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Abstract 

CRM practices are said to be 

effectively implemented by providing 

prompt responses to patients for 

appointments and admissions, dealing 

with patients and by showing courtesy to 

patients. Patient satisfaction can be 

ensured by having talented personnel by 

the hospitals to face the public. The true 

challenge of CRM is to increase customer 

loyalty thereby contributing to 

enhancement of business. CRM practices 

of hospitals have to be in alignment with 

the hospital vision, mission and culture in 

order for it to be executed with ease by its 

personnel. The researcher has done this 

study with special focus to Influence of 

demographic variables on satisfaction 

towards services offered in Corporate 

Hospitals. To test the significant influence 

of respondent’s demographic variables 

(gender, age, marital status, education, 

occupation, monthly family income, 

duration of visit) on satisfaction towards 

services offered by the Corporate 

Hospitals in Chennai, one-way ANOVA 

was applied to ascertain the influence of 

respondents’ demographic variables on 

satisfaction towards services offered in 

Corporate Hospitals. The findings and 

implications from the study has been 

discussed in detail in the paper. 

Keywords : CRM, Corporate Hospitals, 

Chennai Hospitals, Relationship 

Management 

I.  CRM IN HOSPITALS 

 Healthcare industry is one of the 

evergreen sectors and depicts customer 

sensitivity rather than customer 

satisfaction. Hospitals are the most 

important element in healthcare industry. 

Patients are the customers in hospitals, 

whose happiness is very important for 

effective CRM in hospitals. Therefore, to 

maintain the happiness of customers in 

hospitals the researcher proposes to study 

CRM in hospitals. CRM is signified by its 

customer centric business philosophy, 

culture to promote effective marketing, 

sales and service processes. The effective 

CRM depends on the level of customer 

satisfaction for which a customer is ready to 

pay a premium price for customized 

services. A hospital plays a major role in 

restoring and maintaining the health of 

patients. The aspects not restricted to Care 

for injured and sick, and preventive health 

care are broad functions of a hospital. 

Services offered pertaining to hospitals falls 

under the scope of inpatient service, 

outpatient service and emergency services.  

The effectiveness of CRM in 

hospitals is visible from its end to end 

execution of CRM practices embedded in 

the vision and mission of the hospitals. It is 

ultimately to improve, and enhance the 

customers’ delight of the hospitals, that 

they strive for through uncompromising 

sincerity. CRM strategies also help 

hospitals to strengthen its relationship with 

its stakeholders like hospital employees, 

medical staff, patients and community at 

large. It is inevitable that all stakeholders of 

the hospitals be aware of the CRM practices 

embedded in Hospital vision and mission, 

in addition to giving an extensive training 

to its hospital staff, medical staff and the 

administrators. Educating on the 

significance of CRM is more important that 

actual implementation of CRM. 

NEED & SCOPE OF THE STUDY 

Health sector is the most prime one 

among the service sector and its services to 

the society is inevitable. There is no end to 

its needed enhancement in all aspects 

keeping in mind the unpredictable minds of 

the customers in the market. This study is 

done among the customers’ of the top ten 

hospitals in the most predominant Chennai 

metropolitan city. However, the findings 
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from this study can be generalized to whole 

of the country as among the top ten 

hospitals, a few have their operations in 

other parts of the country also. And 

moreover it’s about the perception of the 

customers which would be similar to 

people from other parts of the country also. 

STATEMENT OF THE PROBLEM 

In the liberalized economy 

corporate hospitals grow with much 

broader perspectives. Healthcare has 

become an indispensible area of study in the 

present scenario. Thus it is a challenge to 

the corporate hospitals to be competitive in 

offering services and developing 

relationships with their Service-seekers 

with a defined framework. It is reported that 

companies that adopted non-financial 

measures and then established a casual link 

between measures and financial outcomes, 

produced significantly higher returns on 

equity over a five years period than those 

that did not. Increased emphasis is being 

placed on developing measures that are 

customer centric and give managers a better 

idea of how their CRM policies and 

programs are performing.  This enables to 

determine whether implementation of CRM 

processes at different levels are associated 

with superior performance outcome and 

relationship building in corporate hospitals 

in Chennai. The outcomes relating to the 

effectiveness of the CRM practices based 

on the performance areas that ultimately 

affect the process are the focus of the study. 

OBJECTIVES OF THE STUDY 

            To study the influence of 

demographic variables on the perception of 

services  & on Customer relationship 

management in corporate hospitals. 

 

HYPOTHESES OF THE STUDY 

There is no significant influence of 

demographic variables on Customer 

relationship management. 

II. REVIEW OF LITERATURE 

Related literature was analyzed to 

understand the significance of the 

undertaken study at the current situation.  

Mueller (2010) characterizes customer 

relationship management aspect of the 

business as a highly dynamic, and 

convincingly argues that businesses have to 

adopt a proactive approach in devising 

relevant programs and initiatives in order to 

remain competitive in their industries. 

According to Peppers and Rogers 

(2011), there is global tendency in customer 

relationship management that relates to the 

shift from transactional model towards the 

relationship model. In other words, Peppers 

and Rogers (2011) argue that satisfying 

customer needs as a result of on-time 

transaction is not sufficient today in order 

to ensure the long-term growth of the 

businesses. Thus the literature suggests that 

RM as a concept began to emerge in the 

early 1980s and over a relatively short 

period of time the application of RM 

became rapid.  

In a recent study by Lin and Wu (2011), 

it has been proved that there exists a 

statistically significant relationship 

between quality commitment, trust and 

satisfaction and customer retention and 

future use of product. In an earlier study, it 

has been found that trust and commitment 

lead directly to cooperative behaviour that 

are conducive to relationship marketing 

success; and important in the establishment 

and maintenance of long term relationships 

with customers. 

Surendra Kumar & Meenakshi 

Srivastava (2011) The implementation of 

Customer relationship Management (CRM) 

Systems has been increased within 

organizations for the purposes of increasing 

customer loyalty accompany with 

decreasing expenses and increasing 

revenues. The perception of the benefits 

associated with the implementation of 
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CRM systems is an essential step for the 

adoption and implementation of CRM 

systems. Therefore, this paper presents the 

study conducted to investigate the 

perception of the CRM systems in the 

private hospitals in the northern part of 

India as there is a lack of adoption of CRM 

systems in hospitals. Qualitative research 

approach that is interview based was 

adapted in the study. The management of 

10 private hospitals in the northern part of 

India was interviewed. The results reveal 

that no hospital has adopted CRM system. 

In addition, there is a substantial lack of 

understanding of the benefits of CRM 

systems in hospitals. Some hospitals claim 

that the implementation of CRM system is 

not of their priorities and there are much 

important projects as the implementation of 

Electronic Medical Records (EMD). 

Deshmukh   M   (2012)   with   the   

growth   of   Service   Marketing,   

Customer   Relationship Management 

(CRM) advanced and became popular in 

India. CRM in a bank highlights about 

importance of the customer needs, giving 

importance to customers, and 

customer relationship as long lasting 

impressive experience. 

 

Anil Chhangani (2013). Stated that 

CRM implementation is essential in 

hospitals.CRM creates a win-win situation 

for both hospital administrators and 

patients. CRM helps to elevate patient’s 

loyalty, address issues of patients, and can 

identify valuable patient. Speedy retrival of 

patient information becomes possible.  

Arun  K. A.  & Deepali.S.  (2013). did 

a study to develop a reliable and valid CRM 

(Customer relationship management) scale 

specifically catering to Indian public 

hospitals. The findings of this study 

validated the long held belief that CRM is a 

multidimensional construct and serves as a 

critical success factor for performance 

enhancement.  

The above discussed literature reveals that 

there is a significant requirement to study about 

customer relationship management in corporate 

hospitals due to its increased need existing 

among people for excellent services. This study 

will try to address the unaddressed issues to 

certain extent which may serve as a value 

addition to the present day hospital sector. This 

will also facilitate the hospital management to 

improvise the customer service with respect to 

specific justifications.  

 

III. Research Methodology 

 

The study was conducted among 

patients from top ten corporate hospitals 

from Chennai city . They are Apollo 

Hospitals, Frontier Lifeline Hospital, 

Madras Medical Mission, Fortis Malar 

Hospital, MIOT Hospital, Vijaya Hospital 

and Health Centre, Billroth Hospitals, SRM 

hospital, Sri Ramachandra Medical Centre 

and Chettinad Health City. Convenient 

sampling by non-probability method was 

exploited for choosing the samples. 624 

customers from best top 10 hospitals from 

Chennai city were chosen for the purpose of 

study owing to their sizes (number of beds), 

treatment facilities and preferences of 

customers. A tool consisting of 14 items 

was used to study Customer Relationship 

Management and the demographic factors 

was studies using 10 items. This is an 

attempt by the researcher on “Influence of 

demographic variables on satisfaction 

towards services offered in Corporate 

Hospitals – An Indian Study”. The tool was 

tested for reliability and its Cronbach’s 

Alpha co-efficient was 0.81.  

 

IV. ANALYSIS AND 

DISCUSSION 

 

4.1 PROFILE OF THE 

RESPONDENTS  

Respondents availed the services of 

Corporate Hospitals in Chennai were 

selected for the study.  Profile of the 

respondents was studied in terms of gender, 
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age, marital status, education, occupation, 

monthly family income, family size and 

duration of visit. Table 4.1 displays the 

profile of the respondents.  

Table 4.1 

Profile of the respondents 

Particulars Classification 
Number of 

Respondents 
Percentage 

Gender 
Male 386 61.9 

Female 238 38.1 

Age 

21-30 years 112 17.9 

31-40 years 129 20.7 

41-50 years 219 35.1 

Above 50 years 164 26.3 

Marital Status 
Married 363 58.2 

Single 261 41.8 

Education 

School level 67 10.7 

Graduate 287 46.0 

Post graduate 152 24.4 

Others 118 18.9 

Occupation 

Government sector 132 21.2 

Private sector 244 39.1 

Business 110 17.6 

Home maker 97 15.5 

Others 41 6.6 

Monthly Family 

Income 

Below Rs. 0.5 Lakh 244 29.1 

Rs.1-1.5 Lakhs 150 24.0 

Rs.1 - 1.5 lakhs 96 15.4 

Above Rs.1.5 Lakhs 134 21.5 

Family size 

Up to 3 138 22.1 

4 and 5 296 47.4 

6 and above 190 30.4 

Duration of visit  

Up to 1 year 220 35.3 

1 - 4 years 242 38.8 

Above 4 years 162 26.0 

         Source: Primary data 

a. 61.9% of the respondents are males 

and 38.1% of the respondents are 

females. It is observed that more 

than three fifth of the selected 

respondents (61.9%) are men. 

b. 35.1% of the respondents are in the 

age group of 41-50 years, whereas 

26.3% of the respondents belong to 

the category of above 50 years, 

another 20.7% of the respondents  

 

are 31-40 years age group and 

17.9% of the respondents are in the 

age group of 21-30 years.  It is 

observed that more than one third of 

the respondents (35.1%) are in the 

age group of 41-50 years.  

c. 58.2% of the selected respondents 

were married and 41.8% of the 

respondents are living as single. It is 

observed that more than half of the 

respondents (58.2%) were married. 
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d. 46.0% of the respondents are 

graduates, whereas 24.4% of the 

respondents are post graduates, 

another 18.9% of the respondents 

possess other educational 

qualification and 10.7% of the 

respondents are possessing school 

level education. It is observed that 

more than four tenth of the 

respondents (46.0%) are possessing 

graduation as their educational 

qualification. 

e. 39.1% of the respondents are 

working in Private sector, whereas 

21.2% of the respondents are 

employed in Government sector, 

another 17.6% of the respondents 

are running their own business, 

15.5% of the respondents are home 

makers and 6.6% of the respondents 

are engaged in other sectors.  It is 

observed that more than three fifth 

of the respondents (39.1%) are 

working in Private sector. 

f. 29.1% of the respondent’s family 

monthly income ranges between Rs. 

0.5 -1 Lakh, whereas 24.0% of the 

respondent’s family income is 

between Rs.1-1.5 Lakhs per month, 

another 21.5% of the respondent’s 

family income per month is more 

than Rs.1.5 lakhs and 15.4% of the 

respondent’s monthly family 

income is between Rs.1 - 1.5 lakhs.  

It is observed that most of the 

respondent’s (29.1%) monthly 

family income ranges from Rs. 0.5 -

1 Lakh. 

g. 47.4% of the respondents are living 

in a family of size 4 and 5, whereas 

30.4% of the respondents are living 

in the family of size 6 and above and 

22.1% of the respondents are living 

in a family of size upto 3 members.  

It is observed that most of the 

respondents (47.4%) are living in a 

family of size 4 & 5 members. 

h. 38.8% of the respondents are 

visiting the Corporate Hospitals for 

1-4 years, whereas 35.3% of the 

respondents are visiting less than 

one year and another 26.0% of the 

respondents are visiting the 

Corporate Hospitals for more than 4 

years. It is observed that most of the 

respondents (38.8%) are visiting 

Corporate Hospitals for 1-4 years. It 

is observed that most of the 

respondents (38.8%) are visiting 

Corporate Hospital for 1-4 years. 

Influence of respondent’s demographic 

variables on satisfaction towards services 

offered by the Corporate Hospitals   

          To test the significant influence of 

respondent’s demographic variables 

(gender, age, marital status, education, 

occupation, monthly family income, 

duration of visit) on satisfaction towards 

services offered by the Corporate Hospitals 

in Chennai, one-way ANOVA is applied to 

ascertain the influence of respondents’ 

demographic variables on satisfaction 

towards services offered in Corporate 

Hospitals.  The following null hypotheses 

are framed: 

H0 : There is no significant influence of 

(a) gender (b) age (c) marital status (d) 

education      (e) occupation (f) monthly 

family income (g) duration of visit on 

satisfaction towards services offered in 

Corporate Hospitals 

 Table 4.2 shows the results of 

influence of respondent’s demographic 

variables on satisfaction towards services 

offered in Corporate Hospitals.  

Table 4.2 

Influence of demographic variables on 

satisfaction towards services offered in 

Corporate Hospitals 
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Variables Classification N Mean S D F value 

Gender 

Male 386 3.40 1.032 

9.336** (p<.001) 

Female 238 3.74 0.913 

Age 

21-30 yrs 112 3.68 0.973 

13.809** (p<.001) 

31-40 years 129 3.50 1.105 

41-50 years 219 3.66 0.902 

Above 50 years 164 3.27 1.055 

Marital Status 

Married 363 3.46 1.101 

13.507** (p<.001) 

Single 261 3.62 1.013 

Education 

School level 67 3.75 0.865 

5.068** (p=.002) 

Graduate 287 3.48 1.032 

Post graduate 118 3.53 1.018 

Others 152 3.52 1.023 

Occupation 

 

Government sector 132 3.44 0.928 

2.139 (p=.075) 

Private sector 244 3.54 0.991 

Business 110 3.55 1.177 

Home maker 97 3.52 0.979 

Others 41 3.70 0.985 

Monthly Family Income 

Below Rs.0.5 lakhs 244 3.51 1.007 

10.125** (p<.001) 

Rs. 0.5 -1 Lakh 150 3.71 0.855 

Rs.1 - 1.5 lakhs 96 3.44 1.086 

Above Rs.1.5 Lakhs 134 3.42 1.108 

Duration of visit 

Up to 1 year 220 3.42 1.029 

8.492** (p<.001) 1 - 4 years 242 3.57 1.027 

Above 4 years 162 3.61 0.957 

                 **Significant at 1% level  
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Gender  

The obtained 'F' value is 9.336 and 

it is significant at 1% level. Therefore, the 

formulated hypothesis “There is no 

significant influence of gender on 

satisfaction towards services offered in 

Corporate Hospitals” is rejected. It 

indicates that there is significant influence 

of gender on services offered in Corporate 

Hospitals in Chennai. 

Further, the table 4.16 indicates 

that the female respondents have scored 

highest mean value of 3.74 and the lowest 

mean value was scored by the male 

respondents (3.40). This shows that 

women are more satisfied with the services 

offered in Corporate Hospitals than men.   

Age  

The obtained 'F' value is 13.809 

and it is significant at 1% level. Therefore, 

the formulated hypothesis “There is no 

significant influence of age on satisfaction 

towards services offered in Corporate 

Hospitals” is rejected. It indicates that 

there is significant influence of age on 

satisfaction towards services offered in 

Corporate Hospitals in Chennai. 

Further, the table 4.2 indicates that 

the respondents in the age group of 21-30 

years have scored highest mean value of 

3.68 and the lowest mean value was scored 

by the respondents with above 50 years 

(3.27). This shows that respondents with 

21-30 years of age are satisfied with the 

services offered in Corporate Hospitals 

and the respondents with more than 50 

years are having less satisfaction towards 

services offered in Corporate Hospitals.   

Marital status 

The obtained 'F' value is 13.507 

and it is significant at 1% level. Therefore, 

the formulated hypothesis “There is no 

significant influence of marital status on 

satisfaction towards services offered in 

Corporate Hospitals” is rejected. It 

indicates that there is significant influence 

of marital status on satisfaction towards 

services offered in Corporate Hospitals in 

Chennai. 

Further, the table 4.2 indicates that 

the respondents living as single have 

scored highest mean value of 3.62 and the 

lowest mean value was scored by married 

respondents (3.46). This shows that the 

respondents living as single are more 

satisfied with the services offered in 

Corporate Hospitals than the married 

respondents.   

Education  

The obtained 'F' value is 5.068 and 

it is significant at 1% level. Therefore, the 

formulated hypothesis “There is no 

significant influence of education on 

satisfaction towards services offered in 

Corporate Hospitals” is rejected. It 

indicates that there is significant influence 

of education on satisfaction towards 

services offered in Corporate Hospitals in 

Chennai. 

Further, the table 4.2 indicates that 

the respondents having school level 

education have scored highest mean value 

of 3.75 and the lowest mean value was 

scored by the graduates (3.48). This shows 

that the respondents having school 

education are more satisfied towards the 

services offered in Corporate Hospitals 

and the graduates expressed less 

satisfaction towards services offered in 

Corporate Hospitals.   

Occupation  

The obtained 'F' value is 2.139 and 

it is insignificant at 5% level. Therefore, 

the formulated hypothesis “There is no 

significant influence of occupation on 

satisfaction towards services offered in 

Corporate Hospitals” is accepted. It 

indicates that there is no significant 

influence of occupation on satisfaction 

towards services offered in Corporate 

Hospitals in Chennai. 
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Monthly family income 

The obtained 'F' value is 10.125 

and it is significant at 1% level. Therefore, 

the formulated hypothesis “There is no 

significant influence of monthly family 

income on satisfaction towards services 

offered in Corporate Hospitals” is rejected. 

It indicates that there is significant 

influence of monthly family income on 

satisfaction towards services offered in 

Corporate Hospitals in Chennai. 

Further, the table 4.2  indicates that 

the respondents with family monthly 

income of  Rs. 0.5 -1 Lakh have scored 

highest mean value of 3.71 and the lowest 

mean value scored by the respondents with 

family monthly income of above Rs 1.5 

lakhs (3.42). This shows that the 

respondents with family monthly earning 

of Rs. 0.5 -1 Lakh per month are more 

satisfied towards services offered in 

Corporate Hospitals and the respondents 

with family monthly income of above 1.5 

lakhs felt that services offered in Corporate 

Hospitals needs improvement. 

Duration of Visit 

The obtained 'F' value is 8.492 and 

it is significant at 1% level. Therefore, the 

formulated hypothesis “There is no 

significant influence of duration of visit on 

satisfaction towards service quality in 

Corporate Hospitals” is rejected. It 

indicates that there is significant influence 

of duration of visit on satisfaction towards 

service quality in Corporate Hospitals in 

Chennai. 

Further, the table 4.2 indicates that 

the respondents visiting Corporate 

Hospitals for more than 4 years have 

scored highest mean value of 3.61 and the 

lowest mean value was scored by the 

respondents visiting Corporate Hospitals 

for less than 1 year (3.42). This shows that 

the respondents visiting Corporate 

Hospitals for more than 4 years are more 

satisfied with the service quality in 

Corporate Hospitals and the respondents 

visiting Corporate hospitals for less than 

one year are less satisfied with the service 

quality in Corporate Hospitals. 

V. Conclusion 

From the study significant 

influence of gender, age, marital status, 

education, monthly family income and 

duration of visit on satisfaction towards 

service quality in Corporate hospitals is 

observed. Women are more satisfied with 

the services quality in Corporate Hospitals 

than men.  Respondents with 21-30 years 

of age are satisfied with the service quality 

in Corporate Hospitals and the respondents 

with more than 50 years are having less 

satisfaction towards service quality in 

Corporate Hospitals.  Respondents living 

as single are more satisfied with the 

service quality in Corporate Hospitals than 

the married respondents.  Respondents 

having school education are more 

influence on satisfaction towards service 

quality in Corporate hospitals and the 

respondents of graduates are less influence 

on satisfaction towards service quality in 

Corporate hospitals.  Respondents with 

family monthly earning of Rs. 0.5 -1 Lakh 

per month are more satisfied towards 

services offered in Corporate Hospitals 

and the respondents with family monthly 

income of above 1.5 lakhs felt that services 

offered in Corporate Hospitals needs 

improvement. Respondents visiting 

Corporate Hospitals for more than 4 years 

are more satisfied with the service quality 

in Corporate Hospitals and the respondents 

visiting Corporate hospitals for less than 

one year are less satisfied with the service 

quality in Corporate Hospitals. Whereas 

significant influence of occupation on 

satisfaction towards service quality in 

Corporate hospitals is not observed.  

 

Influence of respondent’s demographic 

variables on CRM aspects in Corporate 

hospitals 
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Significant influence of gender on 

initiation, maintenance, use of technology 

and relationship orientation in Corporate 

hospitals is not observed. Significant 

influence of age on initiation, maintenance, 

use of technology and relationship 

orientation in Corporate hospitals is 

observed. Respondents in the age group of 

21-30 years are more comfortable with the 

CRM initiation and the respondents with 

age more than 50 years expressed that CRM 

initiation needs improvement in Corporate 

Hospitals. Respondents in the age group of 

above 50 years of age are more pleased with 

the maintenance and the respondents with 

21-30 years of age felt that maintenance 

need to be improved. Respondents in the 

age group of 21-30 years are more pleased 

with the technology adopted and the 

respondents with 31-40 years of age agreed 

that the technology needs to be improved in 

Corporate Hospitals. Respondents in the 

age group of 21-30 years are more pleased 

with the relationship orientation and the 

respondents with more than 50 years of age 

accepted that they are little unpleased with 

the relationship orientation in Corporate 

Hospitals. 

Significant influence of marital status 

on initiation, maintenance, use of 

technology and relationship orientation in 

Corporate hospitals is not observed. 

Significant influence of education on 

initiation, use of technology and 

relationship orientation in Corporate 

hospitals is observed. Respondents 

possessing school level education are more 

pleased with the initiation and the 

Graduates agreed that CRM initiation needs 

to be improved in Corporate Hospitals. 

Respondents having school level education 

are more satisfied with the technology 

adopted and the Graduates are less pleased 

with the technology adopted in Corporate 

Hospitals. Respondents possessing school 

level education are more pleased with the 

relationship orientation and the graduates 

are less pleased with the relationship 

orientation in Corporate Hospitals. While 

such significant influence of education on 

maintenance in Corporate hospitals is not 

observed.  

Significant influence of occupation on 

maintenance, use of technology and 

relationship orientation in Corporate 

hospitals is observed. Home makers are 

more pleased with the usage of technology 

and the Government sector employees are 

less pleased with the technology used in 

Corporate Hospitals. Respondents 

employed in Private sectors are more 

pleased with the relationship orientation 

and the respondents employed in 

Government sector are less pleased with 

the relationship orientation in Corporate 

Hospitals. Respondents employed in 

private sectors are more pleased with the 

maintenance and the respondents working 

with Government sector agreed that the 

maintenance in Corporate Hospitals needs 

to be improved.  Whereas such 

significance is not observed with initiation 

in Corporate hospitals 

Significant influence of monthly family 

income on use of technology and 

maintenance in Corporate hospitals is 

observed. Respondents with family 

monthly income of Rs. 0.5 -1 Lakh are more 

pleased with the technology adopted and 

the respondents with family monthly 

income of Rs.1 - 1.5 lakhs are less pleased 

with the use of technology in Corporate 

Hospitals. Respondents with family 

monthly income of Rs. 0.5 -1 Lakh are more 

satisfied with the maintenance and the 

respondents with family income of Rs.1 - 

1.5 lakhs per month are less pleased with 

the maintenance in Corporate Hospitals. 

Whereas significant influence of monthly 

family income on initiation and relationship 

orientation in Corporate hospitals is not 

observed.  

Significant influence of duration of 

visit on initiation, maintenance, use of 

technology and relationship orientation in 

Corporate hospitals is observed. 

Respondents visiting Corporate Hospitals 

for more than 4 years are more pleased 

with the initiation and the respondents 

visiting Corporate Hospitals for less than 1 
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year agreed that the CRM initiation needs 

to be improved in Corporate Hospitals. 

Respondents visiting Corporate Hospitals 

for more than 4 years are more satisfied 

with the technology adopted and the 

respondents visiting Corporate Hospitals 

for less than 1 year felt that usage of 

technology in Corporate Hospitals need to 

be improved. Respondents visiting 

Corporate Hospitals for more than 4 years 

are more comfortable with the technology 

adopted and the respondents visited less 

than 1 year accepted that the technology 

adopted needs to be improved in Corporate 

Hospitals. Respondents visiting Corporate 

Hospitals for less than 4 years are more 

satisfied with the maintenance and the 

respondents visited less than 1 year are less 

satisfied with the maintenance in 

Corporate Hospitals. 

  

Suggestions  

Need for customer relationship 

management has been witnessed from all 

over the world and hence the organizations 

of present day have to think of 

implementing it at all phases of its business. 

The health or the hospital sector is not an 

exception to this challenge and hence this 

study was undertaken by the researcher. 

The chosen study has identified that there is 

a major need for adopting CRM practices 

is more deeply felt in service industries as 

they deal with ‘intangibles’ with high 

level of ‘human interaction’. The hospitals 

have to strive to build its image and 

reputation among its customers as it is very 

important factor that leads to reliability and 

trust of the customers on the hospitals. Fair 

business practices with high ethical 

standards and increased transparency are 

expected by the customers. Managersare 

required to formulate value based 

marketing strategies for managing 

lasting relationships with their customers.  

Service organizations can design marketing 

communication strategies, giving 

appropriate weightage to m e d i a  p o w e r  

an d  p e o p l e  po w er , for reaching out to 

their target customers. The hospitals should 

provide strong technical core of services,  in 

addition to keeping the knowledge updated on 

the current technological updates. The hospitals 

should provide advanced medical service in 

addition to constant upgrading of systems  and  

technology  and  sharpening  the  skills  of 

service  providers  is  imperative  on  deliver  

technically superior service solutions. The  

need  for  high  level  of  customized  

service  with personal touch is very 

important and that has to be fulfilled by the 

hospitals in order to ensure effective 

relationship management of customers. The 

organizational practices and policies should 

be such that it takes care of the customers 

rather than cumbersome and tedious. The 

service providers should align with the 

service seekers in satisfying the 

requirements as to maintain a cordial 

relationship between eachother. 
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