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Customer Relationship Management

Customer Relationship Management (CRM) refers to the principles, practices and guidelines
that an organization follows when interacting with its customers. From the organization's
point of view, this entire relationship encompasses direct interactions with customers, such as
sales and service-related processes, and forecasting and analysis of customer trends and
behaviours. Ultimately, CRM serves to enhance the customer's overall experience.

Elements of CRM range from a company's website and emails to mass mailings and
telephone calls. Social media represents one of the ways companies adapt to trends that
benefit their bottom line. The entire point of CRM is to build positive experiences with
customers to keep them coming back so that a company can create a growing base of
returning customers.

Increasingly, the term CRM is being used to refer to the technology systems that companies
can engage to manage their external interactions with customers at all points during the
customer lifecycle, from discovery to education, purchase and post-purchase. With an
estimated global market value of over $40 billion in 2018, CRM technology is widely cited as
the fastest-growing enterprise-software category, which largely encompasses the
broader software-as-a-service (SaaS) market. IT research and advisory firm Gartner predicted

in a 2017 report that CRM will be the largest revenue driver of enterprise software spending
by 2021.

CRM Software

Special CRM software aggregates customer information in one place to give businesses easy
access to data, such as contact data, purchase history and any previous contact with customer
service representatives. This data helps employees interact with clients, anticipate customer
needs, recognize customer updates and track performance goals when it comes to sales. CRM
software's main purpose is to make interactions more efficient and productive. Automated
procedures within a CRM module include sending a sales team marketing material based on a
customer's selection of a product or service. Programs also assess a customer's needs to
reduce the time it takes to fulfil a request.
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Loyalty Program

2.1 Introduction

Loyalty programs encourage shoppers to return to stores where they frequently make
purchases. Some of the incentives may include advanced access to new products, additional
discounts or sometimes free merchandise. Customers typically register their personal
information with the company and are given a unique identifier, such as a numerical ID or
membership card that they use while making a purchase.

According to a study only 12-15% of customers are loyal to a single retailer, but
they represent between 55-70% of total sales (Center for Retail Management, Northwestern
University). Important point in the premise of revenue is that running loyalty programs to
gain sales is much cheaper than the expense which is associated with the TV or billboard
commercials for the same purpose of sales. The reason behind this is that a company has a
deep knowledge of its loyal customers. The customer’s habits and whereabouts are known to
the company. It becomes much simpler and cost effective to create a mode of communication
with them. Besides, it simply makes marketing efforts much more targeted and relevant.

2.2 Loyalty programs of influential industries

Airlines and Hotel industry enjoy the benefit of being the influential industries when it comes
to loyalty programs. Loyalty programs in airlines influence 84% customers to engage with a
particular brand while hotel programs have a 67% influence on the customers. The level of
influence that loyalty programs have in retail sector is very less, being only 27%. However,
trade loyalty programs are successful in achieving the ultimate aim of the loyalty program,
which is to acquire customers and to ensure that they are loyal to the brand over a long period
of time.

1. Airline Industry- Frequent flier program

For the airlines, their ideal customer is the business traveller. The business traveller feels
rewarded when they get their free drink or complimentary upgrade, and the airline retains
more of that person’s business travel. These customers might even be willing to spend more
on a ticket in order tofly with the airline they perceive to offer the best benefits.

With that premise as the foundation, airline loyalty programs have expanded dramatically
over the years. It’s important to keep in mind that the frequent flyer programs themselves are
profit centres for the airlines, independently of airline operations.After all, around 85% of
travellers redeem their miles for domestic economy tickets, which aren’t that expensive for
the airline.




refurbishments, Or even just engage in g costly media campaign. The bank profits as well,

because they recejve 5 fee from the merchant Cvery time their credjt card is swiped.

2.3Exceptional Reward Programs

Providing Customers with reward pointg has now become g norm in every industry and most
of the Companies gre providing feward points 1o their Customers. Byt Customer loyalty
Programs of some Companies gre made wit Custom perks which make the customers feel like
a VIP and are 5 great way to show how muchgpe company caresaboyt them and are dedicated

Sephora’s loyalty program, Beauty Insider, offers everything 4 Cosmetics addict could want
ina beauty Membership, The loyalty Program has three feward tiers, apg the perks increase jp

* Customers iy the lowest (jor aren’t required ¢ purchase anything from Sephora byt
still recejve 5 free birthday gift and free beauty classes,
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become 3 VIB or Very Important Beauty Insider, [y addition to 4 free birthday gift
and free beauty classes, Vg Teceive seasong] savings, bersonalized gifts ang a free
Custom makeoyer.
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Hindustan Petroleum Corporation Limited (HPCL)

3.1 About the company

HPCL is a Government of India Enterprise with a Navratna Status, and a Forbes 2000 and
Global Fortune 500 company. It is listed on the Bombay Stock exchange (BSE) and National
Stock Exchange (NSE), India.

HPCL owns & operates 2 major refineries producing a wide variety of petroleum fuels &
specialties, one in Mumbai and the other in Visakhapatnam. HPCL also owns and operates
the largest Lube Refinery in the country producing Lube Base Oils of international standards,
with a capacity of 428 TMT. This Lube Refinery accounts for over 40% of the India's total
Lube Base Oil production. HPCL in collaboration with M/s Mittal Energy Investments Pte.
Ltd. is operating a 9 MMTPA capacity Refinery at Bathinda with 49% equity and also holds
an equity of about 16.95% in the 15 MMTPA Mangalore Refinery and Petrochemicals Ltd.
(MRPL).

HPCL has the second largest share of product pipelines in India with a pipeline network of
more than 3370 kms for transportation of petroleum products and a vast marketing network
consisting of 21 Zonal offices in major cities and 128 Regional Offices facilitated by a
Supply & Distribution infrastructure comprising Terminals, Pipeline networks, Aviation
Service Stations, LPG Bottling Plants, Inland Relay Depots & Retail Outlets, Lube and LPG
Distributorships.

3.2 Loyalty programs at HPCL

HPCLrunsloyalty programs through its Retail outlets for its customers. HPCL has specifically
designed segment specific loyalty program to cater to various categories of its customers.

1. Drive Track Plus

DriveTrack Plus is a powerful prepaid card that provides complete fleet management solution
to fleet owners and operators in the form of an unbeatable combination of control,
convenience, security and attractive reward points. This innovative payment mechanism is
designed for efficient management of fleet, through greater control over fuel consumption
and operating costs, thereby adding value to business.

Benefits of Drive-Track Plus

1. Better Control

® The payment done for any vehicle can be monitored easily
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e Working capital can be better managed by allocating funds to each card from a central
pool of funds (CCMS account)

e MIS reports can be obtained vehicle wise or for entire fleet on a consolidated basis
2. Greater Convenience

e With cashless transactions through the card, the need to carry cash is eliminated

o Allocating funds to different user accounts from CCMS balance is quite easy with
Drive-Track Plus web account

e Various options are available to recharge CCMS balance

3. Enhanced Security

PIN based security is employed with separate PIN for each of the user cards and Control PIN
for Control card transactions. There is added level of security with control card provided for
some important transactions.

o Threat of theft reduces considerably as cash need not be carried by drivers
e Accidental insurance cover is provided with the program

e Facility of SMS alerts on transactions is available

e Card based CCMS transaction limits can be set

e Online option to block/unblock card is available

4. Rewards

e Reward points on fuel purchase are provided in the form of Drivestars which can be
redeemed for free fuel or lubes at participating HPCL outlets

e Multiple redemption option in the form of Electronic Gift Vouchers and various gift
item are available

2. Re-Fuel program

HP Refuel is a powerful Loyalty and Payment program that provides complete fuel
management solution to its retail customers and operators in the form of an unbeatable
combination of control, convenience, security and attractive reward points. This innovative
payment mechanism is designed for efficient management through greater control over fuel
consumption and operating costs, thereby adding value to individuals.

As a member, a person can earn HP Re-Fuel card points on purchases at participating HPCL
petrol pumps. The HP Re-Fuel Cardpoints earned can instantly be redeemed for fuel and
lubes at participating HPCL petrol pumps. Customer can also redeem the points against items
given in the Rewards Catalogue.

Benefits of Re-Fuel Program

10
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1. Convenience

e Cash need not be carriedfor fuel payment and payment can be made via Re-Fuel app
e Several options are available for payment like payment through the pay merchant
option on the app or through registered mobile no. with OTP or scanning the QR code

2. Rewards

HP Re-Fuel card points can be tracked either on app or website or through the terminal at the
participating petrol pump. The customer can use these points for fuel or gift coupon options
available at redemption.

Market Researchon Re-Fuel

4.1 Purpose of the study

There has been quite sometime since the launch of Re-Fuel, a payment solution of HPCL
aimed at making retail customers loyal to HP brand by providing benefits to the customer in
the form of cashback and reward points. Initially the program was launched on the Drivetrack
plus platform but as the traffic on Drivetrack plus began increasing, Re-Fuel was separated
from Drivetrack plus. But despite providing promotional schemes and encouraging dealers to
register new customers for Re-F uel, overall response towards the program has not been able
to meet the expectations. Inspite of the fact that Drivetrack plus has proved quite successful
for the company, Re-Fuel has not been able to make its impact. Evenafter around 2 years of
its launch, most of the customers are unaware of the existence of Re-Fuel and the dealers
don’t have the full knowledge of payment through this app. To connect new customers with
this app, a drive was started by the company in which target was given to every dealerto
connect new customers. The dealers accordingly registered a large number of customers but
the proportion of people actually using the app after registration if still quite low. The reason
of such a low turnout of customers is not clear and there was a need to take the feedback from
customer. So it was decided to conduct market research for collecting customer feedback
regarding their experience with Re-Fuel.

Market research is a tool to determine the needs and preferences of people and know the
experiences of customer regarding any particular program.

4.2 Market Research steps

Following are the steps involved in carrying out any market research process:
Step 1: Problem Definition and Identification

Step 2:Reseach Objective

11
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Step 3: Research Design Formulation

Step 4: Data Collection

Step 5: Data Preparation and Analysis

Step 6: Report Preparation and Presentation

After stating the purpose of the study, market research process was started as per the above
given procedure. The stepwise detailed structure of this research and the outcomes after every
step is provided below.

4.2.1 Problem Definition/Identification

Based on the purpose of study, a single line problem statement is prepared. For this project,
the statement developgd to define the problem is as follows:

“People using Re-Fuel app and the people who have registeredfor Re-Fuel is quite low”.

4.2.2 Research objective

After defining the problem statement, the second step is to determinethe research objective. It
involves finding the possible factors behind the problem based on the literature review,
observation and discussion with decision makers, that is, the customer and the dealer. This is
a part of qualitative method used Just to find out a list of all possible factors behind the
problem. Later stages of this research will involve quantitative methods to narrow down the
exact reasons responsible for low customer involvement with refuel.

For carrying out qualitative research and identifying the possible factors behind the problem,
different retail outlets were visited discussing with the dealers, customers and observing the
mode of payment of different kinds of customers. Accordingly following listof factors was
prepared based on the initial observation:

a) Benefit provided by the company in the from of reward points and cashback is
perceived insufficient by the customers

b) The information provided on the refuel website is inadequate

¢) Loyalty programs of competitors are better than Re-Fue]

d) Some technical issues were faced by the customers in using the app

e) The use of app is not considered user friendly by the customer

f) Salesmen are unable to carry out transactionsatisfactorily through the Re-Fuel app

g) Customer care is unable to resolve the queries of the customers

12
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4.2.3 Research method

After listing down the possible factors for the research problem, the next step is to design the
research method to be used. The research method is based on the purpose of the study and the
type of customer base. This step involves defining the nature of study, calculating the sample
size from the population size and preparing the data collection instrument. This step is the
most important step as if this step is not performed carefully, the whole market research
process would not yield desired result.

Primary Research

Primary research is designed to meet the unique and specific needs of the researcher contrary
to secondary research, where the already available work done by others is applied to the
business problem. Primary research aims to answer questions relevant solely tothe concerned
problem and provides more specific results. The research can include focus group interviews,
surveys, individual interviews, and observations.

As Re-Fuel app is a program specific to HPCLand no previous data wasavailable on the
customer experience with Re-F uel, fresh data from the existing customers of Re-Fuel app was
required for which primary research was conducted.

Quantitative Research method

The data produced by quantitative research methods are always numerical, and they are
analysed using mathematical and statistical methods contrary to the qualitative research
methods which often involve words or language rather than numbers but may use pictures or
photographs and observations.

To be able to analyze our customer feedback using statistical tools, survey was used as a
quantitative research method to collect the opinion of the customers,

Conclusive research

As the survey on the Re-F uel app required precise and complete information for a specific
purpose, Descriptive research method was usedwhich is a part of conclusive research.
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Data collection instrument

A questionnaire was preparedfor the study which consisted questions on the dependable
variableasking the customers to rate their experience with Re-Fuel app. The data regarding
the demographics of the customers like age, monthly fuel consumption and type of vehicle
were also requested for the study. Likert scale of range 1-5 was used to take responses from
the customers with “1 meaning strongly agree” and “5 meaning strongly disagree” as per

below:
1 2 3 4 5]
t .
girs(:;iz Disagree Neutral Agree Strongly Agree

Following are the questions for which customers were asked to provide their responses:

® The Salesman in the Petrol Pump provided complete information on the usage and
benefits of HP Re-Fuel Card Le., benefit of 1.05% while using HP Re-Fuel Card
(0.30% as Loyalty Benefit & 0.75% as Cashless Incentive)

e The HP Re-Fuel Website "www.hprefuel.com" has provided me complete
information and it is very easy to navigate the site

® As per my study the benefits and usage of HP Re-Fuel Card much better than other
Oil Company Retail Cards

e While enrolling for HP Re-Fuel Card on the Mobile App / the HP Re-Fuel Website
and I have not faced any problem during the entire process and it was a smooth
experience

® Re-charging (CCMS Re-charge) the HP Re-Fuel Card through Mobile App / Website
is very easy and the entire process is very smooth

® It is very easy to choose the Merchant on the Mobile App, and paying for the
merchant on HP Re-Fuel Mobile App is very easy

® The Outlet Salesman knows how to do Transaction on HP Re-Fuel Card and | am
fully satisfied with his ability to Complete Sales Transaction process smoothly

® The Call Center "18001039811" was very helpful while resolving any issue faced
while using HP Re-Fuel Card

e The Outlet Dealer/ HPCL Officers helped me when I facedan issue during the
Enrolment / Transaction process

* My overall experience while using HP Re-Fuel Card Mobile App 1is very pleasant and
flawless

14
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The complete survey is given at Exhibit-1.

Scope of study and sample size calculation
Area of research: kota

Duration of research: 2 months
Population size: 10 lakh

Sample size: 260

4.2.4. Data collection or fieldwork

The data collection process involves going to the field for collecting the data from the
customers. So regular visits to different retail outlets was made to collect data from the

4.2.5Analysis of customer survey using SPSS software

The next step involves analyzing the collected data using some mathematical too] or
software. Accordingly, SPSS software was used to analyze the collected data. Factor
Analysis and Regression Analysis were performed in the SPSS for analysis.

Factor Analysis

represented in terms of a few underlying factors. Based on the variables that are combined
under each factor, a name is given to each factor that represents the characteristics of the
variables under it. These factors thus obtained are the factors that actually influence the
purchase behavior of the customers.

For the analysis of the data collected regarding Re-Fuel, all the 10 questions in the

performing the factor analysis in SPSS, the procedure in which the obtained resuits were
analyzed and conclusion were made are explained below:

e L e e B e




1. Factor analysis assumption check

First of all, we have to check 2 assumptions that must hold true for factor analysis to be
performed. These are:

1) KMO value must bé >0.5
ii) Sig value must be £ (.05 (Confidence level- 95%)

Following is the screenshot of the KMO and Barlett’s test that was performed to check the
above 2 assumptions.

KMO and Bartlett's Test

Kaiser-Meyver-Olkin Measure of Sampling 747
Adeguacy,

8&{&??@5{‘5 Test of Approx. Chi-Sguare 1836.770
Sphericity df 45

Sig. % l .000 l

Here both the assumptions of Factor analysis are satisfied as the KMO value is more than 0.5
(0.747 in this case), and the significance value is less than 0.05 (0.000 in this case).

So factor analysiscan be performed in this case.

2. Determination of no. of factors

Secondly, in the “Total Variance Explained” table, Eigenvalues of components are checked
to see how many of these components have eigenvalues greater than 1. The no. of
components having eigen values greater than 1 determine the no. of factors.

Total Variance Explained

Initial Eigemvalues Extraction Sums of Sguared Lo,

Rotation Sums of Squared Loadings
% of Variante | Cumulative % Total % of Variance  Cu 8% Total % of Variance  Cumulasive %

Component ___Total 2
4»250‘11 ) 4201% ) 4.201 4‘2:‘0‘%1” - 42.(‘}13‘ 3.139 ] ) 31385 31.388

2 14326 56337 1433 14326 56337 1337 18.374 49.763
3 — e 1.052 | 10515 66.852 1709 17.089 66.852
4 818 8.185 75.037

5 801 8013 83050

From the above table, we can see that there are 3 components for which the eigen values are
greater than 1. So there are 3 factors that have been formed out of the 10 variables,

16
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3. Interpretation of factors

The third step involves determining the variables that fal] under each factor. For this,
“Rotated Component Matrix” is used in which any variable having factor score > 0.6is
included under that factor. Accordingly, the variables falling under each factor are noted and
the factor is named on the basis of the characteristics of the variables combined under it.

Rotated Component Matrix?

Component

1 2 3
o1 564 259 |
Q2 483 149 [ 713
Q3 395 378
Q4 a8
Qs 382
06 7 259
= TR TR
o 137
St e

Extraction Method: Principa
Component Analysis,
Rotaticn Method: Varimax with Kaiser
Normalization.

a. Retation converged in 5
iteraticns.

Based on the above rotated component matrix, the variables are clubbed under each of the 3
factors and names to these factors are provided.

The below table summarizes the factors along with their names,the variables under them and
the factor scores of these variables:

Factors Variables Factor SW’

F1 (Ease of Q4 (Registration for refuel program) W
transaction) Q5 (Loading money in refuel wallet) 0.865

Q6 (Payment throu gh mobile app) —JWI

WMW

HPCL) Q10 (Overall experience of using refuel mobile app) 0838 |
m Q2 (Experience with refuel website) 0.713
of information) Q8 (Experience with customer care) 0.916

Based on the factor analysis study, following are the major factors obtained that have an
impact on the customer experience with Re-Fuel app:

17
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e Factor 1: Ease of transaction
e Factor 2: Support of HPCL
e Factor3: Availability of information regarding Re-Fuel

Regression Analysis

In dependence techniques such as regression, one variable is considered as dependent and the
others as independents. Then analysis is performed to check the impact of Independent
Variable(s) on a Dependent Variable.

In our regression analysis, Q10 is considered as a dependent variablethat is dependent on
questions Q1 to Q9 because Q10 is regarding the overall experience of Re-Fuel app and it
depends on the independent questions asked from the customers on the Re-Fuel app.

Following are the steps that were performed after the regression analysis was conducted.

1. Correlation between variables

Correlation is a necessary condition of regression. If two variables are correlated, then only
one can regress another. To establish a correlation between the dependent and independent
variables, the value of “Adjusted R square” must be greater than zero.

Variables Entered/Removed®
Yariahles Yariahles
Kods] Enterad Remayed Iethod
1 09, GG, 08, Entar

@3, 01, 07,
Q4, Q2, Q5P

a. Dependent Variable: 010

b All requested varialbiles enterad.

Model Summary

Adjusted B St Error of
Square the Estimate

Mode] R R Square

As the “Adjusted R Square” value given in the above figure is significantly greater than Zero,

there is a correlation between variables and regression analysis can be used for these
variables.

18




2. Impact of indepeqdent variables on dependent variable

Now to find out the impact of these independent variables on the dependent variable, the
significance value in the below coefficients table must be lower than 0.05.

Coefficients?

Standardized
Unstandardizeq Coefiicients Cosfficients

Mads B Std. Error Beta t Sig.
1 (Constant) -.402 334 _

;:;1 L - Ow e U_:". . _1;31“

Czif e USM'_’ Ur:' | !43\413

e ST 095 ¢ M. 101 . n34 .

e o TTwm T 224

a. Dependent Variahle: Q10

In the above table, theSig values for Ql, Q4, Q5, Q7 and Q9 are less than the significance
level of 0.05 or a confidence interval of 95% and thus, these variables have an impact on the
independent variable.

Based on these Squestions stated above that are supposed to have an impact on the overall

experience of customer with Re-Fuel app, these questions can be described in the form of
following variables:

® Awareness of the benefits received via Re-Fuel

® Issues faced during registration ofRe-Fue] app

e Convinience in adding money in the Re-Fue] app

e Ability of FSM to complete the transaction satisfactorily at the outlet

° Support received from the HPCL officers/ dealers during transaction/enrolment
process




<

L e e

w

Deficiencies of Re-Fuel

As a part of the second step of research process (that is,research objective), the website of Re-
Fuel was visited and some transactions were done at the retaj] outlet with the Re-Fuel app.
This helped in getting the first hand experience as a new customer and understanding some of
the problems customers might be facing in payment through the Re-Fue] app. Some of the
issues were also reported by the customers during the data collection process. Following are
some of the shortcomings that have been found at various stages of the research process that
might bepreventing the customers from connecting with the program:

1. Lack of availability of Information on Re-Fuel website

for payment.

Following are some more issues related to the lack of information on the website:

a) Sufficient information is not available regarding the use of app and the benefits
provided by it

b) The information regarding Re-Fuel is distributed over 2 websites- Drive track plus
and HP Re-Fuel

¢) FAQs provided are not detailed and do not clear relevant doubts

d) It is claimed on the website that reward points can be earned on cash payments also
which is actually not an option now

e) There is no mention of HP Re-Fuel on the main website of Hindustan Petroleum

2. Issues faced in using Re-Fuel app as a customer

During registration for the Re-Fuel app and using app as a customer for transaction at some

a) The customer ID and password were received after 4 days of registration

b) Most of the FSM were hot aware of the payment through Re-Fuel

¢) Reward points and CCMS balance were updated after 2 days of transaction




d) Option of adding money in the app through *Paytm wallet is not available although
other wallet options are there

¢) While adding money through HDFC payment gateway, option of saving debit/credit
card detail is not available although this option is there in ICICI gateway

f) Option of adding money in wallet through UPI payment is available in HDFC
gateway but not in ICICI gateway

*Paytm wallet is considered here because Paytm is the most popular among online wallets
and it is also accepted at most of the HP retail outlets.

3. Issues faced by actual customers in using Re-Fuel app

While providing their responses for the questionnaire, some of the customers went an extra
mile in explaining the problems faced by them in using the app. Some of these problems
related to issues in carrying out transaction and some related to receiving reward points and
their redemption. A list of the major issues faced by many customers are as follows:

a) Difficulty in maintaining separate wallets and remembering different login IDs and
passwords

b) Most of the customers pay by cash as they do not wish to spend time in digital
transaction on petrol pump

¢) Many people are not comfortable in digital transactions but do have a bank account
and can be targeted using physical Re-Fuel card

d) Some people reported the inability to add money in Re-Fuel appthrough Rupay debit
card

€) Many a times, OTP is not received immediately and takes upto half an hour




Recommendations

Considering the analysis of the survey, self-experience with the Re-Fuel and the suggestions
from the customers, some recommendations are proposed. These recommendations have been
divided into 2 parts- minor and majormodifications. Minor modificationsare those that are
relatively easier to implement and are mostly related to small changes in the
app.Majormodificationsrequire more involvement.

All these suggestions_are focussed on increasing the convenience of the user because one of
the observation in the survey was that the customers value convenience more than the
discount and also there is a limit to discount that can be provided to the customers
considering the very narrow margins in this sector.

Following is the list of minor and major recommendations with the major recommendations
further described in detail:

6.1 Minor Modifications
1. Allow the customer to set his password during registration stage
2. Provide an option in the app for requesting physical card
3. Encourage the use of Wi-Fi enabled DriveTrack Plus terminal
4. Include anoption of adding money through Paytm wallet

5. Separate refuel website from DriveTrack Plus website and provide all the relevant
details on Re-Fuel website

6.2 Major Modifications
Following are the major modification recommendations described in brief:
1. Provide sufficient training to FSM on the payment through refuel program

® Most of the people quoted this problem that many dealers are not accepting

payment through Re-Fuel or there is only a single FSM on the outlet who is able
to carry out a transaction

® So proper training of all FSM should be conducted on the payment options via app
and card before further promotion ofRe-Fuel
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Increase customer engagement through reward points

° The customer should receive 3 message immediately after transaction about the
reward points credited in his account and the final reward points balance

®  Upon accumulation of minimum points that can be redeemed, the customer should
receive a ‘notification via message or call informing them about the various
methods by which points can be redeemed and the options available for
redemption

® There should also be an option to redeem Drivestar balance in the form of credit
card reward points

® There should be an auto redeem option available in the app that automatically
redeems the loyalty points of customers into CCMS balance

Following are some of the proposals for modifying the current payment solution into
new loyalty solution or another payment solution. These solutions should be
considered in the same order in which these are presented:

a) Loyalty Solution 1

© An option to enter debit/credit card details should be provided during
registration in the app

©  Whenever payment is done by registered debit/credit card, reward points
should automatically be added in the Re-F uel account of customer

b) Loyalty Solution 2

o For debit/credit card user: Person should be allowed to pay using his
debit/credit card and enter the transaction details in the app or scan his slip
of payment through the Re-Fue| app

o For cash customer paying >1000: POS terminal or a tablet can be used

by the petrol pump operator to send the details of the fuel purchased with
the mobile no. of the customer

o Accordingly, cashback and reward points should be credited to customer’s
CCMS account




¢) Payment Solution

o Direct payment from the customer’s bank account (UPI payment) should
be allowed instead of a separate wallet

o Cashback and reward points can be provided in the Re-F uel account

the following reasons:
* The customer won’t need to block his money in the online wallet
* The role of FSM at retail outletsis minimal in these cases

With these minor as well as major recommendations, convenience can be increased for the
customer that would encourage the existing customer to more often use Re-Fuel app. The
purpose of the loyalty program is achieved only when it is able to create customer delight
with the help of increased convenience and existing monetary benefits. These delighted
Customers benefit the company in the long run as they not only bring regular revenues
themselves but also share their experiences with others and help in the word of mouth
publicity for the company.
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Conclusion

program successful.

One of the other important observation from the survey is that customers value convinience
more than the discount especially when the percentage of discount/benefit is very less. To
provide convinience of payment to the customer, changes should be made in the app to make
it a loyalty solution rather than a payment solution or payment should be made UP] enabled
so that customer can pay directly from his account.

Summarizing these points, it is concluded that IT infrastructure, training of FSM and
providing more convinience to the customers remain the 3 main focus areas that should be
considered for improvement in the app.

One more important point to note is that as the Re-Fuel is still in its nascent stage with
limited regular users, it is easier to make changes now then later. Also it would be quite
detrimental to keep promoting the app through limited period offers without working on the
base of the program.This would create more dissuaded customers who will instead of
becoming loyal to the brand, will spread negative word for the company.




Exhibits

Exhibit 1

Survey on HP R peri
Name of the Customer-
e Auto Pickup

1946 1960 1980 2001
Before 1946 to to to to
1959 1979 2000 2020

Below Rs 1000 | RS1000 [ Rs3000 | Rs3000 | Abgud
el 103000 | 108000 | 1015000 | Rs 15000

Hoarding/Stande SMS/e-
Friends

e at the Petro]
n

Salesma
n at the

How did you come to know about HP Refue]
Card?

The HP Refuel Website "www.hprefuel.com"
complete information and jt is very easy to navigate the site

As per my study the benefits and usage of HP Refuel Card much
better than other Oj] Company Retail Cards

process and it was a smooth experience
e-charging (CCMS Re-charge) the Hp Refuel Card through

Mobile App / Website is very easy and the entire process is very

smooth

It is very casy to choose the Merchant on the Mobile App, and

paying for the merchant on HP Refue] Mobile App is very easy

The Outlet Salesman knows how to do Transaction on Hp Refuel

Card and [ am fully satisfied with his ability to Complete Sales

Transaction process smooth]

The Call Center "] 8001039811" was very helpful while resolyin

any issue faced while using HP Refuel Card

The Outlet Dealer / HPCL Officers helped me when | faced an

issue during the Enrolment / Transaction process

My cverall experience while using HP Refuel Card Mobile App is

very pleasant and flawless
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