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Abstract: Successful CRM always starts with a business strategy, 

which drives the change in the organization and work processes, 

enabled by technology. Customer-Centric philosophy touches 

every point and more importantly every person in the 

organization. CRM has made a big impact in the world of 

Customer Service. Companies become customer-centric and use 

it as a competitive advantage.The advanced Technology hepls the 

organizations to stregnghten the ties with the customers. 

Customer Relationship Management is about people first and 

technology second. That‟s where the real value of CRM lies, 

harnessing the potential of people to create a greater customer 

experience, using the technology of CRM as the enabler. In this 

study we did the comparative analysis of CRM initatives taken 

by Indian industries like Retail, Telecommunications, Banking 

and life Insurance. We designed the model to capture the 

customers perspectives based on the parameters such as 

Customer Acquisition, Customer Expectation, Customer 

Satisfaction and Customer Retention. The research findigs shows 

that life insurance uses multi-prong strategy for customer 

acquisition & customers are having high expecations as well. 

Customers satisfication  is  highest  in  retail  industry. 
 
                  The banking industry is having lowest score for the 
same.The Top players which are able to retain their customers 
are future retail, Idea cellular, HDFC bank ,ICICI Bank and 

ICICI Prudential life Insurance in retail, Telecom , banking and 
Life Insurance Industry respectively. 
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I. INTRODUCTION 

 
he term CRM was first coined in the mid-1990s. CRM in 

those days referred to the software used to help 
businesses manage their customer relationships. From sales 

force automation software (SFA) that focused on customer 
contact management to integrated knowledge management 

solutions, these were the early foundations of CRM. It is 

estimated that the global market for CRM services and 
solutions is currently worth $148 billion. The last couple of 

years have seen the term broaden to encompass a more 

strategic approach and the investment of billions of dollars 

worldwide into CRM solutions and services has followed 

Customer Relationship Management(CRM) .It is about 
acquiring, developing, and retaining the satisfied loyal 

customers; achieving profitable growth; and creating 

economic value in a company‟s brand.  
CRM today for any industry is a discipline as well as a set of 
discrete software technologies, which focuses on automating 
and improving the business processes associated with 
managing customer relationships in the areas of sales, 
marketing, customer-service and support.CRM helps 
companies understand, establish and nurture long term 
relationships with clients as well as help in retaining current 
customers. Identifying and meeting customer needs is the 
main objective of CRM. The basic concept of CRM is that it 
aids businesses use technology and human resources to gain 
insight into the behavior of customers and the value to those 
customers.  
In mid-nineties CRM was thought of a tonic that would 

enable companies to retain customers for life, get maximum 
value out of their customer and generate exemplary customer 

bonding. Today, there is the different approach to business 
that involves relationship marketing, customer retention, and 
cross selling, leading to customer extension, which is a far cry 
from the traditional segmentation model. Customer retention 
to say, is the building loyalty into customers involves 

understanding the various ways that they are different and 
using the knowledge to tailor appropriate behaviors towards 
those customers.  
At present more and more companies are adopting various 
CRM practices as CRM promises numerous benefits-
including shorter salescycles, integrated customer feedback, 
improved communication, improved response, improved 
customer knowledge, improved efficacy, better customer 
tracking, enhanced customer satisfaction and increased 
loyalty. 
 
The two to carry on with future business smoothly. 
 
Previously business was quite easy as it was mere a one-to-
one dealing without any specific process. But with time, due 
to incoming complexities in communication, 

T 
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II. OBJECTIVES 

It found itself in troubled waters. Emerging 

 

1) To understand the customer relationship 
management (CRM) initiatives in Retail, 
Telecommunications, Banking, Life Insurance 
Industry.   

2) To study the customer expectations and satisfication 
level in retail , Telecommunications, Banking, Life 
Insurance Industry  

 

A. CRM:  
 
CRM originated in early 1970s when the business units had a 
manifestation that it would be advisable to become „customer 
emphatic‟ rather that „product emphatic‟.  
Birth of CRM was because of this heedful perceptiveness.  
The famous writer and management consultant Peter Drucker 
wrote; „The true business of every company is to make and 
keep customers‟. Traditionally every transaction was on paper 
and dependent on goodwill which created hindrance in 
clutching customers. People used to work hard in entertaining 

customers by presenting new products with astonishing 
services; they were ready to work overtime for grasping more 
and more customers for increasing business. This too resulted 
in customer satisfaction and loyalty up to some extent, but at 

the end of the day there was no such bonding or relation 
between of new strategies and technologies in global 
marketplace and a mammoth degree of competition in 
business, the approach needed to be changed to proactive 
rather than reactive. Origination of CRM turned out to be a 

piece of cake for all suppliers and customers due to its 
advantages. Customer relationship management came as a 
process that dealt with relationships with customers 
surpassing the whole business.  
Originally customer relationship management was based on 
three major principles; shielding the current customers, 
fostering new customers and enhancing asset value of all the 
customers. With the advent of CRM which was integrated 

with high end software and technology, business perspectives 
were totally changed. A CRM system eventually emerged as 
consisting of company-full of information which is depicted 
sophistically to increase business profit and meliorate 

customer satisfaction and loyalty, on the same hand 
 

III. LITERATURE REVIEW 
 

I. The goal of CRM is to ensure customer satisfaction 
& delight at every level of interface with the 
company (Pahuja & Verma, 2008).  

II. CRM is not merely technology applications for 

marketing, sales and service, but rather, when fully and 

successfully implemented, a cross-functional, customer-

driven, technology-integrated business process 

management strategy that maximizes relationships and   
encompasses the entire organization (Goldenberg, 

2000).  
III. CRM offers customization, simplicity, and 

convenience for completing transactions, regardless 
of the channel used for   
interaction Gulati and Garino, 2000).  

IV. A key theoretical basis for CRM research is the 
relationship marketing literature. First, in this area it 
is theoretically held that the building and managing 
of ongoing customer relationships delivers the 
essence of the marketing concept (Morgan and Hunt 
1994; Webster 1992).  

V. The CRM process should acknowledge that 
relationships evolve with distinct phases (Dwyer, 
Schurr, and Oh 1987).  

 
B. Industry Overview:  
 
1. Retail Industry: India has occupied aremarkable position in 

global retail rankings; the country has high market potential, low 

economic risk, and moderate political risk. In market potential, 

India ranks eleventh (after United States, China, Canada, UK, 

Brazil, Germany, Austria and Mexico). India‟s retail sector will 

double to $1.1-1.2 trillion by 2020 from $630 billion in 2015, 

riding on income growth, rapid urbanisation and more nuclear 

families leading to higher per capita consumption, says a new 

study. 
 
Market Size:  
The overall growth will be driven by key demographic 
changes. By 2020, there will be a 70% rise in the income level 
and 100 million more youths will enter the workforce, says 
the study titled „Retail transformation: Changing Your 
Performance Trajectory‟ conducted by industry lobby 
Confederation of Indian Industry (CII) and consulting firm 
The Boston Consulting Group.  
Nearly 35% of Indians will be living in urban areas and there 
will be a rapid rise in the number of nuclear families by 2020, 
says the report which will be officially launched on Friday.  
While the overall retail market is likely to grow at an annual 
rate of about 12%, organized retail is projected to grow at 
20% and e-commerce at 40-50%, the study said. Organized 
retail will account for about 12% of the retail market and e-
commerce will constitute about 5% by 2020, it said.  
An earlier BCG report, released in February 2015, said that 

average household income will increase three times to $18,448 

by 2020 from $6393 in 2010.  
Also, urbanization will increase to 40% in 2020 from 31% in 
2015 and more than 200 million households will be nuclear, 
representing a 25-50% higher consumption per capita spend, 
the February report said. 
 

2. Telecommunication Industry:  
India is currently the second-largest telecommunication 
market and has the third highest number of internet users in 
the world .India's telephone subscriber base expanded at a 

CAGR of 19.22 per cent to 1,002 million over FY07–
15.India's telephone subscriber base reached 1,002 million in 
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May, 2015. The wireless segment (97.36 per cent of total 
telephone subscriptions) dominates the market, while the 
wireline segment accounts for the rest.Urban regions account 
for 55.76 per cent of telecom subscriptions, while rural areas 

constitute the remaining. 

 
Market Size  
Driven by strong adoption of data consumption on handheld 
devices, the total mobile services market revenue in India is 
expected to touch US$ 37 billion in 2017, registering a 
Compound Annual Growth Rate (CAGR) of 5.2 per cent 
between 2014 and 2017, according to research firm IDC.  
India's mobile subscriber base is expected to cross 500 
million! subscribers by the end of FY2015 from 453 million 
subscribers at the end of FY2014.  

According to a study by GSMA, smartphones are expected to 
account for two out of every three mobile connections 
globally by 2020 making India the fourth largest smartphone 
market. The broadband services user-base in India is expected 
to grow to 250 million connections by 2017, according to 
GSMA India added the highest number of net mobile phone 
subscriptions of 13 million during the third quarter of 
2015.International Data Corporation (IDC) predicts India to 
overtake US as the second-largest smartphone market globally 
by 2017 and to maintain high growth rate over the next few 
years as people switch to smartphones and gradually upgrade 
to 4G. 
 
3. Banking Industry:  
Indian banking sector credit growth has grown at a healthy 
pace. Credit off-take has been surging ahead over the past 
decade, aided by strong economic growth, rising disposable 
incomes, increasing consumerism and easier access to credit. 
Total credit extended went up to US$1,089 billion by FY 
15.Credit to non-food industries increased 9.75 per cent to 
US$ 1,073.4 billion in FY15, from the previous financial year. 
Demand has grown for both corporate and retail loan. 
 
Market Size 

The Indian banking system consists of 26 public sector banks, 

25 private sector banks, 43 foreign banks, 56 regional rural 

banks, 1,589 urban cooperative banks and 93,550 rural 

cooperative banks, in addition to cooperative credit 

institutions. Public-sector banks control nearly 80 percent of 

the market, thereby leaving comparatively much smaller 

shares for its private peers 
 
As of November 11, 2015, 192.1 million accounts had been 
opened under Pradhan Mantri Jan Dhan Yojna (PMJDY) and 
165.1 million RuPay debit cards were issued. These new 
accounts have mustered deposits worth Rs 26,819 crore (US$ 
4 billion). 
 
4. Life Insurance Industry: The insurance industry of India 
consists of 53 insurance companies of which 24 are in life 
insurance business and 29 are non-life insurers. Among the 

life insurers, Life Insurance Corporation (LIC) is the sole 
public sector company. Apart from that, among the non-life 
insurers there are six public sector insurers. In addition to 
these, there is sole national re-insurer, namely, General 

Insurance Corporation of India (GIC Re). Other stakeholders 
in Indian Insurance market include agents (individual and 
corporate), brokers, surveyors and third party administrators 
servicing health insurance claims.  

Market Size 

 India's life insurance sector is the biggest in the world with 

about 360 million policies which are expected to increase at a 

Compound Annual Growth Rate (CAGR) of 12-15 per cent 

over the next five years. The insurance industry plans to hike 

penetration levels to five per cent by 2020.The country‟s 

insurance market is expected to quadruple in size over the 

next 10 years from its current size of US$ 60 billion. During 

this period, the life insurance market is slated to cross US$ 

160 billion.  
The Indian insurance market is a huge business opportunity 
waiting to be harnessed. India currently accounts for less than 
1.5 per cent of the world‟s total insurance premiums and 
about 2 per cent of the world‟s life insurance premiums 
despite being the second most populous nation. The country is 
the fifteenth largest insurance market in the world in terms of 
premium volume, and has the potential to grow exponentially 
in the coming years. Reduces business cost and investment. 
 

IV. RESEARCH METHODOLOGY 
 
The Research was conducted based on primary data. The 

online survey was carried out with the help of Question pro. 
 

1. Research Design- The onlinequestionire was sent to 
450 people. Out of this the reseacher got 84 
responses. Top 10 companies in Retail, 
Telecommunication, Banking and Life Insurance 
Industry were selected based on their market   
share. The researcher has developed a 5 point likert 
scale to measure the customer expectations & 
satisficaion on the following parameters.  

 Time –This parameter measuresthe customer 
perspective in terms of Lead time, service time, and 
queue time for the industry under study. 


 Value- This parameter measuresthe customer‟s 

perspective in terms of quality & quantity of the 
product or service under study. 


 Money- This parameter measuresthe customer‟s 

perspective in  
terms of value for money proposition & pricing 
strategy adopted for product or service under study. 
 

V. DATA ANALYSIS 

 
1. Retail Industry  
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1) The initatives which made the customer aware and prompted to visit retail store  

Promotion strategies Responses (in %) 

Outdoor media promotion 8 

Web based(Digital Marketing) 8 

Print Media 22 

Word of Mouth 30 

All of the above 32 

 

About one –third of the respondents were prompted by various promotion strategies together. 30% of the customers got 

influenced by word of mouth spread by existing customers. 

 
2)  Customer expectation and satisfication level for retail store 

  
Customer Expectation (in %) Very poor Poor Acceptable Good Very Good  

Time(Lead time, service time, queue time) 0.00 0.00 14.29 28.57 57.14  

Value(Quality ,Quantity) 0.00 0.00 14.29 28.57 57.14  

Money(Premium pricing, value for money, 
0.00 0.00 33.33 33.33 33.33 

 

Discount pricing) 
  

       

        

Customer Satisfaction (in %) Very poor Poor Acceptable Good Very Good  

Time(Lead time, service time, queue time) 0.00 0.00 83.33 0.00 16.67  

Value(Quality ,Quantity) 0.00 0.00 50 33.33 16.67  

Money(Premium pricing, 
0.00 0.00 80 20 0.00 

 

value for money, Discount pricing) 
 

      

 

 

57.14% of the respondents are expecting quick service quality goods & 33.33% are expecting value for their money. This 

indicates the rising expecations of the customer. 

 

However the satisfication level scale shows that only 16.67% respondents rated it as very good & 80% respondents rated it as 

acceptable on the paramater of pricing. This indicates the scope to move up in the scale. 

 

3. The retail player which takes initiatives to build and ensure loyalty for repeat purchase according to customers‟ feedback. 

 

 
Top players in retail Customer retention (%) 

Future Retail (Central) 57.14 

Trent (Westside, Star Bazaar, Fashion yatra and Landmark) 0.00 

Shoppers Stop 0.00 

Kewal Kiran (Killer, Lawman PG3, Integriti) 42.86 

Pantaloons Fash(Big Bazaar, food Bazaar Brand factory, Top 10 and Sitara.) 0.00 
Future Life 0.00 

V-Mart Retail (Value retail) 0.00 

Prozone Intu(international standard hub housing over 100 National& International Brands ) 0.00 

Cantabil Retail(Brands:LAFANSO and KANESTON) 0.00 
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4. The initatives which made the customer aware and prompted to visit telecom companies 
 

Promotion strategies Customer acquisition (%) 

Outdoor media promotion 14 

Web based(Digital Marketing) 30 

Print Media 14 

Word of Mouth 21 

All of the above 21 

 
The web based marketing is more effective as 30% respondents were influenced by it. 

 
5. Customer expectation and satisfication level for Telecom companies 
 
 

 Customer Expectation (in %)  Very poor  Poor Acceptable Good  Very Good   

 Time(Turn Around time, Service delivery time,  
0.00 

 
0.00 

 
0.00 66.67 33.33 

  

 
Connectivity time) 

      

              

 Value(Schemes Usability, Customized data plan,  
0.00 

 
0.00 

 
0.00 50 50 

  

 
voice calling plan) 

      

              

 Money(Premium pricing, value for money,  
0.00 

 
0.00 

 
50 16.67 33.33 

  

 
Demand based pricing) 

      
              

            

Customer Satisfaction (in %) Very poor  Poor  Acceptable Good  Very Good   

Time(Turn Around time,  
0.00 

 
0.00 

 
60 40 

 
0.00 

  

Service delivery time, Connectivity time) 
     

            

Value(Schemes Usability,  
0.00 

 
0.00 

 
40 40 

 
20 

  

Customized data plan, voice calling plan) 
     

            

Money(Premium pricing,  
0.00 

 
0.00 

 
40 60 

 
0.00 

  

value for money, Demand based pricing) 
     

            

 
The initatives of building customer relationship are lagging behind since there is a gap between the customer expecations and the 
satisifcation level. 
 
6. The Telecom player which takes initiatives to build and ensure loyalty for repeat purchase according to customers‟ feedback 
 

Top players in Customer retention (in %) 
 

telecommunication 
 

  

Bharti Airtel 42.86  

. Idea Cellular 57.14  

Reliance Comm 0.00  

Tata Comm 0.00  

TataTeleservice 0.00  

MTNL 0.00  

Quadrant Tele 0.00  

Goldstone Infra 0.00  

Nettlinx 0.00  

Nu Tek India 0.00  

 
7. The initatives which made the customer aware and prompted to visit banks. 
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Promotion strategies Customer acquisition (%) 

Outdoor media promotion 17 

Web based(Digital Marketing) 8 

Print Media 17 

Word of Mouth 33 

All of the above 25 

 
8. Customer expectation and satisfication level for Banks. 
 

Customer Expectation (in %) Very poor Poor Acceptable Good Very Good  

Time (Turn Around time,  
0.00 0.00 14.29 28.57 57.14 

 

Service delivery time) 
  
       

Value (Interest rate, customized financial 
0.00 14.29 14.29 14.29 57.14 

 

solutions) 
  
       

Money (Comparisons with other banks) 0.00 0.00 16.67 50 33.33  

 

 
Customer Satisfaction (in %) Very poor Poor Acceptable Good Very Good 

Time (Turn Around time, Service delivery time) 0.00 16.67 33.33 33.33 16.67 

Value (Interest rate, customized financial solutions) 0.00 20 40 20 20% 

Money (Comparisons with other banks) 0.00 0.00 66.67 16.67 16.67% 

 
20% of the customers have rated the services of bank as poor in terms of interst rate and customized financial solution. In 
terms charges for various services offered by other bank are acceptable to 66.67% resondents. 

 
Q 9. The banks which take initiatives to build and ensure loyalty for repeat purchase according to customers‟ feedback 
 

Top players in banking Customer retention (%) 

SBI 14.29 

BANK OF BARODA 0.00 

PNB 0.00 

IDBI 0.00 

CANARA BANK 0.00 

HDFC BANK 42.86 

ICICI BANK 42.86 

KOTAK MAHINDRA 0.00 

AXIS BANK 0.00 

INDUSIND BANK 0.00 

Private sector banks are leading in customer relationship management drive. 
 
10. The initatives which made the customer aware and prompted to visit life insurance companies. 

 
  Promotion strategies  Customer acquisition (%)         

 

  Outdoor media promotion  11             
 

  Web based(Digital Marketing)  33             
 

  Print Media  11             
 

  Word of Mouth  0             
 

  All of the above  45             
 

11 .Customer expectation and satisfication level for Life Insurance Companies 
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  Customer Expectation  (in %)    Very  
Poor Acceptable Good Very Good 

 
 

       
poor 

  
 

               
 

  Time (Policy term,    
0.00 

 
0.00 28.57 

 
0.00 71.43 

 
 

  
Service time during tenure) 

      
 

               
 

                 

  Value (Policy returns,              
 

  Comparison with other policies,    0.00  0.00 0.00  50 50  
 

  Maturity benefit, Death benefit, Rider benefit)            
 

  Money (Policy premium, Policy maintenance charges)  0.00  14.29 14.29  42.86 28.57  
 

           
 

  Customer Satisfaction  (in %)   Very poor Poor Acceptable  Good Very Good 
 

  Time (Policy term,   
0.00 

 
0.00 

 
20 

 
60 20 

 
 

  
Service time during tenure) 

      
 

               
 

  Value (Policy returns,              
 

  Comparison with other policies,   0.00  0.00  40  40 20  
 

  Maturity benefit, Death benefit, Rider benefit)             
 

  Money (Policy premium, Policy maintenance  0.00  0.00  20  60 20  
 

  
charges)       

 

               
 

 
Life insurance companies are leading in terms of customer satisfication since the satisfication level fall in the range of 
acceptable to very good. None of the respondent has rated it poor. 

 
12. The Life Insurance Companies which takes initiatives to build and ensure loyalty for repeat purchase according to 
customers‟ feedback 

Top players in life insurance  Customer retention (%)    

LIC   14.29     

Sbi life   14.29     

Hdfc standard   0.00     

Icici prudential   42.86     

Bajaj allianz   0.00     

Max life   14.29     

Reliance life   0.00     

Birla sunlife   14.29     

Kotak mahindra   0.00     

India first   0.00     

        

  Comparative Analysis of CRM Initiatives in four Industries in India (%)  

Parameters   
Retail 

 
Telecom 

 
Banking 

 Life  

      
insurance 

 

          

Customer  Outdoor media 8  14  17  11  

acquisition  Digital marketing 8  30  8  33  

  Print media 22  14  17  11  

  Word of mouth 30  21  33  0  

  All of the above 32  21  25  45  

Customer  Time 57.14  66.67  57.14  71.43  

expectation  Value 57.14  50  57.14  50  

  Money 33.33  33.33  50  42.86  

Customer  Time 83.33  60  33.33  60  

satisfaction  Value 50  40  40  40  

  Money 80  60  16.67  60  

Customer  Top Player of Future  Idea  HDFC and  ICICI  

Retention  the Industry Retail  Cellular  ICICI Bank  Prudential  



Volume III, Issue IV, April 2016                                              IJRSI                                                                   ISSN 2321 – 2705 
 

www.rsisinternational.org Page 59 
 

VI. FINDINGS 
 

a) The Life insurance industry has gain more compared 
to Retail, Telecom, Banking since 45% of the 
respondents are influenced by collective use of 
outdoor media, digital marketing, print media, and 
word of mouth.   

b) Word of mouth proves more effective in banking 
industry for customer acquisition & print media is 
least effective in Telecom industry for customer 
acquisition.   

c) The customer expectations are very high with 
71.43% in terms of service delivery time.   

d) The expectations in terms of value on parameters 
like intrest rates & customized financial solutions are 
57.14% in banking industry.   

e) Customer satisfication is 83.33%, 50% & 80 % in 
terms of time, value & money in retail sector.The 
banking industry is lagging behind in customer 
satisfication.  

 
VII. CONCLUSION 

 
Multi-prong strategy of customer acquisition gives better 
result by using Outdoor media, Digital marketing, Print 
media, and word of mouth.  
The customer expectations are rising however on delivery 

front customer satisfication score is showing a gap specially 
in banking industry. Hence corrective action should be taken 
on war footing. 
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