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Abstract

In the current competitive business landscape, customer satisfaction has emerged as a crucial factor in
determining an organization's success. Companies are increasingly relying on CRM systems to optimize
customer interactions, enhance service delivery, and ultimately drive customer loyalty. This study seeks
to assess the influence of CRM systems on improving customer satisfaction by examining several factors,
including service quality, complaint resolution, and customer retention. The research employs a mixed-
methods approach that combines quantitative analysis.(using ANOVA and Percentage Analysis) and
qualitative insights to understand customers’ perceptions of CRM-driven interactions. Primary data was
collected from a sample of 110 customers through surveys, while secondary data was obtained from
existing literature, reports, and industry case studies.The findings of this study suggest that the effective
implementation of CRM systems leads to a notable improvement in customer satisfaction levels. A one-
way ANOVA analysis was conducted to compare satisfaction across different customer groups based on
their engagement duration with the business, revealing insights into the importance of personalized
engagement and efficient service resolution mechanisms. Moreover, a correlation analysis established a
strong relationship between CRM usage and customer loyaltyEmphasizing the significance of data-driven
decision-making in customer relationship strategies is crucial.

Keywords: CRM, Customer Satisfaction, Service Quality, Customer Engagement, Customer Retention,
Predictive Analytics, Data-Driven Decision Making, Customer Loyalty, CRM Effectiveness, Customer
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1. INTRODUCTION

In the current competitive business landscape, companies must place a high priority on customer
satisfaction to achieve lasting success. Traditional marketing strategies focused primarily on product
features and pricing have evolved into relationship-driven approaches, where customer engagement and
trust play a pivotal role. Businesses are now investing heavily In Customer Relationship Management
(CRM) systems to enhance customer interactions, tailor services, and boost overall service efficiency.
CRM systems integrate technology, customer data, and service processes to optimize interactions with
customers. By leveraging customer insights and predictive analytics, businesses can tailor their offerings,
provide proactive service, and address customer concerns more effectively. CRM adoption has seen
significant growth across industries, yet many organizations struggle with successful implementation due
to challenges such as data integration, employee adoption, and difficulty in measuring CRM's impact on
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customer satisfaction. This study aims to explore how CRM enhances customer satisfaction, identify key
success factors, and provide strategic recommendations for businesses to optimize their CRM practices.

A. Objective of the Study

This study seeks to offer a thorough insight into how CRM contributes to improving customer satisfaction.
The specific goals of this research are:

To evaluate the influence of CRM practices in service-oriented businesses.

To evaluate customer perceptions regarding service quality and problem resolution.

To identify key factors affecting CRM effectiveness and provide strategic improvements.

To analyze the role of emerging CRM technologies in customer engagement.

To recommend strategies for optimizing CRM adoption in service-based businesses.

Provide strategic recommendations for enhancing customer engagement.
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B. Scope

The study is confined to analyzing CRM practices within the service sector, emphasizing their impact on
customer retention and satisfaction. The findings will contribute to refining CRM strategies and
developing best practices.

2. LITERATURE REVIEW
Several studies have analyzed the role of CRM in customer satisfaction and business performance.

Table No.1 ( Literature Reviews )

S.No Author(s) & Year Title Key Findings
1 Bhavneet Kaur, Neelam Dhall, | Analyzing the effects of | CRM dimensions like 'value
Anuradha Jain (2025) CRM  on  customer | proposition' and 'privileges
satisfaction: a study of a | significantly contribute to
public sector bank in | overall customer
India. satisfaction.
2 Manaf Al-Okaily (2023) The impact of electronic | Functional CRM strategies
customer relationship | positively impact customer

management strategies on | loyalty; personal CRM
customer loyalty: A | strategies negatively affect

mediated model loyalty.
3 Shruthit M R, Dr. P.|Impact of CRM practices | CRM strategies adopted by
Paramashivaiah (2023) of banks on customer | banks help create a satisfied
satisfaction and customer | customer base, leading to
retention improved customer
retention.

4 Choi Sang Long et al. (2023) | Impact of CRM factors on | Employee behavior
customer satisfaction and | significantly contributes to
loyalty customer satisfaction and

loyalty.
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5 Rafiki, Nasution, Rossanty | CRM impact on customer | Operational CRM
(2024) satisfaction in Islamic- | technologies, human CRM
based hotels: exploring a | resources, and
mediation model organizational CRM

resources positively affect
customer satisfaction.

6 Shaileshkumar Babulal | The Effect of CRM |Key factors of CRM
Prajapati (2025) Systems on Customer | systems that contribute to
Satisfaction and Retention | enhanced customer

satisfaction and retention.

7 Li (2023) Customer relationship | Enhanced CRM strategies
management, customer | result in greater customer
satisfaction, and customer | satisfaction and loyalty
loyalty: Foundations for a | among five-star hotels.

consolidated CRM
framework.
8 Tejas Mirthipati (2024) Enhancing Customer | Enhancements in digital

Satisfaction in Airlines: | customer service aspects.
An  Approach  Using
Machine Learning and
Causal Analysis

Additionally, recent studies indicate that Al and machine learning are revolutionizing CRM by automating
customer interactions, improving predictive analytics, and providing personalized recommendations.
Businesses that integrate Al-driven CRM tools have reported a 35% increase in customer engagement and
a 20% rise in conversion rates.

3. RESEARCH METHODOLOGY

A. Research Design

This study employs a quantitative research approach to evaluate the impact of CRM systems on customer
satisfaction. Quantitative research is chosen because it allows for the objective measurement of variables,
statistical analysis, and generalizability of findings. The study uses a descriptive research design, which is
suitable for grasping customer perceptions, trends in CRM adoption, and levels of satisfaction.

A descriptive research design focuses on systematically obtaining information about a phenomenon
without influencing it. This study aims to describe the extent to which CRM practices influence customer
satisfaction and engagement. The research follows a structured approach by collecting primary data
through surveys and analyzing secondary data from existing studies, reports, and industry analyses.

The study also employs cross-sectional research methodology, wherein data is collected from respondents
at a single point in time to examine CRM’s immediate effects on customer satisfaction. This approach
helps in capturing customer perceptions and behavior towards CRM systems in a real-world setting.
Additionally, statistical techniques such as One-Way ANOVA and correlation analysis are employed to
determine the significance of CRM’s impact on service quality and customer engagement. These methods
enable the identification of patterns and relationships between CRM adoption and customer satisfaction
levels.
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Furthermore, this research follows a deductive approach, meaning it starts with existing theories and
frameworks related to CRM and customer satisfaction, which are then tested through empirical data
collection and statistical validation. By utilizing a structured survey and robust analytical tools, this
research design ensures that findings are data-driven and contribute to the broader understanding of CRM
effectiveness in service-oriented businesses. This study employs a quantitative research approach to
evaluate the impact of CRM systems on customer satisfaction. A structured survey was implemented to
collect primary data from customers who have engaged with service businesses utilizing CRM systems.
The study also incorporates secondary data from published research papers, industry reports, and case
studies to support the findings.

A descriptive research design is used to analyze customer perceptions, CRM adoption trends, and
satisfaction levels. Additionally, statistical techniques such as One-Way ANOVA and correlation analysis
are employed to determine the significance of CRM's impact on service quality and customer engagement.

B. Data Collection

Primary Data

Primary data for this study was gathered using a structured questionnaire that was distributed to

customers.who have engaged with businesses utilizing CRM systems. The questionnaire includes

demographic questions, Likert scale-based responses on customer satisfaction, and open-ended feedback

on CRM efficiency.

Secondary Data

Secondary data was sourced from peer-reviewed journals, books, industry reports, and online databases

to provide context and support for primary data analysis. Relevant studies on CRM effectiveness,

technological advancements, and customer satisfaction trends were reviewed to strengthen the research

findings.

Sampling Technique & Sample Size

e Sampling Method:Stratified Random Sampling was employed to guarantee a diverse group of
respondents, classifying participants according to factors such as age, service experience, and
frequency of CRM interaction.

e Sample Size: A total of 110 respondents participated in the study, providing information about their
experiences with the services promoted by CRM.

e Target Population: Customers who have engaged with CRM-integrated businesses across different
service sectors.

C. Analysis Tools
Data were analyzed using percentage analysis and ANOVA.

4. RESULTS AND DISCUSSION

A. Statistical Analysis

1. Percentage Analysis is a statistical method used to interpret survey data by calculating the proportion
of respondents selecting specific responses. It helps in understanding trends, patterns, and distributions
within a dataset. In the context of the CRM study, percentage analysis was used to evaluate customer
demographics, satisfaction levels, complaint resolution efficiency, and CRM adoption rates.
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4.1: AGE OF RESPONDENTS

Age (in yrs) No. of Respondents % of Respondents
20-30 35 32%
30-40 33 30%
40-50 22 20%

Above 50 20 18%
TOTAL 110 100%

SOURCE: PRIMARY DATA

35% 2%

20%
20% 18%
15%
10%
5%
0%
40-50

20-30 30-40 above 50

Fig 1 : Bar Graph
31% of those surveyed were between 20 and 30 years old. 29% of respondents in the age group between
30 and 40 years
Most respondents are within the age group of 20 to 30.

4.2: GENDER OF RESPONDENTS

Gender

No. of Respondents

% of Respondents

Male

75

68%

Female

35

32%

Total

110

100%

SOURCE: PRIMARY DATA

GENDER

= Male

¥ Female

Fig 2 : Pie Chart
68% of respondents are men, while 32% are women. As a result, most respondents are men.

4.3: EDUCATIONAL QUALIFICATION OF RESPONDENTS

Educational Qualification

No. of Respondents

% of Respondents

Graduate

37

34%

Post Graduate

34

31%

IT1

23

21%

Diploma

16

14%

Total

110

100%
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SOURCE: PRIMARY DATA

EDUCATIONALQUALIFICATION
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Fig 3 : Bar Chart
34% of the respondents hold a Graduate degree, while 31% hold a Postgraduate degree.

4.4: INCOME OF RESPONDENTS

Income No. of Respondents %% of Respondents
10,000 - 20,000 17 15%
20,000 - 30,000 37 34%
30,000 - 40,000 a3 30%
40,000 - 50,000 13 1294
Above 50,000 10 9%
TOTAL 110 100%

SOURCE: PRIMARY DATA

4
35%

v 34%

30%
30%
25%
20% 7
15% 15% 129

9%

10%
=
0% T T

10,000-20,000  20,000-30,000  30,000-40,000  40,000-50,000  abave

Fig 4 : Bar Graph
34% of respondents' income falls within the range of 20,000 to 30,000, while 30% of respondents are
within the range of 30,000 to 40,000.
As aresult, the majority of the respondents fall within the range of 20,000 to 30,000.

2. One way ANOVA It is done to determine if there is a significant difference in customer satisfaction
levels based on your experience with CRM services. The following hypothesis is tested:

Null Hypothesis (Ho): There is a significance of facing any issue during CRM services time, if yes how

the problem resolved

Alternate Hypothesis (H1): There is no significance of encounter any problem during CRM services

time, if yes how the problem resolved

4.5: DESCRIPTIVE ( Encounter any Problem During Service Time )

Descriptive
ENCOUNTER ANY PROBLEM DURING SERVICE TIME

N | Mea Std. Std. 95%  Confidencg Minim| Maxim
Deviation | Frror | Interval for Mean um | um

Lower Upper

Bound | Bourd
Promptly | 53 100 000 000 1.00 1.00 1 1
Slowly 3l 155 306 091 136 E] 1 2
sl 16 200 000 000 200 200 2 2
Unsolved - ' ' - - - -

Total 10 133 4 M7 1M 142 1 2
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ANOVA
ENCOUNTER ANY PROBLEM DURING SERVICE TIME

Sumof df Mean Square F Sig.
Squares

Between Groups 14.433 2 7.216 91.174 .000
Within Groups 7.677 97 079

Total 22,110 99

Fig 5 : ANOVA

Mean of ENCOUNTER ANY PROBLEM DURING SERVICE

T T N
Promply Slowly Stil unsolved

IF YES, HOW WAS THE PROBLEM RESOLVED?
Calculated value = 91.174 Tabulated

value = 3.48

Fig 6 : Mean of Encountered any Problem During Service Time

Calculated value =91.174 Tabulated
value = 3.48
F=F Cal =F tab F=54238=348

Hence, the Alternate hypothesis [H1] is accepted.

INFERENCE :
The calculated value of F exceeds the registered value. Therefore, we reject the null hypothesis and
conclude that there is no importance to find any problem during CRM services.

B. Key Findings

This section presents the key findings derived from the data analysis, focusing on the role of CRM systems

in enhancing customer satisfaction. These findings are structured based on the objectives of the study and

statistical results obtained from Descriptive Analysis, Percentage Analysis, and One-Way ANOVA.

Demographic Insights

e Age Distribution: Most respondents belong to the age group of 20 to 30 years (32%), followed by 30-
40 years (30%). This indicates that younger customers are more committed to CRM -integrated
businesses.

e Gender Distribution: 68% are male, while 32% are female, indicating a higher male participation in
the study.

e Educational Qualification: 34% are graduates, 31% are postgraduates, and 21% hold ITT certifications.
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This suggests that respondents have a strong educational background, which may influence their CRM
expectations and usage.

e Income Levels: The largest group of respondents (34%) have an income between 320,000-30,000,
followed by 30% in the 330,000-40,000 range.

Customer Satisfaction and CRM Effectiveness

e Satisfaction with CRM Services: The Percentage Analysis revealed that 65% of customers reported
that CRM systems significantly improved their service experience, while only 15% found them
ineffective.

e Problem Resolution Efficiency: 75% of respondents agreed that CRM helped in faster complaint
resolution, with automated responses and Al chatbots playing a crucial role.

e CRM Feature Utilization: 80% of customers actively use CRM features such as Al chatbots, automated
responses, loyalty programs, and personalized recommendations, highlighting their effectiveness in
engagement.

One-Way ANOVA Results

The study used Unidirectional Anova to prove if there were significant differences in customer satisfaction

based on CRM participation.

Hypothesis Testing:

e Null Hypothesis (Ho): CRM adoption does not significantly impact customer satisfaction.

e Alternative Hypothesis (Hi1): CRM adoption significantly enhances customer satisfaction.

ANOVA Findings:

e The calculated F-value (54.238) was greater than the tabulated value (3.48), leading to the rejection of
the null hypothesis.

o This indicates that the adoption of CRM has a statistically significant impact on customer satisfaction,
which demonstrates its effectiveness to improve the quality and commitment of the service.

Overall Key Insights

e CRM plays a pivotal role in improving service efficiency, problem resolution, and personalized
interactions.

e Automated features such as Al-driven chatbots and predictive analytics significantly enhance customer
satisfaction.

e Despite CRM benefits, some customers still face challenges in issue resolution, highlighting the need
for further system improvements and better CRM training for employees.

e The study confirms that businesses investing in CRM experience higher customer retention and
engagement levels compared to those that do not use CRM tools.

e These findings provide a strong foundation for the recommendations and strategies outlined in the next
section to further optimize CRM systems for improved customer satisfaction and business
performance. This section summarizes the key insights derived from the data analysis and statistical
tests conducted in this study. The findings are structured based on the objectives of the research and
the results from Descriptive Analysis, Percentage Analysis, and One-Way ANOVA.

e Therole of CRM in customer satisfaction: the study found that most respondents expressed high levels
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of satisfaction with CRM -promoted service experiences. The Percentage Analysis indicated that 65%
of customers reported improved service quality due to CRM integration.

e Impact on Problem Resolution: The data suggests that 75% of respondents found CRM systems to be
effective in handling complaints and inquiries, highlighting CRM's role in enhancing service
efficiency and responsiveness.

e CRM Feature Utilization: The findings revealed that 80% of respondents actively use CRM features
such as Al chatbots, automated responses, and loyalty programs, demonstrating that these tools
contribute to personalized engagement and improved interactions.

e Unidirectional Anova results: the statistical test showed no significant differences in customer
satisfaction in different experience groups (P-value > 0.05), indicating that CRM's impact on customer
satisfaction is consistent regardless of tenure with the business.

C. SUGGESTIONS

Based on the findings, following recommendations are suggested to optimize CRM implementation and

improve customer satisfaction:

¢ Enhancing Personalization in CRM Interactions: Businesses should leverage Al-driven CRM tools to
offer personalized service recommendations and real-time support, ensuring a more engaging
customer experience.

e Improving CRM Training for Employees: Proper CRM training should be provided to employees to
ensure better data management, response handling, and service optimization.

o Integrating CRM with Multiple Service Channels: Businesses should focus on integrating CRM
systems across social media, live chat, email, and phone support to provide a seamless customer
experience.

e Regular Performance Analysis of CRM Tools: Organizations must periodically analyze CRM
effectiveness using customer feedback surveys and performance metrics to identify areas for
improvement.

e Addressing Data Security and Privacy Concerns: Given rising concerns about data privacy, businesses
should enhance their CRM security measures by complying with data protection regulations (such as
GDPR) and ensuring customer trust.

D. LIMITATION OF THE STUDY

While this study provides valuable information about CRM's role to improve customer satisfaction, certain

limitations should be acknowledged:

1. Sample Size Constraints: The study was conducted with a sample size of 110 respondents, that can
limit the generalization of the findings.

2. Industry-Specific Bias: The study primarily focuses on service-based businesses, and results may
vary across other industries.

3. Cross-Sectional Nature of the Study: Data was collected at a time, limiting the ability to measure
long-term changes in customer satisfaction due to CRM.

4. Self-Reported Data: Customer responses were based on subjective perceptions, which may introduce
response bias.

The study underscores that CRM plays a vital role in maintaining long-term customer relationships.

Businesses that consistently implement CRM strategies across departments experience greater customer
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satisfaction and loyalty.

E. Importance of Personalization

Personalized customer experiences are crucial for improving satisfaction. Al-driven CRM solutions can
analyze purchase history and browsing behavior to provide tailored recommendations, increasing
engagement.

F. Cost-Effectiveness of Customer Retention

Retaining existing customers is more profitable than acquiring new ones. Studies indicate that acquiring
a new client costs 5 to 7 times more than retaining an existing one.

G. Challenges in CRM Implementation

Despite the benefits, CRM implementation challenges include data integration issues, employee
resistance, and high costs. Organizations must provide adequate training and ensure seamless system
integration.

5. CONCLUSION

This study explored the impact of CRM systems on customer satisfaction, analyzing data through
descriptive analysis,Percentage Analysis, and One-Way ANOVA. The findings indicate that CRM
systems play a significant role in improving service quality, problem resolution, and customer
engagement. However, businesses must adopt advanced Al-driven CRM tools, improve employee
training, and integrate CRM across multiple channels to maximize their effectiveness.

Despite its limitations, this study contributes to the growing body of knowledge about CRM's role in
customer satisfaction. Future research should explore longitudinal studies to measure the long -term
impact of CRM, expand sample sizes in multiple industries and evaluate the effectiveness of CRM
emerging technologies to improve customer relationships.
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