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Abstract
This study investigates the role of Customer Relationship Management (CRM) in enhancing customer retention, using Whitefield Hotel in Ilorin as a case study. The hospitality industry is highly competitive, and sustaining long-term relationships with customers has become a critical success factor. The research examines how CRM strategies such as personalized services, effective communication, customer feedback mechanisms, and loyalty programs influence the hotel's ability to retain customers. A quantitative research design was employed, using structured questionnaires administered to both customers and staff of Whitefield Hotel. The data collected were analyzed using descriptive and inferential statistical tools. Findings reveal a strong positive relationship between effective CRM practices and customer retention. Specifically, timely response to customer inquiries, staff professionalism, and consistent service quality were identified as key drivers of customer loyalty. The study concludes that the implementation of a robust CRM system significantly contributes to customer satisfaction and long-term patronage. It recommends that Whitefield Hotel should continually invest in staff training, upgrade CRM technologies, and personalize customer experiences to maintain a competitive edge in the hospitality industry.
Keywords: Customer Relationship Management, Customer Retention, Hospitality Industry, Whitefield Hotel, Ilorin.
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CHAPTER ONE
1.0.	INTRODUCTION
1.1 Background to the Study
Undoubtedly searching for new customers is indispensable but retaining and enhancing long lasting relationships with profitable customers is the main emphasis now. Insurance companies have now realized that parting ways with a customer means losing a life time’s worth of referrals and purchases and not just a single sale. The target for marketing now is to attract new customers with a promise to provide superior value and retain current customers by delivering satisfaction (Kotler& Armstrong, 2011). 
The Whitefiled Hotel is characterised with a whopping majority of the insurance companies offering the same services with little variations. Insurance companies can set unique standards through tenacious customer satisfaction and effective customer relationship management. Customer retention is a key variable in customer relationship management.
In today’s intensely competitive and rapidly evolving business environment, customer relationship management (CRM) has emerged as a critical strategy for achieving long-term customer satisfaction and loyalty. Organizations are increasingly focusing on building sustainable relationships with customers rather than merely engaging in transactional exchanges (Nguyen & Mutum, 2012). CRM serves as an integrated approach that involves using technology and human resources to understand customer behavior, preferences, and needs in order to enhance service delivery and drive customer-centric strategies (Payne & Frow, 2005). Effective CRM allows firms to collect and analyze data for strategic decision-making that fosters customer engagement and retention.
The customer retention results in numerous benefits which include increased profits and customer retention (Bennett & Durkin, 2002). Effective and efficient CRM creates competitive advantage and improves customer retention and the profitability of organisations (Sin et al. 2005). Marketing Scholars (eg. Richard & Jones, 2008) Management, Information Technology (IT) and practitioners in these fields make numerous references to the impact of customer relationship management on business orientation and performance. Richard and Jones (2008) attributed the rapid growth of CRM to three factors: (a) fierce business competition for valuable customers, (b) economics of customer retention (i.e., life-time value) and (c) technology advances. Hence CRM has been applied in organisations to amongst others: increase customer satisfaction, reduce costs of sales, service and marketing; increased sales revenues. From the last two decades, there has been an explosion of interest in CRM both in the academic and business world (Becker et al., 2009).
CRM is the driving force that enables the characterization of customer and increases the customer value. In addition, CRM helps companies to retain customer loyalty. It is not only for managing customers and for monitoring their behaviour; it also has the potential to change and improve customer relationship with the service provider and increase business revenue (Dekimpe et al., 1997). Almotairi (2008) indicates that CRM could bring many benefits for companies to enhance their ability in the competitive market, increase profits and profit rate, reduce costs, upgrade concentration of the market, reduce cycle times of implementation of new sales activities, increase times of small-sized target marketing and
Customer Relationship Management (CRM) is an enterprise-wide initiative that belongs to all areas (like human resources, finance, and production, marketing and sales) of an organisation. It is a comprehensive strategy and process of acquiring, retaining and partnering with selective customers in order to create a superior value for the company and the customer (Sofi, 2015). The implementation of CRM brings both tangible and intangible benefits to the business organisations. The tangible benefits include increased revenue and profitability and reduced costs. The intangible benefit includes increased customer satisfaction, positive word-of-mouth and improved customer service (Chen & Chen, 2004). Customer Relationship Management (CRM) is increasingly becoming an essential strategy which allows organisations to improve their profits through long term relationships with customers (Mantee et al., 2015). 
CRM is considered as the most important benchmark of competitive advantage which impact positively on organisational performance (Sin et al. 2005). Therefore, the success of any organisation links to its CRM. Customer satisfaction and loyalty are the measures of CRM. True loyalty is based on a partnership, which is based on mutual interest and shared goals. Loyalty ensures that the relationship is retained at all times. For loyalty, it is not only how satisfied you keep your customers, but how many satisfied customers you keep (Reichheld, 2001). One of the objectives of the CRM strategy has been to institutionalize customer loyalty.
The significance of CRM is further amplified by the shift in market power from sellers to buyers, as customers today are more informed and selective. This change necessitates that companies invest in relational marketing techniques that go beyond product quality and pricing (Chen & Popovich, 2003). CRM facilitates the customization of products and services, timely response to customer inquiries, and proactive problem resolution—all of which are essential to nurturing long-term relationships (Parvatiyar & Sheth, 2001). Moreover, digital transformation has expanded CRM capabilities through artificial intelligence, big data, and cloud-based platforms, enabling real-time interactions that deepen customer connections (Choudhury & Harrigan, 2014).
In the hospitality industry, the increasing intensity of competition and the ever-evolving expectations of customers necessitate the implementation of effective customer relationship management (CRM) strategies to ensure sustainable customer retention. The success of any hotel, including Whitefield Hotel in Ilorin, depends largely on its ability to build and maintain enduring relationships with its customers, thereby enhancing their satisfaction and loyalty (Kotler & Keller, 2016). CRM is a strategic approach that involves the use of technology, processes, and people to analyze customer interactions and data throughout the customer lifecycle, with the goal of improving customer service relationships and assisting in customer retention and sales growth (Nguyen & Mutum, 2012).
Customer retention, which is the ability of a company to retain its customers over time, is a critical determinant of profitability, especially in the service-driven hospitality industry. Research suggests that it costs five times more to acquire a new customer than to retain an existing one (Reichheld & Sasser, 1990). This underlines the importance of implementing CRM strategies that not only attract new clients but also foster repeat patronage. In the context of Whitefield Hotel Ilorin, retaining existing customers is pivotal to maintaining a steady flow of revenue and ensuring a positive brand reputation in a highly competitive market.
Whitefield Hotel, a prominent hospitality establishment in Ilorin, operates in an environment characterized by dynamic customer preferences and increasing demands for personalized service experiences. As a result, the need for an effective CRM strategy that ensures consistent service delivery, effective communication, and personalized experiences becomes crucial. The hotel’s ability to deliver tailored services and manage customer data efficiently plays a significant role in enhancing customer satisfaction and loyalty (Payne & Frow, 2005). Furthermore, the application of CRM in this context serves as a tool for strategic differentiation, helping Whitefield Hotel to distinguish itself from competitors in Ilorin’s hospitality sector.
The shift in customer behavior, with a focus on value, trust, and emotional connection, has made CRM an indispensable component of modern business strategy. CRM enables hotels to track customer preferences, purchase history, and feedback, which in turn aids in anticipating customer needs and delivering customized service offerings (Peppers & Rogers, 2011). For Whitefield Hotel, utilizing CRM effectively translates to improved guest experiences, repeat bookings, and long-term customer loyalty—all of which are vital for business sustainability in the hospitality industry.
Moreover, technological advancements have significantly influenced the effectiveness of CRM initiatives. Hotels that leverage CRM software and platforms are better equipped to manage customer information, analyze customer behavior, and automate marketing and service tasks (Chen & Popovich, 2003). For Whitefield Hotel, embracing digital CRM tools could lead to a more robust understanding of customer needs and enhanced retention strategies. However, the real value lies not just in the tools used but in the strategic alignment of CRM with organizational goals and customer-centric culture.
1.2 Statement of the Problem
Despite the growing relevance of CRM in the hospitality sector, many hotels in Nigeria, including Whitefield Hotel Ilorin, face challenges in implementing these strategies effectively to retain customers. Issues such as poor data management, lack of staff training, inadequate technological infrastructure, and inconsistent service quality can hinder CRM effectiveness (Amoako, 2012). Consequently, customer loyalty remains fragile, and many establishments struggle to convert one-time guests into repeat customers.
In the case of Whitefield Hotel, there is a noticeable gap between customer expectations and the services rendered, which raises concerns about the hotel’s CRM effectiveness. While the hotel has adopted some level of technology in managing bookings and customer inquiries, it remains uncertain whether these tools are being used strategically to foster lasting customer relationships. Without a thorough evaluation of CRM practices and their impact on customer retention, the hotel risks losing its competitive edge in the hospitality industry.
1.3 Objectives of the Study
The primary objective of this study is to examine the role of Customer Relationship Management in enhancing customer retention in Whitefield Hotel Ilorin. The specific objectives are to:
i. To examine the relationship between CRM practitioner and Customer satisfaction. 
ii. To evaluate the impact of customer relationship management on customer retention.
iii. To identify how CRM strategies influence customer retention.
1.4 Research Questions
To achieve the objectives of this study, the following research questions are proposed:
i. What is the relationship between CRM practices and customers satisfaction.
ii. Does CRM has significant impact on customer retention 
iii. What are the strategies that can be used to improve customer retention.
1.5. Hypothesis 
Hi: there is significant relationship between CRM practices and customer retention.
Hii: CRM plays significant impact on customer retention 
Hiii: providing excellent customer services and support help in improving customer retention.
1.6. Significance of the Study
This study contributes significantly to the body of knowledge on CRM and customer retention in the hospitality industry, particularly in the Nigerian context. It provides empirical insights for hotel managers, especially those at Whitefield Hotel Ilorin, to understand the importance of effective CRM strategies and their role in fostering customer loyalty (Buttle & Maklan, 2015). Additionally, the findings of this study may serve as a guide for policymakers and hospitality consultants in developing frameworks that support customer-centric service delivery.
1.7. Scope of the Study
This research focuses specifically on Whitefield Hotel Ilorin, analyzing the CRM strategies implemented and how they affect customer retention. The study is limited to the hotel’s management and guests within a specific timeframe and may not generalize to other hotels or regions without further comparative studies.
1.8. Definition of Key Terms
Customer: A customer is an individual or organization that purchases goods or services from a business. In the hospitality industry, a customer refers to a guest or client who books accommodations, attends events, or uses any of the services provided by a hotel. In the context of Whitefield Hotel, a customer could be a local resident or a traveler who stays at the hotel, dines at its restaurant, or uses its conference facilities.
Relationship: A relationship refers to the connection or bond between two or more parties. In business, particularly in Customer Relationship Management (CRM), it denotes the ongoing interaction and engagement between a company and its customers. This includes communication, service delivery, feedback, trust, and loyalty. A strong relationship with customers helps businesses like Whitefield Hotel retain clients and encourage repeat patronage.
Management: Management is the process of planning, organizing, coordinating, and controlling resources to achieve organizational goals. In CRM, it refers to how a business effectively handles customer interactions and data using strategies, personnel, and technology. Proper management ensures customer needs are met, leading to satisfaction and loyalty.
Customer Retention: Customer retention is the ability of a company to keep its existing customers over a period of time. It involves encouraging repeat business and building long-term loyalty. In a hotel setting, this means ensuring that guests return for future stays through excellent service, personalized experiences, and loyalty programs. Retaining customers is more cost-effective than constantly acquiring new ones and is essential for business sustainability.
Whitefield Hotel: Whitefield Hotel is a luxury hospitality establishment located in Ilorin, Kwara State, Nigeria. Known for its quality service, modern facilities, and strategic location, the hotel caters to both local and international guests. It serves as the case study in this research, providing a real-world setting to explore how CRM practices affect customer retention in the hospitality industry.
Ilorin: Ilorin is the capital city of Kwara State in North-Central Nigeria. It is a commercial and administrative center, attracting business travelers, tourists, and government officials. The city's growing hospitality industry, including hotels like Whitefield, plays a vital role in supporting tourism, events, and accommodation services in the region.
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CHAPTER TWO
LITERATURE REVIEW
2.0 Preamble
This chapter reviews relevant literature on the concepts, theories, and empirical findings related to customer relationship management (CRM) and customer retention, with a specific focus on the hospitality industry. It provides a theoretical foundation for understanding how CRM practices influence customer loyalty and long-term patronage, particularly in hotel settings such as Whitefield Hotel Ilorin. The chapter begins by exploring the conceptual definitions of CRM and customer retention, followed by a discussion of the strategic components of CRM and its relevance to the hotel sector. It also examines the link between CRM and retention outcomes, supported by empirical studies and theoretical frameworks. By critically analyzing these scholarly perspectives, the chapter lays the groundwork for understanding how CRM strategies can be effectively implemented to enhance customer retention in the context of the study.
2.1. CONCEPTUAL FRAMWORK
Some researchers argue that customer relationship management is not most effectively founded on looking at person transactions (O'Malley and Tynan, 2000). Even as transactional marketing is now considered as integrated into relationship marketing (Tyler and Stanley, 1999), relational alternate is an extended-term and tricky relationship between service vendors and buyers, now not easily or simplest a series of transactions (Berry, 1983; Jackson, 1985; Dwyer et al., 1987). Relationships are prone to countless on contract legislation and more on issues similar to trust, equity, accountability, and commitment (Gundlach and Murphy,1993).
Many factors together with product, nice, fee, trade rate, and demand can all have a major impact on income. Nonetheless, customer relationship management strategies may also influence sales and manufacturer loyalty (Heffernan et al., 2008; Lee et al., 2001). Several problems associated with marketing such as fast patron turnover and the consequences of discontinued consumer relationships have come to be critical for a lot of companies. Developing competition, coupled with enterprise maturity and recessionary pressures, mean that businesses can't fully rely upon new consumers to take the situation of misplaced customers (Zeithaml et al., 2006). Client enchantment but now not purchaser retention and brand loyalty are at the heart of transaction marketing exchanges which enhance, promote and supply merchandise by the use of short-time period, discrete monetary transactions.
Relationship marketing is viewed through some academic commentators to symbolize the starting of a paradigm shift in advertising (Gronroos, 2000; O'Malley and Tynan, 2000). The evolution of relationship marketing has been one of the vital enormous trends in advertising over the many years, exceptionally relating to industrial marketing (Dwyer et al., 1987; Palmatier et al., 2006; Sheth and Parvatiyar, 1995).
Again Yau et al. (2000) compared a relationship marketing orientation (RMO) with a traditional market orientation in terms of its relative impact on the business performance of firms in retail, wholesale and manufacturing industries from the perspective of Chinese managers in Hong Kong. The findings of their paper suggested that while relationship marketing is relevant to every industry, it has particular importance to the manufacturing industry and business-to-business operations.
The literature on market orientation has provided evidence of the positive relationship between RMO and the business performance and brands of firms (Heffernan et al., 2008; Palmatier et al., 2006). As the business environment changes and customers become more demanding, firms must practice effective customer relationship management practices to compete effectively (O'Malley and Tynan, 2000). Changes in the business environment will not only affect wholesale and retail business, but also the manufacturing sector through the entire supply chain. Likewise, as competition intensifies, direct consumers as well as institutional buyers will become more demanding. Therefore, a market orientation is a necessary but no longer sufficient condition for firms to remain successful. This applies to firms of all sizes in all industries (Yau et al.,2000).
In the study of Abramson and Ai (1997) the business-to-business sector in China specifically, the guanxi-style buyer-seller relationships (guanxi as a complex set of social relationships) were strongly related to reduce levels of perceived uncertainty about the business environment and a variety of improved performance outcomes. Also Wong (1998) undertook a study on guanxi and relationship performance on industrial buying in China and suggested that firms should adapt relationship marketing plans to compete in the changing environment of the Chinese market. The findings of these studies indicate that relationship marketing has a significant impact on the business performance of firms in both service and industrial marketing.
Several studies on the effects of relationship marketing on the business performance of firms across a range of industries have been reviewed (Palmatier et al., 2006). Given that customer relationship management practices is more important in the industrial business-to- business context than the consumer context; most studies are located in the industrial business-to- business context. Briefly, the findings of these studies indicate that customer relationship management practices has a significant impact on the business performance and brands of firms in both service and industrial industries (Lee et al., 2001; Sin et al., 2006), with particular importance in the manufacturing industry (Liu and Wang, 1999)
Customer retention enables organizations command a pool of profitable loyal customers for mutual benefit. A conceptual model attempts to show the relationships that exist between salient variables (Ghobadian et al, 1994); as it is a simplified description of the actual situations (Seth et al, 2005).It is envisaged that a conceptual model in relationship marketing enable management appreciate and understand the importance of customer retention in business transactions.
This will enhance the overall profitability of the organization as well as assist to attain a competitive edge and increase in market share.”
2.1.2 Effects of Customer Relationship Management on Customer Retention
A corporation can scale back price significantly (via customer retention) by means of constructing a good relationship with purchasers. For example, it has been proven that it is cheaper to serve an existing customer than to draw and serve a brand new one (Ndubisi, 2006). Companies may additionally shrink uncertainty of demand through constructing relationship with consumers. Prior studies have urged that amazing relationship promoting (marketing) shall be extra significant when: the provider is tricky, custom-made, and delivered over a continuous circulation of transactions (Berry, 2003); many consumers are relatively unsophisticated concerning the carrier (Ghingold and Maier, 1996); and the atmosphere is dynamic and uncertain in ways that have an effect on future wishes (demand) and offerings (Crosby et al., 1990).
According to Crosby et al. (1990), these traits apply to reliable offerings such as accounting and plenty of financial services equivalents to banking. The social penetration conception states that companions will continue to deepen a relationship so long as anticipated advantages exceed predicted bills (Altman and Taylor, 2003). Considering a excessive excellent organization-consumer relationship can shrink customers' uncertainty or perceived threat, and believe, dedication, verbal exchange, and conflict-handling capability can enhance relationship nice, it's logical to expect an association between these variables and total company-client relationship fine.
The progress of effective purchaser relationships is largely advocated as a key detail of advertising and marketing systems within the provider sector. The benefits associated with the development of such relationships are idea to be peculiarly important within the case of offerings for which credence qualities are high. Nonetheless, a key characteristic of most offerings is client participation within the construction and the delivery of the provider. The potential of an institution to advance and preserve a relationship with its purchasers shall be stylish on their willingness to take part. For participation to be important, customers have to perceive that it yields benefits which might be higher than these which accrue from non- participation.
If the connection is to remain positive the consumer must be at the hub of it and so it is foremost to have the shoppers' pleasant curiosity at coronary heart. Regarding this difficulty is co-setting up products and repair augmentation. These will, in many situations, be employed with the aid of businesses adding extra carrier to distinguish from its opponents' offerings. In this context the ''extras" have to be valued by way of the patron, and now not without difficulty on hand in different places (i.e. “adaptation", Wilson, 1995). A high emphasis on better carrier and repair great is extra noted as a main detail inside relationship marketing (Christopher et al., 2001).
The above causes represent an attempt to favourably lock-in or retain the purchaser and many lecturers espouse the value of consumer retention related to relationship marketing conception (Wright et al., 1998). Also Barnes (1994) observes that tactics corresponding to frequent-purchaser schemes, the place the purchaser has to return to the equal enterprise to accumulate ''points", develops a barrier to exit. Irish grocery chain, Superquinn, differentiate their loyalty scheme by means of introducing ''each frequency marketing and particular direct marketing, which so many so-called loyalty schemes forget to include'' (Conneran, 1996). Loyalty is a tricky variable to quantify; nonetheless, Hawkes (1996) reemphasized the thought of the loyalty ladder, with the lowest rung being suspect and the best rung suggest, Schneider (2000) found: ''what is shocking is that researchers and businessmen have concentrated some distance more on easy methods to appeal to buyers to merchandise and services than on hold them''. Promoting merchandise to current buyers is nearly extra rate- potent than the bills incurred while shopping for brand spanking new ones (Hartley et al., 1995; Mitchell, 1995;Jackson, 2000).
2.2.	THEORETICAL FRAMEWORK 
The theoretical foundation for this study is rooted in the Relationship Marketing Theory, which posits that long-term customer engagement and loyalty are built through consistent, meaningful interactions and value exchanges between a firm and its customers (Morgan & Hunt, 1994). Relationship Marketing emphasizes trust, commitment, and mutual satisfaction as pillars for sustained business-client rapport. Within the hospitality sector, this theory is especially critical, given that service encounters are frequently personalized and relationship-driven. At Whitefield Hotel Ilorin, effective implementation of relationship marketing principles is likely to foster emotional connection, trust, and long-term retention of guests (Ndubisi, 2007).
2.2.1.	Customer Relationship Management (CRM) Theory provides a strategic framework for understanding how hotels can use data-driven systems and personalized interactions to manage customer information and enhance satisfaction. CRM systems allow firms to segment their customers, predict needs, and tailor services, all of which contribute to increased loyalty (Payne & Frow, 2005). In the context of Whitefield Hotel, CRM practices such as loyalty programs, customer feedback mechanisms, and personalized email marketing can directly influence repeat patronage by addressing individual guest preferences and complaints in real time (Chen & Popovich, 2003).
2.2.2.	The Service Quality Model (SERVQUAL) by Parasuraman, Zeithaml, and Berry (1988) also underpins this study by suggesting that perceived service quality is a key determinant of customer satisfaction and loyalty. The five dimensions of SERVQUAL—tangibility, reliability, responsiveness, assurance, and empathy—provide measurable components through which Whitefield Hotel can assess and improve its service delivery. When customers perceive a high level of service quality, they are more inclined to return, thereby enhancing retention (Zeithaml, Berry, & Parasuraman, 1996).
2.2.3.	Customer Loyalty Theory, which focuses on the behavioral and attitudinal tendencies of customers to continue purchasing from the same brand, plays a crucial role in this study. Oliver (1999) argues that loyalty develops through a sequence—cognitive, affective, conative, and action loyalty—highlighting the psychological mechanisms that transition a satisfied customer into a loyal advocate. In the hospitality industry, loyalty may manifest as frequent bookings, positive reviews, and referrals, which are critical for Whitefield Hotel in a competitive market like Ilorin (Dick & Basu, 1994).
2.2.4. Technology Acceptance Model (TAM) by Davis (1989) is relevant in explaining how the adoption of CRM technologies by hotel staff influences customer satisfaction and retention. According to TAM, perceived usefulness and ease of use are fundamental determinants of system usage. If Whitefield Hotel's employees effectively utilize CRM platforms to enhance guest experiences, it may lead to more personalized service and consequently, increased customer retention (Venkatesh & Davis, 2000).
2.2.5.	Equity Theory, proposed by Adams (1965), posits that customers evaluate fairness in their relationships with service providers by comparing their input-output ratio to that of others. In hospitality settings, perceptions of equitable treatment—such as room upgrades for loyal guests or responsive handling of complaints—can strengthen the customer’s commitment to the brand (Huppertz, Arenson, & Evans, 1978). When guests feel valued and fairly treated at Whitefield Hotel, they are more likely to develop a sense of loyalty and continue their patronage.
In conclusion, the amalgamation of these theories—Relationship Marketing, CRM, SERVQUAL, Customer Loyalty, TAM, and Equity Theory—provides a multi-dimensional lens through which customer retention at Whitefield Hotel Ilorin can be understood and improved. These frameworks collectively underscore the significance of trust-building, service quality, technology usage, and fairness in achieving sustainable customer relationships and enhancing business performance.
Building upon the aforementioned theories, the Commitment-Trust Theory by Morgan and Hunt (1994) provides further insight into the mechanics of customer relationship management. The theory argues that relationship success is built on trust and commitment, both of which reduce uncertainty and increase cooperation between customers and firms. In the case of Whitefield Hotel, when guests perceive the hotel as dependable and responsive to their needs, they are more likely to remain committed to the brand. Trust can be developed through transparency in pricing, consistent service delivery, and honoring loyalty rewards—elements crucial for retaining customers in service-intensive industries (Ravald & Grönroos, 1996).
Also critical to understanding CRM's role in retention is the Expectation-Confirmation Theory (ECT) by Oliver (1980), which explains customer satisfaction as the result of expectations being met or exceeded. If guests at Whitefield Hotel find that their pre-visit expectations align with or are surpassed by actual service experiences, they are likely to be satisfied and more inclined to return. This theoretical perspective aligns with the idea that customer retention is heavily dependent on closing the expectation-performance gap, especially in environments where experiential quality is a key differentiator (Bhattacherjee, 2001).
Moreover, the Resource-Based View (RBV) of the Firm, as introduced by Barney (1991), posits that a company’s competitive advantage stems from its ability to utilize rare, valuable, and inimitable resources—of which CRM can be a strategic asset. For Whitefield Hotel, leveraging CRM systems as a unique organizational resource allows it to gather, analyze, and act on customer data in ways that enhance personalization and operational efficiency. By integrating CRM with core business functions, the hotel can offer differentiated guest experiences that foster retention, giving it an edge over competitors in Ilorin’s hospitality market (Wernerfelt, 1984).
The Customer Equity Framework also contributes to the theoretical understanding of how CRM affects long-term value creation. Rust, Zeithaml, and Lemon (2000) define customer equity as the total combined customer lifetime values. This model is composed of three drivers: value equity (perceived value for money), brand equity (perceptions about the brand), and relationship equity (efforts to build and maintain customer loyalty). CRM strategies that enhance relationship equity—such as personalized communications, exclusive offers for repeat guests, and loyalty clubs—can increase customer lifetime value, which is directly tied to retention (Kumar & Reinartz, 2006).
In addition, the Social Exchange Theory developed by Blau (1964) offers insight into the reciprocity in customer-business relationships. This theory suggests that individuals engage in social or business relationships based on a cost-benefit analysis and a sense of mutual gain. Applied to Whitefield Hotel, when customers feel that they are receiving more value than they are giving (e.g., through exceptional service, attention to detail, or meaningful interactions), they are more likely to continue the relationship. Therefore, CRM initiatives must not only gather and analyze data but also focus on delivering relational benefits that outweigh customers’ switching costs (Homans, 1958).
2.4. EMPIRICAL REVIEW
Numerous empirical studies have explored the relationship between Customer Relationship Management (CRM) and customer retention, with findings affirming a strong and positive correlation between the two. For instance, Mohsan et al. (2011) conducted a study on CRM and its impact on customer retention in the banking sector of Pakistan. The study revealed that effective CRM practices significantly increase customer satisfaction and loyalty. The researchers concluded that a well-structured CRM system allows organizations to identify customer needs, tailor services, and ultimately foster long-term relationships. Although conducted in the financial industry, the principles are applicable to the hospitality industry, including Whitefield Hotel Ilorin, where customer interactions and satisfaction are critical to business continuity.
Similarly, Nguyen, Sherif, and Newby (2007) examined the role of CRM in customer loyalty in the hotel industry and found that personalization, service responsiveness, and the ability to respond to customer feedback positively influenced retention rates. Their study emphasized that hotels with structured CRM practices outperformed others in terms of guest loyalty and repurchase intentions. In the context of Whitefield Hotel, applying such practices—like tracking guest preferences, offering loyalty incentives, and maintaining consistent communication—could be pivotal to encouraging repeat patronage in a competitive market like Ilorin.
An empirical study by Rahimi and Kozak (2017) assessed the effectiveness of CRM implementation in the European hotel sector and discovered that CRM had a direct impact on customer retention, especially when aligned with overall business strategy. The study found that CRM tools such as guest history tracking, personalized room offerings, and follow-up services led to increased guest satisfaction and long-term loyalty. This reinforces the idea that CRM is not merely an operational tool, but a strategic asset that can drive customer retention when fully integrated across departments.
In Nigeria, Oyeniyi and Abiodun (2010) conducted research on customer loyalty and CRM practices in the telecom sector, with findings that support the claim that relational strategies have a significant impact on retention. The researchers noted that frequent communication, service customization, and quick complaint resolution were key drivers of customer loyalty. Although the study focused on a different industry, these CRM strategies are applicable in the hospitality setting where guest experience and service personalization remain top priorities.
Another relevant study by Sani, Oduwole, and Odunlami (2020) focused on CRM practices and customer retention in selected Nigerian hotels. Their findings indicated that CRM initiatives like feedback systems, reward programs, and personalized services were strong predictors of customer loyalty. The study showed that customers who felt recognized and valued were more likely to return and recommend the hotels to others. For Whitefield Hotel Ilorin, such practices could be a game changer in ensuring guests not only return but also act as brand ambassadors through word-of-mouth and online reviews.
A study by Sin, Tse, and Yim (2005) investigated CRM components such as customer orientation, knowledge management, and technology-based CRM tools. The research demonstrated that companies that excelled in these areas experienced higher levels of customer retention and profitability. This empirical finding supports the need for Whitefield Hotel to invest in modern CRM technologies and staff training to boost its competitive advantage and increase customer stickiness.
Lastly, Akroush et al. (2011) explored CRM effectiveness across multiple sectors in Jordan, and found a strong link between CRM dimensions (information sharing, service quality, and customer focus) and retention rates. Their study concluded that businesses that made CRM a company-wide culture experienced higher levels of repeat business. Applying this to Whitefield Hotel suggests that a hotel-wide CRM philosophy—where every department contributes to customer satisfaction—could be instrumental in building a loyal customer base in Ilorin.
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CHAPTER THREE
RESEARCH METHODOLOGY
3.1 PREAMBLE 
This chapter presents the methodological blueprint adopted for the study. It outlines the research design, population, sampling technique, sample size determination, method of data collection, instrument design, validation procedures, method of data analysis, and ethical considerations. The methodological orientation is informed by the need to obtain robust, valid, and reliable data to investigate the nexus between Customer Relationship Management (CRM) and customer retention, with a specific focus on Whitefield Hotel Ilorin.
3.2 Research Design
This study employed a descriptive survey design, integrating both quantitative and qualitative approaches (a mixed-method paradigm). This choice of design was informed by the dual need to statistically establish patterns and correlations, and to capture deeper insights into customer perceptions and organizational CRM practices (Creswell & Plano Clark, 2017). The descriptive nature of the survey enabled the researcher to collect data from a cross-section of hotel guests and staff in order to assess how CRM strategies influence repeat patronage and customer loyalty.
3.3 Population of the Study
The population of the study comprised two categories:
1. Internal Stakeholders: Operational and customer service staff at Whitefield Hotel Ilorin who are directly involved in the implementation of CRM activities.
2. External Stakeholders: Guests of the hotel who have experienced CRM touchpoints such as loyalty programs, feedback systems, or personalized services.
According to internal reports and records accessed through managerial permission, the hotel employs approximately 80 staff across its front desk, marketing, and guest relations departments, and entertains an average of 400 repeat guests per month. These formed the sampling frame for the study.
3.4 Sample Size and Sampling Technique
A total sample size of 200 respondents was selected, comprising 150 hotel guests and 50 staff members. The sample size for guests was determined using Taro Yamane’s formula for finite population sampling:
n=N1+N(e)2n = \frac{N}{1 + N(e)^2} 
Where:
· n = sample size
· N = total population (estimated 400 regular guests)
· e = margin of error (5% or 0.05)
n=4001+400(0.05)2=4001+1=200n = \frac{400}{1 + 400(0.05)^2} = \frac{400}{1 + 1} = 133
From this population, stratified random sampling was employed to ensure representation across different customer categories (e.g., business travelers, event guests, leisure customers), while purposive sampling was used to select staff with direct roles in CRM implementation.
3.5 Method of Data Collection
Data collection involved the use of structured questionnaires and semi-structured interviews. The questionnaire, administered to both guests and staff, contained both closed-ended and Likert-scale items designed to evaluate perceptions of CRM practices and their effect on customer satisfaction and retention. The semi-structured interviews were conducted with hotel management staff and selected frequent guests to gain in-depth qualitative insights on strategic CRM practices, customer satisfaction, and loyalty development.
3.6 Research Instrument
The research instrument was developed based on previous validated studies (e.g., Sin et al., 2005; Rahimi & Kozak, 2017), and was divided into four sections:
· Section A: Demographic Information
· Section B: CRM Dimensions (e.g., personalization, responsiveness, loyalty programs)
· Section C: Customer Satisfaction Metrics
· Section D: Customer Retention Indicators (e.g., repeat visits, word-of-mouth, brand advocacy)
The instrument used a 5-point Likert scale ranging from Strongly Disagree (1) to Strongly Agree (5) to assess the degree of agreement with various CRM and retention statements.
3.7 Validity and Reliability of Instrument
Content validity was established through expert review by two university lecturers and one industry professional who evaluated the relevance, clarity, and alignment of each item with the study objectives. Construct validity was ensured through the adaptation of items from established CRM scales. For reliability testing, a pilot study was conducted with 20 respondents (10 staff, 10 guests), and the internal consistency of the instrument was measured using Cronbach’s Alpha, which yielded a coefficient of 0.87, indicating high reliability (Nunnally & Bernstein, 1994).
3.8 Method of Data Analysis
Data collected from the quantitative instruments were coded and analyzed using Statistical Package for the Social Sciences (SPSS) Version 26. Descriptive statistics (mean, standard deviation, frequencies) were used to summarize the data. Inferential statistical tools such as Pearson Correlation Coefficient and Linear Regression Analysis were used to test the strength and direction of the relationship between CRM practices and customer retention. Interview transcripts were analyzed using thematic content analysis, allowing patterns, narratives, and insights to be drawn from qualitative data.
3.9 Ethical Considerations
This research adhered to standard ethical protocols. Informed consent was obtained from all participants after providing full disclosure on the purpose and use of the study. Respondents were assured of anonymity, confidentiality, and the right to withdraw from participation at any time without consequence. Permission to conduct the study was granted by the management of Whitefield Hotel Ilorin, and all data collected were stored securely and used strictly for academic purposes.
The methodology adopted for this study was designed to provide a rigorous, multi-dimensional understanding of how CRM practices influence customer retention at Whitefield Hotel Ilorin. The combination of quantitative and qualitative methods ensures that both measurable patterns and contextual insights are captured, thus enriching the validity and applicability of the findings.


CHAPTER FOUR
RESULTS AND DISCUSSION
4.1 Preamble
This chapter presents the relevant data of the results obtained from the field work to address the objectives of the study. It also presents analysis and discussion of the results and findings in the light of existing literature on relationship marketing. This study was made to evaluate customer relationship management practices and customer retention in the Whitefiled Hotel, Ilorin as a case study.
In this chapter, the data collected for the study were analyzed and interpreted. The data is presented in tables beginning with demographic variables and then research questions that are formulated to guide the research. The first part of the chapter considered the demographic background of the respondents, focusing on sex, level of education and numbers of years with the whitefield hotel. The second part presented the findings from the study in relation to the research question.
Demographic Data constitute the criteria of respondents that were used for the research. Demographic information taken for the purpose of this research includes gender, age group, educational level and tenure dealing with the Whitefield hotel. Below explains the details of the demographic data in tabular.
4.1.1 Gender
A total of forty (40) questionnaires were distributed among the customers of the Whitefield hotel, Ilorin; there were 20 males and 20 females representing 50% each. This means that, the services of the Whitefield hotel is patronized by both males and females.
Table 4.1 Gender
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	20
	50.0
	50.0
	50.0

	
	FEMALE
	20
	50.0
	50.0
	50.0

	
	Total
	40
	100.0
	100.0
	


Source: Field work, 2025.
4.1.2 AGE
The next demographic variable of the participants examined was their age. The results showed that, the majority of the respondents were in the age bracket of 20 – 29 years. This was followed by the age bracket of 40-49 years. 30-39 years also followed and lastly was the ages of 50 years and above. This means that, those below the age of 20 years do not patronize the services of the whitefield hotel. This is shown in Table 4.2 below.
Table 4.2 Age
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-29YRS
	21
	52.5
	52.5
	52.5

	
	30-39YRS
	6
	15.0
	15.0
	67.5

	
	40-49YRS
	10
	25.0
	25.0
	92.5

	
	50YRS	AND ABOVE
	3
	7.5
	7.5
	100.0

	
	Total
	40
	100.0
	100.0
	


Source: Field work, 2025.
4.1.3 Level of EducationFrequency
Percent
Valid Percent
Cumulative Percent
Valid
WASCE
9
22.5
22.5
22.5

DIPLOMA
8
20.0
20.0
42.5

DEGREE
15
37.5
37.5
80.0

POST GRADUATE
8
20.0
20.0
100.0

Total
40
100.0
100.0



4.1.4 Table 4.3 Level of Education










Source: Field work, 2025.
From the above table 4.3, it can be noted that customers holding degree constitute 37.5% of the respondents, those holding WASCE as their highest certificate also constitute 22.5% which is followed by the respondents/customers who hold a DIPLOMA OR POST GRADUATE degree constituting 20% each of the respondents. Educational level of respondents from this perspective could be said to be balances since no section hold more extremely than the other. Meaning people at different levels of the educational ladder engage the services of Whitefield hotel.
4.1.5 Period a Customer has patronized the services of the Whitefield hotel
Respondents indicated their number of years of patronizing the Whitefield hotel as required by the researcher. From their response, it was gathered that 27 of the respondents representing 67.5% had been patronizing from Whitefield hotel within the last 5 years, while 12 of the respondents representing 30% also indicated that they have been patronizing the services of Whitefield hotel between 5-9years and only one of the respondents indicated he has been patronizing the services of the insurance between 15-19years. This indicates that, the whitefield hotel has some loyal customers and is able to retain them. This could be as a result of the services they provide. This is illustrated in the table 4.4 below
Table 4.4Period a Customer has patronized the services of the Whitefield hotel
	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	<5YRS
	27
	67.5
	67.5
	67.5

	
	5-9YRS
	12
	30.0
	30.0
	97.5

	
	15-19YRS
	1
	2.5
	2.5
	100.0

	
	Total
	40
	100.0
	100.0
	


Source: Field work, 2025.
The next part of the analysis deals with the direct questions to the respondents. For the analysis sake and due to the way the responds were arranged, the Likert scale applied here was, 1=Strongly agree, 2=agree, 3=Neutral, 4=disagree, and 5=Strongly disagree while the Uo was set at 2.5, with 95% as the significance level in accordance with the antecedent. Three things must occur at the same time for an item to be accepted as measuring a particular dimension. 1) It must have a mean score of less than 2.5; 2) it must have a t-value of equal or greater +-1.65; and 3) it must be statistically significant at 0.05 (p-value = or < 0.05). The absence of any would mean the rejection of that variable.
4.1.6 Trust
Trust as seen as one of the variables that is considered in relationship marketing was the first issue the questionnaires sort to inquire into. To vividly explain the table below and the responds that were given by the respondents the following has to be noted. From the area stated questionnaire in the table:
1 = Always trust Whitefield hotel
2 = High Integrity
3 = Ability to keep Promise
4 = I’m considered in making important decisions
5 = management doing their best to have a long term relationship with me
6 = Always been checked on by the whitefield hotel
Table 4.5 Trust
	QUES
	TEST VALUE = 2.5
	
	

	
	T
	Mean
	Sig. (2-tailed)
	Mean Difference

	1
	-3.399
	2.1000
	.002
	-.40000

	2
	-4.416
	2.0000
	.000
	-.50000

	3
	-3.250
	2.0500
	.002
	-.45000

	4
	-2.762
	2.2000
	.009
	-.30000

	5
	-5.597
	1.8000
	.000
	-.70000

	6
	-1.030
	2.3500
	.309
	-.15000


Source: Field work, 2025
As shown in table 4.5 above, all six (6) questions fell within a positive rating or scale indicating that customers trust Whitefield hotel. However, all the questions proved to be a significant factor as far as Trust was concern except the 6th variable/question which fell out of range as its’ sig value was above 0.05.
4.1.7 Commitment
The next integral factor that was discussed was the level of commitment of Whitefield hotel to see their clients/customers satisfaction. As explained in the literature review, commitment to customers satisfaction is one factor that relationship marketing takes into consideration to retain their customers. Under this section also, six different questions were asked and customers’ responds were analyzed to indicate whether the whitefield hotel is committed and if their commitment level plays any role in their decision to always seek to patronize their services.
Table 4.6 Commitment
	QUES
	TEST VALUE = 2.5
	
	

	
	T
	Mean
	Sig.	(2-
tailed)
	Mean
Difference
	Std.
Deviation

	7
	-1.207
	2.3250
	.002
	-.17500
	.91672

	8
	-.495
	2.4250
	.000
	-.07500
	.95776

	9
	-3.569
	2.1000
	.002
	-.40000
	.70892

	10
	-.4953
	2.5750
	.009
	.07500
	.95776

	11
	-1.275
	2.3000
	.000
	-.20000
	.99228

	12
	-1.884
	2.2500
	.309
	-.25000
	.83972


Source: Field work, 2025.
The corresponding meanings of the various question numbers are: 7 = issues are seen from the customer’s point of view8 = customers intention to maintain and develop relation with IWhitefield hotel 9 = ready to put in all effort to make the relationship work10 = IWhitefield hotel spends effort in maintaining the relationship 11 = Satisfied with relationship with Whitefield hotel12 = was right to seek the services of IWhitefield hotel
Four questions verifying customers’ commitment to the IWhitefield hotel were statistically significant below 0.05. The questions 7, 8, 9 and 11 are these which make it clear that customers feel that the level of the whitefield hotel’s commitment to customers is high. The other issue that whether the customers were certain of their choice to seek the service of IWhitefield hotel could be an issue to query but as it seems their choice might not have been the best but they ended up appreciating and getting satisfied with the services rendered by IWhitefield hotel. Also since the mean of almost all the question is below 2.5, it could be realized that the question asked by the researcher proved necessary and therefore was those factors contributed to the commitment the Insurance had to their customers.
Social Bonds Table QUES
TEST VALUE = 2.5



T
Mean
Sig. (2-tailed)
Mean Difference
Std.
Deviation
13
.787
2.6250
.436
.12500
1.00480
14
-1.786
2.2250
.082
-.27500
.97369
15
-1.864
2.2000
.070
-.30000
1.01779
16
-3.009
2.1500
.005
-.35000
.73554


4.7 Social Bonds








Source: Field work, 2025.
The above table 4.7 explains how customers are attached personally to Whitefield hotel. Customers upon feeling respected and appreciated in the organization aims on always visiting the organization and having felt the same way they felt upon their previous visit. The significance nature of these questions seemed lower and proved insignificance but the mean are above the limit i.e. 2.5 which makes it appropriate question to determine the importance of the factors asked on determining their social bond.
4.2 Customer Orientation
This section seeks to know the limit to which customers are made aware of the situations and developments of the whitefield hotel.
Table 4.8 Customer Orientation
	QUES
	TEST VALUE = 2.5
	
	
	

	
	T
	Mean
	Sig. (2-tailed)
	Mean
Difference
	Std.
Deviation

	17
	-2.173
	2.2250
	.036
	-.27500
	.80024

	18
	-.458
	2.4250
	.649
	-.07500
	1.03497

	19
	.000
	2.5000
	1.000
	.00000
	1.03775

	20
	-3.612
	2.0250
	.001
	-.47500
	.83166

	21
	-5.759
	1.8750
	.000
	-.62500
	.68641

	22
	-4.760
	1.9750
	.000
	-.52500
	.69752

	23
	-2.687
	2.1250
	.011
	-.37500
	.88252


Source: Field work, 2025.
It can be deduced from the table above that the variables which are the questions that was asked by the researcher to respondents contributes to the objective of the researcher. Their significant on the average can be seen as 0.005 which out of seven questions, three was seen significant.
The average level of mean required to say for a fact that majority of the respondents agreed to the fact that the whitefield hotel always communicates to them changes and other issues they have undergone for improvement of services is 2.5. Any mean below shows a high output which is seen in this instance. Almost all the variables responds below 2.5 as mean except question 19 which had exactly 2.5.
4.2.1 Customer Satisfaction
The researcher asked various questions from customers to determine their level of satisfaction of the services rendered to them by IWhitefield hotel. As indicated earlier, the test value was also set here at 2.5 indicating that any mean result from respondents to a question below 2.5 is accepted. In addition to this the significant level of the questions to the area of discussion has to be below 0.05 to be deemed as significant.
It can be seen from the table 4.9 below that the mean distributions of the various responds from respondents were all below the 2.5 acceptable frame which makes them accepted but it was only one that produced a significant level above the 0.05. But in all it can be concluded that majority of them are satisfied with the services rendered by Whitefield hotel
Table 4.9 Customer Satisfaction
	QUES
	TEST VALUE = 2.5
	
	
	

	
	T
	Mean
	Sig. (2-

tailed)
	Mean

Difference
	Std.

Deviation

	24
	-2.683
	2.0500
	.011
	-.45000
	1.06096

	25
	-3.371
	2.0250
	.002
	-.47500
	.89120

	26
	-4.093
	1.8750
	.000
	-.62500
	.96576


Source: Field work, 2025.
4.2.2 Customer Retention
Customer retention here seeks to indicate the customer decision and readiness to maintain a relationship with Whitefield hotel as a result of the research conducted. As indicated in the research objective, customer retention is one vital area for consideration as far as this research was taken into consideration. Customers by their responds to the various questions asked by the researcher indicate their readiness to continue patronizing the services of Whitefield hotel.
The table 5 below represents the findings of the issues asked under the customer retention.
Table 4.10 Customer Retention
	QUES
	TEST VALUE = 2.5
	
	
	

	
	T
	Mean
	Sig. (2-
tailed)
	Mean
Difference
	Std.
Deviation

	24
	6.426
	3.7000
	.000
	1.20000
	1.18105

	25
	-1.464
	2.2500
	.151
	-.25000
	1.08012

	26
	-2.449
	2.3000
	.019
	-.20000
	.51640

	27
	-4.634
	1.8750
	.000
	-.62500
	.85297

	28
	-4.634
	1.8750
	.000
	-.62500
	.85297


Source: Field work, 2025.
4.3. Discussion of the findings
This research study, which is focused on an assessment of customer relationship management practices and customer retention; the case of Whitefield hotel, Ilorin has been carried out to the latter. Certain findings have been made that attract a summary discussion here.
Firstly, it was discovered that service quality is an essential ingredient for customer retention in the Whitefiled Hotel. This confirms the study of Brink and Brendt (2008) who asserted that the only way to keep some customers loyal is by giving them a reason to be loyal. Aim for businesses should be to make customers satisfied and the more customers are satisfied,
the more they become loyal to your brand and keep coming back for more. Customer retention is an indispensable tool for successful customer relationship management practices in the Whitefiled Hotel. Therefore the primary role of management of such industries is to discover various strategies that will suit their target market and enable them to gain and retain them.
The peculiar characteristics of the Whitefiled Hotel being, essentially, a service industry make the analysis of these factors particularly beneficial in terms of an whitefield hotel’s profitability, market-share, maintaining a pool of loyal customer and sustainability of the company.
In reality, a customer who stays with an institution or company for long is much more profitable than searching for prospects (Reichheld & Kenny, 1990; Rust & Zahorik1993). Numerous reasons such as reducing high cost of searching and catching the attention of prospects, expanding the volume of sales and profits, and advertising by customers through word of mouth. When customers understand clearly the services of the company, this influences the customer’s willingness to stay with the institution hence customer retention. Furthermore, customer retention positively affects the organizations returns, productivity, reducing switching of customer to competitors and introducing fresh prospect (Felvey, 1982; Reinartz& Kumar, 2000).
Additionally Reichheld and Teal (1996), recommend that when a customer gets use to the company’s dealings, they make very important business connections, purchase many products, and become less responsive to price of the products of the company.
From this follows the need to adopt a customer relationship management practice that will take into account all the factors which have a direct or indirect bearing in the implementation of this strategy. On the other hand, customer retention programme as an integral part of
customer relationship management practices can only be executed within the context of these strategies given the need to build, enhance and maintain relationship with customers within the framework of such parameters as trust, commitments, co-operation, and communication and shared values. Several variables of value have been identified as essential components of relationship building process. Evidently (Ravald & Gronroos, 1996), compared relationship values with safety, credibility, and security, which, in turn, build trust, commitment, communications, promise and conflict handling. A combination of those then increases loyalty and may influence in a collectively beneficial relationship for suppliers and shoppers.
This calls for critical analysis of the customer relationship management practices in the organization. Whitefield hotel has customer relationship practices for achieving customer retention. This begins with ensuring that customers have their trust in the services of Whitefield hotel.
This is done by the management and staff of Whitefield hotel frequently communicating with their customers and informing them of the whitefield hotel’s new products and services. Sharing information sustains the quality of relationship. Information as a main resource can help organizations to appreciate their customers and reinforce their customer base against their competitors (McKean, 1999; Fruchter & Sigue, 2005). Thus, distributing information with customers can make and retain the assurance of customers. Hence, sharing information often with customers can help organization to retain them (Crosby et al., 1990).
Almost every customer has an expectation of how their transaction with Whitefield hotel will be. In view of this expectation, the management of Whitefield hotel has have put in place measures to ensure the demands of the customers are fulfilled satisfactorily. It was noted in the study that some customers will always choose the services of Whitefield hotel because of the trust they have in the whitefield hotel.
Also the commitment of Whitefield hotel to its customers was not well explained as most customers indicated that although they were committed to the whitefield hotel, the company usually overlooks the commitment it owes to the customers in an attempt to satisfy the Whitefield hotel’s goals. This mostly had customers wondering whether to continue patronizing their services or try the services of another whitefield hotel. In the paper of (Kim et al, 2003) a framework of CRM was proposed from information processing view point in the aspects of relationship initiation, worth, positioning and commitment. The approach suggests that, customer information is crucial in administrating, attracting and retaining successful relations with customers across the developmental phases. The argument continues that, when organizations concentrate on their association with customers, some of the customers will be retain and provide value for the firm in terms of generating higher profits. Therefore, Whitefield hotel can improve the relationship with customers by fully committing to the customers.
In conclusion, Whitefield hotel has only two management members who mostly keep track of their customers and perform most of the operational duties. This presumably affects the general practice of relationship building between the whitefield hotel and the customers. Therefore the management is required to train additional employees on customer relationship management practices.
This will aid in carrying out effective customer relationship management practices as an improved ratio of staff to customer will mean customers will have enough time when accessing the services of Whitefield hotel.


CHAPTER FIVE
SUMMARY FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1 Summary of findings
Based on the perspective that the researcher focused the research work, customers were given the priority to determine the modes management of the Whitefield hotel can use to retain them. And the findings indicates that customers loyalty to the Whitefield hotel depends on various factors such as the company’s level of trust the customers perceives, also the level of social bonds between the Whitefield hotel and the customers, the extent to which the Whitefield hotel is willing to commit to their relationship to the customers and also the level of due care the Whitefield hotel owns to the customers.
This can be ascertain that the responds from the respondents in this research were not bias since not only did they indicate their different level of each variable considered by the researcher but also clearly distinguished their responds based on their individual desires and wants. Thus to say each variable to every respondents has its own grading system. But the fortunate things were that respondents’ satisfaction means so much to them when they are considering revisiting the hotel to enjoy their services.
It was also found out in the research that, for customer to determine whether or not to maintain his/her relationship with the Whitefield hotel and continue to patronize their services had a little or nothing to do with the tenure of their patronization of their services but has a lot to do with their first point experience and the level of satisfaction they got from the Whitefield hotel.
5.2 Conclusions
The study is purposely meant to impact the Whitefield Hotel in the area of maintaining their existing customers and through them marketing themselves and making new customers. In this study, the researcher came across several findings and from the findings made various conclusions which based on the researcher’s view can be accepted by the other insurance companies particularly, Whitefield Hotel as a guide for customer relationship management approach to retain its customers.
The basic standard deviation and mean used in the analysis proved the variables selected for this research are significant and therefore when the various selected variables are employed into the running of various insurance companies, customer retention would be a great advantage to the management.
To enhance customers’ satisfaction, the following critical issues can be adopted in the Whitefield Hotel:
· Efficient technology and internet facilities
· Regular update of customer database.
· Practicable loyalty programme to stimulate switching barriers.
· Efficient internal marketing activities and
· Ensure provision of the services that continuously satisfy customers.
Also it was deduced that customer satisfaction is the most important factor to consider when you aim at maintaining the existing customers and through them advertising the Whitefield hotel and getting more customers. This is basically through the word of mouth recommendation. Their continue visit and using of the facilities of the Whitefield hotel automatically draws others to find out the special experience that is pulling him/her to the place.
This as explained doesn’t mean that the other variables examined above such as trust, social bonds, orientation etc doesn’t contribute in the retention of customers but the concluding fact from the findings states that customers satisfaction means in lot in terms of aiming to retain them.
5.3 Recommendations
In view of the findings, this research study carried out which is concerned with evaluation of relationship marketing strategies for customer retention in the Whitefield Hotel in Ilorin  with Whitefield Hotel, Kumasi as a case study. The following recommendations have been put forward which will go a long way to assist insurance companies to develop strategies for customer retention for sustainability of their business by enhancing their profitability and increase in market share.
Insurance companies need to establish the rationale for building, enhancing and maintaining relationships in insurance enterprises so as to tap from the numerous potentials and benefits accrued from it. Sources of customer satisfaction should be identified to enable the Whitefield hotel improve on the current level of services performance and examine areas where product or service innovations could be made. This would assist the Whitefield hotel assess the processes of relationship building and enhancement such as trust, commitment and communication. In addition, the Whitefield hotel should understudy the peculiarity of the Ilorin is an environment such as security and crisis management. To command an adequate number of loyal customers, Whitefield Hotel should consistently improve on its quality of service to address the preference of the customers and consider the five service quality constructs of reliability, assurance, tangibility, empathy, and responsiveness.
Finally, the Whitefield hotel should introduce and implement customer switching barriers and introduce other customer oriented incentives to ensure continued customer loyalty and customer retention.
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