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Abstract 

 

In the business world customer relationship management has emerged as the main marketing 

activities of the firms. Research shows that (Reichheld, 1996) it takes more than six times the 

cost to acquire a new customer than to retain the customer. Therefore, to maintain a relationship 

with the customer is highly desirable. The organization needs to increase the customer 

willingness to engage in relationship. The focus should be on development of relationships so 

that the share of the relationship of a company and the customer increases which further 

increases Relationship Share. 

 This study offers a thorough investigation of the factors that affect the customer 

willingness to engage in the relationship and relationship share, and, it is empirically found that 

customer satisfaction and customer willingness to engage in the relationship significantly affect 

the relationship share. Conceptual model is derived by drawing literature from different 

disciplines like marketing, management and information systems. 

 The conceptual model was tested empirically to determine (1) effect of customer 

satisfaction and customer willingness to engage in the relationship on relationship share. (2) How 

customer attitude affects customer willingness to engage in the relationship and (3) how the 

knowledge and belief of the CRM program impacts customer's attitude towards the hotel. 

 The study indicates that customer satisfaction and customer willingness to engage in the 

relationship are predictors of relationship share. Further, customer satisfaction is also a predictor 

of the customer's attitude toward the hotel. The results of the study also show that customer 

willingness to engage in the relationship is dependent on attitude of customer toward firm which 

is further dependent on knowledge about CRM program. 
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The study also investigates the moderating role of personal characteristics like gender and 

age on various causal relationships. Gender has been found a moderator between satisfaction and 

customer willingness to engage in the relationship. The results also support the hypothesis of 

moderating role of age between customer willingness to engage in the relationship and 

relationship share.  

Thus, the findings of the present study help the practitioners to understand the reasons for 

the high failure rate of CRM projects from a customer's point of view. Finally, this study also 

lays the background for future studies aimed at enhancing the existing knowledge pool on the 

factors affecting the CRM implementation and customer willingness to engage in the relationship 

and relationship share framework for future research.  
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