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ABSTRACT 

 

Today, marketing is not only the development, supply and sales but the continuing 

development and after sales service to customers with long term relationship has 

been added. Creating customer loyalty is a concept that developed in the today's 

businesses as the main component in the success of companies and organizations 

have come, has been more attention. Considering these issues, customer relationship 

management (CRM) in organizations is considered as strategy. In fact, customer 

relationship management (CRM) is part of organization strategy to identity and 

satisfies our customers and converts them into permanent customers. Also, in order 

to maximize the value of every customer, can help your company.  

 

This study examines the contribution of effective communication in customer 

management in organisations by looking deeply into customer relationship 

management (CRM). The study examines the necessities of CRM in an organisation.  

 

It was noted in the research results that customer relationship management is 

essential in achieving organisational goals specifically in managing the customers. 

The findings show that the benefits of CRM were analysed, as well as knowledge 

management, technology and relationship management.  

 

The general finding shows that CRM is well implemented and that effective 

communication is used in achievement of communication flow. The findings 

revealed that CRM is crucial in organisations. It also unveiled that Swissport 

Tanzania, an aviation company carries out its CRM programme effectively. 
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CHAPTER ONE 

 

PROBLEM SETTING 

 

1.1 Introduction 

Communication is the process of sharing information, thoughts and feelings between 

people through speaking, writing or body language. Effective communication 

extends the concept to require that transmitted content is received and understood by 

someone in the way it was intended. The goals of effective communication include 

creating a common perception, changing behaviors and acquiring information. This 

chapter is all about the introduction to this study including the background to the 

study and the statement of the problem including the objectives of the study as well 

as the research questions and significance of the study. 

 

1.2  Background to the study 

Communication can best be summarized as the transmission of a message from a 

sender to a receiver in an understandable manner. The importance of effective 

communication is immeasurable in the world of business and in personal life. From a 

business perspective, effective communication is an absolute must, because it 

commonly accounts for the difference between success and failure or profit and loss. 

It has become clear that effective business communication is critical to the successful 

operation of modern enterprise. Every business person needs to understand the 

fundamentals of effective communication. Currently, companies in the United States 

and abroad are working toward the realization of total quality management. Effective 

communication is the most critical component of total quality management. The 

manner in which individuals perceive and talk to each other at work about different 

issues is a major determinant of the business success. It has proven been proven that 

poor communication reduces quality, weakens productivity, and eventually leads to 

anger and a lack of trust among individuals within the organization.  
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The communication process is the guide toward realizing effective communication. It 

is through the communication process that the sharing of a common meaning 

between the sender and the receiver takes place. Individuals that follow the 

communication process will have the opportunity to become more productive in 

every aspect of their profession. Effective communication leads to understanding. 

The communication process is made up of four key components. Those components 

include encoding, medium of transmission, decoding, and feedback. There are also 

two other factors in the process, and those two factors are present in the form of the 

sender and the receiver. The communication process begins with the sender and ends 

with the receiver. The sender is an individual, group, or organization who initiates 

the communication. This source is initially responsible for the success of the 

message. The sender's experiences, attitudes, knowledge, skill, perceptions, and 

culture influence the message. "The written words, spoken words, and nonverbal 

language selected are paramount in ensuring the receiver interprets the message as 

intended by the sender" (Burnett & Dollar, 1989). All communication begins with 

the sender. 

 

In today’s world every individual deeming one capable of starting up a business is 

free to do so, and this freedom famously known as free market trade, is in all sections 

including transport companies. Previously, in many cases you could be hearing that 

customers are complaining about the services they receive and in most cases they 

complained a lot on government sectors especially on public services. There is a 

discussion to whether the private organisations have effective communication link in 

improving their customer relation services or not. Thus some people do argue that 

the private organisations lead to effective communication in its activities and other to 

argue on the opposite way. However the organization operating in the dynamic 

environment with a complete and changing technology must have information to 

make continuous adaptations in their activities, by developing more effective 

communication willing and effective convention of diverse activities. The researcher 

has decided to pick on Swissport Tanzania based on Dar es Salaam region and look 

on how the company has been benefited with the contribution of effective 

communication in managing its customers. 
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1.3  Statement of the problem 

Government, non-government and non-profit organization have become apparent to 

industrial market of 1970’s such that objective strategy and planning are necessary 

for successful communication (Taylor and Robb 1997). In half of the 20th century, as 

the production was increasing due to increase of people and their demand lead for 

most business firms to separate marketing department to handle activities and these 

include promotion and advertising of products or services offered by the 

organization. 

 

Due to lack of effective communication, organizations could be facing difficulties 

such as poor improvement of customer relation services, poor flow of information 

from one department to another, poor interpersonal relation which in long run will 

result to poor performance. Since there has been a change of philosophy within the 

government there is limited literature that has tried to highlight the contribution of 

effective communication to customer management but all in all this study aims in 

finding out how much effective communication have contributed to the success of  

the organization. 

 

This study focused on finding out the contribution of effective communication for 

customer management in Swissport Tanzania. 

 

1.4  Objectives of the study 

For an organization to survive effectively in business, it must recognize its 

objectives. The main objective of this study was to analyze the contribution of 

effective communication for customer management in organisations. The following 

were the specific objectives for this study: 

(i.) To explore the impact of CRM at Swissport Tanzania 

(ii.) To assess the rate of customer complaints and handling mechanism 

(iii.) To explore on the workers and management perception on contribution of 

effective communication at Swissport 
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1.5  Research questions 

The main research question for this study was what is the contribution of effective 

communication for customer management in organisations? And the following were 

the specific research questions: 

(i.) What are the impacts of CRM at Swissport? 

(ii.) What is the rate of customer’s complaints and handling mechanism in 

Swissport? 

(iii.) What is the perception of workers and management on the contribution of 

effective communication? 

 

1.6  Significance of the study 

Effective communication is important in any organization in carrying out its daily 

activities. The study is expected to give out the actual picture of the effective 

communication in customer management. It is also expected that findings of this 

study will be of importance to the management and members of staff of Swiss Port as 

well as other agencies, departments and organizations by helping them understand 

the importance of effective communication in customer management as well as make 

necessary improvements and it will also benefit the entire society. The findings of 

the study will help many organisations where there is ineffective communication and 

make the organisations not run into failures due to communication. Also the findings 

of the study will serve as a stepping stone for future researchers to conduct research 

studies on effective communication for customer management in other government 

agencies, departments and organizations. 

 

 

 

 

 

 

 

 

 



5 

CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1  Introduction 

This chapter presents different literatures on the main concepts related to the research 

subject. These concepts were used as the framework for the empirical data collection 

and analysis. The objective is also of expanding knowledge and familiarizing the 

user with the opinion of different authors with regard to communication. 

 

2.2  Definition of terms 

Communication 

According to Koontz et al (1984: 325) communication is the process of transferring 

information from the sender to the receiver, the information being understood by the 

receiver. Stanton W.J et al (1991) defines communication as the verbal and or non- 

verbal transmission of information between sender and receiver. The information 

source might be a marketing executive with a sales proposition to communicate. In 

successful marketing communication, the response might be interested in the 

product, a desire for it, or possibly the purchase of it. 

 

Schermerhorn (1996:368) defines communication as an interpersonal process of 

sending and receiving symbols with meaning attached to them. This process is the 

foundation for all interpersonal relationships. Through communication people 

exchange and share information with one another, people influence on other attitude, 

behaviors and understanding. Communication in this ways is more essential to 

managerial success. 

 

Fippo (1980: 419) defined communication   as follows: the term is derived from the 

Latin word comunis, which means ’’common’’ If we effect a communication of 

ideas, we have established a common meeting ground for understanding. Therefore: 

it is useful to think of interpersonal communication as a process of sending and 

receiving symbols with attached meanings from one person to another.  These 
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interpersonal foundations form the basis for discussing the larger issue of 

communication within organization. Organizational communication is the process by 

which entities exchange information and establish communication this is known as 

Customer Relationship Management. And from the above definitions we can see 

how communication is important in business organisations because it links the gap 

between management and employees as well as customers. Through communication 

the organisations will be able to know the needs of their customers and know which 

better ways to serve their customers. Once you have effectively communicated with 

your customers it tends to be easy to manipulate their needs and desires hence are 

able to win them over by providing best services. Communication is a very important 

aspect of any organization and can have huge impacts on how the company works as 

a whole. Communication is about sharing ideas, information, opinions and plans 

from person to person and department to department. A company lacking 

communication will not likely be running as efficiently as it could be; this could cost 

the organization not only time but money as well. 

 

In order for a company to run smoothly, effective communication is required at all 

levels. It is obviously essential that management maintain a clear and positive 

communication stream with employees at all times, to ensure instructions and 

expectations are fully understood. Staff cannot be expected to do their job to the best 

of their ability if they are uncertain about how to carry out certain tasks or their 

responsibilities. Management should communicate such expectations to staff 

frequently, inform employees of any changes and also welcome any queries. 

Employees should ensure they maintain effective communication with other staff as 

well as management. Any problems, feedback or queries should be communicated to 

management; this will allow senior staff to deal with issues and understand what is 

going on with the company on the front line. 

 

Efficient communication will raise motivation levels which in turn will improve the 

morale of the staff. An organization which does not show high levels of 

communication will often have unmotivated and inefficient employees due to 

conflict and uncertainty in the workplace. With effective communication, you can 
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maintain good human relations within the organization by encouraging ideas or 

suggestions from employees and implementing them whenever possible, you can 

also increase production at low cost. Effective communication plays a very important 

role in the organization because it assists the members of the organizations to better 

understand themselves. It helps to understand the needs and the expectations of the 

others. Effective communication enhances the effectiveness of the message. It is also 

important when you communicate with the customers because it develops an image 

and expression in the mind of the customers. Effective bottom-up and up-down 

effective communication enhances the coordination among the members. Moreover, 

the conflicts are reduced through the effective communication. Therefore, effective 

communication is considered very important for an organization to improve its 

culture and internal environment.  

 

According to Berlo’s model, for the message to be properly encoded and decoded, 

the communication skills of both the source and the receiver should be at best. The 

communication will be at its best only if the two points are skilled. Berlo's model has 

four main components and each component has its own sub components describing 

the assisting factors for each. 

 

Figure 2.1: Communication Model 

 

Source: Berlo, (1960) 

http://www.blurtit.com/q938828.html
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2.2.1  Customer Relationship Management 

Customer Relationship Management (CRM) “is the core business strategy that 

integrates internal processes and functions, and external networks, to create and 

deliver value to targeted customers at a profit. It is grounded on high-quality 

customer data and enabled by IT” (Buttle, 2004). CRM is a business strategy to 

identify, cultivate, and maintain long-term profitable customer relationships. It 

requires developing a method to select your most profitable customer relationships 

(or those with the most potential) and working to provide those customers with 

service quality that exceeds their expectations. (McDonald, 2002)  

 

An organization’s survival depends largely on harmonious relationships with its 

stakeholders in the market. Customers provide the ‘life-blood’ to the organization in 

terms of competitive advantage, revenue and profits. Managing relationships with 

customers is imperative for all types and size of service organizations. A sound base 

of satisfied customers allows the organization to move on the path of growth, 

enhance profitability, fight out competition and carve a niche in the market place. 

Bennett (1996) described that CRM seeks to establish long term, committed, trusting 

and cooperative relationship with customers, characterized by openness, genuine 

concern for the delivery of high quality services, responsiveness to customer 

suggestions, fair dealings and willingness to sacrifice short term advantage for long 

term gains. Schneider and Bowen (1999) advocated that service business can retain 

customers and achieve profitability by building reciprocal relationships founded on 

safeguarding and affirming customer security, fairness and self esteem. It requires 

that companies view customers as people first and consumers second. Trust, 

commitment, ethical practices, fulfillment of promises, mutual exchange, emotional 

bonding, personalization and customer orientation have been reported to be the key 

elements in the relationship building process (Levitt,1986; Gronroos, 1994; 

Morgan,1994; Gummesson,1994; Bejou et al,1998 ). 

 

CRM refers to all business activities directed towards initiating, establishing, 

maintaining, and developing successful long-term relational exchanges (Heide, 1994; 

Reinartz & Kumar, 2003). One of the results of CRM is the promotion of customer 
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loyalty (Evans & Laskin, 1994), which is considered to be a relational phenomenon, 

(Chow & Holden, 1997; Jacoby & Kyner, 1973; Sheth & Parvatiyar, 1995; cited by 

Macintosh & Lockshin, 1997). The benefits of customer loyalty to a provider of 

either services or products are numerous, and thus organizations are eager to secure 

as significant a loyal customer base as possible (Gefen, 2002; Reinartz & Kumar, 

2003; Rowley & Dawes, 2000). Recent developments in Internet technology have 

given the Internet a new role to facilitate the link between CRM and customer loyalty 

(Body and Limayem, 2004). It is common knowledge that a dissatisfied and unhappy 

customer will share his unfortunate experience more than a satisfied customer. It is 

also observed that a fraction of unhappy customers choose to complain while others 

simply switch their loyalty to others service providers. Loss of customer is loss of 

business along with the opportunity for business growth and profitability. Feedback 

collection from the customer is essential for the supplier to ascertain customer 

satisfaction and scope for improvisation (Sugandhi, 2002).  

 

The fundamental reason for companies aspiring to build relationships with customers 

is economic. For survival in the global market, focusing on the customer is becoming 

a key factor for companies big and small. Establishing and managing a good 

customer relationship is a strategic endeavor. Having a CRM software installed does 

not ensure a successful customer relationship. For this to happen business processes 

and company culture have to be redesigned to focus on the customer. CRM software 

can be only a tool to implement a customer strategy. It is known that it takes up to 

five times more money to acquire a new customer than to get an existing customer to 

make a new purchase. Improving customer retention rates increases the size of the 

customer base. Thus, customer retention is essential (Baumeister, 2004). 

 

2.3  Theoretical Literature 

The process of communication involves the transmission of information from one 

party to another and it becomes effective if both parties have a common 

understanding. In an ideal situation; the communication is effective once information 

transmitted and received. With the world currently in the midst of deepening 

economic woes, consumer confidence is at a low and markets are shrinking as the 

mailto:ismoez@cityu.edu.hk
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economy keeps contracting, customer loyalty is becoming even more critical to 

organisation bottom lines. One way for an organisation to retain its client base and 

ensure repeat purchases is to develop a data-based, customer-focused management 

strategy that aims to increase customer satisfaction by cultivating long-term 

relationships. This strategy, known as Customer Relationship Management (CRM), 

is widely recognized as a key ingredient in the creation of market value (Chen and 

Popovich, 2003; Day, 2000; Srivastava, Shervanie, and Fahey, 1999; Peppers, 

Rogers, and Dorf, 1999; Reichheld, 1996a). CRM is about finding customers, 

collecting information about them and using that information to enhance their 

experience and foster long term relationship. According to the above information the 

role of the management/owner of the business is to make sure that there is a 

relationship and good communication between the customer and owner of the 

business. The gap occurs when there is poor flow of information and how 

information is perceived by organisation. The manager and the owner have to make 

sure that information flows properly. 

 

CRM can be defined as “a cross-functional, customer-driven and technology-

integrated business process management strategy that maximizes relationships’ 

(Chen and Popovich, 2003). A “combination of strategy and information systems, it 

aims at focusing attention on customers in order to serve them better” (McKenzie, 

2001). CRM “allows companies to gather customer data swiftly, identify the most 

valuable customers over time, and increase customer loyalty by providing 

customized products and services”. (Rigby, Reichheld, and Schefter, 2002). Kumar 

and Reinartz, (2006) refer to CRM as “the strategic process of selecting the 

customers a firm can most profitably serve and shaping the interactions between that 

company and these customers with the goal of optimizing the current and future 

value of the customers for the company”. 

 

2.3.1  Parts of Customer Relationship Management 

The complete description of how CRM functions in a company would be too 

complex, that is why authors only describe basic division into parts and their 

characterization. Buttle (2009, p. 3, 22) calls this “types” of CRM, but other authors 
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incline to a view by Dohnal (2002, p. 59) that describes this as three parts of CRM 

application architecture: analytical, operative and collaborative. In order for any 

action in CRM to be successful it requires consistent data about customers which will 

be accessible to every employee of a company. That is also highly demanding on a 

technology providing CRM in a company.  

  

The analytical CRM is one of the parts of CRM which deals with customer data 

analysis, its evaluation, modeling and prediction of customer behaviour. (Dohnal, 

2002, p.63) In real life situation the analytical CRM can for example gather all the 

data about customers inquiring a specific product by using data mining (tool for data 

gathering), what services they purchased right away and what services they 

purchased eventually. It can find patterns in their behaviour and propose next steps 

during up-selling or cross-selling. It can evaluate efficiency of a marketing 

campaign, propose prices or even develop and propose new products. This way 

analytical CRM serves as some sort of help during decision making, e.g. manuals for 

employees working in services concerned with how to react to certain customer’s 

behaviour.  

 

Operative CRM mainly supports the actual contact with customers conducted by 

front office workers and general automation of business processes including sales of 

products, services and marketing. All communication with the customer is tracked 

and stored in the database and if necessary it is effectively provided to users 

(workers). (Dohnal, 2002, p. 60) The advantage of this approach being the possibility 

to communicate with various employees using various channels but creating the 

feeling that customer is being taken care of by just one person. It can also minimize 

the time that the worker has to spend typing the information and administrating (the 

data is shared). This allows the company to increase the efficiency of their 

employees work and they are then able to serve more customers.  

 

Collaborative CRM enables all companies along the distribution channel, as well as 

all departments in a company, to work together and share information about 

customers (Dohnal, 2002, p. 63-64). Buttle (2009, p. 11) even speaks about partner 
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relationship management (PRM). But sometimes we might see a rivalry between 

departments that undermines efforts of CRM to share relevant data throughout the 

whole company (e.g. information from help line can help the marketing department 

choose a point on which it will focus during the next campaign). The goal of 

collaborative CRM then is maximum sharing of relevant information acquired by all 

departments with the focus on increasing the quality of services provided to 

customers. The ultimate outcome of this process should be an increase in customer’s 

utility and his loyalty (Edwards, 2007, online) Information technology plays an 

important role in the concept of CRM. Without its smooth function the modern CRM 

would be unimaginable. But it is not only the technology that is important. Company 

must be willing and able to adopt the whole philosophy which puts the main focus on 

the customer. It must adopt the strategy focused on establishing and supporting long-

term relationship with customers. Failure in following this philosophy and strategy 

leads to a failure of whole CRM implementation. (Dohnal, 2002)  

 

The basis of every CRM system is data about customers that is stored transparently 

by all departments in one huge data warehouse. Analytical CRM works with this 

data. It processes this data and automatically performs basic tasks, analyses patterns 

of customer’s behaviour and makes predictions. It transforms the data into 

information. The information is sent to operative component where front office 

workers put it into use. It allows that information to be used for efficient and 

personalized interaction with clients. These three steps are observed by back office 

workers which influence them and are influenced by them (e.g. creation of a new 

suitable product). Information from operative CRM is readily available to any 

employee through collaborative CRM. Customer sees this system as an activity 

geared up to him and reacts to it. This reaction then influences the whole process 

which thanks to this input continues to work.  

 

2.4 Empirical Literature 

Companies that enter to compete in a new market weaken the existing and solid ones, 

due to new ways of doing and conceiving businesses. One of the factors that have 

driven all these changes is the constant change and evolution of technology. Because 
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of this reality, the CRM concept has evolved in such a way that it must be viewed as 

a strategy to maintain a long-term relationship with the customers (Mendoza et al., 

2007). However, the understanding of the meaning of CRM is still incomplete and 

growing. CRM can be understood as a business philosophy, a business strategy, a 

business process, or a technological tool. As a business philosophy, Ryals and Adrian 

(2001) stated that "CRM is a relationship orientation, customer retention and superior 

customer value created through process management". As a business strategy "CRM 

is a customer-focused business strategy that aims to increase customer satisfaction 

and customer loyalty by offering a more responsive and customized services to each 

customer" (Croteau, 2003).  

 

CRM as a business process was defined as “a macro-level (i.e., highly aggregated) 

process that subsumes numerous sub-processes, such as prospect identification and 

customer knowledge creation” (Srivastava et al., 1999). As a technology, "CRM is 

an enabling technology for organizations to foster closer relationships with their 

customers" (Hsieh, 2009). A good customer relationship is the key to business 

success. Relationship building and management or what has been labeled as 

relationship marketing, is a leading approach to marketing (Grönroos, 1994).   

 

The use of CRM systems is becoming increasingly important to improve customer 

life time value (Winer, 2001). Understanding the needs of customers and offering 

value-added services are recognized as factors that determine the success or failure 

of companies (King and Burgess, 2008). So more businesses begin to attach great 

importance to electronic Customer Relationship Management (CRM) that focuses on 

customers instead of products or services, and which is considering customers’ needs 

in all aspects of a business, ensuring customers’ satisfaction. By providing 

information on customer data, profiles and history they support important areas of a 

company’s core processes, especially in marketing, sales and service (Fingar et al., 

2000). CRM is all about optimizing profitability and enabled businesses to keep 

customers under control, as it makes the customer feel they are really a part of the 

business progress (Shoniregun et al., 2004). 
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When managing the transition to a customer-centric organization, it is mandatory to 

develop the capabilities to acquire the necessary resources, knowledge and tools to 

meet customer’s requirements with the appropriate products and services (Mendoza 

et al., 2007).  A knowledge based system is most effective in the managing of semi-

structured problems. The abilities of such systems are usually applied on the 

managing level of strategic planning (Szeghegyi and Langanke, 2007). 

 

2.4.1   Arguments about CRM 

An effective CRM system should enable an organization to gain greater insight into 

customer behavior and preferences whereas ERP analytics are more likely to focus 

on supply and demand for key resources and materials (King and Burgess, 2008). 

The foundation for the development of CRM is generally considered to be 

relationship marketing, defined as marketing activities that attract, maintain and 

enhance customer relationships (Berry, 1983) argues for the importance of 

relationships in the marketing context. He proposes a definition for marketing, 

namely, that marketing is “to establish, maintain and enhance relationships with 

consumers and other partners, so that the objectives of the parties involved are met 

(Gronroos, 1990). This is achieved by a mutual exchange and fulfillment of 

promises.” However, although the terms “CRM” and “relationship marketing” are 

relatively new, the phenomenon is not (Gummesson, 1994).  

 

Marketers have always been preoccupied with defensive strategies aimed at 

increasing customer retention, thereby increasing revenues and profitability (Fornell 

and Birger, 1987). Argue that the gap between organization’s current and full-

potential profitability is enormous and suggest that managers ask themselves: “How 

long on average do your customers remain with the company (and) What if they 

remained customers for life” During the same time period, a growing literature has 

focused on the “service profit chain” linking employee satisfaction, customer 

satisfaction, loyalty and profitability (Heskett et al., 1997). Among the reasons for 

the little consensus around the meaning of CRM are the different academic 

backgrounds of the researchers and scholars, it is still an emergent perspective and 

needs more time and studies to reach the consensus, and the multidisciplinary nature 
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of CRM where it is a combination of management, marketing and IS disciplines 

(Rababah et al., 2010)  

 

However, CRM is defined from a balanced perspective by Lun et al. (2008) who 

state that "CRM is the philosophy, policy and coordinating strategy mediated by a set 

of information technologies, which focuses on creating two way communications 

with customers so that firms have an intimate knowledge of their needs, wants and 

buying patterns". In addition, one of the most recent and holistic definitions of CRM 

is the definition of Rababah et al. (2010) who suggest that “CRM is the building of a 

customer-oriented culture by which a strategy is created for acquiring, enhancing the 

profitability of and retaining customers, that is enabled by an IT application; for 

achieving mutual benefits for both the organization and the customers”. Hence, for 

increasing the understanding of the notion of CRM, there is a need for an extensive 

and critical investigation for the different components and elements of CRM 

initiative or program where any CRM initiative or program consists of three 

elements; people, processes and technology.  

 

The failure rate of CRM implementation is quite high (Finnegan and Currie, 2010) 

Researchers were primarily concerned with the allocation of resources between 

customer acquisition and retention (Blattberg and Deighton, 1996). Generally, the 

management of customer equity requires that organizations use information about 

customers and potential customers to segment them and treat them differently 

depending on their future long-term profitability (Blattberg et al., 2001). For about a 

decade, relatively narrow CRM systems coexisted, rather uneasily, with broader, 

strategically meaningful conceptualizations of CRM as a “strategic bridge between 

information technology and marketing strategies aimed at building long term 

relationship and profitability” (Ryals and Knox, 2001) Modelers frequently applied 

CLV concepts in direct marketing, database marketing, or electronic commerce 

contexts (Elsner et al., 2004) Progress was made toward identifying which variables 

are the “best” predictors of customer lifetime profitability (in a given study context). 

For example, compare traditional models that consider frequency, timing and 

monetary value with models that show how managerial decision variables influence 
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the profitability of customers over time and show that the latter are superior. 

Nevertheless, most applications (to date) have relied on estimates of current 

customer profitability, rather than future customer profitability (Reinartz and Kumar, 

2003). 

 

Therefore customer relationship management system is the system that integrates 

management of customer groups, establishment and management of marketing 

companies. Thus in summary, it is possible to state that customer relationship 

management is a multimedia that guarantees the integration of all technological 

resources used in a company and activity fields related to customers, it is business 

strategy meant for development of customer relationship; and its results optimize 

profitability, income and meeting the needs of customers. It is also meant for 

maximum personalized satisfaction of customers’ needs. 

 

Companies that manage customer relationship acquire such customers who are useful 

in another indirect meaning of getting profit. The clients who help to popularize the 

company, its activity and offered products or provided services are very important. 

Well-organized and successful strategy of customer management guarantees that a 

client will be more indulgent if a misunderstanding takes place as well as he/she will 

be more indulgent if he/she was not fully satisfied with the quality of service or 

product. Due to such cooperation the situation, in which both parts win, occurs to a 

customer because she/he can get a qualitative service or product, an organization gets 

profit and has reliable clients and also can easier be more appropriately serve a 

customer when he/she is well known (Ruta et al., 2008)  

 

2.4.2   CRM strategy and evaluation of current situation within an organisations 

Before starting the implementation works of CRM, the audit of current situation 

should be performed, i.e., skills of the work with customers, wrong decisions and 

failures, competitors, partners, customers are analyzed as well as enterprise’s needs 

to establish CRM system are also identified. The CRM strategy is the basis for the 

creation and implementation of customer relationship system, thus this element in the 

model is seen behind the borders of the system but not eliminated (Ruta et al., 2008). 



17 

Formation of CRM system occurs with Customers and their segmentation; the task of 

each enterprise is qualitative cost-effectives and profitable service of customers. In 

order to attain the goal, it is necessary to pay more attention to such value-creating 

means related to customers’ service as selling development, loyalty development, 

data collection, customers’ segmentation, customers’ service when the enterprise 

itself initiates it, etc. In the model the customers’ element is primary and the most 

important (Ruta et al., 2008). Figure 2.2 presents the scheme of relationship 

marketing, which shows what important place in CRM system customer 

understanding as well as appropriate information about him/her should take. 

 

Figure 2.2: Coherence of relationship marketing and CRM elements 

 

Source: Winer, (2001) 

 

Customer relationship management (CRM) can help to select the most useful clients 

for an organisation. Organisations most frequently feel who their main customers are, 
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development. Collected data about consumers later become knowledge, and the latter 

determines profit for an organisation. However the organisation’s activity can be 

based on such knowledge only when the data are processed and on their basis 

motivated decisions to attract or sustain customers are taken. Of course, it is 

necessary to possess special media, by means of which it is possible to perform the 

mentioned actions and which simplify the very decision-making. 

 

At present most organisations recognise evident benefit of CRM and almost every 

enterprise either use certain CRM technologies, supporting their business, or evaluate 

specific benefit of CRM technology and plan its future realisation. 

 

The achieved higher profit is the main benefit of CRM systems for proprietors, Costs 

decrease, and increased total effectiveness, an automated process of sales, service 

and marketing companies; decreased costs of customers’ management, automated 

routine work. Income increase means greater quality of sales and services, 

management of customers’ possibilities and problems (incidents, enquiries), better 

ratio of sales. 

 

2.4.3    Communication channels of interaction 

Effective implementation of CRM programs requires two way communications to 

interact directly with customers and receive immediate feedback. This keeps the firm 

in touch with reality and enables employees to quickly respond to different consumer 

needs. The use of modern communication technology such as telephone, internet, e-

mail, fax, SMS, could also enhance the effectiveness of two way communication 

(Alsmadi and Alnawas, 2011). 

 

Through a modem of communication, information is transmitted from a manger to a 

subordinate or vice versa. In this mechanism employees inform managers that they 

have understood the task at hand while managers provide employees with comments 

and directions on employee’s work 
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2.4.4    Factors that affecting CRM  

There are some factors which indirectly affected the CRM, they can change other 

factors and in this way make changes in central items, Information technologies are 

the Fast and easy accessibility of accumulated information; accessibility of 

information from geographically remote locations, optimization of work time use, 

decrease of negative impact of employees’ change: by means of CRM system the 

maintenance of relationship between a customer and service operator is realized by 

any communication media. It can be post, email, phone calls, the Internet, individual 

visits, etc. In the model these elements are very important both in economical and 

relationship marketing meaning. Fast and effective customer relationship 

management will depend on properly chosen technologies (Ruta et al., 2008). 

 

Nowadays information technology and communication are used as the tool for 

organizational communication, knowledge management, and strategies (Laudon, & 

Laudon, 2002). Likewise, CRM technology is the important strategic tool of an 

organization to attain success in CRM application (McKie, 2001; Stefanou, 

Sarmaniotis, & Stafyla, 2003) owing to the basic structure of information technology 

and information from customers databases (Torres, 2004). Primarily, the customer 

management strategy requires a center to store all customers' news and information.  

 

This center must have efficient information technology architecture that is adjustable 

according to the changing environment (Combe, 2004; Buttle, 2004). It must contain 

a systematic CRM in order to communicate with customers through direct 

dispatching of information to customers, a strategy for retaining customers with the 

organization (Steffes, 2005). Besides, the quality of information sent to customers 

also affects the building of good relationship with customers. In this respect, 

application of technology can upgrade the information qualities (Zablah, 2005).  

 

Management commitment is to support CRM implementations through generating an 

organizational environment that acknowledges CRM as an important element of 

business strategy (Narver & Slater, 1990) and by involving in activities that 

demonstrate their commitment to CRM implementation (Sabherwal et al., 2006). 
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We assume that if top management effectively communicates that CRM is not 

merely a fad but instead represents the company's strategic orientation, this will 

consequently leverage the effectiveness of organizational implementations. 

 

Ferrel and Hartline (2005) observe that employees are central to an effective CRM 

and as such firms must manage its relationships with their employees if they have 

any hope of fully serving customer needs and that this is especially important in 

firms where employees are the eyes of customers. Ferrel and Hartline therefore 

underscored that it is the significance of this that Bill Cooney, Deputy CEO of 

USAA, American property and casualty insurance firm with over $60 billion asset 

management portfolio with almost 100% of customer retention and consistently 

ranked among 100 best companies to work for in United States remarked that: “If 

you do not take care of the employees, they cannot take care of the customers. We 

give employees all they need to be happy and absolutely enthralled to be here. If they 

are not happy, we will not have satisfied customers in the long run...We must have 

passion for customers, if we do not we are in the wrong business‟‟ Simns (2003) 

demonstrate similar view that the success of CRM initiative relies on involving staff 

in designing it at an early stage, rather than simply imposing it on them, employees 

who interface with customers need to be empowered to address customers concern 

promptly. 

 

According to Chris Musselwhite (2008), the manager-employee relationship has a 

critical impact on performance. If managers are well trained and charged with 

responsibility for the success of their reports, departmental and organisational 

performance will take care of itself. Organisations that do not drive the importance of 

this relationship to frontline managers or provide the necessary training will 

eventually pay the price via the loss of good employees and decreases in 

performance that result from employee dissatisfaction. 
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Customer Relationship Management (CRM) can help to select the most useful clients 

for an enterprise. Enterprises most frequently feel who their main customers are, but 

only some use systematized media of customers’ stimulation, loyalty development. 

Collected data about consumers later become knowledge and the latter determines 

profit for an enterprise. However the enterprise’s activity can be based on such 

knowledge only when the data are processed and on their basis motivated decisions 

to attract or sustain customers are taken. Of course, it is necessary to possess special 

media, by means of which it is possible to perform the mentioned actions and which 

simplify the very decision-making (Alsmadi and Alnawas, 2011).  

 

Technology plays the role of enabler in CRM deployment (Das, 2004) and allows 

firms of achieve greater customization and better service at lower cost (Sin et al., 

2005). It could be asserted that most of the customer-centric activities that CRM 

implies should be impossible without the appropriate technology. Therefore, the role 

of technology should not be neither over nor underestimated (Zablah, et al., 2004) 

since the success of CRM applications will depend on their successful integration 

with the existing people and processes across the enterprise (Chen and Popovich, 

2003).  

 

Managing knowledge is an important key in CRM because costumers knowledge 

growing increasingly and so we should updating and managing our knowledge to 

identifying the costumers needs and the ways of meet their need as soon as possible. 

Knowledge management is necessary in all over the processes of CRM (Sin et al., 

2005).   

 

Knowledge management is far reaching. Maybe you are considering developing your 

own personal knowledge management competencies, to become a more effective 

player in the global knowledge economy, or becoming a more competitive 

knowledge leader and knowledge driven organization. Maybe you wish to develop 

and apply knowledge management strategies to government, military operations, 

global poverty eradication, and international disaster management and even, now, 

knowledge management for global climate change. 
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The list is endless. Knowledge management is applied today across the world, in all 

industry sectors, public and private organizations and humanitarian institutions and 

international charities. Most importantly, effective knowledge management is now 

recognised to be the key ‘driver of new knowledge and new ideas’ to the innovation 

process, to new innovative products, services and solutions.  

 

Once we can understand the value and benefits to be gained, we will then become far 

more motivated to look further at the implementation of knowledge management. 

Doing ‘knowledge management’ for knowledge management’s sake is likely to 

produce a failure or mediocre results at very best. Knowledge management, as a 

discipline, must result in better achieving, or even exceeding, your objectives. The 

purpose of knowledge management must not be to just become more knowledgeable, 

but to be able to create, transfer and apply knowledge with the purpose of better 

achieving objectives. 

 

Organization is a social unit of people that is structured and managed to meet or to 

pursue collective goals. All organizations have a management structure that 

determines relationships between the different activities and the members, and 

subdivides and assign roles, responsibilities and authority to carry out different tasks. 

Organisations are open systems; they affect and are affected by the environment. 

Organizing consists of three important parts which are defining organizational 

learning as the creation of new standard, operating procedures and business 

processes that reflect organizations experience (Laudon and Laudon, 2004).  

 

Considers a learning organization is an organization in which everyone is engaged in 

identifying problems, enabling the organization to continuously experiment improves 

and increase its capability (Daft, 2004). Organizational culture originated and has 

accumulated from beliefs, expectations, attitudes, and common values of all 

members. All of these aspects result in cooperative learning, acceptance, and 

implementation in order to attain the organizational aims and are transferred from 

one generation to the next (Wheelen, & Hunger, 2000). 
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As far as CRM administration is concerned, it can be said that organizational culture 

and communication are the most difficult factors to achieve since the administrators 

need to change attitudes and make the personnel accept new concepts in CRM.  

 

Moreover, this involves the building of key working culture, establishing agreement 

for cooperation, building teamwork consisting of people of various disciplines that 

take different roles, integrative cooperation, and efficient communication, all of 

which require participation of personnel at all levels from administrators to operators 

(Mendoza et.al., 2006; Stone, Woodcock, & Machtynger, 2001). The staff is required 

to be familiar with and to comprehend the CRM and organizational strategies and 

visions and also be informed of the customer oriented services' values and the 

consequences of the building and maintaining good relationship between customers 

and organization (Greenberg, 2001). An organization which is working on parameter 

like flexibility, teamwork, development of employees and learning of employees can 

be considered as learning organization. In today's world the key to innovate and 

growth is 'Learning Organization'.  

 

According to Garavan (1997) the learning organization is viewed as representing a 

shift to collective learning. He divides the concept of learning organization into two 

separate categories. "First is the one which treats the learning organization as a 

variable and something that can be designed into an organization and which has a 

significant influence on other organizational outcomes. Second, that which treats the 

learning organization as a metaphor to describe an organization. It basically views 

the organization as culture and sees the learning organization as a particular variant 

of culture". There are different factors involved in making of a learning organization 

e.g. organizational structure, Organization culture, nature of organizational 

knowledge, employee training, knowledge sharing etc. (Garavan, 1997). 

 

Learning organization and knowledge management overlap in a sense that both 

emphasize on innovation. Therefore learning organizations are those which take 

knowledge as an input and produce knowledge as an output (Mishra and Bhaskar, 

2011).  
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As we know that Knowledge management helps organization in capturing and 

sharing knowledge and learning organizations are those which create knowledge. 

This study will help organizations to understand the concept that managing the 

knowledge ultimately affects organization learning.  

 

2.4.5 Customer Relationship Management Benefits 

Notwithstanding the complexity of the concept, a number of benefits could be 

derived from or associated with building customer relations management. Harrison 

(2000:231) acknowledges that CRM allows cross selling opportunities, leading to 

low customer expenditure over time. For many institutions, the attraction of building 

customer relationship is the promise of cross selling; selling additional products and 

services to existing customer base and that it is generally believed that longer term 

customers will buy more and if satisfied with the company and the company has 

what the customer wants, the customer will buy from the same financial services. 

 

Building relationship with customers stops competitors from knowing them. 

Harrison is of the view that retained and satisfied customers may be less susceptible 

to competitors appeal and indicates that Stum and Thiry (1995) argues that a satisfied 

customer may demonstrate immunity to the pull of competition. 

 

Harrison further maintains that sales, marketing and set up cost are amortised over a 

longer customer life time. Linked to this point is that associated with acquiring a new 

customer which incurs initial set up cost and can be recouped over time. The ratio of 

cost to retention is high: it is costing up to five times more to create a customer than 

to keep one (Clutterback 1989; Liswood 1989). 

 

According to Harrison, Riechheld and Kenny (1990) argue that customer economics 

generally improve over time, which is why it is important to take a lifetime value 

perspective which considers the potential life time income from customer relations to 

the cost attributed to the customer. By understanding customers better, firms can 

provide higher levels of customer service and develop deeper customer relationships 

and as such CRM can be used to pin point high value customers, target them more 
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effectively, cross sell the company’s product and create offers tailored to specific 

customer requirement (Kotler et al., 2005). Stone (2000) acknowledges that CRM 

allows firms to develop a robust targeting and enquiry management processes and 

this help boost new businesses significantly. 

 

CRM improves customer retention and loyalty, customer stays longer, buys and buys 

more often, thus increasing their long term value to the business. Simns (2003) 

maintains that research has indicated that if a firm aligns the management of 

customers to their needs, it reduces attrition rate by 25% and in the long term helps 

the firm to spend less on recruiting new customers to sustain a steady volume of 

business while cost of sales is also reduced as existing customers are usually more 

responsive.  

 

Zeimthaml et al (2006) believe that the CRM provides social benefit.  The scholars 

express the view that customers develop a sense of familiarity and even a social 

relationship with their service providers which make it less likely to switch even if 

they learn about a competitor that might have better quality service, product or a 

lower price and in the long run the service provider becomes part of the customer 

social support system. Donaldson and O’Toole (2002) highlight one of the benefits 

of CRM as its ability to identify individual customer’s profitability and the 

identification of customer needs so as to tailor products to individual customer 

requirements to help retain customer longer. However Smith and Dikolli explain that 

the purpose of understanding profitability of customers is not to eliminate 

unprofitable customers but to make them profitable as their circumstances changed 

and their needs are met (Fitzgibbon and White, 2004). 

 

In spite of the underlying benefits of CRM in building business value, most 

organizations have failed to mainstream the benefits of the concept into their 

activities to enable them develop closer relationship with customers. Moreover, the 

extent of CRM benefits to an organization will vary depending on the nature of the 

business concerned. They are likely to be more substantial in the case of any 

organization that has some or all of the following characteristics: frequent customer 
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interactions and purchases, high cross-selling potential, perceived risks and 

involvement, and profitability (Kumar 2006; Buttle, 2004; Hansotia, 2002). 

Commentators have grouped CRM benefits under two main paradigms: operational 

and strategic benefits (Arnett and Badrinarayananm 2005; Buttle, 2004; Croteau and 

Li, 2003; Iacovou, Benbasat, and Dexter, 1995). 

 

Operational benefits  

Refer to the operational savings of an organization resulting from its improved 

internal efficiency (Iacovou, Benbasat, and Dexter, 1995). CRM enables a company 

to redesign its processes to improve its operational efficiency, such as marketing and 

customer support, front-office efficiency, and productivity in sales, which in turn 

decrease customer-related costs (Reichheld, 1996). Operational CRM forms a 

technical tool which provides the benefits of automation of policies and strategies of 

managing and interacting with customers. It enables salesforce, marketing and 

customer care applications. 

 

Operational CRM solutions facilitate complete access to customer information 

providing direct support for needs of people engaging customers on a regular basis. It 

also links back office and front office activities. 

 

Strategic benefits  

It consists of the tactical, opportunistic, and competitive advantages derived from the 

impact of electronic data interchange (EDI) and Extranet on a business processes and 

relationships (Iacovou, Benbasat, and Dexter, 1995). CRM enables an organization 

to gain better information on customers’ values, behaviors, needs and preferences 

and helps it gain a competitive edge over its competitors. It makes it possible to 

identify customers’ potentials, uncover the profiles of key customers, anticipate their 

needs, predict their behavior, win  back lost customers, create personalized 

marketing plans for each segment, develop new products and services, design 

communication tools and distribution channels, or identify new market opportunities 

based on customers’ preferences and history (Homburg, Hoyer, and Stock, 2007; 
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Tokman, Davis, and Lemon, 2007; Thomas, Blattberg, and Fox, 2004; Peppers, 

Rogers, and Dorf, 1999; Day, 2000).  

 

In other words, CRM generates strategic benefits by synthesizing customer 

information into knowledge. Repeat business also minimizes a variety of recruitment 

costs. These costs include the costs of setting up new accounts, explaining business 

procedures to new clients, advertising costs to entice new customers, personal selling 

pitches to new prospects, and the costs of inefficient dealings during a customer’s 

learning process (Peppers and Rogers, 1993).  

 

According to Gray and Byun (2001) the following are the main benefits of CRM. 

They went on to say that, for an organization to get all these benefits, sales, 

marketing and service functions must work together to improve the company’s 

ability to retain and acquire customers, to maximize the lifetime value of each 

customer and to improve service without increasing cost of service.  

 

Again they argue that, proper identification of the customer helps sales force to do 

cross selling. They further add that, this is through clean data about the customer and 

a single customer view. Furthermore, they say that, understanding the customer 

through differentiation can lead to cost effective marketing campaign, it could also 

reduce Something likes for example direct mailing cost. Also, they argue that 

customer satisfaction and loyalty through interaction could also lead to cost effective 

customer service. Moreover, they argue that, customer satisfaction and loyalty 

through personalization can also lead to lower cost of acquisition and retention of 

customer and thereby maximizing share of wallet. (Gray and Byun2001)  Crosby 

(2002) argues that, by using customer information wisely to deliver what the 

customer needs, companies will create long-term, collaborative relationships with the 

customers. He further states that, this will bring many benefits since long-term 

customers are less costly to serve and smooth-running relationships are less resource 

intensive (ibid). A survey of more than 500 executives in six industries, 

communication, chemicals, pharmaceuticals, electronics/high-tech, forest products 

and retail, believe that 10% improvement of overall CRM capabilities can add up to 
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$35 million benefits to a $1 billion business unit. (Gray and Byun 2001). CRM is a 

very big tool that contributes so much to profit indicated by Newell (2000). 

Furthermore he stated that, if organizations could transform the customer data into 

knowledge and then use that knowledge to build relationships it would then create 

loyalty and thereby creating profit (ibid). Turban et al (2000) suggest that increasing 

customer satisfaction increases customer loyalty. Swift (2001 pp. 28) argues that 

organizations can get a lot of benefits from CRM initiatives. He goes on to say that 

these benefits could be found in these areas 

(i) Higher customer retention and loyalty, the customer retention will increase 

when customers stay longer, buy more and buy more frequently. The 

customers take more initiatives that increase bounding relationship, and as a 

result the customer loyalty increases. Customer retention is an imperative in 

modern business, a strategy whose objective is to keep a company’s 

customers and to retain their revenue contribution. Primarily it aims to 

prevent customers from defecting to alternative brands or going to the 

competition. As all managers know it costs less to keep an existing customer 

than to acquire a new one. Hence having a customer retention strategy is 

common sense. Customer retention is the driving force behind customer 

relationship management (CRM), relationship marketing and loyalty 

marketing. 

 

(ii) Increased customer profitability, the customer profitability will increase when 

the customer wallet-share increases, the up-selling goes up as well as cross-

selling and follow up sales and also more referrals come with higher 

customer satisfaction among existing customers. Companies must be 

knowledgeable of the actual cost to serve individual customer requests, 

especially as customer demands increase. Cost to serve analysis is a main tool 

in improving firm’s profitability. Cost serve analysis will provide insight into 

the profitability of products, customers and routes to market. 
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(iii) Evaluation of Customer profitability, when the organization gets to know 

which customers are profitable and which ones that might become profitable 

in future, that is the potential profitable customers and those who will never 

become profitable. This is a very important area because the key to any 

successful business is to acquire and focus on those customers who bring 

profit, when you get them, you do not want to leave them. Instead of 

assigning revenues and costs to the actual products or the units or 

departments that compose the corporate structure of the producer. 

Approaching profitability from this angle can sometimes provide valuable 

insight into how each step of the process of designing, manufacturing and 

ultimately selling a good or service incurs cost and generates revenue. Many 

businesses use a customer profitability analysis as a means of streamlining 

processes so they provide the highest degree of efficiency and return, while 

generating the lowest degree of cost 

 

(iv) Reduced cost of sales, the costs regarding selling is reduced due to the fact 

that existing customers are usually more responsive. In addition with better 

knowledge of channels and distributors, the relationships become more 

effective, as well as costs for marketing campaigns are reduced. Also 

campaign expense is reduced when prospective targets are selected more 

effectively, campaign volumes decline and expense to revenue ratios fall. 

When internal process is improved, the percentage of customer orders that 

can be handled automatically, shorter sales cycle time, less rework all these 

efficiencies go right to the bottom line. Service center efficiencies occur 

when the duration of transaction or a problem resolution call is shorter, that 

translates directly into lower headcount requirements.. 

 

(v) Lower cost of recruiting customers, when the cost of recruiting new 

customers reduce or go down, there will be savings to be made on marketing, 

mailing, contact, follow-up, fulfilling, service and many more. Acquiring 

customers depend on how effectively the organisation is able to build a 

relationship with its customers. When suppliers have healthy relationships 
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with customers, the revenue of the organisation always increases as 

customers tend to need your services more and more. It is always known to 

be that the cost keeping a customer is lower than the cost of acquiring a new 

one. CRM enables organisations to maintain the existing customers and hence 

make the cost low. 

 

(vi) No need to recruit so many customers to preserve a steady volume of 

business, when the number of long-term customers increases and 

consequently the need to recruit many new customers will decrease (ibid).  

 

Bose (2002) argues that, most organizations can use CRM, however he goes on to 

say that, there are some organizations that are more likely to get more benefits from 

CRM than others. Furthermore he states that, those are the companies that 

accumulate a huge customer data when doing business and whose customer needs 

are differentiated. On the other hand, Bose (2002) says that, companies that rarely 

have any contact with their customers have a higher customer turn over and identical 

customer needs are likely to get less benefit from CRM (ibid).  

 

According to Newell (2002) organizations should undertake CRM initiatives where 

they will get the best possible return and benefits. He goes on to indicate that, 

companies should then focus on customers who are already profitable and those who 

will become the company’s most profitable customers in future (ibid) 

 

Wilson, Daniel and McDonald (2002) argue that an organization can receive these 

benefits from their CRM initiatives through higher customer profitability that is by 

increasing individual customer margins while offering the right product at the right 

time. Also, through creating value for the customer by acquiring the right customer’s 

base on customer information and knowledge or learnt characteristics that drive 

growth and increased margins. Furthermore, increasing customer retention and 

loyalty which is the ability to retain loyal and profitable customers will increase the 

profitability of the organization (ibid).  
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According to Kim, Suh and Hwang (2003) customer value describes both tangible 

and the intangible benefits gained from CRM activities, which help to arrange the 

relationship with the customer successfully. Again they say that, customer value can 

be achieved through value added by relevant information in virtual communities, a 

loyalty program, and an attractive bundling of different products for instance. They 

further indicated that, in order for an organization to determine the value of its 

customer, the organization needs to analyze such information as marketing 

campaigns, number of retention customers, and net sales. More over they go on to 

say that, CRM initiatives should provide mutually beneficial value to the customer 

and the organization in particular (ibid).  

 

According to Newell (2000), CRM is a useful tool in terms of identifying the right 

customer groups and for helping to decide which customers to jettison. Again he 

lamented that, relationship customers have far more potential for loyalty as they are 

often prepared to pay a premium price for a range of reliable goods or services. Also 

he says that, once relationship customers are acquired, they are less likely to defect, 

provided they continue to receive quality service. Moreover Newell (2000) adds that, 

one of the benefits is that, it makes existing customers more cost effective than new 

customers because they are already familiar with and also requires less effort to 

convince them to buy the company’s products and services (ibid).  

 

2.5 Research Gap 

The following research gaps were identified by reviewing both theoretical and 

empirical literature regarding CRM. It consequently found that, many researchers 

failed to acknowledge the effectiveness of initial strategies, maintenance strategies, 

and technology and service satisfaction to identify the effectiveness of CRM in any 

organisation. Another important gap which is induced the present research is that the 

previous researchers did not give any relationship between the service seekers and 

service providers and also the gap between perception of customers and 

organisations. The gap motivated the researcher to study the contribution of effective 

communication for customer management in organisations. The reviews concluded 

that there is no empirical measure for the effectiveness of CRM and the factors 
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influencing CRM. Therefore this research study aimed at giving suitable qualitative 

representation for the effectiveness of CRM. 

 

2.6 Conceptual Framework 

Customer relationship management (CRM) is now being actively considered by 

organisations across the globe, parading itself in the open market disguised as new 

technology and software applications. However behind this camouflage of expensive 

technology and fancy software packages sits the deeply embedded business concept 

that suggests that knowing, understanding and serving the customer should be at the 

core of what organisations do best. Building sustainable and successful relationships 

with a large customer base is not the easiest thing to do and will have a direct impact 

on many core operational processes from product development/service to debt 

recovery. It is not purely a technical issue. It is not only about software 

implementation. And it is not just about sales. It is about the interactions of the entire 

business with your customers. Whilst we cannot dismiss and gross over the criticism 

of CRM, it is pertinent to stress that the capability of the concept to engage 

customers for the benefit of organizations has never been in doubt. Fascinatingly, 

Jopling (2001) a critic of the concept is of conviction that CRM is the most important 

strategy that any organization intending to stay in business must develop. He accepts 

that the new age of competitive advantage lies in learning how to win, keep and grow 

customers better and more systematically than anyone else in the market place. This 

view is shared by Kotler et al. (2005) that to succeed or survive, companies need a 

new philosophy and that to win in today’s market place, companies must be 

customer centered, deliver superior value and become good leaders in building 

customer relationships, not just building products/service. The success of CRM in 

any organisation depends on a number of factors. Several researchers and writers 

have highlighted some critical issues that underpin successful CRM.  

 

Ferrel and Hartline (2005) observe that employees are central to an effective CRM 

and as such firms must manage its relationships with their employees if they have 

any hope of fully serving customer needs and that this is especially important in 

firms where employees are the eyes of customers. Ferrel and Hartline therefore 
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underscored that it is the significance of this that Bill Cooney, Deputy CEO of 

USAA, American property and casualty insurance firm with over $60 billion asset 

management portfolio with almost 100% of customer retention and consistently 

ranked among 100 best companies to work for in United States remarked that: “If 

you do not take care of the employees, they cannot take care of the customers. We 

give employees all they need to be happy and absolutely enthralled to be here. If they 

are not happy, we will not have satisfied customers in the long run…We must have 

passion for customers, if we don’t we are in the wrong business’’ Simns (2003) 

demonstrate similar view that the success of CRM initiative relies on involving staff 

in designing it at an early stage, rather than simply imposing it on them, employees 

who interface with customers need to be empowered to address customers concern 

promptly. Such empowerment in effect elicits commitment from employees to 

organisational goals.  

 

Furthermore, to make CRM effective Hill (2001) demonstrates critical factors for 

achieving successful CRM. In a broad context managerial commitment was seen as 

fundamental upon which cultural change would evolve and lead to organisational 

acceptance of CRM. The foundation of successful CRM lies in the re-orientation of 

managerial mindset to a state of commitment that values customers as the central 

nervous system of organisational survival in the market place. Therefore, managerial 

commitment serves as the basis of addressing CRM as a strategic issue through a 

holistic process. This leads to cultural change within the organisation focusing on the 

customer as the king pin within the market. People naturally resent change because it 

has the potency to disrupt the status quo. 

 

However, a successful CRM importantly hinges on the ability of managerial 

leadership to drive cultural change in an organisation into a state where the customer 

would be seen as a gem in a landmine of competitors and products. In this, 

managerial echelon of every organisation has the responsibility to influence the 

culture of an organisation by communicating their priorities, values and concerns, 

using their own actions, especially showing loyalty, self - sacrifice and service 

(Saran et al., 2009) to drive the change agenda. 
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The cultural change should permeate through the organization, involving everyone 

from the chief executive officer to the least person in the firm. Organisations require 

change in philosophical orientation and this must pervade through the entire fabric of 

the organisation. As Osborne(2001) put it, ‘if you want to change the business with 

major step improvement in the way you interact with your customers, everyone must 

then understand the changes being made, why they are being made, what is required 

from them personally, what it means to customers, the road map of development and 

the expected results.  

 

Lancaster (2002) again cites Buttler as underscoring the view that to be successful in 

building relationship management across the organisation, companies must develop a 

supportive organisational culture, market relationship management internally, 

intimately understand customer expectations, create and maintain detailed customer 

database and organise and reward employees in such a way that the objectives of 

CRM is achieved. The cultural change results in the transformation of the concept 

into organisational wide ownership, leading to widespread acceptance across the 

organisation. In this situation it would not be seen as belonging to a particular 

department. The concept would therefore draw out support from all segments within 

the organisation to enable effective relationship be achieved between the customers 

and the organisation. Whilst it is meaningful to acknowledge technology as an 

element towards successful CRM, the total equation of the concept to technology, 

software and automation has been the biggest cause of CRM failure. A number of 

organisations have been seduced by technology as the answer to CRM and have 

relegated all other critical issues to the background and yet expect to be successful.  

 

The reliance on technology in most cases, have resulted in a number of customers 

especially in the banking and financial service industry become disillusioned because 

of the unpleasant experience of going through technological and automated processes 

to seek solutions to problems. Such technology and automation sometimes frustrate 

customers and drive them away as their peculiar need and problems are not 

addressed by the set of technological tools. In achieving successful CRM, 

organisations should go beyond the conception of CRM as a set of technological 
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solutions. Colgate and Smith (2004) concretise other studies that customer 

relationship management is driven by technology rather than a well articulated 

customer strategy and this has occurred to the extent where the acronym CRM has 

become synonymous with technology rather than a programme to build customer 

relationships.  

 

Coltman (2006) points out that the CRM artifact is more than just technology and 

successful CRM programmes are best represented as an adroit combination of 

technical, human and business capabilities. The reason, according to Coltman is that 

each capability is nested within an intricate organizational system of interrelated and 

interdependent resources and that a company requires a combination of human, 

technical and business capabilities if CRM programmes are to be successful.  

 

Although the scholar concedes that businesses need technology to drive a portfolio of 

CRM processes that includes cross-selling, up-selling, marketing and fulfillment, 

customer service and support, field service operations and retention management as 

technology is necessary to integrate customer content, customer contact information, 

and end-to-end business processes. Resources also play valuable role towards the 

realization of organisational goals. In view of this, units and departments within 

organizations compete for resources such as information, knowledge, personnel and 

other tangible and intangible assets. Interestingly, units that control resources that are 

strategic in terms of managing critical relationships between the firm and its 

environment achieve power within the organization and therefore the firm depends 

disproportionately for its survival and or success on units that control strategic 

resources (Mudambi and Pedersen 2007).  

 

In this, critical resources such as information and knowledge necessary for 

addressing customers problem must not be the preserve of a particular unit but 

organizations must re-align its internal architecture and leverage such resources 

across the spectrum of the organization to enable people deal with customer issues 

promptly. Further, Coltman (2006) opines that to be successful, CRM programmes 

must be feasible and this requires a wider understanding of the structural and 
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behavioral limits to organizational alignment and most importantly, high performing 

companies must not overly be concerned with reactive responses to expressed needs, 

but seek a proactive orientation that directs attention towards latent or unarticulated 

demand. For organizations to achieve successful CRM, Coltman therefore suggest 

that the concept must be viewed as more than a tool but part of a deeply embedded 

strategic disposition that enables businesses to outperform their rivals in what are 

otherwise fiercely competitive markets.  Successful CRM therefore lies in the ability 

of an organization to develop a set of fundamental assumptions that seek to value 

customers as integral part of business and uniquely address customers’ problems to 

achieve satisfaction and retention. In such circumstances, organizations should not 

put high premium on product complexities and innovations as the key to any 

competitive strategy but embrace CRM which goes beyond product innovation to 

develop relationship with customers through regular interactions/communications. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



37 

Figure 2.3: Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Researcher constructs 2013 

 

2.7    Conclusion 

Business today faces several major challenges. Advances in technology and 

telecommunication have brought all the world’s countries together into one global 

economy.  At the same time, many nations remain poor, and the gap between the 

poor and the rich nations is growing. Companies and organization must respond to 

market place trends while taking responsibility for protecting the environment. They 

must also focus on the customer if they want to achieve in the global market place.  

 

However customer relationship management can be explained as an organization’s 

ability to supply their customer’s wants and needs. Excellent customer service is the 

ability of on organization to constantly and consistently exceed the customer 
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expectations. Improving customer services involves making a commitment towards 

learning what customer needs and wants, and developing action plans that implement 

customer friendly processes. The strategic importance of CRM has become an 

essential capability to enable firms respond efficiently to customer needs in a highly 

competitive and volatile market in any industry. Karaskostas et al believe that 

business institutions are facing strong competition not only from existing players but 

also new other entrants from other sectors and indicated that CRM holds the promise 

to achieve corporate objectives in a highly competitive arena. A successful CRM 

therefore requires a combination of managerial commitment, cultural change and a 

combination of resource and technology to achieve the needed result. As firms 

embrace CRM as a competitive capability to meet customers need, the concept 

should not be branded as marketing or managerial fad but rather a capability that 

holds the key to competitive advantage as research have evidenced the ability of the 

concept to help organizations to achieve market leadership in any industry. With 

external customer, external component deals with the way the company or 

organization acts in the market place.  

 

It is viewed by observing how the organization acts in concert with its external, 

customers and includes the critical dimension of the customer’s perception of the 

organization. Moreover, companies/organisations should improve their ability to 

constantly and consistently give their customers what they want and need by first an 

organisation must integrate its entire range of business functions around satisfying 

individual needs of individual customers not just marketing, customer service and 

sales, but production logistic and financial measurement and metrics. Secondly, 

organisations exceed customer expectations by focusing improvement efforts in three 

areas which are; customer friendly processes, employee commitment to customer 

services and customer dialog. Each of these three areas has an internal component 

and an external component. Internal component deals with the way the company acts 

within its own four walls. It is viewed by observing, how the various elements of 

organization work together when not in direct contact. 

 

 



39 

CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.1  Introduction 

Research methodologies frame work within which research is undertaken 

(Kamuzora, 2009). This chapter presents methodologies which were employed 

during the study. In this case, Explanations on the study areas, research design, 

research approach, population and sample are provided. Furthermore, elaborations 

are provided on sampling procedures.  

 

3.2  Research Approaches 

The researcher of this study applied qualitative and quantitative research approaches. 

In light of this qualitative approach puts much emphasis on the qualities of entities, 

processes and meanings that cannot be experimentally examined or measured in 

terms of quality, amount intensity or frequency (Deuzin and Lincolin, 1994). For 

quantitative data (that is numerical) data, simple statics has been used. 

 

Qualitative approach involves collection of quantifiable data which are normally 

inters of numbers, tables, and charts and figures to mention a few. In this case, 

quantitative research approach is the approach which is used to collect quantified 

data. It is the approach which produces findings arrived at by means of quantification 

(Strauss and Curbin, 1990). The approach enables the researcher to interpret and 

analyze data from various instances understudy.  Thus, the combination of data from 

questionnaires and observation and computed percentages, enables the researcher to 

draw valid conclusions and put forward researchable issues for further studies. All 

these were used in this study. 

 

3.3  Research Design 

A research design describes a flexible set of guidelines that connect theoretical 

paradigms first to strategies of inquiry and second to methods for collecting 

empirical materials (Denzin and Lincoln 2003). It provides the plan of action that 
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links the philosophical assumptions, strategies of inquiry, and specific methods Thus, 

it represents a structure that guides the execution of a research method and the 

analysis of the subsequent data with the view to reaching conclusions about the 

research problem (Creswell 2003). A case study design was adopted because the 

researcher concentrated on only one company and therefore data was collected from 

that particular company and hence it was easy and flexible in data collection and 

allowed the use of different methods during data collection. In this case, the 

researcher was able to use different research methods such as questionnaires and 

observation to collect quality data. 

 

3.4  Study Area 

A case study is an intensive description and analysis of the single situation 

(Kamuzora, 2009). This study was conducted at Dar es salaam region in Tanzania at 

Swissport.  Swiss Port Tanzania limited is an experienced and reputable aviation 

services provider in Tanzania, currently operating in Mwalimu Julius Nyerere 

International airport (JNIA) and Kilimanjaro International Airport (KIA) after buying 

shares from Dar es Salaam Airport Handling Company (Dahaco). 

 

Dahaco was incorporated in 1985 with Air Tanzania Corporation owning the 

majority of the share about 65%, other shareholders were Scandinavian Airline 

System (SAS) 35% and other shareholders held 10% of the shares. In 1990 the 

services were extended to Kilimanjaro International airport (KIA) to capture the 

growing demand of ground and cargo handling services at the airport. In May 2000, 

the company was privatized, when Swiss Port International, one of the leading 

airports ground handling companies in the world acquired 51% share holding with 

the remaining share being owned by the treasury registrar on the behalf of the 

government of the United Republic of Tanzania. In March and May 2003 through an 

initial public offer (IPO) the government relinquished to the general public its 49 of 

its stake in the company, followed by the listing of the company to the Dar es Salaam 

Stock Exchange (DSE) in June 2003. 
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Objectives of Swiss Port Tanzania are as follows; provide high quality and reliable 

airport related services including clearing and forwarding, increase cargo sales at a 

competitive price and gain a strong foot holding in the market, increase shareholders 

volume uplift the return on the investment, increase labor productivity by upgrading 

the level of manpower skills and motivation. Swiss port Tanzania wants to become a 

world class aviation services company that commands respects for high quality 

services and productivity. 

 

3.5  Population 

Population is the totality of objects under investigation (Kamuzora, 2009), 

(Rwegoshora, 2006) defined population as all people with characteristics which the 

researcher wants to study within the context of a particular research problem. In this 

study the population involved was 62 respondents that selected staff of Frontline, 

Administrators, Head of departments and other employees of Swissport as well as 

their customers because they all communicate with each other in one way or another 

 

3.6  Sample and Sampling Procedure 

The exact number of items selected from a population to constitute a sample is what 

we call sample size, (Kamuzora, 2009), Due to the nature of the study and financial 

constraints a total of 62 respondents were studied the population was studied as a 

sample size in order to achieve objective and save time and to consider the deadline. 

Sampling technique this study employ Convenience sampling technique as it relied 

on availability and willingness to participants upon which of respondent and only 56 

respondents participated. Respondents were selected from different departments in 

the company of which are ramp, traffic, finance, HR, IT and maintenance. 

Questionnaires were used to some of the employees and customers of Swissport. 

 

3.7  Data Collection methods and instruments 

Interviews, questionnaire and observations research methods were used to collect 

data. Instruments that were used include research interview guide, questionnaires and 

observations guide. It was necessary for a researcher to apply these methods because 

not all respondents had time to feel the questionnaires but were able to give time to 
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be interviewed, and observation had to be applied because the researcher wanted to 

compare the responses from the questionnaire and what she was able to observe and 

see if they were similar.  

 

Interview is the method of collecting information through oral or verbal 

communication between researcher and respondents (Bell, 1998). Interview was 

facilitated by interview guide to ensure easiest asking of questions across the selected 

portion of the sample. Interview method was chosen because it is quite flexible, 

adoptable and can be applied to many people and information can be obtained in 

detail and well explained. Data that were collected from this method provided 

primary data for the study; the researcher used both structured (pre-set) and 

unstructured questions during the time of conducting the interview.  

 

This interview method was applied to traffic department because they deal direct 

with handling the passengers as well as load control. The researcher also got an 

opportunity of interviewing the assistant manager since the management knows 

better regarding the running of the organisation and its regular activities. The 

interview was leaded by guideline presented in appendix 3 of this report. 

 

On the other hand a questionnaire is a research instrument and consists of a group of 

questions designated to elicit information from a researcher to a respondent. 

Questionnaires are inexpensive way of gathering data from large number of 

respondents and are only feasible way to reach a number of reviews large enough to 

allow a statistically analysis of the results. A well designed questionnaire can gather 

information of the performance of the organization and as well as specific 

information on specific component of the organization. These questionnaires were 

issued to employees from ramp, finance, IT and maintenance departments, 

management and the customers of Swissport due to the fact that they have ample 

time of going through the questionnaires. The questionnaires are presented in 

appendix 1 and appendix 2 of this report. 
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Observation is also a research method which is used to acquire first hand, live, 

sensory accounts of phenomena as they occur in a real world settings Goetz and 

Lecompte, (1994). Non – participatory observation method was used during the 

study and in this case, the researcher did not take part on the respondent’s activities 

but moved around observing performance of employees in accomplishing tasks. Non 

– participatory observation exercise can be affected through the use of the 

observation schedule which was designed before the exercise. Data which was 

collected from observation constituted primary and secondary data for the study. The 

researcher observed traffic that is in passengers handling and load control  

 

3.8  Method of data analysis 

Data analysis is the ability to breakdown data and to clarify the nature of the 

component parts and the relationship between them. It is an important step towards 

finding solution of problem under study. According to Saunders et al (2009), data 

analysis is a systematic process involving working with data, organizing them and 

dividing them into small manageable parts. This is the process of systematic applying 

statistical and or logical techniques to describe and illustrate condense and recap, and 

evaluate data. Various analytic procedures provide a way of drawing inductive 

inferences from data and distinguishing the signal, which is the phenomenon of 

interest as reflected by the data presented (Shamoo and Resnik 2003). Whether 

statistical or non-statistical methods of analysis used, researcher should be aware of 

the potential for compromising data integrity. Although statistical analysis is 

typically performed on quantitative data, there are numerous analytic procedures 

specifically design for qualitative material including content, thematic, and 

ethnographic analysis.  

 

The data analysis in this research was descriptive sample; in this case the first step 

was to describe data. Data analysis began with individual response and responses 

from different respondents and grouped in research objectives. Comparison of data 

was done to identify the relationship between the data so collected. This process 

reduce the collected data into small manageable and analytical packages which was 

used for analysis and drawing conclusion. Most of the data used in the study was 
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qualitative which was best fit to this process of data analysis, quantitative data was 

analysed through the use of table into which data was tabulated and computed into 

percentages. 

 

3.9  Reliability and validity of instruments 

In selecting effective instruments that has to bring reliable and valid data relative to 

the study, the researcher chose one third of a sample selected from entire population 

as a pilot study for pre testing the instruments. The results obtained indicate that the 

instruments were understood by respondents as a finding and reflecting and existence 

of positive relationship between instruments and problem understood. 
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CHAPTER FOUR 

 

PRESENTATION OF FINDINGS AND DISCUSSION 

 

4.1  Introduction 

This chapter presents the research findings and analysis of data. In this study, the 

researcher tried to assess the contribution of effective communication in customer 

management in organisations. It focuses on presentation, analysis and interpretation 

of data collected through the use of questionnaire that was distributed to both staff 

and customers of Swissport Tanzania. This analysis of data is necessary to bring out 

the result of the research work done and to able to comment on data collected and 

draw conclusion based on it.  

 

4.2  Response Rate  

There were 56 responses out of 62 distributed questionnaires. This includes both staff 

and customer questionnaires. Only 90.32% of targeted sample respondents to put on 

the study and was not 100% of sample chosen but the targeted sample was above 

50% so it was favorable for researcher. Table 4.1 indicates that out of 62 

questionnaires distributed, 20 were distributed to the staff of Swissport 18 

representing 29.39%% were duly completed and returned while 2 representing 

3.23% were not returned. 42 questionnaires were distributed to the customers, 38 

representing 61.29% were returned while 4, representing 6.45% were not returned.  

Since the rate was beyond 50% of the targeted sample then it implies that the 

findings of the study are representative of the population. 

 

Table 4.1:  Distribution and Return of Questionnaires 

Options Number 

distributed  

Number 

returned 

Percentage of 

returned % 

Not returned Percentage of 

not returned % 

Staff  20 18 29.39% 2 3.23% 

Customers 42 38 61.29% 4 6.45% 

Total 62 56 90.32% 6 9.68% 

Source: Analysed data 2013 
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The results in Table 4.2 reveal that the majority of the respondents were male 

representing 51.9% and the females constituting 48.2%. This shows that the views of 

the respondents were both gender and there was gender unbalance because the 

number of female is few to compare with male and this indicate that there is no 

equality in gender, this could be due to education, fear to reveal the truth.    

 

Table 4.2: Gender Distribution 

Option Frequency Percentage 

Male 29 51.9 

Female 27 48.2 

Total 56 100 

Source: Field data, 2013 

 

Results in Table 4.3 reveal that the majority of the respondents between 30 - 30 years 

of age with a percentage of 50% with those above 50 years being 28.6% years, and 

between 18-30  years of age with a percentage 21.4%. The results show that the 

respondents were in the good age to make clear information in supplied 

questionnaire. And most of them are familiar with CRM. 

 

Table 4.3: Age Distribution 

Option Frequency Percentage 

18-30 12 21.4 

30-50 28 50.0 

51 Above  16 28.6 

Total 56 100 

Source: Field data, 2013 

 

The findings in table 4.4 revealed that the majority of the respondent’s levels of 

education are degree 47%, followed by the respondents who have diploma level of 

education 29%, and ACSE 14%, And there is 7.14% of the respondents who have 

others hence we do not know their level of education and 3.6% of the respondents 

have CSE level of education. This indicates that majority of employees and 

customers have diploma and degree level of education.   



47 

Table 4.4: Education Profile 

Education level Frequency Percentage 

CSE 2 3.6 

ACSE 8 14.3 

Diploma 16 29 

Degree 25 47 

Others 4 7.14 

Total 56 100 

Source: Field data, 2013 

 

4.3  Necessities of Customer Relationship Management in an Organisation 

CRM is very vital in an organisation and the findings shows that employees are 

aware of it. The use of CRM system is becoming increasingly important to improve 

customer life time value, Winer (2001).  Table 4.2 presents respondents views on the 

necessity of customer relationship management. 34% of the respondents said that 

CRM is necessary in the organisation to boost organisation image, 57% said that it is 

necessary because it enhances organisation societal relationship while 9% of the 

respondents said that CRM is necessary because it enhances productivity in the 

organisation. Since majority claimed that CRM is necessary because it enhances 

organisation societal relationship maintaining good relationship with the clients is 

one of the most important things in the business organisation since by doing so it 

tends to be easier for an organisation to reach its objectives and making profit 

furthermore have good reputation. The statistic of positive respondents reported in 

the table as the outcome of the study reveal that there is a necessity of customer 

relationship management, there was a concern from both the staff and the customers 

and this raise need for every organisation to be considering applying CRM in the 

running of these organisations. And it should be taken into account that both public 

and private organisations have to engage in CRM since it is the only key factor of 

reaching organisational objectives. 

 

 

 

 



48 

 

Table 4.5: Necessities of Customer Relationship Management in an 

Organisation 

Option Frequency  Percentage % 

To boost organisation image 19 34 

To enhance organisation societal relationship 32 57 

To enhance productivity 5 9 

Total 56 100 

Source: Field data 2013 

 

4.3.1 Customer Complaints 

When one is not satisfied with the service received he/she will definitely complain, 

the researcher tried to find out if at the entire organisation receive complaints from 

its customers. The findings of customer complaints in table 4.3 shows that, 27% 

respondents indicates that CRM help in reducing customers complaints is very 

satisfactory to the organisation and its customers and 17% of respondents indicates 

fairly satisfactory, while 45% of respondents said that the CRM help is satisfactory 

and 11% of respondents indicates that the CRM help in reducing customer 

complaints is not satisfactory. 

 

Therefore, since the majority agreed that complaints is reduced the researcher 

concluded that CRM help in reduction of customer’s complaints to the company and 

its customers. And this implies that CRM is significant in the running of organisation 

activities. If at all CRM had negative impacts to the organisation it would have been 

a thing of no practice and many would not have bothered applying it in the running 

of their businesses. 

 

From the findings it can be interpreted that knowing and understanding the customer 

is very crucial since it will be easier for the organisation to better serve the customer 

and should be a habit of trust and openness since this is the only way of being aware 

whether the customers are satisfied or not. There should be an interaction between 

the management with the employees and their customers, good flow of information 



49 

will provide good feedback which will help in solving the complaints if at all they 

are to occur. 

 

Table 4.6:  Customer Complaints 

Option Frequency Percentage% 

Very Satisfactory 15 27 

Fairly Satisfactory 10 17 

Satisfactory 25 45 

Not Satisfactory  6 11 

Total 56 100 

Source: Field data 2013 

 

4.3.2    Level of Participation of in CRM 

Participation activities may be motivated from an administrative perspective and it 

can build public support for activities as well as educating the public about the 

organisations activities. Participation enables individuals and groups to influence 

organisations decisions in a representational manner, how well participation can 

influence the relation between the management and its employees is how it increases 

trust and boost people willingness to participate in the organisation activities.  

 

Level of participation of employees of Swissport in CRM is shown in table 4.4 where 

the findings show that, 52% of respondents are of the opinion that participation of 

employees in CRM is maximum, 27% of respondents indicate the level of 

participation is average while 18% indicate minimum and 3% of respondents indicate 

none. 

 

Since the majority shows that the employees do participate in CRM, it can be 

concluded that, employees has the ability of handling information and 

communication load of which means they agree to the system. And this means that 

there is good communication between the management and employees for them to 

accept the system (CRM) which is being applied to the organisation. Once a new 

system is introduced in the company not all workers will agree to it some will always 
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resist but with the case of CRM we can see that the employees have accepted it and 

they are participating accordingly. And from the findings it is recommended that 

once organisations introduce a new system the management should make sure that 

the employees accept it and that they participate fully in making sure that the 

organisation goals are reached. 

 

Table 4.7:  Level of Participation in CRM 

Option Frequency Percentage % 

Maximum 29 52 

Average 15 27 

Minimum 8 18 

None 4 3 

Total 56 100 

Source: Field data 2013 

 

4.3.3  The Rate of Customers’ Complaints. 

Complaints, like death and taxes are inevitable. Even market leaders encounter them 

but each grievance represents a chance to correct a flawed process, educate a 

customer and strengthen loyalty. Multiple studies already show companies with high 

quality customer service and effective complaint handling processes can charge a 

premium as well as increase loyalty. Unless decision makers fully understand 

customer complaint behavior and can quantify the return on investment (ROI) of 

complaint handling, they will not see the link between complaint handling and 

loyalty and profits and it is unlikely they will never allocate adequate resources for 

change. 

 

The findings from table 4.5 show that 16% of respondents said that the rate of 

customers complaints is high, and respondents representing 30% said that the 

customers complaints is moderate while  54%  of respondents indicate low. Since the 

majority of 54% said that the rate of customer’s complaints is low it can therefore be 

concluded customers are satisfied with the service they receive and that is the reason 

for them not to complain. Meaning that errors do not occur frequently and hence 
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there is no need for them to complain in one way or another we can say that the 

customers are satisfied with the service they receive and that the system is having a 

good impact to the organisation. 

 

Table 4.8:  The Rate of Customers’ Complaints 

Option  Frequency Percentage % 

High 9 16 

Moderate 15 30 

Low  32 54 

Total 56 100 

Source: Field data 2013 

 

4.3.4  Workers and Management Perception on CRM 

The perception of workers and management on CRM is shown in the table 4.6 where 

54% of respondents perceived CRM to be very good, 46% of respondents said it is 

good.  Since the majority said that CRM is very good it shows that generally 

effective communication is a vital thing in business environment since having good 

communication with your clients will make organisation achieve the goals and hence 

implies that the employees have accepted the presence of the system. And this means 

that it is best for organisations to introduce systems that will be accepted by all. 

 

Table 4.9:  Workers and Management Perception on CRM  

Option Frequency Percentage % 

Very good 30 54 

Good 26 46 

Total 56 100 

Source: Field data 2013 

 

4.3.5 Reduction of Customer Complaints 

Addressing customer complaint is part of running any business. No matter how 

successful the business is you will occasionally deal with dissatisfied customer. 

Rather than viewing a complainer as nuisance one should look at the complaint to 

learn how to improve quality of product or service. 
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It is shown in the table 4.7 below that 71% of respondents agree that the 

implementation of CRM helped to reduce customer complaints, while 29% of 

respondents disagree to the claim. Since the majority agree that implementation of 

CRM has reduced customer complaints it shows that employees and customers have 

a good communication and once there is a problem the employees know how to 

resolve it and make sure that they leave their customers satisfied. If at all the 

customers complaints were not reduced it means that the existing system had not 

been implemented effectively. 

 

Table 4.10:   Reduction of Customer Complaints 

Option Frequency Percentage % 

Yes  40 71 

No 16 29 

Total  56 100 

Source: Field data 2013 

 

4.3.6  The Impact of CRM  

Customer satisfaction is a business philosophy which tends to the creation of value 

for customers, anticipating and managing their expectation and demonstrating ability 

and responsibilities to satisfy their needs. Qualities of service and customer 

satisfaction are critical factors for the success of any business.  Bose (2002) argues 

that, most organisations can use CRM, however he goes on to say that, there are 

some organisations that are most likely to get more benefits from CRM than others. 

And according to Newell (2002) organisations should undertake CRM initiatives 

where they will get the best possible return and benefits. 

 

CRM is known to have positive impacts whenever applied to the organisation and 

these impacts show how much the organisation has achieved its goals, from table 4.8 

we can see the way the respondents answered the question regarding the impact of 

CRM, data shows that 71% of respondents indicate that CRM has positive impact to 

both the organisation and its customers, while only 29% of respondents indicate 

CRM has negative impact. Since the majority said that CRM has positive impact to 
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the organisation it implies that customer relationship management is of benefits to 

both the organisation and its people and hence organisations which do not conduct its 

activities under this system should consider implementing it. 

 

Table 4.11:  Impact of CRM  

Option  Frequency Percentage % 

Positive 40 71 

Negative 16 29 

Total 56 100 

Source: Field data 2013 

 

4.3.7   Effectiveness of Swissport in Implementing CRM 

CRM can help organisation manage customer interactions more effectively to 

maintain competitiveness in the present economy. As more and more organisations 

realize the significance of becoming customer-centric in today’s competitive era, 

they adopted CRM as a core business strategy and invested heavily. CRM, an 

integration of information technology and relationship marketing provide an 

infrastructure that facilitate long term relationship building with customers at an 

enterprise wide level. When a system is introduced the curiosity wants to know how 

effective it is, once it is found out it is effective or ineffective one will want to know 

how effective are you in implementing it and how much effort you put in making 

sure that the system runs properly. Harrison (2000:231) acknowledges that CRM 

allows cross selling opportunities, leading to low customer expenditure over time. 

 

The findings in table 4.9 shows that 53% of the respondents said that the organisation 

is very effective in implementing CRM, while 36% of respondents said it is effective 

and 11% said that the company is not effective. The majority of 89% agree that the 

organisation is effective in the implementation of CRM and hence the observation 

shows that the organisation responds to the needs of the customers properly. 
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Table 4.12:  Effectiveness of Swissport in Implementing CRM 

Option  Number of Respondents Percentage % 

Very effective 30 53 

Effective 20 36 

Not effective 6 11 

Total  56 100 

Source: Field data 2013 

 

4.3.8  Assessment of the Contribution of Effective Communication 

Accomplishment of projects generally is a challenging issue as many of them remain 

incomplete and others ending consuming a large amount of funds during to delay in 

completion.  Effective communication helps to deliver clear instructions that are not 

conflicting. Workers are therefore not caught in conflict of what to do. Since 

effective communication is characterized by a proper channel, it allows good 

interactions between employees and their managers.  Communication plays a key 

role in the success of any workplace program or policy. Communication about 

workplace practices helps achieve the desired outcomes for the employee and the 

organization in a variety of ways.  Fippo (1980:419) said, if we effect a 

communication of ideas, we have established a common meeting ground for 

understanding. 

 

In table 4.10 we can see that 70% of the respondents said that the contribution of 

effective communication is very satisfactory, and 23% said it is satisfactory while 

respondents while 7% of respondents said that they do not have any idea. When 

something is effective and brings positive outcomes it shows that it is something 

good and will contribute to the well being of both parties. Since the majority shows 

that effective channel of communication is used in the running of the organisation 

activities employees, management and customers will be satisfied and hence 

organisation goals will be achieved easily. This implies that effective communication 

plays a major role in running of the business and hence goals are achieved. 
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Table 4.13:  Assessment of the Contribution of Effective Communication 

Option  Frequency Percentage% 

Very satisfactory 39 70 

Satisfactory 13 23 

No idea 4 7 

Total  56 100 

Source: Field data 2013 

 

4.3.9  Management Relationship with Employees 

According to Chris Musselwhite (2008), the manager-employee relationship has a 

critical impact on performance. If managers are well trained and charged with 

responsibility for the success of their reports, departmental and organisational 

performance will take care of itself. Organisations that do not drive the importance of 

this relationship to frontline managers or provide the necessary training will 

eventually pay the price via the loss of good employees and decreases in 

performance that result from employee dissatisfaction. Ferrel and Hartline (2005) 

observe that employees are central to an effective CRM and as such firms must 

manage its relationships with their employees if they have any hope of fully serving 

customer needs and that this is especially important in firms where employees are the 

eyes of customers. 

 

For employees to work together effectively, they must understand group and 

individual goals. When this understanding is poor, work inefficiencies, lower work 

quality and low employee morale often are the result. Lack of goal clarity often is 

misidentified as an individual performance issue and this leads to blame, conflict and 

increased turnover by frustrated employees who are working hard but not getting the 

results the organisation expects. Often, organisations will address this through 

personnel changes but because they are addressing a symptom and not the cause, the 

problem will inevitably resurface. When employees understand shared goals, talent 

managers can cultivate an atmosphere focused on problem solving, removing 

performance barriers and delivering outcomes. 
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This eliminates finger pointing because when everyone understands the relevance of 

everyone else’s contributions, employees have increased awareness of their 

interdependencies and thus have more respect for one another and hence this will 

promote understanding of shared goals and task relevance. Table 4.11 shows that 

71.4% of the respondents agreed that management relationship with the employees is 

good while the remaining 28.5% said the relationship between them is bad. From the 

findings since the majority claimed that the relationship is good it can be concluded 

that it is important for organisations to have good relationship with the employees 

since it will make reaching of objectives very easier.  

 

Table 4.14:  Management Relationship with Employees 

Option Frequency Percentage 

Good 40 71.4 

Bad 16 28.5 

Total 56 100 

Source: Field data, 2013 

 

4.3.10  Employee Relationship with Customers 

Relationships are an important aspect of doing business, and few businesses can 

survive without establishing solid relationships with their customers. Obtaining a 

new customer costs 5 times more than retaining a loyal customer and replacing an 

employee will cost 100% or more of that employee’s annual wages. How employees 

act with customers and each other will directly affect every company’s bottom-line. 

Successful business relationships are based on how people get along with one 

another, respect one another and mutually benefit one another. How you present 

yourself physically, emotionally and professionally to your employers, peers and 

clients define your image and credibility. Bennett (1996) described that CRM seeks 

to establish long term, committed, trusting and cooperative relationship with 

customers, characterized by openness, genuine, concern for the delivery of high 

quality services, responsiveness to customer suggestions, fair dealings and 

willingness to sacrifice short term advantage for long term gains. 
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Over 68% of customers leave a business relationship due to the attitude and 

indifference displayed by company’s representatives which translates too poor 

customer service. To retain customer loyalty and nurture employee relations, it is 

critical that professionals have the skills to make positive impressions that will foster 

and build long-term relationships. 

 

In table 4.12 the findings show that 87.5% of respondents said the relationship 

between the employees and customers is good whereby 12.5% of the respondents 

said the relationship is bad. Since majority of 87.5% agreed it implies that having a 

good relationship with the customers is very important. Organisations need to know 

their customers well, know what they want and understand their needs and also know 

how to better serve them. 

 

Table 4.15:  Management Relationship with Employees 

Option Frequency Percentage 

Good 49 87.5 

Bad 7 12.5 

Total 56 100 

Source: Field data, 2013 

 

4.3.11  Employees skills 

Employees are responsible to ensure that they have access to the full range of 

knowledge, skills, qualifications and experience to meet the objectives of effective 

communication in management of organisations goals. The management should 

make sure that it hired required and qualified people specifically for particular job 

criteria, more over it should make sure that on a regular basis these employees are 

given appropriate administrative support.  

The results from table 4.13 show that 80.4% of the respondents agreed that the 

organisation have relevant skilled and experienced employees while only 19.6% 

disagreed to this. And this shows that Swissport have a qualified number of 

employees who have skills and experience and know how to deal with the customers 

well. 
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Table 4.16:  Analysis of Employee Skills 

Option Frequency Percentage 

Yes 45 80.4 

No 11 19.6 

Total 56 100 

Source: Field data, 2013 

 

4.3.12 Technology 

Is the making, modification, usage, and knowledge of tools, machines, techniques, 

crafts, systems and methods of organisation in order to solve a problem, improve a 

pre-existing solution to a problem, achieve a goal, handle an applied input/output 

relation or perform specific function. It has affected society and its surroundings in a 

number of ways. In many societies technology has helped develop more advanced 

economies and has allowed the rise of a leisure class. Technological support can help 

in achieving CRM goals. According to Coltman (2006), each capability is nested 

within an intricate organizational system of interrelated and interdependent resources 

and that a company requires a combination of human, technical and business 

capabilities if CRM programmes are to be successful. Technology plays the role of 

enabler in CRM deployment Das (2004) and allows firms to achieve greater 

customization and better service at lower cost Sin et al (2005).  Table 4.14 shows the 

analysis of technology in CRM whereby 89.3% of respondents agree that Swissport 

is technological advanced in conducting its operations while 10.7% disagree. It 

implies that technology is necessary to integrate customer content and information 

and end to end business processes since the majority of respondents agreed. 

 

Table 4.17:  Analysis of Technology 

Option Frequency Percentage 

Yes 50 89.3 

No 6 10.7 

Total 56 100 

Source: Field data, 2013 
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Majority of the respondents had quite positive opinions towards the questions which 

were asked by the researcher. And this shows that people are satisfied with the way 

Swissport is conducting its operations, management is satisfied with the way its 

employees are working and how they are handling their customers which means they 

are treating them in their best way possible and providing good services. On the other 

hand the findings show that employees are satisfied with the service they receive 

from Swissport. Top management is the key to effective management of customers 

and it shows how well the management work hand in hand with the employees to 

ensure that the customers are managed properly and in a satisfactory way, this factor 

is found to be crucial element in the success of other organisational change and 

quality improvement.   

 

And conclusively, we can say that efficiency running of the business relies on the 

good relationship between the management with it employees and its customers in 

order to achieve the goals of both sides. 
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CHAPTER FIVE 

 

CONCLUSION AND RECOMMENDATION 

 

5.1 Introduction 

The aim of this study has been to understand the contribution of effective 

communication in customer management in organisations using the case study of 

Swissport Tanzania as it is the leading aviation company in Tanzania. Such 

understanding would provide an insight to the public as well as the Swissport 

management and its staff on why the aviation company and other profit making 

organisations should engage in CRM. This chapter presents the findings obtained 

from the study and it further evaluates results with facts found under chapter two on 

literature review with previous studies including theories and conceptual analysis on 

the contribution of effective communication in customer management in 

organisations. The chapter moreover presents conclusion and recommendations of 

the study on the contribution of effective communication in customer management in 

organisations. 

 

5.2 Summary of Findings 

According to the investigation conducted in Swissport in this study, the researcher 

realized that in contributing and achieving customer management the management is 

supposed to look on how the employees are performing their work and how they 

dedicate their all in making sure that the organisation reaches its objectives. It is 

important to all members of the organisation to know what their goal is and 

regarding the system used in achieving these goals all workers have to know how 

they perceive the system which they will be working with. A person’s awareness and 

acceptance plays an important role in the perception process. More to that, with 

regards to interaction as a strategy to CRM, Peppers (1999) states that the 

organisation should continuously learn about its customer. Xu (2002) lamented that 

improve and increase communication between a company and its customers. Kim, 

Suh and Hwang (2003) postulate that responding appropriately to customer request. 
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The researcher found out in her investigation that the company believes that 

customer interaction is very crucial to the success of CRM. 

 

The use of CRM systems is connected to numerous advantages for companies. To 

benefit from all of the possibilities, however, a business will have to select the best 

customer relationship management system for its needs. A CRM system deals with 

aspects of the work with clients, whether these involve sales procedures or service-

related issues. Most often, CRM systems are used to control lead information, 

marketing campaigns and market participation. The data that is collected can later on 

be analyzed to come up with innovative solutions to the most common customer-

related problems. 

 

The researcher also found out in her investigation that the organisation gets so many 

benefits from CRM system. According to Newell (2000), one of the main benefits of 

CRM is creation of customer loyalty and increasing customer profitability. They 

believe that one of the major benefits of CRM is customer loyalty where they made it 

clear that they have so many loyal customers that there is no need for them to spend 

time and money to do campaign or put effort to hunt for customers. 

 

Mitigating user adoption challenges during CRM implementations should be part of 

the advanced planning performed by all project managers and steering committees. 

With changes to customer strategies, business processes and staff responsibilities, 

proactive change management can make the difference between CRM success and 

being lumped into the all too cited CRM failure pool. 

 

The findings as per objectives found in chapter one were discussed in chapter four 

and found that CRM  have impact on the organisations in Tanzania  as 71% agrees 

that Swissport customer relationship initiatives has an impact on Tanzania. The study 

also found that Swissport Tanzania implementation of CRM has reduced customers’ 

complaints since they showed to be satisfied with the services they receive. The 

findings generally reflect that the objectives of CRM are achieved by some of the 

staff members who deal directly with the customers and the management as they are 



62 

policy makers and implementer that is why the other staff members do not have a 

clear understanding on CRM although they reach their planned targets. There are 

effects of organisation’s involvement in CRM; to understand this we must all know 

the survival of any organisation is dependent upon series of exchange between the 

organisation and its environment.  The involvement of Swissport Tanzania in 

customer relationship management shows that the company is responsible to its 

immediate customers. For any organisation to survive, it has to properly take part in 

creating good relationship with its customers as well as the surrounding environment.  

Most organisations and government agencies agrees that customer relationship is 

well and truly on the agenda in the business world because businesses operate in an 

environment where her resources are sourced and for this customers will be looking 

up to them with high expectations and if this expectations are dashed, it will not go 

well with both the organisation and the customers.  Having said this, organisations 

should take up the issue of customer relationship seriously.  If a company fails to 

meet stakeholders’ expectations, it can put its own future at risk.  

 

While the phrase customer relationship management is most commonly used to 

describe a business-customer relationship, CRM systems are used in the same way to 

manage business contacts, clients, contract wins and sales leads. 

 

Customer relationship management solutions provide you with the customer business 

data to help you provide services or products that your customers want, provide 

better customer service, cross-sell and up sell more effectively, close deals, retain 

current customers and understand who the customer is. Technology and the Web has 

changed the way companies approach CRM strategies because advances in 

technology have also changed consumer buying behavior and offers new ways for 

companies to communicate with customers and collect data about them. With each 

new advance in technology especially the proliferation of self-service channels like 

the web and smartphones customer relationships is being managed electronically. 

Many aspects of CRM relies heavily on technology; however the strategies and 

processes of a good CRM system will collect, manage and link information about the 

customer with the goal of letting you market and sell services effectively. 
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Organizations frequently looking for ways to personalize online experiences (a 

process also referred to as mass customization) through tools such as help-desk 

software, email organizers and different types of enterprise applications. Colgate and 

Smith (2004) concretise other studies that customer relationship management is 

driven by technology rather that a well articulated customer strategy and this has 

occurred to the extent where the acronym CRM has become synonymous with 

technology rather than a programme to build customer relationship. From the 

findings, the analysis indicated that Swissport is technologically advanced and thus 

make it easier for the organisation to conduct its operations. 

 

Employee relationship management is a process that companies use to effectively 

manage all interactions with employees, ultimately to achieve the goals of the 

organization. The human resources department can play a critical role in this process, 

both in terms of training and coaching managers and executives on how to 

effectively establish and nurture relationships with employees and in measuring and 

monitoring those relationships to determine whether objectives are being met. 

Employee relationship management is a general term that means a lot of different 

things to a lot of different people. At the outset, it is important to define what is 

meant by employee relationship management and, specifically, what areas of the 

relationship will be managed. For most companies, relationship management centers 

around items like attracting and retaining employees. Common measures of the 

effectiveness of these relationships include time to hire, turnover and employee 

satisfaction. From the findings, Chris Musselwhite (2008), point out that the 

manager-employee relationship has a critical impact on performance. If managers are 

well trained and charged with responsibility for the success of their reports, 

departmental and organisational performance will take care of itself. And from the 

findings the researcher observed that the relationship is good between the 

management, customers and employees and this is a proof to other organisations, it is 

advised that organisations should have good terms with the employees and this will 

make employees have good terms with the clients/customers and hence objectives 

are reached and everyone leaves satisfied. 
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Employees are responsible to ensure that they have access to the full range of 

knowledge, skills, qualifications and experience to meet the objectives of the 

organisation and who have the ability to process information that is being able to 

handle information and communication load. HR department should specify any 

other professional skills which may be needed in managing the customers. It should 

also make provision for appropriate administrative support. 

 

5.3  Conclusion 

The main objective of the study was to analyze the contribution of effective 

communication in customer management in organisations. The researcher studied the 

employees, relationship management, technology, involvement and benefits which 

are the important things in achieving the objectives of managing customers. The 

findings were expected to provide useful information that would stimulate new 

knowledge and review on the CRM policy of Swissport Tanzania to improve the 

organisation activities. By what was found in the findings, the researcher can 

conclude that effective communication for customer management is fully achieved at 

Swissport and the relationship is absolutely perfect. The studies show that CRM will 

improve the company’s image among the stakeholders and enhance organisation 

societal relationship which will help them to improve their company profit if they 

will be well managed.  

 

In addition, organisations should be aware that the most important economic 

challenges that facing any organization is to increase sales. Competition in difficult 

situations, organized and timely communication with customers is the most 

appropriate to increase sales while reducing costs. Among the key factors for 

successful customer relationship management project are working with 

organizational functions for example sales personnel and marketing personnel with 

IT department. 

 

Researchers have stressed the need for integration among areas of sales and 

marketing function for the success of customer relationship customer Management. 

The most important factors for project failure is the one of customer, since CRM 
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technology before the creation of customer centric organization. It is necessary that 

organization that intended to implement CRM to be organized so that it can focus on 

their key customer. It is essential that structure is flexible and if necessary in order to 

create customer centric values is organized. CRM gives overall and clear pictures 

and yet with all details required by customers and the process of sales and this 

provides a special relationship with each customer and make it work to lose any 

opportunity for more sales and customer satisfaction than did. 

 

In conclusion, the study concludes that customer relationship management can 

therefore be best described as a total approach to business.  Customer relationship 

management creeps into all aspect of operations.  Like quality it is something that 

you know when you see it.  It is something that business today should genuinely and 

wholeheartedly be committed to. The dangers of ignoring customer relationship are 

too dangerous. 

 

5.4 Recommendation 

The idea that the only function of business organisation is profit maximization for the 

shareholders should be erased and become obsolete and thus they should shift 

emphasis to a newer term “customer relationship”. To this effect Tanzania 

businessmen and women would protect their long-term interest by redefining their 

objectives to include those of the communities in which they carry out their business 

operations. 

 

The organisation should improve their services; making sure that they attend to their 

customers in the best way and that they stay loyal. Once the customer is satisfied 

with the service offered the organisation will gain its customers loyalty, when loyal 

customers love the service they would not hesitate to provide their honest feedback, 

especially negative ones as they want to see your service thrive and serves them 

better. In many instances new customers visit get your service have some dislikes or 

unpleasant experience and tend not to voice it out and tell themselves they will not 

return again. You hardly get feedback loop from new customers and this is 

detrimental to your product and service quality. 
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Essential to the success of customer relationship management, determining an 

organization of profitable customer and customer segmentation is based on the 

organization's values, then based on each customer in which category, will determine 

specific needs and appropriate ways of interacting with customer.  

 

Before implementing of CRM technology, the organization must identify and 

prioritize their needs of analysis and based on the need, to take action or choose to 

develop information technology system. 

 

To achieve the goals of CRM and gain competitive advantage should be designed a 

program of business for sourcing maintaining and customer information assets and 

enforcement. Establishing a relationship marketing control to create a database 

analysis of data selection of customer targeting customers 

 

In order to avoid from strategic and tactical mistakes (individual and process) is 

necessary at all stages of implementation to control the actions of team members' 

performance and developed to be implement. 

 

Agency personnel are bridge between customer and organization before 

implementation of CRM in the organization, it is necessary to answered to all 

uncertainties, concerns and questions of personnel about the customer relationship 

management and they should be given necessary training in this field. 

 

Key process from customer perspective has identified and process that can create the 

greatest dissatisfaction can be found in the first phase focusing on them.  

 

Also effective communication should be measured against pre-determined standards 

and within resources availed to the employee. The organization should ensure that 

employees are equipped with adequate resources which will increase effectiveness 

and ensure that they achieve their objectives. Objectives not achieved acts as de-

motivating agent and thus may result to lower the performance of the individual 

employee and the organization as well. A motivated employee normally dedicates his 
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all in his work with high performance and making sure of not disappointing the 

organisation. 

 

Moreover, In order to prepare achievable and measurable objectives and tasks, the 

employee and the management must understand the importance of effective 

communication, how to measure effective communication, what to measure and 

when. This calls for clear guidelines as the first stage of the process. And hence 

effective communication will be taken as a key factor in reducing poor flow of 

information from one department to another. 

 

Misconception can endanger the entire organisation hence people need to be 

carefully on the channels of communication to use and this is applicable to the 

supervisor, jobholder as well as the customers. Once this is implemented errors will 

be minimal, organisation goals will be achieved and people will be satisfied. 

 

Furthermore the management of the Swissport and the HR department in the 

organization should continuously educate employees on the purpose of CRM and the 

benefits of it so that it removes anxiety and suspicion over the system. 

 

This will help to develop positive attitude towards the system as a result reduce if not 

address to resistance to the system. This is because human beings are creatures of 

habits. And this is due to the findings of the study as we have seen earlier not all the 

employees agree with the implementation of CRM. 

 

5.4  Areas for further Study 

The present study has succeeded to highlight deficiencies with regard to 

implementation of CRM in Tanzania organizations. The study has made an attempt 

to explore the challenges facing the implementation of CRM in Tanzania 

organizations. Future research should also consider examining the applicability of 

CRM in all job categories in public service work organizations. The study was not 

able to capture this as it requires a lot of time and resources to cover large area of the 

study even if taken into consideration of other.  
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APPENDICES 

 

Mzumbe University 

Dar es salaam Business School 

P.O.Box 20266 

Dar es salaam 

Tanzania 

 

 

Dear Respondents, 

 

I am a final year student of Master in Business Administration at Mzumbe University 

(MBA) conducting a research on the topic, ‘Contribution of effective communication 

in customer management in organisations’ with special reference to Swissport 

Tanzania. 

 

The purpose of this research is to enable me collect detailed information on the 

above subject matter. 

 

Kindly give an unbiased response to the questions; to the best of your knowledge by 

filling or ticking on the right option most suitable to your organisation. 

 

I guarantee the confidentiality of any information provided by you. 

 

 

Thank you. 

 

Yours Faithfully, 

 

 

Rukia Omar Mkindi 
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Appendix 1: Questionnaire for staff 

 

1. Gender. 

(i) Male        (       ) 

(ii) Female        (       ) 

 

2. Age 

(i) 18 – 30       (       ) 

(ii) 30 – 51       (       ) 

(iii) 50 and above       (       ) 

 

3. Educational Qualification: 

(i) CSE        (       ) 

(ii) ACSE        (       ) 

(iii) Diploma       (       ) 

(iv) Degree        (       ) 

(v) Others        (       ) 

 

4. How long have you been with Swissport? 

(i) 0 – 4 yrs       (       ) 

(ii) 4 – 10yrs       (       ) 

(iii) 10 and above       (       ) 

 

5.         What are the advantages of CRM? 

 

6.          Has the implementation of CRM helped to reduce customer complaints? 

(i) Yes        (       ) 

(ii) No        (       ) 

Explain 

 

7.    What is the level of participation of employees of Swissport in CRM? 

(i) Maximum        (       ) 
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(ii) Average       (       ) 

(iii) Minimum       (       ) 

(iv) None        (       ) 

 

8.  What is the rate of customer’s complaints? 

(i) High         (       ) 

(ii) Moderate        (       ) 

(iii) Low         (       ) 

 

9.  How effective is Swissport in implementing CRM? 

(i) Very effective       (       )  

(ii) Effective       (       )  

(iii) Not effective       (       )  

 

10.   What challenges does Swissport face in implementing CRM? 

 

11.   What should be done to improve the effectiveness of Swissport in 

Implementing CRM? 
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Appendix 2:  Questionnaire for customers 

1. Gender 

(i) Male        (       ) 

(ii) Female        (       ) 

 

2. Age: 

(i) 13 – 20       (       ) 

(ii) 41 – 60       (       ) 

(iii) 61 and above       (       ) 

 

3. Educational Qualification: 

(i) CSE        (       ) 

(ii) ACSE        (       ) 

(iii) Diploma       (       ) 

(iv) Degree        (       ) 

(v) Others        (       ) 

 

4. Are you satisfied with the handling mechanism offered by Swissport? 

(i) Yes        (       ) 

(ii) No        (       ) 

 

If yes, how often? 

(i) Very often       (       ) 

(ii) Quite often       (       ) 

(iii) Often        (       ) 

(iv) Not often       (       ) 

 

5. How can you assess their performance on CRM? 

(i) Very satisfactory      (       ) 

(ii) Fairly satisfactory      (       ) 
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(iii) Satisfactory       (       ) 

(iv) Not satisfactory      (       ) 

6. For how long have you been their customer?   ……………………………… 

 

7. Does the company’s CRM activities come as a result of public pressure or 

voluntary? 

(i) Public pressure      (       ) 

(ii) Voluntary       (       ) 

 

8.  Does Swissport engagement to CRM have any impact on your well-being? 

(i) Yes        (       ) 

(ii) No        (       ) 

 

10.  Is the public/customers getting various information from Swissport about its 

activities at the right time? 

(i) Yes        (       ) 

(ii) No        (       ) 

 

11. What are the ways which are normally used by Swissport to communicate 

with its customers? 

(i) ……………………………………………………………..………...… 

(ii) …………………………………………………..………………..….… 

(iii) ………………………………………………………………….……… 

(iv) …………………………………………………………………….…… 
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Appendix 3:  Interview Guide 

1. What do you think is the right number of staff? 

2. How do you ensure efficiency of work done? 

3. Is there training for employees to improve their capacity? 

4. Are the goals of Swissport being reached effectively? 

5. How well do you attend the customers? 

6. How often do you receive complaints from customers? 

7. What do you do to ensure that customers leave satisfied? 

8. How well is CRM implemented? 

 

 

 

 

 


