & Muylle, 2003). In so
doing, the internet gives retailers a mechanism for: broadening target markets, improving
customer communications, extending product lines, improving cost efficiency, enhancing
customer relationships and delivering customised offers (Srinivasan et al, 2002). By and large,
consumers have responded enthusiastically to these innovations (Soopramanien & Robertson,
2007), and on-line retail sales have grown significantly over the past fifteen years, and are
predicted to continue rising into the future (Ellis-Chadwick & Doherty, 2002; Ho et al, 2007).

Serious attempts to trade on-line started to emerge in the mid-1990s when innovative, technically
savvy companies responded to the opportunities and challenges posed by the Internet, to develop
sophisticated web-sites to serve customers, in their homes. However, looking back, nearly two
decades, to when this fast-paced electronic business environment was just starting to evolve, its
ultimate success must have looked far less certain.

Although electronic shopping didn*t emerge in any organised and substantive way until the mid
1990s, its arrival had been widely heralded for many years, beforehand. Indeed, almost thirty
years before it did eventually burst onto the retail scene, Doddy and Davidson (1967) had
presented a powerful vision of how the future of retailing lay in consumers directly using
computer terminals to order their goods directly from central warehouses. As detailed previously,
in the early days of electronic commerce, it was envisaged that a radically different type of
market-place would evolve. Perhaps one of the most obvious manifestations of this
transformation is that, in electronic markets, marketing is now routinely practiced on a one-to-
one, rather than a one-to-many, basis (Simmons, 2008). Effective one-to-one marketing requires
the capture of significant quantities of customer-oriented information, so that their needs and
preferences can be inferred, and then elements of the marketing mix can be specifically tailored
to these requirements (Arora et al, 2008). In practice, this process has typically been enabled by
integrating customer-facing, retail websites with CRM software, to create e-CRM applications
(Dussart, 2001) On-line retailing is now providing retailers with the rich source of individualized
customer data, that allows them to undertake effective one-to-one marketing (Frow& Payne,
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2009) and in so doing make a very real contribution to improved organizational performance
(Warrington et al., 2007). However, many other commentators strike a more cautionary note, as
there still many challenges to be faced - such as data integration, building trust, system usability
and customer retention - before the full potential of electronic CRM can be realised. An
increasing number of companies are considering implementing e-CRM systems to satisfy the
growing expectation of customer service. e-CRM systems have unique characteristics that
support customer-business interactions that are linked to internal business processes and systems
across different areas for operational and analytical purposes.

2. Literature Review

Trainor, Andzulis and Agnihotri (2014) in their paper on Social media technology usage and
customer relationship performance: A capabilities-based examination of social CRM, examined
that how social media technology usage and customer-centric management systems contribute to
a firm-level capability of social customer relationship management (CRM). Drawing from the
literature in marketing, information systems, and strategic management, the first contribution of
this study is the conceptualization and measurement of social CRM capability. The second key
contribution is the examination of how social CRM capability is influenced by both customer-
centric management systems and social media technologies. These two resources are found to
have an interactive effect on the formation of a firm-level capability that is shown to positively
relate to customer relationship performance. The study analyzes data from 308 organizations
using a structural equation modeling approach.

Chang, Wong and Fang (2014) in their paper on, the effects of customer relationship
management relational information processes on customer-based performance, investigated the
influence of the completeness of CRM relational information processes on customer-based
relational performance and profit performance. In addition, interaction orientation and CRM
readiness were adopted as moderators on the relationship between CRM relational information
processes and customer-based performance. Both qualitative and quantitative approaches were
applied in this study. The results revealed that the completeness of CRM relational information
processes facilitates customer-based relational performance (i.e., customer satisfaction, and
positive WOM), and in turn enhances profit performance (i.e., efficiency with regard to
identifying, acquiring and retaining, and converting unprofitable customers to profitable ones).
The alternative model demonstrated that both interaction orientation and CRM readiness play a
mediating role in the relationship between information processes and relational performance.
Managers should strengthen the completeness and smoothness of CRM information processes,
should increase the level of interactional orientation with customers and should maintain firm
CRM readiness to service their customers. The implications of this research and suggestions for
managers were also discussed.
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Steel, Dubelaar and Ewing (2013) in their paper on Developing customized CRM projects: The
role of industry norms, organisational context and customer expectations on CRM
implementation, investigated the influence of industry, organisational, and customer context on
customer relationship management (CRM) projects. Organisations go through four phases in
their CRM projects (assessment, design, implementation, and evaluation), yet the impact of
industry norms, organisational contexts, and customer expectations on each phase are rarely
examined. A longitudinal case study approach with six cases was used to investigate the
potential impact of contextual factors on CRM projects. The cases covered a range of industries,
organisational structures, and customer types. We found that current industry conditions and
customer expectations influence the reasons for undertaking CRM and the assessment stage of
the project. The organisational context has a noticeable impact on the design and implementation
project stages. At the evaluation level, customer responses combined with organisational
expectations affect the perceived success of the projects. By understanding the impact of context,
customised CRM projects can be developed.

3. Research Methodology

Based on reviews of literature the research methodology related with the current research on
CRM of E-Commerce companies is being described here. The current study includes
understanding the assumptions underlying of CRM techniques and to know the criteria by which
by certain techniques and procedures. Through the application of scientific procedure the
researcher have tried to find out their problems and expected solution may be suggested for
growth of CRM services. Following hypothesis were made:

H1-There is significant relationship among CRM and productivity of selected Indian &
multinational e-commerce companies.

H2: There is significant relationship between CRM & customer retention among selected
Indian and multinational e-commerce companies.

The present research use Explanatory and Descriptive research approach. First the researcher
have explored the variables to be used to analysed the by E-Commerce companies for measuring
the CRM practices and later to conclude the research work the hypothesis were checked. After
that, empirical research and data collection were conducted to test the hypothesis to draw
conclusions from the evidences. Questionnaire method was used for data collection. It is a form
containing structured questions which were asked to respondents and their replies were taken.
Structured questionnaire containing easily understandable questions for the respondents were
prepared. For the purpose of the study, the secondary data were also be extracted from the e-
commerce companies, from their annual reports. In addition, the secondary data were also
gathered from government records, commercial newspapers, magazines, journals, articles,
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websites and different books on Customer relationship management of companies. Sample size
was 400 Customers respondents and 100 employees. The sample was spread across areas of

various Indian cities majorly from metro cities.

Table 3.1: Variables of Doctor’s perception

Variables SPSS Name
1. 1like to use this website Attit 1
2. Overall, my attitude towards the current retailer is favourable Attit 2
3. 1 am happy to purchase from this website Attit_3

4. Data Analysis

The demographic profiles of the consumer are enlisted in various points including the types of

websites visit first which is enlisted in table below

Table-4.1: Demographic Profile of Customers

Company wise distribution of respondents
Cumulative
Frequency Percent Valid Percent Percent
Valid |Indian 200 50.0 50.0 50.0
Multinational 200 50.0 50.0 100.0
Total 400 100.0 100.0
Age wise distribution of respondents
Frequency Percent Valid Percent Cumulative Percent
Valid Up to 30 66 16.5 16.5 16.5
31-40 63 15.8 15.8 32.3
41-50 150 375 37.5 69.8
51-60 40 10.0 10.0 79.8
over 60 81 20.3 20.3 100.0
Total 400 100.0 100.0
Gender wise distribution of respondents
Frequency Percent Valid Percent Cumulative Percent
Valid Female 187 46.8 46.8 46.8
Male 213 53.3 53.3 100.0
Total 400 100.0 100.0
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Education wise distribution of respondents

Cumulative

Frequency Percent Valid Percent Percent
Valid Post graduate 236 59.0 59.0 59.0
Under-graduate 55 13.8 13.8 72.8
Upto XII 109 27.3 27.3 100.0

Total 400 100.0 100.0
Period of purchase

Valid Cumulative

Frequency Percent Percent Percent
Valid less than 1 year 112 28.0 28.0 28.0
1 to 3 years 133 33.3 33.3 61.3
4 to 6 year 155 38.8 38.8 100.0

Total 400 100.0 100.0

As it was identified that the CRM can be used as a mode of productivity, to check the same the
Pearson coefficient of correlation between satisfaction and productivity factors was calculated.
For this purpose following hypothesis were made:

H1-There is significant relationship among CRM and productivity of selected Indian &
multinational e-commerce companies.

To check the above hypothesis the Pearson™s correlation coefficient was calculates and the
results were shown in tablel as under:

Table 4.2: Correlation between the Satisfaction and productivity

a. Descriptive Statistics

Mean Std. Deviation N
Satisfied 3.8340 1.19218 500
Inc_profi 2.0860 91229 500
Effec_costred 1.4840 .70905 500
b. Correlations
Satisfied Inc_profi Effec_costred

Satisfied Pearson Correlation 1 -.438" -.052

Sig. (2-tailed) .000 248

N 500 500 500
Inc_profi Pearson Correlation -438" 1 .081
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Sig. (2-tailed) .000 .070

N 500 500 500
Effec_costred Pearson Correlation -.052 .081 1

Sig. (2-tailed) 248 .070

N 500 500 500
**_Correlation is significant at the 0.01 level (2-tailed).

As per table 1 the Pearson correlation of coefficient for satisfaction and productivity, a
significant negative correlation were found r= -.438, p<0.000, for effect_costred insignificant
correlation were reports as r=-.052, p>.0.050 this revealed that the CRM can be used for
increasing profit.

As per the objective (To measure the relationship between CRM & customer retention among
selected Indian and multinational e-commerce companies) the agreement of the respondents
related with the various areas are checked with the broader hypothesis. The perception of the
consumerswas sought in relation to selected variables for measuring customer retention among
selected Indian and multinational e-commerce companies. The following hypothesis was
developed:

H2: There is significant relationship between CRM & customer retention among selected Indian
and multinational e-commerce companies.

To identify the relationship Pearson Correlation coefficient analysis has been used with SPSS-19
software and results were shown in table-2 as under:

Table 4.3 Pearson Correlation coefficient of CRM and Customer retention

a. Descriptive Statistics
Mean Std. Deviation N

Personalisation 2.6658 .66332 400
Web effectiveness 3.2544 46234 400
Communication 3.0598 44256 400
Attit 1 4.0975 .75460 400
Attit 2 3.7975 .96635 400
Attit 3 2.5675 1.38573 400

b. Correlations
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Personalisati |Web Communi Attit_
on effectiveness |cation Attit_1 |Attit 2 |3
Persona | Pearson 1 3247 -2197 -002 |.049 -.105"
lisation | Correlation
Sig. (2-tailed) .000 .000 976 |.332 .035
N 400 400 400 400 400 400
Web_ef | Pearson 3247 1 Q77 .080 .026 -229"
fectiven | Correlation
ess Sig. (2-tailed) |.000 125 .108 .606 -‘UAUAU
N 400 400 400 400 400 RiYY -
Commu | Pearson -219 Q77 1 -029 [-.079 148
nication | Correlation o
Sig. (2-tailed) |[-UYY 125 .558 114 ‘Un”n"
N 4Uu 400 400 400 400 i
Attit_1 |Pearson -Uuz .080 -.029 1 464|993
Correlation .
Sig. (2-tailed) |-976 108 558 {000 99T
N 400 200 200 200|400 400
Attit 2 | Pearson 049 026 -079 264 |1 ~b2t
Correlation .
Sig. (2-tailed) | -99< .0006 114 .000 VoL
N 400 400 400 400 400 Y
Attit 3 |Pearson =105 ~229 1487 [-003 [-02T  |*
Correlation .
Sig. (2-tailed) |V°¥ UUU UUs 957 681
N 400 400 400 400 [400 %400
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

As per table 2 the Pearson correlation of coefficient for variation in Factors of satisfaction
revealed that a significant Positive correlation were found between Personalisation and Web
effectiveness= 0.324, p<0.050, for Personalisation and Communication= 0.324, p<0.05 and for
personalisation and Attit_3r= 0.324, p<0.05, Negative correlation for Variable Web effectiveness
and Attit_3r= -0.229, p<0.05, positive and significant correlation for Communication and
Attit_3r= -0.148, p<0.05, positive for Attit_1 and Attit_3r= -0.229, p<0.05. This means that
significant relationship between CRM & customer retention among selected Indian and
multinational e-commerce companies were recorded.
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5. Conclusion

Over the past decade, retailers have been able to collect enormous amounts of information at the
customer level measuring customer purchases, marketing activities, and customer attitudes. An
important example is Tesco, which is using its Loyalty Card as a core element of its marketing
strategy. CRM as the practice of analysing and utilizing marketing databases and leveraging
communication technologies to determine corporate practices and methods will maximize the
lifetime value of each individual customer. Conventional communication processes are often
time delayed, e-CRM allows organizations to always operate in real-time and more than that
interaction with customers are transparent so that organizations are able to draw conclusions on
customer behaviour and measure the success of activities.

The major suggestions of the study were enlisted in following points that the Multinational
companies must put their attention on communication of company by e-mail with consumers.
The Multinational companies must provide clear and sufficient information on payment and
return/exchange policies on their Website. The Indian companies must provide effective and
responsiveness Website to fulfil the orders. The Indian companies must provide easily tracking
facilities for customers order tracking. The Indian companies must create an environment for
customer to trust the website for their online purchases.
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