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Abstract

On-line r etaili ng is now providing retailers with t he rich sourc e of indi vidualiz ed custom er dat a,

that allows them to unde rtake effective on e -to -on e mark eting and in so d oing mak e a ve r y r eal

contribution to improved organizational perfo rmance. An incr eas in g number of companies ar e

considerin g im plementing e -CR M s ystems to sati sf y the growin g ex pectation of custom er

service. e -CRM s ystems have unique ch aracteristics that support custom er -business int eracti ons

that are li nked to int ern a l busi ness process es and s ystems across different areas fo r ope rational

and anal ytical purposes . The pr esent pap er an al ysed im pact of onli ne CRM practices on

company‟s produ cti vit y and customer retention .
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Analy sing  impact  of  online  CRM  pract ice s  on  com panie s 
productivity  and customer re tention

1 .  I ntroduction

It is now wid el y reco gnised that the Internet

‟

s p ower, scop e and int er act ivit y p rovide r etailers

with the potential to transform their customers‟ shoppi ng ex perienc e (Eva nschitz k y et al, 2004;

W olfinbarger and Gill y, 2003), and in so doing, stren gthen their own competit ive positi ons

(Dohert y & Ellis -Chad w i c k ,  2009; Levenbur g, 2005). Th e Internet‟s cap acit y to p rovide

information, facilitate t wo-wa y communic ation with customers, collect market rese ar ch data,

promote goods and se r vices and ult imatel y to support the online ordering o f merch andise,

provides ret ail ers with an ex tremel y rich and flex ibl e new channel (Basu & M u ylle, 2003). In so

doing, the i nte rnet give s retailers a mech anism for: broad ening tar get markets, im provin g

customer communicatio ns, ex tending product li nes, im proving cost efficien c y, enh ancin g

customer relations hips a nd deli vering customise d offers (Srinivasan et al , 2002 ). B y and lar ge,

consumers have r espond ed enthusiasticall y to these innovations (Soopra manien & R obertson,

2007), and on -line retai l sales have grown si gnificantl y ov er the p ast f ifteen years, and ar e

predicted to continue  rising into the futur e (Ellis - C hadwick & Dohert y, 20 02; Ho et al, 2007).

Serious attempt s to trade on -line started to emerge in the mid -1990s when innovati ve, technicall y

savv y comp anies respon ded to the opportunities and chall en ges posed b y the Inte rnet, to develop

sophisti cated web-sites t o s erve customers, in th eir homes . Ho wever, loo king ba ck, n earl y two

decad es, to when thi s fas t -paced elect ronic busi ne ss environment was just starting to evolve, its

ultim ate success must ha ve looked far less certain .

Although electronic shop ping didn‟t emerge in an y o r ganised and subst ant ive wa y until the mi d

1990s, it s arrival had been widel y her alded for man y ye ars, beforehand. Indeed, almost thi rt y

years  be fore it did eve ntuall y burst onto the r etail scene, Dodd y an d Davidson (1967) had

presented a po wer ful visi on of how the future of retaili ng la y in con sumers directl y using

computer terminals t o or der their goods dir ectl y from central w arehous es. As detailed previousl y,

in the earl y d a ys of ele ctronic comm er ce, it was envisaged that a  radi c all y diff erent t ype of

market-pla ce would ev olve. P erhaps one o f the most obvious manifestations of thi s

transformation is that, in electronic mark ets, marketing is now routinel y practiced on a  one -to-

one, rath er th an a one -to -man y, basis (Sim mons, 2008). Eff ective one -to-o ne mark eting requir es

the capture of signifi can t quantiti es of customer -oriented information, so that their needs and

preferenc es can be inf erred, and then elements o f the ma rketin g mi x can be spe cificall y tailor ed

to these requirements ( A rora et al, 2008). In practi ce, thi s process has t ypi call y b een en abled b y

integrating custom er- facing, retail w ebsit es with CRM software, to cr eate e -CRM appli cations

(Dussart, 2001 ) On-line r etailing is no w providi n g retailers with the rich so urce o f indi vidualiz ed

customer  data,  that  allows  them  to  undertake  effective  one -to-one  mar keting  (Frow &  P a yn e,
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2009) and in so doin g make a  ver y r eal contribution to improved or ga niz a t i o n a l  performan ce

(Warrington et al., 2007 ) . However, man y oth er c omm entators strike a mo re c auti onar y note, as

there sti ll man y ch allen ges to be fac ed - such as data int egration, building trust, s ystem usabilit y

and  customer  retention  -  before  the  full  potential  of  electronic  CRM  can  be  realised. An

increasin g number o f co mpanies are considerin g im plementing e -CR M systems to sati sf y the

gro wing ex pectation of customer service. e -C RM  s ystems hav e unique characteristi cs that

support customer-busine ss int eracti ons that are linked to int ernal busi ness processes and s ystems

across different  areas for operational and  anal ytical purposes.

2 .  Li terature Review

Trainor, Andz uli s and A gnihotri (2014) in their paper on Social medi a technolo g y usa ge and

customer relations hip performance: A capabilities -based ex amination of social C R M, examined

that how social media t e chnolog y usa ge and cust omer -centric man a gemen t s ystems contribute to

a firm-level cap abilit y o f social customer relatio nshi p managem ent (CRM ). Drawin g from the

literature in ma rketing, information s yst ems, and strate gic man a gement, t he first contribution of

this stud y is the con cept ualiz ation and measurem ent of social CRM c apa bil it y. Th e se cond ke y

contribution is  the ex ami nation of how social C RM capabilit y is influen ced b y both custom er -

centric m anagem ent s ystems and so cial media te chnologies. These two r esources ar e found to

have an interactive e ffec t on the formation of a f irm -level cap abilit y that is shown to positi vel y

relate to custom er relati onship perform ance. Th e stud y anal yzes d ata f r om 3 08 or ganiz ati ons

using a stru ctural equ ati on modeling appro ach.

Chang, W ong and Fan g (2014) in their pap er on, the effects of custom er relationship

mana gement relational i nformation processes on custom er -based pe rform ance, investi gated the

influence of the compl eteness of CR M relational information process es on custom er-based

relational perfo rmance a nd profit performanc e. In addition, int eraction orientation and CR M

readiness w ere adopted as moderators on the rel ationship between CRM relational informat ion

processes and customer - based perfo rmance. Both qualitative and quantitative approach es were

applied in thi s stud y. Th e results r evealed that th e compl eten ess of C R M relational inform ation

processes f acil it ates cus tomer-based r elational performan ce (i.e., custom er satisfaction, and

positi ve W OM), and i n turn enh ances pro fit performance (i. e., e ffi cienc y with regard to

identif yin g, a cquiring an d retaining, and converting unpro fitable custome rs to profitable ones).

The alternative model demonstrated that b oth int eraction orientati on and C R M readiness pla y a

mediating rol e in the r e lations hip between infor mation processes and r e lational perform ance.

Managers shoul d stren gt hen the completeness an d smoothness of C RM i nformation pro cesses,

should increase th e l eve l of interactional ori enta tion with customers and shoul d maintain firm 

CR M readiness to servi c e their custome rs. The i mpl ications of thi s research and su ggesti ons for

mana gers were also di sc ussed.
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Steel, Dubela ar and E wing (2013) in their paper on Dev elopin g custom iz ed CR M proje cts: The

role of industr y nor ms, organisati onal co ntex t and custom er e x pectations on C R M

implementation, investi gated the influence of ind ustr y, or ganis ational, and custom er contex t on

customer r elationship mana gement (CRM) proje cts. Or ganisations go th rough four ph ases in

their C RM projects (ass essment, design, im ple mentati on, and evaluati on), yet the im pact of

industr y norms, or ganisational contex ts, and custom er ex pectations on each ph ase a re r ar el y

ex amined. A longitudinal case stud y app roa ch with six cases was used to investi gate the

potential im pact of conte x tual factors on C RM pr ojects. The cases covere d a r an ge o f industries,

organisational structures , and custom er t yp es.  W e found that current industr y conditions and

customer ex pectations in fluence the r easons f or undertakin g CR M and t he assessment sta ge of

the project. The o r ganisati onal contex t has a notic eable im pa ct on the desi gn and im plementation

project sta ges. At th e evaluation level, custo mer respons es combine d wit h organisati onal

ex pectations affect the pe rceived suc cess of the pr ojects. B y und erstandin g the impact of contex t,

customised CR M projects can be dev eloped.

3 .  Research Methodology

Based on r eviews of li terature the rese arch met hodolog y relat ed with the current resea rch on

CR M  of  E -Comm erce  companies  is  being  described  he re. The current stud y includ es

understandin g the assum pti ons underl yin g of CR M techniques and to kno w the criteri a b y whi ch

b y ce rtain techniqu es a nd proc edures. Throu gh the applic ation of sci enti fic pro cedure the

resea rche r have tried to find out their problems and ex pected solut ion ma y be su ggested for

gro wth of CRM services.  Following h ypothesis w ere mad e:

H1-There  is  sign ificant  relation sh ip  amon g  CRM  an d  produ ctivit y  of  selected  In dian  & 

mu lt inati on al e-comm erce com pan ies.

H2:  There  is  sign ificant  relation ship  between  CRM  &  custom er  retention  am ong  selected 

Indian  an d mu ltin ati onal e -comm erce com pan ies.

The pr esent r esea rch us e Ex planator y and Desc riptiv e research approac h. First the res ear che r

have ex plored the va riabl es to be used to an al ys ed the b y E -Comm erce co mpanies for me asurin g

the CRM practi ces and later to conclude the rese arch work the h ypothes i s were che cked. Afte r

that, empi rical resea rch and data collecti on were condu cted to test the h ypothesis to draw

conclusions from the evi dences. Questionnaire method was us ed for data coll ection. It is a form

containing structured qu esti ons which w ere ask e d to respond ents and th e ir replies were tak en.

Structured questi onnaire containing e asil y und er standable questions for the respondents we re

prepar ed. For the purpos e of the stud y, the se co ndar y dat a we re also be ex tracted f rom the e -

commerce companies, f r om their annual repo rts. In addit ion, the seco ndar y data w ere also

gath ered  f rom  government  records,  commercia l  newspapers,  ma gazines,  journals,  articles,
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websit es and dif ferent b ooks on Custom er relati onship management of c ompanies. S ample siz e

was 400 Cu stom ers r espondents and 100 empl o yees. The sample w as spread across areas of

various  Indian cities maj orl y from metro cities.

Tab le 3.1: Variab les of Doctor’s perception

Variab les 

1.  I like to use this website

2.  Overall, m y att it ude towa rds the curr ent retaile r is favourabl e

3.  I am happ y to purch ase from this websit e

4 .  Da ta  Ana lysis

SPSS Name 

Atti t_1

Atti t_2

Atti t_3

The  demo graphic  pro file s   of  the  consume r  a re  en list e d   in  various  point s  including  the  t yp es  of 

websit es visit  first  which is enli sted in table below

Tab le-4.1: Demograph ic Profil e of Customers

Co mpany w ise  distrib u tion of  respondents

Cumul ati ve

Frequ enc y

Valid Indian 200

Percent

50.0

Valid Percent

50.0

Percent

50.0

Multi nati onal

Total

200 50.0 50.0 100.0

400 100.0 100.0

Age w ise di stribution of respon dents

Valid Up to 30 

31-40

41-50

51-60

over 60

Total

Frequ enc y  

66 

63

150

40

81

400

Percent 

16.5 

15.8 

37.5 

10.0 

20.3

100.0

Valid Percent 

16.5 

15.8 

37.5 

10.0 

20.3

100.0

Cumul ati ve Percent 

16.5 

32.3 

69.8 

79.8

100.0

Gend er w ise  distribu tion o f  respondents

Valid Female

Male

Total

Frequ enc y 

187 

213

400

Percent 

46.8 

53.3

100.0

Valid Percent 

46.8 

53.3

100.0

Cumul ati ve Percent 

46.8

100.0
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Ed u cation w ise di stribution of  respon dents

Valid                Post graduat e

Under- graduate

Upto X II

Total

Frequency 

236

55

109

400

Percent  

59.0 

13.8 

27.3

100.0

Valid  Percent 

59.0 

13.8 

27.3

100.0

Cumulative 

Percent

59.0

72.8

100.0

Period of  pu rchase

Valid less than 1  ye ar

1 to 3  years

4 to 6  year

Total

Frequ enc y 

112 

133 

155

400

Percent  

28.0 

33.3 

38.8

100.0

Valid 

Percent

28.0

33.3

38.8

100.0

Cumul ati ve

Percent

28.0

61.3

100.0

As it was identified that the C RM can b e used as a mode of produ cti vit y, to check the sam e the

Pearson coe fficient of c orrelation betw een satisf action and productivit y f actors was calculat ed.

For this purpose followin g h ypothesis we re mad e:

H1-Ther e  is   si gnificant  relations hip  amon g  C RM  and  producti vit y  o f  select ed  Indian  & 

multi national e-commerce companies.

To  che ck  the  above  h ypothesis  the  Pearson‟s  correl ation  coefficient  was  c alculates  and  the 

results were sho wn in  tab le1 as under:

Tab le  4.2: Correlation  b etween the Satisf action an d produ ctivity

a.  Descriptive Statisti cs

Mean Std. Deviation N

Satisfied 

In c_profi

Effec_ costred

3.8340                      1.19218                                 500

2.0860                      .91229                                   500

1.4840 .70905 500

b.  Correlations

Satisfied

In c_profi

Pearson Correl ation 

Sig. (2-tailed)

N

Pearson Correl ation

Satisf ied 

1

500

-.438**

Inc_prof i 

-.438** 

.000

500

1

Eff ec_costred

-.052

.248

500

.081
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Sig. (2-tailed)                       .000                                        .070

N                                          500                  500                  500

Effec_ costred Pearson Correl ation -.052 .081 1 

Sig. (2-tailed) .248 .070

N 500 500 500 

**. Correlation i s si gnificant at the 0.01 level (2 -ta il ed).

As per table 1 the P e arson co rrel ation of co efficient for sati sfaction and p roductivit y, a

significant ne gative correlation were found r= -. 438, p<0.000, for effect_costred insi gnific ant

correl ation were repo rts as r= -.052, p>.0.050 this  revealed that the CRM can be used for

increasin g pro fit.

As per the obje ctive ( To measur e the relationshi p betwe en C R M & cust omer r etention amon g

selected Indian and mul ti nati onal e -commerce c ompanies) the a greemen t of the respondents

related with the v arious areas ar e check ed with t he b road er h ypothesis. The pe rception o f the

consumerswas sou ght in relation to select ed va ri a b l e s fo r me asurin g cust omer r etention amon g

selected Indian and m ultinational e -commer ce companies. The following h ypoth esis was

developed:

H2:  There  is   signifi cant  r elationship  between  CRM  &  customer  r etention  among  s elected  Indian 

and multi national e-com merce  companies.

To  identif y the  r elationship  Pearson  C orrelation  c oefficient  an al ysis  has  be en  used  with  S PS S -19 

software and results we re shown in table -2 as under:

Tab le 4.3 Pearson  Co rr elation  coefficient of  CRM and Customer reten tion

a.  Descrip tive Statisti cs

Mean Std. Deviation N

Personalisation

W eb effectiveness

Comm unication

Atti t_1

Atti t_2

Atti t_3

2.6658 .66332 400

3.2544 .46234 400

3.0598 .44256 400

4.0975 .75460 400

3.7975 .96635 400

2.5675 1.38573 400

b.  Correlation s
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Persona

lisation

W eb_ef

fectiven

ess

Comm u

nication

Atti t_1

Atti t_2

Atti t_3

Pearson 

Correlation 

Sig. (2-tailed)

N

Pearson 

Correlation 

Sig. (2-tailed)

N

Pearson 

Correlation 

Sig. (2-tailed)

N

Pearson 

Correlation 

Sig. (2-tailed)

N

Pearson 

Correlation 

Sig. (2-tailed)

N

Pearson 

Correlation 

Sig. (2-tailed)

N

Personalisati 

on

1

400 

.324**

.000

400

-.219**

.000 

400  

-.002

.976

400

.049

.332

400

-.105*

.035

400

Web 

eff ectiveness 

.324**

.000 

400 

1

400

.077

.125

400

.080

.108

400

.026

.606

400

-.229**

.000

400

Co mmun i 

cation

-.219**

.000

400

.077

.125 

400 

1

400  

-.029

.558 

400  

-.079

.114 

400 

.148**

.003

400

Attit_1

-.002

.976

400

.080

.108 

400  

-.029

.558 

400 

1

400 

.464**

.000 

400  

-.003

.957

400

Attit_2

.049

.332

400

.026

.606 

400  

-.079

.114 

400 

.464**

.000 

400 

1

400  

-.021

.681

400

Attit_ 

3

-.105*

.035

400

-.229**

.000 

400 

.148**

.003 

400  

-.003

.957 

400  

-.021

.681 

400 

1

400

**. Correlation i s si gnificant at the  0.01 level (2 -ta il ed).

*. Correlation i s si gnificant at the 0.05 level (2 -tail ed).

As per table 2 the Pearson correlation of coefficient for variation in Factors of satisfaction

reveal ed that a si gnific a nt P osit ive correlation were found betw een P e rsonalisati on and W eb

effe ctiveness= 0.324, p < 0.050, for P ersonalisati o n and Communication = 0.324, p<0.05 and for

personalisation and Attit_3r= 0.324, p<0.05, Negative correlation for Va riable W eb effectiven ess

and Atti t_3 r= -0.229, p <0.05, posi ti ve and si gnificant cor relation for Communication and

Atti t_3 r= -0.148, p<0.0 5, posi ti ve for Attit_1 a nd Atti t_3 r= -0.229, p< 0.05. This means that

significant rel ationshi p between C RM & customer retention among sele cted Indian and

multi national e-commerce companies w ere reco rd ed.
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5 .  Co nclusio n

Over the p ast decade, r etailers have b een able to c oll ect enormous amounts of information at the

customer level measurin g custom er pu rchas es, marketin g activit ies, and c ustom er attit udes. An

important ex ample is Tesco, which is usin g it s Lo yalt y Ca rd as a cor e el e m e n t  of it s marketin g

strate g y. CR M as the practice o f anal ysin g an d uti lizing marketin g dat abases and lev er a ging

communication technologies to determine corpo r ate practic es and methods will maximiz e the

lifetime value of each i ndivi dual customer. C onventional communication processes ar e often

time dela yed, e-CR M allows o r ganizations to al wa ys ope rate in r eal -ti m e and more than th at

interaction with custom e rs ar e transp arent so that or ganiz ations are able to draw conclusions on

customer behaviour  and  measure the su ccess o f activit ies.

The major su ggestions of the stud y w er e enlist ed in followin g point s t hat t he Multi nati onal

companies must put thei r attention on communic ation of compan y b y e - mail with consumers.

The Multinati onal companies must provide cle a r and suffici ent informa ti on on pa yment and

return/ex chan ge poli ci es on their W ebsite. Th e Indian compani es must provide ef fective and

responsiveness W ebsit e t o fulfil the orders. The Indian companies must p rovide easil y tr ackin g

facilities for custom ers order tr ackin g. The Indi an companies must c rea t e  an environm ent fo r

customer to trust t he websit e  for their online purch ases .
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