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Introduction: -  

Customer Relationship Management 

(CRM) is a term used to describe customer 

relationship management. The CRM 

software, as its name indicates, is a 

customer connection management system. 

Customers are the most precious and 

essential commodity for most businesses. 

The details about these consumers—who 

they are, how they interacted with your 

business—are spread across many different 

locations at the beginning of many 

businesses. 

As a business expands, it becomes 

increasingly important to have a central 

location where all that information can be 

found. 

Failure to quickly answer key questions 

will slow down your team. Who are our 

clients? What is the best way to contact 

them? What are their reactions to our 

content? What does our new business 

pipeline look like?  

When your employees are not on the same 

page, your potential customers will suffer 

as well as your customers. They see 

themselves as having a single business 

relationship, not a group of individuals and 

divisions. All members of your team need 

to know the needs, wishes and current 

situation of each client so that they can 

resume where the dialogue has stopped. 

CRM systems are created to address issues 

like this. It's simple for everyone on your 

team to obtain insight into the state of your 

business and the status of each customer 

connection when you have one central 

location to organise entire details of your 

generated leads and customers. 

Literature Review: -   

 The purpose of this article is to 

investigate how service quality gaps 

affect customer loyalty in the Indian 

telecom industry. Customer loyalty 

was used as the dependent variable, 

while service quality gaps were 

used as the independent variable. 
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This study took into account five 

antecedents of service quality 

disparities, namely: Based on the 

SERVQUAL model proposed by 

Parsuraman, Zeithaml, and Berry, 

reliabilty, assurance, tangibility, 

empathy, and responsiveness 

(1988). 

 India's telecom service industry is 

seeing tremendous expansion, 

intense competition, ongoing rate 

reductions, and rapid technological 

progress. The competitive 

landscape is still changing as 

policies evolve. Telecom services 

have been more commoditized; they 

are simple to duplicate. The market 

is akin to the Red Sea in that it does 

not provide a competitive edge that 

lasts. Client retention and new 

customer acquisition are 

increasingly important for 

profitability and survival. Sahoo, 

Akshaya and Kar, Brajaballav and 

Das, Srikanta Charana, Satisfied 

with Quality Yet Wants to Switch: 

Case of ‘Satiated Customer’ in 

Telecom Services (November 8, 

2015). 

 The telecom industry has seen both 

expansion and takeovers, and the 

number of providers varies by 

Telecom circles. Mobile number 

portability has had a significant 

impact on subscriber numbers, and 

telecom carriers are under pressure 

to keep their clients. The current 

situation necessitates a pleasurable 

experience, and service providers 

are up against intense competition 

on this front. The goal of this study 

was to find out how satisfied people 

were with their telecom experience 

in the cellular mobile industry. 

Subscriber views of antecedents of 

telecom experience satisfaction, 

such as service quality, service 

delivery, support services, and 

perceived value, were investigated. 

Karthikeyan, S. and Rameshkumar, 

V.P. and Balaji, B., Subscribers of 

Indian Mobile Telecom: 

Satisfaction With Experience and 

Loyalty (October 15, 2020). 

 The goal of this study is to identify 

the variables and factors that 

influence consumer satisfaction in 

the telecom business in the National 

Capital Region of Delhi, India, 

particularly in the cellular sector. 

The organisation can increase the 

number of users by gratifying 

consumers. The major goal of this 

type of research is to look for and 

identify the elements that influence 

customer satisfaction in the telecom 

business. Popli, Gurmukh Singh 
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and Madan, Dr., Determinants of 

Customer Satisfaction in Telecom 

Industry - A Study of Indian 

Telecom Industry (June 11, 2013). 

 Consumer product reviews on the 

internet are an emerging market 

phenomena that is becoming 

increasingly relevant in customers' 

purchasing decisions. This study 

looks at one of the most important 

aspects of online customer reviews: 

the purposes that such evaluations 

provide for an online marketer. We 

contend that online consumer 

reviews, a sort of product 

information provided by individuals 

based on personal usage experience, 

are an important source of product 

knowledge.  Chen, Yubo and Xie, 

Jinhong, Online Consumer Review: 

Word-of-Mouth as a New Element 

of Marketing Communication Mix 

(July 1, 2004). 

 The establishment of online 

consumer groups to give product 

evaluations and recommendations 

has been hailed as a critical, if 

costly, component of Internet retail 

tactics. We define reviewer 

behaviour on two major Internet 

sites and investigate the impact of 

customer evaluations on business 

sales in this research. We build 

measurements of each firm's 

individual book sales using publicly 

accessible data from Amazon.com 

and BarnesandNoble.com. At both 

platforms, we also collect 

substantial consumer evaluation 

data. First, we characterise reviewer 

behaviour on the two sites, 

including the quantity of ratings 

distributed throughout the two sites, 

as well as the valence and length of 

evaluations across different subject 

areas. Chevalier, Judith A. and 

Mayzlin, Dina, The Effect of Word 

of Mouth on Sales: Online Book 

Reviews (August 6, 2003). 

 The goal of this study is to assess if 

word of mouth has a detrimental or 

positive impact on customer 

consumer choices. The original data 

was collected from students of 

colleges, colleges, and homes in 

various areas of Karachi, Pakistan. 

The sample size is one hundred 

people. With the aid of Frequency 

Distribution and ranking, the 

acquired information/data is 

analyzed (Statics Technique). 

Finally, it is discovered that the 

majority of influences on consumer 

on word of mouth when making 

purchases. The responses appear to 

have an effect on the consumer 

decisions as well as close family, 
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friends, and other connections. 

Ahmad, Nawaz and Vveinhardt, 

Jolita and Raheem, Ahmed, Impact 

of Word of Mouth on Consumer 

Buying Decision (October 31, 

2014). 

 A growing number of b2b 

organisations are realising the value 

of word of mouth marketing, 

sometimes known as viral 

marketing or buzz. This has sparked 

a surge  in interest in word of mouth 

communication channels, as 

organisations seek to uncover 

outlets through which they may 

harness word of mouth marketing 

for their products and services. The 

importance and use of word of 

mouth communication as a 

promotional tactics by company 

marketers in India across various 

sectors and market groups is 

investigated in this study. The 

study’s findings revealed that word 

of mouth communication is 

extremely important, and that most 

company marketing business 

employ some type of word of mouth 

communication. For things that are 

costly, hazardous or extremely 

prominent, word of mouth carries a 

lot of weight. Havaldar, Krishna 

Keshav and Dash, Mihir, A Study 

on the Importance of Word-of-

Mouth Communication to Business 

Buyers (September 15, 2009). 

 Consumer behaviour patterns can 

be dramatically influenced by 

technological developments. The 

wide spread use of the internet and 

personal mobile devices has radical 

institutional access to information 

and to people from all over the 

world who share common interests 

or problems. Many people are 

currently contribute user- generated 

material to the internet, 

communicating via technology in 

the form of electronic word of 

mouth. Unsolicited consumer 

perceptions of products, sevices, 

brand, or companies are a common 

source of electronic word of mouth. 

9. Raymond, Ronald, When 

Word-of-Mouth Goes Online: 

Evaluating the Characteristics and 

Effects of eWOM Communication 

(2015). 

 We look into the link between 

product quality and word-of-mouth 

marketing. we specifically inquire 

as to whether businesses should 

manufacture better items when 

consumers are more willing to share 

information. the nature of the 

message and its main impact is a 

significant moderating component 
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in our concept. On the one side, we 

may presume that word of mouth’s 

major influence is to assist a person 

in better evaluating the value of 

things with which they are already 

aware. if this is the case, our model 

predicts that more word of mouth 

will result in higher-quality items. 

The root driver of this conclusion, 

we show is that quantity demanded 

with regard to quality is growing as 

the fraction of customers who are 

educated about the products quality 

increases. On the other hand, it is 

commonly regarded that word of 

mouth has the potential to increase 

product awareness. In a model of 

informative word of mouth, which 

we define as word of mouth that 

raises product awareness, we show 

that quality could rise or fall as word 

of mouth expands. Godes, 

David, Product Policy in Markets 

with Word-of-Mouth 

Communication (June 6, 2013). 

Objectives: - 

1) To evaluate the current customer 

relationship management to retain high 

valued customers. 

2) To evaluate the impacts of word of 

mouth in new customer acquisition by 

tata tele services. 

 

Hypotheses: - 

Hypothesis Testing 1: 

The first hypothesis for this study is  

H0: sources of the purchase and further 

recommendation are not associated. 

H1: reason of selecting the service and 

duration of using the service are not 

associated. 

 

Methodology: - 

This study focus on the source of purchase 

of the services and they recommending 

further. The study is done on 121 people, I 

had prepared a questionnaire about the 

source they purchased such as family 

friends, office colleagues, decided by self, 

business associates, IT staff and their 

willingness to recommend further to other 

people. Here I used crosstabulation in SPSS 

to find out the relationship between their 

source of purchase and their further 

recommendation. 
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Case Processing Summary 

 

Cases 

Valid Missing Total 

N 

Perce

nt N 

Perce

nt N 

Perce

nt 

Source of 

recommendatio

n * Further 

recommendatio

n 

121 100.0

% 

0 0.0% 121 100.0

% 

 

Source of purchase * Further recommendation - Crosstabulation 

Count   

 

Further recommendation 

Total 

Will Not 

Recommen

d 

Not 

Likely Neutral 

May 

Recommen

d 

Very 

Likely 

Recommen

d 

Source 

of 

purchase 

Family Friends 4 4 3 4 1 16 

Office 

colleagues 

2 3 6 6 3 20 

Decided by your 

self 

3 7 8 2 9 29 

Business 

associates 

4 4 8 12 7 35 

IT staff 2 2 8 8 1 21 

Total 15 20 33 32 21 121 
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Chart: - 

 

 

 

 

 

Symmetric Measures a 

 Value 

N of Valid Cases 121 

a. Correlation statistics are available for 

numeric data only. 
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Interpretation:  

 P value: - 0.242 

 

 As p value is greater than 0.05, we have to accept null hypothesis. 

 Sources of client purchasing the services and further recommending are not associated to 

each other by 24%. 

 The rest 76% are associated to each other. 

 

Hypotheses: - 

Hypothesis Testing 2 

The second hypothesis for this study is  

HO: reason of selecting the service and duration of using the service are not associated. 

H1: reason of selecting the service and duration of using the service are associated. 

 

 

 

 

 

 

 

 

 

 

 

Analysis:  
 

Case Processing Summary 

 

Cases 
Valid Missing Total 

N Percent N Percent N Percent 

VAR00007 * 
VAR00011 

121 100.0% 0 0.0% 121 100.0% 
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Reason to buy the service  *  no of years retained Crosstabulation 

Count   

 

VAR00011 

Total 

Cost 

Affective 

Better 

Network 

Low Down 

Time 

Brand 

Equity 

VAR0000

7 

1 0 1 0 0 1 

2 4 7 7 2 20 

3 5 2 7 9 23 

4 5 16 15 14 50 

5 3 2 5 8 18 

6 0 1 2 0 3 

7 1 0 0 1 2 

8 1 2 0 1 4 

Total 19 31 36 35 121 

 

 

Chi-Square Tests 

 Value df 

Asymptotic 

Significance 

(2-sided) 

Pearson Chi-

Square 

23.336a 21 .326 

Likelihood Ratio 27.361 21 .159 

N of Valid Cases 121   

a. 20 cells (62.5%) have expected count less than 5. The 

minimum expected count is .16. 
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Chart 

 

Interpretation: - 

 P value: - 0.326 

 As the p value is greater than 0.05, we have to accept null hypothesis. 

 The duration of usage of the services and reason for selecting the services are not associated 

by 32%. 

 Other 68% depends upon other factors. 
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Findings  

 We find that tata tele services is mostly 

suggested to our clients by business 

associates who used tata tele services in 

one organisation and suggest to another 

organisation. 

 from every source of purchase our 

clients are in a opinion that they are 

neutral and may recommend our service 

to others. 

 we also can find that most retention of 

the customer is done by low down time, 

we also can find that the clients are 

having more brand equity towards tata 

tele services. 

 we also can find most of the clients are 

ordering new/upgraded services from 

tata tele service customer care. 

 we also can find that the clients are 

satisfied and rated as good for tata tele 

services. 

 76 clients rated they felt easy while 

buying tata tele services. 

 we can also find that 64 clients felt good 

that the customer care executive cleared 

all the doubts before purchasing the 

services. 

 most of the clients said the information 

given by our customer care executive is 

useful. 

Conclusion 

Tata tele services is trying its best to satisfy 

the customers, it is trying in all possible 

ways to retain the customers, but the 

company should focus on the cost aspect/ 

cost regulations as I had a talk with nearly 

300 clients of tata tele services, I received 

so many complaints from the clients that 

tata is charging high in the market and the 

clients are willing to change the services. 

So, tata tele services should focus on the 

amount they are charging currently, 

otherwise they may lose the customers in 

the market. 

As I observed the market of internet leased 

line in India, competitors are marketing 

their services in digital platform and 

grabbing the customers to buy their 

products, from my observation tata should 

increase their digital presence in the market 

and increase brand awareness in the market. 

As tata is trying its best to improve the 

customer satisfaction it should focus on 

retraining the employees to satisfy the 

customers as some of the customers are 

feeling bit difficult in clearing their doubts. 

 

Suggestions 

 Tata tele services should improve in 

satisfying the customers as we can see 

in var002 chart customers rated tata tele 
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services as good, so it has to be 

improved. 

 Tata tele services should also increase 

in training the executives to satisfy the 

customers and make the purchasing 

process easy. 

 tata tele services should also reduce 

their cost as the customers are only 

attracted to the low-down time service, 

better network and brand equity, if tata 

tele services reduce their price then 

company can attract more no. of 

customers. 

 4)tata tele services should also improve 

in its overall performance as the people 

are neutral in recommending the tata 

services to others, as word of mouth do 

the free publicity to the company, we 

have to satisfy the current customer 

then only we can grab new customers. 

 the reason why clients are choosing tata 

tele services and they are 

recommending further should be also 

increased by 24%. 

 tata tele service also should increase in 

satisfying the customer and retaining 

them, in this aspect company should 

increase by 32%. 

Limitations :-  

The research is limited to Indian Telecom 

sector and hence cannot be visualized on a 

global scale. There is a certain limitation 

with respect to its smaller sample size and 

therefore may differ greatly with a larger 

data set. Further secondary researches can 

be conducted with the upcoming tools. A 

comparative study can also be made with 

different tools. Customer dynamism also 

acts as a limiting factor to a certain degree. 
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