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EXECUTIVE SUMMARY 

The Project work “The influence of customer relationship management (CRM) on 

sales” with reference to Maruti Suzuki Arena, Bangalore, as required by the Alva’s 

Institute of Engineering and Technology, PG Department of Business Administration, 

Visvesvaraya Technological University, Belagavi.  

Objectives of the Study: 

1. To gain insight into how Maruti Suzuki Arena's current CRM system works in the 

Bangalore area. 

2. To evaluate the impacts of customer relationship management on the sales 

performance of Maruti Suzuki Arena in the Bangalore region.  

3. To identify the significant relationship between effective communication strategy and 

customer relationship management.  

This report is divided in to five chapters. First chapter is about Introduction and 

History of Maruti Suzuki Arena. Second Chapter shows Conceptual background and 

Literature review of the topic studied. Third chapter is about Research Design which 

contains statement of the problem, need for the study, objectives of the study, scope 

of the study, Research methodology, Hypotheses and limitations of the study. Fourth 

chapter is about Analysis and Interpretation of the data which is collected by the 

Loyalty Programmes benefits of the Questionnaire by using tables. Fifth chapter is 

about Findings, Conclusion and Suggestions based on the study. Then it contains 

Bibliography which is about the various websites used to collect the Literature Review 

and Secondary Data or the Project. Annexure contains the Questionnaire. 


