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Abstract  

The present study is concerned with 

customer relationship management as a tool 

to enhance customer loyalty at selected 

retails stores in chennai city. With the 

passage of time, the characteristics and the 

number of activities in retailing as well as 

approaches to manage customer relationship 

in retail sector have changed across the 

globe, including India. CRM has emerged as 

the latest buzzword in retailing, especially in 

organized retail sector, and an important tool 

to enhance retailer performance. But, before 

understanding CRM in this sector, one must 

know the dynamic retailing scenario in 

India. 

Introduction 

In the mid-twentieth century, mass 

production techniques and mass marketing 

changed the competitive landscape by 

increasing product availability for 

consumers. However, the purchasing 

process that allowed the shopkeeper and 

customer to spend quality time interacting 

with each other was also fundamentally 

changed. As a result, customers lost their 

uniqueness becoming an “account number”. 

Shopkeepers lost track of their customers‟ 

individual needs as the market became full 

of product and service options. Many 

companies today are striving to re-establish 

their connections to new as well as existing 

customers to boost long-term customer 

loyalty (Chen and Popovich, 2003). 

The world has come full circle from selling 

to marketing and from seller‟s market to 

buyer‟s market. The customer today has the 

option to buy what he thinks he should and 
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from whom, being in his best interest. 

Product development, technological 

improvement, cost optimization and 

excellent service facility are very important 

for any organization but their importance is 

only if the customer appreciates it. For 

example, both diamond and coal are carbon 

but they are priced differently due to 

different valuations by the customer. 

Therefore, any business begins and ends 

with the customer (Sugandhi, 2002). Thus, 

service organizations are shifting their focus 

from “transactional exchange” to “relational 

exchange” for developing mutually 

satisfying relationship with customers. 

Extended relationships are reported to have 

a significant impact on transaction cost and 

profitability, and customer lifetime value. 

Serving the customers, in true sense, is the 

need of the hour as the customer was, is and 

will remain the central focus of all 

organizational activities. 

Retail is the final stage of any economic 

activity. By virtue of this fact, retail 

occupies an important place in the world 

economy. According to Philip Kotler: 

“Retail includes all activities of action 

involved in selling goods or services to the 

final consumers for personal and non-

business use. A retailer or retail store is any 

business enterprise whose sale volume 

comes primarily from retailing. Any 

organization selling to the final consumers 

whether it is a manufacturer, wholesaler or 

retailer- is doing retailing. It does not matter 

how the goods or services are sold (by 

person, mail, telephone, vending machine or 

internet or where they are sold- in a store, on 

the street or in the consumer‟s home.” 

Retailing thus may be understood as the 

final step in the distribution of merchandise, 

for consumption by the end consumers. The 

India Retail Industry is the largest among all 

the industries, accounting for over 10 per 

cent of the country‟s GDP and around 8 per 

cent of the employment. The Retail Industry 

in India has come forth as one of the most 

dynamic and fast paced industries with 

several players entering the market. But all 

of them have not yet tasted success because 

of the heavy initial investments that are 

required to break even with other companies 

and compete with them. The India Retail 

Industry is gradually inching its way 

towards becoming the next boom industry. 

"In any business, customers are the most 

important aspect of a successful company 

and the customers must be looked after and 
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managed properly. CRM helps the company 

by showing them the correct procedures and 

processes for looking after a customer 

properly. There is customer relationship 

management or CRM software available 

which at the most basic level will give the 

sales staff valuable information about the 

customer contact that will make the 

customer feel very special, such as 

remembering children's names or birthdays. 

Business call centers are the biggest user of 

customer relationship management software 

as they will log many customer details that 

they can refer back to if they need to speak 

to the customer again. The whole customer 

relationship management or CRM strategy 

does not rely solely on the installation of 

CRM software but the theory must start 

from the ground up with the employees first. 

"Customer Relationship Management 

(CRM) has today become a topical area of 

interest especially with the onset of e-

commerce. As CRM is a term used in a 

broad manner, there is probably a need for 

the marketing practitioner to understand 

what it is, its impact on the organization (not 

just on the marketing aspects), its 

applicability to an organization and its 

benefits to customers. There is a need to 

understand that CRM is an overall strategy 

for the organization and not just a sales tool 

with a shortterm orientation. CRM requires 

a long-term plan, and anything long-term 

requires a strong organizational commitment 

and appropriate investment."  

Questionnaire Development 

In order to develop a questionnaire 

comprising the CRM best practices, review 

of literature was done. Based on the review 

of literature mentioned earlier, various 

statements were developed each 

representing a CRM practice. A panel of 

experts was formed to validate, trim and 

refine the initial items. The panel consisted 

of five experts: two academics, who 

specialized in CRM and retail management 

and three executives, who at different levels 

in the retail sectors. 

Sources of Data: 

For the study of the topic, both primary and 

secondary sources of data will be taken 

because one source of data is not enough to 

fulfil the requirements of the study. Primary 

data has been collected by Personal 

Interviews of various market players, 

Telephone has also been used to conduct 

personal interview, Internet utilization for 

various data collection and Structured 
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Questionnaires.  Secondary data are those 

which have already been collected by some 

reputed agency and which have already been 

processed. Secondary data has been 

collected from Websites of various retail 

stores, Newspapers and magazine articles 

and Various Publications of market players. 

Scope of Study 

The current study focuses exclusively on the 

retail stores. However, within retail stores 

the categories or types that are included are 

Departmental stores, Supermarkets, 

Hypermarkets, Kirana Stores, Specialty 

Stores. 

Population for the Current Study 

The population for the study is defined as 

the retail stores based in chennai.  The 

business organizations need to complete a 

significant period of operation (in this case, 

one year) after which the practices can be 

considered to be well established and 

suitable for comprehensive description. 

Sample size: 100 retail stores. 

Objectives of the Study:- 

1. To study the best practices with regard 

to CRM in retail stores. 

2. To determine the extent of CRM 

deployment in the Indian retail stores. 

3. To determine the loyalty level of 

consumers for selected retail stores. 

4. To analyze association between 

deployment of CRM best practices and 

customer loyalty in retail stores. 

Review of literature 

In early days CRM was the tool preferred by 

the manufacturers in Order to motivate and 

retain retailers. Now retailers are applying 

this very same tool in order to retain 

customers. Both KPV Ramanakumar and V. 

Ramanathan bring certain CRM strategies 

into lime light being followed in the retail 

sector. They mention certain CRM strategies 

like personalization strategies, 

communication strategies like "Stay in 

Touch", "Inform Customers About the New 

Arrival", "Reward Strategies like offer 

tangible reward, discounts offers etc. Pahuja, 

Anurag opines that customer relationship 

management encompasses certain 

characteristics aspects. He says that business 

necessity regardless of whether one sells to 

end - consumer or to enterprise customers. 

According to Pradeep K Deb (2009), 

customer loyalty programs are in today's 

retail world and Foodlands in Mumbai is 

one of the pioneers in this field in western 

India. He further gives the reaction of the a 
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typical consumer that "privilege cards20 

Pacific Business Review - A Quarterly 

Refereed Journal Dr. Meera Mathur, Sumbul 

Samma or special offers are nothing but 

retail trade gimmicks and the consumer ends 

up spending more by availing themselves of 

the offer". According to Sreekumar P 

(2009), for implementing any CRM 

initiative or special loyalty offers, Lifetime 

Customer Value is the most important 

criteria. 

 

 

 

 

 

Table 1 

Relationship between Retail Stores, Loyalty Gender 

Name of the retail stores 

 

Mean value 

Male Female 

A.N.S pandian stores 3.28  

Adyar departmental stores 3.72 3.70 

Akshya super market  3.42 

Alice‟s stores 4.06 3.78 

Cash and carry 4.33 4.22 

Chandra departmental store 3.78  

Chandra super market  3.78 

D.P. Home mart  3.92 

Daily life 4.44 3.67 

Daily life super market 4.33  

Elahi agencies 3.79 3.22 

Evergreen super market 4.06 3.22 

Fish n fresh 3.93  

Food marvel 3.40 3.38 

Ganesh stores 3.97 3.39 

Ganga super market  4.22 

Home food stores  3.56 

J.K. stores 3.53  

Jain agencies  3.55 

Khaja stores 3.55 3.72 

Krishna stores 3.56  
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Life style super market 4.67  

Nuts „N‟ spices 3.50  

Parvathi store 3.84 3.89 

Rajan stores  4.17 

Ram stores  3.60 

Royal shoppe  3.56 

Selvam stores  3.47 

Shoppers hut 4.00 3.50 

Spencer‟s daily 3.89 4.31 

Sri balaji super market 3.56 3.43 

Sri lakshmi stores 3.49 3.56 

Veni stores 3.06  

Total average 3.82 3.68 

 

Table Observations 

Female customers are more loyal than male customers. The retail stores with maximum loyalty 

like life style super market, cash and carry and daily life also derive it more from female 

customers than male customers. 

Table 2 

Relationship between Retail Store, Designation and CRM 

Name of the retail stores 
Mean value 

High Low Middle 

A.N.S pandian stores  4.00 4.06 

Adyar departmental stores 3.83 3.61 3.96 

Akshya super market 4.35  4.41 

Alice‟s stores 4.15   

Cash and carry 4.00  3.85 

Chandra departmental store 3.33   

Chandra super market 3.42 3.37 3.15 

D.P. Home mart 4.52  4.30 

Daily life  4.04 4.00 

Daily life super market 4.33 3.96 4.44 

Elahi agencies 4.37 4.44 3.94 

Evergreen super market 4.11  4.19 

Fish n fresh 3.93  4.07 
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Food marvel 3.22  3.33 

Ganesh stores  2.81 2.70 

Ganga super market  3.93 3.85 

Home food stores  4.11 4.15 

J.K. stores  3.33  

Jain agencies 3.89 3.74  

Khaja stores  3.87 3.91 

Krishna stores 3.59 3.41  

Life style super market  4.59 4.78 

Nuts „N‟ spices 2.93 3.11 2.87 

Parvathi store 4.49 4.46 4.70 

Rajan stores   3.65 

Ram stores  3.96 4.06 

Royal shoppe 3.67 3.15  

Selvam stores 4.11 4.04 3.93 

Shoppers hut 4.26 3.93  

Spencer‟s daily  3.63 3.67 

Sri balaji super market 3.94 4.11 3.70 

Sri lakshmi stores   3.85 

Veni stores 4.50 4.70 3.52 

Total average 3.95 3.84 3.89 

Table Observations:- 

The employees with high designation 

consider the retail store having more CRM. 

However, In life style market and Selvam 

stores middle level customers consider their 

retail store to have more CRM but for D.P. 

Home mart high level employees have rated 

that they have more CRM. 

Limitations of Study 

The following limitations are the limitations 

of the study: 

1. The employees in retail stores are 

generally busy and engaged in the 

routine work. Hence many times they 

did not respond to the research. They did 

not find any motivation in responding to 

our questionnaires visa-via their work. 

2. Customers of the retail stores were asked 

to fill up the questionnaires at the time 

they were out shopping so they were 

reluctant to fill up the questionnaires as 

they did not want to spend time in filling 
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up the questionnaires but wanted to 

spend time enjoying and shopping. 

3. The research is done with the help of 

samples which have been selected and 

are only representative of the population. 

The research is not a census research 

which is done on the entire population 

under study. Hence the data collected 

may not be fit to be generalized to the 

entire population. 

4. It was difficult to access the employees 

of retail stores especially high level 

employees. Compromise was done 

collecting data from medium or low 

level employees where high level 

employees could not be accessed 

5. The information taken from the 

respondents did not have proper 

information especially for retail survey. 

Some of the employees in retail stores 

either did not understand the question 

because of lack of knowledge or some 

understood the question but did not have 

enough information to answer to the 

questions. This has shown that the retail 

stores implementing CRM are not taking 

all employees with them for the purpose. 

6. Since the data was collected from the 

customers from around the retail stores 

in questions they reluctant to give 

negative responses fearing retaliation. 

7. The sample size was 100 for retailers 

and 256 for customers. However, the 

larger sample size would have given 

even more accurate results which could 

have be more representative of the 

population 

8. The last but not the least limitation was 

related to time and cost of data 

collection. The research had to be 

completed within the stipulated time 

given by the university. Moreover, there 

is a monetary budget which one has to 

keep in mind. A lot of expenditure was 

incurred in going to different areas, 

different locations in the chennai city for 

data collection. 

Suggestions: 

1. Customer relationship management is 

highly exercised in the industry like 

hospitality, services industry etc. but it is 

having equal importance in the retail 

industry also. The customers don't take a 

single second when it comes to change 

the preference and break the loyalty for 

an organization; in such a situation is it 

the customer relationship management 

of the organization which will compel 
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the customers to visit the retail outlet 

again and again.  

2. The retail store are facing stiff 

competition in today‟s scenario they 

need to provide good quality products, 

competitive prices, convenience of 

shopping, branding to customers along 

with CRM to be able to gain and sustain 

customer loyalty. 

3. Spending only on CRM and ignoring 

other factors would not suffice for 

customer retention. 

4. High net worth customers are the least 

loyal and most profitable so retailers 

should concentrate more on those 

customers to sustain their loyalty. 

5. Male customers are less loyal than 

female customers so the retailers should 

put in special efforts to lure the male 

customers. 

6. Competition reduces loyalty for a 

particular retail store. A retail store 

needs to have competitive edge over 

their competitors to retain loyalty. 

7. Service class people are the most loyal 

class among all the occupations under 

study. So, special attention should be 

paid to service class people to retain the 

loyalty. 

8. Lastly, it can be concluded that CRM is 

a very important marketing strategy in 

the current scenario. However, it should 

also be understood that only CRM does 

not suffice to attain customer loyalty 

other factors are equally important. 
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