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ABSTRACT

The purpose of this study was to establish the impact of customer relationship management on business performance (case study of selected eatery in Ilorin). Four research questions were raised. Descriptive research design was used. The study population consisted of 1350 using Taro Yamane formula to determine the sample size of 390 in selected eatery in Ilorin metropolis while primary data was collected using Questionnaires. The study used descriptive statistics. Multiple regression analysis was used in testing the hypotheses. Tables and figures were used to present data. The research findings indicate that communication cannel has significant impact on the profit making in an organization, there is some ways in which communication channel effect customer satisfaction in an organization, a true reflection of organizational activities on customer approach has significant influence on profit making an organizations. The study further identify communication channel in an organization on quality control of a product and consumer approach has significant effect on the customer satisfaction. The study concluded that it will be said that the management of any organization cannot do without customer relationship in order to achieve its short term goals (profit making) and long term objective (wealth creation). Therefore, it is recommended that Management should ensure that there are adequate organizational controls and that each staff knows his duties and equally ensures effective customer relationships.
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CHAPTER ONE

[bookmark: _TOC_250043]INTRODUCTION

1.1 [bookmark: _TOC_250042]BACKGROUND TO THE STUDY

In every organization or business establishment, a customer is always right and every business owner strives to ensure that their customers are always satisfied. For any business to be considered as a successful one, it has to prioritize the satisfaction of its customers. By doing all of this, the business will perform better. To ensure this, a business would need to have the necessary information or data about the customer. Customer relationship management (CRM) makes use of a system best used in any organization, be it a small scale business or a large scale business to compile data from its customers through a range of communication channels such as the business website, telephone, email, life chat and more recently social media. They allow businesses to learn about their target audiences and how to best cater for their needs, therefore retain customers and driving sales growth. Hence, improving the business performance in general, Customer Relationship Management (CRM) is a process in which a business or other organization administers its interaction with customers, typically using data analyses to study large amount of information.
In recent times, various scholars all over the world have identified customer relationship management as a key factor in improving business performance. Most businesses of recent times seems to lack customer relationship management. Hence doing more harm than good
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to their businesses. This research however would look into how customer relationship management (CRM) affect business performance in selected eateries in kwara state, Ilorin both positively and negatively.
According to Nguyen and Mutum, (2020) Customer Relationship management is an approach that focuses on understanding and managing customer interactions and relationships to improve customer satisfaction and loyalty, as well as enhance organizational profitability.
According to Gangwar et al, (2021) Customer Relationship Management is a comprehensive business strategy that integrates people, processes, and technology to maximize customer acquisition, retention, and profitability through the creation and maintenance of long-term relationships. On the other hand
Business performance (BP) is the process that enables the management of an organization in achieving one or more pre-selected goals. Business performance (BP) help the organization in making use of its best resources. Business performance bring about higher profitability, goal achievement and intervention.
According to Hassan, M. and Tariq, M. (2020) Business performance is the ability of a firm to achieve its goals and objectives, meet customer needs, and outperform competitors in the marketplace.
Business performance is a comprehensive measure of a firm's financial, operational, and strategic success, as well as its impact on society and the environment.

Business performance is the ability of a company to create value for all stakeholders, including customers, employees, shareholders, suppliers, and society.
Overall, business performance is a multifaceted concept that can be measured in different ways, depending on the goals and objectives of the company and the stakeholders involved.
1.2 [bookmark: _TOC_250041]STATEMENT OF THE PROBLEM
In Nigeria we face a lot of problems when it comes to customer relationship management on business performance, and without identifying the problem we cant find the solution to the problem. One of the problem customer relationship management face in todays world is setting a clear objective, in some businesses the owner of the business are not able to define their business. Defining clear objective that a business intends to achieve with the system is one of the secret for a smooth and successful customer relationship management implementation.
Another problem faced in customer relationship management is training, they is this saying that goes by as “for every business to be successful it needs training”. Without the owner of a business training his employee on how to relate or behave in a business organization it might lead to failure in the business. Based on my case study which is selected eateries in Ilorin relating it to my statement of the problem, lack of training of an employee in any selected eatery in Ilorin can lead to losing of customer this is because if an employee doesn't know how to welcome their customer or attend to their customer at the right time it can lead to failure in the business. That is why every business needs to train their employees so as for the business to move smoothly.

1.3 RESEARCH QUESTION

The following question guides the study and some which are:

i How does effective customer relationship management influence business performance in the retail industry?
ii What role does personalized communication through customer relation management platform play in enhancing business performance.
Iii How does integration of customer approach analytics and data driven decision making contributes to business performance.
1.4 [bookmark: _TOC_250040]RESEARCH OBJECTIVES
The aim of the research is to help guide the research process and focus on achieving the desired outcome.
i Investigate the challenges and barriers faced by organisations in implementing successful customer relation management initiatives
ii Analyse the correlation between customer relation management implementation and customer retention rate in business.
Ii Explore the role of customer relation management in enhancing cross selling and up selling opportunities to increase profitability

1.5 [bookmark: _TOC_250039]RESEARCH HYPOTHESIS
The following research hypothesis will be formulated for the study

Ho1 A personalized customer relationship management approach leads to higher customer satisfaction levels, resulting in increased customer loyalty and repeat purchases."
Ho2 "Effective utilization of CRM technology enhances customer engagement and communication, leading to improved brand perception and higher customer lifetime value."
Ho3 "Implementing a data-driven CRM strategy improves sales forecasting accuracy and enables targeted marketing efforts, ultimately driving higher revenue growth for businesses."
1.6 [bookmark: _TOC_250038]SCOPE OF THE STUDY

This research is all about customer relationship management on business performance within various selected eateries in Ilorin, Kwara State. The case study was selected because one of the basic needs of life is food and water. Without food and water we cannot survive. Eateries are very important must especially to workers. Eatery in Ilorin helps in expansion of business for business owner. Eatery in Ilorin was founded in the 18th century by Oyo empires.

1.7 [bookmark: _TOC_250037]SIGNIFICANCE OF THE STUDY

The significance of studying the impact of customer relationship management on business performance lies in its potential to provide valuable insights for companies aiming to enhance their customer interactions and overall performance. Understanding how CRM strategies influence customer satisfaction, loyalty, and financial outcomes can help businesses tailor their approaches to better meet customer needs, improve operational efficiency, and ultimately drive growth and profitability.
1.8 [bookmark: _TOC_250036]OPERATIONALIZATION

Y= (f)X

Where X = Customer relationship management

X1 = Communication channel. X2 = Customer approach.
Where Y = Business performance

Y1= Profit maximization. Y2= Customer satisfaction.
X=Customer Relationship Management	Y=Business Performance

X1	Communication Channel	Y1	Profit Maximization

X2	Customer Approach	Y2   Customer Satisfaction





























CHAPTER TWO LITERATURE REVIEW
2.0 [bookmark: _TOC_250035]PREAMBLE
This study reviews the idea of Customer Relationship Management on Business Performance which has been viewed by various authors and scholars who were interested in the subject. Some of the areas that will be tough include the definition of Customer

Relationship Management, concept, characteristics and other variables which are relevant to the earnings and satisfaction of the business. However, this chapter is based on three (3) perspectives which are conceptual review, theoretical review, and empirical review.
2.1 [bookmark: _TOC_250034]CONCEPTUAL REVIEW

2.1.1 [bookmark: _TOC_250033]CONCEPT OF CUSTOMER RELATIONSHIP MANAGEMENT.
The literature has failed to come up with one specific definition which total describes Customer Relationship Management. Various definitions has been emerged in an attempt to explain Customer Relationship Management. Bahadur et Al (2021) defined Customer Relationship Management as a process of studying, analyzing, and learning about the requirements and expectations of customers. According to Abdel-Basset, M. et al. (2022) CRM is a comprehensive strategy for managing customer interactions, designed to optimize customer satisfaction, retention, and loyalty, while maximizing business profitability and growth. Paravatiyar, A. And Sheth, J.N. (2022) defined CRM as a process of identifying, acquiring, and retaining profitable customers, by creating and delivering superior customer value through personalized and integrated marketing, sales, and service interactions. Payne also defined CRM as a customer-centric business approach that uses technology and data to manage customer interactions and create personalized experiences across multiple channels and touch points, with the goal of building strong, long-lasting customer relationships. According to Hofacker, C. F. et al (2020) CRM is a business strategy that seeks to build and manage long-term, mutually beneficial relationships with

customers, based on trust, loyalty, and value creation, using technology and data analytics to enhance customer experiences and satisfaction.
2.1.2 [bookmark: _TOC_250032]CONCEPT OF COMMUNICATION CHANNEL
In a nutshell, communication channels are mediums through which you can send a message to its intended audience. For example, phone calls, text messages, emails, video, radio, and social media are all types of communication channels. In an organization, communication channels keep information flowing efficiently. A breakdown in any channel, such as phone lines being down, could leave your employees and customers being seriously misinformed or left in the dark. On the flip side, effective communication channels can enhance productivity and help you make better decisions as a team.
Here are a few other ways to use communication channels: Receive and send important messages, Answer your team’s questions in real-time, Prompt discussions that encourage teammates to communicate with each other, Share materials like presentation files and important documents quickly, Communication channels are typically classified as oral and written communications. Within these categories, communication channels can be formal, informal, or unofficial.
An example of a formal communication channel is a slide deck shared during an all hands meeting, which gives employees a clear idea of the company’s goals. Informal communications, on the other hand, could include group chats addressing work-related issues. Lastly, unofficial communication channels could be any medium that team

members use outside of work hours to discuss random topics (like that Warriors team chat you’ve got with your coworkers).
How to choose the right communication channels
Although it might be tempting to communicate through as many channels as available, most businesses would benefit from a more calculated and mindful approach. Below are a few things to think about before you select a channel for your business messages.
1. Get familiar with your team
It might seem obvious, but the choice of communication channels largely depends on the preferences of your team. Who are they and what channels do they engage in? Do they prefer phone calls, text messages, or some other form of communication?
You can find this out by conducting an employee engagement survey or using employee engagement apps. Knowing where your team hangs out will help make sure you’re using the right communication channels to talk to them.
2. Consider your message
The type of message is another thing you should take into consideration. Ask yourself: Is the information formal or informal? Does it include visuals or text? Is the message time- sensitive or trivial? Does it need to be easy to find later? Then, zero in on the appropriate communication channels to use. If, for instance, you’re delivering a presentation, then you might want to take advantage of video conferencing software that has a screen sharing feature so that you can share different types of reference materials.
3. Take a look at your budget
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Your budget will also influence your choice of communication channels because you’ll have to invest some money to get your message across. Ask yourself: Is the channel affordable given your company’s overall budget? What tools are available for each channel? If you’re going to use multiple mediums for business communications, how much money are you willing to invest in each?
5 examples of communication channels

1. Email
Among the written communication channels for companies, email stands out as the most popular option. You can compose an email and get your message across in a jiffy. If you’re sending something that you’d like to be able to trace or refer to later on, emails are a good option because they can be stored in an inbox. The only thing is that employees are inundated with emails every day, so it can be easy for them to miss crucial messages. When to use email: When you need to forward a sensitive document or keep a permanent record of communications.
2. Video conferencing
Once in the realm of science fiction (remember the Jetsons?), video conferencing software has become an almost indispensable part of today’s businesses: People can join meetings from locations around the world, from one-to-one catch-ups to all-hands meetings with hundreds of people. This channel also comes to the forefront in certain industries like healthcare, with healthcare professionals using video conferencing to see patients and offer remote treatment. It may take some time getting used to, especially if your employees
19


haven’t participated in a video conferencing session before, but generally it’s pretty easy to pick up.
When to use video conferencing: When you want to communicate strategic decisions or hold discussions with your remote team.
3. Phone calls
Besides video conferencing, a phone call is a great way to communicate urgent issues and get answers quickly. If you don’t need visuals to communicate your message, a voice call is a little more convenient. Plus, if the person you called isn’t available, you can leave a voice message without being restricted to a certain number of text characters. That being said, phone calls can incur massive initial costs, especially if you’re using traditional phone lines or systems, like a public branch exchange (PBX) to transfer calls to other members of your team. If you think you’ll be making lots of international calls, look into a cloud phone system that lets you make calls over the internet. Again, Ring Central is a good option here (especially since the app has phone calling, video conferencing and even team messaging all in one place):
When to use phone calls: When you need to communicate something urgently but you don’t need to give a visual demonstration.
4. Instant messaging (IM)
IM, or team messaging, is great for simple and direct communication between teams. You get pinged right away if someone sends you a message, and you can type out a reply in seconds. Some messaging platforms even let you share files and create tasks in your

message threads: While all of this sounds great, IM channels can get “noisy” if you have your notifications turned on all day. There can be many ad hoc groups, comments, and discussions on various topics depending on how your team uses it, so make sure to customize your notifications or your availability status so that you don’t get disrupted too often:
When to use messaging: When you want to collaborate quickly on a project or get an informal opinion.
5. SMS texting
If your teammates are often away from their desk, then business SMS may be the most efficient way to communicate something urgent. You don’t need internet connection to send and receive messages, and SMS logs can also be kept and referenced to make sure everyone’s accountable. Plus, you can get your message across without derailing someone’s focus since they don’t have to open a browser or log in to an app. But mobile phones remain a personal space for most people, so SMS texting should probably be avoided unless it’s something really important.
When to use it: When you want to check in on the status of a project or communicate last- minute requests. Remember, choose your communication channels based on their effectiveness for you You might have decided that one channel is right for you, but don’t get stuck with it. Experiment with a few channels to see which ones deliver the best results. For instance, depending on the urgency of your message, you may want to use instant

messaging or opt for an even quicker medium like SMS. But there’s no guarantee that these channels will work better than, say, video conferencing.
So take the time to test a few channels, so you’ll know which ones will help improve your communications strategy. Also, make sure whatever tool you choose, it offers multiple ways to communicate—you’ll be amazed at how much more efficient and streamlined it’ll make your business communications.
2.1.3 [bookmark: _TOC_250031]CONCEPT OF CUSTOMER APPROACH
A customer is an indicator of probable sales and needs to be handled with care. It is the client base that is the lifeblood of any organization because without sales you cannot have any profits which are the ultimate goal of a company.
It is the steady stream of old and new customers that increases your client base, allows the business to prosper and fulfills your vision. Greeting customers politely are one way to approach customers and build your customer base. A positive approach that makes a client feel welcome is always encouraged by the top brass because it makes him trust the seller and consequently the outlet.
1) Identify your client
It is important to conduct research so that you can know about your target customers. A survey can be an immense help in recognizing the current visitor demographics. What type of customers are visiting your place and why is someone visiting your rival’s place is an important question that needs to be addressed. This will help you in finding ways to increase your customer base. When you have identified the areas of concern it is easy to

work towards your goal. Create a crystal clear picture of your target customer and make sure you approach them with a determination that will make them loyal to your outlet.
2) Advertisement
The advertisement is a sure way of making contact to approach customers. After identifying your target customers it will be easy to know about their likes and dislikes. Advertising has been a prominent marketing tool since earlier times use it for your advantage. Firstly look for free sources to advertise like community websites, directories, and local magazines. Take help of print, electronic and social media platforms via newspapers, magazines, radio, billboards, and hoardings. Television is immensely popular so advertise during prime time and in afternoons when the female audience is greater. Facebook, Twitter, and Instagram have a large community and it is important to target them via interesting posts, advertising, and product information.
3) Display place
You want to approach customers successfully then take advantage of the display places available to you. Create promotional messages that are eye-catching as well as meaningful. It helps to grab the attention of customers very easily. An outlet has special display places, set up properly dressed mannequins along with a striking message over there. Utilize your company vehicles and place print advertisement along with a one-liner message on the sides and back of the vehicles. People have the habit of window shopping and will look at these displays. If you have well-dressed and attractive displays it will obviously encourage customers in your premises.

4) Mouth publicity
The most important and strongest medium to create a loyal customer base and approach customers is via word-of-mouth publicity. If your customer is satisfied with your product and services he automatically shows his/her loyalty by expressing happiness and showering praises to his/her friends and family. An impressed customer is a free advertising tool that has a lot of credibility to its name. He can easily urge someone to make a purchase at your outlet as he is already satisfied by the product and performance over there. Maintain the loyalty of your old customers and the new ones will automatically follow after them.
5) Offer free samples
Everyone loves free gifts and the most important thing is that they remember the occasion and reason. Approach customers by offering free samples as it is a great promotional activity. Local events, shopping malls and own outlets are best places for such hand-outs. If you are in the business of children related products then opt for schools premises and sports days. Offering samples create a positive vibe about the product and encourage the customers to make a purchase. In business, a free service will help in garnering further clients.

6) Know your business inside out
Until and unless you know about your own business how can you approach customers and inform them about it? Find out and assemble information about the products and services related to your organization and make sure all the salespersons are aware of it in a detailed

manner. Find out which products and services are most preferred by your target customers along with preferences of the customers that are visiting your rival companies. This will help you to make changes so that those customers can visit your outlets. If a customer asks a question the employee should be knowledgeable enough to answer him promptly. If he looks to another person for the answer then it will create a bad impression in the customer’s mindset.
7) Position yourself as the answer
If you position yourself as the answer to every problem and then approach customers you will find that they will be impressed by your ingenuity. Potential clients need a good reason to switch loyalties and start making purchases from you hence give them the reason in the form of an incentive. A free product, a good discount, and impeachable services can make a convert quite easily as we all are fickle by nature and will think about ourselves first. Provide additional value to the product by giving something extra with it suppose a toothbrush with toothpaste or sugar with flour or free car service with a car. Show your knowledge and understanding of the wants of the customer and be ready to offer help when required. Suppose an old lady is unable to push her cart to offer her assistance and you will find that every other person is looking at you with a new found respect. This increases the brand value of your organization and creates better and positive visibility.
8) Follow up
Once you have gained a customer it is important that you follow up so that he comes back again and again. You can approach customers by asking about their feedback so that you

can get an insight into the customer’s mindset. Once you understand what he liked and what he did not you can treat him accordingly. If a customer was looking for some particular products and was unable to find even one amongst it arrange for it and inform him that it is now available, If possible give him the option of home delivery as it will make a good impression and gain you an impressed customer.
9) Build partnerships
Joining hands with like-minded people is a great way to approach customers for your business. The best thing about it is that it will lower your overhead costs and create a good customer base. Look for businesses that compliment your own products or services. Suppose you are selling furniture then you can team up with a company that sells cleaning products for them or if you are a car dealer look for a company that sells its parts or a vehicle repair shop. Nurturing the relationship with a business house will open new doors for your own business and help you in garnering new customers. Both of you can promote each other’s business and automatically recommend customers to others. Exchange business cards and current leaflets so that they can be allotted to the customers who are arriving at your place.
2.1.4 Business Performance
Business Performance is also known as corporate performance management (CPM) or enterprise performance management (EPM). Business performance is a set of performance management and analystic processes that enables the management of an organizations

performance to achieve one or more pre-selected goals. And this business performance that are achieved are; profit maximization and customer satisfaction.
2.1.4.1 [bookmark: _TOC_250030]PROFIT MAXIMIZATION
Profit maximization is a process business firms undergo to ensure the best output and price levels are achieved in order to maximize its returns. Influential factors such as sale price, production cost and output levels are adjusted by the firm as a way of realizing its profit goals. In business, profit maximization is a good thing, but it can be a bad thing for the client if, for example, lower-quality materials and labour are used or if the business decides to raise the prices for executing projects, all in pursuit of profit maximization. Let’s now explore some of its advantages and disadvantages.
Advantages of profit maximization
1) Economic survival: Profit is vital for the survival of any business
2) Measurement standard: Profits are the right measurement of the viability of a business model. In the absence of profits, the business loses its key goal and incurs a direct risk to its survival.
3) Social and economic welfare: In a business, profits demonstrate proficient use and allotment of resources. Resource allocation and payments for land, labour, capital and the organization lends itself to social and economic welfare.
Disadvantages of profit maximization

1) Profit’ definition is unclear: Different perceptions of the term exist among organizations and individuals. For example, profit can be the gross profit, net profit, before tax profit or the profit rate.
2) Time value of money is ignored: The formula is based on the idea that the higher the profit, the better the proposal, but what about its timing? In finance, when considering present value, we know that cash now won’t have the same value in the future.
3) Attention not paid to risk: In the pursuit of profit, risks involved are ignored, which may prove unaffordable at times, simply because higher risk directly questions the survival of a business.
4) Ignores quality: The most challenging part of profit maximization as a goal is that it neglects the intangible benefits such as quality, image, technological advancements etc. However, the input of intangible assets in generating value for a business is not worth neglecting, as they indirectly create assets for the organization.
2.1.4.2 [bookmark: _TOC_250029]CUSTOMER SATISFACTION
Customer satisfaction is a measure of how well a company’s products, services, and overall customer experience meet customer expectations. It reflects your business’ health by showing how well your products or services resonate with buyers. If you asked a batch of business owners, “How would you define customer satisfaction?” you would most likely get a bunch of different answers. One thing is certain: High customer satisfaction means customers are happy and business is booming.
The importance of customer satisfaction
20


Customer satisfaction is important because it illustrates whether your customer base likes what you’re doing. Research shows that high satisfaction leads to greater customer retention, higher lifetime value, and a stronger brand reputation. Low customer satisfaction scores are important, too. They can reveal customer pain points and provide data-backed insights on how to improve your product, service, and overall customer experience.
1. It drives customer loyalty
It’s a truth universally acknowledged: an unhappy customer is more likely to tell others about their negative experience than a happy customer is to share a positive one. And considering 79 percent of people in the United States use social media, sharing is easier than ever before. If a customer has a bad experience with your company, they can broadcast it to millions of people before they’re even out the door. Prioritizing customer satisfaction and making changes based on negative feedback can help your business get better reviews—and, in turn, more customers.
2. It helps reflect team performance
Customer satisfaction benchmarks and metrics don’t just help you gauge how your audience is feeling they also tell you how your support team is doing. The following metrics can be useful in understanding customer satisfaction levels: Initial response time: In our CX Trends Report, respondents said that long wait times were the most frustrating part of bad customer service. This metric can help you identify pain points in your team’s ability to respond promptly. Resolution time: If it’s taking your support agents hours to resolve issues that could be dealt with swiftly, it might be time to tweak your internal processes.
29


Don’t just strive to respond quickly resolve quickly, too. Number of transfers: Few things are more frustrating than being transferred to a new agent and repeating your issue all over again. If transfer occurrence drops, customer satisfaction should rise.
3. It encourages repeat purchases
A satisfied customer is a loyal customer. Our CX Trends Report agrees: 57 percent of consumers say excellent customer service is a factor in their brand loyalty. How do you know if your customer service is driving customer loyalty? There are two primary ways to find out: Conduct polls to gauge buyers’ excitement and likeliness to tell others about your brand. Observe customer behavior by tracking repeat purchases, reading reviews, and looking at how customers were referred to your site. These methods allow you to get input directly from your target market while also seeing how their words compare to their actions.
4. It increases customer lifetime value
Satisfied customers are not only more likely to remain loyal and stick around but they’re also more likely to increase your bottom line. According to our CX Trends Report, more than 90 percent of consumers will spend more with companies that offer streamlined customer experiences.
5. It boosts customer acquisition
Great customer service isn’t just important for supporting existing customers; it’s key to attracting new ones, too. Nowadays, consumers expect premium service to be built-in throughout the customer journey from the first sales or marketing interaction to any support

they need down the road. To position themselves for success, businesses must integrate high-quality customer service into every interaction point.
How to measure customer satisfaction: 4 key metrics
Measuring customer satisfaction is critical to growing your business. It enables you to uncover how well your company’s products and services meet your customers’ expectations. Here’s how to do it.
1. CSAT surveys
CSAT surveys are typically one- to two-question surveys offered at the end of a business transaction. A classic question is, “How satisfied are you with the product?” with answers ranging from “very satisfied” to “very unsatisfied.”
2. Net Promoter Score® (NPS) surveys
The goal of a Net Promoter Score® (NPS) survey is to determine whether customers are promoters, detractors, or passives. To measure this, send a survey asking customers how likely they are to promote your brand on a 1-to-10 scale. Customer satisfaction scores and Net Promoter Scores are discussed frequently in the CX world. Watch the video to understand how they differ. Customer satisfaction is a measure of how happy your customers are with your product or service. And increase businesses, it’s the difference between a success and a failure no pressure.
3. Customer service data
Collect customer service data around specific features on your site, resolution times, and support requests. If you’re seeing an increase in tickets around a particular task, for

example, that’s assure sign that something needs fixing. You can also infer customer satisfaction from your call resolution rates and average issue-hand line time.
4. Quantitative customer satisfaction metrics
To understand customer satisfaction from every angle, perform both qualitative and quantitative research. One qualitative way to understand buyers’ motives and behaviors is through a client advisory group, a panel of customers who meet to discuss your business’ products and services.
2.2 [bookmark: _TOC_250028]THEORETICAL REVIEW

2.2.1 [bookmark: _TOC_250027]THE GEORGE HOMANS THEORY ON SOCIAL EXCHANGE
Sociologist George Homans (1961) and Peter Blau were the first to find out the theory of social exchange theory in the late 1950s and early 1960s. George Homans in 1958, created the social exchange theory. There are basically two main fundamental properties which are; one self-interest and the other is interdependence. Whenever there occurs an exchange between two parties, then an individual is looking out for their own economic and psychological needs or benefits. They want to satisfy themselves that their needs are being fulfilled. And when there is any social exchange, and then there is some sort of interdependence on one another. Two parties are mutually dependent on one another for any kind of social exchange. If this dependence provides a positive outcome then the relationship will be held in good terms and will be continued and if in case the outcome is negative, the two parties won’t work together. Blau’s work was very much influenced by that of Homans. His focus was merely future-oriented. He was the one to motivate theorists

to look forward. He thought if people will think too much about the returns that they will be getting as a reward then they won’t be able to learn the developing aspects of the social exchange.
BASIC CONCEPTS OF SOCIAL EXCHANGE THEORY
Social exchange theory basically explains the behavior of people while exchanging something. It is the study of human behavior according to the situations. There are various basic concepts of this theory are as follows:
1. Costs: Costs can be anything whether time, effort or money.
2. Rewards: It can be anything whether the sense of acceptance, support, and companion ship. Simple social exchange models assume that rewards and costs drive relationship decisions.
3. Resources: Resources are any commodities, material or symbolic, that can be transmitted through interpersonal behavior and give one person the capacity to reward another.

ADVANTAGES OF SOCIAL EXCHANGE THEORY
1. It is a scientific theory. It explains that individuals minimize their costs and maximizes their rewards within a relationship.
2. It tells one how to sustain and keep relationships.
3. It is a timely and systematic approach. The theory is almost applicable in all situations.

4. It helps us to understand that when we give something in any relationship then we expect something in return to maintain the relationship.
5. The theory is fairly simple, allowing most people to understand its general assumptions and relate to them.
6. When a person becomes knowledgeable of this theory, he or she can work towards having more balanced relationships. This knowledge can also provide awareness of what one’s own costs are to other people. Everything that have advantages also have disadvantages.
DISADVANTAGES OF SOCIAL EXCHANGE THEORY
1. The whole theory revolves around the rewards only and it neglects the cultural contexts and variations of cultures.
2. Social exchange theory makes people seem individualistic and reward-seeking people.
Therefore, social exchange theory helps in keeping the relationship between customer and the management, it helps us know how to socialize with our customer in other to make the organization keep moving smoothly without any problem so as to achieve a good business performance.
2.2.2 [bookmark: _TOC_250026]RESOURCES BASED VIEW (RBV) THEORY
The resource-based view (RBV) is a managerial framework used to determine the strategic resources a firm can exploit to achieve sustainable competitive advantage. Barney's 1991 article "Firm Resources and Sustained Competitive Advantage" is widely cited as a pivotal work in the emergence of the resource-based view. However, some scholars [who?] argue

that there was evidence for a fragmentary resource-based theory from the 1930s.[citation needed] RBV proposes that firms are heterogeneous because they possess heterogeneous resources, meaning firms can have different strategies because they have different resource mixes.
The RBV focuses managerial attention on the firm's internal resources in an effort to identify those assets, capabilities and competencies with the potential to deliver superior competitive advantages.
During the 1990s, the resource-based view (also known as the resource-advantage theory) of the firm became the dominant paradigm in strategic planning. RBV can be seen as a reaction against the positioning school and its somewhat prescriptive approach which focused managerial attention on external considerations, notably industry structure. The so-called positioning school had dominated the discipline throughout the 1980s. In contrast, the resource-based view argued that sustainable competitive advantage derives from developing superior capabilities and resources. Jay Barney's 1991 article, "Firm Resources and Sustained Competitive Advantage," is seen as pivotal in the emergence of the resource-based view.
A number of scholars point out that a fragmentary resource-based perspective was evident from the 1930s, noting that Barney was heavily influenced by Wernerfelt's earlier work which introduced the idea of resource position barriers being roughly analogous to entry barriers in the positioning school. Other scholars suggest that the resource-based view represents a new paradigm, albeit with roots in "Ricardian and Penrosian economic theories

according to which firms can earn sustainable supernormal returns if, and only if, they have superior resources and those resources are protected by some form of isolating mechanism precluding their diffusion throughout the industry. While its exact influence is debated, Edith Penrose's 1959 book The Theory of the Growth of the Firm is held by two scholars of strategy to state many concepts that would later influence the modern, resource-based theory of the firm.
The RBV is an interdisciplinary approach that represents a substantial shift in thinking. The resource-based view is interdisciplinary in that it was developed within the disciplines of economics, ethics, law, management, marketing, supply chain management and general business.
RBV focuses attention on an organization’s internal resources as a means of organizing processes and obtaining a competitive advantage. Barney stated that for resources to hold potential as sources of sustainable competitive advantage, they should be valuable, rare, imperfectly imitable and not substitutable (now generally known as VRIN criteria). The resource-based view suggests that organizations must develop unique, firm-specific core competencies that will allow them to outperform competitors by doing things differently. Although the literature presents many different ideas around the concept of the resource- advantage perspective, at its heart, the common theme is that the firm's resources are financial, legal, human, organizational, informational and relational; resources are heterogeneous and imperfectly mobile and that management's key task is to understand and organize resources for sustainable competitive advantage. Key theorists who have

contributed to the development of a coherent body of literature include Jay B. Barney, George S. Day, Gary Hamel, Shelby D. Hunt, G. Hooley and C.K. Prahalad.
However, in this theory Different resource configurations can generate the same value for firms and thus would not be competitive advantage for customers in other to have a good relationship with organization based on the business performance.
2.2.3 [bookmark: _TOC_250025]Theory X and Y

Theory X is based on negative assumptions regarding the typical worker. This management style assumes that the typical worker has little ambition, avoids responsibility, and is individual-goal oriented. In general, Theory X style managers believe their employees are less intelligent, lazier, and work solely for a sustainable income. Management believes employees' work is based on their own self-interest. Managers who believe employees operate in this manner are more likely to use rewards or punishments as motivation. Due to these assumptions, Theory X concludes the typical workforce operates more efficiently under a hands-on approach to management. Theory X managers believe all actions should be traceable to the individual responsible. This allows the individual to receive either a direct reward or a reprimand, depending on the outcome's positive or negative nature. This managerial style is more effective when used in a workforce that is not essentially motivated to perform.
According to McGregor, there are two opposing approaches to implementing Theory X: the hard approach and the soft approach. The hard approach depends on close supervision,

intimidation, and immediate punishment. This approach can potentially yield a hostile, minimally cooperative workforce and resentment towards management. Managers are always looking for mistakes from employees, because they do not trust their work. Theory X is a "we versus they" approach, meaning it is the management versus the employees. The soft approach is characterized by leniency and less strict rules in hopes for creating high workplace morale and cooperative employees. Implementing a system that is too soft could result in an entitled, low-output workforce. McGregor believes both ends of the spectrum are too extreme for efficient real-world application. Instead, McGregor feels that an approach located in the middle would be the most effective implementation of Theory X.
Because managers and supervisors are in almost complete control of the work, this produces a more systematic and uniform product or work flow. Theory X can benefit a work place that utilizes an assembly line or manual labor. Using this theory in these types of work conditions allows employees to specialize in particular work areas which is turn allows the company to mass-produce a higher quantity and quality of work.
Theory X and Theory Y are theories of human work motivation and management. They were created by Douglas McGregor while he was working at the MIT Sloan School of Management in the 1950s, and developed further in the 1960s. McGregor's work was rooted
Sin motivation theory alongside the works of Abraham Maslow, who created the hierarchy of needs. The two theories proposed by McGregor describe contrasting models of
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workforce motivation applied by managers in human resource management, organizational behavior, organizational communication and organizational development. Theory X explains the importance of heightened supervision, external rewards, and penalties, while Theory Y highlights the motivating role of job satisfaction and encourages workers to approach tasks without direct supervision. Management use of Theory X and Theory Y can affect employee motivation and productivity in different ways, and managers may choose to implement strategies from both theories into their practices.
However, theory X shows how the management makes the employee work effectively by putting a reward so as to encourage the employee in other for them to make the customers happy and satisfied, because customers are always right. Rewards and punishment are the two ways in other to make an employee work effectively and efficiently.

2.3 [bookmark: _TOC_250024]EMPIRICAL REVIEW
Onifade et al. (2020) employee relations and organizational efficiency in food industry in Nigeria, the main objective of the study was to examine employee relations and organizational efficiency in De-United Foods Industries Limited. A descriptive research design was adopted, and a 20-item structured questionnaire was used to solicit information from the respondents. Out of the 240 questionnaires administered to the staff of De-United Foods Industries, Ota, Ogun State, 215 questionnaires were retrieved representing 90% response rate. Both descriptive and inferential statistics were adopted to analyse the data. While the descriptive statistics (Tables, Simple percentage, and pie chart) were used to
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analyse the demographic information, the inferential test statistics (simple linear regression) were used for the analysis. The result of hypothesis one (Beta value = 25.754; R2 = 81.8; t = 30.948; P -value = .000) indicated that employee voice has positive and significant effect on the efficiency of De –United Foods Industries limited. Also, the result of hypothesis two (Beta value = 19.247; R2 = .830; t = 32.257; P -value = .000) revealed that conflict resolution has positive and significant effect on the efficiency of De–United Foods Industries limited. Lastly the result for hypothesis three (Beta value = 28.304; R2
= .913; t = 47.427; P -value = .000) depicted that employment empowerment has positive and significant effect on the efficiency of De–United Foods Industries limited. Arising from the findings, the study concluded that employee relations have a significant impact on organizational efficiency in De-United Foods Industries Limited.
Ugoani (2023) examined the managing employee relations and its effect on organizational success, the managing employee relations has deep psychological perspectives and requires that management uses recognition as a powerful tool to encourage organizational citizenship behaviour, job satisfaction, and employee happiness to promote career and organizational success. The exploratory research design was used for the study involving 108 respondents. Data generated through primary and secondary sources were analyzed through descriptive and regression statistical techniques and the result showed very strong positive relationship between managing employee relations and organizational success.

Hagenimana, Ngui, & Mulili, (2018), Influence of Employee Relations on Organizational Performance: The Case of Nyamasheke District, Rwanda, The Study was confined within the district of Nyamasheke one of districts of Rwanda. The study employed a descriptive research design. The target population for this study was employees of Nyamasheke district. As local government, they are in a position to give reliable information on Influence of employee relations on organization performance. The sample was 63 respondents all employees of district‘s office. Data was collected mainly by use of questionnaires. The data was analyzed using quantitative research techniques with the help of SPSS, was presented into frequency distributions, pie chart, tables, means and percentages. Further, inferential analysis such as Pearson’s correlation was performed to establish relationships among study variables, while regression analysis was done to establish the effect of independent variables on the dependent variable. The study revealed that there was a relationship between the independent variables: employee communication, employee health and safety, employee bargaining, and conflict resolution and the dependent variable organisation performance. The study concludes that there is a relationship between independent variables and dependent variable.
Samwel (2018) examined the effect of employee relations on employee performance and organizational performance–study of small organizations in Tanzania, the aim of this paper is to examine the effect of employee relations on employee performance and organizational performance and at the same time identify various employee relations practices used by small organizations in Tanzania. The study adopted a cross-sectional

survey research design and used a stratified random sampling technique to select a sample size of 387respondents from selected small organizations in Tanzania. Data was collected using structured questionnaires and interviews and analyzed using descriptive statistics and correlation analysis and the results presented using tables. The findings of the study show that small organizations in Tanzania are aware of the benefits of maintaining good employee relations and correct remedial actions taken to minimize poor employee relations in the organization. The findings further indicate a positive significant relationship between employee relations and employee performance as well as between employee relations and organization performance. Moreover, the findings reveal the use of unfair labour practices in small organizations in Tanzania.
Arimie (2019) conducted a study on the relationship between employer-employee relations and employee engagement in a tertiary institution in Edo State, Semi-structured interviews were conducted on a cross-section of management staff, heads of department, and units in the University. A descriptive method was adopted for data analysis. The results of this study revealed that employee engagement is a by-product of employer-employee relations and the quality of the relationship is one of the most critical factors that drive engagement and satisfaction of employees.
Ogunsanwo and Kazeem (2019) examine the employee relations management and employee performance (A Study of Dangote Cement, PLC, IBESE), this study is to analyze the influence of employee Relations Management (ERM) on Employee Performance (EP). To accomplish this objective 120 samples were selected randomly from the whole

population (staff of Dangote Plc in Ibese Ilaro). A simple linear regression was conducted to examine how well ERM predict level of EP. The result of the test shows that there exist a strong positive relationship between ERM and EP (r=.802, p<.01); ERM has a strong positive power on EP (R2=.642) which means 64% of variance in EP was predicted from ERM; a unit change in ERM will result in 0.97 increase in EP. The regression equation for predicting EP from ERM was Y=20.1867 + 965 (X). Some diagnostics outcome of the research was not spurious. The bootstrapped 95% confidence interval for the slope to predict EP for ERM range from -2.11 - 1.712 which signifies that the model was free from outliers, the PP plot and Durbin Watson value 2.286 did not exceed (-1<>3) and that implies the observation were independent.
Aisha (2020) conducted a study to examine the relationship of different dimensions of employment relation (ER) with perceived organizational performance. The study also attempts to analyze the role of technological intensity in determining the employment approaches adopted by the firm. Data were gathered through the survey method and in- depth personal interviews were conducted in Indian manufacturing firms based in the National Capital Region (NCR). The findings confirm that all dimensions of employment relation have profound and significant relationship with perceived organizational performance. It also revealed that technology intensity of the industry determines the way people are managed in the organization.

2.4 [bookmark: _TOC_250023]GAP IN LITERATURE
Employees have a very critical role to play towards the achievement of organizational goals. Scholars have argued that making employees happier and healthier increases their effort, contributions and productivity (Fisher, 2018; Harter et al, 2016; Judge, 2022) and that improving their motivation requires that workers perceive a match between their own goals and those of the organization (Kanfer, 2019). After the civil war in Rwanda in 1994, the country went through a process of national reconciliation. However the process of reconciliation is often long and to date some issues related to the genocide still arise at the work place. Currently at the Nyamasheke District in Rwanda there are some problems related to negative attitude at workplaces or conflicts, communication challenges and health and safety concerns among the employees. The issue of employee relations and how it relates to performance has not been given the attention it deserves by management. Most employees at the districts do not put up their best performance because of unhealthy relationships with their employers. When employees are not happy, then it is unlikely that they will make their clients happy. For that reason management should take care of relationships with employees. The vital determinants of work place performance are employee relationship which has been given little attention. Few organizations (if any) can survive without paying attention to their employees. To achieve strong and healthy relationships with employee a comprehensive employee relations program should be put in place because good relationship positively impacts on performance and organisation growth, Bratton & Gold, (2003). To achieve strong and healthy relationships between the

organization and the workforce, a comprehensive employee relations program should be put in place. This research endeavors to find out the the impact of Customer Relationship Management on Business Performance in selected eateries in Ilorin.

CHAPTER THREE METHODOLOGY
3.0 [bookmark: _TOC_250022]PREAMBLE
This chapter describes the methods and procedures that would be employed in the conduct of this study, having reviewed literature on customer relationship management on business performance in various eateries in kwara State, Ilorin. The procedures are discussed under the following subheading; Research design, population sample and sampling techniques, instrumentation, sources of data collection, method of data analysis.
3.1 [bookmark: _TOC_250021]RESEARCH DESIGN
The research design that would be used for this study is descriptive survey of correlation type. Descriptive survey research will be adopted based on its appropriateness for large population sample. The survey involves the use of researcher designed questionnaire to elicit information on customer relationship management on business performance in Kwara state, Ilorin.
The independent variable is customer relationship management while the dependent variable is business performance. The design however, entails the collection and use of data systematically from a given population to describe certain characteristics features of the population.

3.2 [bookmark: _TOC_250020]POPULATION OF THE STUDY
The population of this study comprises of Customers coming in and out of various eateries in Ilorin such as Item 7, Chicken Republic, KFC and edibles. Sampling technique is defined as a systematic process employed to select a required proportion of the target population (Easley, 2020). A multi-stage sampling procedure will be employed to draw the sample for the study; the procedure for sample selection will involve three stages.
The first stage involves the use of purposive sampling technique to select (50) eateries in Ilorin out of 200 eateries in Ilorin. Patton,
Also, the second stage will involve the use of proportionate sampling technique to select 4 eateries from various eateries in Ilorin. Proportionate sampling is a method of sampling technique that ensures that each stratum has equal sampling representation.
Finally, at stage three the researcher will use simple sampling technique of balloting (fish bowl) to select 50 respondents of Customers.
SAMPLE TABLE

	Eateries
	Branches
	Sample size
	Total

	Item 7
	13
	50 per day
	650

	Chicken Republic
	7
	50 per day
	350

	KFC
	5
	50 per day
	250

	Edibles
	2
	50 per day
	100

	
	
	200
	1350



3.3 [bookmark: _TOC_250019]SAMPLE SIZES DETERMINATION
Since the population is a finite one, application of statistical formula becomes imperative in determining the size. To study the entire population is not usually feasible due to some hindering factors such as limited time frame, financial limitation, scarce resources and other holding back factors.
Using scientific measure in arriving at the sample size, the researcher adopts Taro Yamane Formula:- Hence the formula entails a 95% confidence level at a point of 5% assumption.
Taro Yamane Formula:

S =	N
1+N(e)2

N = population size e = tolerance error 1 = constants Therefore:
S =	1350
1+135 (0.05)2

=	1350
1+1350(0.0025)

=	1350
1+3.375

40


= 1350
4.375

= 308.57

~ 309 respondents

3.4 [bookmark: _TOC_250018]RESEARCH METHOD
This research is a mono in structure; therefore, survey method was adopted because most Journal and articles related to this work used survey method. This method also offered the researcher the opportunity to generate data, thereby providing a valid generalization of research findings. More so, it investigated beliefs, opinions, attitude, preferences or disposition of the population element without subjecting them to any form of manipulation and control. According to Otikiti (2015), survey method is explained as type of field study that involved the collection of data from a sample of element drawn from a well defined population. This study adopted survey method to explore the effect of leadership style on organizational performance.
3.5 [bookmark: _TOC_250017]RESEARCH INSTRUMENT
The research instrument that would be used for data gathering for this study would be titled "customer relationship management on business performance questionnaire (CRMBPQ) ". The questionnaire would be used to elicit data from the respondents. Data for this study was collected using two research instruments questionnaire entitled customer relationship management on business performance in various eateries in Ilorin. The questionnaire would be divided into two sections, A and B respectively. Section A contained demographic information about the respondents such as names of eateries in Ilorin. Section B contained statements on the research questions centered on the topic. Section B elicits information that share correlations with the research questions in the study using the 4- liberty scale: SA = Strongly Agree, A = Agree, D = Disagree, SD = Strongly Disagree.
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Furthermore, Part B of the instrument presents information on the level of Customer Relationship Management on Business Performance in various eateries in Ilorin.
3.6 [bookmark: _TOC_250016]SAMPLING TECHNIQUES
A survey instrument in the form of close ended questionnaire was developed for the purpose of collecting the main data for the study. This study will be conducted in various eateries in Ilorin such as Item 7, Chicken Republic, KFC and edibles, and factors such as precision, population, size, time and cost constraints will be taken into consideration in selecting sample size.
This study will be adopting simple random sampling technique. This is because the study identified different clusters among the respondents, therefore making the sampling technique to be useful, the questionnaire were administered to randomly selected staff by the researcher to ensure immediate attention and respondents. The researcher made use of Taro Yamani formula to get the sample size.
3.7 [bookmark: _TOC_250015]METHOD OF DATA COLLECTION
In this study however, the primary source of data shall be adopted. Hence, the purpose of this study, the primary source shall be aligned with which has a justification with numerous studies in this field.

3.8 [bookmark: _TOC_250014]RESEARCH INSTRUMENTS
Closed-ended Questionnaire method will be adopted by the researcher to collect the data. This is done to ensure that the required questions are in accordance with the stated

objectives and also to avoid ambiguities in the questions as well as validate the instrument to be used. This different way of gathering information will supplement each other, hence boost the validity and reliability of the research instrument. The items of the questionnaires will be developed based on the research objectives and hypotheses
3.9 [bookmark: _TOC_250013]VALIDITY OF RESEARCH
Validity is regarded as the extent to which a measuring instrument achieved its primary purpose which is to authenticate its correctness and cogency. However, content Validity will be adopted in the research work, as this explains the degree to which a test measures a representative sample of subject matter and the change under consideration. Asoka (2006) stated that validity can be defined as the extent to which a measuring instrument measures what it is designed to measure. Hence, the study ensures that all variables will be given utmost and fair representation in the questionnaire as they will be grouped in different subheading for clarity purpose.
3.10 [bookmark: _TOC_250012]RELIABILITY OF RESEARCH INSTRUMENT
Reliability of an instrument on the other hand is being to measure whatever it is to measure over and over. In order to maximize the reliability of the instrument the researcher with the help of experts in measurements and evaluation ensured that the questions in the questionnaire are not ambiguously presented to the respondents. In other words, to ascertain the reliability of the instrument, questionnaire has been used by several researchers who have come out with reliable solution to the problems.

3.11 [bookmark: _TOC_250011]METHOD OF DATA ANALYSIS
The data collected would be subjected to statistical analysis. The main purpose of which was to find out percentages of responses to determine the relationship between customer relationship management on business performance in various eateries in Ilorin. For data analysis, the responses from the respondents will be analyzed by using descriptive statistics (percentages) and frequency counts for the research questions while inferential statistics of Pearson product moment correlation (PPMC) will be used to test the null Hypotheses at
0.05 level of significance.

[bookmark: _TOC_250010]CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS OF RESULTS 4.1INTRODUCTION
This chapter deals with the presentation, analysis and interpretation of data collected from the respondents in the course of carrying out the research. The responses were converted into scores and percentage distribution.
TABLE: 1: QUESTIONNAIRE DISTRIBUTION AND RETURNS


	Options
	No. Distributed
	No. Returned
	No. not Returned
	Percentage (%)

	Managers
	45
	43
	2
	94%

	Staffs
	264
	258
	6
	97.72%

	Total
	309
	301
	8
	97.41%


Source: Field Survey, 2023
The above table shows that a total of 45 copies of the questionnaire were distribute to the manager of the breaches and only 2 copies of the questionnaire was not returned while 43copies were returned representing 94% return rate. Out of the 164 copies of the questionnaire distributed to the tax payers, 3 copies were not returned while 161 copies were returned representing a return rate of 98%. Therefore, the total return rate is 97.5%.
4.2 [bookmark: _TOC_250009]ANALYSIS OF DATA
Descriptive statistics was used to summarize the demographic information and the research questions in this study, while the hypothesis was tested using chi-square analysis

Table 2


	Distribution of respondents according to gender

	
	Frequenc y
	Percent (%)
	Valid Percent (%)
	Cumulative Percent (%)

	Valid
	Male
	109
	36.41
	36.41
	36.41

	
	female
	191
	63.59
	63.59
	100.0

	
	Total
	301
	100.0
	100.0
	


Table 2 above which is descriptive table of values showing the gender distribution of the respondents, from the result, it can be ascertain that 109 (36.41%) of the respondents are male, while 191 (63.59%) of the respondents are female. Hence we conclude that majority of the respondents are female.
Table 3


	Distribution of respondents according to age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25-30
	127
	42.05
	42.05
	42.05

	
	31-35
	89
	29.74
	29.74
	71.79

	
	36-40
	49
	16.41
	16.41
	88.20

	
	41 and above
	36
	11.80
	11.80
	100.0

	
	Total
	301
	100.0
	100.0
	



Table 3 which is descriptive table of values showing the age distribution of the respondents, from the result, it can be ascertain that 127(42.05%) of the respondents falls within the age bracket of (25-30) years, 89(29.74%) of the respondents falls within the age bracket of (31- 35) years. 49(16.41%) of the respondents falls within the age bracket of (36-40) years and

36(11.80%) of the respondents falls within the age bracket of 41 and above. Hence we conclude that majority of the respondents fall within the age bracket of (25-30) years.
Table 4


	Distribution of respondents according to academic qualification

	
	Frequency
	Percent
%
	Valid Percent
%
	Cumulative Percent
%

	Valid
	NCE/OND
	84
	27.69
	27.69
	27.69

	
	HND/BS.C
	126
	42.05
	42.05
	69.75

	
	Postgraduate
	52
	17.44
	17.44
	87.19

	
	Others
	39
	12.81
	12.81
	100

	
	Total
	301
	100.0
	100.0
	


Table 4 which is descriptive table of values showing the distribution of respondents according to academic qualification, from the result, it can be ascertain that 84 (27.69%) of the respondents has NCE/OND, 126 (42.05%) has HND/B.Sc. certificate, 52 (17.44%) of the respondents has Postgraduate certificate, 49 (12.81%) has others certificate. Hence we can firmly conclude that majority of the respondents has HND and B.Sc. certificate.










Table 5


	Distribution of respondents according to Working Experience

	
	Frequency
	Percent
%
	Valid Percent
%
	Cumulative Percent
%

	Valid
	Below 2 years
	56
	18.46
	18.46
	18.46

	
	3years - 6years
	103
	34.35
	34.35
	52.81

	
	7years -10 years
	91
	30.25
	30.25
	83.06

	
	11years Above
	51
	16.94
	16.94
	100

	
	Total
	301
	100.0
	100.0
	


Table 3 which is descriptive table of values showing the working experience distribution of the respondents, from the result, it can be ascertain that 56 (18.46%) of the respondents have worked within the bracket2years and below,103 (34.35%) of the respondents falls within the working bracket of (3-6) years. 91 (30.35%) of the respondents falls within the working experience bracket of (7-10) years and 51 (16.94%) of the respondents falls within the working experience bracket of 11 and above. Hence we conclude that majority of the respondents fall within the working experience bracket of (3-6) years but second range fall with the working years of 7 to 10 years which indicate that there will be a good or accurate response or result to this study from the sample selected.

Table 6


	Distribution of respondents according to Department

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Administrativ e
	57
	18.97
	18.97
	18.97

	
	Accounting
	48
	15.90
	15.90
	34.87

	
	Marketing
	81
	27.18
	27.18
	62.05

	
	Service
	115
	37.95
	37.95
	100

	
	Total
	301
	100.0
	100.0
	



Table 6 above which is descriptive table of values showing the departmental distribution of the respondents, from the result, it can be ascertain that 57 (18.97%) of the respondents are from administrative department of the Revenue, while 48 (15.90%) of the respondents are from accounting department, 81 (27.18%) of the respondent are from marketing department and 115 (37.95%) of the respondent are from service. Hence we conclude that majority of the respondents are Service department.

Questionnaire 1
Counseling influence positive employee behavior

Table 7


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	42
	15
	57
	56.14
	23.86

	Accounting
	28
	20
	48
	58.33
	41.67

	Marketing
	50
	31
	81
	61.73
	38.27

	Service
	64
	51
	115
	55.56
	44.44



From the table 7 above, 42 respondents from the administrative department of 56.12% strongly agree and agreed and 28, 50 and 64 representing 58.33%, 61.73% and 55.56% from accounting, marketing and service department respectively. While 15, 48, 81 and 51respondentsrepresenting 23.86%, 41.67%, 38.27% and 44.44% of the respondents from administrative, accounting, marketing and service department disagree on the promoting effective channel and pursuing operational excellence in an organization, top management clearly understand the fundamental spirits and principle of quality management.
50


Questionnaire 2
Recognition does not boost employee satisfaction

Table 8


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	24
	33
	57
	42.11
	57.89

	Accounting
	23
	25
	48
	39.66
	60.44

	Marketing
	31
	50
	81
	38.27
	61.73

	Service
	44
	71
	115
	38.26
	61.74


Table 8 above analysis the respondent opinion on departmental heads accepts responsibility for quality of goods. 24, 23, 31 and 44 respondents strongly representing 42.11%, 39.66%, 38.27% and 38.26% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 33, 25, 50 and 71 respondents representing 57.89%, 60.44%, 61.73% and 61.74%from administrative, accounting, marketing and service respectively disagree on departmental heads accept responsibility for quality of goods.
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Questionnaire 3
Mentoring enhance employee performance

TABLE 9


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	32
	25
	57
	56.14
	43.86

	Accounting
	31
	17
	48
	64.58
	35.42

	Marketing
	59
	22
	81
	72.84
	27.16

	Service
	73
	42
	115
	63.48
	36.52



Table 9above analysis the respondents opinion on company's plan always incorporates external supplier and other stakeholders. 32, 31, 59 and 73 respondents representing
57.14%, 64.58%, 72.84% and 63.48% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 25, 17, 22 and 42 respondents representing 43.86%, 35.42%, 27.16% and 36.52% from administrative, accounting, marketing and service respectively disagree on that company’s plan always incorporates external supplier and other stakeholders.

Questionnaire 4

Involvement cannot raise employee morale

Table 10


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	32
	25
	57
	38.60
	61.40

	Accounting
	31
	17
	48
	64.58
	35.42

	Marketing
	63
	18
	81
	77.78
	22.22

	Service
	82
	33
	115
	71.30
	28.70


Table 10 above analysis the respondents opinion on management create synergy interdependence and interconnection. 32, 31, 63 and 82 respondents strongly representing
38.60%, 64.58%, 77.78% and 71.30% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 25, 17, 22 and 42 respondents representing 61.40%, 35.42%, 22.22% and 28.70% from administrative, accounting, marketing and service respectively disagree on management create synergy interdependence and interconnection.

Questionnaire 5
Employee communication is imperative to good management

Table 11


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	32
	25
	57
	56.14
	43.86

	Accounting
	21
	27
	48
	43.75
	56.25

	Marketing
	63
	18
	81
	77.78
	22.22

	Service
	62
	73
	115
	54.78
	45.32


Table11 above analysis the respondents opinion on the personnel give promote services. 32, 21, 63 and 62 respondents strongly representing 56.14%, 43.75%, 77.78% and 54.78% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 25, 27, 18 and 73 respondents representing 43.86%, 56.25%, 22.22% and 45.32% from administrative, accounting, marketing and service respectively disagree on the personnel give promote services.

Questionnaire 6
Employee has expectation of fair and just treatment by the management

Table 12


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	39
	18
	57
	68.42
	31.58

	Accounting
	15
	33
	48
	31.25
	68.75

	Marketing
	53
	28
	81
	65.43
	34.57

	Service
	76
	39
	115
	66.09
	33.91


From the table 12 above, 39 respondents from the administrative department of 68.42% strongly agree and agreed and 15, 53 and 76 representing 31.25%, 65.43% and 66.09%
from accounting, marketing and service department respectively. While 18, 33, 28 and 39
respondents representing 31.58%, 68.75, 34.57% and 33.91% of the respondents from administrative, accounting, marketing and service department disagree on the opinion that action of personnel in still confidence in patients.

Questionnaire 7
Management treats all employees as individuals and in a fair manner.
Table 13


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	15
	42
	57
	26.31
	73.69

	Accounting
	13
	35
	48
	27.08
	72.92

	Marketing
	47
	34
	81
	58.02
	41.98

	Service
	93
	22
	115
	80.87
	19.13



Table 13 above analysis the respondents opinion on the provide its services at the right time it promised to do so. 15, 13, 47 and 93 respondents strongly representing 26.31%, 27.08%, 58.02% and 80.87% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 42, 35, 34 and  22 respondents
representing 73.69%, 72.92%, 41.98% and 19.13% from administrative, accounting, marketing and service respectively disagree on the provide its services at the right time it promised to do so.

Questionnaire 8
Employee favoritism is avoided

Table 14


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	40
	17
	57
	70.18
	29.82

	Accounting
	36
	12
	48
	75
	25

	Marketing
	67
	14
	81
	82.72
	17.28

	Service
	84
	31
	115
	73.04
	26.96




Table 14 above analysis the respondents opinion on the keeping records correctly.40, 36,, 67 and 84 respondents strongly representing 70.18%, 75%, 17.28% and 26.96% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 17, 12, 14 and 31 respondents representing 29.82%, 25%, 17.28% and 26.96% from administrative, accounting, marketing and service respectively disagree on the keeping records correctly.

Questionnaire 9
Management makes the employees job monotonous

Table 15


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	34
	23
	57
	59.64
	40.35

	Accounting
	21
	27
	48
	43.75
	56.25

	Marketing
	52
	29
	81
	64.19
	35.81

	Service
	51
	64
	115
	44.35
	55.65



Table 15 above analysis the respondents opinion on the identified customer trends. 34, 21, 52 and 51 respondents strongly representing 59.64%, 43.75%, 64.19% and 44.35% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 23, 27, 29 and 64 respondents representing 40.35%, 56.25, 35.81% and 55.65% from administrative, accounting, marketing and service respectively disagree on the identified customer trends.

Questionnaire 10
Management makes job more challenging.
Table 16


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	32
	25
	57
	56.14
	43.86

	Accounting
	21
	27
	48
	43.75
	56.25

	Marketing
	63
	18
	81
	77.78
	22.22

	Service
	62
	73
	115
	54.78
	45.32



Table 16 above analysis the respondents opinion that believe that quality is the responsibility. 32, 21, 63 and 62 respondents strongly representing 56.14, 43.75%, .77.78% and 54.78% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 25, 27,18 and 73 respondents representing 43.86%, 56.25%, 22.22% and 45.32% from administrative, accounting, marketing and service respectively disagree that believe that quality is the responsibility.

Questionnaire 11
Strong employment relations create a pleasant atmosphere with in the work environment.
Table 17


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	44
	13
	57
	77.19
	22.81

	Accounting
	38
	10
	48
	79.17
	20.83

	Marketing
	71
	10
	81
	87.65
	12.35

	Service
	78
	37
	115
	67.83
	32.17



Table 17 above analysis the respondents opinion on shaping the customer lifecycle. 44, 38, 71 and 78 respondents strongly representing 77.19%,79.17%, .87.65% and 67.83% from administrative, accounting, marketing and service respectively strongly agree on the opinion while13, 10,10 and 37 respondents representing 22.81%, 20.83%, 12.35% and 32.17% from administrative, accounting, marketing and service respectively disagree that Shaping the customer lifecycle
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Questionnaire 12
Employment relation increases the employee motivation

Table 18


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	24
	33
	57
	42.11
	57.89

	Accounting
	23
	25
	48
	39.66
	60.44

	Marketing
	31
	50
	81
	38.27
	61.73

	Service
	44
	71
	115
	38.26
	61.74



From the table 18 above, 39 respondents from the administrative department of 68.42% strongly agree and agreed and 15, 53 and 76 representing 31.25%, 65.43% and 66.09%
from accounting, marketing and service department respectively. While 18, 33, 28 and 39
respondents representing 31.58%, 68.75, 34.57% and 33.91% of the respondents from administrative, accounting, marketing and service department disagree on the opinion that action of personnel in still confidence in patients.
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Questionnaire 13
Management has invested into employee relations program to experience increases in the productivity
Table 19


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	37
	20
	57
	64.91
	35.09

	Accounting
	30
	18
	48
	62.50
	37.50

	Marketing
	54
	27
	81
	66.67
	33.33

	Service
	88
	27
	115
	76.52
	23.48



Table 19 above analysis the respondents opinion on achieve organization values.37, 30, 54 and 88 respondents strongly representing 64.91%, 62.50%, 66.67% and 76.52% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 13, 10, 10 and 37 respondents representing 35.09%, 37.50%, 33.33% and 23.48% from administrative, accounting, marketing and service respectively disagree on achieve organization values.

Questionnaire 14
Employment relations encourage a loyal workforce

Table 20


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	42
	33
	57
	73.68
	26.32

	Accounting
	32
	16
	48
	66.67
	33.33

	Marketing
	65
	16
	81
	80.25
	19.75

	Service
	82
	33
	115
	71.30
	28.70




From the table 20 above, 42 respondents from the administrative department of 73.68% strongly agree and agreed and 32, 65 and 82 representing 66.67%, 80.25% and 71.30%
from accounting, marketing and service department respectively. While 33, 16, 16 and 33
respondents representing 26.32%, 33.33%, 19.75% and 28.70% of the respondents from administrative, accounting, marketing and service department disagree on the opinion that delivery of special products according to customers order increase profitability

Questionnaire 15
Creating a sound work environment with management and stronger employer - employee relation to be a vital key to any business success
Table 21


	Respondent
	Strongly Agree
	Disagree
	Total
	% of agreement
	% of disagreement

	Administrative
	27
	30
	57
	47.37
	52.63

	Accounting
	32
	15
	48
	66.67
	33.33

	Marketing
	64
	17
	81
	79.01
	20.99

	Service
	62
	41
	115
	53.91
	46.09



Table 21 above analysis the respondents opinion on that customer's suggestions or complaints are considered with utmost care. 27, 32, 64 and 62 respondents strongly
representing 47.37%, 66.67%, 79.01% and 53.91% from administrative, accounting, marketing and service respectively strongly agree on the opinion while 30, 15, 17 and 41 respondents representing 52.63%, 33.33, 20.99% and 46.09% from administrative, accounting, marketing and service respectively disagree on customer's suggestions or complaints are considered with utmost care.

4.3 [bookmark: _TOC_250008]TESTING OF HYPOTHESIS
The hypotheses were tested using data collected from questionnaire distributed.
HYPOTHESIS ONE
Ho1.A personalized customer relationship management approach leads to customer higher customer satisfaction levels, resulting in increased customer loyalty and repeat purchases
Table 22


	Respondent
	X1
	Y1
	X12
	X1y1
	Y12

	Administrative
	130
	98
	16900
	12740
	9804

	Accounting
	113
	79
	12979
	8927
	6241

	Marketing
	203
	121
	41209
	24563
	14641

	Service
	263
	197
	69169
	51811
	38809

	
	◻x1-709
	◻y1-107
	◻X12- 140257
	Ex1Y1- 98041
	◻Y12 – 69295



R= Ex1Y1-◻x1◻y1.	R= 0.9500
Square (nEX² - ( EX)² nEY² - (EY)²








Table 23	Correlation


	
	
	Communication cannel
	Profit Making

	Communication
	Pearson correlation
	1
	.9500

	cannel
	Sig ( 2-tailed)
	
	000

	
	N
	301
	301

	Profit making
	Pearson correlation
	.9500
	1

	
	Sig ( 2-tailed)
	000
	

	
	N
	301
	301


***correlation is significant at 00.05 level (2 tailed)
From the above table 28 above, there was a strong positive correlation between communication cannel and profit making in an organization r= 0.950, p <0.005. The relationship was statistically significant; therefore, we reject null hypothesis and accept the alternative hypothesis, that communication cannel has significant impact on profit making.

HYPOTHESIS TWO
Ho2.”Effective utilization of CRM technology enhances customer engagement and communication, leading to improved brand perception and higher customer life time value”










Table 24


	Respondent
	X1
	Y1
	X12
	X1y1
	Y12

	Administrative
	126
	102
	15876
	12852
	10404

	Accounting
	116
	107
	13456
	12412
	11449

	Marketing
	230
	94
	5290
	21620
	8836

	Service
	315
	165
	99225
	51975
	27225

	
	◻x1-787
	◻y1- 468
	◻X12- 181457
	Ex1Y1- 98859
	◻Y12 – 57914


.  R= Ex1Y1- ◻x1◻y1.	R= 0.739
Square (nEX² -( EX)² nEY² - (EY)²
Correlation

Table 25


	
	
	Communication cannel
	Customer Satisfaction

	Communication cannel
	Pearson correlation
	1
	.739.
000

	
	Sig ( 2-tailed)
N
	301
	301

	Customer Satisfaction
	Pearson correlation
	.739
000
	1

	
	Sig ( 2-tailed)
N
	301
	301


**Correlation is significant at 00.05 level (2 tailed)
From the above table 30 above, there was a positive correlation between communication cannel and customer satisfaction in an organization r= 0.739, p < 0.005. The relationship was statistically significant; therefore, we reject null hypothesis and accept the alternative hypothesis, that communication cannel has significant influence on customer satisfaction.

HYPOTHESIS THREE
Ho3.Implementing a data-driven CRM strategy improve sales forecasting accuracy and enables targeted marketing efforts, ultimately driving higher revenue growth for business

Table 26


	Respondent
	X1
	Y1
	X12
	X1y1
	Y12

	Administrative
	134
	94
	17956
	12596
	8836

	Accounting
	110
	89
	12100
	9790
	7921

	Marketing
	217
	107
	47089
	47089
	11449

	Service
	235
	245
	55225
	57575
	60025

	
	◻x1-696
	◻y1-535
	◻X12- 132370
	Ex1Y1- 127050
	◻Y12 – 88231


.
R= Ex1Y1- ◻x1◻y1.	R= 0.700
Square (nEX² -( EX)² nEY² - (EY)²
Correlation Table 27
	
	
	Communication cannel
	Quality of Product

	Communication
	Pearson correlation
	1
	.700.

	cannel
	Sig ( 2-tailed)
	
	000

	
	N
	301
	301

	Quality of Product
	Pearson correlation Sig ( 2-tailed)
	.700.
000
	1

	
	N
	301
	301


**Correlation is significant at 00.05 level (2 tailed)
From the above table 32 above, there was a positive correlation between communication cannel and customer satisfaction in an organization r= 0.700, p < 0.005. The relationship

was statistically significant; therefore, we reject null hypothesis and accept the alternative hypothesis, that communication cannel has significant impact on quality of product.
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[bookmark: _TOC_250007]CHAPTER FIVE

[bookmark: _TOC_250006]SUMMARY OF FINDINGS, RECOMMENDATION AND CONCLUSION

5.1 [bookmark: _TOC_250005]Introduction
This chapter deals on the summary of the findings, conclusions of the study, recommendation, suggestions for further studies.
5.2 [bookmark: _TOC_250004]SUMMARY OF FINDINGS
Based on the data collected, analyzed and tested in chapter four, the following findings were made as summarized below:
· Communication cannel has significant impact on the profit making in an organization.
· There is some ways in which communication channel effect customer satisfaction in an organization.
· A true reflection of organizational activities on customer approach has significant influence on profit making an organizations.
· We also identify communication channel in an organization on quality control of a product.
· Consumer approach has significant effect on the customer satisfaction.
5.3 [bookmark: _TOC_250003]CONCLUSION
The management of any organization can be measured by the standard or the effectiveness of the impact of customer relationship management and their organization performance and as well as the policies implemented by the management good customer relationship. A
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well-managed business entity will not only attract interest on profit maximization but will also retain the zeal good customer relationship with both existing and new customers.
Therefore in conclusion, it will be said that the management of any organization cannot do without customer relationship in order to achieve its short term goals (profit making) and long term objective (wealth creation).
5.4 [bookmark: _TOC_250002]RECOMMENDATION
The role, responsibilities and procedures to be adopted by the management, department as well as the staffs to the overall management of an organization should be focused on ensuring the effective communication channel and customer satisfaction.
· Management should ensure that there are adequate organizational controls and that each staff knows his duties and equally ensures effective customer relationships.
· The internal control system should be remoulded and strengthened to position the staff in carrying out their duties efficiently and effectively and at the same time evaluated periodically to strengthen its weaknesses in the organization.
· Finally, the management of the organization should be reviewed periodically so as to cope with modern trends in organization relation.
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[bookmark: _TOC_250000]APPENDIX
INTRODUCTORY LETTER
The Head of Department,
Department of Business and Entrepreneurship, Faculty of Management and Social Sciences, Kwara State University, Malete
Ilorin, Kwara State.
Dear Respondent,
LETTER OF INTRODUCTION
The bearer Iqmot Arinola Rasaq, is student of KWASU. Department of business administration and entrepreneurship. The questionnaire seeks to obtain views and opinion that relate to the impact of customer relationship management on business performance (case study of selected eatery in Ilorin). Kindly do not indicate your name on the questionnaire. Please answer all the questions. The information you give will be treated with utmost confidentiality and is only for academic purpose.
Thanks for your cooperation. Yours faithfully,

DR MRS ZULFAH ABDULKAREEM
Project Supervisor

SECTION A: Demographic Information of Respondents

Please indicate your response by putting a tick (√) in the appropriate spaces provided.
1) Gender:	a. M	( )	b. F ( )

2) Age Bracket: a. 20-30 ( )	b. 21-30 ( )	c. 31-40 ( )	d. 41 - 50 ( ) e.50
above ( )

3) Highest Academic Qualification: a. SSCE/FSLC ( )	b. NCE/ND  ( )

c. HND/BSC ( )	d. MSC ( )	e. PhD (  )

SECTION B:

Challenges and barriers faced by organizations in implementing successful customer relation management initiatives.
Using the scale provided below please indicate the extent to which you agree or disagree with the following statements: where 1= strongly agree, 2= Agree, 3= Don't know, 4= Disagree and 5= strongly disagree


	S/N
	STATEMENT
	1
	2
	3
	4
	5

	1.
	Counseling influences positive employee behaviour.
	
	
	
	
	

	2.
	Recognition does not boost employee satisfaction
	
	
	
	
	

	3.
	Mentoring enhances employee performance
	
	
	
	
	

	4.
	Involvement cannot raise employee morale
	
	
	
	
	

	5.
	Employee communication is imperative to	good management
	
	
	
	
	



SECTION C:

Correlation between customer relation management implementation and customer retention rate in business

	S/N
	ITEMS
	1
	2
	3
	4
	5

	9.
	Employee has expectation of fair and just treatment by the management.
	
	
	
	
	

	10.
	Management treats all employees as individuals and in a fair manner.
	
	
	
	
	

	11.
	Employee favoritism is avoided.
	
	
	
	
	

	12.
	Management makes the employees’ job monotonous.
	
	
	
	
	

	13.
	Management makes job more challenging.
	
	
	
	
	



SECTION D:

Role of customer relation management in enhancing cross selling and up selling opportunities to increase profitability

	S/N
	ITEMS
	1
	2
	3
	4
	5

	14.
	Strong	employment	relations	create	a	pleasant atmosphere within the work environment.
	
	
	
	
	

	15.
	Employment	relations	increase	the	employee motivation.
	
	
	
	
	

	16.
	Management has invested into employee relations programs to experienced increases in the productivity.
	
	
	
	
	

	17.
	Employment relations encourage a loyal workforce.
	
	
	
	
	

	18.
	Creating a sound work environment with management and strong employer- employee relation can be the vital key to any businesses success.
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