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ABSTRACT

This research studies the impact of customer relationship management(CRM) on the growth of banks in Nigeria(Polaris Bank A Case Study). CRM as a strategy has gained tremendous interest among researchers and practitioners in recent times. Thus, the study tries to assess the status and ways CRM has been put into bank. To achieve the objective of study, primary data were collected through questionnaire from sample of 75 customers and bank staffs. These respondents were selected using simple random sampling analyzed using chi- square method and SPSS 21.0 as a tool of data analysis. Interviews were also conducted on staff and customers of the selected banks. The result of the study indicated that, there are several loopholes; such as lack of continuous supervision and monitoring in the quality of bank services, weakness in giving individualized attention to customers, heavy reliance on the suggestion boxes to get feedback from customers, lack of technological advancement etc. Based on the findings of the study, the researcher recommend as; continuous supervision on the quality of service, provision of training to employees, and recurrent research on customer needs may help the banks to achieve their objectives.

CHAPTER ONE

INTRODUCTION

Over the last few decades, technical evolution has highly affected the banking industry. For more than 200 years, banks were using branch based operations. Since the 1980s, things have been really changing with the advent of multiple technologies and applications. Different organizations got affected from this revolution; the banking industry is one of it (Sherif, 2002)
Customer relationship management is one of the strategies to manage customer as it focuses on understanding customers as individuals instead of as part of a group (Lambert, 2010). Managing customer relationships is important and valuable to the business. The effective relationship between customers and banks depends on the understanding of the different needs of customers at different stages. The ability of banks to respond towards the customers� needs make the customers feel like a valuable individual rather than just part of a large number of customers. CRM manages the relationships between a firm and its customers. Managing customer relationships requires managing customer knowledge. CRM and knowledge management are directed towards improving and continuously delivering good services to customers. To understand more in customer relationship management, we first need to understand three components which are customer, relationship and their management (Peppers and Rogers, 2004).

STATEMENT OF THE PROBLEM

It is a truism that customer is the King. This is reason why profit-oriented banks don�t joke with customer service Department. Unfortunately, some banks neglect this all important Department. Most bankers would like to believe that banks are in the financial industry, and not in the service industry. As such they compete in terms of financial prowess rather than service quality. People, resources, time and systems are devoted more to managing assets and cash rather than managing customers and service.
In fact, most bank systems are designed to control customers rather than satisfy customers. Products and procedures are setup for the convenience of the bank rather than that of the customer. A big bank may have as many as three vice presidents responsible for guarding its assets, but no one to take care of customer service and complaints. Banks usually give customer service and satisfaction very low priority, and accordingly assign it to low level, if not lowly-paid manager. Few or none of the bank�s elaborate systems and structures is designed to monitor and maintain customer loyalty (Domingo, 2010)
It must however be noted that, the lifeblood of any bank is its customers. Profit comes from sales minus cost. Sales must be realized first before cost becomes relevant (Xu, Y. et al., 2002). Customers decide sales based on their perception of product and service quality. In short, quality determines profits and customers alone define and determine what quality is and should be.
It is however, the intention of this study to investigate the impact of Customer relationship management on Performance of Nigeria banks. The finding will help in analyzing the potential benefits banks can get from the adoption of customer relationship management and also erase the negative doubts surrounding the adoption of customer relationship management as performance strategy in Nigeria banks.

OBJECTIVES OF THE STUDY

The main objective of the study is to examine the impact of customer relationship management in

 Nigeria bank. Other specific objectives are as follows:[image: image1.png]



1. To analyse the impact of customer relationship management on bank performance

2. To ascertain the effect of customer relationship management on the behaviour of the bank employees and customers

3. To identify the customer relationship management strategies used by the selected bank (POLARIS BANK PLC).

RESEARCH HYPOTHESES

The research hypothesis will be stated in their forms as follows:

1. H1: Customer Relationship management has no significant effects on the performance of Nigerian Banks

2. H2: Customer Relationship management do not have any significant effect on the employee and customer morale

3. H3: Customer Relationship management strategies do not have any significant effect on the selected bank.

CHAPTER TWO

2.0
LITERATURE REVIEW

While previous research has thoroughly examined CRM in large urban branches, there is a lack of focus on CRM effectiveness in smaller or regional bank branches like Polaris Bank Ilorin. This study seeks to fill that gap by offering insights into how CRM practices affect customer satisfaction and bank performance in less-centralized settings.

2.1
CONCEPTUAL FRAMEWORK

Customer Relationship Management (CRM) refers to the practices, strategies, and technologies that companies use to manage and analyze customer interactions and data throughout the customer lifecycle. The goal is to improve customer service relationships, assist in customer retention, and drive sales growth. CRM systems compile data from a range of different communication channels, including a company�s website, telephone, email, live chat, marketing materials, and social media.

CRM in the banking sector helps to address customer complaints promptly, offer personalized banking solutions, and track service quality. It enables banks to maintain a 360-degree view of their customers to build loyalty and long-term engagement. Key elements of CRM include customer segmentation, data analysis, and targeted marketing.

2.1.2
CUSTOMER RELATIONSHIP MANAGEMENT

The Concept Customer Relationship Management is defined as a firm�s practices to systematically manage its customers to maximize value across the relationship lifecycle (Martin, et al., 2010). Furthermore customer relationship management is defined as the overall process of building and maintaining profitable customer relationship by delivering superior customer value and satisfaction. (Kotler and Armstrong, 2010) more so, it could be defined as managing detailed information about individual customers and carefully managing customer �touch points� maximize customer loyalty

(Kotler et al. 2010). Understanding the needs of customers and offering value added services are recognized as factors that determine the success or failure of companies. Customer relationship management is increasingly important to firm as they seek to improve their profit through long-term relationships with customers. Many years ago, economists introduced the concept of value maximization, whereby a firm maximizes profits and business maximize utility.

Scott (2001), defined CRM as �a set of business processes and overall policies designed to capture, retrain and provide service to customers.� Parvatiyar and Sheth, (2001), defined CRM as a �comprehensive strategy and process of acquiring, retaining and partnering with selective customers to create superior value for the company and the customers. It involves the integration of marketing, sales, customer service and the supply-chain functions of the organization to achieve greater efficiencies and effectiveness in delivering customer value�. Cunningham (2002), pointed out that CRM is all of the elements inside the business associated with the customer function connected in an intelligent manner. Customer management processes, supported by the business rules of the operation and technology make it all hang together. CRM can be complex because of the nature of business. Many of the day-to-day aspects of business are dealing with customers, so providing systems that can improve any of these functions is critical to success. More and more executives and managers have realized that CRM is not just the responsibility of the marketing department or customer services department, it is a fundamental business strategy carried out within the whole organization, spanning different business functions.

2.0 ANALYTICAL CUSTOMER RELATIONSHIP MANAGEMENT

The purpose of analytical CRM is customer data analysis, its evaluation, modelling and prediction of customer behaviour. (Dohnal, 2002) In real life situation the analytical CRM can for example gather all the data about customers inquiring a specific product by using data mining (tool for data gathering), what services they purchased right away and what services they purchased eventually.
It can find patterns in their behaviour and propose next steps during up-selling or cross-selling. It can evaluate efficiency of a marketing campaign, propose prices or even develop and propose new products. This way analytical CRM serves as some sort of help during decision making, e.g. manuals for employees working in services concerned with how to react to certain customer�s behaviour. It is also known as �back office� or �strategic� CRM. It involves understanding the customer activities that occurred in the front office. The analytical CRM requires technology (to compile and process the mountains of customer data to facilitate analysis) and new business processes (to refine customer-facing practices to increase loyalty and profitability). Under pressure from analysts and industry experts, most of today�s CRM vendors are either creating analytical.
CRM capabilities or to incorporate analysis into their offerings (Dyche,2002).Analytical CRM programs are related to managers by using strategic, effective and efficient data to provide facilities of making decision. Because of the development of IT and e-business, data about customers are increasingly compiling. Some examples of analytical CRM are as follows:a. Data storage b. data exploration

2.2
THEORETICAL FRAMEWORK

Relationship Marketing Theory

Relationship marketing theory was proposed by Alexander, (1998). The theory argues that relationship marketing is the creation and development of profitable, long-term and interactive relationship with existing and potential customers, suppliers and various interest groups. There are three types of relationship marketing namely database marketing, interaction marketing and network marketing. Database marketing as internal marketing is the use of information technology to increase customer loyalty, profits and customer satisfaction. Relationships exist when customers have interactions with the organizations. There aretwo things that relationship marketing paradigm considers when looking at bank customer retailer financial relationship (Alexander, 1998). Firstly, relationship marketing must be valuable and viable both to customers and organizations. Secondly, relationship between customers and banks will increase the importance of retailers to maintain and enhance the overall relationships that currently exist with the customers. Customers likely interact with the banks which satisfy their need (Mylonakis, 2009). According to Lahtinen and Isoviita (1994) the profitability of a customer will be greatest during the later years of the customer relationship due to the following three reasons: incremental purchases, increase in price, and decreasing costs.

The challenge for most companies today is to thrive in a relationship economy (Cap Gemini Ernst Young, 2005). Competition for the most profitable customer relationships is extremely tough and companies need to know who their customers are. This includes aspects like their preferences, their habits, and their experiences with companies and very importantly, their value. Customers have become very demanding and their expectations have increased to new heights. The environment has evolved into a complex landscape, which has resulted in the high value placed on relationship marketing today. Relationship marketing has evolved from a primary focus on consumer goods in the 1950s, industrial marketing in the 1960s, non-profit and societal marketing in the 1970s, services marketing in the 1980s and finally, relationship marketing in the 1990s (Christopher, Payne &Ballantyne, 1991). Grönroos (1994) states that a paradigm shift is evolving in marketing from the focus on the four P‟s of marketing – product, price, place and promotion – to a new approach based on building and management of relationships. Relationship marketing, as part of marketing, involves the relationships and interactions between customers, suppliers, competitors, and others. This Relationships are not the same; customers want and expect different things fromtheir relationship with the different organization, just as they have different need and expectation from their varying personal relationships (Bollen and Emes, 2008). The balance of power has shifted towards customers as new technology has redressed the imbalance in the flow of information between customers and suppliers, customers now not only have more information and a greater choice but also to voice their dissatisfaction more loudly. The shift in the balance of power has contributed to a change in customer�s expectations. Companies are now expected to pay more attention to caring for customers, and customers put greater emphasis on honesty and integrity, demanding more transparency from suppliers. The study relies on the traditional and modern theories as summarized by Hellen Gifford (2002) and the art of profit of customer relationship management. However, does not mean that the four P‟s are less valuable, but that the focus has moved to a new paradigm where a more market-oriented drive and the customer as focal point are suggested as the marketing concept

2.3
EMPIRICAL REVIEW

Adeyeye (2013) investigated the impact of customer relationship management (CRM) on perceived bank performance. The objectives of this study were to determine the relationship between the variables measuring customer relationship management (bonding, trust, commitment, communication and satisfaction) and bank performance. The study employed survey research. Primary data was used for the study with questionnaire as research instrument used on selected banks in Ilorin city (GT Bank, Stanbic Bank, Zenith Bank, Eco Bank, UBA and Skye Bank). T-test, Pearson�s correlation, regression, and analysis of variance with the aid of statistical package for social sciences (SPSS) were used for data analyzes. The findings from the study revealed that commitment independently predicted perceived bank performance. Also, there was a significant difference between bonding and perceived bank performance. Furthermore, there was main and interaction effect of bonding and trust on Perceived bank Performance. In addition, trust, communications, satisfaction, commitment and bonding jointly and independently predicted perceived bank performance. The study recommends that there is a need for organizations especially banks to have a good relationship with their customers which can sustain competitive advantage. It is also recommended that organizations should take cognizance of their organizational structure to attract and retain qualified employees that can contribute positively to bank performance.

Saka&Elegunde, (2014) study the effects of customer relationship management on bank performance in Nigeria. The study was carried out in Ojo Local Government Area of Lagos State, Nigeria and it was targeted a population of 150 employees and customers of selected banks. The study data were drawn from both primary and secondary sources, quantitative data from the study was analyzed through descriptive statistics. The result indicates that customer relationship management is an effective tool to measure banks performance. The finding also shows that CRM helps in increasing banks profitability and enhances improvement in banks market share. The research is of the opinion that banks should put in seasoned customer service officers with sense of direction towards satisfying customers in order to improve overall bank performance. The study recommends that adoption and management of CRM requires the involvement of everyone in the bank in order for it to succeed.

CHAPTER THREE

METHODOLOGY

Research Design

According to Asika (2001), research design is structuring of investigation aimed at identifying variables and their relationship to one another. Research design is a BLUE PRINT of every investigation, outlining how the investigation is to be carried out. A design is used to structure the research to show how all the major parts of the research project work together to address the central research problems. This study adopted field survey design amongst various other research designs, as it is adjudged as the most suitable for this work.
SOURCES OF DATA

In carrying out this research, data which can be described as raw or unprocessed information was collected from both primary and secondary sources to articulate the research questions and provide answers.

Primary Source of Data

This is a data type collected by the researcher himself for the sole purpose of the present research. First- hand information such as responses from questionnaires, personal interview, personal observations fall into the source of data source.

Secondary Source of Date

Secondary data on the other hand are data collected and kept by a person, an institution, etc. which others can make use of in their academic researches. This information is not directly gotten by the researcher, and they are not even involved in the gathering process. Most secondary data have been processed and are no longer in their raw form. Sources such as textbooks, journal, publications, newspapers, etc. fall under this category.

Population Of The Study

Population of a study is defined by Nwabuoke (2010) as the aggregate individuals, persons or objects for investigation on the sum total of unit of analysis. The study made use of finite population which comprised of staffs of the bank under study in Awka metropolis and their customers. The target population of this study is as analyzed below


BANK


FIRST BANK


CUSTOMER


GRAND TOTAL



STAFFS


35


70


105


Sampling Size And Sampling Techniques

Sample is drawn from the total population of the study to make a generalized conclusion on the population from the findings of the sample. In determining the sample size of this work, the researcher considered the degree of precision required between the sample and the entire population. The sample of this study was determined using the Yaro Yamani�s formula since the population of the study is finite. The formula is as expressed below:

n = N

Where n = sample size, (83)

N= population size

E = error margin which for the purpose of this research is 0.05 and

1 = constant number.

For the purpose of this study, our level of significance is 5% that is 95% significance level.

n
=
N

1+N (e) 2

Where e =error of margin (0.05)
n =
105

1+105(0.05)2

n = 83.168 ≈ 83

Method of Data Collection

The research instruments employed included questionnaires, personal interviews and observations. The researcher administered a total of 83 questionnaires to the respondents chosen from the staffs of the selected bank individually to ensure that their responses were not influenced by others. The researcher also involved some selected respondents, especially bank staffs and bank customers on personal interview to determine if there is discrepancy in the information given by in the questionnaire and those verbally ascertained. This is due to the fact that the researcher suspected that some respondents can give false information in the questionnaire in order to sound professional, but may likely divulge the truth when talking unofficially to others.

Description of Research Instruments

This study as stated to make extensive use of primary source of data collection for gathering information. The researcher first conducted pilot survey to determine the number of expected respondents and to test-run the research instrument to ensure that the questions are such that could be easily answered by the target respondents without being bias.

The questionnaire administered was a five point Likert type. Structured questionnaire which provide multiple answers to the questions and allow the respondents to fill their answers or tick as appropriate in the box provided. Each questionnaire contained questions which were structured to reflect on the research questions and the research hypotheses. A rectangular box is provided beside each alternative response in which the respondent is expected to tick against which ever choice he/she makes.

Validation of Research Instruments

In order to forestall measurement errors which may occur if the research instrument is faulty, the validity of research instrument was endured through careful construction (with guide from research question and study hypotheses) and retest. Retest was done by conducting a pilot survey where the research instrument (questionnaires) were administered to a part (sample) of the population with a view to finding possible fault and therefore, correction were made before the full application of the main sample for the study. To ensure face validity of the questionnaire, the instrument was given to other panel of experts for modulation and corrections for verification and validations.

CHAPTER FOUR

4.0 Method of Data Presentation and Techniques of Data Analysis

The analysis from the questionnaire used to generate data for this study which involves the use of statistical tools in the presentation of information. Simple percentages were used in qualifying the relationship in one datum to another. The Likert type sides were used for the five options to most of the questions in the questionnaire and were given 5,4,3,2,1 weighting respectively. The average of these weighting gives 3.00. Hence, 3.00 is used as the mid-point, so that any factor with 3.00 or above as mean is regarded as negative response. Also, chi-square technique was featured in testing the hypotheses of the research. The researcher employed Statistical Packages for Social Sciences (SPSS) version 20 in testing the hypotheses.

4.1 Decision rule

If chi-square at 5% significant level is higher than chi-square calculated, we accept the null hypothesis and reject the alternative hypothesis and vice versa.

4.2 ANALYSIS OF RESPONSES BY THE RESPONDENTS.

Table 4.2.1
Customer relationship management and performance of Nigeria Banks.


Question
SA A SD D Total SA A SD D Tota Sum l


	First Bank
	
	
	
	

	1
	10
	5
	2
	3

	2
	9
	7
	4
	0

	3
	5
	7
	5
	3

	4
	9
	6
	3
	2

	Total
	33
	25
	14
	8



Source: Field survey, July, 2023



20


20


20


20


80





Customer


32 16

25 17

15 25

32 17

104 75





4


9


6


3


22





3


4


9


3


19





55


55


55


55


220





75


75


75


75


300


From the table above responses were divided in accordance with the bank and its customers. Question 1produced total of 63 agreed for the two (bank and its customer) (total agreed= agreed + strongly agreed) while there was a total of 12 disagreed for the two (bank and its customers) (disagreed= disagreed + strongly disagreed). In question 2, there was a total of 58 agreed and 17 disagreed. Question 3 produced 52 agreed and 23 disagreed. Question 4 was 64 agreed and 11 disagreed.

Table 4.2.2: CRM and employee and customer morale


	Question
	SA
	A
	SD
	
	D

	First Bank
	
	
	
	
	

	1
	2
	6
	8
	
	4

	2
	2
	3
	9
	
	6

	3
	3
	2
	10
	
	5

	4
	1
	4
	10
	
	5

	Total
	8
	15
	37
	
	20



Source: Field survey, July, 2023



Total


20


20


20


20


80





SA
A


Customer


3
2


2
4


2 3

3 4

10 13





SD


29


27


28


28


112





D


21


22


22


20


85





Total


55


55


55


55


220





Sum


75


75


75


75


300


From table 4.2.2 above, the responses were divided in accordance with the bank and its customer. Question 1 produced total of 13 agreed for the two (bank and its customer) (total agreed= agreed + strongly agreed), while there was a total of 62 disagreed for two (bank and its customer) (total disagreed= disagreed + strongly disagreed). In question 2, there was total of 11 agreed and 64


disagreed. Question 3 produced 10 agreed and 65 disagreed. Question 4 was 12 agreed and 63 disagreed.

Table 4.2.3 performance of bank using CRM


	Question
	SA
	A
	SD

	First Bank
	
	
	

	1
	10
	6
	2

	2
	8
	5
	4

	3
	7
	6
	4

	4
	9
	6
	2

	Total
	34
	23
	12



Source: field survey, July, 2023



D


2


3


3


3


11





Total


20


20


20


20


80





SA
A


Customer


20 29

15 30

10 25

30 17

75 101





SD


3


4


15


3


25





D


3


6


5


5


19





Total


55


55


55


55


220





Sum


75


75


75


75


300


From table 4.2.3 above, the responses were divided in accordance with the bank and its customer.

Question 1 produced total 65 agreed for the two (bank and customers) (total agreed= agreed +

strongly agreed), while there was total of 10 disagreed for the two (bank and customers) (total

agreed= disagreed  + strongly disagreed).  In question 2, there was  total  of 58 agreed and  17

disagreed. Question 3 produced 48 agreed and 27 disagreed. Question 4 was 62 agreed and 13

disagreed.

TEST OF HYPOTHESES

Test of Hypothesis One

H0: CRM has no significant effect on the performance Nigeria bank

Table 4.3.1: computation of the expected frequency


	S/N
	F0
	Fe
	F0 � Fe

	
	
	
	






(F0 � e)2




(F0 � e)2


Fe


	1
	33

	
	

	2
	25

	
	

	3
	14

	
	

	4
	8

	
	

	5
	104

	
	

	6
	75

	
	

	7
	22

	
	

	8
	19

	
	

	Total
	300

	
	



Source: table 4.2.1


37.50


37.50


37.50


37.50


37.50


37.50


37.50


37.50


· 
4.50

· 12.50

· 23.50

· 29.50

66. 50

37.50

· 15.50

· 18.50



20.25


156.25


552.25


870.25


4422.25


1406.25


240.25


342.25



0.54


4.17


14.73


23.21


117.93


37.50


6.41


9.13


213.62


Calculation of expected frequency (Fe)

Fe =
∑ F0

n

Fe =
300


8
= 37.50

Calculated Chi-square

X2 =
213.62

4
= 53.41

Calculation of the degree of freedom (df)

df = (r � 1) (c � 1)

Where df = degree of freedom

c = number of column

r = number of rows

df = (8 � 1) (2 � 1)

· (7) (1) df = 7

Critical value for X2 for 7 df at 0.05

Level of significance = 14.07

Finding: the computed Chi-square value is higher than the critical value i.e.

53.41 > 14.07

Decision: since the computed Chi-square value is higher than the critical value, we reject the null hypothesis and accept the alternate hypothesis that CRM have significant effect on bank performance.


Hypothesis Two

H0: CRM do not have any significant effect on employee and customer morale.

Table 4.3.2: computation of the expected frequency


	S/N
	F0
	Fe
	F0 � Fe
	(F0 � Fe)2

	
	
	
	
	







(F0 � Fe)2


Fe


	1
	8

	
	

	2
	15

	
	

	3
	37

	
	

	4
	20

	
	

	5
	10

	
	

	6
	13

	
	

	7
	112

	
	

	8
	85

	
	

	Total
	300

	
	



Source: table 4.2.2

Calculation of expected

Fe =
∑F0

N





37.50


37.50


37.50


37.50


37.50


37.50


37.50


37.50


· 
29.50


· 22.50

· 0.50

· 17.50

· 27. 50

· 24.50

· 74.50

47.50



870.25


506.25


0.25


306.25


756.25


600.25


5550.25


2256.25



23.21


13.50


0.007


8.17


20.17


16.01


148.01


60.17


289.25


= 300


8
= 37.50

X2 = 289.25

4
= 73.31

Decision: Since the computed Chi-square value is higher than the critical value, we reject the null hypothesis and accept the alternate hypothesis that CRM do have significant effect on employee and customer morale.


Hypothesis Three

H0: CRM have not impacted on the performance of Nigeria Banks.

Table 4.3.3: computation of expected frequency

	S/N
	F0

	
	

	1
	34

	
	

	2
	23

	
	

	3
	12

	
	

	4
	11

	
	

	5
	75

	
	

	6
	101

	
	

	7
	25

	
	

	8
	19

	
	

	Total
	300

	
	



Source: table 4.2.3




Fe


37.50


37.50


37.50


37.50


37.50


37.50


37.50


37.50





F0 � Fe


· 3.50

· 14.50

· 25.50

· 26.50

37. 50

63.50

· 12.50 -18.50





(F0 � Fe)2


870.25


506.25


0.25


306.25


756.25


600.25


5550.25


2256.25





(F0 � Fe)2


Fe


0.33


5.61


17.34


18.73


37.50


107.53


4.17


9.13


200.34


Calculation of expected frequency (Fe)

Fe =
∑F0

n


Fe = 300


8
= 37.50

X2 = 200


4
= 50.09

Calculation of degree of freedom

df = (r – 1) (c – 1)

wheredf = degree of freedom

c = number of columns

r = number of rows


df = (8 � 1) ( 2 � 1)

· (7) (1)

· 7

Critical value X2 for 7 df at 0.05

Level of significance = 14.07

Finding: the computed Chi-square value is higher than the critical value i.e. 50.09 > 14.07.

Decision: since the computed Chi-square value is higher than the critical value, we reject the null hypothesis and accept the alternate hypothesis that the performance of bank have improved using CRM.

CHAPTER FIVE

CONCLUSION

CRM is not just the responsibility of the marketing department or customer services department, it is a fundamental business strategy carried out within the whole organization, spanning different business functions. The purpose of analytical CRM is customer data analysis, its evaluation, modelling and prediction of customer behaviour.

RECOMMEDATIONS

· It is also recommended that organizations should take cognizance of their organizational structure to attract and retain qualified employees that can contribute positively to bank performance.
· Customer Relationship management boosts employees confidence and allows free flow of communication therefore, it should be maintained to attract more customers and clients to the banks
· For Customer Relationship management to impact on the performance of Nigerian Banks, it must be giving a priority through training of customers care staff and others that interacts will customers directly on the need to have patience with them during any interaction.
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APPENDIX

INSTRUCTION

Please tick (x) in the appropriate box and give further detail to your answer where required.

KEY:
SA - Strongly agree

A
- Agree

SD - Strongly disagree

D - Disagree UN - Undecided

PART ONE

CUSTOMER RELATIONSHIP MANAGEMENT IMPLEMENTATION AND

PERFORMANCE OF NIGERIA BANKS


S/N


I


II


III


IV





Statement


Customer Relationship Management (CRM) implementation ensures that bank now have adequate capital to carry out their business efficiently and effectively.


Due to the CRM implementation, the capital base of the banks has increase, bank can now extend more credits, which will mean more income to the banks.


The return on assets of the banks have improved since the CRM implementation


Banks now render quality services as they can now afford improved technologies due to the CRM implementation.





SA





A





SD





D





UN


PART TWO

CRM AND EMPLOYEE AND CUSTOMER MORALES


S/N
Statement


I CRM cause disunity amongst the employees and customer of the bank.


AI Productivity of the employees with the customers drop immediately after CRM implementation as a result of working with unfamiliar people


BI Fear of sack after implementation of CRM discourages the employees from putting in their best to serving the customer well.


IV
There is usually lack of motivation to working together between employees and customer after CRM implementation





SA
A





SD
D





UN


PART THREE

PERFORMANCE OF BANK USING CRM


	S/N
	Statement
	SA
	
	A

	
	
	
	
	



I CRM has brought improved and quality service in bank, which has led to improved performance


AI CRM ensures that the best hands and selected hands are selected to work in the bank


BI CRM ensures adequate resources for employing individuals and professionals who performs better than before


IV
CRM has brought about reduction in the rate of bank failure in Nigeria.





SD
D





UN


