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ABSTRACT 

The s tudy i s  done to  assess the corre la t ion between the var ious forms of relat ionship 

market ing (RM) s tra tegies and the result ing customer va lue.  This study expla ins  the  

var ious soc ial  and f inancia l  needs o f  the  doctors from the pharmaceut ical  company 

perspect ive.  This study he lps to  consider  the best  RM strategies to  bui ld  better  cus tomer  

va lue.  Questionnaire  and personal  interview method were considered to  col lec t  the da ta.   

Sample doctors were cho sen fro m one of top  7 hospi ta ls  here in Nepal .  S tudy sho ws 

posi t ive corre la t ion be tween RM stra tegies and customer va lue.  Mul t ip le  l inear  regress ion 

of adding social  benefi t  and  adding financial  benefi t  wi th customer  va lues sho ws the 

value of  β 1  ( s lope of  adding soc ia l  benefi t  RM stra tegies)  and  β 2  (s lope of  adding 

f inancia l  benefi t  RM st rategies)  wi th 0 .2679836 and 0.4662382 respec tive ly,  means  tha t  

var ious relat ionship marketing strategies shows direc t  posit ive re la t ionship wi th customer 

va lue.  

 

The s tudy f ind that  the  pharmaceutical  company need to  care and socia l ly sa t i s fy their  

cus tomer needs.  For  tha t ,  occas ional  ini t ia t ion of phone ca ll  to  the ir  customer i s  

necessary.  Confl ic t  or  p roblem i f any,  needs to  be handled proper ly.  Good fo llo w through  

on commitment is  necessary.   But adding f inancia l  benefi t  RM strategies l ike marketer  

expert ise ,  regular  communica tion/or  company’s  presenta t ion and academic investment ( in 

terms of academic conference sponsorship,  books e tc . )  are more preferred.   

 

Keywords:Customer Value, Financial Benefi t ,  Relationship Marketing Strategies and  

Social  Benefi t  
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I. BACKGROUND OF THE STUDY 

1.1 Contextual  Informat ion  

Corre la t ion-regression analys is i s  done to  s tudy the impact  of var ious re la t ionship 

market ing (RM) s trategies conducted by Venus Remedies Limi ted in bui lding values to  

their  customers here in  Kathmandu.  The s tra tegies used are  adding socia l  benefi t s  and 

adding financial  benefi t s  to  the doctors,  who prescr ibe Sulbac tomax inject ion or  are their  

potent ia l  cus tomer.  Venus i s  a  Chandigarh (India)  based mul t ina tional  pharmaceut ica l  

company having i t s  operat ion across  74 countr ies  global ly.  The prescr iber  and  

pharmaceut ica l  marketer  rela t ionships are assessed here.  Adding socia l  benefi t  and adding 

f inancia l  benefi t  fac tors  are cor related -regressed agains t  bui lding of  customer va lues.  

The rela t ionship marketing i s  o ften a t t r ibuted  to  Berry (1983) .  RM is the process of  

ident i fying,  developing,  maintaining and  terminating relat ional  exchange wi th the pur pose 

of enhancing per formance (Gronroos 1997; Sheth and Parva tiyar  2000) .  Smart  marketers 

bui ld  long - term, trust ing and win - win ‘relat ionships’ wi th valued  customers.  They 

promise and  del iver  high quali ty,  good service,  a t  fa ir  pr ice  to  the o ther  par t ies over  t ime.  

Company de livers  maximum value to  i t s  cus tomers  to  gro w at  fie rce ly competi t ive market .  

Customer va lue  i s  the  psychological  percept ions in the mind of  customer.  I t  he lps the 

customers to  perceive that  given product  o ffers  highest  cus tomer  del ivered value.   

Value in  essence is  more than pr icing and reimbursement.  I t ’s  about  get t ing under  the  

skin o f the key customers.I t  helps to  unders tand what the company is  being measured on 

and what the ir  key pr io r i t ies are.  I t  i s  about sho wing the rele vance of products to  the ir  

cus tomer needs.  

 

1.2  Statement o f Problem 

New market  condit ions  sharpen competi t ion,  espec ia l ly to  new entrants l ike Venus  

Remedies  who has  been in Nepali  market  since  last  two and hal f years  only.  The number  

of competi to r  i s  r is ing and the products and  services o ffered are less  di fferentiated a t  

their  core.  This resul ts  in decreas ing of o ffered  customer value and increase in business 

cost .  Effec tive CRM has become a strategic imperat ive for  company,  to  move c loser  to  

customers,  expanding more effor ts  in find ing new ways to  create value for  their  custo mers 

and  transforming the customer re la t ionship  into  ful fi lment o f their  need.  

Proper  CRM strategies potent ia l ly impact  customer sat i s fac t ion ra t ing and can lead to  

increase in the ir  cus tomer values .  

Therefore ,  the research problem is the study of impact  o f re la t ionship marketing 

strategies in bui lding customer va lue,  and to  obtain more eff iciency in bui lding customer 

rela t ionship .  
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1.3  Object ive o f  the Study  

The purpose of  this  s tudy is  to  explore the impact  o f  RM strategies  in bui lding customer 

va lue.  In order  to  reach our  purpose ,  th e fol lowing are the objec tives :  

a)  To study the impacts  o f var ious RM stra tegies  to  develop customer va lue .  

b)  To kno w the social ,  psychographic and behavioura l  fac tors tha t  may help to  

increase custo mer va lue.   

c)  To study di fferent  marketing s tra tegies helpful  in achieving sa les and market ing 

goals o f the company.  

d)  To know the ac tual  requis i te  va lue dimensions,  the doctor  want to  perceive or  want  

to  have from Venus Remedies.  

e)  To study and analyse  the present  and future probable prescr iber  o f Sulbactomax.  

 

1.4  Limi tat ions o f  the Study  

Sample s ize of 31 (quest ionnaire method)  and 17 (struc tured personal  method)  i s  smal l .  

Larger  sample s ize  ≈ 100 would have been be tte r .   

Doctors are selected from one among top 7 hosp ita ls  here in Nepal  (s tudy i s  conducted a t  

Kathmandu only) .  I t  would have been bet ter  i f  the sample dispersion range was b igger  ie .  

from Kathmandu and other  to wn of Nepal .  

 

II. RESEARCH METHODOLOGY AND DESIGN 

 

2 .1  Research Methodology  

Various RM stra tegies a re correlated and regressed aga inst  customer va lue and the impact 

of former on lat ter  i s  studied.  This quant i tat ive  analys is is  done on da ta col lec ted through 

questionnaires method .  Qual i tat ive analys is  i s  al so under taken from the  da ta col lec ted  

through struc tured  personal  interview to  fac i l i t a te  more clar i ty in our  s tudy.   

 

2 .1 .1  Research Design  

Both quanti ta t ive and quali ta t ive mode of research is  be ing considered.  The study mainly 

focuses on the former t ype for  unders tand ing the impact  o f var ious  RM stra tegi es in 

bui lding customer va lue .   

Corre la t ion and regress ion analys is i s  done wi th  0 .5% leve l  o f signi f icance for  hypothesis 

test ing.  

 

Hypothesis test ing  

Null  hypothesis,  H 0 :  There i s  no  corre la t ion between RM strategies and  customer value .  
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Alterna te hypothesis,  H 1  :  There i s  a  correlat ion be tween RM st rategies and custo mer  

va lue.  

 

2 .1 .2  Nature and Source  of Data  

The pr imary da ta fo r  conducting quant i tat ive research are co llected through q uestionnaire 

method.  For  qual i ta t ive study,  data are co llected  through structured personal  interview.  

Prescr ipt ion survey and  reta i l  aud it ,  as proposed in our  study proposa l  has been fel t  as 

non-feasib le,  so  this  method of  data co llec t ion through chemist  counter  has  not  been 

carr ied out .   

 

2 .1 .3  Sample and  Sampl ing Method wi th Rat ionale  

This s tudy samples a re collected  from doctors a t  fo l lo wing hosp ita ls:  

a)  Tribhuvan Universi ty and Teaching Hospital  (TUTH),  Maharajgunj  

b)  Kant i  Chi ldren’s Hospi tal ,  Maharajgunj  

c)  Nat ional  Academy of Medica l  Sc ience (Bir) ,  Mahaboudha  

d)  Om Hospita l  and  Research Centre,  Chabahi l  

e)  Medicare Hospi ta l ,  Chabahil  

f)  Vayoda Hospi tal ,  Sanepa  

g)  Birendra Army Hospi tal ,  Chhauni  

Convenience sampl ing method i s  preferred as the company is  in regular  commun ica tion 

wi th  these doctors ,  and some are good  prescr iber  of  Sulbac tomax.  

 

2 .1 .4  Data Collect ion  

The quest ionnaire and personal  inte rview data  are col lec ted from 31  and 17 doctors 

respect ive ly as shown in  the table 1  be low.  

 

Table  1 .  Sample Tabulation  

 

Name of  Hosp ita l  

 

Number o f  

quest ionnaire sample  

 

Number o f personal  

interview sample  

Teaching Universi ty and Teaching 

Hospital(TUTH)  

 

6  

 

4  

Kant i  Chi ldren’s Hospi tal  7  6  

Nat ional  Academy of Medical  

Science  (Bir)  

 

5  

 

4  

Om Hospita l  and  Research Centre   

6  

 

3  

Medicare Hospi ta l  3  2  

Vayoda Hospi tal  1  1  
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Birendra Army Hospi tal  3  3  

Total  hosp ital :  Total  sample:  31  Total  sample:  17  

The da ta  are co llected and analysed  as:  

Custo mer value = f  {(Social  benefit  RM strategies) ,  (F inancia l  benefi tRM strateg ies)}  

Here,  Social  benefi t  RM stra tegies = f  {(Caring company) ,  (Need sat is fact ion) ,  ( Ini t ia t ion 

of phone ca ll) ,  (Confl ic t  reso lut ion) ,  (Accept ing responsib il i ty)}  

Financial  benefi t  RM stra tegies   = f  {(Exper t i se) ,  (Offer ing of personal ised 

dinner/supper) ,  (Regular  communicat ion) ,  (Academic investment) ,  ( free sampling)}  

 

2 .1 .5  Sta t i st ica l  Tools used  

STATA software i s  used to  analyse da ta for  correla t ion and regression ana lys is.  This  

software i s  chosen for  i t s  app licabi l i ty and  ease in  handl ing stat is t ica l  ana lys is.  

 

III: DATA INTERPRETATION AND FINDINGS 

Table2.  Data  Tabulat ion  

 

N SB FB CV 

SB 

Avg  

 

FB 

Avg  

 

CV 

Avg  SB1  FB1 

CV

1 

SB

t FBt  

 

CV

t 

01 13 15 32 2.6  

 

3  

 

3 .2  13 10 32 2.6  3 .333333  

 

3 .2  

02 19 21 35 3.8  

 

4 .2  

 

3 .5  19 13 35 3.8  4 .333333  

 

3 .5  

03 15 18 34 3  

 

3 .6  

 

3 .4  15 11 34 3  3 .666667  

 

3 .4  

04 19 19 34 3.8  

 

3 .8  

 

3 .4  19 12 34 3.8  4  

 

3 .4  

05 21 16 41 4.2  

 

3 .2  

 

4 .1  21 11 41 4.2  3 .666667  

 

4 .1  

06 13 14 32 2.6  

 

2 .8  

 

3 .2  13 9  32 2.6  3  

 

3 .2  

07 21 20 45 4.2  

 

4  

 

4 .5  21 13 45 4.2  4 .333333  

 

4 .5  

08 21 18 33 4.2  

 

3 .6  

 

3 .3  21 12 33 4.2  4  

 

3 .3  

09 20 17 39 4  

 

3 .4  

 

3 .9  20 11 39 4  3 .666667  

 

3 .9  

10 19 22 42 3.8  

 

4 .4  

 

4 .2  19 14 42 3.8  4 .666667  

 

4 .2  

11 20 20 40 4  

 

4  

 

4  20 12 40 4  4  

 

4  

12 20 21 44 4  

 

4 .2  

 

4 .4  20 14 44 4  4 .666667  

 

4 .4  

13 17 16 35 3.4  

 

3 .2  

 

3 .5  17 11 35 3.4  3 .666667  

 

3 .5  

14 23 21 42 4.6  

 

4 .2  

 

4 .2  23 14 42 4.6  4 .666667  

 

4 .2  

15 19 22 37 3.8  

 

4 .4  

 

3 .7  19 13 37 3.8  4 .333333  

 

3 .7  

16 19 18 36 3.8  

 

3 .6  

 

3 .6  19 10 36 3.8  3 .333333  

 

3 .6  

17 18 20 31 3.6  

 

4  

 

3 .1  18 11 31 3.6  3 .666667  

 

3 .1  

18 17 20 36 3.4  

 

4  

 

3 .6  17 12 36 3.4  4  

 

3 .6  

19 22 20 40 4.4  

 

4  

 

4  22 12 40 4.4  4  

 

4  

20 17 17 32 3.4  

 

3 .4  

 

3 .2  17 10 32 3.4  3 .333333  

 

3 .2  

21 15 16 39 3  

 

3 .2  

 

3 .9  15 11 39 3  3 .666667  

 

3 .9  
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22 19 15 34 3.8  

 

3  

 

3 .4  19 11 34 3.8  3 .666667  

 

3 .4  

23 18 19 37 3.6  

 

3 .8  

 

3 .7  18 12 37 3.6  4  

 

3 .7  

24 20 19 39 4  

 

3 .8  

 

3 .9  20 12 39 4  4  

 

3 .9  

25 20 17 35 4  

 

3 .4  

 

3 .5  20 11 35 4  3 .666667  

 

3 .5  

26 16 19 36 3.2  

 

3 .8  

 

3 .6  16 13 36 3.2  4 .333333  

 

3 .6  

27 23 22 47 4.6  

 

3 .8  

 

4 .7  23 15 47 4.6  5  

 

4 .7  

28 15 17 31 3  

 

3 .4  

 

3 .1  15 11 31 3  3 .666667  

 

3 .1  

29 16 18 37 3.2  

 

3 .6  

 

3 .7  16 11 37 3.2  3 .666667  

 

3 .7  

30 24 22 42 4.8  

 

4 .4  

 

4 .2  24 13 42 4.8  4 .333333  

 

4 .2  

31 20 19 39 4   3 .8   3 .9  20 12 39 4  4   3 .9  

 

Table  2 . show summated  and average  value of adding social  benefi t  (SB),  adding financial  

benefi t  (FB) and bui lding custom er va lue (CV)  var iables.  Personal i sed  dinner /supper  (qn 

7)  and free  sampl ing (qn 10)  from f inancial  benefi t  var iab les are omit ted from the  study.  

Hence f inancia l  benefi t  RM stra tegies var iables are re -summated and averaged.  

Regress ion analys is  i s  conducted  taking SBt ,  FBt and  CVt as  add ing soc ial  benefi t ,  adding 

f inancia l  benefi t  and customer va lue var iables respect ive ly.  

 

Summary Statist ics of  Relat ionship Marketing Strateg ies (Socia l  and Financ ial  

Benef it)  and Custo mer Value  

Summary s tat i st ics gives quick  and simple descr ipt ion of the da ta,  includ ing mean,  

standard deviat ion,  minimum and maximum value e tc .  Here,  31 observations are done to  

analyse the impact  o f RM strategies ( soc ial  benefi t  and financial  benefi t)  in bui lding 

customer values,  wi th normal st andard deviat ions ( table 3) .  

 

 

 

Linear Regression Analysis of  Relat ionship Market ing Strateg ies and Custo mer V alue  

Corre la t ion Matr ix  

Pearson coeff icients ( r )  determine the extent  to  which values o f  the two var iab les  are  

proport iona l  to  each other  

 

         CVt          31    3.722581    .4232491        3.1        4.7

         FBt          31    3.946237    .4562063          3          5

         SBt          31    3.735484    .5571047        2.6        4.8

                                                                      

    Variable         Obs        Mean    Std. Dev.       Min        Max

Table3. Summary Statistics of Social Benefits, Financial and Customer Value 

 

T a b l e 4 a .  C o r r e l a t i o n  M a t r i x  o f  S B t ,  F B t  a n d  C V t  
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The correla t ion re lat ionship between adding soc ial  benefi t  (SBt)  and customer  value 

(CVt)  i s  s trongly re la ted with r  value of  0 .6708 ( table 4a) .  The same is  be tween adding 

f inancia l  benefi t  (FBt)  and customer  value wi th r  value  of 0 .7258.   

R square measures ho w well  the  regression l ine approximates the real  data  points.  R
2
 o f 

0 .6014 indicates 60% of  the response  var iable var ia t i on i s  exp lained by a l inear  model .  

Here   R = 1  -   
𝑆𝑆  𝑓𝑜𝑟  𝑟𝑒𝑠𝑖𝑑𝑢𝑎𝑙

𝑇𝑜𝑡𝑎𝑙  𝑆𝑆
 

F tes t  compares stat i st ical  models tha t  have been f i t ted to  a  data se t ,  in order  to  identi fy  

the model that  best  f i t  the popula t ion fro m which the da ta were samp led .   

The F-test  compares  the mul t iple  l inear  regression model to  the no -rela t ionship model  

( test  the null  hypothesis that  the no -relat ionship model is  correct) .   Equivalent ly,  the F -

test  the null  hypothesis tha t  al l  two s lope parameters are equal  to  zero.   This model  

includes  3  regression coeff ic ients  (1  intercept ,  2  slopes) ,  and  the no -rela t ionship  model  

includes 1  regression coeff ic ient ,  namely,  the intercep t .   The degree of freedo m (df)  for  

the numerator  i s  therefore 3  –  1  = 2 .   Also,  the  deno minator  d f  is  equal  to  31 –  3  = 28.  

Here,  F = 21.12 i s  s igni f icant  a t  0 .05% (table 4b) .  

 

 

 

 

Regress ion equation explains the re la t ionship between adding soc ial  RM strategies ,  

adding financial  benefi t  RM stra tegies and i t s  resul tant  bui lding of  cus tomer va lue  

algebraical ly.   

Or,  CVt = β 0  + β 1  (SBt)  + β 2  (FBt)  + ε  where β 0  is  a  constant  and i s  the actua l  in tercept  at  

the dependent var iable axis,  β 1  and β 2  are  the slope (also cal led the regression coeff ic ient)  

of  adding social  benefi t  and  add ing f inancia l  benefi t  respec tive ly and ε  i s  the random 

error  term that  descr ibe the real  data above  and below the l ine.  

 

         CVt     0.6708   0.7258   1.0000

         FBt     0.6329   1.0000

         SBt     1.0000

                                         

                    SBt      FBt      CVt

       Total    5.37419355    30  .179139785           Root MSE      =  .27661

                                                       Adj R-squared =  0.5729

    Residual    2.14236268    28  .076512953           R-squared     =  0.6014

       Model    3.23183087     2  1.61591543           Prob > F      =  0.0000

                                                       F(  2,    28) =   21.12

      Source         SS       df       MS              Number of obs =      31

Table4b. Regression Model 
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Est imated Regression Line (or  equation or  model)  

Regress ion l ine i s  a  l ine drawn through the points on a scat t erp lot  to  summarise the 

rela t ionship  be tween the var iab les be ing s tudied.  When i t  s lopes  down ( from top le f t  to  

bottom r ight) ,  th is  ind icates a  negative or  inverse rela t ionship between the var iables,  

when i t  s lopes up ( from bottom lef t  to  top r ight) ,  a  pos it ive or  d irect  rela t ionship i s  

ind icated .  Here the rela t ionship i s  posit ive ( table 4c) .  

 

 

Predicted customer va lue = 0.8816461 + 0 .2679836 (soc ial  benefi t)  +  0 .4662382 

(f inancia l  benefi t) ,  here  slope of the β 1  andβ 2  coeff ic ients are 0 .2679836 and 0.4662382  

respect ive ly,  means that  var ious rela t ionship  market ing s tra tegies l ike adding soc ia l  

benefi t  and /or  f inancia l  benefi t  sho ws di rec t  posi t ive re la t ionship  wi th customer va lue.  

The va lue of  t  is  s igni f icant  fo r  both t he  relat ionship s tra tegies a t  0 .5% confidence lev e l  

as sho wn by the above table.  

 

Added-var iab le p lot  o f  socia l  benefi t  and f inancial  benefi t  

The graph of added -var iable p lot  revea ls  the presence of problematic  observations i f  any,  

dur ing regress ion ana lys is.   

 

 

Figure 4  shows the es t imated regression l ine  super imposed on the  scat ter  d iagram.  

Posit ive l inear  re la t ionship exists  between bo th the re lat ionship market ing s tra tegies and 

customer va lue development.  The s lope of adding soc ia l  benefi t  is  0 .26798356 when 

adding f inancia l  benefi t  i s  kep t  constant  and of adding f inancia l  benefi t  i s  0 .46623822 

                                                                              

       _cons     .8816461   .4469267     1.97   0.058    -.0338418    1.797134

         FBt     .4662382   .1429828     3.26   0.003     .1733512    .7591252

         SBt     .2679836   .1170869     2.29   0.030     .0281419    .5078252

                                                                              

         CVt        Coef.   Std. Err.      t    P>|t|     [95% Conf. Interval]

                                                                              

-.4
-.2

0
.2

.4
.6

e(
 C

Vt
 | 

X 
)

-1 -.5 0 .5 1
e( SBt | X )

coef = .26798356, se = .11708691, t = 2.29

-1
-.5

0
.5

e(
 C

Vt
 | 

X 
)

-1 -.5 0 .5 1
e( FBt | X )

coef = .46623822, se = .14298281, t = 3.26

Figure 4.av-plot of social benefit and financial benefit against customer  

Table 4c. Coefficients 
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when adding social  benefi t  i s  kep t  constant .  Here,  a  regress ion of customer va lue on 

adding soc ia l  benefi t  and adding financial  benefi t  has the same coeff ic ient  and s tan dard 

error  (up to  a  degree -of-freedom adjustment)  as the est imated coefficient  and standard  

error  for  the regressor  in the or igina l  regression.  In our  sample ,  values o f add ing social  

benefi t  ranges from 2 .6  to  4 .8  and adding f inancia l  benefi t  ranges from 3  to  5 ,  thus the 

equat ion should be used  to  generate  est imates of to ta l  cus tomer va lue within these ranges  

of independent var iable  only.  

 

Qual i tat ive test  

Table 5 .  Frequency of Quali ta t ive  Factor  in Percentage  

 RM fac tors  RM tact ica l  too ls  Percentage  

 

 

Social  

benefi t  RM 

strategy  

 

Mode of communicat ion  

Phone cal l  6   

Emai l  7  

Text  2  

 

 

Problem solution skil ls   

Communica tion  6  

Face to  face confronta t ion  4  

Problem solution Expert ise  2  

 

Financial  

benefi t  RM 

strategy  

 

Regular  cal l  presenta t ion  

4  t imes  in a  month  6  

2  t imes  in a  month  6  

Once a month  3  

 

Academic  investment  

Conference  12 

Books  9  

Gadgets  4  

 

 

 

Customer 

va lue  

 

 

Values des ired during 

presenta t ion  

Updat ing kno wledge/ l i te ratures  8  

Knowledgeable  sel ler  3  

Uniqueness /mot iva tive  ness  3  

 

Customer loya l ty measures  

Frequent vis i t  5  

Qual i ty and pr ice  11 

Friendly/ transparency  3  

 

As per  tab le 5 ,  doctors prefer  email  and ini t iat ion of posit ive phone ca ll s  to  text  as the 

mode of co mmunicat ion wi th Venus remedies.  Good communicat ion i s  preferred as the 

good problem so lution ski l l s  when and i f  s i tua tion i s  required.  Doctors prefer  to  enter tain  

marketer  regular  ca l l /presenta t ion twice or  4  t imes  in an average per  month.  Sponsoring 

of sc ienti f ic  conference  in terms of venue  regis trat ion/ f l ight  ar rangement /accommodat ion 

or  local  t ransporta t ion is  the most  preferred mode of academic investment close ly 

fo l lo wed by sponsorship of academic  mater ials  l ike medical  text  books,  pub lica t ion etc .  

Shar ing of updating l i teratures  from me dical  j ourna ls l ike ‘The Lancet ’ and  ‘The New 
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England Journal  o f Medicine’ was the va lues  they wanted to  seek from the company 

marketer  during the sa les presentat ion.  For  customer loya lty retention measures,  the  

doctors preferred good  quali ty product  and  f requent cal l  from the company side.  

 

IV: SUMMARY AND CONCLUSION 

The nul l  hypothesis that  there  i s  no corre lat ion between RM stra tegies and customer  value  

is  rejected wi th an al te rna te hypothesis.  This study analyse  the var ious RM st rategies  

Venus Remedies conducts in the doctors here in Kathmandu.  The correla t ion -regression 

analys is i s  done to  assess the impact  of adding soc ial  benefi t  and add ing financial  benefi t  

in build ing customer va lue.  The study revolves  around the value of doctors (espec ia l ly  

physician and  paed ia tr ician segment)  only as  they are the so le author i t y f igure to  wri te  

Sulbactomax.   

This quant i tat ive analys is is  done on da ta co llec ted through questionnaire method,  and the 

hypothesis that  there i s  no correlat ion between market ing strategie s and  customer va lue is  

tested .  

The questionnaire 1  to  5  are framed for  soc ia l  benefi t  RM st rategies,  6  to  10 for  f inancial  

benefi t  RM stra tegies and 11 to  20 for  bui lding of customer values (has come e i ther  from 

soc ial / financial  benefi t  or  both) .  

The 60% of the response var iab le var ia t ion i s  explained by a l inear  model as ind ica ted by 

R
2
 value of 0 .6014.  F  va lue of 21.12 i s  signi f icant  a t  0 .05% confidence leve l .  The 

predic ted regression equation i s:  custo mer value  = 0.8816461  +  0.2679836 (socia l  benefi t)  

+ 0 .4662382 ( f inancia l  benefi t) ,  sho w posi t ive  l inear  relat ionship between bo th the 

rela t ionship  market ing s trategies and customer value develop ment .  

Box plo t ,  Kernel  density est imation,  Q normal i ty and Shapiro -Wilk tes t  are conducted to  

test  the normal i ty.  To test  homoskedast ici ty,  res idual  vs .  fi t ted plo t ,  Breusch -Pagan /  

Cook-Weisberg and Cameron and Trived i ’s dec omposi t ion of IM -tes t  are  done.  

To test  mul t icol l inear i ty ,  var iance inflat ion factor  test  i s  done.   

The l inktes t  and regression speci f icat ion error  test  (RESET) i s  done  to  tes t  the proper  

spec i fica t ion of  the  model.  
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