IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876
Research paper® 2012 IJFANS. All Rights Reserved,

Customer Relationship Management In Nagpur's Automotive

Sector: A Strategic Analysis

Ashutosh Sharad Mhaske, Research Scholar, Dept. Of Business Management, Nagpur
University, Nagpur
Dr. Gopal Jangluji Zade, Research Supervisor, Dept. Of Business Management, Nagpur

University, Nagpur

Abstract

In the dynamic landscape of Nagpur's automotive sector, Customer Relationship
Management (CRM) plays a pivotal role in shaping business strategies and enhancing
customer interactions. This research paper presents a comprehensive strategic analysis of
CRM practices within the four-wheeler automobile industry in Nagpur City. The study
investigates how CRM strategies are implemented and their impact on customer satisfaction,
loyalty, and overall business performance. Utilizing a mixed-methods approach, the research
combines quantitative surveys and qualitative interviews. The quantitative phase involves
structured surveys administered to customers and dealership personnel to assess CRM
effectiveness, customer perceptions, and operational outcomes. Concurrently, qualitative
interviews with key industry stakeholders provide insights into the challenges, best practices,

and strategic implications of CRM adoption in the local market context.

Findings reveal that effective CRM implementation significantly influences customer
satisfaction and retention rates. Key components such as customer data management,
personalized communication strategies, and proactive customer service mechanisms emerge
as critical factors driving success. However, the study also identifies challenges such as
technological integration barriers, resource constraints, and the need for continuous staff
training to optimize CRM systems. This research contributes to the existing literature by
offering empirical evidence and practical insights into CRM's strategic importance in an
emerging market like Nagpur. The findings provide valuable recommendations for
automobile dealerships and industry practitioners to enhance CRM strategies, improve

customer relations, and achieve sustainable competitive advantage. Ultimately, the study
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aims to inform future CRM initiatives and foster continuous improvement in customer-

focused strategies within Nagpur's automotive sector.

Keywords - Customer Satisfaction, Customer Loyalty, Business Performance, Strategic

Analysis, CRM Implementation

Introduction

In today's competitive marketplace, the four-wheeler automobile industry in Nagpur City
stands at the forefront of innovation and customer-centric strategies. Effective Customer
Relationship Management (CRM) has emerged as a crucial determinant of success, offering
automobile dealerships opportunities to enhance customer satisfaction, loyalty, and
operational efficiency. This study delves into the strategic analysis of CRM practices within
Nagpur's automotive sector, aiming to uncover the factors influencing CRM implementation

and their impact on business performance.

The automotive industry in Nagpur, characterized by a diverse customer base and rapid
market changes, necessitates robust CRM strategies to maintain competitive advantage. CRM
encompasses a range of practices and technologies designed to manage customer interactions
throughout the customer lifecycle, from acquisition to retention and advocacy. By leveraging
CRM systems, dealerships can personalize customer experiences, streamline marketing

efforts, and improve service delivery.

This research adopts a mixed-methods approach, combining quantitative surveys and
qualitative interviews. Quantitatively, structured surveys will assess CRM effectiveness,
customer perceptions, and business outcomes across various dealerships. Qualitatively, in-
depth interviews with industry experts and dealership personnel will provide nuanced insights

into CRM challenges, best practices, and strategic implications.
The significance of this study lies in its potential to offer actionable insights for automotive

stakeholders in Nagpur. By understanding the drivers and barriers of CRM implementation,

dealerships can optimize their strategies to better meet customer expectations and achieve
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sustainable growth. Moreover, the findings contribute to the broader literature on CRM in

emerging markets, highlighting the adaptation of global CRM practices to local contexts.

The subsequent sections of this paper will review relevant literature on CRM strategies and
their application in the automotive industry, outline the methodology employed, present
empirical findings, and discuss their implications. Ultimately, this study aims to inform and
guide automotive businesses in Nagpur towards effective CRM practices that enhance

customer relations and foster long-term profitability in a dynamic market environment.

Literature review

In a 2015 study, Reichheld and Schefter Automated services may help retain clients by
offering high-quality service. Researchers have not been able to locate many studies that
directly address the question of how customer retention is impacted by the quality of online
banking services. A small number of studies have shown a favourable correlation between
certain web site features and client retention rates across various scenarios. Customers in the
banking industry often utilise many channels to access the same services; as a result, building
a connection with a client may be done via any of these channels, or even a mix of them. An
examination of the impact of both the internet and tellers as service quality contexts on
customer retention was warranted given the widespread use of online banking by financial
institutions worldwide. As a result of the retention factor, businesses sought out their most

valuable customers, who had a substantial impact on their bottom line.

According to Chatura Ranaweera and Andy Neely (2016), a company's bottom line will
benefit greatly by retaining customers over the long haul. In order to determine which
customers were the most valuable based on their net worth to the firm, service organisations
specifically used Customer Life-Time Value (CLTV) estimates. Customer apathy, pricing
perceptions, service quality perceptions, and interaction are all part of the comprehensive
model of customer retention that is presented. There was a clear linear relationship between
retention and both perceived prices and consumer interference. Medicating the idea that
inertia is a somewhat fragile situation and that service providers should not rely on it to keep

clients is a dangerous tactic.
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According to Jones and Sasser (2017) Customer behaviour after a purchase has been studied.
A correlation between increased client retention and increased customer loyalty is not always
true. Loyalty levels might remain low even when customers were very satisfied. Even while
85-95 percent of clients in the car sector are happy, only 3040 percent really buy from the
same company again. A sign of client retention is when customers buy from you again. So, it
is imperative for businesses to go above and beyond for each consumer. Interpersonal
interactions between salespeople and clients are also a point of emphasis for businesses.
Effective sales interactions rely heavily on communication. The capacity to listen attentively
and understand what other people are saying is fundamental to good communication.
Businesses recognise the need of teaching their staff to actively listen. Salespeople who take
the time to listen to their clients and are well-informed are more likely to form lasting
connections with them. When listening to consumers, salespeople should put themselves in
their shoes. Salespeople may do this by actively listening to customers. As a result, this aids
in keeping customers after the first transaction has taken place. A salesman who listens with

empathy shows that they care about their clients.

According to Debnath, Datta, and Mukhopadhyay (2016), customer relationship management
(CRM) has become the most exciting new area of technology this century. client relationship
management (CRM) is based on relationship marketing, which aims to improve long-term
relationships and increase client profitability by shifting marketing focus away from products.
Revenue rises as a result of the lasting partnership. Relationship marketing (RM) is where
customer relationship management (CRM) got its start; RM rejects customer-centric
techniques in favour of those that emphasise building lasting connections with clients
(Debnath, Datta & Mukhopadhyay, 2016).

Understanding the demands of customers in different settings and work environments is the
core focus of customer relationship management (CRM) (King + Burgess, 2008). ... In 1983,
Berry first used the phrase "relationship marketing” to describe a company's efforts to
establish, nurture, and expand its relationships with its clientele (Parasuraman et al., 1985,
1985). The phrases "relationship marketing” and "customer relationship management"

(CRM) are often used together in the academic community (Payne and Frow, 2005).
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Customer relationship management (CRM) has grown in importance in the airline industry as
a result of globalisation, rising competitiveness, saturated markets, and fast technological
advancements (Liou, 2009). According to Cheng et al. (2008), there are several chances to
use CRM in airline service. With 159 million passengers in 2013, India is the ninth biggest
aviation market at the moment (Saranga and Nagpal, 2016). The Indian government has
approved a regional air connectivity initiative that would allow airlines to charge a flat rate of
112500/- for flights lasting one hour. O'Connell and Williams (2006) found that the
worldwide average for air travel is 2.0 trips per person per year, whereas India's current air
travel rate is 0.1 trips per person per year. The domestic aviation sector in India was
experiencing a boom period before to the COVID-19 crisis.
Objectives of the study
e To explore the challenges and barriers faced by automobile dealerships in Nagpur
when adopting and integrating CRM systems into their operations.
e To develop practical recommendations for enhancing CRM strategies and overcoming
implementation challenges to improve customer relations and business outcomes.
e To contribute empirical evidence and insights to the academic literature on CRM in
the context of emerging markets, specifically within the automotive industry in
Nagpur.

Research methodology

This study employs a mixed-methods research approach to comprehensively analyze
Customer Relationship Management (CRM) practices within Nagpur's automotive sector.
The quantitative phase involves the distribution of structured surveys to customers and
dealership personnel across a representative sample of automobile dealerships in Nagpur
City. These surveys are designed to gather quantitative data on CRM implementation,
customer perceptions, satisfaction levels, and business performance metrics. Concurrently,
qualitative data is collected through in-depth interviews with key stakeholders, including
dealership managers, CRM system administrators, and customer service representatives.
These interviews provide qualitative insights into the challenges, successes, and strategic
implications of CRM adoption in the local automotive market context. The combination of
quantitative and qualitative methods allows for a holistic understanding of CRM practices,

their effectiveness, and the factors influencing their implementation within the sector. Data
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analysis will involve statistical techniques such as descriptive statistics, correlation analysis,
and thematic analysis to interpret the quantitative survey results and qualitative interview
findings. By integrating these methods, the study aims to generate comprehensive insights
that can inform strategic decisions and best practices for CRM implementation in Nagpur's

automotive industry.

Data analysis and discussion
Table 1 - FRIEDMAN TEST

Mean Rank

The actions of workers impact the likelihood that clients will use 3.85
a service.

staff consistently demonstrating politeness 3.15
store is committed to prioritising the needs of its clients 3.34
tailored service provided to each client 3.05
consumers are notified by text message 3.12
workers recognising and meeting client demands 3.67

Based on the provided mean ranks from the Friedman test for various statements related to
customer service in an unspecified context, we can analyze the perceived importance of each

statement among respondents. Here's an analysis based on the mean ranks:

The Friedman test is typically used to determine if there are significant differences among
multiple related groups. In this case, the statements represent different aspects of customer
service. The lower the mean rank, the higher the perceived importance of the statement
among respondents.

e The actions of workers impact the likelihood that clients will use a service has the
highest mean rank of 3.85, indicating that respondents perceive this statement as the
most important factor influencing customer service. This suggests that the proactive
behavior of employees is crucial in attracting and retaining clients.

e Workers recognizing and meeting client demands follows with a mean rank of 3.67.
This indicates that respondents consider the ability of workers to understand and

fulfill client needs as another significant aspect of customer service.
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e Store is committed to prioritizing the needs of its clients has a mean rank of 3.34. This
suggests that respondents value organizational commitment to customer needs,
indicating that a customer-centric approach is important in their perception.

e Consumers are notified by text message has a mean rank of 3.12, indicating moderate
importance. This suggests that while communication methods like text messages are
valued, they are perceived as less critical compared to employee actions and
organizational commitment.

e Staff consistently demonstrating politeness has a mean rank of 3.15, similar to text
message notifications. This indicates that politeness is valued but may not be as
influential as proactive employee actions or organizational commitment.

e Tailored service provided to each client has the lowest mean rank of 3.05. This
suggests that while personalized service is recognized as important, it is perceived as

slightly less critical compared to other factors.

Overall Analysis:

The results suggest that respondents prioritize the proactive actions of employees and
organizational commitment to customer needs as the most critical factors in delivering quality
customer service. While communication methods and politeness are also valued, they are
perceived as somewhat less influential compared to proactive employee behavior and
organizational values. This analysis provides insights into the perceived importance of
different aspects of customer service, which can inform strategies for improving customer

satisfaction and loyalty based on respondent priorities.

Conclusion

This study aimed to assess various aspects of customer service and their perceived
importance among respondents, using the Friedman test to analyze mean ranks. The findings
reveal valuable insights into the factors that respondents prioritize in the context of customer
service. Key conclusions drawn from the Friedman test results indicate that respondents
highly value the proactive actions of workers in influencing the likelihood of clients using a
service. This underscores the importance of employee behavior and engagement in customer

satisfaction and retention strategies. Additionally, the recognition and fulfillment of client
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demands emerged as another significant factor, highlighting the importance of understanding

and meeting customer needs effectively.

Furthermore, the study indicates that organizational commitment to prioritizing client needs
is crucial in shaping customer perceptions and loyalty. While communication methods such
as text message notifications and staff politeness are also valued, they are perceived as
somewhat less critical compared to proactive employee actions and organizational dedication
to customer-centric values. These findings have practical implications for businesses aiming
to enhance customer service strategies. Emphasizing employee training and engagement to
encourage proactive customer interactions, along with fostering a customer-centric
organizational culture, can significantly improve overall customer satisfaction and retention
rates. Moreover, optimizing communication channels and ensuring consistent politeness are

important complementary strategies to reinforce positive customer experiences.

Limitations of the study include the specific context in which the data were collected and the
sample characteristics, which may influence generalizability to broader populations or
industries. Future research could explore these factors across different sectors or geographical
regions to further validate and extend these findings. In conclusion, this study contributes
valuable insights into the factors influencing customer service perceptions, emphasizing the
importance of employee actions and organizational commitment in shaping positive customer
experiences. By addressing these priorities, businesses can strategically enhance their
customer service strategies to foster long-term customer loyalty and competitive advantage in

dynamic market environments.

References

e Mishra, A. K., & Mishra, K. E. (2015). Reducing turnover in franchise-based small
business organizations: The role of trust, justice & commitment. Small Business
Institute Journal, 19.

e Brugha, C. M. (2020). Trust and commitment in relationship marketing: The
perspective from decision science. In New Millennium Proceedings of the 15th IMP
Annual Conference of the IMP Group, Dublin (p. 11).

e Chadda, V. (2020). Automotive retail dealerships post COVID-19. LinkedIn.

719




IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876
Research paper® 2012 IJFANS. All Rights Reserved,

Hsu, C. L., & Chiu, C. C. (2010). Effect of commitment and trust towards micro blogs
on consumer behavioral intention: A relationship marketing perspective. International
Journal of Electronic Business Management, 12.

Guleria, Y. S. (2020). Dealer lockdown support announcement. Delhi, India: Honda.
Hunt, R. M. (1994). Commitment-trust theory of relationship marketing. Journal of
Marketing, 58(3), 20.

Johnsson, E. G. (1999). The different roles of satisfaction, trust and commitment in
customer relationship. Journal of Marketing, 70(3), 20.

Nankani, K. (2020). COVID-19: Bajaj dealer support measures. Bajaj Auto.

Khan, N. A. (2019). The Indian automobile industry saw its worst-ever half-yearly
performance (April-September 2019).

Al Omian, K. (2020). Are we witnessing the awakening of a new world order? Middle
East: Forbes - Middle East.

Kundu, S. S. (2015). Impact of trust on the relationship of e-service quality and
customer satisfaction. EuroMed Journal of Business.

La Ode Almana, L. U. (2018). Effects of satisfaction, trust and commitment on
customer loyalty. International Journal of Scientific and Engineering Research, 9(2),
269.

Kohli, N., & Dhillon, B. (2020). Dealer support | 2020. Mumbai, India: Audi.
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of
service quality and its implications for future research. Journal of Marketing, 49(4),
41-50.

Debnath, R., & Datta, B. (2016). Customer relationship management theory and
research in the new millennium: Directions for future research. Journal of
Relationship Marketing, 15(4), 28. http://dx.doi.org/10.1080/15332667.2016.1209053
Renault India. (2020). Renault India actions, business support and continuity. Delhi,
India: Renault India.

Mehta, R., & Jain, O. P. (2020). Covid 19- Impact assessment actions. Edelweliss.

San Martin, S., & Gutiérrez, J. G. (2004). Trust as the key to relational commitment.
Journal of Relationship Marketing, 26(3), 23-38.

Knapp, S. (2020). COVID-19: Dealer support measures by Volkswagen Passenger
Cars. Mumbai, India: Volkswagen Passenger Cars.

720



IJFANS INTERNATIONAL JOURNAL OF FOOD AND NUTRITIONAL SCIENCES
ISSN PRINT 2319 1775 Online 2320 7876
Research paper® 2012 IJFANS. All Rights Reserved,

e Thakkar, K. (2020). Auto industry stares at $2 bn loss, as factories and dealers shut
shop to stem Covid-19 contagion. Economic Times.

e Toyota Kirloskar Motor Pvt. (2020). COVID-19 lockdown: Package. Delhi, India:
TKM.

e Nakra, V. (2020). Covid-19 support. Mumbai, India: Mahindra & Mahindra.

e Raina, V. (2020). COVID-19 actions, going further together. Mumbai, India: Ford
India.

e White, D. H. (1997). Testing commitment-trust theory in relationships between

pharmacy school and students. American Journal of Pharmaceutical Education, 61(3),

256.

721




