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1.1 INTRODUCTION 

Sarika (2011) stated that the agro-chemical 

industry in India had emerged in the year 

1906. In Ranipet, first manufacturing was 

established with a capacity of production 

about 6000 metric tons. In 40s and 50s, 

large sized chemical plants and fertilizers 

were established in Sindri and Cochin with 

a concept of expanding a base for mass 

manufacturing, production and 

industrialization. Subsequently, green 

revolution success in the late 60s became 

the major boost to Indian agrochemical 

industry. In 80s, industry had seen a 

noticeable improvement to the production 

A marketing form emphasizing the retention and satisfaction of customers instead of dominantly 

focusing on the sales transactions is referred to as the relationship marketing. Thus, it can be widely termed as 

a customer relationship management or CRM strategy intended to encourage lasting and strong customer 

connections to a product or a brand. The main aim of relationship marketing is to stimulate continuous sales, 

encourage brand promotions and acquire information of the potential customers. In the current competitive 

market, it has become very essential for every business organization to retain their potential customers in 

order to overcome the anticipated rivalries. Thus, the focus of the study is to analyze how the sales are boosted 

by adopting the relationship marketing strategy. The study intends to study the relationship marketing 

strategies in agro chemical industries of India. The study adapts the primary as well as secondary data for the 

analysis. And the secondary data for the study is gathered from 50 marketing managers from top agro 

chemical firms with specific reference to Mumbai, by conducting a survey. A quantitative questionnaire is used 

to collect data from the top managers of the agro chemical industries. The focus, benefits and challenges of 

adapting the relationship marketing strategies are analyzed in the study and finally certain strategies are 

recommended to the Indian agrochemical industries in order to maintain good relationship with their 

customers, as it is in turn anticipated to the successful long run of the business. 
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capacity of the fertilizer. At present, there 

are 70 small and medium operation scale 

units and 63 large size fertilizer units in 

the nation manufactures phosphoric, 

nitrogenous and complex fertilizers. In the 

agrochemical industry, India is the 4
th

 

largest producer next to United States of 

America, Japan and China. At the same 

time, it iss noted that consumption of 

agrochemicals in India was lowest in the 

world (FICCI, n,d). In order to increase the 

consumption, agro-chemical industries 

were attempting to focus on relationship 

marketing. According to Kotler et al 

(2004) relationship marketing is referred 

as the short-term arrangement where both 

seller and buyer would possess an interest 

to provide a more satisfying exchange and 

also consumer relationship expands 

communication beyond sales, promotional 

messages and intrusive advertising. 

In addition to this, the modifying global 

market circumstances, significant 

development in R&D (research and 

development) farmer knowledge and 

awarenessand role of government has 

greatlyinfluenced the agrochemical 

industry. Expectations of the stakeholders 

and customers are ever changing and high, 

therefore agrochemicals planned to invest 

more in relationship marketing for 

customer satisfaction and farmer contact 

(Sahney and Shrivastava, n,d).Therefore 

this research investigates in detail about 

the boosting sales with relationship 

marketing with specific analysis of Indian 

agro-chemical firms. 

1.2 Problem identified 

In the current scenario, it is most essential 

for any business organization to retain 

their potential consumers otherwise the 

rivalries would attract them. Global 

slowdown in the growth of the economy, 

maximizing rate of inflation, maximizing 

rate of interests are some reasons of the 

firms to think differently for maintaining 

their sales and profit. In addition to that, 

organizations are struggling for their 

sustainable growth and survival. Thus 

firms are attempting to perform something 

by which they could retain their customers 

through the relationship marketing (Yadav, 

2012). Therefore this study intends to 

focus on boosting sales with relationship 
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marketing with specific analysis of Indian 

agro-chemical firms.  

1.3 Aim: 

Aim of the research is to investigate in 

detail about boosting sales with 

relationship marketing: the case of Indian 

agro-chemical companies. 

1.4 Research questions: 

 The following would be the 

research questions of the study 

i. How do organizations belonging to 

the Indian agrochemical industry 

implement relationship marketing? 

ii. Have relationship marketing 

strategies adapted by the Indian 

agrochemical industry contributed 

towards increase in sales of these 

organizations? 

1.5 Limitations of the study: 

The following are the limitations of the 

research 

i. The findings of the study are 

limited to Mumbai, India. 

ii. This research is restricted to agro 

chemical companies alone. 

iii. This study focuses only on the 

relationship marketing. 

iv. This research exclusively considers 

about the boosting sales with 

relationship marketing with the 

special case of Indian agro-

chemical companies. 

2. LITERATURE REVIEW 

 

Figure 1: Conceptual framework 

Source: Author 
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Conceptual framework clearly depicts the 

impact of effective relationship marketing 

in boosting sales with respect to Indian 

agro-chemical companies. 

Gronross (2008) mentioned that one of the 

effective strategies used in the relationship 

marketing are as follows. Added value in 

the industry could be achieved through 

adjusting the related processes for 

matching the consumer needs. In 

developing measures of added value it has 

to keep in mind that all such decisions 

would result in additional costs. Therefore 

before undertaking such decisions it is 

significant to identify if recovery of 

potential consumers would be profitable. 

This applies  only to the relationship 

profitability which could be assessed based 

on the lifetime value of the customer. If 

such processes reach among customers 

then it would persuade them to buy 

products (Ayozie, 2011).  

1. Null Hypothesis: Effective relationship 

marketing by Indian agro-chemical 

companies will not persuade consumers to 

buy products from these companies. 

Alternative Hypothesis: Effective 

relationship marketing by Indian agro-

chemical companies will persuade 

consumers to buy products from these 

companies 

2. Null Hypothesis: There is no correlation 

between consumers' persuasion towards 

buying a product and boost in sales among 

that particular product 

Alternative Hypothesis: There is a 

correlation between consumers' persuasion 

towards buying a product and boost in 

sales among that particular product

 Weitz et al (2007) pointed out that 

the effective relationship marketing could 

be suitably designed for attracting and 

developing customer segments. 

Relationship management fosters external 

partnership through individual relations 

(networks); organizational relations or 

collaborations encompassing alliances. 

Such sets of external relations would 

combine elements of market 

synergistically. The profound social 

contacts, personal fostered under the 

concept of relation building assist for 

solving the external decisions to customer 
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and firm relationship. In addition to that 

relationship management plays a 

significant role to protect emotional well 

being of consumer. Profound 

dissatisfactions are neglected, consumers 

are made to feel significant, private data of 

consumers are handled well, long lasting 

security is given,  increased care for 

customer and sudden spikes in demand 

were also managed (Berthon et al, 2003). 

It was mentioned by the Sheth (2002) that 

care must be taken for preserving the well 

being and prestige of the customer. The 

consumer in turns show greater 

responsibility to the firm as well as adds 

value among customer. The seller could 

maximize the profitability and service. 

Apart from this, it was also stated that 

relationship is seen as the marketing 

strategy in order to understand the 

customer wants and needs that is useful for 

deploying profitable exchanges. It assists 

in customizing solution to significant 

customers more effectively and efficiently. 

Application and knowledge of relationship 

marketing assist in achieving customer 

retention, customer satisfaction and 

customer acquisition that is attracting new 

customers.  

It was stated by Cindy et al (2002) that the 

relationship marketing has the ability to 

enhance the marketing productivity. It was 

found out that initiatives of relationship 

marketing would retain existing customers, 

attract new customers. Apart from these it 

was noted that retaining customer would 

maximize the lifetime profit. According to 

study by Priluck (2003) that the effective 

relationship marketing  reduce cost of 

transaction, higher perceived value for 

consumer and firm, maximized 

competitiveness of the company, 

maximized marketing productivity and 

enhanced financial performance (Cindy et 

al, 2002 and Priluck, 2003).  

3. Null Hypothesis: Effective relationship 

marketing by Indian agro-

chemical companies will not 

attract new consumers towards 

these companies. 

 Alternative Hypothesis:  Effective 

relationship marketing 

by Indian agro-chemical 

companies will attract 
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new consumers towards these 

companies. 

4. Null Hypothesis: There is no 

correlation between attracting 

new consumers towards a 

particular product and boost in 

sales of that product. 

 Alternative Hypothesis: There is a 

correlation between attracting 

new consumers towards a 

particular product and boost in 

sales of that product. 

5. Null Hypothesis: Effective relationship 

marketing by Indian agro-

chemical companies will not 

increase the value of 

these companies among 

consumers. 

       Alternative Hypothesis: Effective 

relationship marketing by Indian 

agro-chemical companies will 

increase the value of 

these companies among 

consumers. 

6. Null Hypothesis: There is no 

correlation between increasing 

value of a product among 

consumers and boost in sales of 

that particular product 

Alternative Hypothesis: There is a 

correlation between increasing 

value of a product among 

consumers and boost in sales of 

that particular product 

 

RESEARCH METHODOLOGY 

 

3.1 Research strategy 

 Yin (2003) stated that research strategy 

must be chosen on the basis of 3 

conditions; research question type, the 

extent of control of a researcher has over 

actual events for behaviour and the degree 

of concentration on historical or 

contemporary events. There are various 

strategies for research with different 

characteristics available from which an 

investigator would select on the basis of 

above criteria.  

3.2 Research paradigm 

 Basically research paradigm is 

classified into two namely positivism and 

interpretivism. Coll and Chapman (2000) 
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mentioned that positivism is a position 

which holds the aim of the knowledge for 

describing the phenomena what people 

experience. This study adapted positivism 

as the research paradigm.  

3.3 Research approach 

Rajasekar et al (2006) pointed out that the 

quantitative research seeks for confirming 

hypothesis about phenomena; instruments 

use more rigid style of categorizing and 

eliciting responses to questions. It uses 

highly structured methods like surveys, 

questionnaire and structured observation. 

Analytical objective of quantitative 

research is to predict casual relationships, 

to quantify variation and to describe 

population characteristics. Close-ended 

questionnaire would be selected for the 

quantitative research. In the quantitative 

research, study design would be stable 

from starting to end. Study design would 

be based on the statistical assumptions and 

statistical conditions. This study makes use 

of quantitative research as the research 

approach.  

3.4 Research design 

Burns and Grove (2003) referred that 

descriptive research is developed for 

providing a picture of a circumstance as it 

naturally happens. It would be used for 

justifying present practice and making 

judgment and also for developing theories. 

This study makes use of descriptive 

research. 

3.5 Sampling plan and size 

It has been planned to gather data from 50 

marketing managers from top agro 

chemical firms with specific reference to 

Mumbai. The information would be 

collected by the survey. The names of the 

companies from which data would be 

collected are as follows: 

1. Paradeep Phosphates Ltd 

2. Zuari Agrochemicals Ltd 

3. Chambal Chemicals and Fertilisers Ltd. 

4. Nagarjuna Agrochemicals Ltd. 

5. Willowood Chemicals Pvt. Ltd. 

3.6 Method of data collection 
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This particular study adapts both primary 

and secondary data collection. Primary 

data would be collected through the closed 

ended questionnaires among top managers 

from top agrochemical firms in Mumbai. 

Secondary data would be collected through 

journals, paper, research publications, 

newsletter, magazine, company websites, 

electronic journals, internet, books, article, 

and literature review and so on.  

3.7 Data analysis and interpretation 

Time and effort required for analysis of 

data and interpretation depends on the 

intension and methodology of the research 

used. The researchers have to identify the 

suitable analysis whether their research is 

valid internally or externally. This study 

makes use of few statistical tools for 

examining the primary data such as 

graphical method and chi-square test. In 

addition to that, statistical tools would be 

deployed with the support of these 

software tools such as Statistical package 

for social sciences (SPSS) and Microsoft 

excel.  

DISCUSSION 

4.1 Introduction 

 This section presents the discussion 

on the analysis of the data gathered from 

50 marketing managers of 5 top agro 

chemical companies in Mumbai such as 

Paradeep Phosphates Ltd., Zuari 

Agrochemicals Ltd., Chambal Chemicals 

and Fertilizers Ltd., Nagarjuna 

Agrochemicals Ltd., Willowood 

Chemicals Pvt. Ltd. The data for the 

analysis was gathered by supplying a 

closed ended questionnaire to the 

managers and obtaining their responses for 

the questions. And the questionnaire 

focused on boosting the sales of Indian 

agro-chemical companies with relationship 

marketing.  

4.2 Discussion on the findings made 

from the view of the marketing 

managers 

 From the analysis of data gathered 

from the survey, it can be observed that 

most of the respondents who were 

marketing managers of popular agro-

chemical companies expressed that 

relationship marketing strategies are 

adapted by their organization in order to 
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attract their customers and that their 

organization rewards loyal customers. It is 

also claimed by Yadav (2012) that , there 

are numerous reasons for the firms 

requiring relationship marketing such as 

hike in fuel prices, maximizing rate of 

interests, maximizing inflation rate, low 

margin of profit, eliminating throat 

competition, customers are becoming 

choosy and smarter, availability of 

substitute brands, customers are well 

informed because of awareness of media 

and social networking, emerging organized 

retailing, globalization and entry of 

multinational companies, modifications in 

demographic environment, emerging rural 

market, environmental threats and so on. 

The analysis of data obtained as responses 

also inferred that, most of the marketing 

managers agree that their organization 

considers each and every customer’s 

importance and interacts with him/ her 

personally and so their organization offers 

customized products to its consumers. 

Gronross (2008) has also mentioned that 

added value in the industry could be 

achieved through adjusting the related 

processes for matching the consumer 

needs. The marketing managers of the 

agro-chemical companies also observed to 

have agreed that their organization 

considers customer feedback as important 

and implements them immediately and that 

their organization keeps its customers 

always informed about its product 

upgradations. The next set of questions 

asked to the marketing managers and their 

responses obtained, inferred that most of 

the managers agree that their organization 

gives room for customers to 

discuss/suggest enhancements in product 

attributes. On the other hand, when 

questioned about offering value added 

benefits to their customers, most of the 

respondents were observed to have neither 

agreed nor disagreed that their 

organization offers value added benefits to 

customers that would meet their 

expectations. The analysis also infers that 

most of the managers who took part in the 

survey are personally involved in 

relationship marketing activities of their 

organization. 

Benefits of relationship marketing 

strategies 
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 On being questioned about the 

outcomesof adapting relationship 

marketing strategies, it was observed that, 

most of the respondents agree that the 

relationship marketing strategies adapted 

by their organization has helped it in, 

attracting new consumers towards its 

products; increasing the value of its 

products among existing consumers; 

increasing the level of satisfaction among 

customers towards its products and in 

persuading its customers in buying its 

products. The respondents were also 

observed to strongly agree that the 

relationship marketing strategies adapted 

by their organization has helped them in 

increasing the level of customer loyalty 

towards their products and in boosting 

their sales.  

Focus of relationship marketing 

strategies on customers and sales 

From the analysis it is observed that, the 

managers agree that the relationship 

marketing strategies adapted in their 

organization has persuaded the customers 

to buy their products. It is also claimed by 

Ayozie, (2011) that, if such processes 

reach the customers, then it would 

persuade them to buy products. And it was 

also observed that using relationship 

marketing, to attract new customers 

towards their organization; to enhance of 

their product value among customers; to 

strengthen their brand image and to 

enhance the customer loyalty have resulted 

in boosting their sales.  

Challenges and difficulties in the 

process of relationship marketing 

strategies 

The analysis of the data acquired from the 

marketing managers infers that they agree 

that, the limited financial resources; 

maintaining and updating a customer 

database; lack of experts in marketing 

specifically the agro-chemical products 

and the lack of top management support at 

times make the process of relationship 

marketing challenging to them. It is also 

observed that, they agree that it is difficult 

to seek direct contact with the customers at 

times.  

Hypothesis testing 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

From the Chi Square test for the 

hypothesis 1, it can be observed that the 

value of chi square statistic is 55.84 and its 

corresponding p value is 0.000<0.05 

ensuring that effective relationship 

marketing by Indian agro-chemical 

companies will persuade consumers to buy 

products from these companies. For the 

hypothesis 2, it is observed that value of 

chi square statistic is 58.816 and its 

corresponding p value is 0.000<0.05 

ensuring that effective relationship 

marketing by Indian agro-chemical 

companies will attract new consumers 

towards these companies. For the 

hypothesis 3, it is observed that value of 

chi square statistic is 194.24 and its 

corresponding p value is 0.000<0.05, 

ensuring that effective relationship 

marketing by Indian agro-chemical 

companies will increase the value of these 

companies among consumers. 

For the hypothesis 4, it is observed that 

that the value of chi square statistic is 0.37 

and its corresponding p value is 

0.000<0.05 ensuring that there is a 

correlation between consumers persuasion 

towards buying a product and boost sales 

among that particular product. From the 

Chi Square test for the hypothesis 5, it can 

be observed that the value of chi square 

statistic is 0.455 and its corresponding p 

value is 0.000<0.05 ensuring that there is a 

correlation between increasing value of a 

product among consumers and boost in 

sales of that particular product. For the 

hypothesis 4, it is observed that that the 

value of chi square statistic is 0.344 and its 

corresponding p value is 0.000<0.05 

ensuring that there is a correlation between 

attracting new consumers towards a 

particular product and boost in sales of that 

product. 

CONCLUSION 

The following chapter presents the 

findings of the study with respect to its 

aim and research questions. The study has 

thus inferred that, the relationship 

marketing is a short term arrangement 

where both seller and buyer would possess 

an interest to provide a more satisfying 

exchange. Thus, it can be concluded that, 

the Indian agro-chemical market gives 

importance and implement the relationship 

marketing strategies in their business. The 

implementation of relationship marketing 
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strategies through numerous wayswith the 

consumer, suppliers and middlemen has 

proved to be beneficial to the agro-

chemical companies in India. The 

companies are observed to expand a 

feeling of emotional bonding among its 

consumers, suppliers and middlemen 

resulting in customer loyalty and retention 

and in channel partnership with its 

suppliers and middlemen. The industries 

are mostly observed to function as 

customer centric, adjusting their processes 

for matching the needs of the customers, 

even though it resulted in additional costs. 

The study also infers that, adopting the 

relationship marketing strategies have 

persuaded the customers to buy their 

products and thereby in boosting their 

sales. And the relationship marketing 

strategies have also played a significant 

role to protect emotional well being of 

consumers. The organizations are able to 

understand the wants and needs of the 

customers which in turn have helped the 

firms for deploying profitable exchanges. 

Thus, it can be concluded that, the 

adoption and implementation of 

relationship marketing strategies assist the 

organizations in achieving customer 

retention, customer satisfaction and 

customer acquisition in addition to have 

increased its value among customers, 

towards buying their products and 

boosting their sales. 

RECOMMENDATIONS 

After the analysis of the study, few 

strategies can be recommended to the 

Indian agro-chemical industries in order to 

maintain good relationship with their 

customers, in turn anticipated to the 

successful long run of the business. Some 

of the recommendations can be as 

follows.As the consumers are more 

conscious of the value they invest in the 

products they buy, the firms require 

providing them with worthy products 

which proves effective. The often 

changing behaviour of the customers needs 

to be analyzed by the firms, prior 

implementing any new strategies. 

Customer centric marketing plans can be 

followed, satisfying the customers 

regarding their products and thereby 

leading the organization towards success. 

Importance can be given for branding and 

customer relationship management 
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practices, in addition to market environment safe and healthy.  
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TITLE: BOOSTING SALES WITH RELATIONSHIP MARKETING: THE CASE OF 

INDIAN AGRO-CHEMICAL COMPANIES 

Personal profile 

a. Name (Optional): 

b. Age: 

o 18-28 

o 29-38 

o 39-48 

o 49-60 

o Above 60 

c. Gender: 

o Male 

o Female 

d. Educational qualification: 

o Undergraduate 

o Post graduate 

o Doctorate 

e. Name of the organization : 

f. Designation 

g. Work experience in years :  

Boosting sales through relationship marketing  

1. Does your organization adapt relationship marketing strategies for attracting 

consumers? 

o Yes 

o No  

2. Comment to what extent relationship marketing strategies are being adapted by your 

organization 

http://dx.doi.org/10.1108/08876040210447324
http://dx.doi.org/10.1108/08876040210447324
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Relationship 

marketing 

strategies  

Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

My 

organization 

rewards loyal 

customers 

 

     

My 

organization 

considers each 

and every 

customer 

important and 

interacts with 

him/her 

personally 

 

     

My 

organization 

offers 

customized 

products to its 

consumers 
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My 

organization 

considers 

customer 

feedback as 

important and 

implements 

them 

immediately 

 

     

My 

organization 

keeps its 

customers 

always 

informed about 

its product up 

gradations 

 

     

My 

organization 

gives room for 

customers to 

discuss/suggest 

enhancements 

in product 
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attributes 

 

My 

organization 

offers value 

added benefits 

to customers 

that would 

meet their 

expectations 

 

     

 

3. Have you as a manager been personally involved in relationship marketing activities 

of your organization? 

o Yes 

o No  

4. What impact has relationship marketing strategies adapted by your organization 

created on your consumers? 

Impact of 

relationship 

marketing 

strategies on 

consumers 

Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

Relationship 

marketing 
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strategies 

adapted by my 

organization 

has helped it in 

attracting new 

consumers 

towards its 

products. 

 

Relationship 

marketing 

strategies 

adapted by my 

organization 

has helped it in 

increasing the 

value of its 

products among  

existing 

consumers 

     

Relationship 

marketing 

strategies 

adapted by my 

organization 

has helped it in 

increasing the 

level of 
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customer 

loyalty towards 

its  products  

Relationship 

marketing 

strategies 

adapted by my 

organization 

has helped it in 

increasing the 

level of 

satisfaction 

among 

customers 

towards its  

products 

     

Relationship 

marketing 

strategies 

adapted by my 

organization 

has helped it in 

persuading its 

customers in 

buying its 

products  
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5. According me to the relationship marketing strategies adapted by my organization has 

helped it in boosting its sales? 

o Yes 

o No 

 

6. Comment on what extent has the impact created by relationship marketing strategies 

adapted by your organization has resulted in the boost of sales of your organizations’ 

products? 

 

Impact of 

relationship 

marketing in 

boosting sales 

Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

Persuasion of 

customers to 

buy our 

products 

through 

relationship 

marketing has 

resulted in 

boost in sales 

     

Attraction of 

new customers 

towards our 

organization 

through  
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relationship 

marketing has 

resulted in 

boost in sales 

Enhancement 

of our product 

value among 

customers 

through  

relationship 

marketing has 

resulted in 

boost in sales 

     

Strengthening 

our brand 

image through  

relationship 

marketing has 

resulted in 

boost in sales 

     

Enhancement 

of customer 

loyalty through  

relationship 

marketing has 

resulted in 

boost in sales 
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7. What are the challenges encountered by your organization in effectively 

implementing relationship marketing strategies? 

Challenges in 

relationship 

marketing 

strategy 

implementation 

Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

Limited 

financial 

resources make 

the process of 

relationship 

marketing 

challenging to 

us 

     

Sometimes 

seeking direct 

contact with the 

customers 

become difficult 

     

Maintaining and 

updating a 

customer 

database is 

challenging 

     

Lack of experts 

in marketing 

     



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

specifically the 

agro chemical 

products make it 

challenging 

Lack of top 

management 

support at times 

make it 

challenging to 

execute 

relationship 

marketing 

strategies 

successfully 

     

 

8. What recommendations would you as a marketing manager offer to your top 

management in order to enhance its relationship management strategies? 

_____________________________________________________________________

_____________________________________________________________________

____________ 

9. Comments if any 

_____________________________________________________________________

___________________________________________________________ 

Date: 

Place: 

Thank you for your time! 
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Appendix 

Descriptive statistics: 

From the following table we can observe 

that about 44.0% of the respondents 

belonged to 29 – 38 years age group. 

Following bar chart also shows taller bar 

corresponding to the same. 

Age 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

18 - 28 years 13 10.4 10.4 10.4 

29 - 38 years 55 44.0 44.0 54.4 

39 - 48 years 21 16.8 16.8 71.2 

49 - 60 years 30 24.0 24.0 95.2 

Above 60 

years 

6 4.8 4.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 61.6% of the respondents were 

males. Following bar chart also shows 

taller bar corresponding to the same. 

Gender 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Male 77 61.6 61.6 61.6 

Female 48 38.4 38.4 100.0 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

Total 125 100.0 100.0  

 

 

From the following table we can observe 

that about 42.3% of the respondents were 

educated up to post graduate degree. 

Following bar chart also shows taller bar 

corresponding to the same. 

Educational qualification: 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Undergraduat

e 

31 24.8 24.8 24.8 

Post graduate 53 42.4 42.4 67.2 

Doctorate 41 32.8 32.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 56.8% of the respondents 

expressed that their organization adapt 

relationship marketing strategies for 

attracting consumers. Following bar chart 

also shows taller bar corresponding to the 

same. 

Does your organization adapt relationship marketing 

strategies for attracting consumers? 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Yes 71 56.8 56.8 56.8 

No 54 43.2 43.2 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 56.0% of the respondents agreed 

that their organization rewards loyal 

customers. Following bar chart also shows 

taller bar corresponding to the same. 

My organization rewards loyal customers 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

7 5.6 5.6 5.6 

Disagree 10 8.0 8.0 13.6 

Neutral 33 26.4 26.4 40.0 

Agree 70 56.0 56.0 96.0 

Strongly agree 5 4.0 4.0 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 64.8% of the respondents agreed 

that their organization considers each and 

every customer important and interacts 

with him/her personally. Following bar 

chart also shows taller bar corresponding 

to the same. 

My organization considers each and every customer important and 

interacts with him/her personally 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

8 6.4 6.4 6.4 

Disagree 13 10.4 10.4 16.8 

Neutral 16 12.8 12.8 29.6 

Agree 81 64.8 64.8 94.4 

Strongly agree 7 5.6 5.6 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 64.8% of the respondents agreed 

that their organization offers customized 

products to its consumers. Following bar 

chart also shows taller bar corresponding 

to the same. 

My organization offers customized products to its consumers 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

4 3.2 3.2 3.2 

Disagree 15 12.0 12.0 15.2 

Neutral 38 30.4 30.4 45.6 

Agree 37 29.6 29.6 75.2 

Strongly agree 31 24.8 24.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 52.0% of the respondents agreed 

that their organization considers customer 

feedback as important and implements 

them immediately. Following bar chart 

also shows taller bar corresponding to the 

same. 

My organization considers customer’s feedback as important and 

implements them immediately 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

7 5.6 5.6 5.6 

Disagree 18 14.4 14.4 20.0 

Neutral 23 18.4 18.4 38.4 

Agree 65 52.0 52.0 90.4 

Strongly agree 12 9.6 9.6 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 50.4% of the respondents agreed 

that their organization keeps its customers 

always informed about its product 

upgradations. Following bar chart also 

shows taller bar corresponding to the 

same. 

My organization keeps its customers always informed about its product 

upgradations 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

8 6.4 6.4 6.4 

Disagree 12 9.6 9.6 16.0 

Neutral 26 20.8 20.8 36.8 

Agree 63 50.4 50.4 87.2 

Strongly agree 16 12.8 12.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 36.0% of the respondents agreed 

that organization gives room for customers 

to discuss/suggest enhancements in 

product attributes. Following bar chart also 

shows taller bar corresponding to the 

same. 

My organization gives room for customers to discuss/suggest 

enhancements in product attributes 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 12 9.6 9.6 16.8 

Neutral 23 18.4 18.4 35.2 

Agree 45 36.0 36.0 71.2 

Strongly agree 36 28.8 28.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 38.4% of the respondents 

neither agreed nor disagreed that their 

organization offers value added benefits to 

customers that would meet their 

expectations. Following bar chart also 

shows taller bar corresponding to the 

same. 

My organization offers value added benefits to customers that would 

meet their expectations 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 16 12.8 12.8 20.0 

Neutral 48 38.4 38.4 58.4 

Agree 43 34.4 34.4 92.8 

Strongly agree 9 7.2 7.2 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 66.4% of the respondents 

expressed that as a manager, they are 

personally involved in relationship 

marketing activities of your organization. 

Following bar chart also shows taller bar 

corresponding to the same. 

Have you as a manager been personally involved in 

relationship marketing activities of your organization? 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Yes 83 66.4 66.4 66.4 

No 42 33.6 33.6 100.0 

Total 125 100.0 100.0  

 

From the following table we can observe 

that about 61.6% of the respondents agreed 

that relationship marketing strategies 

adapted by their organization has helped it 

in attracting new consumers towards its 

products. Following bar chart also shows 

taller bar corresponding to the same. 
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Relationship marketing strategies adapted by my organization 

has helped it in attracting new consumers towards its products. 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Disagree 7 5.6 5.6 5.6 

Neutral 41 32.8 32.8 38.4 

Agree 77 61.6 61.6 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 69.6% of the respondents agreed 

that relationship marketing strategies 

adapted by their organization has helped it 

in increasing the value of its products 

among existing consumers. Following bar 

chart also shows taller bar corresponding 

to the same.
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Relationship marketing strategies adapted by my organization has 

helped it in increasing the value of its products among existing 

consumers. 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

6 4.8 4.8 4.8 

Disagree 6 4.8 4.8 9.6 

Neutral 14 11.2 11.2 20.8 

Agree 87 69.6 69.6 90.4 

Strongly agree 12 9.6 9.6 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 35.2% of the respondents 

strongly agreed that relationship marketing 

strategies adapted by their organization has 

helped it in increasing the level of 

customer loyalty towards its products. 

Following bar chart also shows taller bar 

corresponding to the same.

 

Relationship marketing strategies adapted by my organization has 

helped it in increasing the level of customer loyalty towards its  products 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

3 2.4 2.4 2.4 

Disagree 20 16.0 16.0 18.4 

Neutral 23 18.4 18.4 36.8 

Agree 35 28.0 28.0 64.8 

Strongly agree 44 35.2 35.2 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 65.6% of the respondents agreed 

that relationship marketing strategies 

adapted by their organization has helped it 

in increasing the level of satisfaction 

among customers towards its products. 

Following bar chart also shows taller bar 

corresponding to the same.
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Relationship marketing strategies adapted by my organization has 

helped it in increasing the level of satisfaction among customers towards 

its  products 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

5 4.0 4.0 4.0 

Disagree 12 9.6 9.6 13.6 

Neutral 12 9.6 9.6 23.2 

Agree 82 65.6 65.6 88.8 

Strongly agree 14 11.2 11.2 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 44.8% of the respondents agreed 

that relationship marketing strategies 

adapted by their organization has helped it 

in persuading its customers in buying its 

products. Following bar chart also shows 

taller bar corresponding to the same.

 

Relationship marketing strategies adapted by my organization has 

helped it in persuading its customers in buying its products 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 14 11.2 11.2 18.4 

Neutral 28 22.4 22.4 40.8 

Agree 56 44.8 44.8 85.6 

Strongly agree 18 14.4 14.4 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 84.0% of the respondents 

expressed that according to them, 

relationship marketing strategies adapted 

by my organization has helped it in 

boosting its sales. Following bar chart also 

shows taller bar corresponding to the 

same.

 

According me to the relationship marketing strategies adapted 

by my organization has helped it in boosting its sales? 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Yes 105 84.0 84.0 84.0 

No 20 16.0 16.0 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 65.6% of the respondents agreed 

that persuasion of customers to buy their 

products through relationship marketing 

has resulted in boost in sales. Following 

bar chart also shows taller bar 

corresponding to the same. 

Persuasion of customers to buy our products through relationship 

marketing has resulted in boost in sales 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

14 11.2 11.2 11.2 

Disagree 11 8.8 8.8 20.0 

Neutral 13 10.4 10.4 30.4 

Agree 82 65.6 65.6 96.0 

Strongly agree 5 4.0 4.0 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 58.4% of the respondents agreed 

that attraction of new customers towards 

their organization through relationship 

marketing has resulted in boost in sales. 

Following bar chart also shows taller bar 

corresponding to the same. 

Attraction of new customers towards our organization through 

relationship marketing has resulted in boost in sales 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 
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Valid 

Strongly 

disagree 

6 4.8 4.8 4.8 

Disagree 17 13.6 13.6 18.4 

Neutral 18 14.4 14.4 32.8 

Agree 73 58.4 58.4 91.2 

Strongly agree 11 8.8 8.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 55.2% of the respondents agreed 

that enhancement of their product value 

among customers through relationship 

marketing has resulted in boost in sales. 

Following bar chart also shows taller bar 

corresponding to the same.

 

Enhancement of our product value among customers through 

relationship marketing has resulted in boost in sales 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

21 16.8 16.8 16.8 

Disagree 15 12.0 12.0 28.8 

Neutral 17 13.6 13.6 42.4 

Agree 69 55.2 55.2 97.6 

Strongly agree 3 2.4 2.4 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 39.2% of the respondents 

neither agreed nor disagreed that 

strengthening their brand image through 

relationship marketing has resulted in 

boost in sales. Following bar chart also 

shows taller bar corresponding to the 

same.

 

Strengthening our brand image through relationship marketing has 

resulted in boost in sales 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

3 2.4 2.4 2.4 

Disagree 12 9.6 9.6 12.0 

Neutral 49 39.2 39.2 51.2 

Agree 35 28.0 28.0 79.2 

Strongly agree 26 20.8 20.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 75.2% of the respondents agreed 

that enhancement of customer loyalty 

through relationship marketing has 

resulted in boost in sales. Following bar 

chart also shows taller bar corresponding 

to the same.

 

Enhancement of customer loyalty through relationship marketing has 

resulted in boost in sales 



ELK ASIA PACIFIC JOURNAL OF MARKETING AND RETAIL MANAGEMENT 

 

ISSN 0976-7193 (Print) ISSN 2349-2317 (Online) DOI: 10.16962/EAPJMRM/issn.2349-2317/2014 

Volume 6 Issue 1 (2015) 

  

 
 

www.elkjournals.com 
……………………………………………………………………………………………………………………… 

 

 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

3 2.4 2.4 2.4 

Disagree 14 11.2 11.2 13.6 

Neutral 3 2.4 2.4 16.0 

Agree 94 75.2 75.2 91.2 

Strongly agree 11 8.8 8.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 70.4% of the respondents agreed 

that limited financial resources make the 

process of relationship marketing 

challenging to them. Following bar chart 

also shows taller bar corresponding to the 

same.

 

Limited financial resources make the process of relationship marketing 

challenging to us 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 9 7.2 7.2 14.4 

Neutral 3 2.4 2.4 16.8 

Agree 88 70.4 70.4 87.2 

Strongly agree 16 12.8 12.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 63.2% of the respondents agreed 

that sometimes seeking direct contact with 

the customers become difficult. Following 

bar chart also shows taller bar 

corresponding to the same.

 

Sometimes seeking direct contact with the customers become difficult 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

6 4.8 4.8 4.8 

Disagree 17 13.6 13.6 18.4 

Neutral 20 16.0 16.0 34.4 

Agree 79 63.2 63.2 97.6 

Strongly agree 3 2.4 2.4 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 76.0% of the respondents agreed 

that maintaining and updating a customer’s 

database is challenging. Following bar 

chart also shows taller bar corresponding 

to the same.

 

Maintaining and updating a customer’s database is challenging 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 12 9.6 9.6 16.8 

Neutral 6 4.8 4.8 21.6 

Agree 95 76.0 76.0 97.6 

Strongly agree 3 2.4 2.4 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 60.0% of the respondents agreed 

that lack of experts in marketing 

specifically the agro-chemical products 

makes it challenging. Following bar chart 

also shows taller bar corresponding to the 

same. 

Lack of experts in marketing specifically the agro-chemical products 

makes it challenging 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

9 7.2 7.2 7.2 

Disagree 17 13.6 13.6 20.8 

Neutral 18 14.4 14.4 35.2 

Agree 75 60.0 60.0 95.2 

Strongly agree 6 4.8 4.8 100.0 

Total 125 100.0 100.0  
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From the following table we can observe 

that about 72.8% of the respondents agreed 

that lack of top management support at 

times make it challenging to execute 

relationship marketing strategies 

successful. Following bar chart also shows 

taller bar corresponding to the same.

 

Lack of top management support at times make it challenging to execute 

relationship marketing strategies successful 
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 Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

Strongly 

disagree 

7 5.6 5.6 5.6 

Disagree 2 1.6 1.6 7.2 

Neutral 8 6.4 6.4 13.6 

Agree 91 72.8 72.8 86.4 

Strongly agree 17 13.6 13.6 100.0 

Total 125 100.0 100.0  
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Hypothesis testing 

Hypothesis 1 

H1A: Effective relationship marketing by 

Indian agro-chemical companies will 

persuade consumers to buy products from 

these companies. 

 In order test whether there is a 

significant difference in effective 

relationship marketing by Indian agro-

chemical companies will persuade 

consumers to buy products from these 

companies, chi square test for equal 

proportions was applied by using SPSS. 
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Relationship marketing strategies adapted by my 

organization has helped it in persuading its 

customers in buying its products 

 Observed 

N 

Expected 

N 

Residual 

Strongly 

disagree 

9 25.0 -16.0 

Disagree 14 25.0 -11.0 

Neutral 28 25.0 3.0 

Agree 56 25.0 31.0 

Strongly agree 18 25.0 -7.0 

Total 125   

 

 

Test statistics: 

 Relationship marketing 

strategies adapted by my 

organization has helped it in 

persuading its customers in 

buying its products 

Chi-Square 55.840
a
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df 4 

Asymp. 

Sig. 

.000 

 

 

From the table above we can observe that, 

the value of chi square test statistic is 

55.84 and its corresponding p value is 

0.000<0.05. Since p value is less than 

0.05, we can conclude that effective 

relationship marketing by Indian agro-

chemical companies will persuade 

consumers to buy products from these 

companies.  

Hypothesis 2 

H2A:  Effective relationship marketing by 

Indian agro-chemical companies will 

attract new consumers towards these 

companies.  

 In order test whether there is a 

significant difference in effective 

relationship marketing by Indian agro-

chemical companies will attract new 

consumers towards these companies, chi 

square test for equal proportions was 

applied by using SPSS. 

Relationship marketing strategies adapted 

by my organization has helped it in 

attracting new consumers towards its 

products. 

 Observed 

N 

Expected 

N 

Residual 

Disagree 7 41.7 -34.7 
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Neutral 41 41.7 -.7 

Agree 77 41.7 35.3 

Total 125   

 

 

Test Statistics 

 Relationship marketing strategies 

adapted by my organization has 

helped it in attracting new 

consumers towards its products. 

Chi-Square 58.816
a
 

Df 2 

Asymp. 

Sig. 

.000 

 

a. 0 cells (.0%) have 

expected frequencies less 

than 5. The minimum 

expected cell frequency is 

41.7. 
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From the table above we can observe that, 

the value of chi square test statistic is 

58.816 and its corresponding p value is 

0.000<0.05. Since p value is less than 

0.05, we can conclude that effective 

relationship marketing by Indian agro-

chemical companies will attract new 

consumers towards these companies.

 

Hypothesis 3 

H3A: Effective relationship marketing by 

Indian agro-chemical companies will 

increase the value of these companies 

among consumers. 

In order to test whether there is a 

significant difference in effective 

relationship marketing by Indian agro-

chemical companies will increase the 

value of these companies among 

consumers, chi square test for equal 

proportions was applied by using SPSS. 

Relationship marketing strategies adapted by my 

organization has helped it in increasing the value 

of its products among  existing consumers 

 Observed 

N 

Expected 

N 

Residual 

Strongly 

disagree 

6 25.0 -19.0 

Disagree 6 25.0 -19.0 

Neutral 14 25.0 -11.0 

Agree 87 25.0 62.0 

Strongly agree 12 25.0 -13.0 
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Total 125   

 

 

Teststatistics 

 Relationship marketing strategies 

adapted by my organization has helped 

it in increasing the value of its products 

among  existing consumers 

Chi-Square 194.240
a
 

Df 4 

Asymp. 

Sig. 

.000 

 

a. 0 cells (.0%) have 

expected frequencies less 

than 5. The minimum 

expected cell frequency is 

25.0. 

 From the table above we can 

observe that, the value of chi square test 

statistic is 194.24 and its corresponding p 

value is 0.000<0.05. Since p value is less 

than 0.05, we can conclude that effective 

relationship marketing by Indian agro-

chemical companies will increase the 

value of these companies among 

consumers. 

Hypothesis 4 
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H4A: There is a correlation between 

consumer’s persuasion towards buying a 

product and boost in sales among that 

particular product. 

 In order to determine the 

correlation between the consumer’s 

persuasion towards buying a product and 

boost in sales among that particular 

product, a Pearson’s correlation test is 

applied by using SPSS. 

 

Correlations 

 Relationship 

marketing 

strategies 

adapted by 

my 

organization 

has helped it 

in persuading 

its customers 

in buying its 

products 

Boost in 

sales of 

particular 

product 

Relationship marketing strategies adapted 

by my organization has helped it in 

persuading its customers in buying its 

products 

Pearson 

Correlation 

1 .370
**

 

Sig. (2-tailed)  .000 

N 125 125 
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Boost in sales of particular product 

Pearson 

Correlation 

.370
**

 1 

Sig. (2-tailed) .000  

N 125 125 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

From the table above, we can observe that 

the correlation coefficient is 0.37 and its 

corresponding p value is 0.000<0.05. 

Since p value is less than 0.05, we can 

conclude that there is a correlation 

between consumer’s persuasion towards 

buying a product and boost in sales among 

that particular product. 

Hypothesis 5 

H5A: There is a correlation between 

increasing value of a product among 

consumers and boost in sales of that 

particular product. 

 In order to determine the 

correlation between the increasing value of 

a product among consumers and boost in 

sales of that particular product, a Pearson 

correlation test is applied by using SPSS. 

Correlations 
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 Relationship 

marketing 

strategies 

adapted by 

my 

organization 

has helped it 

in increasing 

the value of 

its products 

among  

existing 

consumers 

Boost in 

sales of 

particular 

product 

Relationship marketing strategies adapted 

by my organization has helped it in 

increasing the value of its products among  

existing consumers 

Pearson 

Correlation 

1 .455
**

 

Sig. (2-tailed)  .000 

N 125 125 

Boost in sales of particular product 

Pearson 

Correlation 

.455
**

 1 

Sig. (2-tailed) .000  

N 125 125 

 

**. Correlation is significant at the 0.01 level (2-tailed). 
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From the table above, we can observe that 

the correlation coefficient is 0.455 and its 

corresponding p value is 0.000<0.05. 

Since p value is less than 0.05, we can 

conclude that there is a correlation 

between increasing value of a product 

among consumers and boost in sales of 

that particular product. 

Hypothesis 6 

H6A: There is a correlation between 

attracting new consumers towards a 

particular product and boost in sales of that 

product. 

 In order to determine the 

correlation between attracting new 

consumers towards a particular product 

and boost in sales of that product, a 

Pearson correlation test is applied by using 

SPSS. 

Correlations 

 Relationship 

marketing 

strategies 

adapted by 

my 

organization 

has helped it 

in attracting 

new 

consumers 

towards its 

products. 

Boost in 

sales of 

particular 

product 
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Relationship marketing strategies adapted 

by my organization has helped it in 

attracting new consumers towards its 

products. 

Pearson 

Correlation 

1 .344
**

 

Sig. (2-tailed)  .000 

N 125 125 

Boost in sales of particular product 

Pearson 

Correlation 

.344
**

 1 

Sig. (2-tailed) .000  

N 125 125 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

From the table above, we can observe that 

the correlation coefficient is 0.344 and its 

corresponding p value is 0.000<0.05. 

Since p value is less than 0.05, we can 

conclude that there is a correlation 

between attracting new consumers towards 

a particular product and boost in sales of 

that product. 

 

 


