




INDEX
Sr. 
No. Title Author Subject Page No.

1 Current Issues In Indian Capital Market Bhavin S. Shah Accountancy 1-3

2 Accounting Standard (AS) 30 Accounting for Financial 
Instruments

Kalola Rimaben A, 
Chauhan Lalit R.

Accountancy 4-6

3 A Study on Lithology and Petrography of the Tipam 
Sandstones Exposed along the Tipong Pani River Section 
of Upper Assam Basin

Dr. Pradip Borgohain Applied 
Geology

7-11

4 Study of Fluvial Geomorphic Features of the Lower 
Subansiri Basin, North-East India using Remote Sensing 
and GIS.

Dr. Uttam Goswami Applied 
Geology

12-14

5 Sheared volcanics in the north of Pugging, East Siang 
District, Arunachal Pradesh

T. K. Goswami,
P. Bhattacharyya,
D. Bezbaruah

Applied 
Geology

15-18

6 Heavy Metal Biosorption Using A Biopolymer Chitin D. Saravanan,
P. N. Sudha

Chemistry 19-23

7 Impact of peripheral cues on rural consumer buying 
decision for FMCG products with special reference to 
Palitana (Gujarat)

Dr K.S. Vataliya, 
Bhavik .P. Parmar

Commerce 24-26

8 A Growth of Rural Postal Life Insurance in India [ A Study 
with special Reference to Dharmapuri District]

Dr. A. Vinayagamoorthy
K. Senthilkumar

Commerce 27-28

9 Promotional Strategies for International Markets with 
respect to Agricultural Products

Dr. B. B. Bhosale Commerce 29-30

29 Business Risk And Financial Risk - Indian Corporate 
Sector

Dr. M. Dhanabhakyam, 
P. Balasubramanian

Commerce 31-33

10 “Customer Relationship Management”- In Banking Industry G.V. Kori,
Sri. Basavaraj Huggi

Commerce 34-36

11 Role of Investment Banks and Institutions in Economic 
Development

Jitendra Dhirajlal Karia, 
Dr. (Prof.) Vijay Kumar 
Soni

Commerce 37-38

12 Nature Of Information Shared And Communication 
Methods Used In Small Manufacturing Firms

Vipul Chalotra Commerce 39-41

13 China’s WTO Accession: An Empirical Assessment of 
Merchandise Trade with India

Anjali Tandon Economics 42-45

14 Regional Disparities - Social Sector Expenditure in Rural-
Urban India

Dr. Shankar B. 
Ambhore, Dr. Ashok S. 
Pawar

Economics 46-47

15 (Presenting Thought About Industry,Trade And Co-
operation Of Rajarshri Shahu Maharaj)

Dr. Ashok Shankarrao 
Pawar, Dr.Sunita J. 
Rathod

Economics 48-49

16 An Assessment On Poverty Alliviation Programmes In 
Rural India-A Case Study

Dr. Parvathamma G. L. Economics 50-55

17 Liveability in Guwahati: A Factor Analytic Approach Dr. Daisy Das, Dr. 
Ratul Mahanta

Economics 56-58

18 Backward Class Disparities in higher Education in India Dr. Shankar B. 
Ambhore, Dr. Pawar 
Ashok S. 

Economics 59-60

19 Revenue and Expenditure Pattern of Municipal 
Corporations of Punjab 

Naresh Kumar Economics 61-66



20 Livelihood Security of Traditional Fishermen of Kerala: 
Analysing and Identifying the Roles of Self Help Groups

(Dr.) D. Rajasenan, 
Rajeev B.

Economics 67-70

21 Levels and Types of Questions Raised by EFL Teachers In 
Southern Al-Mazar Directorate of Education

Dr. Jihad Al-Turki Education 71-74

22 Issues And Recommendations Of National Knowledge 
Commission In Higher Education System

Vidhi Bhalla Education 75-77

23 Multiple Sequence Alignment of Different Species Prerna,
Pankaj Bhambri,
Dr. O.P. Gupta

Engineering 78-82

24 Analyzing the Phylogenetic Trees with Tree- building 
Methods

Jasmine,  
Pankaj Bhambri,
Dr. O.P. Gupta

Engineering 83-85

25 Low Power High Speed with Improved Noise Margin for 
Domino CMOS Inverter.

Pushpa Raikwal,
Dr.Vaibhav Neema,
Dr.Sumant Katiyal

Engineering 86-88

26 Analysis of Drag for an Aircraft Wing Model with and 
without Winglet

Mitul Patel,
Sharvil Shah, 
Dharmendra Dubey

Engineering 89-91

27 Cognitive Radio Chauhan Jayesh R. Engineering 92-95

28 Problems In Teaching English As A Compulsory Subject Prof. Madhvi R. 
Acharya

English 96-97

30 Financial Banking Is The Science Of Managing Money: 
Indian Financial System

Dr. Shailesh N. 
Ransariya, Dr. Shailesh 
N. Ransariya

Finance 98-100

31 Carbon Trading a Step towards Green Environment Ashok R. Bantwa Finance 101-102

32 Effect of Supplementation of A Multinutrient Chocolate Bar 
on Nutritional Status and Athletic Performance

P. Muhtulakshmi,
Dr. M. Sylvia Subapriya

Home Science 103-104

33 Imperatives of Inclusive Growth for Sustainable 
Development of Indian Economy Post Globalization

Dr Mahalaxmi Krishnan Indian Economy 105-107

34 RIGHT TO INFORMATION ACT AND THE ROLE OF 
PRESS, MEDIA & NGO’S

Dr. Krushna Chandra 
Dalai

Law 108-109

35 ``Thesis: A Powerful Source Of Information`` Arvind M Bhadrashetty Library Science 110-111

36 Present Day English and Inflections Dr Syed Mohammed 
Haseebuddin Quadri

Literature 112-113

37 Jigsaw II: An Effective Strategy To Develop Reading 
Comprehension Of High School Students

Dr. P. Nagaraj,  
Sindhu Thamba

Literature 114-115

38 CAPITAL STRUCTURE ANALYSIS (An Empirical Study of 
Paper Mills in India)

Ashok Mundhra Management 116-118

39 Emerging Trends In Indian Rural Market Dr. N. Ramanjaneyalu Management 119-121

40 Credit Card Usage in Coimbatore G. Murali Manokari,
Dr. R. Ganapathi

Management 122-126

41 Micro Credit – Two Sides of the Same Coin R. Durga Rani,
J. Gnanadevan,
Dr. R. Ganapathi

Management 127-130

42 Work Place Stress and Yoga Therapy K. Revathi,
Dr. R. Ganapathi

Management 131-132

43 Customer’s Satisfaction Towards Modernized Petrol 
Stations With Reference to Coimbatore City

Dr. R. Ganapathi Management 133-137



44 Evaluation Tactics: A tool to evaluate success of corporate 
training programme

Dr. Shobha Dedhia Management 138-140

45 A Preliminary Study On Issues And Challenges Faced In 
Measurement Of Social Media Return On Investment

Khushbu Pandya Management 141-142

46 Profitability Analysis (A Case Study of Selected Public and 
Private Sector Companies)

Manish Manglik Management 143-144

47 Performance Management System S.Jayakrishna, 
N.Sainath, 
M.V.Subbareddy,
N.Raji Reddy

Management 145-147

48 A Study On Organizational Culture In Bharath Heavy 
Eletrical Limited, Ranipet

S.Sridhar, D.Yuvaraj,
V. Kandasamy

Management 148-150

49 Cost Effective Transportation Sarada Prasanna Patra 
Dr. Manjusmita Dash

Management 151-154

50 A Study On Efficiency Of Outbound Training With 
Reference to Titan Industries, Hosur

V. Kandasamy,
D. Yuvaraj, 
S. Ragothaman

Management 155-157

51 Performance Improvement Enhance The Efficiency Vidya L. Hulkund Management 158-159

52 Packaging- The Salient Seller Vidya L. Hulkund Management 160-161

53 An Empirical Study Of Student Satisfaction With Reference 
To Gujarat Technological University (Gtu)

Dr. Vijay K. Patel Management 162-163

54 Maximizing Customer Profitability in Retailing Industry 
(Durable Goods) - Role of Analytical CRM -A Case Analysis

Dr.A.R.Krishnan, 
R.Selvamani

Management 164-165

55 Financial Inclusion - Role Of Banking Industry Dr. K. Marutha Muthu, 
Ms.T. A.Tamilselvi

Management 166-167

56 The Growth of Self Help Groups in India: A Study S.Ravi, 
Dr. P. Vikkraman

Management 168-170

57 Role of E-Banking K. K. Devi Marketing 171-172

58 Reasons after the war of going Green –Green Marketing Kavita A. Trivedi Marketing 173-175

59 Strongly Minimal Generalized Boundary K. Chandrasekhara 
Rao, P . Padma

Mathematics 176-177

60 ACCESSORY RENAL ARTERY: A CASE REPORT Archana U Shekokar, 
Vandana A 
Tendolkarndolkar

Medical 
Science

178-179

61 Fibrinous Pericarditis: A Case Report Vandana A Tendolkar, 
Archana U Shekokar

Medical 
Science

180-181

62 Social life, Addictions and Subjective Wellbeing of the 
Transsexuals

Seemanthini.T.S, 
Manjula. M. Y 

Psychology 182-184

63 Using E-Content In Science Class: The Effect Of 
Treatment, Gender, And Their Interaction On Science 
Achievement

Suman Rani Psychology 185-188

64 Bullying - Societal Curse- A Serious Issue Latha Janaki. R, 
Dr.Kalyani Kenneth

Social Science 189-191

65 Factor Influencing Foetal Wastage Dr. Dipti Bhavsar, 
Dr. C. D. Bhavsar

Environment 192-195

66 Approach Of Universilization Educational And Women 
Empowerment Of Rajarshri Shahu Maharaj

Dr. Ashok Shankarrao 
Pawar, Dr. Sunita J. 
Rathod

Economics 196-199



Volume : 1 | Issue : 7 | April 2012 ISSN - 2249-555X

164  X INDIAN JOURNAL OF APPLIED RESEARCH

Research Paper

* Assistant Professor-Senior Grade, SRM School of Management, University, Kattankulathur

** Assistant Professor-Department Of Management Studies, P.M.R. Institute Of Technology, Adayalampattu, Chennai

Keywords : 

Management 

Maximizing Customer Profitability in Retailing 
Industry (Durable Goods) - Role of Analytical 

CRM -A Case Analysis

* Dr.A.R.Krishnan ** R.Selvamani

Organizations, in order to be successful, must look in to the needs and wants of their customers. That is the reason why 
many researchers and academicians have continuously emphasized the importance of Customer Relationship Management 
(CRM) in the form of increased customer satisfaction and loyalty to improve the customer retention. Most widely accepted 
classification of Customer Relationship Management (CRM) systems includes operational, analytical, collaborative and 
e-CRM. While operational, collaborative and e-CRM has received a significant interest among practices and scholars, but 
analytical CRM has been mostly neglected by them. The major function of analytical CRM is to support strategic customer 
information provision and customer knowledge acquisition to help achieve the final goal of CRM which is to enhance customer 
profitability. The major objective is this study is to investigate the role of analytical CRM in maximizing customer profitability 
in order to accomplish the objective of this study a case study was conducted. The cases comprise of major retailing industry 
with large market share in retailing sector.

ABSTRACT

1.0 Introduction: 
 Nowadays, this kind of products (Durable-white goods) wants 
to grasping and harvesting the opportunities of the dynamic 
market potential in and out of their countries. But it is not so 
easy to sell the products in some other countries- market 
because of there is strong barriers and threats namely, high 
competition, cultural differences, and various human psycho-
logical dimensions become a great challenging. To overcome 
these difficulties by any firm like SONY, LG, Philips, (oligopoly 
market in nature) puts a suitable marketing strategy to sur-
vive in long –term (time) and even get moderate profit. In this 
concern the customer relationship management is a strong 
strategy pronounced here. 

1.1 CUSTOMER RELATIONSHIP MANAGEMENT:
Customer Relationship Management (CRM) describes the 
technology and methods used by organizations to document, 
analyze and build strategy aimed at improving the relation-
ship between the firm and its customers. In common parlance, 
CRM and relationship marketing are used synonymously. 
Customer Relationship marketing is a business strategy to 
acquire and retain the most valuable relationships. Customer 
Relationship Marketing requires a customer centric business 
philosophy and culture to support effective marketing, sales 
and service processes. CRM application can enable effective 
customer relationship marketing provide that an enterprise 
has right leadership, strategy and culture.

According to Xu et al. (2002) the battle for customers has 
never been more intense. Deregulations, diversification and 
globalization have stimulated a dramatic rise in competition-
and these unforgiving market place realities have forced com-
panies to switch from a product centric approach to a cus-
tomer centric approach.Rahman (2006) considers increased 
price competition, reduced regulation and reducing consumer 
loyalty as some reasons that has brought customer retention 
and customer relationship management(CRM), the no.1 busi-
ness buzzword at the turn of the millennium( Gummession, 
2004) in to the marketing lime light.

According to Shahnam(2000) and Karimi et al (2001), a cur-
rent and widely accepted classification of CRM system identi-
fies three categories.

Operational CRM, Analytical CRM, collaborative CRM sys-
tems. Analytical CRM systems manage and evaluate knowl-
edge on customers for a better understanding of each cus-
tomer and his or her behavior. Data warehousing and data 
mining solutions are typical analytical systems

2.0 Analytical CRM
According to Green berg (2004), analytical CRM is the cap-
ture, storage, extraction, processing, interpretation, and re-
porting of customer data to a user (IBID). Bose (2002) points 
out that the analytical function may be fulfilled by separate 
systems, such as decision support systems and expert sys-
tems. These systems are [art of an enterprise –wide integra-
tion of technologies working together such as data ware-
house, web site, intranet, extranet, phone support systems, 
accounting, sales, marketing and production.

2.1 Analytical CRM and profitability
CRM focuses on leveraging ad exploiting integrations with 
the customer to maximize customer satisfaction, ensure re-
turn business, and eventually boost customer profitability. 
Customer profitability is the difference between revenue and 
costs.(Xu & Walton 2005).Profits are the ultimate aim for eve-
ry business entity. So what is important is how profitable the 
CRM implementation is for you in terms of planned versus 
actual results. How much more in costs have you saved as 
a result of the implementation should be taken in to account.
The rate of profitability can be affected by the variable factors 
of CRM strategy of brands of Durable white goods. It is em-
phasized that the cause and effect relationship basis identi-
fies the variation of the model in the environment change of 
durable goods markets.

3.0 Objectives of the study
1.	 To know the better understanding of the role of analytical 
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CRM in maximizing customer profitability in retail durable in-
dustry.

2.	 To find out major reasons and requirements for imple-
menting CRM.

3.	 To know how analytical CRM be utilized to improve cus-
tomer profitability in retail industry.

4.0 Literature Review
4.1CRM
In fact, in a recent industry analyst report, “Trends 2006: 
Customer Relationship Management”, Forrester Research 
dubbed the future as ‘customer process management’ (Wil-
liam Band, 2006,). Customer relationship management is a 
strategic initiative of companies to defend and nurture their 
market position by providing superior customer value to the 
most valuable customers. The outcome of this process is 
customer loyalty and competitive advantage . CRM is a com-
prehensive strategy and process of acquiring, retaining, and 
partnering with selective customers to create superior value 
for the company and the customer (Parvitiyar and Sheth, 
2001). Still another view is that CRM is a management ap-
proach that enables organizations to identify, attract, and 
increase retention of profitable customers by managing rela-
tionships with them (Hobby, 1999).

In essence, CRM is about retaining customers, maximizing 
new business opportunities, and sustaining profitability. It is 
a business philosophy that is successfully implemented by 
installing and utilizing CRM technology and by developing a 
customer relationship strategy and executing it. CRM is not 
a product or service; it is an overall business strategy that 
enables companies to manage customer relationships effec-
tively. It provides an integrated view of a company’s custom-
ers to everyone in the organization so that the customer can 
be serviced effectively.

4.2 Analytical CRM and Retail industry
 Bolton (2004) refers to a retail industry CRM system by sug-
gesting that maintain the processing of customer records is 
well estabiliseged. However it is implying trasactional and has 
no concept of whether the person is an important and valued 
customer. An analytical CRM should provide customer profil-
ing and customer segmentation functions with the capability 
to identify strategically significant customers. Managing stra-
tegically significance customers should be the focus of senior 
management. It is predicted that an effective analytical CRM 
should be able to continuously identify and track such cus-
tomers (XU & Walton, 2005)

4.3 Analytical CRM: profiling and segmenting Customers
 In addition to identifying strategically significant customers, 
the analytical CRM system will help profile and segment ex-
isting customers. Customers profiling integrates several as-
pects of customers in to a rational ovulation, such as cus-
tomer details, historical records and contact details, customer 
attractiveness, or customer satisfaction.

5.0 Data Analysis:
5.1 Case Analysis:
 5.1.1. What are the major reasons and requirements for 
implementing CRM?
 As Rowley (2004) mentions, RM acknowledges that a stable 
customer base is a core asset, since it is more expensive 
to capture new customers than to retain existing customers. 
Business success is achieved through focus on long term 
relationships with customers. Customer relationships are the 
core RM (IBID). This was also emphasized by retailing com-
pany that the CRM systems help the retailers to collect and 
analyze the information of the customers and offer them more 
personalized products and services. There fore, Retailer 
Company tries to establish long term relationships with them.

5.1.2. How can analytical CRM are applied:
It has been state that analytical CRM systems are also able 
to focus on campaign management analysis, credit scoring 
and customer profitability. Sculling et al (2004) contented that 
analytical CRM is a combination of a data warehouse or data 
mart integrated with business intelligence analytical systems 
(Online analytical processing-OLAP). 

In addition to identifying strategically significant customers, 
the analytical CRM system will help profile and segment ex-
isting customers. Customers profiling combines multiple as-
pects of customers in to coherent evaluation, such as cus-
tomer details, historical records and contact details, customer 
attractive.

5.1.3. How can analytical CRM are utilized to improve 
customer profitability in retailing industry
 Storebacka (1997) emphasizes the customer defections from 
this group must be kept to an absolute minimum in order to 
maintain and or increase the profitability of the customer base 
(ibid). Retailing industry follows the stated theory by consider-
ing the relationship volume and relationship profitability. The 
marketing and sales departments are very cautions on core 
customers and allocate more personalized services and re-
sources to the more profitable group and try to sell, cross –
sell and up sell more products to those customers.

6.0 Conclusions
The findings of the study suggest that CRM helped retailing 
industry facilitate profitable relationships and establishing 
long term relationships. There fore CRM deployment is posi-
tively related to the creation and continuance of profitable and 
long term relationships. The previous research by Gonzalez 
et al (2004) claims that some customers appreciate having 
more control over their interactions with their service provides 
and they further argue that highly profitable customers de-
mand higher levels of personalized service, but may be willing 
to pay for these services.It has been claimed that 20% of the 
customers often account for 150 % of its profits (Sheshun-
off, 1999). Therefore, retailing industry attempt to maximize 
their profits by focusing more resources on those valuable 
customer segments (Siaw & yu, 2004)
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