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CHAPTER ONE
1.0 INTRODUCTION
This chapter entails introduction, aim and objective of the study, statement of the problems, research question and research hypothesis.
1.1	BACKGROUND TO THE STUDY					Customer relationship management has gained a considerable reputation in the recent times. It was seen through the theoretical perspective and empirical findings that elements of customer relationship management like service quality and features lead to customer satisfaction which in turns lead to business profitability. Customer relationship management (customer relationship management) is a unique and important business approach. customer relationship management entails all the aspects of interaction with customers with the help of technology to streamline the processes that impact service quality, customer loyalty and customer satisfaction. customer relationship management is a sound business strategy that is based on the technology, environment friendly services, pricing, philosophy of "customer is king", i.e. Customer is put in market segmentation, regional preferences, etc. maintaining a long-term relationship with customers. This is facilitate businesses to improve in limited services. The understand the customer, retain customers through better occupancy and the room rates have seen continued gains customer experience, attract new customers, increase both from the domestic and the international traveler in profitably and decrease customer management costs. Both the business and leisure segment. customer relationship management strategy is the key success factors in present and telecommunication. competitive market (Rajesh & Manivannan: 2018). The increased by 13 % compared to 2020 whereas the communication industry's backbone is comprised of customer increase was about 55 % compared to 2022 (Refer Figure service; a concept shared by all segments of the industry . 
	Bowen and Chen (2021) argue that having satisfied customers is not sufficient. This is because customer satisfaction needs to have direct impact on customer satisfaction and loyalty. Sivadas and Barker Prewitt (2020) stress that there is a rising recognition that the last objective of customer satisfaction measurement should be customer loyalty. Many organizations merely categorize customer satisfaction measurement as type of “marketing intelligence” instead of using it as management tool to build customer service quality improvement processes and increase profit (Linnell, 2019). 
Customers became very vital in business during the marketing era of the 1950s when companies could produce what they can sell and not just selling what they can produce as it was during the production era. Since the beginning of the consumption era in marketing, (business.business-key.com) the focus on customers/consumers has increased more as the consumption era also shifts to post-consumption; where organizations are obliged to render more services in addition to what they provide as offers to their customers. (David Armano, 2019). What are the qualities of these services provided to customers? Are the customers satisfied with these services? Thus, this research originated from the fact that customer/consumer is the key to business. In fact, their satisfaction is the most important tool that helps to increase sales and generate profits in the business environment. Moreover, the importance of customer satisfaction and service quality has been proven relevant to help improve the overall performance of organizations. (Magi & Julander, 2016, p. 40)
1.2	STATEMENT OF PROBLEM OF THE STUDY
	In the 21st Century Customer relationship Management is playing a vital role for the entire business environment including hotel business all over the world. For the communication industry, success and profitability are dictate by the ability to continually acquire, retain and service their customers, and ensure that customers remain customers for life. Simply says that the performance of communication industry depends on the level of their understanding of their customers. Generally, customer relationship management practices in the communication industry focuses on loyal customers through identification of target customers, acquisition of new customers and retaining the existing customers through developing good relationships with them. These relationships development with customers will lead to improve customers’ satisfaction, which in turn make them loyal customers. So, this current research moves to study the impact of customer relationship management on customer satisfaction and also study how customer satisfaction will make loyal customers.
1.3 RESEARCH QUESTIONS
a. Do you think there relationship between Customer relationship Management practices on Value creation in the communication industry?
b. To what extent has Customer Relationship Management affect trust building in the communication industry?
c. Is there any impact of customer satisfaction on customer trust building in the communication industry?
1.4	OBJECTIVES OF THE STUDY	
The following are the objectives of this study:
a. To analyze the relationship of Customer relationship Management practices on Value creation in the communication industry.
b. To explore the most important Customer Relationship Management component on trust building in the communication industry
c. To examine the impact of customer satisfaction on customer trust building in the communication industry.
1.5	RESEARCH HYPOTHESIS	
The following hypothesis are formulated for this research project:
HYPOTHESIS ONE
H0: There is no significant and positive effect of customer relationship management practices on Value creation in the 	communication industry
H1: There is a significant and positive effect of customer relationship management practices on Value creation in the communication industry 
HYPOTHESIS TWO
H0: Related customer relationship management components have no greater influence on trust building in the communication industry 
H1: Related customer relationship management components have greater influence on trust building in the communication industry. 
HYPOTHESIS THREE
H0: Customer satisfaction is not significantly and positively associated with customer trust building in the communication industry..
H1: Customer satisfaction is significantly and positively associated with on customer trust building in the communication industry	
1.6	SCOPE OF THE STUDY
The  study  would  help  to  understand  the importance  of  customer relationship management  practices  on  customer satisfaction and This study would bring out the responsibility of customer satisfaction in the communication industry 
1.7	SIGNIFICANCE OF THE STUDY
This study will help the communication industry to understanding the elements of CRM which lead to customer satisfaction which twirl increased the profitability, customer loyalty and preservation. Numerous researches have been conducted on customer relationship management. But in airtel very a small number of companies know the value of customer relationship management, especially in communication industry and very few follow a line of investigation about it. So we think that customer relationship needs special intension and also require a lot of hard work which will helpful for the future growth of the communication industry.
 Finally, This research will also serve as a resource base to other scholars and researchers interested in carrying out further research in this field subsequently, if applied will go to an extent to provide new explanation to the topic.	
1.8	LIMITATION OF THE STUDY 
The following are some of the limitations or constraints which the researcher encountered during the cause of writing the research:
FINANCIAL CONSTRAINT:- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).
TIME CONSTRAINT:- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
1.9   OPERATIONALIZATION
X = CONSUMER						Y=COMMUNICATION
X1 – Trust building						
                        Y1 –     Communication

X2 – New Value Creation						




CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION 
The chapter two is the literature review. It is review or the past scholars work. This chapter consists of conceptual review, theoretical review and empirical review.
2.1	CONCEPTUAL REVIEW
Vasiliu (2021) in his research discussed that broadly customer relationship management strategies include marketing, operations, sales, customer service, human resources, finance and information technology and  implementing CRM as strategic concept is a necessity as in recent times our economy is “Customer centric” where the success of any company is based on customer relationship, the authority provided by any company to the customer to decide and also the personal experience of the customer with the company. Thus Customer Relationship Management (CRM) as a strategy aims to satisfy and build long term relationship with clients/customers. He further discussed that through CRM customers were much satisfied with their purchase and this strategy helps to generate sales by contributing good service quality as expected by the customers. Thus it can be clearly depicted that the concept of CRM is strongly and directly associated with Relationship Marketing (Bull 2023, Payne and Frow, 2024). The  relationship marketing is further defined as “the organizational development and maintenance of mutually rewarding relationships with customers achieved via the total integration of information and quality management systems, service support, business strategy and organizational mission in order to delight the customer and secure a profitable lasting business” (Bennett, 2016). Hasan et.al (2021) in their study defined CRM as customer centric managerial strategy that aspires to establish long term relationship with profitable customers by employing all-inclusive customer knowledge. This definition highlighted the need and significance of identifying customers’ to recognize their ever changing needs through appropriate management approaches. The key areas in this definition were customer centric strategy, long term relationship and customer knowledge. Ryals (2021) in his research demonstrated that the implementation of CRM activities deliver greater profits. The lifetime values of customers in two longitudinal case studies revealed that customer management strategies changes with respect to the value of the customer. Thus CRM works and a reasonably straightforward analysis of the value of the customer can make a real difference. Here the concept of CRM brings better performance of the firm through appropriate measurement and management of customer relationships. The comprehensive revenue and cost data specific to individual customers or customer segments results the firms to adjust their CRM strategies. The contribution of this article is to show that the correlation between the customer revenues and values are sufficiently high suggesting that the value of customer majorly determines the amount of revenue it generates which again can’t be generalized as it might be company specific or more specifically to industry related with financial services. Payne and Frow (2019) examined CRM from the perspective of strategy formulation and implementation. They proposed a model that deals with both CRM strategy and implementation. They critically identified four components of successful CRM programme i.e. CRM readiness assessment; CRM change management; CRM project management; and employee engagement and examined these components with five key cross functional CRM process which are strategy development, value creation, multi channel integration, information management and performance assessment. Further the effect of CRM is studied simultaneously with innovation and firm performance. The result shows the positive impact of CRM towards firm performance, a finding which is consistent with previous research (Hooley et al., 2021). Kolis & Jirinova (2018) described in their research a link between CRM and company’s financial performance. Four key dimensions of customer relationship management  customer satisfaction, loyalty, value and equity were taken into consideration to undergo this research. Each dimension is tested for correlation with financial performance indicators which described how effectively the company transforms sales into profit, was chosen as the main financial performance indicator. Cengiz (2020) in is working paper reviewed and studied on the importance of measuring customer satisfaction. It has evolved through the study that customer satisfaction in this competitive market is must and measuring it is not specially a onetime process. It will eventually leads to consecutive processes to attain success. The satisfaction will play a vital role in customer expectations and can create a customized marketing mix. Employee orientation is implanted in the work culture of an organization which is visible through its value elements behaviour and artifacts. CRM is based on four basic activities: calculated planning, information, value creation, and performance measurement. 
2.1.1	CUSTOMER CONCEPT
Those who buy the goods or services provided by companies are customers. In other words, a customer is a stakeholder of an organization who provides payment in exchange for the offer provided to him by the organization with the aim of fulfilling a need and to maximise satisfaction. Sometimes the term customer and consumer are confusing. A customer can be a consumer, but a consumer may not necessarily be a customer. Another author explained this difference. I.e. a customer is the person who does the buying of the products and the consumer is the person who ultimately consumes the product (Solomon, 2019, p. 34.) When a consumer/customer is contented with either the product or services it is termed satisfaction. Satisfaction can also be a person’s feelings of pleasure or disappointment that results from comparing a product’s perceived performance or outcome with their expectations (Kotler & Keller, 2019, p. 789). As a matter of fact, satisfaction could be the pleasure derived by someone from the consumption of goods or services offered by another person or group of people; or it can be the state of being happy with a situation. Satisfaction varies from one person to another because it is utility. “One man’s meal is another man’s poison,” an old adage stated describing utility; thus highlighting the fact that it is  sometimes very difficult to satisfy everybody or to determine satisfaction among group of individuals. Client happiness, which is a sign of customer satisfaction, is and has always been the most essential thing for any  organization. Customer satisfaction is defined by one author as “the  consumer’s response to the evaluation of the perceived discrepancy between prior expectations and the actual performance of the product or service as perceived after its consumption” (Tse & Wilton, 1988, p. 204) hence considering satisfaction as an overall post-purchase evaluation by the consumer” (Fornell, 1992, p. 11). 
2.1.2	COMMUNICATION 
Ramah (1985) defines communication as “the transmission and reception of ideas, feelings and attitudes  verbally or non-verbally to produce a favourable response”. Draft (2020) defines communication as “the process by which information is exchanged and understood by two or more people usually with the intention to motivate on influence behavior”. Communication refers to the exchange of information between a sender (source) and a receiver (destination) so that it is received, understood and leads to action (Obamiro, 2019).
Obilade (2019) defines communication as “a process that involves the transmission of message from a sender to the receiver.
Folarin (2023) defines communication as “any means by which a thought is transferred from one person to another”. Communication is the process by which any person or a group shares and impacts information with/to another person (or group) so that both people (or groups) clearly understood one another (Soola, 2020).
Not just giving information, it is the giving of understandable information and receiving and therefore, the transferring of a message to another party so that it can be understood and acted upon (Ode, 2019). Ugbojah (2021) defines communication as “the process which involves all acts of transmitting messages to channels which link people to the languages and symbolic. which are used to transmit such messages. It is also the means by which such messages are received and stored. It includes the rules, customs and conventions which define and regulate human relationship and events”.
In its simplest form, however, communication is the transmission of a message from a source to a receiver… or the process of creating shared meaning (Baran, 2024:4). It has been shown that there exists various definitions for communication, as there are different disciplines. While some definitions are human centered, others are not. For example, communication system may incorporate computers, as well as less sophisticated reproducing devices such as photocopiers. A photocopier may see communication as meaning different thing from the way a marketer preconceives it. Similarly, a gospel preacher may think communication is something, which is of course different from what a journalist thinks it is. Therefore, there is no single definition of communication agreed upon by scholars. Psychologists, sociologists, medical practitioners, philosophies and communication specialists, all define communication based on their orientations and perspectives. Psychologists defined communication as “the process by which an individual (the communicator) transmits stimuli (usually verbal symbols) to modify the behaviours of the other individuals (communicates)”. This definition describes what many extension workers and change agents hope to achieve. Sociologists see communications “as the mechanism through which human relations exit and develop”. Some people define communication rather narrowly, saying “communication is the process whereby one person tells another something through the written or spoken word”. This definition, from a book written by a journalist, seems reasonable for those in that field. So, there are definitions of communication as there are various disciplines.
2.2	THEORETICAL REVIEW
2.2.1 	MANAGEMENT REVIEW 
Philosophically, CRM is seen from three perspectives.
(i) 	Stakeholder model: Relationship management and marketing are powerful tools for developing long-term relationships with clients, suppliers and distributors.
(ii) 	Supply chain model: Relationship between channel participants is the key strategy for pursuit of efficient supply chain. This minimizes the costs of transactions and the entire supply chain costs (McLaren et al., 2022;  Robson and Rawnsley, 2021; Raymond, 2021; Zhuang and Zhou, 2024).
(iii) 	Marketing concept model: Every customer relationship is important for profitability. Relationship with existing customers is the lifeblood of a business organization and is paramount for the future direction of the business. Organization must deliver what the market needs and wants. Deliver more efficiently, effectively and add more value than competitors. Both internal and external marketing efforts are necessary to do this successfully.  The aim of marketing is to create a customer, who is enthusiastic about company. The customer whose expectations are met or exceeded by the actual performance is satisfied and delighted. The company’s interest in customer welfare and its motive to benefit customer would naturally lead to mutual trust and this will gradually develop into an emotional bond of commitment, eventually leading to loyalty. Customer becomes more loyal, making significant use of the entire range of company services (cross selling) patronizing the company over its competitors. Furthermore, this is accompanied by positive word-of-mouth communication and tolerance to unintentional lapses and benevolence to share the information for mutual benefit. Contrarily, in case the customer is dissatisfied, it is possible that the customer may even turn into a ‘terrorist (Jones and Sasser, 2017, pp. 96-7) towards the company, causing the firm extra costs’. Dissatisfied customer may also dissuade other current or potential customers from dealing with the firm.
2.2	CUSTOMER SATISFACTION THEORY
THE THEORY OF ASSIMILATION
Festinger’s theory of dissonance (2017) forms the basis for the theory of assimilation. The theory of dissonance states that the consumer makes a sort of cognitive comparison between the expectations regarding the product and the product’s perceived performance. If there is a discrepancy between expectations and the product’s perceived performance, the dissonance will not fail to appear. This point of view on post-usage evaluation was introduced in the literature discussing satisfaction under the form of the theory of assimilation. (Anderson, 2018) According to Anderson, the consumers try to avoid dissonance by adjusting their perceptions of a certain product, in order to bring it closer to their expectations. In a similar way, the consumers can reduce the tension resulted from the discrepancy between expectations and the product’s performance, both by distorting the expectations so that they could be in agreement with the product’s perceived performance, and by increasing the level of satisfaction through minimizing the relative importance of experimental disconfirmation (Olson and Dover, 2019). The theory presumes the consumers are motivated enough to adjust both their expectations and their product performance perceptions. If the consumers adjust their expectations or product performance perceptions, dissatisfaction would not be a result of the post-usage process. Consumers can reduce the tension resulting from a discrepancy between expectations and product/service performance either by distorting expectations so that they coincide with perceived product performance or by raising the level of satisfaction by minimizing the relative importance of the disconfirmation experienced (Olson and Dover, 2019) Some researchers have discovered that the control on the actual product performance can lead to a positive relationship between expectations and satisfaction. (Anderson, 2018) Consequently, it is assumed that dissatisfaction could never appear unless the evaluation process began with the customers’ negative expectations. Peyton et al (2023) argues that Assimilation Theory has a number of shortcomings. First, the approach assumes that there is a relationship between expectations and satisfaction, but it does not specify the way in which the expectation disconfirmation can lead to satisfaction or dissatisfaction. Second, the theory also posits that consumers are motivated enough to adjust either their expectations or their perceptions about the performance of the product. Some researchers have found that controlling for actual product performance can lead to a positive relationship between expectation and satisfaction. Therefore, it would appear that dissatisfaction could never occur unless the evaluative processes were to begin with negative consumer expectations.
THE THEORY OF CONTRAST
This theory, first introduced by Hovland, Harvey and Sherif (2017), presents an alternative approach to the evaluation post-usage process that was presented in assimilation theory, in that post-usage evaluations lead to results in opposite predictions for the effects of expectations on satisfaction (Cardozo, 2015). Dawes et al (2018) define contrast theory as the tendency to magnify the discrepancy between one’s own attitudes and the attitudes represented by opinion statements. This approach states that whenever the customers experiment disconfirmation, they try to minimize the discrepancy between their previous expectations and actual product/service  performances, by shifting their evaluations away from expectations. While the theory of assimilation asserts that the consumers will try to minimize the expectation-performance discrepancy, the theory of contrast insists on a surprise effect that can lead to exaggerating the discrepancy. According to the contrast theory, any discrepancy of experience from expectations will be exaggerated in the direction of discrepancy. If the firm raises expectations in his advertising, and then a customer’s experience is only slightly less than that promised, the product/service would be rejected as totally unsatisfactory. Vice-versa, under promising in marketing communications and over-delivering will cause positive disconfirmation also to be exaggerated (Vavra, 2017,p. 44-60)
THE THEORY OF ASSIMILATION-CONTRAST
The assimilation-contrast theory was suggested as another way of explaining the relationships between variables within the disconfirmation model (Hovland, Harvey and Sherif, 2017). This paradigm posits that satisfaction is a function of the magnitude of the discrepancy between expected and perceived performance. Generally speaking, the consumers move within acceptance or rejection areas, in accordance with their perceptions. As stated in the theory of assimilation, customers have a tendency of  assimilating or adjusting the differences in product performance perception, with a view of getting them to the level of their previous expectations, but only if the discrepancy is relatively small (Peyton et. Al., 2023,p.43). A large discrepancy between perceived performance and expectations results in contrast effects and the consumer’s tendency would be one of increasing the perceived difference. Assimilation or contrast can appear in connection with the disparity perceived between expectations and the actual product performance. This theory tries to illustrate the fact that both the assimilation and the contrast theory paradigms have applicability in the study of consumer’s satisfaction. Various researchers tried to test this theory empirically. Olson and Dover (2019) and Anderson (2018) found some evidence to support the assimilation theory approach. Referring to these studies, Oliver (2020) argues that there were perceptual differences between disconfirmation or satisfaction.
THE THEORY OF NEGATIVITY
This theory, just like the other three, is also based on the disconfirmation process. This theory developed by Carlsmith and Aronson (1963) suggests that any discrepancy of performance from expectations will disrupt the individual, producing ‘negative energy”. Anderson(2018) posits that when the expectations are strongly sustained, the consumers will negatively answer any information (Peyton et.al.,2023,p.44) Dissatisfaction will happen if the perceived performance falls beneath expectations, or if the perceived performance goes beyond the expectations.
2.3	EMPIRICAL REVIEW
Atanda J.A (2024) The emergence of services organizations in the corporate sector, the growing competition due to liberalization, and the growing expectations of customers propelled by globalization and facilitated by IT revolution – are defining new rules of game for existing private and public enterprises in Nigeria. Telecom is one of the fast growing sectors among the services. The mobile revolution has created a new wave of interest among people to utilize telephone services. The firms offering the services are vying with each other to capture this sudden spurt in demand. They are using their technology and marketing prowess to attract new customers and simultaneously retain their existing customers, make inroads into competition and at the same time build entry barriers to competition to defend their position. Customer-driven initiatives to attract, retain and build intimate long term relationship with profitable customers, innovation and delivery of Quality Service have become the key elements in the marketing strategies. Relationship Management with the three focal points – Customer Perceived Value, Customer Satisfaction and Customer Loyalty – has become key success factor in achieving sustained customer patronage and profitability to the firm. Customer Relationship Management (CRM) is an effective tool to achieve this goal. The philosophy and practices of CRM in telecom has caught the attention of policy makers, academicians and researchers.
According to Hoyer and Macinnis (2021), satisfied customers form the foundation of any successful business as customer satisfaction leads to repeat purchase, brand loyalty, and positive word of mouth. Coldwell (2021): “Growth Strategies International (GSI) performed a statistical analysis of Customer Satisfaction data encompassing the findings of over 20,000 customer surveys conducted in 40 countries by InfoQuest. The conclusion of the study was:
• 	A Totally Satisfied Customer contributes times as much revenue to a company as a Somewhat Satisfied Customer.
• 	A Totally Satisfied Customer contributes times as much revenue as a Somewhat Dissatisfied Customer.
• 	A Totally Dissatisfied Customer decreases revenue at a rate equal to  times what a Totally Satisfied Customer contributes to a business”.
Zairi (2020): “There are numerous studies that have looked at the impact of customer satisfaction on repeat purchase, loyalty and retention. They all convey a similar message in that:
• 	Satisfied customers are most likely to share their experiences with other people to the order of perhaps five or six people. Equally well, dissatisfied customers are more likely to tell another ten people of their unfortunate experience.
• 	Furthermore, it is important to realize that many customers will not complain and this will differ from one industry sector to another.
• 	Lastly, if people believe that dealing with customer satisfaction/complaint is costly, they need to realize that it costs as muchas 25 percent more to recruit new customers”.
Zamazalová (Zamazalová, 2019) also mentions the key factors that affect customer satisfaction and which can be used to measure customer satisfaction. These factors are product (in terms of its quality, availability etc.); price (convenient payment conditions and others); services; distribution; and image of a product. In cases where the determination of customer satisfaction is through product quality, with that satisfaction simultaneously affecting quality, a situation arises, where that certain factor affects quality and is itself affected by it. This problem does not arise in cases of a dynamic perception of customer satisfaction and quality itself, it only happens when customer satisfaction and quality are considered to be a process. Quality (both perceived and technical) affects customer satisfaction and companies examine that satisfaction and may react to it by innovating products to increase customer satisfaction further.
According to Reichheld (2016), 65 to 85 percent of customers who defect to competitors’ brands say they were either satisfied or very satisfied with the product or service they left. Therefore, in order to ensure that customers do not defect, Bowen and Chen are correct to say that customers must to be extremely satisfied. As far as organisations are concerned, they want their customers to be loyal to them and customer satisfaction does not guarantee this. According to Storbacka and Lentinen (2021), customer satisfaction is not necessarily a guarantee of loyalty. They said that in certain industries up to 75% of customers who switch providers say that they were ‘satisfied’ or even ‘very satisfied’ with the previous provider. Customers may change providers because of price, or because the competitor is offering new opportunities, or simply because they want some variation (Storbacka and Lentinen, 2021). Clarke (2021) said that customer satisfaction is really no more than the price of entry to a category. For satisfaction to be effective, it must be able to create loyalty amongst customers. Sivadas and Baker-Prewitt (2020): “There is increasing recognition that the ultimate objective of customer satisfaction measurement should be customer loyalty”.
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CHAPTER THREE
RESEARCH METHODOLOGY
[bookmark: _Toc295844009]3.0	INTRODUCTION
This chapter looked at the research design, population study, sampling design, data collection methods, data analysis.
3.1	RESEARCH DESIGN
A research design is the step by step guide of the research procedure.	The design adopted for the studies exploratory survey design the exploratory survey permit the use of a well structured research instrument for obtain primary data that was used for this study.
3.2	POPULATION
Population is the total number of element or people in a given area. Therefore, this research work focus on customer and staff of Airtel Nigeria’s Limited in Kwara State Metropolis, from January to July 2019.
3.3	SAMPLING TECHNIQUES
	The study adopted simple random techniques fill members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the umbers or population that was selected to form part of the study the statistical formula adopted is n=   
Where n= Sample size
	 z= the research population
	 = Standard deviation
	 d= tolerance limit or allowable error


3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structured interview and self administered structure questionnaire which avoid manipulation and increase the quality of research. A total of No 14 of questionnaire question were used for the survey questionnaire. Total number of 14 questionnaire structured questions were develop for the interview. The secondary data came from relevant literatures reviewed.
3.6	RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measure the dependent and independent variables.
3.7	VALIDITY OF RESEARCH INSTRUMENT
	Both the content and validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution a well as the approval of the supervisor. In addition the research variables are validated using factor analysis.
3.8	METHOD OF FACTOR PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistic. The descriptive statistic describes the property of the data to show the variation in responses and opinion using frequencies and percentages and other descriptive items such as means and standard deviations. The inferential analysis was done using correlation analysis statistical tool.
	These tool, has selected because it have functionalities that accommodate the variable of interest. 

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc295844023]4.0	INTRODUCTION
This chapter focuses on the presentation and discussion of findings on the effect of marketing research on organization objective. It is based on demographic and objectives of the research which includes examining the forms of customer relationship management, establishing the level of competitiveness and relationship between customer satisfaction and organizations objective. It is to be presented in form of tables of percentages and frequencies. 
4.1 DATA PRESENTATION ANALYSIS 
The chapter deals with presentation and analysis of data and it divided into three parts.
Part ‘A’ deals with presentation and analysis of the responses rate of personal data of the respondents.
Part ‘B’ presents other data collected through the questionnaire for the purpose of arriving at reasonable data evaluation by using simple percentage method of the total in tabular form. In part ‘C’. EOQ model wad used to test the formula hypothesis.
PART A 
TABLE 1: SEX DISTRIBUTION OF RESPONDENTS
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Male
	40
	80%

	Female
	10
	20%

	TOTAL
	50
	100%


Source: Field Survey 2025
	The above table shows that 80% of the respondents are male while the female respondents are 20% the different in the percentage is reflection of sex distribution in the organization studied and from the illustration. This shows that the number of male in organization are more than that of Why? Because the organization needs men with vigor to carry out difficult job that will be difficult for female to do.
TABLE 2: EDUCATIONAL QUALIFICATION
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	WASSCE/GCE
	21
	42%

	ND/HND
	18
	36%

	B.SC/M.SC/PHD
	9
	18%

	OTHERS
	2
	4%

	TOTAL
	50
	100%


Source: Field Survey 2025
The data on this table shows that majority of the respondents are WASSCE/GCE holds which constitute 42% of the total percentage while 36% of the respondents are OND/HND hold. 18% were university graduates while 4% of the respondents fall within other professional degree.
TABLE 3: MARITAL STATUS 
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Single
	29
	58%

	Married
	21
	42%

	Divorced
	-
	-

	Widow
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
 	The table above shows that most of the respondents are using find the constitute about 58%. 21 respondents representing about 42% the married while none of the respondents belong to window or divorced. This means that those that are single constituted the majority in Airtel Nigeria Ltd.




TABLE 4: AGE DISTRIBUTION
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Below 20
	7
	14%

	20-29
	18
	36%

	30-39
	22
	44%

	40-49
	0
	6%

	50 ABOVE
	0
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
	It is dear from the table that majority respondent fall within age of range 30-39 which represent 44% of the total percentage of the respondents. This is quickly follow by respondents with age range 20-29, 40-49 and below 20 having 36%, 16% of the total percentage of the respectively. Know respondents fall into the last age range. This shows that the respondents care matured enough and to some extent, could be described as grown up are responsible people which implied that the judgment from this research can take as serious and reliable.
TABLE 5: LENGTH OF SERVICES
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	Below 2yrs
	6
	12%

	2-5yrs
	19
	38%

	6-10yrs
	17
	34%

	Above 10yrs
	8
	16%

	TOTAL
	50
	100%


Source: Field Survey 2025
From the table above it can be deducted that 12% of the total percentage of the respondents have served below 2years 38% of the total percentage of the respondents have served the industry for 6-10years and 16% of the total percentage of the respondents have been served for the industry above 10years.
	It would be sold that most of the respondents have enough working experience to enable them give a reliable response to the question effectively.
PART B
TABLE 6: DO YOU THINK THERE IS RELATIONSHIP BETWEEN CUSTOMER RELATIONSHIP MANAGEMENT PRACTICES ON CUSTOMER SATISFACTION IN THE COMMUNICATION INDUSTRY?
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	50
	100%

	No
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
	From the above table, it is believed that there is relationship between Customer relationship Management practices on customer satisfaction in the communication industry. That is 100% of respondents agree that there relationship between Customer relationship Management practices on customer satisfaction in the communication industry.
TABLE 7 IS THERE ANY EXTENT THAT CUSTOMER RELATIONSHIP MANAGEMENT AFFECT CUSTOMER SATISFACTION IN THE COMMUNICATION INDUSTRY?
	OPTIONS
	RESPONDENTS
	PERCENTAGE %

	YES
	35
	75%

	NO
	15
	25%

	TOTAL
	50
	100%


Source: Field Survey 2025
	The above table depict that 75% of the respondents agree that the Customer Relationship Management affect customer satisfaction in the communication industry.	It can be deduced that 25% of the respondent Disagree that Customer Relationship Management affect customer satisfaction in the communication industry.
TABLE 8: IS THERE ANY IMPACT OF CUSTOMER SATISFACTION ON CUSTOMER LOYALTY AND CUSTOMER RETENTION PRACTICES IN THE COMMUNICATION INDUSTRY?
	OPTIONS
	RESPONDENT
	PERCENTAGE %

	Yes
	40
	80%

	No
	10
	20%

	TOTAL
	50
	100%


Source: Field Survey 2025
	From the above table, it can be deduced that 80% of the total percentage of the respondents agree that there is impact of customer satisfaction on customer loyalty and customer retention practices in the communication industry. While 20% of the respondents believe that there is impact of customer satisfaction on customer loyalty and customer retention practices in the communication industry. 
	Given the analysis, we can conclude that there is impact of customer satisfaction on customer loyalty and customer retention practices in the communication industry Of the company.
TABLE 9: DOES THE CUSTOMER RELATIONSHIP MANAGEMENT HAS INFLUENCE ON CUSTOMER SATISFACTION.? 
	OPTIONS
	RESPONDENT
	PERCENTAGE %

	YES
	50
	100%

	NO
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
	From the above table we can deduce that the Customer relationship management has influence on customer satisfaction.100% of the respondents agreed, while 0% disagree .which we can be concluded that the Customer relationship management has influence on customer satisfaction.

TABLE 4.10: DOES THE CUSTOMER RELATIONSHIP MANAGEMENT HAS INFLUENCE ON CUSTOMER LOYALTY?
	ANSWER
	NO OF RESPONDENTS
	PERCENTAGE %

	YES
	35
	70

	NO
	15
	30

	TOTAL
	36
	100


Source: Research Survey 2019
	The above table shows that 35 respondent represent 70% agree that there is Customer relationship management has influence on customer loyalty , while 15 respondent representing 30% disagree that Customer relationship management has no influence on customer loyalty. We can be concluded that there is Customer relationship management has influence on customer loyalty.
TABLE 11: DOES CUSTOMER INTERACTION MANAGEMENT PRACTICES THAT AFFECT CUSTOMER SATISFACTION?
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	Yes
	50
	100%

	No
	-
	-

	TOTAL
	50
	100%


Source: Field Survey 2025
	From the above table, it is believed that there is Customer interaction management practices that affect customer satisfaction from the table. That is 100% of respondents agree that there is Customer interaction management practices that affect customer satisfaction.
TABLE 12: IS THERE ANY CUSTOMER RELATIONSHIP UPGRADING CAPABILITY IN THE COMPANY?
	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	35
	65%

	NO
	15
	35%

	TOTAL
	50
	100%


Source field survey 2019
The above table shows that the Customer relationship upgrading capability in the company are 65% while few did not assign to that is Customer relationship upgrading capability in the company above analysis nearly all the respondent confirm while few did not in ratio of 65% and 35%.
TABLE 13: IS THERE A SIGNIFICANT RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND SERVICE QUALITY?
	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	40
	80%

	NO
	10
	20%

	TOTAL
	50
	100%


Source field survey 2019
	From the table analysis 80% of the respondent confirm that there a significant relationship between customer satisfaction and service quality while only 20% disagree with it. From the table above majority of the respondent agreed that there a significant relationship between customer satisfaction and service quality.
TABLE 14: IS THERE A SIGNIFICANT RELATIONSHIP BETWEEN CUSTOMER SATISFACTION AND THE SERVICE QUALITY DIMENSIONS?
	OPTIONS
	RESPONDENTS
	PERCENTAGE%

	YES
	40
	90%

	NO
	10
	10%

	TOTAL
	50
	100%


Source field survey 2019
	From the table show that 90% of the respondent agreed that there is a significant relationship between customer satisfaction and the service quality dimensions while only 20% of respondent did not agree that there is a significant relationship between customer satisfaction and the service quality dimensions.

4.2 TESTING OF HYPOTHESIS
HYPOTHESIS
H0: There is no significant and positive effect of customer relationship management practices on customer satisfaction in the communication industry
H1: There is significant and positive effect of customer relationship management practices on customer satisfaction in the communication industry
To test this hypothesis, I will cross tabulate table 10 and table 5.
TABLE 4.2.1 CLASSIFICATION OF RESPONDENT
	OPINION
	CUSTOMER AND STAFF
	CUSTOMER
ONLY
	STAFF
	TOTAL

	Yes
	                     15
	                 3
	           2
	          35

	No
	8
	                  3
	          10
	         15

	TOTAL
	                     23
	                 6
	         12
	         50


Source: Research Survey, 2019
Chi-square formula
∑ (O-E)
TABLE 4.2.2 COMPUTATION OF CHI-SQUARE 
STATISTICAL TEST FROM TABLE 4.2.1
	O
	E
	O-E
	(O-E)2
	(O-E)2/E

	15
	9.20
	5.80
	33.64
	3.66

	4
	6.90
	-2.90
	8.41
	1.22

	2
	4.14
	-2.14
	4.58
	1.11

	2
	2.76
	-0.74
	0.58
	0.21

	3
	2.49
	0.60
	0.36
	0.15

	1
	1.80
	-0.08
	0.64
	0.36

	1
	1.08
	-0.8
	0.01
	0.01

	1
	0.72
	0.28
	0.08
	0.11

	2
	8.40
	-6.40
	40.96
	3.44

	10
	6.30
	3.70
	13.69
	2.17

	6
	3.78
	2.22
	4.93
	1.30

	3
	2.52
	0.48
	0.23
	0.09

	TOTAL
	
	
	X2=C
	13.83


Source: Researcher’s computation, 2019
Significant Level = 5% or 0.05
Degree of freedom df = (R-1) (C-1)
                                       = (4-1) (3-1)
                                         3 x 2= 6
Table value is the intersection print of significant level and degree of freedom on chi-square table.
                Therefore, X2t = 12.592
DECISION RULE
             Reject Ho, if X2C > X2t and accept Hi
              Accept Ho, if X2C > X2t and reject Hi
Since X2c (13.83) X2t (12.592), therefore, I reject Ho and accept Hi that There is significant and positive effect of customer relationship management practices on customer satisfaction in the communication industry.
HYPOTHESIS II
H0: Related customer relationship management components have no greater influence on the customer satisfaction in the communication industry.
H1: Related customer relationship management components have greater influence on the customer satisfaction in the communication industry.
To test this hypothesis.
TABLE 4.2.1 CLASSIFICATION OF RESPONDENT
	OPINION
	CUSTOMER AND
SHAREHOLDER
	CUSTOMER
ONLY
	STAFF
	TOTAL

	Strongly Agree
	10
	2
	3
	30

	 Agree
	9
	2
	4
	20

	TOTAL
	23
	6
	12
	50


Source: Research Survey, 2019
Chi-square formula
∑ (O- E)2
        E

TABLE 4.2.4 COMPUTATION OF CHI-SQUARE STATISTICAL
TEST FROM TABLE 4.2.3
	O
	E
	O-E
	(O-E)2
	(O-E)2/E

	10
	6.90
	3.10
	9.61
	1.39

	9
	6.90
	2.10
	4.41
	0.69

	1
	4.60
	-3.60
	12.96
	2.82

	3
	4.60
	-1.60
	2.56
	0.57

	2
	1.80
	0.20
	0.04
	0.22

	2
	1.80
	0.30
	0.04
	0.22

	1
	1.20
	-0.20
	0.04
	0.33

	1
	1.20
	-0.20
	0.04
	0.33

	3
	1.20
	-3.30
	10.89
	1.73

	4
	6.30
	-2.30
	5.29
	0.84

	8
	4.20
	3.80
	14.44
	3.44

	6
	4.20
	1.80
	3.24
	0.77

	TOTAL
	
	
	X2=c
	13.30


Source: Researcher’s computation, 2019
Significant level = 5% or 0.05
      Since X2c (13.30) X2t (12.592), therefore, I reject Ho and accept Hi that Related customer relationship management components have greater influence on the customer satisfaction in the communication industry.
4.3	DISCUSSION OF FINDINGS
From the result obtained above drive the following result, It is not too surprising that the performance of a company is affected by the price of the product and its technical design, as these factors are, together with customer satisfaction, an essential part of product quality. The company (its management) can directly affect this quality. In order to achieve this, the company needs to acquire correct data about customer needs, as better  information leads to a better product (technical design and price better meeting customer needs) which leads to higher customer satisfaction. More satisfied customers then buy the product again (this is rather important in the case of foodstuff s, which are purchased frequently and regularly), thus ensuring not only current but also future company performance.  

CHAPTER FIVE
5.1	SUMMARY OF THE FINDING 
From the discussion mentioned above it can be concluded in the present study that CRM practices in the communication industry have significant and positive effect on their customer satisfaction whereas customer interaction management  practices  and  upgrading  capability,  customer orientation strategies are most important CRM practices to attain the customer satisfaction. So, the communication industry must improve the relationship strategies with their customers. Then, the customers are loyal and their retention assured because customer satisfaction is significantly and positively associated with customer loyalty and their retention practices in the communication industry. As the present study was focused only to probe into the CRM practices of communication industry with the Nigeria customers’  satisfaction, loyalty and their retention practices, further studies can be made with foreign customer to measure the effectiveness of relationship management adopted by the Communication industry.
5.2	CONCLUSION 
Based on the views and research done by numerous researchers and academicians, it can be concluded that customer satisfaction is very important. Thus, though customer satisfaction does not guarantee repurchase on the part of the customers but still it plays a very important part in ensuring customer loyalty and retention. This point has been echoed by Gerpott et al. (2021) when they said “customer satisfaction is a direct determining factor in customer loyalty, which, in turn, is a central determinant of customer retention”. Therefore, organisations should always strive to ensure that their customers are very satisfied Customer satisfaction is a critical business requirement. Much of the research into the drivers of customer satisfaction has been based upon cross sectional analysis at a single point in time. Our research has explored the drivers of customer satisfaction over a five year period. The findings reinforce much of the existing literature in that staff satisfaction and service quality are found to be key drivers of customer satisfaction. However, the findings cast doubt on the simple, linear relationship between staff satisfaction, service quality and customer satisfaction suggested by the service profit chain. At the same time, the findings question the priority afforded to functional service 
5.3	 RECOMMENDATIONS
	Based on the research the following and recommended Airtel Nigeria Ltd should be viewed as a source to provide addition value added services which is developed based on customer needs and wants, and not only to consider CRM as customer’s record only. Since competition in the communication industry is very tense and should give greater importance to CRM as a tool to gain competitive advantage through customer satisfaction.
1-  Airtel Nigeria ltd should conduct special training programs to all front stage officers in order to deal positively with customers through indentifying main CRM tools in communication industry.
2- Airtel Nigeria ltd management should enhance the process and procedures of solving customer complaints and problems directly which can foster CRM and customer satisfaction.
3- Special attention should be given by Airtel Nigeria ltd management to physical environment and technological
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