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Abstract:  Hotel industry is a highly flourishing, lucrative and competitive market. To compete in such a market, the hotels 
should focus on maintaining good relations with the customers and satisfying the customers. Increasingly, the organizations 
are using Customer Relationship Management (CRM) to help boost sales and revenues by focusing on customer retention 
and customer loyalty. CRM is the new concept of customer retention and its ruling the marketing world like a pro. Rajasthan 
province of India is on the world map of tourism and well renowned for its hotel industry. There is a limited study on this 
topic hence the researcher finds it worth exploring the topic in this region. An attempt has been made in this paper to study 
the perception of customers towards CRM practices followed by Managers of respondent organizations. 
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Introduction: The Hospitality industry depends 
totally on the customers, if customer loyalty and 
customer retention is missing then each and 
everything becomes worthless. This industry 
generates the highest revenue and that too depends on 
customers. To overcome this criteria of customer 
loyalty and customer retention hotels are using a new 
marketing concept i.e. Customer Relationship 
Management (CRM). Parvatiyar and Sheth (2001) 
in their conceptual framework said that the two most 
important process of Customer Relationship 
Management include proactive customer business 
development and building partnering relationships 
with the most important customer. 
Most hotels spend intensely towards upgrading 
customer encounters through different promoting 
ploys. They offer reliability programs and other 
selective advantages to catch the customer's 
consideration. Be that as it may, these advancements 
have a tendency to end up noticeably substantial on 
their pockets. Thus, incorporating CRM component 
in their structure will see a huge chop down in their 
expenses and furthermore reduce the effort endeavors 
because of online networking's focused on reach 
bringing about a win-win circumstance. 
An attempt has been made in this paper to study the 
perception of customers towards CRM practices 
followed by Managers of respondent organizations. 
The study focused on Rajasthan province of India 
which is on the world map of tourism and well known 
for its hospitality industry.   
Review of related Literature:  Khedkar (2015) 
explored “the effect of CRM on factors such as 
customer satisfaction and customer loyalty. Since 
CRM is defined as an important key in business 
among companies to maintain and increase their 
customers base. In this study we look for various 
factors that are necessary for an effective CRM. 

Arman (2014) showed that companies that used 
social networks got a huge return on that investment 
in 2010. Integration of Social Media (SM) and 
Customer Relationship Management (CRM) is 
imperative for organizations in conducting business. 
Albeit it is a new concept towards many business, 
but, as the implemented firm’s growing market share 
and improving performance creates it as a lucrative 
business strategy. 
 
Rosman & Stuhura (2013) has done an extensive 
study on the Social Media and its impact on 
Customer Relationship Management and hotels. The 
authors inferred that hotels in general are for the most 
part not using social media to its full potential, and in 
many cases are using it incorrectly and need to 
change up their marketing game plans in some cases 
in order to take advantage of social media. 
 
In the opinion of (Mohammed & Rashid 
2012)“Customer relationship management (CRM) 
has a growing popularity and is becoming one of the 
hottest academic and practical topics in the business 
field.. Therefore this study is an attempt to provide a 
value conceptual model that explains the theoretical 
linkages existing between CRM dimensions and hotel 
performance.”  
 
“Customer Satisfaction has converted into a critical 
issue which decides the success of any organization. 
It is one of the major factors which have to be taken 
into consideration. It is the demand of market to find 
out a way to make and feel your customer satisfy. 
The Concept of Customer Relationship Management 
(CRM) has emerged as magic stick and it describes 
the way to reach “Customer delightness” Singh & 
Rajput (2011). 
 

http://iraj.in
mailto:karuneshsaxena@gmail.com


International Journal of Management and Applied Science, ISSN: 2394-7926                                              Volume-3, Issue-9, Sep.-2017 
http://iraj.in 

Effect of Customer Demographics on their Perception Towards CRM Practices Adopted by Selected Hotels in Rajasthan Province of India 
 

102 

Customer Service is now more renamed as called 
Customer Relationship Management. The concept of 
Customer Relationship Management has a broader 
focus of not only serving the customer but also 
creating the customer and retaining them for 
profitable returns.Colgate et al.( 2005). 
 
“CRM like lower cost of recruiting customers, 
reduced costs of sales, higher customer profitability, 
increased customer retention and loyalty and 
evaluation of customer profitability. The company 
will get to know which customers are more 
profitable, the ones who never might become 
profitable, and which ones that might be profitable in 
the future. This is very important since the key to 
success in any business is to focus on acquiring 
customers who generate profit, and once you have 
found them, never let them go”. (Mc Kim, 2002). 
 
A relatively easy way to determine what services 
customer prefers is simply to ask them. According to 
Gilbert and Horsnell (1998), and Su (2004), guest 
comment cards (GCCs) are most commonly used for 
determining hotel guest satisfaction. GCCs are 
usually distributed in hotel rooms, at the reception 
desk or in some other visible place. However, studies 
reveal that numerous hotel chains use guest 
satisfaction evaluating methods based on inadequate 
practices to make important and complex managerial 
decisions. 
The most commonly made mistakes can be divided 
into three main areas, namely, quality of the sample, 
design of the GCCs, and data collection and analysis 
(Gilbert and Horsnell, 1998). In order to improve 
the validity of hotel guest satisfaction measurement 
practice, Barsky and Huxley (1992) proposed a new 
sampling procedure that is a “quality sample”. It 
reduces non response bias by offering incentives for 
completing the questionnaires. The components of 
their questionnaire are based on disconfirmation 
paradigm and expectancy-value theory 
Research Methodology: For the present study a 
structured questionnaire was given to the customers 
of the hotels for the data collection. Both open and 
close ended questions were asked to the customers. 5 
point likert scale was used to one part of the 
questionnaire for the purpose of analysis. In total 200 

questionnaires were distributed to the respondents. 
Snowball sampling was used for the research. The 
researcher has applied ANOVA and Leven’s test for 
the analysis of the data collected from the 
questionnaire 
Analysis and Interpretation: The relationship 
between the dependent and independent variables has 
been checked through the analysis of collected data. 
Demographic variables such as age were analyzed 
against dependent variables i.e. CRM factors such as 
perception, Customer Relationship, Customer Service 
Quality and Customer Retention. 
1.Effect of Age on Factors of CRM: For the purpose 
of the study the researcher has made several 
hypotheses to evaluate the relationship between 
various age groups of respondents and factors of 
CRM. All the hypotheses were analysed with the help 
of statistical tools. The analysis of the data was done 
with the help of Levene’s test and ANOVA. 
 
H01:   There is no significant difference between 

various age groups of respondents with 
regards to their perception about the CRM.  

 
H11:  There is significant difference between 

various age groups of respondents with 
regards to their perception about the CRM. 

 
H02:  There is no significant difference between 

various age groups of respondents with 
regards to Customer Relationship. 

 
H12:  There is significant difference between 
various age groups of respondents with regards to 
Customer Relationship. 
H03:  There is no significant difference between 

various age groups of respondents with 
regards to Customer Service Quality. 

H13:  There is significant difference between 
various age groups of respondents with 
regards to Customer Service Quality. 

H04:  There is no significant difference between 
various age groups of respondents with 
regards to Customer Retention. 

H14:  There is significant difference between 
various age groups of respondents with regards to 
Customer Retention.

 
Table 1 Descriptive Statistics of Age and Factors of CRM 
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Table 2 Test of Homogeneity of Variances 

 
In table 2, Levene’s Test for Equality of Variance is performed to test condition that the variances of both 
samples are equal or not. A high value results normally in a significant difference and a low value results 
normally in a non significant. 
Above table presents that Perception (.168), Customer retention (.646), Customer service quality (.263) and 
Customer Relationship (0.258) has high value than 00.05 and therefore can be interpreted as there is difference 
in the variances of all the factors of CRM and age. 

 
Table 3 ANOVA of Age and Factors of CRM 

 
 
According to table 3, the significant value of 
Perception (00.055) is greater to 00.05 so the null 
hypothesis is accepted that there is no significant 
difference between various age groups of 
respondents with regards to their perception 
about the CRM. This could be interpreted that all the 
age group customers have same perception towards 
CRM. 
 
The significant value of Customer Relationship 
(0.530) is greater than 00.05 so the null hypothesis is 
accepted that there is no significant difference 
between various age groups of respondents with 
regards to Customer Relationship. This could be 
interpreted as all the age group respondents are of the 
opininion that building customer relationship is an 
important factor of retaining customers and hence it is 
an inseparable part of hotel industry. 
The significant value of Customer Service Quality 
(0.565) is greater than 00.05 so the null hypothesis is 
accepted that there is no significant difference 
between various age groups of respondents with 
regards to Customer Service Quality. Thus it can 
be concluded that all age group respondents accept  

 
customer service quality as an important measure of 
CRM. 
 
The significant value of Customer Retention (0.097) 
is greater than 00.05 so the null hypothesis is 
accepted that there is no significant difference 
between various age groups of respondents with 
regards to Customer Retention. Thus it can be 
inferred that all age group respondents have common 
thinking about customer retention and they consider it 
as an important part of CRM. 
 
SUGGESTIONS 
 
Customer’s perception is taken as a strategic tool for 
the service quality of CRM measures of hotels in 
terms of customer’satisfaction, reduction in 
complaints of customers and increase in customer 
loyalty. So that Hotels should focus on following 
issues: 
1. Top management should be serious about CRM 
practices, to improve the profit of the organisation. 
2. Managers should improve the CRM practices to 
cater to the needs of customers. 
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3. Managers should frequently determine and 
supervise customer satisfaction, loyalty and 
commitment in order to build sound customer 
relationships. 
4. Budget allocation should be proper and according 
to the need of the hotel to improve the level of 
performance. 
5. Managers should improve customer segmentation, 
technological advancement and communicational 
aspects in CRM practices. 
6. Improvement of network for proper connectivity 
between customer and management. 
7. The hotel management should take less time for the 
solving customer’s queries. 
8. Hotels should launch customer friendly schemes on 
weekly or monthly basis to attract new customers. 
 
CONCLUSION 
 
Customers are the backbone of any business and if 
their loyalty is reduces or retention is difficult then 
it’s impossible for any business to survive. 
Hospitality industry is very much dependent on the 
customers only. From the above analysis the 
researcher has concluded that there is significant 
relationship between age of customers and factors of 
CRM.  All the respondents of each age group were of 
the same opinion that all the factors of CRM i.e. 
perception, customer service quality, customer 
retention, customer relation is very important to gain 
profit and are inseparable from CRM. Thus all these 
four factors of CRM forms the profitable structure 
any hotel. 
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