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ABSTRACT:  The imain iaimiofiCustomer 

relationship management initiatives iis ito iretain 

ithe iright icustomers iand ia ikey ideterminant iof 

icustomer iretention iis icustomer isatisfaction. The 

iobjective iis ito iensure icustomers iare isatisfied 

ito iensure itheir icontinued ipatronage. Customer 

iRelationship iManagement i(CRM) iisinotinewito 

theiwordiof  business. iIt is a managerial 

iphilosophy tthatienables ia ifirm toibecome 

thoroughly ifamiliar with iits customers. In this 

research I analysed Customer iresponse rate 

towards marketing iactivities iis also iimproving. 

Keywords:  Real time data processing ,customer 

segmentation 

 

I. INTRODUCTION:I 
Customer Relationship Management isia 

businessistrategytthat enables iorganizationsitoiget 

closeriwith itheir icustomers,itoibetter 

iserveitheirineedsiimprove icustomer iservice, 

ienhance icustomer isatisfaction iand ithereby 

imaximize icustomer iloyalty iand iretention 

 iThe iobjectives iof ia iCustomer 

relationship management  strategy imost iconsider 

ia icompany’s ispecific isituation iand iits 

icustomers’ ineeds iand iexpectations. iInformation 

igained ithrough iCRM iinitiatives ican isupport 

ithe idevelopment iof imarketing istrategy iby 

ideveloping ithe iorganization’s iknowledge iin 

iareas isuch ias iidentifying icustomer isegments, 

iimproving icustomer iretention, iimproving 

iproduct iofferings (by ibetter iunderstanding 

icustomer ineeds), iand iby iidentifying ithe 

iorganization’s imost iprofitable icustomers. 

iManaging i the icustomer iexperience, 

imaintaining ia imore ireliable idata ibase, 

iimproving iservice ioperations. iFostering 

icustomer iloyalty, iembracing ithe icharacteristics 

iof ihigh iperformance imarketing iand iother 

irelated isubjects. 

 

II. REVIEW OF LITERATURE: 
Kumar i& iShah i(2020):Explore ihow iAirtel 

iuses icustomer idata ito idesign itailored iservice 

ipackages, iloyalty iprograms, iand ipromotional 

ioffers ibased ion icustomer iusage iand 

ipreferences 

Chaudhury&Soni(2019): 

ExamineiAirtel’sicustomer relationship 

management iimplementation iand idiscuss ihow 

ithe icompany iuses icustomer idata ito ioffer 

icustomized iplans iand ipromotions ibased ion 

iindividual ipreferences iand iusage ipatterns  

Gupta i& iVerma i(2018) i: iHighlight that iAirtel 

iemploys ian iadvanced iCRM iplatform iintegrated 

iwith iartificial iintelligence i(AI) iand imachine 

ilearning i(ML) ito ianalyze icustomer ibehavior 

iand iprovide ireal-time isolutions 

 

Objectives of the study: 

 To iknow ithe icustomer rrelationship 

management iand ifind ithe iways ito idevelop 

ibetter relationship iwith ithe icustomers. 

 To iimprove icustomer iretention. 

 Asses icustomer isatisfaction iand ioverall 

iexperience iwith iairtel iproducts iand 

iservices. 

 Identify iarea ifor iimprovement ibased ion 

icustomer ifeedback.i 

 

Need for the study: 

Customer relationship management 

iallows ia icompany ito iknow iwho iits icustomer 

iis iand iwhat ihis/her ispecific irequirements iare 

imore iprecise, iCRM isolutions icollect 

iinformation iabout icustomers iand ievaluate that 

information ito iprofit iof ithe iorganization 
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Scope of the study:  

 Customer rrelationship management, iis 

iconcerned iwith it he idevelopment iand 

imaintenance iof imutually ibeneficial 

irelationships iwith istrategically isignificant 

ipartners. iIts ifocus on   creation iof ilong-term 

ivalue, iand inot ijust ishort-term iprofits, ifor ithe 

icompany iand iall iworks iwith. The iscope iof 

iCRM ican be defined iaccording ito iits 

iconstituencies, ihow ilong-term ivalue ican 

beicreated ifor iand iwith ithem iand ithe ibenefits 

iof idoing iso. 

 

Research methodology: 

Research Design: Descriptive research design 

Data collection Methods: 

The data can be collected through two sources. 

They are as follows : 

● Primary data 

● Secondary data 

 

 Primary data : Surveys ,questionnaires, 

Experiments 

Secondary data : Old Books, Journals, Online 

database. 

Sample Size : 100 customers 

Sampling Method : Convenience sampling 

method 

 

Limitations Of The Study: 

 The sstudy iis irestricted ionly ito iAIRTEL, 

Nellore irespondents. The iview iof itheir 

iother iareas iis inot itaken. 

 Respondents iconcentrated iwhere ithe 

icustomers iof iAIRTEL ionly. 

 Time iperiod iof ithe sstudy iis ilimited. 

 The sstudy iis irestricted ionly ito ia isample 

isize iof i100 icustomers ito iknow ithe 

relationship management iof iAIRTEL iwith 

icustomers. 

 

III. DATA ANALYSIS & INTERPRETATION: 
 1Refers iabout icompany ishows iconcern itowards icustomer iproblem.  

Particulars Frequency Percentage 

Strongly iDisagree 2 2% 

Disagree 4 4% 

Undecided 13 13% 

Agree 21 21% 

Strongly iAgree 60 60% 

Total 100 100% 
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Interpretation:  A isignificant imajority i(81%) iof 

irespondents iagree ior istrongly iagree tthat ithe 

icompany ishows iconcern itoward icustomer 

iproblems. iThis ireflects ia ipositive iperception 

iof ithe icompany's icustomer icare, iwith ionly i6% 

iexpressing idisagreement.. i 

 

 Refers iabout icompany ifocuses ito imeet icustomer’s iexpectation. 

 

   

 
 

Interpretation: An ioverwhelming i89% iof 

irespondents iagree ior istrongly iagree tithe 

icompany ifocuses ion imeeting icustomer 

iexpectations. iThis isuggests tthat ithe icompany 

iis ilargely iperceived ias icustomer-oriented iand 

icommitted ito ifulfilling iclient ineeds. 

 

 iRefers iabout icompany iservice iperformance iis isatisfactory. 

particulars Frequency Percentage 

Strongly iDisagree 0 0 

Disagree 0 0 

Undecided 16 16% 

Agree 31 31% 
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particulars Frequency Percentage 

Strongly iDisagree 3 3% 

Disagree 2 2% 

Undecided 6 6% 

Agree 46 46% 

Strongly iAgree 43 43% 

Total 100 100% 
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Strongly iAgree 53 53% 

Total 100 100% 

 

 
 

Interpretation: Aicombined i84% iof irespondents 

iagree ior istrongly iagree tthat ithe icompany’s 

iservice iperformance iis isatisfactory, iindicating 

ia ihigh ilevel iof icustomer isatisfaction. 

iNOTABLY, ithere iis ino inegative ifeedback, 

iand ionly i16% iremain iundecided. 

 

 I iRefers iabout ithe ifeedback isystem iavailability iin ithe icompany. 

Particulars Frequency Percentage 

Yes 58 58% 

No 42 42% 

 iTotal 100 100% 

 

  
 

Interpretation: A imoderate i58% iof irespondents 

ireported ithe iavailability iof ia ifeedback isystem 

iin ithe icompany, iwhile i42% iindicated iits 

iabsence. iThis isuggests ithe icompany ihas iroom 

ito iimprove iits ifeedback imechanisms ito iensure 

ibroader iaccessibility iand iengagement. 

 

Findings: 

 81% of the respondents strongly agree & 

Agree that company shows concern towards 

customer problems. 

 89% of the respondents strongly agree & 

Agree that company focuses on meeting 

customer expectations. 

 84% of the respondents strongly agree & 

Agree that company service performance is 

satisfactory. 

 42% of the people don’t know about the 

feedback system of the company. 

Suggestions: 
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 Company ihas ito icreate imore iawareness 

iabout ifeedback isystem. 

 Majority ofcustomers feel airtel shows 

genuine concern for their problems.which 

should be maintained and promoted 

  Need to identify and address specific gaps 

in expectation management 

 By identifying and addressing their targeted 

feedback initiatives about company service 

performance 

 

IV. CONCLUSION: 
 From ithis sstudy iit can be  iconcluded 

tthat  ithe icustomer rrelationship management iin 

iCompany iis isatisfactory. iThe icompany iis using 

ivarious CRM ipractices ilike icustomization iof 

ithe iproduct, imaintaining iinteraction iwith ithe 

icustomers iregularly iand iproviding igood 

iqualityiproductietc.CRM  hasia certainiimpact on 

ithe iprofitability iof ithe icompany. iAverage isale 

iper icustomer ihas iincreased i15% iover ithe ilast 

itwo iyears. iCustomer iresponse irate itowards 

imarketing iactivities iis ialso iimproving. 
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