
© JUL 2026 | IRE Journals | Volume 10 Issue 1 | ISSN: 2456-8880 
DOI: https://doi.org/10.64388/IREV10I1-1719927 

 

IRE 1719927          ICONIC RESEARCH AND ENGINEERING JOURNALS 2609 

The Role of Marketers in Customer Retention Through 

Customer Relationship Management 
 

PROF. MUHAMMED MUNTAQHEEM G1, SHIVANI S REVANKAR2 

1Associate Professor, MBA Programme-Bapuji Institute of Engineering and Technology (BIET), 

Davangere, Karnataka, India 
2Post Graduate Student, MBA in Marketing and Finance, MBA Programme- Bapuji Institute of 

Engineering and   Technology (BIET), Davangere, Karnataka, India 

 

Abstract- Customer Relationship Management (CRM) 

has become an integral component of modern marketing 

strategies, enabling organizations to establish long-term 

relationships with customers and improve customer 

retention. This study examines the role of marketers in 

customer retention through CRM strategies using survey-

based primary data. A descriptive research design was 

adopted, and data were collected through a structured 

questionnaire. The available survey findings indicate that 

most respondents belong to the 21–30 years age group, 

students constitute the largest respondent category, and a 

majority have participated in online learning courses. 

These findings provide context for understanding how 

digitally active consumers interact with organizations and 

highlight the importance of personalized communication 

and relationship-building strategies. The study concludes 

that effective CRM practices significantly contribute to 

customer satisfaction, loyalty, and sustainable 

organizational growth. 
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I. INTRODUCTION 

 

The rapid growth of digital technologies has 

transformed the relationship between organizations 

and customers. Instead of focusing solely on 

acquiring new customers, businesses increasingly 

recognize the importance of retaining existing 

customers through effective Customer Relationship 

Management (CRM). CRM integrates technology, 

marketing, and customer service to understand 

customer expectations, improve satisfaction, and 

build long-term relationships. 

 

Marketers play a central role in implementing CRM 

strategies by analyzing customer needs, designing  

 

personalized marketing campaigns, maintaining 

communication, and improving service quality. 

Effective CRM not only increases customer loyalty 

but also enhances profitability through repeat 

purchases and positive word-of-mouth 

recommendations. 

 

This study examines the contribution of marketers in 

strengthening customer retention through CRM 

strategies using survey-based evidence. 

 

Organizations invest considerable resources in 

acquiring new customers, yet many struggle to retain 

them. Poor customer service, lack of personalization, 

and ineffective communication often result in 

customer dissatisfaction. Understanding the role of 

marketers in implementing CRM strategies is 

therefore essential for improving customer retention 

and long-term business success. 

 

II. OBJECTIVES 

 

To examine the role of marketers in customer 

retention. 

To understand the importance of CRM strategies. 

To identify factors influencing customer satisfaction. 

To analyze customer characteristics based on the 

available survey data. 

To provide recommendations for improving CRM 

practices. 

 

III. REVIEW OF LITERATURE 

 

According to Kotler and Keller (2016), Customer 

Relationship Management focuses on building 

profitable long-term relationships with customers by 

delivering superior value. 
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Buttle (2009) describes CRM as a business strategy 

that integrates people, technology, and processes to 

maximize customer loyalty and organizational 

profitability. 

 

Payne (2006) emphasizes that successful CRM 

requires effective communication, customer 

segmentation, personalized marketing, and 

continuous service improvement. 

 

Previous research consistently demonstrates that 

organizations adopting customer-centric CRM 

strategies experience higher customer satisfaction and 

stronger customer retention. 

 

IV. RESEARCH METHODOLOGY 

 

Research Design: Descriptive Research 

 

Sources of Data 

Primary Data: Structured questionnaire 

Secondary Data: Books, journals, research articles, 

and academic publications 

 

Sample Size 

100 Respondents 

Statistical Tool 

Percentage Analysis 

Results and Discussion 

The present study follows a structured methodology 

to collect and analyze information related to CRM 

strategies and customer retention. 

 

V. ANALYSIS AND INTERPRETATION 

 

Age Distribution 

 

1. Age Group 

Options Number of 

Responses 

Percentage 

Below 20 years 15 15% 

21–30 years 45 45% 

31–40 years 25 25% 

Above 40 

years 

15 15% 

 

 

 
The survey indicates that respondents between 21 and 

30 years represent the largest age group, followed by 

respondents aged 31–40 years, while smaller 

proportions belong to the below-20 and above-40 age 

categories. This suggests that the study primarily 

reflects the perspectives of young adults, who are 

generally more active users of digital platforms and 

CRM-enabled services 

 

Occupation 

Options Number of Responses Percentage 

Students 50 50% 

Employees 30 30% 

Business 10 10% 

Others 10 10% 

 

 
Students constitute the largest occupational group 

among respondents, followed by employed 

individuals. This distribution indicates that the survey 

largely represents individuals who regularly engage 

with digital communication channels and online 
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services, making them relevant participants for 

evaluating CRM practices. 

 

 Participation in Online Learning 

Options Number of Responses Percentage 

Yes 75 75% 

No 25 25% 

 

 
Most respondents reported having enrolled in an 

online learning course. This suggests a high level of 

familiarity with digital platforms and indicates that 

respondents are likely to have experience with online 

customer service, personalized communication, and 

digital engagement—all of which are important 

components of CRM. 

 

VI. DISCUSSION 

 

The available survey findings indicate that digitally 

active individuals, particularly young adults and 

students, form a significant customer segment. Since 

these customers frequently interact with 

organizations through digital channels, marketers 

must prioritize responsive communication, 

personalized experiences, and consistent customer 

support. 

 

CRM technologies enable organizations to collect 

customer information, understand purchasing 

behaviour, and provide tailored services. 

Personalized interactions increase customer 

satisfaction and encourage repeat engagement, 

ultimately improving customer retention. 

 

 

VII. SCOPE FOR FUTURE RESEARCH 

 

Future research may include larger sample sizes, 

multiple industries, advanced statistical techniques, 

and additional CRM variables such as customer 

satisfaction, loyalty, service quality, and purchase 

intentions. Comparative studies across organizations 

and geographic regions may provide further insights 

into effective CRM implementation. 

 

VIII. CONCLUSION 

 

Customer Relationship Management has emerged as 

one of the most valuable strategic tools for 

organizations seeking sustainable customer 

relationships. The available survey findings indicate 

that the respondents are predominantly young, 

digitally engaged individuals, highlighting the 

importance of effective digital marketing and 

customer relationship practices. Organizations that 

invest in CRM systems, personalized communication, 

and customer-focused strategies are better positioned 

to improve customer satisfaction, strengthen loyalty, 

and achieve long-term business success. 
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