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ABSTRACT

This research report assessed the importance of customer relationship management
on banking sector in Tanzania; a case of selected commercia banks in Mwanza
city. The study explored sharp decrease application of customer relationship
management under customer satisfaction and marketing productivity. This was
pursued under the specific objectives; which were to analyze the importance of
Customer relationship management practice in bank sector under competitive
market, to find out the relationship between customer relationship management and
customer satisfaction and to examine the effect of customer relation management

practices on marketing productivity.

Both case and survey research design were used to quantitatively assess the
relationships among variables; (Glasow, 2005). A number of 3 commercia banks
were selected operating in Nyamagana district, Mwanza city. The purposeful
sampling technique and simple sampling technique were used to select the 75
respondents from the particular formal commercia bank sector that were the
sample size required for the research study. In the study report both quantitative and
gualitative methods were used to analyze data from the selected respondents. Data
were coded and processed using the Statistical Package for Social Science.

Findings from the field reveals that, there was a more coordinated and professional
approach to customer contact, with up to date customer information. The field data
conclude that, banks offers more personalized service, targeting and serve customer
on individua basis. To examine the effect of CRM practices on banking sector the
study found that marketing productivity, customer retention, attracting new
customer and satisfaction increases banks performance. Provisioning the facilities
attending the needs without delay in time, meeting the changing needs, creating the
database, employee approach, customer awareness and fulfilling the promise
provided can make the customer satisfied.

The study recommended that, the banks to be successful in the intensively

competitive environment, they should bound to attach importance of customer

vi



satisfaction. Banks have started acknowledging the importance of CRM in
developing their business. They have essential to protect and grow its customer
base and ultimately increases profitability. Moreover, the CRM should base on the
positive staff attitude, productive advice, and delivery of the promised service,
consistent delivery of superior quality service simplicity and easiness of doing
business.

Vii
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CHAPTER ONE
INTRODUCTION AND BACKGROUND INFORMATION

1.1 Introduction
This chapter introduces the study with the background of the problem, statement of

the problem, research objectives both main and specific. It aso provide the research
guestions, significance of the study, limitation of the study and delimitation of the
study.

1.2 Background of the Problem
In recent years there has been an increase of competition in banking sector in which

every bank struggling to retain customers by adopting customer relationship
management practice in the business. Banking sector has always focus society due
to its essentia role in the finance world and the wellbeing of world’s economy. In
the banking field a unique relationship exists between the customers and the bank,
but because of various reasons and worries like financial burdens, risk of failure,
marketing inertia etc. Most banks are still following the traditional ways of
marketing and only few banks are making attempts to adapt CRM. The study has
made an attempt towards the application of CRM adopted in the banking industry
for betterment of banking services. Particularly in banking sector, the role of CRM
isvery vital in leading the banks towards high level of profits. So there is a need to
study the role of CRM in development and promotion of banking sector through the
sidelines of the practices, problems and impact of the CRM on banking sector all
the time.

Most of the marketers are emphasizing on creating relationship with customers in
different model even by investing in relational information technology. Recent
literature on marketing theory as well as from practitioners shows an increase mode
of designing customer centric strategies and process by organizations management
in order to retain valued customers (Coltman 2007;Hunter et al 2007). Traditiona
marketing theories and concepts such as market segmentation, target market

selection and the evolution of marketing mix which are known as 4Ps (product,



price, place and promotion) were developed. With this concept some of the
customers in different segments were found with similar needs.

The increase of competition in the market lead to these traditional marketing mix

elements become commoditized; (Duncan et a., 1998).

Innovative managers have developed a humanistic relationship based model, which
is customer relationship management (CRM). The CRM that emphasize
relationship with individual customers as a tool for developing sustainable
competitiveness. Rogers (2005) identified some companies and organization,
created management positions like chief customer officers, chief relationship
officers, and directors of customer experience. Some of companies has gone far and
substitute the title of marketing manager for relationship especialy in service-
oriented producers. Despite of customer relation management initiatives into
banking sector, some have been failing, therefore, there is a need to explore the

practical part in sales and customer retention.

1.3 Statement of the Research Problem
Significant developments have been experienced in the banking sector. With the

improved technology, banks have come to be institutions that offer service for 24
hours through telephone, Internet and ATMs. Besides the classic banking services,
they have taken over a number of activities such as automatic bill, which facilitate
the lives of the customers. The banks that carry out advertisement and presentation
activities based a variety of services offered to their customers undergo high costs
for the sake of competition. However, expensive advertisement campaigns are not
adequate in competition, for there is a serious need for banks to invest in one-to-one
and individualized relationships with their customers, offer privatized services and
determine the customers’ needs by the use of high technologic substructure and
automation support. Despite of the intense growth and acquisition of customer
relationship management practice in the banking sector, critics point out that, the

customer service culture has not being adopted.

However, much as CRM strategies were initiated by many companies have failed to

bring the expected result; more and more organizations continue to implement



customer relationship management strategy; (Y oung, 2003). Customer relationship
management is highly adopted by many organizations as a strategic orientation in
the competitive market. Thus the study am to anayze the design and
implementation of CRM in bank, identify the benefit, the problems, as well as the
success and failure factors of the implementation and develop a better CRM
practices. This leads the impact on banking sector competitiveness as well as

provide a greater understanding of what constitutes good CRM practices.

1.4 Objective of the Study
The study categorized the objective of the study into main objective and specific

objectivesin order to examine the importance of customer relationship management

practices in banking sector under competitive market.

1.4.1 Main Objective
The main objective of this study was to examine the importance of customer

relationship management practice in banking sector under competitive market.

1.4.2. Specific Objective
(i) To identify the influence application of customer relationship management

practice in bank sector under competitive market.

(i1) To find out the relationship between customer relationship management and

customer satisfaction.

(iii)To examine the effect of customer relation management practices on

marketing productivity.

1.5 Resear ch Questions
The aim of the study was to find out the impact of customer relation management in

banking sector, which has been practiced to increase the number of customers
retain and satisfying them. That was persuaded after answering specific questionsin
relation to the study objectives.

(i) What influences the application of customer relationship management in

banking sector under this competitive era?



(i) What is the relationships between customer relationship management
practice and customer satisfaction?

(iii) How does customer relationship management practice influence the

marketing productivity?

1.6 Significance of the Study
The proposed research represents a substantial contribution of knowledge on

customer relationship management application on banking sector as well as in
financial service providers. The study will be helpful to understand the importance
of applying customer relationship management schemes. The study will help the
researcher acquiring his Masters degree in business administration. Academically,
further research based on the findings will add the present pool of knowledge by
examining customer relationship management practice in other commercial banks
service providers companies. The study will be of potential value to managers
responsible for implementing customer relationship management in banking and
other service providers as well as to understand reasons for some of companies that

fail to operate customer relationship management schemes.

1.7 Limitation of the Study
It was very important to provide some of the study limitations. Only three

banks was used study. Therefore, the results were not representative of the
situations in other banks. Most information were generated from respondents came
from structured questionnaires. Hence biases arose from collected information as

opposed to observed behavior.

1.8 Delimitation (Scope) of the Study
The study was concentrated with banks of which are service providers in general.

The study was done at Barclays bank, Bank M and CRDB bank in Mwanza region.
The study based on banking sector due to their provisions of customer relation
management practices service.



CHAPTER TWO
LITERATURE REVIEW

2.1 Introduction
The chapters enriched the researcher with what other researcher have investigated

and wrote about the problem. This chapter defines the important concept related to
the study. It provides the overview of previous studies in customer relationship
management. Besides that, it introduces certain terms, clarifies concepts and gives
operational definitions for the constructs used in the study. In this regard, the
research included the theoretical literature review, empirical literature review,

conceptual frame work and end up with conceptual frame mode!.

2.2. Theoretical Literature Review
The study basing on the theoretical literature review concentrated on the concepts

of customer relationship management on banking sector, issues related to, research

gap and the theory that guides the study.

2.2.1 The Concept of Customer Relationship M anagement
According to Baran et a., (2008) CRM is a strategic approach that enables

organization to use internal resources (technology, people, and process) to manage
the relationship with customers in order to create a competitive advantage and
improve an organization’s performance. Thus CRM is a strategy that can help them
to build long-lasting relationships with their customers and increase their profits
through the right management system and the application of customer-focused
strategies. The phrase CRM appeared in the literature after the evolution in the
relationship marketing philosophy. Berry (1983) defined relationship marketing as
attracting, maintaining and enhancing the customers’ relationships in multi service
organization. After a few decades, the evolution in relationship marketing

philosophy changed the word relationship marketing to CRM.

According to Brown (2000) CRM is a process of acquiring new customers,
retaining the existing ones, and at the same time understands, anticipates and
manages the needs of an organization’s current and potential customers.

Furthermore, Mylonakis (2009) described CRM as an innovative process to create a



long-term relationship and gaining trust.

Further, a clear vision of CRM aong with appropriate strategies if applies in
banking sector found out that beneficial in maintaining the customer service
quality, customer satisfaction and customer retention which ultimately leads to the
growth of the organization and profitability; (Bansal and Sharma, 2008). Girdhar
(2009) observed that by satisfying the internal customers and building good
relationship, with the external customers could be retained and satisfied by the

banks.

Kumar & Rajesh (2009) revedls that any bank that wishes to either grow in size of
its banking operation or improve its profitability must consider the challenges
affecting its customer relationship. The chalenge before the banks is not only to
obtain updated information for each customer, but also to use the information to
determine the best time to offer the most relevant products (Lau et al.,2003). It is
also important to understand that if customers bring in profits for the bank, it
becomes imperative for the bank to provide excellent services to those customers;
otherwise they switch to other banks (Ray, 2007). Service quality in banking
implies consistently anticipating and satisfying the needs and expectations of

customers.

2.2.2 CRM in an Organization
Despite the fact that CRM brings lasting benefits to organizations, as a whole, some

of them gain profits from implementing it more than others; CRM brings benefits to
the organizations that generate alot of information about customers; (Kotler, 2002).
Accordingly, CRM will be ideally suited to the banking industry, especially when
implementing it successfully and effectively, taking into our account that banks
receive a lot of data about customers. Such data can be transformed into useful
knowledge about them (Kotler, 2002; Lin and Su, 2003; Mguyen et a., 2007;
Nasution and Mavondo, 2008; Dev and Olsen, 2000). Suffice it to say that banking
industry, like any business sector has to be highly competitive to be able to do well
in the business environment, therefore, it is of vital importance for it to encourage

behavioral patterns of continuous re-purchase and to retain customers last longer.



Thus, it is evident that such ambitious ams can only be achieved through
implementing CRM, which will result in establishing fruitful relationship between
organizations and their customers; (Papastathopoulou et a., 2007).

2.2.3 CRM Dimensions
It is a proven fact that the multi-dimensions concept of CRM can be considered

relatively new, because of the only few studies, which are made on the CRM
dimensions of some service sectors such as banking (Sadek et al.,2011; Sin et
a.,2005; Yim, Anderson, and Swaminathan, 2005) and contact centers, thus the
range of information on this concept is quite limited. To drive the point home, it
can be said that CRM consists of four broad behavioral dimensions (Sin et al.,2005;
Yim et a.,2005).

These behaviora dimensions are: key focus, CRM organization, knowledge
management and technology —based CRM. It is essential that al of these
dimensions must work systematically in an organization to guarantee its improved
performance (Fox and Stead, 2001; Sin et a.,2005; Yim et al.,2005). In this regard,
Abdullateef et a. (2010) investigation on the impact of CRM dimensions on call —
centers in Malaysia can be taken as a typica example. He declares that customer
orientation, as one of the CRM dimensions, is more comprehensive than key

customer focus.

His argument receives much support from several studies that consider customer —
orientation as one of the most important dimensions of CRM (e.g. Wang, Huang,
Chen, and Lin, 2010). Furthermore, severa researches highlight the important
effects of conducting studies on CRM dimensions in the banking sector (Akroush et
al.,2011; Sadek et al.,2011: Sin et a.,2005). Consequently, this study saw a gap to
fill in that has been left because of the attention given to the mentioned dimensions
in the banking industry. Therefore, it was logical to go into details of CRM

dimensions as follows:

2.2.3.1Customer Orientation
It is important in the first instance to confirm that the main purpose behind

customer —oriented behaviors is to increase customer long-lasting satisfaction and



to create customer-loyalty. Therefore, studies have demonstrated that good
customer oriented behaviors, in an organization. ensure a tremendously positive
impact on its performance; (Kim, 2008; Yilmaz et a., 2005). Similarly, King and
Burgess (2008) reach the conclusion that, customer orientation is a crucial factor in

the successful implementation of CRM.

Moreover, current researches have reveaed that service firms, like banks, require a
better understanding of customer orientation and its great importance to such firms
and their performance; (McNaughton et al., 2002; Sin et a., 2005). As in the
service oriented organization, the delivery of service in a banks occurs when there
IS interaction between service providers and the service encounter; (Ki Lee et d.,
2006). Hence in order to enhance service experience, bankers need to focus on
customer interaction. Customer oriented can be achieved through a positive
relationship between customer and service provide. Research has supported that
customer orientation leads to increase organization performance; (Asikhia, 2010).
Furthermore customer orientation is aso one of the market beneficial sources, it
helps organization to understand customer, and hence it helps in delivering an

appropriate plan to satisfy customer needs.

Furthermore, several studies reveaed that there is a relationship between customer
orientation and marketing planning capabilities (Morgan et a., 2009). Besides this,
the beneficial influence of customer orientation strategy on marketing-planning
capabilities, this strategy aso influences the successful implementations of
marketing actions or innovations; (Slater and Narver,1998). Hence, we note that
despite the numerous positive impacts of customer orientation on organizations
performance, the fact remains that there is till a shortage of literature about
customer — orientation impact on bank performance; (Tajeddini, 2010).

2.2.3.2 CRM Organization
First and foremost, to enhance service employees to conduct customer — oriented

behaviors, organizations have to develop an appropriate working environment for
servicein work, for instance, providing staff with the modern tools, and technology,

customer-satisfaction tracking and complaints management systems, inspirational



leadership, and appropriate rewards systems. As aresult of the previous supportive
working conditions, organizations can ensure the required customer oriented
behaviors of their employees, (Mechinda and Patterson, 2011).

The researchers also argue that CRM cannot be successful even if the organizations
enjoy the most advanced technology and adapt a customer oriented approach,
unless the project is completely integrated; (Taeddini, 2010).

Further, as confirmation for this point Ku (2005) stress that CRM success does not
only require technological quality or systems, but it also requires an effective
service concept as well as suitable operation procedures. Thus, the success of CRM
implementation relies on the active involvement of the employees in the
organization itself; (Boulding, Staglin, Ehret, and Johnston,2005; Payne, 2006;
Tamilarasan, 2011). Therefore, CRM organization has to be an essentia means
through which firms effect fundamental changes in the way they organize their

actual business processes for employees and customers.

Inevitably, all the organization resources (such as marketing capabilities, policies,
culture, and organization structure) have to be integrated in order to implement
CRM successfully and in turn, to improve organizations performance. Previous
studies aso declare the positive impact of CRM organization on customer retention,
financial and marketing performance; (Akrouch et a.,2011; Sin et al.,2005).
Moreover, Richards and Jones (2008) argue that CRM organization may influence
future marketing decisions, such as brand differentiation, price, communication,
and distribution.

In this regard, it has aso been reported that many organizations chains cleverly and
flexibly quote their products prices according to the customer data that were
collected previously; (Nunes and Dreze,2006). It goes without saying that
knowledge about customers plays a vita role in CRM, taking into considering the
fact that the main purpose behind collecting data about customers was to get a clear
image from different perspectives. Therefore, organizations can authenticate such
data to be able to establish and develop beneficia relationship with their customers;
(Zahay and Griffin, 2004).



2.2.3.3 Knowledge M anagement
The study categorised these knowledge management into ability of knowledge and

attitudes about customer relationship management on banking sector.

2.2.3.3.1Knowledge Ability
Needless to say that useful information about customers can be gathered through

interactions with them or from different touch points within the organization itself;
(Brohman et al., 2003), and the criterion for deciding whether CRM is successful or
not, is to effectively transform customer information into customer knowledge;
(Plessis and Boon, 2004). In this connection, we can say that managing knowledge
effectively can greatly help an organization to have success in building better
customer relationship, resulting in a positive impact on organization performance;
(Abdulateef et al.,2010; Akroush et al., 2011; Sin et al., 2005; Yim et a., 2005). We
have to take into our account that the success of relationship management is heavily
dependent on collecting and analyzing customers’ information, as such information

isused for developing highly personalized offerings; (Sigala, 2005).

As amatter of fact, it is necessary for organizations to remain competitive, and this
aim cannot be achieved unless they enjoy wide knowledge about their market,
explore and make use of their existing knowledge about their customers. Hence, Lo
et a., (2010) recommend investigating the impact of knowledge management
dimension on hotel industry in future research. In this case, researchers state that
there is limited research that explains the role of knowledge management in the
hospitality context; (Hallin and Marnburg, 2008; Saw and William, 2009).
Meanwhile, banks that enjoy a lot of customer’s knowledge to be disseminated
among their different departments are more likely to implement successful
marketing activities for meeting their customer needs; (Noble and Mokwa, 1999).
Moreover, Fan and Ku (2010) indicate that customer knowledge management is
firmly associated with marketing capabilities, and it greatly enables organizations

to take strategic managerial decisions for improving their performance.

In order to develop employees’ knowledge ability, a bank can continuously inform
al employees of new and changed products and/or services. Employees must be
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motivated to notify clients about new and changed products and/or services. Banks
should educate their employees about the complex, ever-changing environment in
which their bank operates and inform them of al the banking policies and
procedures. Bank employees should be immediately informed when banking
policies, procedures, rules and/or regulations change. Additionally, a bank should
encourage employees to admit clients, who enquire about a product, service, policy

and/or procedure if they do not fully understand.

If they are unable to inform them immediately about certain aspects, rather than
incorrectly informing a client. The employee should immediately consult the bank
manager or another employee, who might be more knowledgeable, in order to
correctly respond to the client’s query, or the employee should obtain the client’s

details and contact him/her as soon as possible with the correct response.

2.2.3.3.2 Attitude
Friendliness should be a key value of the bank and should be practically displayed

by bank managers to their subordinates and the bank’s clients. A bank can apply the
principle of job rotation, in other words, employees can be stationed in one position
in a bank for a specified time period and then be moved to another position in the
bank. For example, a bank employee arranging appointments for consultants may
be moved to assist clients at the enquiries desk after six months. This strategy might
lead to two benefits for the bank. It might increase the knowledge ability of the
employees, but it might also ensure that bank employees do not experience
boredom in their jobs. Thiswill lead to job satisfaction, which will ensure a positive

attitude displayed by bank employees.

Additionally, other strategies, for example specific incentives schemes, can be used
to increase job satisfaction and ultimately ensure positive attitudes. The research
findings indicated that banking clients evaluate a bank employee’s attitude also
according to his’her interaction with fellow bank employees. Bank managers should
ensure good relations between bank employees, which will contribute to positive
attitudes, in order for clients to view the bank employees as a coherent family,

which will ultimately lead to higher levels of CRM. Clients regard a bank’s CRM
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to be of a higher level if employees display commitment to the bank and seem
attached to the institution. Therefore, a bank should ensure high levels of
commitment from employees through implementing incentives schemes that

motivate employees to deliver their best and ensure job satisfaction.

2.2.3.3.4 Technology Based CRM
Dutu and Halmajan (2011) are of the opinion that CRM strategy will end in failure

if the information technology is not used properly, thus the suitable use of
technology in marketing is one of the greatest opportunities in banking industry,
because of the fact that it is important to get the right information from the right
people at the right time, so that the right decisions can be made and / or the services
can be rendered; (Dev and Olsen, 2000; Moriarty-Janes et a., 2008). In support
with that view, Kasim and Minai (2009) find out that CRM technology dimension
is firmly related to banks performance, because banks need to use information
technology for improving their performance. In this regard, new technologies are

considered as the core drivers for change; (Minghetti, 2003).

Furthermore, severa studies, made about the impact of information technology on
organization performance report similar findings about the positive role of
information technology in CRM strategy. In other words, these studies revea ed that
many customer-centric strategies couldn’t achieve their goals, without the help of
information technology (Abdullateef et al., 2010; Eid, 2007; Ozgener and Iraz,
2006; Sigala, 2005; Sin et a., 2005; Yeh et a., 2010). Consequently, CRM based
technology enables organizations to plan and implement successful marketing
actions for retaining customers long-last and making them more profitable because
of the customer database and other information-storing systems (Roberts, Liu, and
Hazard; 2005). Additionally, Chang, Park, and Chaiy (20010) confirm that CRM
technology improves marketing capabilities by providing valuable information
about customers, which in turn, will help both managers and employees to achieve

specific marketing goals much more effectively.
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2.2.4 Issues Related to Customer Relationship Management on Banking Sector
The study analysed various issues related to customer relationship management on

banking sector under marketing implementation capability, influence of customer
on organizational competitiveness, customer relationship management practices on
marketing productivity, competitiveness, customer satisfaction and customer

loyalty and success and failure factors of CRM implementation.

2.2.4.1 Marketing | mplementation Capability
Marketing implementation capability is the process that transforms plans into

actions; thus, marketing implementation capabilities play a vita role to improve
organizationa performance through transforming marketing strategy plan to actions
(Kotler and Keller, 2009). Krasnikov et a. (2009) refer to the point that successful
implementation of CRM can play a key role in developing marketing capabilities.
That’s mean CRM antecedes the development of marketing capabilities in the

organization.

Moreover, Chang et a. (2010) found that marketing capabilities (planning and
implementation) have a mediation impact on the relationship between CRM
technology and organization performance. Thus, it can be said that marketing
capabilitiesis an integrated process, designed to make use of corporate knowledge,
skills and resources. It enables businesses to meet their customer’s needs in a better
way, through value added services to their products (Azizi et a., 2009).

2.2.4.2 Thelnfluence of CRM Practices on Organizational Competitiveness.

According to Ryas and Payne (2001) the successful adoption of CRM strategy
requires a relationship marketing focus in which the organization recognizes that it
is long-term relationships with customers and not products that are the primary
drivers of customer value. Therefore the relationship is the only key to the
performance. Successful implementation also entails cross —functional working
and even dtructural organization change. The firm should effectively utilize
captured customer information within its database in banks to build successful

Customer Relationship Management strategies.
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Baldwin (2006) suggests that CRM is the successful execution of customer —centric
strategies through the careful integration of people, process and technology. The
end result is a customer centric business model in which organizational functions
focus on identified customer needs through integrated process and sharing critical
customer information through common tools and information resources. Becoming
a truly customer — centric business can help to create a sustainable differentiated
competitiveness. Therefore, it is expected that commercial banks with superior

CRM practices are likely to be more competitive.

2.2.4.3 Customer Relationship Management Practiceson Marketing
Productivity

Customer Relationship Management improves marketing productivity by ensuring
superior value creation. Relationship marketing has the potential to improve
marketing productivity by making marketing more effective and efficient (Sheth
and Sisodia 1995) Marketing practices become effective because, on the one hand,
the individual customers’ needs are better addressed, and on the other hand,
consumer involvement in the development of marketing practices leads to greater

consumer commitment to the marketer’s programs.

As concerns achieving marketing efficiency, sheth and Parvitiyar (1995) suggest
that three important aspects of relationship marketing lead to greater marketing
efficiency. First is customer retention economics suggests that when marketers
direct greater efforts towards retaining customers, it should be less expensive to do

business.

Second the cooperative and efficient consumer response; marketers will be able to
reduce many unproductive marketing resources that are wasted in the system. Third
as the cooperative devel ops the consumer and marketer, the consumer will able to
undertake some of the value creation activities currently being performed by the
marketer, such as self-service, and co-production. Ryas and Pynes (2001) aso
argue that adoption of CRM enables and improves marketing effectiveness (by
enabling the organization to select more attractive customers) and efficiency (by

targeting them with appropriate offers and improving response rate). Therefore
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expect that to the extent CRM strategy is extensively implemented, the higher the
firm enhance its capacity to create superior customer value through marketing
productivity. Thus, CRM practices will be positively associated with a firm’s

marketing productivity.

2.2.4.4 Marketing Productivity on Organization Competitiveness
The company that systematically concentrates on its productivity is almost bound to

gain competitive advantage. Woodruff (1997) suggested that creating value, and
more specifically customer value, is increasingly seen as the next source of
competitiveness. In maximizing their subjective expect value, customers may
decide to engage in a variety of relational behaviors. The decision to build a
relationship with an organization will be associated with behaviors such as
increased usage, positive word of mouth, multi-product purchases and customer

advocacy in order to maximize on the value derived from the firm.

Wilson (2000) concurs with the argument that relationship marketing can aso lead
to a competitive positional advantage by enabling the firm to perform various value
activities at a lower cost and/or in ways that lead to advantageous differentiation.
Baldwin (2006) suggests that getting close to customers enables organizations to be
more proactive to customer needs. This improves the level of customer service and

hence the chances of retaining customers and increased revenues.

Likewise, Andrade (2003) argues that effective CRM benefits business through
customer loyalty as a result of more persona and efficient service, more effective
sales efforts through better management of the sales process and improved success
rates for making campaigns through better target. Consequently, we expect that to
the extent a firm can create superior customer value through enhanced marketing

productivity, the moreit islikely to attain sustainable competitiveness.

2.2.4.5 Customer Satisfaction and Customer loyalty
Customer satisfaction means that customer needs, wishes and expectations are met

or overcome during the product/service period, giving way to re-purchasing and
customer loyalty; (Anton, 1996: 23) In other words, “customer satisfaction is the
assessment of the pre-purchasing expectations from the product, with the results
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reached after the act of purchasing”; (Lemon et a, 2002: 1). A highly satisfied
customer; (Kotler, 2000: 48) is the one who continues shopping for a long time,
buys more as long as the firm produces new products and the existing products are
improved, speaks of the firm and its products with praise, keeps indifferent to the
trademarks that are in competition with the products of the firm and does not place
the emphasis on the price, and offers the firm suggestions and ideas about products

and services.

Customer loyalty is defined with consideration paid to the amount of buying for a
given trademark. The level of loyalty is measured by the watching of the frequency
of buying; (Javalgi and Moberg, 1997: 165). With the increase in the amount of
accessible information in recent years, the conscious level of customers has
improved continually. It is possible to secure the customer loyalty through customer
satisfaction.

However, the fact that there are many enterprises that offer products and services of
the same quality and at the same price interval makes it difficult for the enterprises
to secure customer satisfaction. It may even be easy to let the satisfied customer go
to the rival enterprises. Today the most important thing to do about the reduced
customer satisfaction is the customer-centered practices adapted to each customer’s
needs and values. By treating different customers in different manners, firms can
achieve customer loyalty; (Tarhan, 2004). Customer loyalty is the long and
uninterrupted retention of the relationship by offering service that meets and even

goes beyond the customer needs; (Acuner, 2001).

Today’s customers are aware of the power they have on the market and that every
activity is realized for them. It is now easier to reach the products and services.
Before choosing a given trademark, consumers look at the price, newness,
accessibility of the product and the additional services offered. As the aternatives
increased, consumers’ loyalty to the products and services decreased; (Tekinay,
2002: 129). Today firms have entered into an effort to present at a lower cost than
their rivals the products and services that can meet the customer wishes and
expectations fully, so that they can render customers more loyal; (Coban, 2002).
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The tactics that can be employed by the firms to create customer loyalty can be
listed as follows (Karan, 2002). Rewarding those who send new customers, sending
thank-cards, sending persona letters, reminding by phone, choosing the field in
which they are the best, preparing events and occasions peculiar to customer, above

all, evaluating the customer complaintsin detail and giving quick replies.

2.2.4.6 Success and Failure Factors of CRM I mplementation
Customer relationship management should be placed a the heart of the

organization and a holistic approach should be adopted because, CRM reaches into
many parts of the business. Thus, CRM should be beyond a front-office contact
management system. Another issue is that of sourcing, since many organizations
have few alternatives but to outsource a significant proportion of their CRM
solution as they lack the resources to develop CRM software. Managers have a
basic understanding of CRM and the IT department has little time to research CRM
or to develop software solutions. That is the reason in many cases, external
consultants should be used to acquire knowledge of CRM. In addition, a best-
practice example, that is the practical guidelines on how to design and implement
CRM successfully are few within an industry.

In CRM implementation, a vision or strategic direction for the project is highly
important because else the project may fail. Furthermore, CRM involves business
process change to align with the system. Another major problem is the selection of
the appropriate project team. The integration of CRM systems is also essential, as
well as the selection of a suitable CRM software package, which is able to integrate
with many other enterprise applications. Customers should not have to deal with the

complexity of the companies and CRM should make things easier.

Process fit, that is the CRM system must be designed around an elaborate
understanding of a CRM process so as to leverage the marketing and sales effort.
Customer information qualities which make effective use of customer information
resources. System support, because only if the system has been implemented and

adopted successfully, afirm is able to reap its benefits. Another important factor is
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culture, because employees should accept the changes and be prepared for what the
implementation of CRM will bring; (Mechalis and Evangelia, 2006).

2.3 Empirical Literature Review
Empirical literature review explains on what others have done on the assessing the

importance of customer relationship management practice in banking sector under
competitive market. Duygu and Sevca, (2012) did a study on CRM and customer
loyalty survey in banking sector. Their result shows banks should make one-to-one
and individualized relationships with their customers, offer privatized services and
determine the customers’ needs. To collect information about the customer and
update them are among the important milestones of customer relationship
management. Research results show that not only collecting data about the
customers but also giving information to them arouses customer loyalty, arousing in
him the sense that he is valued. The customer report that they are not kept waiting
for long. The fact that banking procedures are fast and customers are not kept
waiting much are rather important for customer loyalty. The personnel’s knowledge
of banking and mastery of the subject accelerate the speed of the service given, so
any attempt to train the personnel is necessary for customer loyalty. In their
findings they suggested two objectives of customer relationship management in the
banks. One of them isto gain customers, namely to activate the potential customers,

and the other is to keep the number of the existing customers.

To this end, customer database should be formed and updated frequently. For the
communicative success of the personnel with the customers, the use of information
systems is the requirement of customer-based understanding. Forming and
sustaining healthy and long-term customer relationships have become an important
means of competition in the banking sector. The attempt to retain the customer
affects the success of the banks due to the fact that one-to-one communication is
achieved with the customer especially in field of commercial credit and the rate of

profitability is taken from the credit customers.

Sigala, (2005) studied on integrating customer relationship management in hotel

operations, and the results shows that, growing customer- acquisition costs, rising
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customer expectations, price-sensitive travelers, more sophisticated clients,
uncertain market and less brand loyalty are all key factors, which strongly urge
hotels to focus on CRM as a useful strategy. It is possible to secure the customer
loyalty through customer satisfaction. Needless to say, CRM is widely considered
as one of the most effective ways to facilitate developing and expanding the
customers’ base that, in turn, will assist in enhancing profitability and guest loyalty.
Moreover, the study also recommends investigating separately the mediating
impact of marketing-planning capabilities and the implementation of marketing
capabilities on the relationship between CRM and organizations performance.
Therefore, this study intended to clarify the mediating role of planning and
marketing capabilities in the relationship between CRM dimensions and hotel

performance.

Evangelia and Michalis (2006) conducted a study on the customer relation
management, the case study of Greek banks. Under this case study it was found
that, CRM helped the bank to come closer to its customers and emphasis was given
to customers instead of sales. The bank could provide services 24 hours a day,
seven days aweek with a success percentage of 92 per cent. The implementation of
CRM resulted in a significant, increase in the banks’ revenues. In the literature
review, it was also mentioned that CRM resulted in high ROI'As the interviewees
stated, effective project management, redlistic time scheduling, perfect
programming and not exceeding the budget are critical success factors for CRM
implementation. Another factor is good collaboration between the project team and
with the external consultants. The bank used an experienced consultancy firm for
CRM implementation.

The need to employ experienced consultants was aso emphasized in the literature
review, as well as the need for system support to achieve a successful CRM

implementation.

In the same realm Abdul and Basri, (2012) did the study on the CRM in hotel,
provided a theoreticak model to show the firm relationship between CRM
dimensions, marketing capabilities and hotel performance. Their study contributes

19



enormously to the body of knowledge, as it provides a comprehensive framework
that is used for explaining the impact of the CRM four dimensions on hotel

performance.

It was an accepted fact that the concept of customer relationship management
neither has been fully verified, nor empirically assessed to determine the strength of
the relationship between dimensions of customer-relationship management and
hotel industry performance. Moreover, this study uniquely extends the body of
knowledge by explaining the theoretical possibilities of the mediating role of
marketing capabilities (planning and implementation) in the relationship between
CRM dimensions and hotel performance. It was worth mentioning that the paper
raised awareness among hotel managers to pay more attention to CRM dimensions,

marketing capabilities, assist in improving hotel performance and competitiveness.

Alokmittal et al, (2003) presented an exploratory study of CRM orientation among
Bank employees”. The study aimed at exploring the aspects of the CRM orientation
among banks employees of both the public and the private sector. The findings of
the research highlighted that there is need for improvement on some of the
components of the CRM such as customer communication, customer orientation,
customer care and handling of complaints in both public and private sector banks.
The aged employees in the public and private banking institutions need to improve
their CRM skillsin order to compete with their younger counterparts.

Tapan, (2003) in his article “creating customer lifetime-value through effective
CRM in financial services industry”, has stressed the importance of the CRM in
financial services industry. Customers data management gives clues about the
probability of customer demand and technology helps in tracking the characteristics
and categorization of customers depending on their past behavior.The study
concluded that with increased competition and customers moving very fast from
one firm to another, it is essential to have an integrated CRM strategy across the

whole organization for generating higher customer’s life-time value.

That was not far from Murugan (2009) on his study customer relationship
management in ICIC, strongly supports the fact that CRM is need of an hour and no
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business may be itis banking business; retailing or something else can ever survive
without proper introduction of CRM. This study strongly supports the connection
that consumers were more satisfied with professional service provider who engaged
in both courteous expressions and personal connections forms of sociality.
Moreover, finding revealed that regardliess of services context customers expect
service provider to be courteous usually, most conversation begin or end with a
courtesy expression and includes some form of personal connection content. The
important point is that sociality communication can play a pivotal role in moving
the provider and consumer for mere encounters to higher degree of relational

development.

Rootman, Tait and Bosch (2010), studied the influence of bank employees on
customer relationship management. The study pointed out the knowledge ability
and attitude of bank employees were considered to be important aspects in a bank
client relationship. It was evident from the research findings that the face-to-face
personal contact and interaction between banking clients and their bank are very
important. Therefore, it is evident that bank employees play avital role in the CRM
of a bank. In relation to Bateman & Snell (2007) observed that CRM was a
business process, which results in optimized profitability and revenue generation,
while achieving customer satisfaction. Often also known as relationship marketing
by marketing academicians, CRM is an information technology assisted process
that establishes a collaborative environment for businesses to analyze the buying
behavior and product/service requirements of an individual or group of existing as
well as potential customers.

Reinartz & Kumar (2002) in a study of success of CRM found that a process
oriented strategic approach to connect the operational, informational and the
organizational components of CRM are critical for the success of CRM application.
They pointed out that, managers need to be careful in differentiating customer
loyalty and customer profitability. Enterprises ought to understand the fact that
managing customers for loyalty is different from managing them for profits. As per
the research note by Gartner Group (2001), more than 75% of enterprises engaged

in CRM initiatives are in capable of putting together a comprehensive view of their
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customers. Further, it noted that market |eadership would be attained by enterprises
that achieve maximum value and customer satisfaction within each customer

segment being served by them.

Parvatiyar and Sheth (2001) observed that CRM was a comprehensive strategy and
process of acquiring, retaining and partnering with selective customers to create
superior value for the company with the customers. Day (2000) pointed out that the
enterprise has to develop some key marketing competencies for the smooth
implementation of CRM. A relationship orientation is the first such thing.
Relationship orientation should permeate the mindset, values and norms of the
organization. Further, the enterprise needs to continue to increase its knowledge of
the customers and ensure that it flows all over the organization. Finally there is a

need for alignment and integration of processes.

On the same line of observation Ernest & Young (1999) found that enterprises
investing on CRM solutions predominantly focus on technology. The challenge lies
in combining people, processes and technologies while implementing CRM
solutions. They observed that choice of relevant technology and implementation are
keys to successful customer relationship plans. The failure rate of CRM projects
has been estimated to be high.

Reichheld & Sasser (1990) found that advancements in information technology,
data warehousing and data mining capabilities enable enterprises to manage
individualized relationships with key customers. The benefits come by way of
lower costs of customer retention, improved profitability and lower defection rates.
Parasuraman et a. (1985) aso hold the view that high quality service gives
credibility to the field sales force and advertising, stimulates favorable word-of-
mouth communications, enhances customers’ perception of value, and boosts the
morale and loyalty of employees and customers alike. Puccinelli (1999) looked at
the financia servicesindustry asit is entering a new era where persona attention is
decreasing because the institutions used technology to replace human contact in
many application areas. Over the last few decades, technical evolution has highly
affected the banking industry; (Sherif, 2002). In today’s competitive banking
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industry, customers have to make a choice among various service providers by
making a trade-off between relationships and economies, trust and products, or
service and efficiency; (Sachdev et a., 2004).

Roger (1996) conducted a research on customer satisfaction, loyalty, and
profitability and found that as compared to public sector, private sector bank
customers ‘level of satisfaction is comparatively higher. CRM was a key to create a

superior customer experience.

It manages the customer relationship by creating a clear understanding by
developing services and products based on the added value for target groups. This
enabled the actual sale, delivery of services, products through the selected channels,
and developing long term profitable relationships with customers after sales
services, (Hussain, et.a., 2009). Many researchers have been done in various
industries especially in the banking sector that focusing on customer oriented
services, (Ndubisietal., 2007; Rootman et al., 2008; and Dutta and Dutta, 2009).
The literature on CRM suggests that banks should consider the customer
relationship life cycle; (Dwyer et a., 1987). In general, there are three core phases:
customer acquisition, customer enhancement, and customer recovery. The

acquisition phase describes the initiation of a customer-bank relationship.

2.4 Resear ch Gap
Most of the studies show that customer relationship management on banking sector

have multiple attributes which considered more important in customer satisfaction
and marketing productivity. However, some of the studies in preceding section
were conducted outside Tanzania environment which could be quite different to
that of Tanzania. Also, despite of agreeing the importance of customer relationship
management on banking sector, none of the studies discussed and assessed the
importance of customer relationship management on banking sector under customer
satisfaction and marketing productivity of commercial banks. Most of the studies
done, looked on the impact of combination of both, customer relationship and its
implementation rather than the outcome based on marketing productivity and

clients satisfaction. Therefore, there was a need to carry out a research relating to
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Tanzania context which will focus on the customer relationship management in
commercia banking sector.

2.5 Conceptual Framework
Conceptuadly, the study is based on the concept that when applying customer

relationship management practices in corporate bank operation with the influence
of marketing productivity will result to a better position in the competitive market
by creating customer satisfaction, customer commitment, customer loyalty, sales
performance, positive word of mouth. For the market and financial outcome will be
market share, market growth rate, operating income, net profit and return on asset
and liquidity.

As awhole conceptual framework covers the conceptualized rel ationships between
variables, that is; independent variables (bank management), dependent variables
(Marketing productivity and competitiveness) and intervening and moderating
variables under the customer relation management practices as analysed in the
conceptual frame model in table 2.1.The study assessed different applications of
customer relation management practices particularly customer relationship focus,
customer centric organization configuration, customer contact plait forms,
comprehensiveness of customer data base, integrated of customer information,
access to customer information, analysis of customer information, competitors

focus and customer services culture and service guarantees.
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Figure2.1: The Conceptual Framework Model
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CHAPTER THREE
RESEARCH METHODOL OGY

3.1 Introduction
This chapter explains the methodologies and methods employed in data collection

and in the process of analyzing data. At this stage techniques of obtaining data were
discussed. It involves research design, sampling technique, sample size, types of

data collection procedures and data analysis procedures.

3.2 Resear ch Design
The study used a case study research design as it enables to obtain both quantitative

and qualitative data. Tashakkari and Teddlie (1998) suggest that a mixed method is
the one which a researcher tends to avoid biasness inherited in any single method.
Survey research design was used to quantitatively assess and examining the
relationships among variables; (Glasow, 2005). A number of commercial banks
were surveyed. The study was of both qualitative and quantitative nature. The study
strategy was of particular interest to the researcher as he wishes to gain a rich
understanding of the context of the research and process being enacted; (Mooris
&Wood, 1991). It was a very worthwhile of assessing the importance of customer
relationship management practice in banking sector in Tanzania in order to gain
enough knowledge about the customer relation management. Given that way of
thinking, the research was carried at three commercial banks in Mwanza city.

3.3 Population of the Study
The targeted population of this study was commercial banks in Mwanza city. For

the purpose of this study three (3) banks were selected and surveyed. These

commercia banks were Barclays bank, CRDB and Bank M.

3.4 Sampling Procedures
Commercia banks operating in Mwanza city were the targeted population for this

study. However, due to some reasons like scarcity of both customer relation
management reports and procedures, it was practically impossible to collect data
from every element of the population. Furthermore, study of sample rather than the

entire population was also sometimes likely to produce more reliable results;
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(Sekaran, 2003). Therefore, the study selected three commercia banks which
represented the entire targeted population, from which the conclusion was drawn
for generaisation. The study employed purposive and ssimple random sampling
technique to get the representatives of the entire targeted population. Purposive
technique was employed so as to incorporate only the representatives which
provided the required information from top management team, customer care
officials and head of department workers. The simple random method was
employed to collect information from individua clients within the commercial
banks. A total number of 3 commercia banks were selected for the study which
were Barclays Bank, CRDB and Bank M.

3.4.1 Sampling Technique
Simple random sampling and purposive methods were utilized to identify the

respondents. This increased accuracy and precision of the sample in representing
the characteristics of the population of employees and clients in commercia banks.
Simple random sampling was used for the commercial bank stakeholders/clients
who were picked randomly. The researcher assumed that these respondents had
equal chance to provide the required data due to their experiences in the importance
of customer relationship management practice in banking sector. Other respondents
were identified through the purposive sampling method to select respondents from
top management, head of department, and customer care as they had information
about matters related to the importance of customer relationship management

practice in banking sector.

3.4.2 Sample Size Deter mination
In order to assess the importance of customer relationship management practicesin

banking sector, the targeted population were 75 respondents. The first category was
3 respondents from top management (1 respondent from each commercia bank).
The second category included 6 head of departments (2 respondents from each
commercia bank). The third category of respondents was comprised of 6 customer
care employees (2 respondents from each commercia bank). The fourth category
included 60 respondents who were bank customers (20 respondents from each
commercia bank) as shown in table 3.1.
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However, it should be understood that, the top management, head of departments
were persons in commercia banks who aso implement and exercise customer
relationship management in banking industry. The larger the sample of study
increased the rate of accurate; (Kothari, 2004). For purpose of this study, total
numbers of respondents were 75 of which customers were 60 respondents while
bank staffs were 15 respondents. The screening procedures targeted respondents
who met the following criteria; they were working or clients of commercial banks
in Mwanza city; they lived in the geographic proximity of Mwanza city; they had

working identity or bank cards.

Table 3.1: Units of Respondents and Sample Size

Categories Barclays | CRDB | Bank | Total | Sampling

M Method
Top management 1 1 1 3 Purposive
Head of 2 2 2 6 Purposive
departments
Customer care 2 2 2 6 Purposive
Customers 20 20 20 60 Simple Random
Total 25 25 25 75

Sour ce: Researcher, 2015.

3.5 Typesand Source of Data

The study used both secondary and primary data. Secondary data were collected
from documentary reviews, articles, and other related information for the study.
Primary data were collected from bank employees and customers in order to find
out whether there was the importance customer relationship management practices
on banking sector. In order to get accurate primary data, a combination of semi

structured interview and self administered questionnaires were employed to collect
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data. Primary data were collected by the researcher himself from the respondentsin
the field.

Also primary data were collected from bank employees and customers including
top management, head of departments and customer care employees of the selected
commercia banks to find out the challenges facing the importance of customer
relationship management in banking sector. However, secondary literature were
collected through documentary review, a method for data collection that involved
deriving information by studying written documents; (Raj, 2002), where as the
written materials were in hard copy or soft copy. Secondary data were sourced
from government commercia banks relations records. The information included
previous manpower plan and training policy, current handbook, various circulars,
the publications like books, journals and written documents of customer

relationship management and government commercial banks at large.

3.6 Data Collection Methods
The same questions were posed to respondents in interview guide and in the

guestionnaire. The questions were constructed to answer specific objectives which
intended to find out the importance of customer care in banking sector. Also
challenges and a way forward about the importance of customer relationship
management in relation to banking sector. Most interviews were conducted during
the period of April, 2015. Two interviewers were recruited to assist the researcher
in collecting data. They were trained before and given a guideline document to
follow. The research questionnaires were completed by both categories of the
respondents. All the interviews were conducted at the commercial bank premise
with each respondent.

3.6.1 Interview
The interviews were conducted to obtain qualitative data that alowed a

comparative assessment. Again that was used to facilitate spreading of
guestionnaires to the right respondent in the field. Semi structured interviews and
documentation were conducted with bank . As; (Yin, 1994) the interview tool was
very important source of getting information and it helps in handling survey study
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matters. It concentrated with the selected workers from the top manager, head of
departments and customer care employees as the number was reasonable for the

researcher to handle.

Based in semi structured interview the respondents were asked about their opinions

on particular importance of customer relationship in banking sector.

The selected respondents were asked about to analyze the importance of customer
relationship management practice in bank sector under competitive market. Alike
the respondents were asked to find out the relationship between customer
relationship management and customer satisfaction. Furthermore, the respondents
were asked to examine the effect of customer relation management practices on
marketing productivity. The study questions were administered while responses
were written in notebooks. The respondents were asked about their own insight
about certain occurrences; (Yin, 1994) in respect to the importance of customer
relationship in banking sector in order to gain a deep understanding about the

research topic.

3.6.2 Questionnaires
The questionnaires were left to respondents at their premises for later collection.

Once the data were captured in the questionnaires, a sub sample of a reasonable
number from these commercial bank clients were identified for a closely matched
comparison of respondents. The respondents came from different personal
backgrounds like age, gender, work experiences and educational achievements.
This included amongst bank customers or clients. This method provides more
information because anonymity attracts respondents to answer the questions;
(Babbie, 1983).

3.6.3 Observations

Observations are systematic viewing of a specific phenomenon in its proper settings
for a specific purpose of gathering data from a particular study. For the purpose of
this study the researcher was able to obtain more information concerning

assessment of customer relation management practice in banking. Observing the
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employees serving in the banking hall enabled to gather some information, which

were not easy to access.

3.6.4 Documentary Review
More information were obtained by reviewing various relevant documents. The

researcher reviewed various documents from different sources related to research
study. In this study, the researcher used documentary review by gathering
information from reports, news papers, journals, brochures and other relevant
documents about the importance of customer relationship management in banking

Sector.

3.7 Data Analysis
Dataanalysisisdefined as acritical examination of the assembled and grouped data

for studying the characteristics of the object under study and for determining
patterns and relationships among the variables relating to the study topic;
(Krishnaswami and Ranganatham 2003). Furthermore, it is necessary to have all
relevant data in place for making contemplated comparison and analysis. In this

study, both quantitative and qualitative data analysis technique was used.

3.7.1 Quantitative Data Analysis
In this technique, descriptive statistic (such as frequency tables and mean) were

conducted on the data collected from returned questionnaires using the statistical
package for social sciences (SPSS) software. Thereafter, data was summarized,
analyzed in a general way and interpreted as per research objectives. This enabled
the researcher to draw out the information about the problem under investigation
and made necessary discussion to address the research problem. Qualitative data
from interview scripts, notes and statements was systematically coded, and
classified into broad descriptive categories regarding themes, meanings and/or

issues.

3.8 Reliability and Validity of Research Design
The quality of research depends on the design of research instruments as well as

application of these instruments in data collection in the field. There were severad
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criteria or tests for judging the quality of any empirical research. These included
validity and reliability; (Easwaran and Singh, 2010) and how each was achieved.

3.8.1 Validity
Validity refers to the issue whether an indicator (or set of indicators) that is devised

to gauge a concept really measure that concept; (Bryman, 2004). To ensure validity
of instruments, the questionnaires and interview protocols were developed under
close guidance of the supervisor. After the design of the questionnaire, they were
pre-tested with participants from target population. This helped to identify
ambiguous questions in the instruments; their comments were incorporated into the
final version and be able to re-align them to the objectives. Moreover, validity was
achieved by specifying the units of analysis and developing the conceptual
framework as described in figure 2.1 of chapter two of this study.

3.8.2 Reliability
Reliability is the extent to which results are consistent over time and an accurate

representation of the total population under the study, and if the results of the study
can be reproduced under similar methodology, the research instrument is
considered to be reliable; (Joppe, 2000). For this study, reliability was achieved by
ensuring questionnaire were uniformly processed and analyzed using statistical
package for socia sciences (SPSS) software to ensure consistency of the research

results.

3.9 Ethical Considerations
Consideration of ethical issues was an integral part to the research process,

therefore, a researcher considered the potential damage the study could cause to
themselves. The researcher considered potential demage the study could cause to
themselves, the community and to respondents when conducting their research;
(Miles and Herberman, 1994). In this study, the following ethical issues were taken

into account;

Informed Consent:
In this study, the respondents were informed with all aspects of the research that

might influence their decisions to seek their willingness to take part in the study.
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Confidentiality and Anonymity:

Respondents’ name and their responses were not disclosed to the third party
without the informed consent of the respondent. The researcher informed the
respondents to the questionnaire that this study was for academic purpose and not

otherwise.
Plagiarism and Fraud:

To avoid Plagiarism and Fraud, the researcher did not “cut and paste” but instead

source of and authors were acknowledged.

Furthermore, the researcher requested permission letter from the university
authorities to show the respondents before conducting the research. By applying the
proposed ethical strategies as explained above, the researcher was able to obtain
superior and sound data that enabled the research findings to be of high value in

addressing the real picture of the phenomenon under the study.
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CHAPTER FOUR
PRESENTATION OF THE FINDINGS, ANALYSISAND DISCUSSION

4.1. Introduction
This chapter seeks to present the findings from the study conducted. The findings

presented are mainly based on the survey at three banks in Mwanza Region, which
were Barclays Bank Tanzania, CRDB and Bank M. The findings have been
presented with reference to the study specific objectives and research questions

which were developed by the researcher.

4.2 Characteristics of the Respondents

The study has revealed the characteristics of the respondents such as sex, age and
position of respondents. Determining the characteristics of the particular responds
was very significant as the respondents helped the researcher to understand the
quality of the information obtained from the field. On that base the study relied
only on the experience of respondents with respect to customer relationship

management.

4.2.1 Sex Distribution of the Respondents

The figure 4.1 explicitly indicates the respondents’ sex involved in the study 40 %
were females while 60 % were males. This has further revealed that possibly males
were more participating in banking sector while females may be engaging with
other various family activities. Sex distribution of respondents helped the study to
know the type of respondents involved in the study due to their gender hence
assessed the rate of biasness. On the same realm the study revealed that, among the
respondents participated in the study female employees were more in number than
men in banking sector. Basing on the observation findings, the researcher was
comfortable to select male clients rather than female due to their easy access and
approaches. In other words female clients were not confident to express their views

concerning the study.
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Figure4.1: Sex Distribution of the Respondents

B Female

= Male

Source: Field data, 2015.

4.2.2 Age Categories of Respondents

The age of respondents were grouped into 18-30 years, 31-40 years, 41-50 years
and 51 years and above. According to the report of Tanzania Nationa Bureau
Statistical on 2012 census (pg 44), the working age population in the country was
between 15-64 years. This was the basis of grouping ages of respondents starting
from 18 years to 50 and above.

The age distribution in figure 4.2 indictates that, the first category of respondents
with 20 % of respondents were between the ages of 18 to 30 years, followed by 40
% who were between the ages of 31-40 years. The other category was 30 % of
respondents aged between 41 to 50 years of age. The last category of respondents
with 10 % had the age above 50 years. The result generally suggested that majority
respondents were between the ages of 30 to 40 years. This may indicates that
majority banking sector employees and clients in Mwanza city were young, more
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energetic, enough for the banking sector productivity and development of the
Mwanza city hence Tanzania at large.

Figure4.2: Age Categories of the Respondents

W 128-30 Years
m 31-40 Years
m 41-50 Years

B Above 50 Years

Source: Field data, 2015.

4.2.3 Respondents Level of Education

Since education is very vital for respondents, data from the field in figure 4.3
explicitly indicates the respondent’s level of education. Field data from banking
sector show that 28 % had certificates, 42 % diploma, 20 % degree, 6 % post
graduate and 4 % other levels of education. Therefore the majority of respondents
who participated in the study had diploma level of education. That obvious reveals
that banking sector had the tendency of employing workers with higher level of
education. On the other hand the magjority of respondents who were clients had the
diploma and certificate level of education. In relation to, managing knowledge
effectively can greatly help an organization to have success in building better
customer relationship, resulting in a positive impact on organization performance;
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(Abdulateef et a.,2010; Akroush et al., 2011; Sin et al., 2005; Yim et a., 2005). As
amatter of fact, it is necessary for organizations to remain competitive, and thisaim
cannot be achieved unless they enjoy wide knowledge about their market, explore

and make use of their existing knowledge about their customers.

Figure4.3: RespondentsLevel of Education

m Certificate

m Diploma

m Degroe

| Postgr aduate

= Others

Sour ce: Field data, 2015.

4.2.4 CRM Experience with Respondents

Findings in figure 4.4. shows that 53 % of respondents were having experience with
CRM practice for 2-3 years while 27 % were having experience with CRM for 4-5
years. The other categories of respondents from the banking sector had the
experience of 6-7 years (13 %) and 7 % above 8 years. Therefore, the majority of
respondents have experienced the customer relationship management for 2-3 years.
That, indicate they had enough experience to deliver the required information on
customer relationship management as per demand. The findings from the field
relates with some of literature review comments basing on the experience with

customer relationship management on banking sector.

Dutu and Halmajan (2011) are of the opinion that CRM strategy will end in failure

if banking sector industry do not have enough experience in CRM practices. This
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may be related to the suitable use of technology in marketing which is one of the
greatest opportunities in banking industry, because of the fact that it is important to
get the right information from the right people at the right time, so that the right
decisions can be made and / or the services can be rendered; (Dev and Olsen, 2000;
Moriarty et al., 2008). In support with that view, Kasim and Minai (2009) find out
that CRM experience and technology dimension is firmly related to banks

performance.

On the other hand banks need to use information technology for improving their
performance. In this regard, new technologies are considered as the core drivers for
change; (Minghetti, 2003).

Figure4.4: CRM Experience with Respondents

m 2-FYonrs
. A-5Yoars
W 6-7 Years

m Abowve B Years

Source: Fidd data, 2015.

4.3 The Importance of Customer Relationship Management Practice in Bank
Sector

In determining the importance of CRM in banking sector questionnaires were
distributed to staffs of Barclays, CRDB and Bank M. Field datain table 4.1 reveals
that 15 respondents with (100%) agreed on the existence of the problem. Among
the 15 questionnaires that were collected all respondents were experienced with

CRM and know its importance in banking sector under competitive market. The
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researcher grouped this importance of customer relationship practice in banking
sector into importance to the bank itself, employees and customers.

Table4.1: ThelImportance of CRM in Banking Sector

Frequency |Percent [Valid Percent |Cumulative

Per cent
Vaid Yes 15 100.0 100.0 100.0
No 0 0.0 0.0 100.0

Total 15 100.0 100.0

Source: Fidd data, 2015.

4.3.1 Importance of CRM to the Bank

Managers are empowered with information that can help them manage customer
relationship and make better decision, optimum use of resources (reduction of
costs), customer satisfaction as increased loyalty (customer be one closer to the
bank), Improved customer acquisition and cross — selling, It helpsin capitalizing on
short windows of opportunities in the market, It helps in establishing durable
relationship with customer.

4.3.1.1 Banks Mission and Strategies on the Importance of Customer Needs
The study saw the need to assess whether the bank’s corporate mission and strategy

gives importance to customer’s needs. Field data in table 4.2 shows the banks
mission and strategies on the importance of customer needs. Findings reveals that, 4
(26.7 %) strongly agreed, 7 (46.7) on the importance of banks mission and
strategies on the importance of customer needs. The other categories of respondents
each with 2 (13.3 %) were neutral and disagreed on the importance of bank's

mission and strategies as the importance of customer needs.
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Table 4.2: Banks Mission and Strategies on the Importance of Customer Needs

Frequency Per cent
Strongly Agree 4 26.7
Agree 7 46.7
Vvalid Neutral 2 13.3
Disagree 2 13.3
Total 15 100.0

Sour ce: Field data, 2015.

4.3.1.2 TheValue of CRM in Banking Sector

Findings from the field shows the value of customer relationship in banking sector
as one of the importance under banking sector. The study intended to answer
whether there is any relationship with customers that gives great value in banking
sector.

Field data in table 4.3 explicitly reveals that the first categories of respondents with
40 % each were strongly agreed and agreed on the value of CRM in banking sector.
The other category of respondents with 13.3 % were neutral on the value of CRM
in banking sector. The least category with 6.7 % disagreed on the importance of
CRM value in banking sector. Basing on the findings from the field, the majority of
respondents from the banking sector strongly agreed on the value of CRM in

banking sector.
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Table4.3: TheValue of CRM on Banking Sector

Frequency Per cent
Strongly Agree 6 40.0
Agree 6 40.0
Valid Neutral 2 13.3
Disagree 1 6.7
Total 15 100.0

Sour ce: Field data, 2015.

4.3.1.3 Working Environment in Supporting the lmplementation of CRM
Practices

Creation of working environment to support the implementation of customer
relationship management practices was one of the importance to the banking sector.
The study tried to answer whether the working environment can support the
implementation of CRM practices in the banking sector. Field data in table 4.4
shows that, bank's system convenience with 13.3 % was the factor that can support
the implementation of CRM practices though the same was ignored by respondent

with the same value that, it's not supportive at al.

The second categories of respondents with 26.7 % each regard unit segment, up to
date software and hardware support the implementation of CRM practices. The
third category of respondents with 20 % claimed reliable communication through
emails, telephones support the implementation of CRM practices. Thus, basing on
the findings from the field conclude that working environment support the
implementation of CRM practices under unit segment, up to date software and

hardware.
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Table 4.4: Working Environment in Supporting the I mplementation of CRM
Practices

Frequency Per cent
Bank's system convenience 2 13.3
Up to date software and hardware 4 26.7
Reliable communications 3 20.0
Valid
Not supportive at al 2 13.3
Unit segment 4 26.7
Total 15 100.0

Sour ce: Field data, 2015.

4.3.2 Importance of CRM to Employees

Clients feel more comfortable if bank employees are positive, display job
satisfaction and are self-confident regarding their tasks. Specificaly, this indicates
that the bank employees at the front enquiry desk and tellers, whom clients directly
interact with, should be knowledgeable regarding bank matters and should display
positive attitudes towards their working environment and the banking clients.
Additionally, clients feel their financial matters are secure if they are satisfied with

the bank employees’ attitudes.

4.3.2.1 The Ability of Banks to Give Excellent Customer Services at any Point
of Contact
Findings in table 4.5 tried to check whether the bank is able to give excellent
customer service at any point of contact. Field data reveals that, 5 respondents with
33.3 % affirm the ability of banks to give excellent customer service at any point of
contact due to well trained personnel. The second categories of respondents with 20
% each regard that the ability of banks to give excellent customer services at any
point of contact were experience in the banking sector and shortage of employees.
The last categories with 13.3 % each also regard that the ability of banking sector to
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give excellent customer services should be due to customer desires and unreliable
network coverage.

Basing on the findings from the field, the majority of respondents conclude that, the
ability of banks to give excellent customer services at any point of contact was due
to well trained personnel. Therefore, banking clients desire their bank’s employees
to be knowledgeable about the bank’s products and/or services.

Table 4.5: The Ability of Banksto Give Excellent Customer Services at any
Point of Contact

Frequency Per cent
Well trained personnel 5 33.3
Experience in the banking sector 3 20.0
Shortage of employees 3 20.0
Valid
Unreliable network coverage 2 13.3
Depends on customer desires 2 13.3
Total 15 100.0

Sour ce: Field data, 2015.

4.3.2.2 Handling Complains Processes to Satisfy Customers
Handling complains a process to satisfy customers is one of the factor responsible

for banking sector employees. Field data in table 4.6 shows the way employees
involve in handling complains processes to satisfy customers. Findings indicate
that, 6 (40 %) respondents were very satisfactory, 7 (46.7 %) respondents were
satisfactory while 2 (13.3 %) were moderate satisfactory with the handling
complains processes to satisfy customers. Therefore, the majority of respondents
who participated in the study were satisfactory with the handling complains
processes to satisfy customers.
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Table 4.6: Handling Complains Processesto Satisfy Customers

Frequency Per cent
Very satisfactory 6 40.0
Satisfactory 7 46.7
Valid
Moderate 2 13.3
Total 15 100.0

Sour ce: Field data, 2015.

4.3.2.5 Customer Relationship Survey on Under standing a Customer Need

Bank's employees have to maintain a relationship in order to understand customer
needs. The study aimed to know how customer relationship management surveys
helps in understanding a customer's needs. Field data in table 4.7 reveas that, 6 (40
%) of respondents agreed that customer relationship survey can help to understand
customer needs. The categories with 3 (20 %) each regard that it helps to get new
ideas from customers, customers problem solving and not specified. Basing on the

findings from the field, the majority of respondents conclude that customer

relationship helps on understanding customer needs.

Table4.7: Customer Relationship Survey on Under standing a Customer Need

Frequency Per cent
Understanding customer needs 6 40.0
Get new ideas from customers 3 20.0
Valid Customers problem solving 3 20.0
Not specified 3 20.0
Total 15 100.0

Source: Fidd data, 2015.
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4.3.2.6 Weaknesses Addressing CRM Practicein Banking Sector

Employees may influence some weaknesses in addressing customer relationship
management practices in the banking sector as shown in table 4.8. Findings reveals
that, bad languages, long queue and grading customers due to bulk bases were the
weaknesses obtained in the banking sector rated by 6 respondents each with 13.3
%. The other weakness factor was customer detainment and first come first serve
rule rated by 2 respondents each with 6.7 %. Not only that, but also 7 respondents
with 46.7 % showed that there was no specified factor that create weakness in
addressing CRM practices in banking sector. Therefore, the majority of respondents
participated in the study concluded that there was no specified factors that indicate
weaknesses on addressing customer relationship management practices in banking
sector.

Table 4.8: Weaknesses Addressing Customer Relationship M anagement
Practicein Banking Sector

Frequency Per cent
Bad languages 2 13.3
Customer detainment 1 6.7
Not specified 7 46.7
Valid Long queue 2 13.3
First come first serve 1 6.7
Grading customers due to bulk 2 13.3
Total 15 100.0

Sour ce: Field data, 2015.

4.3.3 Importance CRM to the customers
There is amore coordinated and professional approach to customer contact, with up

to date customer information, Banks can offer more personalized service, It target
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ad serve customer on an individua basis. It permits one to one marketing as
opposed to mass marketing, customer feel empowered if they here great access to
products and services. For example 24 HRS banking and targeted products and
services offerings can be finding to coincide with customer events and
requirements.

Employees are empowered with the information to deliver high quality service and
meet customer expectation. Furthermore, employees have more time to save
customers, and employees have higher satisfaction ratings. Clients want to be fully
informed about new and changed products and/or services. The importance of
customer relationship management helps clients to feel free to share their views and
feedback to the banking sector due to their satisfaction. On the other hand
customers may receive their appropriate banking products in relation to their

demand.

4.3.3.1 Bank Creation of Customer Segments for Customer Relationship
M anagement
The creation of customer segments for customer relationship management was one
of the importance of CRM practices. The study aimed to know how does the bank
create customer segments for customer relationship management. Findings in table
4.9 shows that, income per month was the segment created by banking sector on
customer relationship management with 9 respondents (60 %). The other factors
were business income turnover and age of customers both with 3 respondents (20
%) each. Therefore, the majority of respondents regard income per month as the
segment created by banks for customer relationship management. Furthermore
customer segment is also one of the market beneficial sources, it helps organization
to understand customer, and hence it helps in delivering an appropriate plan to
satisfy customer needs. This helps aso to reach clients in accordance to their needs

and helps to serve their satisfaction levels.
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Table 4.9: Bank Creation of Customer Segments for Customer Relationship

M anagement
Frequency Per cent
Income per month 9 60.0
Age of a customer 3 20.0
Valid
Business income turnover 3 20.0
Total 15 100.0

Source: Field data, 2015.

4.3.3.2 Information of Customers Storage on Banks Database for Fulltime
Usage

Collecting information about customers and updating the database is among the

important mile stones of customer relationship management. Research results

shows that not only collecting data about the customers but also giving information

to them arouses customer satisfaction and loyalty.

The personnel’s knowledge of banking and mastery of the subject accelerate the
speed of the service given, so many attempt to train the personnel is necessary for
customer satisfaction. Field data in table 4.10 shows that, 4 (26.7 %) strongly
agreed, 8 (53.3 %) agreed, 2 (13.3) were neutral while 1 (6.7 %) was neutral about
the information of customers storage on banks database for fulltime usage. Basing
on the findings from the field, mgority of the respondents from banking sector
employees agreed about information of customers stored on banks database for

fulltime usage.
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Table 4.10: Information of Customer s Storage on Banks Database for Fulltime

Usage
Frequency Per cent
Strongly Agree 4 26.7
Agree 8 53.3
Valid Neutral 2 133
Disagree 1 6.7
Total 15 100.0

Source: Fidd data, 2015.

4.4 Relationship Between Customer Relationship Management and Customer
Satisfaction

The relationship between customer relationship management and customer
satisfaction was the second specific objective of the study. Basing on the CRM
strategic approach that enables organization to use internal resources the study saw
the need to manage the relationship with customers for the whole of their life
cycles, in order to create a competitive advantage and improve an organization’s

performance.

On that ground the study categorised these customer relationship management and
customer satisfaction into banks relationship and employees relationship under
customer satisfaction.

4.4.1 Bank Satisfaction

The study analysed bank satisfaction into promises on quality service delivery and

bank promisesto deliver services at the right time.
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4.4.1.1 Banks Promises on Quality Service Delivery

Banks promises on quality service delivery was one of the relationship of
customer relationship on banking sector under banking sector. The study aimed to
find out whether the bank always abides by its promises to service quality and
delivery. Field data in figure 4.5 reveals that, out of 60 respondents who
participated in the study, 12 (20 %) strongly agreed, 33 (55%) agreed, 8 (13 %)
were neutral and 7 (11.7 %) disagreed on banking promises for quality services
delivery. Thus, basing on the findings from the field the majority of respondents
agreed on banks promises under quality service delivery.

Figure 4.5: Banks Promises on Quality Service Delivery

W Strong agree
| Agree
= Neutral

m Disagree

Sour ce: Field data, 2015.

4.4.1.2 Bank Promisesto Provide Servicesat Right Time

Banks promises to provide services at the right time was one of the relationship of
customer relationship on banking sector. The study aimed to find out whether the
bank promises to service provide services at the right time. Field datain figure 4.6
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reveals that, out of 60 respondents who participated in the study, 10 (16.7 %)
strongly agreed, 24 (40 %) agreed, 20 (33.3 %) were neutral and 6 (10 %)
disagreed on banking promises for provisions of services at the right time. Thus,
basing on the findings from the field the majority of respondents agreed on banks

promises to provide services at the right time.

Figure 4.6: Bank Promisesto Provide Services at Right Time

B Strong agree
| Apreoe
m Meutral

Disagroae

Sour ce: Field data, 2015.
4.4.2 Employees Satisfaction

Employees satisfaction based on the way banking sector employees perform their
roles in relation to customer relationship management implementation. The study
categorised these satisfaction factors into bank employees provisions of prompt
service, consistence courteous with customers,

4.4.2.1 Bank Employees Provisions of Prompt Services

Banks employees provisions of prompt services was one of the relationship of
customer relationship on banking sector. The study aimed to find out whether the
bank employees can provide prompt services in order to satisfy customers. Field
data in table 4.11 reveds that, out of 60 respondents who participated in the
study, 14 (23.3 %) strongly agreed, 32 (53.3 %) agreed, 10 (16.7 %) were neutral
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and 4 (6.7 %) disagreed on bank employees to provide prompt servicesin order to
reach customer satisfaction. Thus, basing on the findings from the field the

majority of respondents agreed on bank employees provisions of prompt services.

Table 11: Bank Employees Provisions of Prompt Services

Frequency Per cent
Strong agree 14 23.3
Agree 32 53.3
valid Neutral 10 16.7
Disagree 4 6.7
Total 60 100.0

Sour ce: Field data, 2015.
4.4.2.2 Bank Employees Consistence Courteous with Customers

Banks employees consistence courteous with customers was among the
relationship of customer relationship on banking sector. The study aimed to find
out whether the bank employees were courteous with customers in order to satisfy
customers. Field data in table 4.12 reveals that, out of 60 respondents who
participated in the study, 8 (13.3 %) strongly agreed, 31 (51.7 %) were neutral, 6
(10 %) disagree and 4 (6 %) strongly disagreed on bank employees to be
consistence courteous with clients in order to reach their satisfaction. Thus, basing
on the findings from the field the majority of respondents agreed on bank

employees to be courteous with customers.
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Table 4.12: Bank Employees Consistence Courteous with Customers

Frequency Per cent
Strong agree 8 133
Agree 31 51.7
Neutral 12 20.0
valid
Disagree 6 10.0
Strong disagree 3 5.0
Total 60 100.0

Source: Field data, 2015.
4.4.2.3 Bank Employees Provisions of Personal Attention

Banks employees to provide persona attention was among the relationship of
customer relationship on banking sector. The study aimed to find out whether the
bank employees were able to provide personal attention when clients enter into the
banking hall till they completely receives their service. Field data in table 4.13
reveals that, out of 60 respondents who participated in the study, 10 (16.7 %)
strongly agreed and were neutral each with the same value. The other categories of
respondents, 31 (51.7 %) agreed, and 9 (15 %) disagreed on bank employees to
provide personal attention to its clients when entering the bank hall till they
depart. Thus, basing on the findings from the field the majority of respondents
agreed on bank employees provisions of personal attention in order to satisfy

them.

It is important in the first instance to confirm that the main purpose behind
customer oriented behaviors is to increase customer long lasting satisfaction and to
create customer loyalty. As in the service oriented organization, the delivery of
service in a banks occurs when there is interaction between service providers and
the service encounter; (Ki Lee et a.,2006). Research has supported that customer
orientation leads to increase organization performance (Asikhia,2010). Furthermore
customer orientation is also one of the market beneficia sources, it helps
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organization to understand customer, and hence it helps in delivering an appropriate
plan to satisfy customer needs.

Table 4.13: Bank Employees Provisions of Personal Attention

Frequency Per cent
Strong agree 10 16.7
Agree 31 51.7
valid Neutral 10 16.7
Disagree 9 15.0
Total 60 100.0

Source: Field data, 2015.
4.4.2.4 Bank's Employees Willingnessto Help

It is important for the bank employees willing to help customers since the main
purpose behind customer oriented behaviors is to increase customer relationship
satisfaction. The study aimed to find out whether the bank employees were willing
to help customers whenever they face difficulties. Field datain table 4.14 reveas
that, out of 60 respondents who participated in the study, 16 (26.7 %) strongly
agreed, 32 (53.3 %) agreed, 8 (13.3%) were neutral, 2 (3.3 %) disagreed and
strongly disagreed each with the willingness of bank employees to help customers
during operations. Thus, basing on the findings from the field the majority of
respondents agreed on bank employees willing to help customers in order to
satisfy them.

53



Table 14: Bank's Employees Willingnessto Help

Frequency Per cent
Strong agree 16 26.7
Agree 32 53.3
Neutral 8 13.3
valid
Disagree 2 3.3
Strong disagree 2 3.3
Total 60 100.0

Source: Fidd data, 2015.

45 The Effect of Customer Relation Management Practices on Marketing
Productivity

The effect of customer management practices on marketing productivity was the
third specific objective of the study. The study aimed to find out the way banking
sector improves its marketing productivity due to competitive edge in relation to
customer relationship management. The effect of customer relationship
management improves marketing productivity by ensuring superior value creation.
Relationship marketing has the potential to improve marketing productivity by
making marketing more effective and efficient; (Sheth and Sisodia 1995).
Marketing practices become effective because, on the one hand, the individua
customers’ needs are better addressed, and on the other hand, consumer
involvement in the development of marketing practices leads to greater consumer
commitment to the marketer’s programs. As concerns achieving marketing
efficiency, sheth and Parvitiyar (1995) suggest that there are important aspects of
relationship marketing lead to greater marketing efficiency.

4.5.1 Bank Access Communication Network Irrespective L ocation

Access of communication network regardless of clients location is among the bank

strategy to compete well in the market and increases productivity. Field data in
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figure 4.7 reveals that, out of 60 respondents participated in the study through
interviews who were bank clients 12 (20 %) strongly agreed, 24 (40 %) agreed, 18
(30 %) were neutral, 4 (6.7 %) disagreed and 2 (3.3 %) strongly disagreed on the
bank access communication network regardless of customers location. Therefore,
the maority of respondents agreed on the access of communication network
regardless of customers location.

In relation to the field data, the company that systematically concentrates on its
productivity is almost bound to gain competitive advantage. Woodruff (1997)
suggested that access of bank communication network and creating value, is
increasingly seen as the next source of competitiveness. In maximizing their
subjective expect value, customers may decide to engage in a variety of relational
behaviors. The decision to build a relationship with an organization will be
associated with behaviors such as increased usage, positive word of mouth, multi-
product purchases and customer advocacy in order to maximize on the vaue

derived from the firm.

Figure4.7: Bank Access Communication Network |rrespective L ocation
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Sour ce: Field data, 2015.
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4.5.2 Performance of Bank Servicesat Right Time and First Point

Performance of bank services at right time and first point is among the bank
strategy to compete well in the market and increases productivity. Field data in
figure 4.8 reveds that, out of 60 respondents participated in the study through
interviews who were bank clients 16 (26.7 %) both were neutral and strongly
agreed, 20 (33.3 %) agreed hence 8 (13.3 %) disagreed on the bank performance
services at right timeffirst point. Therefore, the majority of respondents agreed on

the bank performance due to right time and first point services.

Figure 4.8: Performance of Bank Services at Right Time and First Point
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Sour ce: Field data, 2015.

4.5.3 Bank SincerelInterestson Solving Customers Problems

Banks sincere interests on solving customers problems increases performance and
marketing productivity. The am of the study aimed at assessing whenever
customers face problems or difficulties whether the bank shows any interest on
solving them. Field data in figure 4.9 reveals that, out of 60 respondents
participated in the study through interviews who were bank clients 16 (26.7 %)
strongly agreed, 26 (43.3 %) agreed, 12 (20 %) were neutral, 2 (3.3 %) disagreed
and 4 (6.7) strongly disagreed on the bank performance services at right time/first
point. Therefore, the maority of respondents agreed on the bank interests on
solving customer problems. Therefore, basing on the findings from the field the
majority of respondents who were interviewed agreed on the bank sincere interests

on solving customers problems.
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Figure4.9: Bank Sincere Interestson Solving Customers Problems
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Sour ce: Field data, 2015.

4.5.4 TheBank CRM Practiceson Attracting New Customers

The bank ability to gain new customers depends on accurate customer relationship
management at this point, listening to customer’s demands and complaints and
producing solutions with consideration paid to the customer differences are very
important in creating customer satisfaction and thus customer loyalty.

Field data in figure 4.10 shows the bank customer relationship management on
attracting new customers. Findings shows that 3 (20 %) of the respondents consider
narrow complaint resolution channels on attracting new customers. The second
category of respondents 5 (33.3 %) regard an increase of customer transparency
attracts new customers. The last category of respondents 7 (46.7 %) insist the
increase customer bonding to attract new customers. Basing on the findings
obtained from bank employees the majority conclude that increase of bank
customer bonding attracts new customers in the banking sector.
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Figure4.10: The Bank CRM Practices on Attracting New Customers
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Sour ce: Field data, 2015.

4.5.5 The Bank CRM Practice on Retaining Old Customer

The bank ability to retain their existing customer depends on accurate customer
relationship management at this point, listening to customer’s demands and
complaints and producing solutions with consideration paid to the customer
differences are very important in creating customer satisfaction and thus customer
loyaty. The study aimed to find the importance of CRM on retaining old
customers. Findings from the field in figure 4.11 shows that, 2 (13.3 %) consider
increases narrow complain resolution channels, 5 (33.3 %) increases customer
transparency and 8 (53.3 %) increases customer bank bonding.

Basing on the findings from the field, the majority of respondents from all selected
commercia banks concluded that increase of bank customer bonding retains old

customers.
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Figure 11: The Bank CRM Practices on Retaining Old Customer
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Sour ce: Field data, 2015.

4.5.6 The Effect of CRM on Reputation

Findings from the field shows the effect of customer relationship on reputation.
Field data in figure 4.12 shows that, (20 %) very high, 7 (46.7 %) and 5 (33.3 %)
moderate effect of CRM on reputation. Therefore the maority of respondents
considered that, there was a high effect of CRM on reputation. Moreover, finding
revealed that regardless of services context customers expect service provider to be
courteous usually, most conversation begin or end with a courtesy expression and
includes some form of personal connection content. On that regard, since the bank
operates within the society there is a need to maintain customer relationship
management so as to avoid customer reputation. The important point is that
sociality communication can play a pivotal role in moving the provider and

consumer for mere encounters to higher degree of relational development.
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Figure 4.12: The Effect of CRM on Reputation
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Source: Fidd data, 2015.

4.6 Suggestions For Improving CRM Practice on Banking Sector

The study saw a need to focus on various suggestions in so as to improve customer
relationship management in the banking sector. Some of the improvements based o
the area for CRM practice and the way banks handle maintain its relationship with

customers.

4.6.1 The Areas of Improvement in CRM Practice in Banking Sector

The areas of improvement was one of the factor that helps to shape CRM practices
in the banking sector. Ryals and Pynes (2001) also argue that adoption of CRM
enables and improves marketing effectiveness (by enabling the organization to
select more attractive customers) and efficiency. The findings rooted from
guestionnaires supplied to 15 bank employees who were respondents in the study.
However, field data in table 4.15 shows that, 3 (20 %) both decision making and
transactions alternatives channels were the areas to improve in CRM practice. The
other categories of respondents 7 (46.7 %) regard additional employees at customer

care unit and 2 (13.3 %) airtime provisions for ease of communication. Basing on
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the findings from the field majority of respondents regard additional customer care
unit employees improvement in order to implement CRM practices.

Table4.15 The Areas of Improvement in CRM Practicein Banking Sector

Frequency Per cent
Decision making centralisation 3 20.0
Additional employees at customer 7 46.7
\Valid Transactions alternative channels 3 20.0
Airtime for ease communication 2 133
Total 15 100.0

Sour ce: Field data, 2015.

4.5.6.2 TheWay Bank Improvesits Customer Relationship M anagement

The way bank handle its customers relationship management was the other factor
for improvement. Field datain table 4.16 shows that, 4 (26.7 %) regard both current
employees training and recruitment of customer relationship personnel as factors
for improvement. The other categories of respondents with 1 (6.7 %) solve current
needs and 6 (40 %) not specified. Therefore, basing on the findings from the field,
majority of respondents claims that there were not specified factors for
improvement. On that regard, the banking sector needs to improve all its necessary
techniques in order to improve the implementation of customer relationship

management.
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Table4.16: The Way Bank Improvesits Customer Relationship M anagement

Frequency |Percent
Train the current employees 4 26.7
Solve the current needs 1 6.7
Valid Recruit customer relations personnel 4 26.7
Not specified 6 40.0
Total 15 100.0

Sour ce: Field data, 2015.
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CHAPTER FIVE
CONCLUSION, RECOMMENDATION

5.1 Introduction
The chapter provides the conclusion and recommendation based on the study

results whose objective was to assess the importance of customer relationship
management practice in bank sector under competitive market, to find out the
relationship between customer relationship management and customer satisfaction
and to examine the effect of customer relation management practices on marketing
productivity. The chapter starts with the introduction followed by the conclusion
and recommendations. The chapter finaly highlights areas for further researches

hence limitation of the study.

5.2 Conclusion
Basing on the discussion it indicates that customer relationship management

practice in banking sector started earlier however still requires increasing attention
to the value of more applied research, innovative, relevant processes, regulations
frame works, laws, controls and evauation to the local, regional, national, global,
public and private sectors. Such strategies facilitates through creating linkages
between the customer relationship management and bank sector performance. In
recent decades, there has been significant progress toward the goal of universal
customer relationship management under banking sector customer satisfaction and
marketing productivity, even while improvements in access have not necessarily

been matched by quality of its application in the implemented stages.

Banks have started acknowledging the importance of CRM in developing their
business. They have recognized that it is essential to protect ad grow its customer
base and ultimately its profitability. The banks can build a strong relationship with
customers through customer relationship management practices. To meet the
customer needs and beat the competitive, they must deliver superior quality service.
The CRM adopted by banks should focus on maximizing the value of customer and
the bank. Moreover the CRM should be based on the positive staff attitude,
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productive advice, and delivery of the promised service, consistent delivery of
superior quality service simplicity and easiness of doing business.

Furthermore, a fair efficient complaints resolution, honestly, integrity and
reliability. The general discussion concludes that there was a need to develop an
integrative approach which focused on the customer needs and to deliver services
basing on the implementation of customer relationship management. As shown by
the study, the bank is struggling in devel oping a customer centric approach both for
the customer as well as for the employee. Thus, for customer relationship
management to deliver to the expectations, should play an integrative role within
the bank and ensure that all processes are integrated in the bank global strategy.

Findings from the field revedls that, there is a more coordinated and professional
approach to customer contact, with up to date customer information. Banks offers
more personalized service, targeting and serve customer on an individua basis. It
permits one to one marketing as opposed to mass marketing, customer feel
empowered if they hear great access to products and services. For example 24 HRS
banking and targeted products and services offerings to coincide with customer
events and requirements. Employees are empowered with the information to deliver
high quality service and meet customer expectation. Employees have more time to
save customers, and employees have higher satisfaction ratings. Managers were
empowered with information that helps them manage customer relationship and
make better decision, optimum use of resources, customer satisfaction as increased
loyalty. Improved customer acquisition and cross selling, helps in capitalizing on
short windows of opportunities in the market hence helps in establishing durable

relationship with customer.

To examine the effect of CRM practices on marketing productivity under this
objective the research aimed on market productivity on customer retention,
attracting new customer and satisfying them. From the data analysis 55.6% of
respondents argued about transparent of information from banks to customers.
Particularly in marketing approach, considering customer retention is a big

challenge. Provisioning the facilities attending the needs without delay in time,
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meeting the changing needs, creating the database, employee approach to
customers, customer awareness, fulfilling the promise provided and other things
that happen in daily banking operation can make the customer not satisfied.
Findings shows that banks need to conduct several training on customer service and

to introduce service guarantee on all solution provided by bank.

In terms of retention of existing key customers, enhancing customer loyalty,
providing technological infrastructure, bank location, existence of CRM
approaches, coverage of CRM by e-marketing and making the customer delight,
customer confidence were found quite satisfactory and in good condition with each
bank. It is very clear from the observation that the approach of CRM by banks to
some extent is the same and one, but the reach is quiet distinguishable. It is due to
the profile, their capability and the strategy of CRM in making it and reaching
down to customers. Hence CRM is an inevitable tool of marketing that was
considered as critical responsibility of market with regard to banks in present
context. The results in this study show the respondents either agree or strongly
agree on magjority of the statements in the questionnaires used. The bank ability to
retain thelr existing customer and gain new customers depends on accurate
customer relationship management at this point, listening to customer’s demands
and complaints and producing solutions with consideration paid to the customer
differences are very important in creating customer satisfaction and thus customer

loyalty.

5.3 Recommendations
The study revealed that maority of respondents came from different families

background. Men had the higher rate of participation with 60 % compared to
women with 40 % from banking secto. It is widely acknowledged that the customer
relationship management in banking sector problem strengthens the collective
effort of clients, commercial banks, the government and other stakeholders in
enabling customers to demand their rights services during operations hence become

more satisfied. The researcher recommends the commercia banks to think seriously
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about how to satisfy customers through various strategies on customer relationship
management. Since the customer relationship management yields little insight
about; the barriers to access customer satisfaction and banks marketing
productivity, the implementation practice may lead to higher performance. While
improving customer relationship management practice, outcomes, and cost
effectively, the study suggests an urgent need for new research and development in
thisfield.

The researcher insists the commercia banking sector authorities to focus on good
policy formulations, improvement of customer care unit employees, decision
making processes and other benefits. Other factors were the access of
communication networks, retaining and attraction of new customers. On the other
hand the report recommends reform legislation to ensure that old and new clients
have equa rights and protections under the law. Therefore, the policy makers,
politicians and commercia banks will benefit with the findings of the study since it
provides insight on the customer relationship management practice in banking

sector in Mwanza city hence Tanzania at large.

In a specific view of the CRM practice, the following recommendation can be
adopted.

(i) In a competitive environment, the Banks should adopt suitable marketing
skills rather than depending on the trading skills. Hence new service should
be constantly introduced to ensure the growth of the Bank.

(if) Employee’s relationship management first before customer relationship
management.

(iii)Increase customer experience through the web site.

(iv) Develop channel integration for effective customer relation management.

(v) Appropriate training should be given to the bank personnel.

(vi)More importance should be given to handling on line transaction, mobile
banking and internet banking services. It should be noted that customer
relationship can’t built in one day. CRM should be considered as a

continuous rel ationship management.
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5.5 Further Research
Based on the research findings the researcher proposes various study investigations

on the following areas; improvement of career training and development
opportunities to make bank employees competent in the employment sphere.
Moreover, further research on the improvement of wages and other benefits
according to current life situations in order to build a better, more inviting working
climate for employment. Not only that but also further research to be done on
monitoring, evaluation, and controlling of the customer relationship management
on banking sector. This may offer more establishment and implementation of
customer relationship management practice on banking sector in creating a large

satisfaction and marketing productivity.

Due to generalization of findings and complications during the study the researcher
keeps proposing on other areas of researches such as effects of customer
relationship management performance on financial institutions in relation to other
industries. The effects of customer care relationship management of Tanzania
commercia banks compared to other countries regarding network coverage, mobile
banking, home service delivery, reduction of costs, rate interests conditions and
other benefits. Hence other researches on formulation of policy improving the
customer relationship management on banking sector including building of training
centres, establishment of legal courts for fraud money laundering and initiation
practices among legal perspectives, negative attitude towards banking sector
customer care unit, opennessin all stages of implementation and poor planning.
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APPENDIX ONE
QUESTIONNAIRES FOR COMMERCIAL BANK EMPLOYEES

RESPONDENTS

Dear respondent,

My name is Lameck Kazula, from Mzumbe University Conducting a research as
part of the requirements for the fulfillment of my Master degree in Business
Administration (MBA in Corporate management).

The research study is based on Customer relationship management in banking
sector.

The questions are purely for academic purpose, | request you to fill then and return

it back to me. Confidentiality is maintained for the information to be provided.
Thank you in advance for your participation.

NN T

EMPIoyee / CUSLOMEN ... vttt e e e e e e

Department / BuSINeSS aCtIVILY .........uveiieiieiii i e

PhONe NUMDET ... .o e e e

AQAIESS .

EMAIl ID oo

Gender ......oooiii i

AgeRange ..........coviiiiii

Experience With CRM .......................
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STAFF QUESTIONNAIRE

1. Does your Bank’s corporate mission and strategy gives importance to

Customer’s needs?

() Strongly disagree
(b) Disagree
(c) Neither agree nor disagree
(d) Agree
(e) Strong agree

2. Is the relationship with customers’ gives great value in your bank?
(a) Strongly disagree
(b) Disagree
(c) Neither agree nor disagree
(d) Agree
(e) Strong agree

3. Please can you rate the effect of customer relationship management on

reputation of your bank?
(@) Very high
(b) High
(c) Average
(d) Low.

(e) Very low
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4. Are the information about your customers are stored in the bank database

for fulltime use?
() Strongly disagree
(b) Disagree
(c) Neither agree nor disagree
(d) Agree
(e) Strong agree

5. What do you fed about the bank customer relationship management
practice on attracting new customers and retaining old ones?

6. What are the bank corporate objectives on customer satisfaction?

7. Does customer relationship management surveys help in understanding a
customers needs. How do they help?
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8. How does the bank create customer segments for customer relationship

management?

9. Do you think your bank is able to give excellent customer service at any

point of contact?

10. How does your complain handling process satisfy your customers?
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11. How does your working environment in your bank support the
implementation of customer relationship management practice?

12. What are the areas of improvement in customer relationship management

practice in your bank?

13. What the areas of weakness that needs to be addressed with regard to

customer relationship management practice in your bank?

14. How can the bank improve its customer relationship management?
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AN INTERVIEW GUIDE FOR BANKING SECTOR CUSTOMERS
A. General Questions

1. For how long have you been experienced with customer relationship

management?
B. Specific questions

2. What influences application of customer relationship management in banking

sector under this competitive era?

3.What are the relationships between customer relationship management practice
and customer satisfaction?

4.How does customer relationship management practice influence the marketing
productivity?

5.What do you suggest in order to improve customer relationship management on

banking sector?

6. How would you explain your experience on customer relationship since you

started business with your bank?
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C. Other questionsto customers

CRM: A Competitive Tool for Banking Sector

Customer Perception of Service Quality (Reliability)

SNo

CRM practice

disagree

agree nor

Disagree

agree

= | Strongly

N| Disagree

W/ Neither

Bl Agree

1| strong

Do the bank always
abides by its
promises to service

quality and delivery

bank
perform the services
at the righttime at

Does the

first point?

Do the bank
provides the
services at the time

it promisesto do so?

Does the bank have
an easy excess
communication
network for al its
customers,
irrespective of their

location?
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SNo

CRM practice

Strongly

Disagree

Neither

agree

nor

Agree

Strong

agree

" disagree

w

Do employee of the
bank  give you

prompt service?

Does the behaviour
of the bank
employeesinstill

confidence in

customer?

Can employees of
the bank
beconsistently

courteous with you?

Does the bank have
employees who give
you personal
attention?
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CRM: A Competitive Tool for Banking Sector

Customer Perception of Service Quality (Responsiveness)

Customer Perception of Service Quality (Empathy)

SNo

CRM practice

disagree

Disagree

Neither

agree nor

Disagree

Agree

agree

| Strongly

N

w

IS

U1/ strong

When you have a
problem,does the bank
shows a sincere interest in

solving it?

Does employees of the bank
are aways willing to help

you?

Do employees of the bank
are never too busy to

respond to your requests?

Does the bank have your
best interest at heart?

Do the bank has guidance
signs indicating as to which
counters are offering which

services?

Do employees of the bank
understand your specific

needs?
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CRM: A Competitive Banking Sector

Customer Perception of Service Quality (Tangibles)

SNo | CRM practice

disagree

Disagree

Neither

agree nor

Disagree

Agree

agree

| Strongly

N

w

U1/ strong

1. When you visit the bank
does it have some places to

sit and wait?

2. When you enter into the
bank isit neat and clean?

3. Does employees of the bank

appear neat?

Customer Perception of Service Quality (Assurance)
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SNo CRM practice 5
z8lz (255 Ele,
c D T 2 B (=] c
Lo |=80 |% 53
1 2 3 4 5
1 Do you feel safe while
doing transaction with
the bank?
2. Does employees of the
bank have the knowledge
to answer your request?
3. Do the physical facilities
at the bank are visually
appealing?
5 Does the bank insists on

error free records?

Thanksalot for your cooperation and participation!
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QUESTIONNAIRESTO CUSTOMERS

CRM: A Competitive Tool for Banking Sector

Tablel

Customer Perception of Service Quality (Reliability)

SNo

CRM practice

disagree

agree

nor

agree

= Strongly

™| Disagree

W Neither

B Agree

| strong

Do the bank aways
abides by its promises
to service quality and

delivery

Does the bank perform
the services a the
righttime at first point?

Do the bank provides
the services at the time

it promisesto do so?

Does the bank have an
easy excess
communication

network for al its
customers, irrespective

of their location?
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Questionnaires

CRM: A Competitive Tool for Banking Sector

Table 3. Customer Perception of Service Quality (Responsiveness)

CRM practice

disagree

agree nor

Nicanron

Agree

agree

P | Strongly

™| Disagree

W Neither

IS

| Strong

Do employee of the
bank give you prompt

service?

Does the behaviour of
the bank employeesin
still  confidence in

customer?

Can employees of the
bank be consistently

courteous with you?

Does the bank have
employees who give
you personal
attention?
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Questionnaires

Table 3 :Customer Perception of Service Quality (Empathy)

SNo

CRM practice

disagree

Disagree

Neither

agree nor

Disagree

Agree

agree

P | Strongly

N

w

| Strong

When you have a problem,
does the bank shows a

sincere interest in solving
it?

Does employees of the bank
are aways willing to help

you?

Do employees of the bank
are never too busy to

respond to your requests?

Does the bank have your
best interest at heart?

Do the bank has guidance
signs indicating as to which
counters are offering which

services?

Do employees of the bank
understand your specific

needs?
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CRM: A Competitive Banking Sector

Table 4:Customer Perception of Service Quality (Tangibles)

SNo

CRM practice

appear neat?

> ¢ 8 s 8
585258 o
5§85ty 58
# 308/ & 08 3 g
1 2 |3 4 4
1. When you visit the bank does it
have some places to sit and
wait?
2. When you enter into the bank
isit neat and clean?
3. Does an employee of the bank
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Table 5: Customer Perception of Service Quality (Assurance)

SNo

CRM practice

Strongly

disagree

Disagree

Neither

Disagree

Agree

Strong

agree

W| agreenor

Do you fed safe
while doing
transaction with the

bank?

Does an employee
of the bank have the
knowledge to
answer your

request?

Do the physca
facilities at the bank

are visualy

appealing?

bank

insists on error free

Does the

records?
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GENERAL INFORMATION

1. How would you explain your experience on customer relationship since you

started business with your bank?

How do you find out the quality of service and problems of your bank when

compared to other banks?

2. Please give any suggestion or comets on improvement of customer

relationship management practices.
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