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ABSTRACT
The abstract explores the impact of effective customer relationship management (CRM) on customer retention, focusing on a case study of selected customers of GTBank PLC. In an increasingly competitive banking sector, customer retention has become crucial for sustaining profitability and growth. The study investigates how GTBank’s CRM strategies, including personalized services, efficient issue resolution, and enhanced customer engagement, contribute to customer loyalty and retention. Through qualitative and quantitative analysis, the research identifies key factors that influence customer retention, such as service quality, customer satisfaction, and the effectiveness of communication channels. The findings indicate that customers who experience consistent, high-quality interactions with GTBank are more likely to remain loyal and continue their banking relationships. The study also highlights the importance of understanding customer needs and preferences in designing CRM strategies that foster long-term relationships. Ultimately, the research concludes that effective customer relationship management is a critical driver of customer retention in the banking industry. For GTBank, leveraging CRM practices not only strengthens customer loyalty but also enhances the overall customer experience, providing a competitive edge in the market.
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[bookmark: _Toc76699395]CHAPTER ONE
[bookmark: _Toc76699396]Introduction
[bookmark: _Toc76699397]1.1 	Background of the Study 
Personnel is the most valuable assets of any organization (Sunny, 2010). There could be state of the art, machines, materials and even money yet nothing gets done without manpower. Knowledge is the ability, the skill, the understanding, the information, which every employee is required to acquire to function effectively and for the organization to function efficiently. Therefore, training and development play a vital role in improving performance as well as increasing productivity and eventually putting companies in the best position to face competition and stay at the top. This means that there is a significant difference between the organizations that train their employees and organizations that do not
It is important to replace lost business, grow the business and expand into new markets, one of the primary goals is to keep existing customers and enhance customer relationships (Weinstein, 2002). Thus, the cost of acquiring new customers can be up to 10 times the cost of retaining existing ones, and even a small increase in retention rates can add thousands of cedes to premium revenue. 
Although finding new customer is very important, the emphasis is shifting towards retaining profitable customers and building lasting relationship with them. Companies have also discovered that losing a customer means losing not just a single sale but also a life time’s worth of purchase and referrals. In effect, the double goal of marketing is to attract new customers by promising superior value and retain current customers by delivering satisfaction (Kotler & Armstrong, 2011). 
Most insurance product developments are easy to increase and when insurance companies provide nearly similar services, they can only distinguish themselves based on effective customer relationship management (CRM) and customer satisfaction practice. Customer retention is the central concern for CRM. Customer satisfaction, which refers to the comparison of customers‟ expectations with his or her perception of being satisfied, is the essential condition for retaining customers (Kracklauer et al., 2004). Therefore, customer retention is an effective and importance tool that insurance companies can use to gain a strategic advantage and survive in today’s ever increasing insurance competitive environment. 
[bookmark: _Toc76699398]CRM represents an activity to developed full-knowledge about customer behavior and preferences in order to initiate programs and strategies that encourages customers to continually enhance their business relationship with the company (Parvatiyar A & J. N. Sheth, 2001). The strategies of customer relationship management are anticipated to curtail occurrence of service failures that motivate customer to switch in the insurance industry (Crosby et al., 1990; Jones & Farquhar, 2003; Best, 2002; Mithas et al., 2005; Uppal, 2008 and Sharma et al., 2011). Furthermore Verhoef (2003), study demonstrates that, CRM positively affect customer retention. Verhoef & Donkers (2001), confirm that CRM allows insurance companies to employ strategies with the help of customer databases in administrating personal customer relationships effectively towards retention. Customer relationship management has typically been viewed as an important determinant affecting customer retention.
According to Boulding et al. (2005, p. 156) and Dimitriadis and Stevens (2008), CRM is the result of integration and evolution of marketing ideas and technological resources, information, and organizational forms: 
"Not only does CRM build relationships and use systems to collect and analyze data, but it also includes the integration of all these activities across the firm, linking these activities to both firm and customer value, extending this integration along the value chain, and developing the capability of integrating these activities across the network of firms that collaborate to generate customer value, while creating shareholder value for the firm."
1.2  	Statement of Problem 
		Insurance companies offer inimitable financial services which promotes the growth of every nation. The services range from the underwriting of risks common in economic entities and the mobilization of large amount of funds through premiums for long term investments. The risk absorption role of insurers ensures financial stability in the financial markets and provides a sense of security to economic entities. The business world without insurance is unsustainable since risky business may not have the capacity to retain all kinds of risks in this ever changing and uncertain global economy (Ahmed et al., 2010). Indeed, a well-developed and evolved banking is a boon for economic development as it provides long- term funds for infrastructure development of any economy (Charumathi, 2012). The National Insurance Commission, the regulatory body of the Nigerian banking sector, has therefore intensified its supervision, field visits, and has adopted a risk-based assessment of banking activities. All of these regulatory measures are to ensure that the performance of insurance companies is in sound condition. 
In spite of the important role of the banking sector, there is little information in the bank to help professionals to work to make good policies and address the needs of customers and formulate effective policies. Availability and easy access to accurate statistics on the Nigerian banking market remains a big challenge to the sector today.  Most Nigerians therefore are totally at a loss about what actually transpires in the bank. This has affected insurance penetration negatively in Nigeria. 
Most of the Nigerians insurers argue that, the insurance business is drenched however there is high participation of foreign insurance companies indicating the unexploited opportunities in the country (Ansah-Adu et al., 2011).   
[bookmark: _Toc76699399]Additionally, the impact of CRM practices on different industries have been extensively studied as well in areas such as hotels (Lo et al., 2010), retailing (Gummesson, 2004; Long et al., 2013; Payne et al., 2005; Minami & Dawson, 2008), banking services (Dimitriadis, 2010; Anabila , 2010), tourism (Ozgener & Iraz, 2006), transport services (Cheng et al., 2008), cellular industry (Saadat et al., 2013) and public services (Pan et al., 2006).  Despite these numerous studies, there is a relatively low literature on the effects of CRM on customer satisfaction in the insurance industry (Rastghalam et al., 2014; Verhoef, 2003) and to examine the influence of CRM practices on customer retention in the insurance industry.  Furthermore, there is no research conducted to examine the mediation role of customer satisfaction on the relationship between the effect of CRM on customer retention in the insurance industry at large and particularly in Ghana from the customer’s perspective (see Abu, 2011).
1.3 [bookmark: _Toc76699400]	Research Questions 
Based on the objectives set above, the study seeks to answer the following questions: 
i. What are the relationship between customer relationship and customer retention in Gtbank?  
ii. What are the relationship between customer satisfaction and customer retention in Gtbank? 
iii. What is the mediating role of customer satisfaction in the relationship between customer relationship management and customer retention in GTB? 
1.4 	Research Objectives 
The main aim of the study is to explore the impact of effective customer relationship on customer retention a case study of selected customer of GTB Plc. with customer satisfaction playing the mediating role. The specific objectives would be as follows:  
i. To examine the relationship between customer relationship and customer retention in Gtbank. 
ii. To examine the relationship between customer satisfaction and customer retention in Gtbank. 
iii. To examine the mediating role of customer satisfaction in the relationship between customer relationship management and customer retention in Gtbank.  


1.5   Research Hypotheses
The following hypotheses were tested in this study;
H1: There is a positive effect of customer relationship on customer retention in GTB in Ilorin. 
H2:  customer satisfaction is expected to have a significant effect on customer retention in GTB in Ilorin. 
H3: There is a positive impact of CRM on customer satisfaction in GTB in Ilorin. 
H4: Customer satisfaction mediates the impact of customer relationship management on customer retention in GTB in Ilorin. 
[bookmark: _Toc76699401]1.6 	Significance of the Study 
The results of this study would hopefully be significant in the sense that it would enable banking companies to better understand why customers defect; the impact of customer relationship and the various motivational factors which could be harnessed to inspire customers to retain them to increase and sustain productivity.  The study would also contribute to the little existing knowledge on customers‟ retention in the banking sector in relation to the effects of company’s profitability.  
[bookmark: _Toc76699402]1.7 	Scope of the Study 
[bookmark: _Toc76699406]The total number of GTB banks in Ilorin metropolis are (15). The study would be limited to the selected GTB branch {Tanke road, Ilorin}, {Unilorin road, Ilorin} and {Unity road, Ilorin}). The customers would comprise the study population and the study would be carried out in the space of some months.
1.8	Definition of Terms
Customer Relationship Management (CRM): A strategic approach that involves managing a company’s interactions with current and potential customers. CRM typically uses data analysis to study large amounts of information to improve business relationships, focusing on customer retention and driving sales growth.
Customer Retention: The ability of a company or product to retain its customers over a specified period. It is often expressed as a percentage of long-term customers in comparison to new customers.
Effective Customer Relationship: The establishment of strong, positive relationships between a business and its customers that lead to customer satisfaction, loyalty, and retention.
Customer Satisfaction: A measurement that determines how products or services provided by a company meet or surpass customer expectations. Customer satisfaction is a key indicator of customer retention.
Customer Loyalty: The likelihood that a customer will continue to do business with a company and recommend it to others due to positive customer experiences and satisfaction.
















CHAPTER TWO
[bookmark: _Toc76699407]Literature Review
[bookmark: _Toc76699408][bookmark: _Toc76699409]2.0	 Introduction 
 	In this chapter, based on the research problem presented in the introduction chapter, we will review an essential part of the literature concerning CRM and Conceptual review; Theoretical Framework, Empirical Review and Gap in Literature At the end, a summary of the literature linking CRM to 'customer retention' is provided.
2.1 Conceptual Review
2.1.1 Component of Customer Relationship Management 
Kim et al. (2003) propose a framework of CRM 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, organizations can improve their relationships with customers by properly managing customer information.  A related conceptual framework of CRM was anticipated to integrate business procedures, organizational arrangement, investigative structures and technology to represent customers view (Chan, 2005). Kim et al. (2003), in a different study developed a framework of CRME to consist of customer knowledge, interaction, value and satisfaction. The study declares that, business interactions are handled well only when CRM activities aims at satisfying the customers‟ personal and distinctive needs. Through incorporation of business processes and technology, organizations are able to sustain and improve the relations with customers.  From functional and organizational capabilities perspective, Reinartz et al. (2004 ) offered  a model for CRM processes  based on three different levels of relationships namely; initiation, maintenance, and termination. 
Payne et al. (2005) further studied the significance of business strategy in CRM implementation. The authors developed a model that assigned the business strategy with customer strategy to establish value for both firm and customers. By so doing, the lifetime value of advantageous clients is maximized. Literature discuss above suggests that, when organizations implement CRM processes by considering business strategy, organizational motivation and information technology, then customer relations established can be retained. The integration of these elements permits firms to gain knowledge about profitable customers in order to achieve business performance increase. 
[bookmark: _Toc76699410]2.2 	Customer Retention 
In the competitive environments, customer retention has been shown to be a very important managerial issue in especially the markets with decreasing rate of acquiring new customers. It is admitted as the first goal of CRM because of its capability in delivering superior value for the customers and firms (Ahmad & Buttle, 2002). Therefore, it can be considered as the primary goal of the organizations practicing CRM strategies and applications (Ang & Buttle, 2006). Although the meaning of customer retention varies between different companies and organizations, they all have come to the conclusion that they can reach many economical objectives by focusing on customer retention such as collecting data about customers to better target and communicate or to customize the interactions with them (Ang & Buttle, 2006). As customers remain loyal, volumes of purchased items will grow and the costs of relationship maintenance reduces because both suppliers and customers know each other better than past. Also, these loyal customers pay higher prices than the new ones, and are less likely to claim for discounts which we should offer to new customers in order to acquire them. However, to increase the net present value of these customers, all of the necessary conditions for CRM programs should be combined effectively (Ang & Buttle, 2006). Weinstein (2002, p. 259) argues that many firms spend most of their energy, time, and marketing budgets to gain new customers. However, because the cost of acquiring new customers is much more than the cost of retaining existing ones, customer retention is very important to most banks and organizations. 
It can be [up to] ten times more expensive to win a customer than to retain a customer – and the cost of bringing a new customer to the same level of profitability as the lost one is up to 16 times more‖ (Lindgreen et al., 2000, p. 295; Ang & Buttle, 2006). However, some organizational processes which can be associated with retaining the customers include the processes for: planning, customer satisfaction measurement, complaints-handling and quality assurance processes (Ang & Buttle, 2006). Finally, to be successful in implementing this program, any company should consider the related issues such as type of customers to be retained and the nature of product or services sold (Ahmad & Buttle, 2002). According to Keiningham et al. (2007, p 364), customer retention is defined as “customers‟ stated continuation of a business relationship with the firm. For Internet service providers (ISPs), it is continuing to use the same provider. For retail banks, it is continuing to maintain an account relationship with the bank. And for discount retailers, it is the continued repeat shopping with the retailer”. For the purpose of this study, customer retention will be defined as the company’s ability to maintain their obtainable customer base. 
[bookmark: _Toc76699411]2.2.1 Components of Customer Retention 
Retaining customer relationships are viewed as one of the crucial possession for companies (Webster, 1992; Collier & Bienstock, 2006). Some previous studies affirms that, maintaining obtainable customers is mostly worthwhile than acquiring new customers (see Rosenberg & Czepiel, 1984; Vandermerwe, 1996). As a result, some researchers have developed interest in examining the strategies for attracting and sustaining good relationships with obtainable customers (Duncan & Moriarty, 1998; Gonza´lez et al., 2004). Finn (2005) suggests that, Relationship quality plays an important role in sustaining long lasting relationship. Researchers have studied relationship quality from customer’s perspective (Crosby et al., 1990; Kumar et al., 1995). 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). One of the efficient way to attract prospects is through the assistance of retain customers who offers referrals (Johnson et al., 2003; Collier & Bienstock, 2006).  A referral from existing customers permits the sales force of the organization to penetrate into markets which are untouchable (Boles et al., 2000). 
However, this strategic business potential of referrals is disregarded by companies (Bachrach, 1999; Connors, 1998) and very little attention has been given to it academically (see Boles et al., 2000). Finn (2005) suggests that, keeping high quality relationship with clients seems to boost their readiness to offer referrals. This leads to achievement of retained relationship. As soon as clients expect continued dealings, the clients will be willing to respond by referring colleagues, family and friends to their companies (Johnson et al., 2003; Washburn, 1996).  Noordewier et al. (1990), advocate that when a company expects a customer relationship to transcend, then the current interaction should be fostered. Continuous communication with the same service provider boosts customer willingness to refer others to their service providers. Base on the above academic literature reviewed, it is suggested that, when quality relationship exist between customers and their service providers, the relationship is sustain mainly by the distribution or sharing of information. Customers then feel close and part of the company which boost their moral to provide referrals to their service providers. This happens mainly because customers anticipate future interaction with their service providers. Therefore, the components of customer retention in this study are; relationship quality, information sharing, willingness to provide referrals and anticipation of future interaction. 


Customer Relationship Management (CRM) 
Increased product availability and mass production techniques have given this chance to customers to be able to choose the items they really desire among the variety of products. Therefore, focusing on customers' expectations is the most important factor for firms to survive in today market places. On the other hand, knowing customer's needs and problems helps the companies to acquire and retain them easier and with less cost (Dimitriadis & Stevens, 2008). Customer relationship management is built on relationship marketing philosophy and redefines the relationship between companies and their customers. Some researchers have defined CRM as a competitive strategy companies adopt to focus on their customer's needs, but others regard it as a discipline to concentrate on development and automation of business process in companies. However, despite the variety of definitions of CRM, they all intend to build customer relationship to create superior value for both the customers and firms (Chatterjee, 2000 cited in Shahin & Nikneshan, 2008). 
Today, companies have realized that the cost of acquiring new customers is far greater than the cost of retaining existing profitable customers. Therefore, with the help of CRM strategies, they are trying to build better and customized relationships with existing customers in order to increase customer satisfaction and build customer loyalty (Ang & Buttle, 2006). Based on Payne and Frow (2004) and Payne and Frow (2005), Dimitriadis and Stevens (2008) emphasizes that CRM creates long-term and profitable relationships with stakeholders and customers by uniting IT technologies and appropriate strategies. Here, the outcome is a mutually beneficial relationship between company and customers that leads to customer loyalty and therefore more profitability for the companies. Winer (2001) considers the customer retention as the final goal of firms practicing CRM programs. He suggests that if firms want to deliver their customers the performance they expect, a comprehensive set of relationship programs is a necessity. He implies that these programs include customization, customer service, rewards programs, community building, and loyalty programs. Ghavami and Olyaei (2006) argue that CRM is one of the key processes in any company and its implementation needs capital investments to integrate marketing, strategy, and technology. Using CRM, companies can achieve competitive advantage provided it is well implemented. In case it is not, customers may leave the company and never come back again. Now, a key question is: what are the elements of a successful CRM program? To answer this question, based on Payne (2001), Ghavami and Olyaei (2006) explain the following four elements:
1) Strategy assessment process 
2) Value creation process 
3) Multi channel integration process 
4) Data repository process
The first process must be done for both business strategy and customer strategy. The components of a business strategy include business vision and competitive characteristics and the components of customer strategy include customer characteristics, choice, granularity, and customers segmentation (Ghavami & Olyaei, 2006).
The second process consists in the value customers receive, the value organization receives, and the customer segment life time value analysis. The values customers receive from a relationship with a company include value proposition and value assessment. Moreover, in a well planed and customized relationship with customers, organizations receive the values of acquisition economics and retention economics (Ghavami & Olyaei, 2006). 
The third process is multi channel integration process. In this step, the components which CRM tries to integrate and manage include e-commerce, m-commerce, direct marketing, sales force, telephony, and outlets. Finally, the last process contains the functions of data analysis, information systems, front office applications such as customer service and back office applications such as human resources and logistics (Ghavami & Olyaei, 2006).
[bookmark: _Toc76699412]2.2.2 Benefits of Customer Retention 
Many authors describe the final goal of CRM as customer retention which is the key to survive in competitive markets for any firm. Customer satisfaction and surviving in today's competitive environments require a heart to understand the customers; a brain to analyze; and hands to deliver the products to them (Ghahfarokhi & Zakaria, 2009). These researches also explain that customers are the source of revenue because they are the ones who pay the bills and generate profit. The role of customers is so vital for organizations and that is why customer relationship management (CRM) is born based on the recognition of the value customers have. Today, customers are the most significant factor in management of businesses because they are now able to choose the items they want from a variety of choices and therefore change the strategies and programs firms have. Hence, having enough information about customer's needs and marketplace is a vital factor to interact with their unexpected behaviors and then act in such a way which is in the direction of companies' objectives (Ghahfarokhi & Zakaria, 2009). Now, firms know that absorbing and maintaining the customers is an art. They have realized that to reach this purpose using appropriate programs such as CRM which is a business philosophy that provides the organizations a vision to deal with their customers better, is inevitable. A CRM strategy delivers this vision by giving shape to customer service, marketing, and activities to analyze data and most organizations view the final purpose of this vision, maximization of relationships with their profitable customers by increasing the value of these relationships (Ghahfarokhi & Zakaria, 2009). Previous researches have shown that there is a strong dependency between customer satisfaction and customer retention (Winer, 2001). Considering customer retention, any firm needs to improve the relationships with its customers in a way that results in more customer satisfaction and therefore increased profits (Dwyer et al., 1987; Becker et al., 2009). CRM tries to retain the customers by its relationship programs whose final goal is to deliver a high level of customer satisfaction. Therefore, if companies want to retain their customers, they must develop and efficiently execute a comprehensive set of relationship programs to deliver a targeted performance customers expect. These programs include customization, customer service, community building, and loyalty programs (Winer, 2001).
Based on CSO Insights (2006), Becker et al. (2009) add that most of the times, the implementation of these programs affect each of the firm's goals in a different way and may result in poor economical outcomes. For example, although many firms engage consultants and project members to implement CRM technological systems such as software applications and databases or to align the firms' structures and organizations, they can not be sure that focusing on these activities will guarantee reaching the final goal of CRM which is customer retention. In order to attain this goal of customer retention, in addition to the investments for CRM technologies, firms should consider their organizational and human resources and also relationship between processes and people because they can determine the degree to which CRM is adopted and supported.
In the midst of all these benefits, Kamakura et al. (1991) states cross selling as an important tool for ensuring quality relationship with customers. This leads to increase in product consumption by customers thus cross-selling merely supports customer retention which prevents customers from moving to competitors. When customers stay with the organization for long, it enables the company to appreciate the consumers purchasing behavior in terms of their choices of products and occasion. 
[bookmark: _Toc76699413]According to Beckett et al. (2000), some customers pretend to be loyal to a particular service provider even though they despite their activities because of three main reasons below. Firstly, they are unable to distinguish amongst them. Secondly, customers are enticed by accessibility to the service provider. Thirdly, customers view the cost of changing to a competitor as high, and perceive the exercise tedious and useless. 
The impact of CRM on customer retention 
Although many practitioners have provided evidences of the positive effects of CRM on organizational outcome such as customer retention, there are many reports showing disappointing and poor outcomes (Richards & Jones, 2008; Keramati et al., 2010). To find the reason of this problem, many academicians and practitioners tried to identify the origin of this situation and found two problems referred to the performance of CRM. The first reason is that many firms view CRM as an IT solution (Reinartz et al., 2004; Keramati et al., 2010). In this regard, academicians believe that although it is easy to acquire IT in the industry, it does not lead to success in business strategies and does not confer competitive advantage. This finding is the same with CRM technology. Companies can buy the same CRM technologies which their competitors use and not have the same results (Lawson-Body & Limayem, 2004; Keramati et al., 2010). The second reason is referred to the concept of CRM meaning that it should not be considered only in the context of technology. According to Zablah et al. (2004), there are five main concepts on CRM including technology, strategy, philosophy, process, and capability which represent an important insight toward an integrated framework linking CRM to organizational outcome. Indeed, many models have been developed to propose how CRM affects the firm performances which are different in conceptualization of key dimensions of CRM and the relationships among them (Keramati et al., 2010). 
By reviewing the IT and organizational outcome literature, we found out that in order to explain the productivity paradox of IT and to propose an integrated framework from CRM investment to customer retention in firms, some academicians have emphasized on considering the resource based view (RBV) of the organization. Also, some practitioners have applied process oriented approach in their studies to improve and develop this path. Indeed, by using these two approaches, firms can be able to identify important resources in the CRM processes implementations and can find the appropriate mechanisms of CRM value creation for the firm. Therefore to find the real impact of CRM on firm performance such as customer retention which is the most important factor for firms to have better financial outcomes, the consideration of these two concepts is necessary (Levesque & McDougall, 1996; Keramati et al., 2010).
[bookmark: _Toc76699415]2.3 	Customer Satisfaction 
Customer satisfaction is a recognized concept in many areas such as marketing, economics, consumer research and welfare economics. The various definitions of authors on satisfaction denote that, satisfaction is a sentiment resulting from appraising what have been delivered against what was anticipated, as well as the decision to buy to satisfy a need (Armstrong & Kotler, 1996; Bitner & Zeithaml, 2003; Boselie et al., 2002). According to Sureshchandar et al. (2002), satisfaction is mostly derived from feelings one experience after using a product or been rendered a service. Customer satisfaction is also defined as the level of total pleasure or delight experienced by the client, as a result of the capabilities of the service to meet the prospects request, wishes and dreams (Hellier et al.,2003).Customer satisfaction is the total pleasurable reaction 
(Oliver, 1997). There are basically two types of customer satisfaction as Johnson (2001) anticipates. Initially, Oliver (1980) recommended that when measuring satisfaction, it should be related to a specific service or product transaction and the conditions that influenced the purchase decision. A further proposed dimension is assessing customer satisfaction depending on the consumer‟s collective knowledge on the company‟s product or service (Anderson et al., 1994; Garbarino & Johnson, 1999; Mittal et al. 1999).  Rai  (2013, p. 105) defined satisfaction as “a buyer‟s emotional or cognitive response post-subjective assessment and comparison of pre-purchase expectations and actual performance subsequent to the consumption of the product or service, meanwhile evaluating the costs incurred and benefits reaped in a specific purchase even or over time in course of transacting with an organization”. The definition provided by Rai (2013) would be adopted for this study. 
[bookmark: _Toc76699419][bookmark: _Toc76699420]2. 4 The relationship between Customer Relationship Management and Customer Retention 
The establishment of profitable and long lasting relationship with customers is very essential in service industry (Christopher et al., 1991; Bejou & Palmer, 1998; Berry, 1995). Service providers who practice CRM efficiently gain competitive advantage over their competitors and are able to retain their customers (Uppal, 2008; Speier & Venkatesh, 2002; Bhattacharya, 2011; Sharma et al., 2011). Further studies discovered that, retained customers are very crucial business property for companies and this asset cannot be duplicated by competitors. Therefore, there must be strong integration among customer related strategies (acquisition, retention and add-ons) through CRM strategies (Webster, 1992; Kalakota & Robinson, 1999; Kotler et al., 2011; Winder, 2001; Blattberg et al., 2001; Thomas, 2001; Reinartz et al., 2004; Collier & Bienstock, 2006). In Addition, McKim & Hughes (2001) studies classified customer acquirement and customer retention as the main purpose of CRM. West (2001) & Kincaid (2003) findings show that CRM provides a comprehensive set of strategies for managing those relationships with customers that relate to the overall process of marketing, sales, service, and support within the organization.  Bradshaw et al., 2001; Massey et al., 2001 defined CRM as a management approach that involves identifying, attracting, developing, and maintaining successful customer relationships over time in order to increase retention of profitable customers.  In accordance with literature, many organizations invest greatly in customer relationship management (CRM) strategies to create and cultivate long lasting and beneficial relations with customers.
The CRM process 
A process is the way we do a work and in businesses, it is linked sets of activities to create value for customers. According to Dwyer and Tanner (2005) and Ghavami and Olyaei (2006), a CRM process involves four steps including market segmentation, designing a communication strategy, implementing the strategy, and finally the evaluation of that strategy. These authors explain that in the first step of a CRM process which is market segmentation, companies segment and profile the similar groups of consumers and then they customize the products meeting that group's expectations. Besides, when segmenting the customer groups, firms should consider the way customers want to contact them. For example, some buyers in a segment would rather order over the web, but some others prefer to buy in another way (Dwyer & Tanner, 2005).
To understand which way of contact the customers in each segment prefer, companies can track customers‘ response to earlier contacts. This can be done by constructing a database of information about the customers and then investigate which customers responded well to which way of contact in the past. For example if some customers have bought some items frequently online, they are more likely to buy in this way in the future (Dwyer & Tanner, 2005; Ghavami & Olyaei, 2006). 
According to Winer (2001), a business database should contain the following information:
Customer Contacts: This includes all customers and the organization initiated contacts. Transactional information: This kind of information includes comprehensive and detailed customers' purchase history.
Response to Marketing activities: to know whether or not the customers responded to direct contacts.
Descriptive Information: This is more used for customer segmentation and analyzing the collected information.
This author also argues that in data collection and creating a database, the biggest challenge is to create opportunities for communication between firms and customers especially when the firms use intermediaries such as physical stores that prevent direct contact. Winer (2001, p. 93) illustrates the general problems in creating a database in figure 2.2. For example, in this figure, banks have many direct communications with customers; thus, creating a database is an easy for them. On the other hand, this job is very hard for the lower right-hand quadrant due to the indirect communications these firms have with their customers.
The collected data in database should then be analyzed through statistical methods such as cluster analysis or through "lifetime customer value" (LCV), click stream analysis, etc. The purpose of these analyses, especially LCV, is that each customer must be analyzed in terms of profitability to the company; therefore, companies can realize which customers to target more efficiently (Winer, 2001, p. 94). Different results can be gained through these analyses. For example, if purchasing behaviors of the customers have been analyzed, the customers in the highest purchasing rate are the first priority to focus in loyalty programs. The final goal is to select long-term profitable customers among all existing ones (Winer, 2001). In the next step, a strategy for communication with customers will be designed. In this strategy, several different communication channels such as email and direct mail will be used (Dwyer & Tanner, 2005). Many academicians have suggested organizations to dialogue with their customers through these communication channels rather than communicating with them through mass media such as television or radio. Also, they say Internet can be deployed as a technological tool to facilitate individual relationship building with customers.
Meanwhile, based on the customers' profiles and their buying behaviors, companies should make offers such as purchasing discounts (Dwyer & Tanner, 2005). In the third step, the strategy is implemented and then in the final step, it is evaluated. Measures of performance are considered for evaluation. Customer satisfaction is the most important one. Depending on the results, companies may change their customer segmentations and strategies (Dwyer & Tanner, 2005). Keramati et al. (2010) classify CRM processes into operational CRM and management CRM processes. They explain that operational CRM processes include the CRM's tasks in a firm's value chain, but management CRM processes are about all CRM's tasks related to the administration, allocation, and control of all resources in firms. By dividing CRM processes into these two main classes, organizations become able to determine the CRM activities under each one more efficiently.
Operational CRM processes 
According to Zablah et al. (2004) and Keramati et al. (2010), those customer processes found at the operational level of the business are called operational CRM processes which themselves are classified into operational knowledge processes and operational interaction processes. The above authors explain that the first sub-process involves the tasks associated to customer knowledge at the operational level. Collecting customer data through different channels and disseminating customer knowledge between the firms and their customers is an important example for this process. On the other hand, the operational interaction processes consist of different activities from the activities done in the first process. Based on the studies done by the mentioned researchers, using these processes, firms consider the available intelligence to establish and develop relationships with customers.
Management CRM processes 
Based on Greve and Albers (2006) and Keramati et al. (2010), all the activities which refer to the activities programmed to create market intelligence and improve decision making in allocating the resources, developing new products, and so on are explained in the context of management CRM processes. An important example of these activities in this context is the realization of customer behavioral pattern which has significant effects on decision making and therefore on the firm performance.
CRM process capabilities 
Coltman (2007) and Keramati et al. (2010) argue that capabilities are ‗intermediate transformation ability‘ between all the resources (technological and infrastructural) and the organization's mission. Capabilities measure the organization's ability in effective combination of resources to meet its goal; therefore, they approximately reflect the concept of efficiency. The same authors believe that since capabilities have mediating effect between firm's resources and performance, they are not observable; therefore they become hard to imitate.
Process capabilities can also be regarded in the context of CRM. Keramati et al. (2010, p. 1177) define the CRM process capabilities as: "the process abilities that are gained by effectively applying CRM resources to CRM processes and that enable firms to create superior value for their organization as well as their customers.". Regarding this definition, we can conclude that the best level to assess the CRM process capabilities is the process level. Like CRM processes, these capabilities are classified as management CRM process capabilities such as new product development capabilities and operational CRM process capabilities such as customer support capabilities. Keramati et al. (2010, p. 1176) summarize the relationship between CRM resources, 
CRM processes, CRM process capabilities, and organizational performance in figure  
[image: ]                        
                         Reference: Keramati et al., (2010, p. 1176)
As previously mentioned, process capabilities have mediating effect between firm's resources and performance to meet a specific objective. This study investigates the impact of CRM resources and processes on customer retention (as the organizational performance); therefore, to attain this objective, firms should implement a comprehensive set of relationship programs with their customers as their process capability. Winer (2001) calls these programs as 'customer retention programs of CRM'
Customer retention programs of CRM  
As it has been discussed before, the overall objective of relationship programs is delivering a higher level of customer satisfaction than similar companies do. Therefore, companies must measure their customers' satisfaction levels and improve their relationship programs which help to deliver products and services beyond the customer expectation (Winer, 2001; Farquhar, 2004; Arbore & Busacca, 2009) and therefore contribute to retain the customers.  Winer (2001) believes that if firms want to efficiently retain their profitable customers, they need to implement a comprehensive set of relationship programs including: frequency/loyalty programs, customer service, customization, and community building. He states these programs are determinants of customer satisfaction which finally leads to customer retention
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Loyalty/Frequency Programs 
Loyalty program which is also called frequency program provides rewards to targeted consumers in order to encourage them to buy products repeatedly. These programs have become competitive necessities for the firms in the marketplace especially those with a decreasing rate of customer retention. Recent studies have also shown that the most successful retailers in the top sectors such as department stores, grocery, drugstores category, and mass merchandisers design these programs (Winer, 2001; Verhoef, 2003; Juan & Yan, 2009). Customer loyalty in service industry consists of three main dimensions including affective loyalty, behavioral loyalty, and cognitive loyalty. Behavioral and affective loyalties are formed based on cognitive loyalty which itself is influenced by company's reputation, brand recognition, its public image and most importantly, corporate social responsibilities. On the other hand, in the intermittent service industry, customer satisfaction, service quality and customer perceived value (CPV) are the main factors affecting customer loyalty. Through the moderation of customer satisfaction, both of CPV and service quality affect Customer loyalty indirectly (Farquhar & Panther, 2008; Juan & Yan, 2009).  
In descending order of significance, affective loyalty is influenced by customer satisfaction, cognitive loyalty, customer perceived value, and service quality. Moreover, determinants of behavioral loyalty include customer satisfaction, service quality, affective loyalty, customer perceived value, and cognitive loyalty. And finally, the only influencing factor of cognitive loyalty is the service quality (Juan & Yan, 2009). Figure 2.5 illustrates the influencing factors of customer loyalty in service industry. 
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Many academicians believe that there are some considerable problems with loyalty programs such as the need for high investments and the difficulty to correct mistakes. There is confusion about whether these programs improve the customer retention or average spending behavior, and most considerably, it is not easy to gain competitive advantage by these programs. However, loyalty programs can work effectively if firms increase the switching costs and build barriers to entry (Winer, 2001; Deng et al., 2009; Juan & Yan, 2009).
2.3	Theoretical Framework
Theoretically, the findings of the mediation impact on the relationship between Customer Relationship and Customer Retention revealed that, customer relationship has a significant positive effect on customer retention, directly and indirectly through customer satisfaction. This suggests that, insurance companies can reduce customer switching tendencies in the sector by practicing effective CRM practices. Also, CRM can help the companies customized their insurance products for their customers, ensure consistency in providing service and effectively control the stages of relationship building. These findings affirm the works of Mithas et al., 2005; Reinartz et al., 2004; Kotler et al., 2011; Padmavathy et al., 2012.
To propose a process-oriented framework for investigating the impact of CRM on customer retention, we reviewed previous studies linking CRM to firm performance such as customer retention. To find the appropriate theories and models for this study we used a two-stage process of classifying the searched literatures. First, we selected the articles related to the effects of CRM on customer retention by reviewing their titles and abstracts. Then, we extended our research and found studies done with different views about the impact of CRM on customer retention in banks and other firms. 
Deep interviews with the experts and supervisors of this work were also conducted during the search through the papers. This was done to distinguish different factors among several factors some of which had the same concept, but were only given different titles. In the next step, the research variables were determined; however, in order to be able to measure the extent of the usage of each of the research variables across organization precisely, appropriate dimensions for each of the research variables are defined based on the literature. In this regard, CRM resources are measured with five dimensions including operational CRM technologies, collaborative CRM technologies, analytical CRM technologies, organizational, and human CRM resources. CRM processes are studied on both operational and management dimensions. Finally, customer retention programs of CRM are studied in four dimensions including: customer service, customization, community of customers, and loyalty programs. After determining the variables of the research and their dimensions, we designed the research model. A questionnaire was also designed, pretested, and distributed to the top manager in each selected branch of two governmental (Refah and Maskan) banks and two private (Saman and Pasargad) banks in Tehran province. 
When all the data were gathered, Kaiser-Meyer-Olkin and Bartlett's test was done to measure the adequacy of the sampling. Next, we used exploratory factor analysis for deleting the questions with little factor load and communalities. Finally, to study and test the research hypothesizes structural equation model (confirmatory factor analysis) was done. To do so, model expression, model estimation, correction of the model, and hypothesis test were the steps which were followed respectively. The final results of hypothesis tests show that all the formulated research hypothesizes in the third chapter are accepted. One of the most important implications of this study is to align different studies that address the CRM value generation process and its impact on customer retention in a simple integrated framework. 
 	Finally, although there are some studies which link CRM to firm performance such as the rate of success in financial aspects or customer satisfaction, in this study we have investigated the effects of CRM on customer retention. To do this, on one hand, we have presented a complete path from investments on CRM resources to customer retention; on the other hand, we presented a comprehensive set of customer retention programs of CRM and investigated the effect of each of them on customer retention. After that, we studied the correlation between each of these programs and customer retention that led to find the most effective retention programs. Consistent with other studies, the findings of this study highlight the critical role of information sharing in influencing customer retention (Morgan & Hunt, 1994). 
Thus, regularly sharing Information certainly impact on the worth of the relationships between non-life insurance companies and customers, making clear their limitations and opportunities. These increases in customer perceptions of the insurer can help develop a sense of closeness and ease in the relationship. When a staff of the insurance companies handles the customer properly, each party feels comfortable and it is likely to divulge personal and company information to the client. This mutual disclosure can lead to a stronger relationship between the staff and the customer and the company at large. Regular communication with customers enhances relationship to erase any emotional insecurity incurred from market volatility. Thus, often interaction leads to higher customer satisfaction. This study‟s results confirm that CRM significantly and positively influences customer satisfaction, which in turn affects customer retention. This conforms to the theory of the positive influence of quality relationship, and repurchases intention leading to customer retention (Crosby et al., 1990; Wong et al., 2007; Lusch & Brown, 1996; Boles et al., 2000; Yu et al., 2016). The study also empirically support the link between customer relationship management and customer satisfaction on customer retention put forth by Padmavathy et al. (2012). Additionally, the researcher found that, customer satisfaction is strongly linked with customer retention (Fornell, 1992; Rai et al., 2013; Ioanna, 2002). 
2.8	Empirical Review
The findings reported in this research have led to a number of Empirical Review for the organizations interested in leveraging their spending on CRM. First, managers should note that the findings of this study are applicable to any other industry. This result is the same as the result of multi-industry research done by Reinartz et al. (2004), which implies that the benefits of CRM are approximately the same across different organizations.  The second main result that managers should consider is that CRM is a multidimensional phenomenon that should be considered in all levels of the firm; therefore, if organizations are going to get the most out of value that can be created by CRM, they should design a suitable organization-wide customer strategy with specific goals. According to Zablah et al. (2004) and Keramati et al. (2010), not all the customers are interested in specific relationships; therefore, if a firm tries to apply the same relationships as the other ones do, the result can even be a negative rate of customer retention. As a result, since all the companies can not act based on the same customer strategies, using the mentioned strategy is the most important step to have a competitive advantage. When the customer strategy is designed, managers should commit themselves to it. Indeed this commitment leads to at least two important results. The first and most important one is that managers will provide the technological and human resources properly and at the right time; secondly, when the employees see that their managers are completely committed to the designed customer strategy, they adopt and apply it easier and faster. Third, as it has been previously mentioned, organizations can develop their customer retention programs of CRM by path-dependent processes. In this research we suggested a path through which firms can develop their capability in customer retention. In addition, based on the theory of production, a certain level of output can be achieved by different combinations of inputs. Therefore, if organizations want to use CRM to improve their rate of customer retention, they should leverage their spending on a proper combination of technological, human, and organizational CRM resources and put them properly in place.  The last point is that the results of Pearson correlation suggest that there is a positive and significant correlation between each of the customer retention programs of CRM and customer retention. However, these results also reveal that among the four customer retention programs of CRM, the most significant correlation is between customer service and customer retention and the lowest belongs to customization and customer retention. Therefore, we can conclude that to have a higher rate of customer retention, it is recommended that among the studied customer retention programs of CRM in this research, banks should invest and focus more on customer service to improve and develop it.    




 
[bookmark: _Toc76699428]CHAPTER THREE
[bookmark: _Toc76699429]Methodology
3.1 Introduction
This chapter presents the procedures that were employed to collect data relevant to the objective of this study. This was be done under the following sub-headings:  research design, population of the study, sample size and sampling techniques, sources of data, research instrument, validity and reliability of the instrument, procedures for data collection, method of data analysis and model specification. 
3.2 Research Design
This study adopted a descriptive research design which involve impact of effective customer relationship on customer retention in some selected GTB branch {Tanke road, Ilorin}, {Unilorin road, Ilorin} and {Unity road, Ilorin}. This design was adopted because it has the advantage of using questionnaires and also a reasonable solution was professed to the earlier research problems. According to Orodho (2005) descriptive survey design is a method of collecting information by interviewing or administering a questionnaire to sampled respondents. This design is considered appropriate for this study since the opportunity to make generalization based on the information collected from the sample respondents would be possible.
[bookmark: _Toc76699433]3.3 Population of the Study
Adeniyi (2011) sees population as the total number of large habitations of people in one geographical area, for example, the population of a country. The targeted populations for this study are the customer in Ilorin banking sector which comprises of Three (3) selected branch namely; GTB branch {Tanke road, Ilorin}, {Unilorin road, Ilorin} and {Unity road, Ilorin} with the population of (65,863) customer in all the selected branch.
3.4 Sample and Sampling Techniques
This study focused on the customer of the selected branch such GTB branch {Tanke road, Ilorin}, {Unilorin road, Ilorin} and {Unity road, Ilorin}. A simple random technique was used to enable the member of the population to have equal chance of selection. The sample size is (420) out of the population of 65,863.The population size was adopted as the sample size due to a small population in the selected banks. However, questionnaires were administered based on the sample size. The questionnaires were personally served by the researcher as at the time of carrying out the research.
3.5 Research Instruments
A self-structured questionnaire developed by the researcher was used as an instrument to elicit information from the respondents which would be titled ‘IMPACT OF EFFECTIVE CUSTOMER RELATIONSHIP ON CUSTOMER RETENTION IN SOME SELECTED GT BANK. The questionnaire would be divided into two sections A and B. Section A contains personal data of the respondents while section B contains 15 items that are needed to answer the research questions and validate the hypotheses raised in this study. The questionnaire was a closed-ended type in which response was limited based on five Likert type scale which ranges as follow: Strongly Agreed, Agreed, Undecided, Disagreed and Strongly Disagreed. The items are placed on a 5-point rating scale of strongly agreed (SA), agreed (A), Undecided (U), disagreed (D), and strongly disagreed (SD). The items were scored as follows: SA = (5), A = (4), U= (3), D = (2), SD = (1).
3.6 Method of Data Collection
The two method of data collection for this study are: primary source and secondary sources. Primary source of data collection entails the use of questionnaires in gathering information from the selected sample. It is data obtained from original source and the instrument used for the collection of primary data is mainly questionnaire. Secondary source are the available data gathered for the use of solving related problems in research work. Secondary source that were used are publication, textbooks, journal, reports, newspaper and internet.
3.7 Method of Data Analysis
Data collected for this study were analysed using frequency counts and percentages to analyse demographic information of the respondents and the research questions raised.  The formulated hypotheses raised in this study were tested using multiple regression at 0.05 level of significance. The data were analysed with the aid of Statistical Package for Social Sciences SPSS V21.0.
3.8 Validity and Reliability of the Instrument 
The validity of the instrument is described by Ashaolu (2001) as the extent to which a measuring instrument measures, and how well it does so. For the validity of the research instrument, the face content validity methods was adopted. Using the face validity method, the researcher seeks the opinions of an expert (the supervisor) in the field to assure the intended measurement.    
[bookmark: _Toc76699444]The instrument was tested for reliability using test-retest method by administering sample of questionnaires on selected respondents from the banks. The instrument was administered twice within an interval of two weeks. The reliability coefficient of 0.64r was derived using Pearson Product Moment Correlation Coefficient to correlate result obtained from the two administrations.














CHAPTER FOUR
[bookmark: _Toc76699445]Data Analysis and Results
4.1	Introduction
This chapter focused on presentation and analysis of data collected from the respondents, its analysis and the interpretation of the results by making deduction from the data collected. The analysis is done with the aid of percentage and information obtained is presented in tabulated format. A summary of the major findings of this study is presented in line with the stated objectives.
4.2	Presentation of Data
Table 4.1: Distribution of Respondents by Gender
	Response
	Frequency
	Percentages%

	Male
	202
	48.1

	Female
	218
	51.9

	Total
	420
	100.0


Source: Field Survey, 2025
Table 4.1 shows the distribution of respondents by gender that 202(48.1%) of the respondents were male, and 218 (51.9%) of the respondents were female. The result indicates that majority of the respondents sampled were males. This simply means that female custom are believed to me more confident, more efficient because of their energetic nature, manage job stress well and are more stable emotionally than their female counterpart.
Table 4.2: Distribution of Respondents by Age Range
	Response
	Frequency
	Percentages%

	20-30 Years
	198
	47.1

	31-40 Years
	126
	30.0

	41-50 Years 
	96
	22.9

	Total
	420
	100.0


Source: Field Survey, 2025
Table 4.2 shows age range distribution of the respondents that 198(47.1%) of the respondents were in the age range 20-30 years, 126(30.0%) of the respondents were in the age range 31-40 years and 96(22.9%) of the respondents were 41-50 years. The results showed that most respondents (47.1%) are in the age bracket 20-30 years. This simply implies that custom within the age range 20-30 years are still young, productive, committed and tend to manage job stress because they are still in their mid-youth stage.
Table 4.3: Distribution of Respondents by Qualification
	Response
	Frequency
	Percentages%

	SSCE
	79
	18.8

	OND
	117
	27.9

	HND/Degree
	156
	37.1	

	Masters
	68
	18.2

	Total
	420
	100.0


Source: Field Survey, 2025
	Table 4.3 shows the distribution of respondents by department in which 79(18.8%) of the respondents were school certificate holders, 117(27.9%) of the respondents were in OND holders while 156(37.1%) of the respondents were HND/Degree as their qualification and 68(18.2%) of the respondents were having Master’s Degree. The result shows that majority of the respondents sampled were ordinary national diploma. This might be as a result of banks’ culture of reducing expenses on salary by having more of those that has lower qualification to run some operations to reduce operational cost. 
4.3. Customer Relationship Management Organizational commitment
Table 1: Customer Relationship Management Organizational commitment
	Description 
	Mean 
	S.D 

	This insurer regularly uses personal information to provide customized products/services  
	4.49 
	0.581 

	Employees of this insurer often interact with customers to assess service performance  
	4.22 
	0.655 

	This insurer carefully evaluates customer evolving needs
	4.04 
	0.740 

	This insurer attends customer complaints promptly
	3.94 
	0.767 

	This insurer takes genuine interest in customer problems
	3.86 
	0.810 

	This insurer is co-operative
	4.17 
	0.712 

	This insurer delivers services at the earliest
	4.00 
	0.692 

	Conducting transactions correctly and rapidly is very common with this insurer
	3.82 
	0.732 

	This insurer provides value-added information along with its products/services
	4.00 
	0.856 

	Overall
	4.06
	0.48


Source: Owen survey, 2025
The customer relationship management organizational commitment measure was used to determine the extent to which an organization developed a business process that provides the structure for how relationships with suppliers of that organization will be developed and managed. This measure was assessed using 9 items. The reported Cronbach’s alpha for this measure was 0.838 with overall mean of 4.06 and standard deviation of 0.48. This means most of the respondents agreed to items of customer relationship management organizational commitment with common understanding. 
According to table 1, responses to questions of supplier relationship management is described as follows; Regarding to the 1st item, “this insurer regularly uses personal information to provide customized products/services”, majority of the respondents agree with the mean value of 4.9 and standard deviation is 0.581. Regarding to the 2nd item, “employees of this insurer often interact with customers to assess service performance”, majority of the respondents agree. The mean is 4.2 and standard deviation is 0.655. Regarding to the 3rd item, the initial item with a mean score 4.04 and standard deviation is 0.740 that “insurer carefully evaluates customer evolving needs. Regarding to the 4th item, “insurer attends customer complaints promptly”, majority of the respondents realized with mean value of 3.94 and standard deviation is 0.767. Regarding to the 5th item, conclusively in respect to mean value 3.86 and standard deviation is 0.810 that “insurer takes genuine interest in customer problems. Regarding to the 6th item, “insurer is co-operative”, majority of the respondents agree with the mean value 4.17 and standard deviation is 0.712. Regarding to the 7th item, “insurer delivers services at the earliest”, majority of the respondents realized based on mean value 4 and standard deviation is 0.692.  
Regarding to the 8th item, was shown based on mean 3.82 and standard deviation is 0.732 that conducting transactions correctly and rapidly is very common with this insurer. Regarding to the 9th item, “insurer provides value-added information along with its products/services”, majority of the participants answer with the mean value of 4.0 and standard deviation 0.856.
4.4. Customer Satisfaction 
Table 2: Customer Satisfaction
	Description 
	Mean 
	S.D  

	The company’s cost of policy is reasonable  
	3.79 
	0.978 

	You are not sure that the policy charges of a new insurance provider will be better for you
	3.59 
	0.914 

	The company’s service delivery process is highly standardized and simple
	3.90 
	0.842 

	The company provides sufficient range of insurance products (Motor and property, and others)
	3.83 
	0.839 

	The company does ensure confidentiality of its clients  
	3.86 
	0.81 

	The company never fails to fulfill your expectations  
	3.93 
	0.828 

	In general, you are satisfied with your insurers after sales and follow –up performance  
	3.54 
	0.887 

	In general, you are favorable to your agent’s overall performance  
	3.90 
	0.858 

	You are contented with your decision of choosing your present insurance provider
	3.65 
	0.875 

	Overall, you are satisfied with your insurance provider  
	3.65 
	0.906 

	Overall
	3.77
	0.62


Source: Owen survey, 2025
The customer satisfaction measure was used to determine the extent to which an organization developed a business process that provides the structure for how relationships with customers of that organization will be developed and managed. This measure assessed using 10 items. The reported Cronbach’s alpha for this measure was 0.754 with overall mean of 3.77 and standard deviation of 0.62. This means most of the respondents agreed to items of customer satisfaction with common understanding. According to table 4.4, responses to questions of customer satisfaction is described as follows; It was shown based on mean (3.79) realized that “company’s cost of policy is reasonable”, and mean value (3.59) is an indication of respondents’ policy charges of a new insurance provider will be better for you. In the same vein, judging by the mean (3.90) realized, company’s service delivery process is highly standardized and simple, and others so it was agreed (based on the mean). Also the initial item with a mean score (3.83) that company provides sufficient range of insurance products (Motor and property, and others) “company does ensure confidentiality of its clients” as mean value (3.86) was realized, In the same vein, judging by the mean (3.93) realized, that company never fails to fulfill your expectations.
It was further revealed that satisfied with your insurers after sales and follow –up performance with a mean of 3.54 realized. In the same vein, judging by the mean (3.30) realized, favorable to your agent’s overall performance. While it was revealed also that, contented with your decision of choosing your present insurance provider because a mean of 3.25 so it was agreed (based on the mean). Lastly, the table initial item with a mean score (2.68) shows that “satisfied with your insurance provider.
Research Questions on Customer Retention ?
Table3: Customer Retention
	Discipline
	Std. Deviation
	Mean

	Your company puts your interests before theirs when preparing your proposal  
	.99970
	3.160

	You trust your insurer‟s analysis of financial products  
	.63939
	3.615

	If problems such as your claims arise, your insurer is honest about the problem  
	.57762
	3.305

	Your insurer explains financial concepts and recommendations in a meaningful way  
	1.01495
	3.245

	Your insurer never hesitates to give you as much information as you like to have  
	.90087
	2.750

	Your insurer does not hesitate to explain to you the pros and cons of the financial products he/she recommends to you  
	.78785
	2.680

	You are willing to give other prospective customers‟ information to your insurer.
	1.16670
	2.825

	Your insurance company would be your “first choice” to contact whenever you want to buy any insurance products.
	1.04558
	2.835

	Would you recommend your insurer to a friend or family due to the actual performance of the company
	.57762
	3.305

	You would say positive things about your insurer based on your experiences in buying  products / services
	1.01495
	3.245

	Overall
	
	3.331


Mean > 2.5 = agreed 
Table 3 shows us the respondent of the workers on customer retention. It was agreed based on the mean value (3.16) that company puts your interests before theirs when preparing your proposal. It was further revealed that trust your insurer’s analysis of financial products with a mean of 3.61 realized. In the same vein, judging by the mean (3.30) realized, problems such as your claims arise, your insurer is honest about the problem. While it was revealed also that, insurer explains financial concepts and recommendations in a meaningful way because a mean of (3.25) so it was agreed (based on the mean).It was further revealed that insurer never hesitates to give you as much information as you like to have with a mean of (2.74)realized.
Furthermore, the table initial item with a mean score (2.68) shows that “insurer does not hesitate to explain to you the pros and cons of the financial products he/she recommends to you” while it was revealed also that the “willing to give other prospective customers‟ information to your insurer” as mean value (2.82) was realized, while mean score (2.83) affirmed obviously that “insurance company would be your “first choice” to contact whenever you want to buy any insurance products”. In the same vein, judging by the mean (3.30) realized, recommend your insurer to a friend or family due to the actual performance of the company. It was finally revealed based on mean (3.24) that “say positive things about your insurer based on your experiences in buying products / services” which definitely means it was agreed. In line with the response of the majority and average mean (3.093) realized showed that customer retention.
4.5	Test of Hypotheses 
H01: There is a positive effect of customer relationship on customer retention in GTB in Ilorin.
Table 5: Model Summary
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.347a
	.120
	.101
	.86559


a. Predictors: (Constant), customer relationship, feeling of accomplishment 
Table 5 reveals the r square value of 0.120 which indicates that 12.0% variation in customer relationship is explained by the independent variables (customer retention, feeling of accomplishment) included in this model while the remaining 30.3% was variation explained by variables that are not included in this model. Therefore, this model is considered not fit as the r-square value is not close to 1. 


Table 6: Test of hypothesis one 
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	9.213
	2
	4.607
	6.148
	.003b

	
	Residual
	67.432
	418
	.749
	
	

	
	Total
	76.645
	420
	
	
	



	a. Dependent Variable: customer retention

	b. Predictors: (Constant), customer relationship, feeling of accomplishment


Table 6 shows effect of customer relationship on customer retention in GTB in Ilorin whereby, F (df=2, 418, p=0.003) =6.148 at 0.05 level of significance which means that the independent variable is statistically significant to explain the dependent variable. The null hypothesis was rejected since the p-value of 0.003 is less than 0.05 which implies that there is significant effect of customer relationship on customer retention in GTB in Ilorin. This is an implication that it is very necessary for customer to be courageous towards performing their task in order to attain the organizational goals. 
Table 7: Coefficient 
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	4.661
	.339
	
	13.753
	.000

	
	customer relationship
	-.021
	.060
	-.035
	-.356
	.723

	
	feeling of accomplishment
	-.276
	.080
	-.342
	-3.438
	.001


	a. Dependent Variable: Customer retention 


Table 7 indicated that self-confidence with t (B=0.035, p=0.723) = 0.356 did not have statistical significant effect while feeling of accomplishment with t (B=0.342, p=0.001) = 3.438 have significant effect of customer relationship on customer retention in GTB in Ilorin at 0.05 level of significance. This implies that only feeling of accomplishment have statistical effect on customer retention.
Hypothesis Two
H02: Customer satisfaction is expected to have a significant effect on customer retention in GTB in Ilorin
Table 8: Model Summary
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.493a
	.243
	.226
	1.02214


a. Predictors: (Constant), customer satisfaction
Table 8 reveals the r square value of 0.243 which indicates that 24.3% variation in customer work commitment is explained by customer satisfaction included in this model while the remaining 75.7% was variation explained by variables that are not included in this model. Therefore, this model is considered not fit as 0.243 is not close to 1. 
Table 9: Testing of hypothesis two 
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	30.229
	2
	15.114
	14.467
	.000b

	
	Residual
	94.029
	418
	1.045
	
	

	
	Total
	124.258
	420
	
	
	


	a. Dependent Variable: customer retention

	b. Predictors: (Constant), customer satisfaction


Table 9 shows the customer satisfaction is expected to have a significant effect on customer retention in GTB in Ilorin. The table indicates F (2, 418) = 15.114 with corresponding probability value 0.000, this means that the hypothesis is statistically significant which implies that the independent variable is statistically significant at 0.05 alpha level to explain the dependent variable. The null hypothesis was rejected since the p-value of 0.000 is less than 0.05 which implies that there is significant customer satisfaction is expected to have a significant effect on customer retention in GTB in Ilorin.

Table 10: Coefficient 
	Model
	Unstandardized 
Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.215
	.390
	
	13.379
	.000

	
	customer satisfaction, 
	-.335
	.073
	-.422
	-4.573
	.000

	
	customer retention
	-.235
	.071
	-.307
	-3.322
	.001

	


a. Dependent Variable: customer retention. 
	Table 10 indicated that customer satisfaction t (B=0.422; p=0.000) = 4.573 and customer satisfaction with t (B=0.307; p=0.001) = 3.322 all have significant customer satisfaction is expected to have a significant effect on customer retention since p-value of 0.000 and 0.001 were derived respectively. This indicates that there is significant customer satisfaction is expected to have a significant effect on customer retention in GTB in Ilorin.
Hypotheses Three
H03: There is a positive impact of CRM on customer satisfaction in GTB in Ilorin.
Table 11: Model Summary 
	Model
	R
	R Square
	Adjusted R
Square
	Std. Error of the
Estimate

	
	
	
	
	

	1

	.321a
	.103
	.083
	.88909


	a. Predictors: (Constant), customer relationship management

	b. Dependent Variable: customer satisfaction


Table 11 reveals the r square value of 0.103 which indicates that 10.3% variation in customer satisfaction is explained by independent variables included in this model while the remaining 89.7% was variation explained by variables that are not included in this model. Therefore, this model is considered not fit as 0.103 is not close to 1. 
Table 12: Test of Hypothesis Three 
	Model
	Sum of 
Squares
	Df
	Mean 
Square
	F
	Sig.

	1
	Regression
	8.169
	2
	4.084
	5.167
	.008b

	
	Residual
	71.143
	418
	.790
	
	

	
	Total
	79.312
	420
	
	
	


a. Dependent Variable: customer satisfaction
b. Predictors: (Constant), customer relationship management.
Table 12 shows impact of CRM on customer satisfaction in GTB in Ilorin. The result indicates F (2, 418, p=0.008) = 5.167 which showed that the hypothesis is statistically significant. The null hypothesis was rejected since the p-value of 0.000 is less than 0.05 which implies that there is significant impact of customer relationship management on customer satisfaction in GTB in Ilorin.
Table 13:  Coefficient 
	Model
	Unstandardized 
Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.014
	.477
	
	6.321
	.000

	
	customer satisfaction
	.047
	.079
	.062
	.594
	.554

	
	customer relationship management
	.203
	.064
	.334
	3.190
	.002


a. Dependent Variable: customer relationship management
Table 13 indicates that customer satisfaction with t (B=0.062, p=0.554) = 0.594 have significant impact customer relationship management with t (B=0.334, p=0.002) = 3.190 have significant impact on customer satisfaction. This implies that management of attitude alone have impact customer relationship management in GTB in Ilorin
[bookmark: _Toc76699448]4.6 Descriptive Analysis and Correlation Results 
Table 4.6 reports the descriptive summary and correlation statistics of the variables used for the study. Results indicate that the level of customer satisfaction, customer retention and CRM are moderately high with the mean values of 2.99, 2.76 and 2.70 respectively. The correlation matrix indicates that there is significant positive relationship among the variables. Customer relationship management (R = 0.60) and customer satisfaction (R = 0.74) were both found to be strongly and positively related with customer retention. Again, a strong and positive association was found between customer satisfaction and customer relationship management (R = 0.67). This implies that any improvement in both CRM and customer satisfaction is expected to reduce customer turnover in the insurance industry. Moreover, the results show that generally customer satisfaction is associated with good CRM practices in the industry. 
This work has established the significance of customer relationship management and customer satisfaction on customer retention.  
Firstly, the strategies of customer relationship management are anticipated to curtail occurrence of service failures that motivate customer to switch in the insurance industry (Crosby et al., 1990; Jones & Farquhar, 2003; Best, 2002; Mithas et al., 2005; Uppal, 2008; Sharma et al., 2011).  Furthermore, Verhoef (2003) studies demonstrated the impact of CRM on Customer Retention. The finding shows that, CRM positively affect customer retention. Verhoef & Donkers (2001) confirm that, CRM allows insurance companies to employ strategies with the help of customer databases in administrating personal customer relationships effectively towards retention. Dewhurst et al. (1999) indicated that the essence of the customer orientation is through the deployment of sophisticated customer management systems.  Hellier (1995) tested a customer retention model in the insurance services sector and found relationships among perceived quality, switching costs and repurchase intent (retention). The link between CRM and customer retention is widely accepted. This study has empirically demonstrated that, customer relationship in insurance industry is vital to maintain and grow a wider customer base( see Kotler et al., 2011; 
Kassanoff, 2000; Creighton, 2000; Uppal, 2008; Anton, 1996; Goldenberg, 2003; Sharma et al., 2011; Vasiliu, 2012 ; Hasan et.al., 2012). Bhattacharya (2011) conclude that, CRM implementation in organizations reduce cost and increase company performance and profitability through customer retention. 
Secondly, Rastghalam et al. (2014) studied the effects of CRM on customer satisfaction with respect to the entire customers of Moallem insurance company in Isfahan province (India).  The study concluded that, CRM presents a holistic view of the customer which helps organizations to capitalize on to establish a successful relationship, provide customer satisfaction and have access to market opportunities to increase sales (Maleki &Darabi 2010). Hou et al. (2008) discovered that, CRM positively influenced customer satisfaction in the insurance industry. Thus, through CRM strategies, customers daily problems related to insurance are addressed at any time and promptly.  Customer relationship management requires the coordinated efforts of department in managing the needs and aspirations of customers.  This work shows that CRM will also impact positively on customer satisfaction Crosby et al., 1990; Jones & Farquhar, 2003; Best, 2002; Mithas et al., 2005; Uppal, 2008; Sharma et al., 2011. 
Moreover, customer relationship management practice can impact on customer satisfaction in three main means. Firstly, CRM permits organizations to modify their services to suit every customer.  Customer satisfaction is achieved when product or services are customized to the taste of the customer. Hence, CRM influence customer satisfaction as a result of perceived service or product quality. Secondly, CRM practices allow organizations enhance the consistency of meeting customers‟ request on time as well as managing customers‟ information.  Thirdly, CRM practices also enable organizations to control the three main stages (starting, continuing and exiting) of customer relations successfully (Swift, 2001; Mithas et al 2005; Parvatiyar et al., 2001;  Kincard, 2003; Reinartz et al 2004; Crosby et al., 1990). 
Thirdly, this study confirms the assertion of other researchers that, customer satisfaction positively and significantly affects customer retention in the insurance industry in Ghana.  Thus, in spite of the obvious lack of an empirical link between customer satisfaction and customer retention in the insurance industry in Ghana, other studies from different researchers in the insurance industry declares that, customer satisfaction effects customer retention (Joseph et al., 2003; Crosby et al., 1990; Reichheld, 1996).  Their studies further suggest that, the insurance companies must frequently observe customer satisfaction of clients by engaging in usual interaction with them since majority of clients expect their insurers to identify them in person and interact accordingly. Customers stick to a particular service provider in order to maximize their benefits from that specific service provider (Oliver & Winer 1987). In addition, Anderson et al. (1994) concluded that there is a strong relationship between customer satisfaction and profitability. Fornell et al. (1996) observed that, product manufacturing industries are able to achieve higher customer satisfaction as compared to the service companies. As a result, effectively managing client relations is paramount to customer satisfaction and retention in service industries such as insurance and banks. This work has acknowledged that CRM is a major antecedent to client satisfaction which by itself can cause customer retention to accentuate (Uppal, 2008; Speier & Vankatesh, 2002; Bhattacharya, 2011; Sharma et al., 2011). 
[bookmark: _Toc76699452]Fourthly, the results of this study reveals that, CRM directly and indirectly affect customer retention in the insurance industry. Thus, it supports Lombard (2012) declaration that, a unit increase in CRM positively affects customer satisfaction and customer retention in the insurance organization. Literatures suggest insurance industry has never been able to exceed customer expectation even though it serves as reference for assessment. Therefore, there is the need to understand customer expectation in order to retain them (Sherden, 1987; Toran, 1993; Walker &Baker, 2000; Siddiqui et al., 2010). Martey (2014) suggested that, when CRM is practiced successfully, organizations are able to meet customer expectations which automatically promote customer retention in the restaurant industry in Ghana. Abu (2011) studied CRM as a strategic tool for competitive advantage: a case study of SIC in Ghana. Findings of the study shown that, SIC hardly practice CRM strategies and this explains why customer satisfaction is low and this ultimately affects customer retention. Surprisingly, SIC premium income increases aside the lack of CRM practices which has impacted negatively on satisfaction and retention.

[bookmark: _Toc76699455]
CHAPTERFIVE
[bookmark: _Toc76699456]Summary, Conclusions and Recommendations
[bookmark: _Toc76699457]5.1	Introduction 
This chapter presents the summary of key findings, conclusions and recommendations to improve practice in the insurance industry in Ghana.  
[bookmark: _Toc76699458]5.2 Summary 
This section summarizes the key findings of the study. The key findings are presented according to the research objectives. The purpose of this study was to examine the effects of customer relationship management and customer satisfaction on customer retention in the insurance industry in Ghana. To achieve this purpose, three research objectives were formulated. They include: (1) to estimate the relationship between customer relationship management on customer retention in the insurance industry; (2) to investigate the relationship between customer satisfactions on customer retention in the insurance industry; and lastly, (3) to ascertain the mediating effect of customer satisfaction on the customer relationship management versus customer retention. Data was collected from a sample of 450 customers from 15 insurance companies was selected in Ghana. The structural equation model was used to analyze the data. 
This reveals that customer relationship management has two paths to influencing customer retention; either on its own path or through customer satisfaction. According to literature, this shows that customer satisfaction is mediating the relationship between customer relationship management and customer retention. However, since CRM has two paths, one denoting its own path; then customer satisfaction is partially moderating the relationship. 
[bookmark: _Toc76699463]5.3 Conclusions 
From the study results, it can be concluded that both customer relationship management and customer satisfaction are antecedents to customer retention. Customer relationship management is also a significant driver of customer satisfaction in the insurance industry. An empirical study on the importance of CRM and customer satisfaction on customer retention in the insurance industry in Ghana has been largely unexplored in literature. However this study shows that improving CRM practices has the potential of enhancing customers‟ satisfaction and customer retention. 
[bookmark: _Toc76699464]5.4 Recommendation 
It is recommended that the insurance practitioners should invest resources and capacity to intensify the management of customer relationships as this has been shown to impact on profitability. Specifically the improvement of CRM has a double-line path both of which has the potential of increasing the customer base and thereby profit levels. There is no necessary need for bearing extra cost in marketing and advertising when strong CRM practices are implemented. Therefore managers are advised to use CRM as their major business strategy. The importance of using CRM as business strategy is that it does not lead to additional cost to reach customers and gaining competitive advantage. This is because it is an activity that considers the functionary departments in the organisation and how to strengthen or tweak them towards service quality. Lastly, there is the need for the insurance companies to identify customer retention challenges, customer purchasing, and buying behaviour as the first step to building strong customer relationship management practices. The researcher recommends there should be a further study on the effects of CRM on Customer retention in the life sector of the insurance industry. 
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[bookmark: _Toc76699466]APPENDIX I 
	PART  A 
Customer Relationship Management 
Organizational commitment 
	
	
	
	
	

	This insurer regularly uses personal information to provide customized products/services  
	1 
	2 
	3 
	4 
	5 

	Employees of this insurer often interact with customers to assess service performance  
	1 
	2 
	3 
	4 
	5 

	This insurer carefully evaluates customer evolving needs 
	1 
	2 
	3 
	4 
	5 


 	 
	Customer experience 
	
	
	
	
	

	This insurer attends customer complaints promptly 
	1 
	2 
	3 
	4 
	5 

	This insurer takes genuine interest in customer problems 
	1 
	2 
	3 
	4 
	5 

	This insurer is co-operative 
	1 
	2 
	3 
	4 
	5 

	Process – driven approach 
	
	
	
	
	

	This insurer delivers services at the earliest 
	1 
	2 
	3 
	4 
	5 

	Conducting transactions correctly and rapidly is very common with this insurer 
	1 
	2 
	3 
	4 
	5 

	This insurer provides value-added information along with its products/services 
	1 
	2 
	3 
	4 
	5 

	Reliability  
	
	
	
	
	

	This insurer maintains consistent service standards 
	1 
	2 
	3 
	4 
	5 

	This insurer provides reliable services 
	1 
	2 
	3 
	4 
	5 

	Technology orientation 
	
	
	
	
	

	This insurer uses latest technology ( mobile application internet services ) to offer quality services 
	1 
	2 
	3 
	4 
	5 

	The company has technological capability and innovative processes to meet your expectations  
	1 
	2 
	3 
	4 
	5 


 	 
	PART B 
Customer Satisfaction 
The response is arrange in a five (5) likert scale ranging from 1 to 5 corresponding to  
'very satisfied, 'satisfied,' 'neutral,' 'dissatisfied,' or 'very dissatisfied‟ respectively. 
 
Pricing 

	The company‟s cost of policy is reasonable  
	1 
	2 
	3 
	4 
	5 

	You are not sure that the policy charges of a new insurance provider will be better for you. 
	1 
	2 
	3 
	4 
	5 

	Service quality  

	The company‟s service delivery process is highly standardized and simple.  
	1 
	2 
	3 
	4 
	5 

	The company provides sufficient range of insurance products 
(Motor and property, and others) 
	1 
	2 
	3 
	4 
	5 

	The company does ensure confidentiality of its clients  
	1 
	2 
	3 
	4 
	5 

	 Overall satisfaction 

	The company never fails to fulfill your expectations  
	1 
	2 
	3 
	4 
	5 

	In general, you are satisfied with your insurers after sales and follow –up performance  
	1 
	2 
	3 
	4 
	5 

	In general, you are favorable to your agent‟s overall performance  
	1 
	2 
	3 
	4 
	5 

	You are contented with your decision of choosing your present insurance provider.  
	1 
	2 
	3 
	4 
	5 

	Overall, you are satisfied with your insurance provider  
	1 
	2 
	3 
	4 
	5 
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