
The Effectual use of Customer Retention as a Tool of Customer1

Relations Management Strategy: A Study of MTN, Airtel, Glo2

and Etisalat Communication Customers in UYO Metropolis3

Past. Dr. Abomaye-Nimenibo1, Williams Aminadokiari Samuel2 and Effiong, Blessing4

James35

1 Obong University6

Received: 7 December 2018 Accepted: 31 December 2018 Published: 15 January 20197

8

Abstract9

This study was carried out to investigate Customer Relations Management (CRM) strategy10

on customer retention in four (4) telecommunication service providers (MTN, Airtel,11

Globacom and Etisalat) within Uyo metropolis in Akwa Ibom State. The objectives of this12

study were to identify if there was an existing/significant relationship between CRM and13

customer retention, and to identify the various customer relation tools used in enhancing14

customer retention in these telecommunication companies in Uyo metropolis. To achieve these15

objectives, three hypotheses were formed and tested. Relevant data for this work were16

collected from both primary and secondary sources. A survey research design method was17

used and the instrument used in collecting data was the questionnaire. A sample size of 100018

out of 1200 was drawn from the study areas and this constituted the population of the study.19

Chi-square was used as a statistical tool to test the hypotheses. Findings from this study20

showed that telecommunication companies employ the use of various CRM tools in enhancing21

customer retention ranging from friendly customer service/prompt solution to network22

problems to free gift items/bonuses to customers. Also, the study revealed that there was a23

significant relationship between CRM and customer retention. On the basis of these findings,24

it was recommended among others, that the mobile operators should efficiently and effectively25

implement the use of appropriate customer relations management (CRM) strategies if they are26

interested in achieving customer continued patronage, loyalty and further retention.27

28

Index terms— customer relationships management (CRM), CRM tools, customer service, customer retention,29
patronage, loyalty, telecommunication companies, MTN.30

1 Introduction31

In today’s competitive and turbulent environment the number of competitors and the intensity of competition32
cannot be over-emphasized. As a result, attention is focused on the customer. Customers are becoming the33
focal point of businesses and organizations are trying to satisfy the needs of their customers through customized34
services with the aim of retaining the customers and sustaining the long term and flourishing relationships with35
their customers. As the competitive environment becomes more turbulent, the most important issue organizations36
face is not only to provide excellent, good quality products or services but also to keep loyal customers who will37
contribute longterm profit to organizations (Tseng, 2007). To compete in such a competitive and interactive38
marketplace, marketers are forced to look beyond the traditional 4Ps of the marketing strategy for achieving39
competitive advantage. Therefore, relationship marketing among other marketing strategies has become an40
alternative means for organizations to build strong, ongoing associations with their customers ??Andaleeb, 2006).41
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2 B) STATEMENT OF THE PROBLEM

All company revenue is achieved from two groups of customers namely the new and the repeated customers.42
It is substantially more cost-effective to retain existing customers than to attract new ones. The relationship43
is the invisible thread, which builds a unique bond between an individual and an organization. A relationship44
may be sustained as long as it lasts. Managing relationships is very difficult and complex. Organizations have45
begun to realize the importance of relationships in achieving and maintaining their numerous customers for46
survival. The success of any organization primarily, depends upon the sustained relationship with its customers47
and that retaining the customers for the lifetime of the business has to be a priority. Growing complexities and48
uncertainties at the market place along with intensifying global competition are forcing the business organizations49
to invest in building customer relationships.50

Existing customers have been known and their preferred needs identified so as to satisfy them with the51
organization’s products or services. By focusing the organizations marketing strategy on the profitable segments52
of their customer base, an organization will normally produce most of the required revenue and increase their53
market share without investing in new customers. In any case, the cost of creating a new customer has been54
estimated to be five times the cost of retaining existing customers, (Reichheld, 1996). A retained customer55
will always show resistance to competitors’ enticement and will be able to give both solicited and unsolicited56
referral . Loyal customers not only repurchase, but also advocate products and services to their friends pay57
less attention to competitive brands and often buy product and service line extensions (Baumeister, 2002). To58
develop effective retention strategies, an organization has to have an in-depth knowledge of customers’ behaviour59
and needs. Loyalty is a physical and emotional commitment given by customers in exchange for their needs60
being met (Stone et al., 2002). Customer loyalty that leads to retention will develop over time if the parameters61
for the relationship are planned and implemented correctly. In a democratized market, it is the quality and62
depth of the customers’ relationships, both physically and psychologically that ultimately differentiates between63
brands (Burnett, 2004). Reichheld, 1996;Jackson, 1994; and Levine, 1993 also opined, that managing customer64
relationships effectively and efficiently boosts customer satisfaction and retention rates. Customer relationships65
management (CRM) is a strategy for retaining customers and earning high profits. To survive in this competitive66
environment, companies need to analyze customers’ needs and wants and fulfil them so that customer loyalty and67
satisfaction can be created ??Wu et al., 2009). The ultimate objective of customer relationship management is to68
better and cater to the lots of customers by knowing them and creating customer loyalty. Ryals and Knox (2001)69
emphasized that ”CRM is a relationship orientation, customer retention and superior customer value created70
through process management”. Customer retention is an essential part of customer relationship management and71
organizations must take this into account (Watkins, 1999). The longer a customer stays with an organization the72
more utility the customer generates to the organization. The development of relationship marketing has received73
a lot of attention in both academic and real-world practice in the last few decades. It was during the last decade74
of the 20th century that relationship marketing began to dominate the marketing field (Egan, 2001). Buyers75
and sellers in markets achieve mutual benefits through developing relationships. Relationship marketing tactics76
thus approach to apply relationship marketing in practice (Tseng, 2007). Effective customer-oriented relationship77
marketing tactics may help marketers to acquire customers, keep customers, and maximize customer profitability,78
and finally build up customer loyalty.79

Today, CRM is said to play a pivotal role in the strategic position of an organization. CRM focuses on80
the integration of customer information, knowledge for finding and keeping the customer to grow customer81
lifetime value. It also has an important role to help organizations to keep their customers and to make them82
loyal. Organizations should know the reasons of leaving customers and finding ways of keeping them (Raghu83
Ramakrishnan, 2005). Therefore CRM role is more important in customer retention and by regarding the84
importance of CRM, the analysis of CRM seems to be necessary.85

The telecommunication industry is one of the most important industries in the world since it delivers voice86
communications, data, graphics, and video at ever increasing speeds. Confronted with the fierce competition in87
today telecommunication marketplace, there have been many marketing strategies for service providers to plan88
and implement. In order to obtain a sustainable competitive advantage, telecommunication firms are forced to89
make innovation and do the best for customer satisfaction. Due to this, customer relationship marketing plays an90
important role in the telecommunication industry since it demands a relationship-oriented strategy in marketing91
(Gronroos, 2004).92

This study aims to discuss customer relationship management, its significance and the impact of customer93
retention among telecommunication networks. It also explores the components of customer relationship94
management which are strategies of Customer retention in a highly competitive telecommunication market,95
establishing the relationship between customer relations and a customer.96

2 b) Statement of the Problem97

In the light of intense competition among telecommunication companies, the major challenge confronting all the98
mobile operators in Nigeria is the determination and execution of various marketing initiatives that would not99
only lead to the attraction of new subscribers but also retention of the existing ones who would then become100
loyal customers. There are arguments that it is more expensive to win new customers than to keep existing ones101
(Reichheld and Sasser, 1990;Ennew and Binks, 1996;Harmozi and Giles, 2004;Pfeifer, 2005). Others argue that102
managing customer relationship effectively boosts customer satisfaction and retention rates. For most business,103
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CRM is emerging as an important tool and innovative way to add to their products and services. The question104
is, does CRM actually bring innovation and add value to companies? Companies are moving closer to their105
customers, expanding efforts in finding new ways to create value for their customers and transform the customer106
relationship into one solution finding and partnering rather than only selling and order taking. Managing customer107
relationship effectively boosts customer satisfaction and retention rates.108

Therefore this study is aimed at investigating the impact of Customer Relation Management in enhancing109
customer retention in telecommunication industries in order to obtain more efficiency in customer relationship.110

3 c) Objectives of the Study111

This study aimed at investigating customer relations management strategies of MTN, AIRTEL, GLO, and112
ETISALAT on customer retention.113

Other specific objectives include: a. To ascertain Customer Relations management towards customer retention114
in MTN, Airtel, Glo and Etisalat telecommunication companies in Uyo metropolis. b. To identify if there115
is truly an existing relationship between customer relations management and customer retention in these116
telecommunication companies in Uyo c. To identify the various customer relations tools used in enhancing117
customer retention in these telecommunication companies in Uyo metropolis. d. To ascertain if there is a118
relationship between telecommunication companies and customers in MTN, AIRTEL, GLO and ETISALAT in119
Uyo.120

4 d) Research Questions121

The following questions were raised to help address the problems and objectives of this study. i. Is there a122
significant relationship between CRM and Customer retention? ii. Are there any CRM strategies/tools used123
in customer retention? iii. Are there any existing CRM practices in the telecommunication companies with124
customers?125

5 e) Statement of the Hypotheses126

To achieve the above objectives, the study adopted the following hypotheses: i. H0: There is no customer relations127
management towards customer retention in MTN, Airtel, Glo and Etisalat telecommunication companies in Uyo.128

H1: There is customer relation management toward customer retention in MTN, Airtel, Glo and Etisalat129
telecommunication companies in Uyo.130

ii. H0: There is no relationship between telecommunication companies and customers in MTN, Airtel, Glo131
and Etisalat in Uyo.132

6 H1:133

There is a relationship between telecommunication companies and customers in MTN, Airtel, Glo and Etisalat134
in Uyo.135

iii. H0: (Swift, 2001).136
ii. e-CRM: This is a combined process of hardware, software technology process, its useful applications137

in enhancing technology for customer services and organization committed to improve deficiency in customer138
service and to retain customers (Norton, 2007).139

iii. Customer Retention: The activity that a selling organization uses to reduce customer defections (Wang140
and Spiegel, 1994). Customer retention is also an effort carried out by companies to ensure that its customers141
do not switch over to competitors products and services. iv. Customer service: Customer service refers to the142
activities and programs a seller provides to make relationship satisfying for his/her customer. (Futrell, 2005).143
Customer: An individual who is in the habit of buying or using goods or services from a certain manufacturer144
or service provider.145

For the purpose of this study, a customer is one who subscribes to any four of the aforementioned146
telecommunication service providers.147

v. Telecommunication: Any form of communication by electronic means (Hartzell, 2006).148

7 II. Literature Review and Theoretical Framework a) Histori-149

cal Background150

The world is fast becoming a global village and a necessary tool for this process is a communication of which151
telecommunication is a key player. The quantum development in the telecommunications industry all over the152
world is very rapid as one innovation replaces another in a matter of weeks. A major breakthrough is the153
wireless telephone system which comes in either fixed wireless telephone lines or the Global System of Mobile154
Communications (GSM). Communication without a doubt is a major driver of any economy. Emerging trends in155
socio-economic growth show a high premium being placed on information and communication technology (ICT)156
by homes, organizations, and nations. Nigeria is not left out in this race for rapid development as the nation’s157
economy has been subjected to years of economic reversal via mismanagement and bad leadership.158
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9 GLOBACOM LIMITED (GLO)

The Nigerian telecommunications sector was grossly underdeveloped before it was deregulated under the159
military regime of General Ibrahim Babangida with the establishment of a regulatory body, the Nigerian The160
arrival of GSM in the country brought an abrupt or progressive end to the problematic and highly criticized161
services of the Nigerian Telecommunications Limited (NITEL), that they maintained a monopoly over Nigeria’s162
telecommunications and data services. Right from inception, it was apparent that the new wave of wireless163
communications held better services, opportunities and promises for Nigerians who were already soaked in164
complaints of poor services typical of Nigeria’s public utility, corruption and lack of functional modalities to165
reverse the situation. The introduction of GSM in Nigeria was therefore consequent upon the deregulation of the166
telecom sector, against all manner of controversies, bureaucratic red-tapism, politics, fears and expectations.167

Despite the discourses and cynicism, it was not long when the overwhelmingly positive effect of the GSM was168
felt across the country, with chain-value variables that accelerated businesses and changed the tempo of small169
and medium-scale enterprises, hence injecting fresh impetus into the socio-economic complexion of the country170
in a way that left no room for further debates or apprehension. The market was rapidly expanded beyond171
imaginations to herald healthy competition amongst Nigerians and foreigners alike.172

Arguably, ECONET Wireless is said to be the first network provider that made the first live call using GSM in173
the country on June 8, 2001. It was shortly followed by MTN that came on ??ay 16, 2001, but began operations174
in August of the same year. Only three companies were initially licensed by the Nigerian government, namely175
Econet (now Airtel) Wireless, MTN, and MTEL. Lagos first enjoyed gsm services, followed by Abuja, then Port176
Harcourt. The new calletworks were launched under the 900 and 1800 MHZ spectrum, which was made at N50177
per minute as there was no per second billing system until when Mike Adenuga’s Globacom Nigeria Limited178
(Glo) ventured into the market in 2003. Glo introduced per second billing.179

As expected, to own a cell phone then became a status symbol or an indication of one’s exposure and compliance180
with the 21st century IT craze. Of course, owning a cell phone then made one a front-seat global citizen. But181
it came at a price so high that the poor had no hope of such luxury. The price of a cell phone then was as182
comparatively dear as that for a SIM. As at 2002, to buy a SIM (Subscriber Identity Module) was about between183
Forty to Fifty Thousand Naira; while NOKIA 3310 and Samsung series, the trendy brands then, were upwards184
of Eighty to over One Hundred Thousand naira. They thus automatically became exclusive convenience and185
liability of the super-rich, as some middle-class families could only afford one for the whole housewhole. Dealers186
on this new wave of telecom craze almost instantly realized how much they could make and shops were seen187
opening up by the day with different and identical products and services.188

For Nigerians of which the Chief Researcher is one could remember when I had my first phone Samsung flipping189
cover. I could remember other model names of freaky phones like Nokia 3310, Nokia 1200, Nokia 1208, Motorola190
XT1032, Samsung C140 and other competitive models that introduced the dual SIM convenience. One way or191
the other, the leading researcher was part of the frenetic genesis and a testimony of the present.192

The Nigerian telecommunications industry recently crossed the 160-million subscriber mark. Latest figures193
from the Nigerian Communications Commission show that as of the end of August 2018, the number of active194
telephone subscribers in Nigeria stood at 160,520,993, with a tele-density of 114.92 per cent as at Oct 9, 2018.195

8 MTN196

The founder of MTN is Raymond Sifiso Ndlovu Dabengwa who is a Zimbabwean telecommunication executive197
based in South Africa. He stood behind the creation of the MTN group. MTN Group is multinational mobile198
telecommunications company, operating in many African, European and Asian countries that operate with the199
M-Cell as a GSM-related products (Internet services and was founded in 1994 at Johannesburg in South Africa,200
having visafone as its subsidiary company ??ProQuest, 2013)201

9 Globacom Limited (Glo)202

Globacom Limited (GLO) is a privately owned Nigerian multinational telecommunication company that started203
operations on the 29th August 2003 in Nigeria with its headquarters in Lagos. Globacom is privately owned by204
Mike Adenuga (GCON, CSG, CLH), the 2nd richest black man in the world (Forbes) and the founder of Mike205
Adenuga Group which consists of Equatorial Trust Bank, Cobblestone Properties and Estates, is a real estate206
and property development company, Conoil Plc, a petroleum marketing company and Conoil Producing being207
a crude exploration and production company. The sole aim of introducing and launching Globacom in Nigeria208
on the 29th of August 2003 was to provide telecommunication service to the people of Nigeria as a means of209
solving the problem of inadequate communication flow. Although Glo mobile was the fourth telecommunication210
operator in Nigeria, within seven years of the company’s operation, its subscriber’s base has grown to over 25211
million. It has a reputation as one of the fastest growing multinational carrier in the world and the vision for212
Glo is to be the biggest and best carrier in Africa and it is currently operating in four countries in West Africa,213
namely Nigeria, Republic of Benin, Ghana and Côte d’Ivoire. As of June 2018, the company has employed more214
than 3,500 people worldwide.215

GLO has over 45 million subscribers as of December 2018, making it the second largest network operator in216
Nigeria according to Ogunfuwa (2018).217
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Globacom has the following strategic business units: Glo mobile, Glo Broad Access, Glo Gateway and Glo-1.218
first year of operation, it had one million subscribers in over 87 towns in Nigeria and has over 120 billion Naira219
as revenues realized in a year. Glo Mobile has now spread to other African countries, namely Benin and Ghana220
(Nkanga, 2008 andNweke, 2008). Glo Mobile’s subscriber base in Nigeria stood at over 45 million by December221
2018.222

10 Glo Gateway223

Glo224

11 Broadband access225

Glo Broad Access launched on 24 November 2009, is the unit responsible for laying the optic fibre network for226
Globacom and for offering Fixed Line services. It offers landline telephone and unlimited broadband internet, all227
on a single digital wireline. Glo Broad Access being a part of Glo’s ever-increasing service offering continually228
expands her metro fibre rings and pan-Nigeria fibre backbone network. It has already rolled out over 13,500229
kilometres of active fibre.230

12 Glo 1 submarine cable231

In 2011, GLO became the first individual African telecommunication company to build $800 million highcapacity232
fiber-optic cables known as Glo-1, a submarine cable laid from the United Kingdom to Nigeria according to IT233
News Africa of 8th September 2009. It is the first successful submarine cable laid from the United Kingdom to234
Nigeria.235

Glo-1 has the potential to provide high-speed internet services, faster, more reliable and cheaper telecom236
services (Eribake, 2009). Glo-1 is said to have the potentiality to facilitate foreign investment and employment237
opportunities, especially to Africans.238

The 9,800 km long cable originates from Bude in the UK and is laid from this origin to Alpha Beach in Lagos,239
where it has its Landing Station (Nigeria GLO-1 Berths in Accra, 2009). Glo-1 will also improve teleconferencing,240
distance learning, disaster recovery and telemedicine among several other benefits for Nigerians and the people241
of West Africa according to The Nation Newspaper of 27th December 2016.242

In 2005, Glo mobile introduced Glo fleet manager which is the most comprehensive vehicle tracking solution243
offered to save time and money. They also introduced the Glo mobile internet service which provides subscribers244
with speed access to all popular internet sites which have been customized for mobile phone browsing.245

13 Glo In Nigeria246

In August 2003, Glo Mobile was launched in Nigeria. Glo Mobile introduced lower tariffs, pay per second billing247
and alongside other value-added services. Although Glo Mobile was the fourth GSM operator to launch in248
Nigeria, within seven years of the company’s operation, its subscriber base has grown to over 25 million (Nkanga,249
2006).250

In June 2008, Glo Mobile was launched in Benin. Glo Mobile showed unprecedented growth through the sale251
of 600,000 SIM cards in the first ten days of operation (Cellular News). Glo Mobile offered Per Second Billing,252
which charges subscribers for the exact airtime used. They also offered other value added services such as MMS253
(Multimedia Messaging Service), Glo Magic Plus news and information, vehicle tracking, musical ring-back tones254
and mobile banking.255

14 Etisalat256

Emerging Markets Telecommunication Services (EMTS), trading as Etisalat, is a Nigerian company duly257
incorporated under the law of Nigeria in partnership with Mubadala Development Company, an investment258
vehicle owned by the Government of the Emirate of Abu Dhabi and Etisalat of the Limited Arab Emirates259
Incorporated in Nigeria as a private company; it acquired the unified access license from the federal government260
in January 2007. The license includes a mobile license and spectrum in the GSM 1800 and 900MHz bands. In261
Nigeria, Etisalat made the first official call on its network on 13th March 2008 in the presence of officials from262
the Nigeria communications commission (NCC).263

In 1991, the UAE central government issued Federal Law No. 1, which gave the corporation the right264
to provide the telecommunications wired and wireless services in the country and between UAE and other265
countries. It also gave the firm the right to issue licenses for owning, importing and manufacturing, using or266
operating telecommunication equipment. This practically gave Etisalat both regulatory and control powers,267
which completed the monopoly of the telecom giant in the UAE. In order to safeguard the country’s economic268
development, the law made provisions for the development of the telecommunication sector in the country.269

The increase of exchange lines from 36,000 in 1976 to more than 737,000 in 1998 was one of the important270
indicators of Etisalat network’s growth and development. Today Etisalat stands 140th among the Year 2019 ( )271
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16 ETISALAT NIGERIA

15 B272

Financial Times Top 500 Corporations in the world in terms of market capitalisation and is ranked by The273
Middle East magazine as the 6th largest company in the Middle East in terms of capitalization and revenues.274
The Corporation is the largest contributor outside the oil sector to development programmes of the UAE Federal275
Government. Etisalat has also won accolades from across the region for its nationalization programme as pointed276
out by its corporate profile on 10th October 2010. Some of the Internet services for home users that Etisalat277
offers to include: i. 3G Mobile Internet access. ii. 4G Mobile Internet access. iii. Broadband Internet services278
(Al Shamil and eLife reports). iv. Prepaid and post-paid dialup Internet access.279

Etisalat International Investments was the business unit of Etisalat that operated telecom operations outside280
the UAE and managed the corporation’s stakes in telecommunications carriers in Afghanistan, Egypt, Niger,281
Nigeria, Saudi Arabia, Sri Lanka and Pakistan. The International Investments unit and its management team282
were re-structured into Etisalat Group, and Ahmad Abdulkarim Julfar was appointed as Group CEO in 2011(as283
reported in Etisalat Group 2012 Annual Report), followed by Saleh Al Abdooli in 2016. As of December 2018,284
Etisalat has presence and operations in 14 countries outside the United Arab Emirates.285

16 Etisalat Nigeria286

Etisalat Nigeria launched one of the first major broadband services in the country called EasyBlaze. The company287
is known for its innovative products and services such as the Eco Sim and the first network to offer special numbers288
to Nigerians as their mobile numbers via the 0809uchoose campaign.289

From 2012 to 2015, Etisalat Nigeria hosted the Etisalat Prize for Innovation, established to promote African290
Internet expansion.291

In April 2013, Etisalat Nigeria announced it would invest $500 million to expand its network, enabling further292
potential market growth of 17%. In June 2013, it launched the Etisalat Prize for Literature the first pan-African293
prize for debut published writers.294

In October 2016, Etisalat Nigeria announced 4G LTE with a frequency band 3 (1800 MHz). Speed test results295
indicate 28Mbit/s download and 11Mbit/s upload. This LTE network currently covers some part of Lagos and296
Abuja.297

In March 2017, Nigeria telecoms regulator pushed for talks to halt takeover attempts by Etisalat creditors and298
reschedule its outstanding $1.2 bln loans. In July 2017, Etisalat withdrew from the market after its debt was299
not repaid or rescheduled. With the advent of time and technology, marketing practices are also changing. The300
new and modern marketing is based on acquiring knowledge regarding customers and knowing their experiences301
(McKenna, 1991, Payne et. al., 2005, Payne et. al., 2006). The term CRM is being used widely these days.302
Customer relationship management is a two-way process, also known as an interactive process that utilizes the303
information of customers got by management to maintain relationships with their customers. CRM is considered304
as a cycle consisting of important activities like finding knowledge, market planning, enhancing the interaction305
with the customers and analysis refinement (Buckinx et al., 2007 andSwift, 2001). Ryals and Knox (2001) are306
of the view that the fundamental aspects of CRM are strong relationships, customer retention, and delivering307
superior and highquality services to customers with the help of process management. Those companies that want308
to implement the CRM strategy should create integration between different departments of the organization.309
The walls between every unit should be broken down, especially marketing department should closely work with310
the I.T (Information Technology) department so that customer information can be retained and utilized for the311
purpose of customized production and relationship management.312

Since the late 1980s, the trend of database marketing has been amplifying which shows the influence of I.T313
on marketing. It helps the firms to maintain long term propitious relationships (McKenna, 1991). Customer314
relationship management (CRM) is the latest idea in all forms of businesses that have shown its importance315
quickly over the preceding last years and will be expected to prolong in upcoming future with the addition of316
latest technologies and value-added services. CRM focuses on the concept of marketing mix variables including the317
’four Ps’ of marketing (product, price, place and promotion) (Xevelonaki, 2005). CRM provides the organization318
with the chance to employ relationship marketing on a company ample basis successfully. CRM is basically319
a technique of relationship marketing and process that enables a firm to identify, evaluate, analyse and serve320
customers to improve customer relationship, so the organization may be able to retain market share through321
existing customers, and may help to provide retaining capabilities of existing customers (Dimitriades, 2006).322

With the initiation of the internet and new technology advancement, the idea of CRM has been transformed323
into electronic CRM (e-CRM). E-CRM is a combined process of hardware, software technology process, its useful324
applications in enhancing technology for customer services and organization committed to improving deficiency325
in customer service-customer retention (Norton, 2007). Ab Hamid’s (2005), focus on the Electronic Customer326
Relationship Management as a procedure to maintain its customer relations by using the Internet and the327
advantages which are obtained by using the idea and successful implementation of e-CRM in an organization.328
The Internet technology has changed CRM into electronic CRM (e-CRM) because now organizations can use329
Internet technologies to attract new consumers, analyse their preferences and behaviours, and customize support330
and services by providing customized services (Chan and Lam, 2009). The focus of e-CRM systems is to increase331
customer service, retain consumers, increase customer value benefits and use the proper strategies to encourage332
customers to remain loyal (Zineldin, 2006). E-CRM is intended forpeople at all levels in businesses that are333
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willing to build up interaction with consumers by electronic and technological means. It is significant to realize334
the main role that e-CRM plays within contemporary and dynamic marketing organizations. Implementing335
CRM successfully can provide a lot of benefits and profits to the companies and help to get mutual benefits336
for customers and service provider (Almotairi, 2008). This indicates that CRM could bring many benefits337
for companies to enhance their ability in the competitive market, increase profits and profit rate, reduce costs,338
reduce times of implementation of new sales activities, and increase awareness of small-sized target marketing and339
increase knowledge about customers. As there is the dynamic environment and often changing technology, mobile340
telecommunication service provider thinks about the importance of customer loyalty and customer retention as341
considerable management decision and attempt to broaden the concept of e-CRM by keeping in focus CRM. With342
the help of e-CRM, the information can significantly flow into the organization and would be used to retain strong343
customers’ relationship through extraordinary services. The crucial reason for the surfacing of CRM exhibits the344
changing nature of the markets and environment. Organizations are now shifting from product-oriented strategy345
to customer-oriented strategy and that is becoming the reason for their success.346

Customer profile and customer participation have a major influence on CRM. Companies develop customer347
profiles. They collect all the necessary information about the customer that assists them in knowing their348
customers and also helps them to determine which customers they should invest more. Companies also get349
benefit through the process of customer participation. Customers participate through a number of different ways350
like interacting with the company, sharing their experiences and information ??Wu et al, 2009).351

17 ii. Customer Retention352

In previous times no proper attention was given to customers and customers were neglected. Customers were353
unable to find any replacement of their current seller/producer or maybe their suppliers. Others were also354
deprived of quality and service aspects and the rapid growing market did not bother their customers and the355
utmost satisfaction of needs and wants of customers. Increasing competitions and an increase in competitive356
trends in today’s market environment increase the likelihood to retain customers as to safeguard the company357
against the raising competitions. To achieve this goal customer retention is required.358

Ramakrishnan, (2006) defines customer retention as the marketing goal of preventing customers from going359
to the competitor. Organizations make existing customers their focal point in order to put efforts to retain360
them and to carry on their business relationship with them through customer retention. ??Mostert et al.2009).361
However, the number of customers who continue their relationship with the service provider in the specific time362
duration such as a year is also referred to as customer retention (Dawes, 2009). The success of businesses in363
today’s competitive environment is mainly based on customer retention. Fluss (2010) observed that competitors364
are always looking for ways to capture customers by offering them better deals. Retention is the process of having365
a close and long relationship of customers with a service provider. Many studies report that it is more expensive366
for the organization to attract new customers as compared to adopting a strategy to retain existing customers367
(Gilbert and Mannicom, 2003).368

Customer retention directly influences extended lifetime values and benefits which is a more beneficial369
opportunity for organizations that look for enhancement and prolong business activities and those that are370
looking for ways to protect them from market decline which is the consequence of reducing economy (Gee et371
al 2008). In support of this argument, Lombard (2009) states that the companies are pushed by the market to372
retain customers where the possession of customers is low. When loyalty of the customer is diminishing and sales373
are worsening in the business environment, customer retention becomes the most essential part of that business374
environment. In such scenarios, if a key customer is shifted towards the competitor’s organization, profitability375
and growth would be considerably affected.376

18 iii. Objectives of Customer Relation Management (CRM)377

It is considered that CRM is not a product or service, but an overall business strategy that enables companies to378
effectively manage relationships with their customers. It provides an integrated view of a company’s customers379
to everyone in the organization. The reasons for CRM coming into existence are the changes and developments in380
the marketing environment and technology. The goal of an efficient Customer Relationship Management (CRM)381
strategy is to develop, keep and retain profitable customers. Therefore, the objectives of CRM are presented as:382
a. Improve the Communication Process with Customers CRM itself is a learning process in which information is383
regularly updated and communicated with customers so that customer demand can be analysed and appropriate384
responses to the customer can be carried out (Alehojat, Chirani and Delafrooz, 2013). It helps organizations to385
maintain stable market demand for the product offered by them.386

19 To Identify the Key Elements of CRM387

CRM is important for an organization for the sustainable growth of its profitability. Identification of CRM388
determinants relates to the nature of the organization. CRM determinants can be used to promote service quality389
for making the customer satisfied. The elements are the power indicators that directly influence CRM’s overall390
studies. People, culture, relationship management process, knowledge management, I.T, organization, customer391
and value are the valuable elements of CRM. These elements also affect the factors of CRM ?? Basically, a392
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24 V. FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM) (A) RELIABILITY

customer is loyal when he is committed to repurchasing a preferred service or product even when there are393
marketing efforts and situational influences having the potential to cause switching behaviour (Oliver, 1999). It394
is suggested to the companies to invest in relationship building and customer intimacy with loyal customers as395
it will, in turn, lead to stronger loyalty (Oly, 2004). The customers who regularly purchase a company’s product396
over a long period of time tend to generate more revenues and are relatively cheaper to serve than other customers397
(Reichheld and Aspinall, 1993). Higher customer profitability is ensured by CRM. CRM creates more value for398
the customer and undoubtedly builds profitable customer relationships.399

20 b. Customization of Products and Services400

The main concentration of CRM is on two major areas: To create a closer and deeper relationship with customers401
and to increase the organizational capability to coordinate its behaviour with individual customers based on402
customer needs, or what the organization knows about his/her requirements and interests. This is because403
existing customers are always more profitable than new ones, and selling more products to existing customers is404
less costly. Coordinating the products and services with consumer’s needs and expectations, result in attracting405
more customers. Consequently, attracting new customers is much more costly. Indeed, the main goal of CRM is406
to maximize the value of customer life cycles for the organization (Payne and Frow, 2004). The recent marketing407
procedures are approaching towards providing a unique service; this is why acquiring large volumes of customer408
information and details has become a pivotal requirement. In order to predict the probability of repeat purchase,409
or buying additional products and individual marketing programs, the organization has to collect the customer’s410
information based on their interactions with the organization (Peppard, 2000).411

21 c. Maintenance of Lower Process and Higher Quality of412

Products and Services413

The activities of CRM directly influence products and services and also internal processing systems. It can help414
reduce operational costs by the effective relationship with customers and minimizes the size of overall processes.415
On the other hand, an effective CRM can help increase qualitative products and services by customer interactions.416

22 d. Meet Customer Expectations417

The key to customer loyalty is customer satisfaction, which largely depends on the service quality offered by418
service providing firms (Rahman, 2014). Service quality and customer expectations have been identified as key419
elements of the service-profit chain (Heskett, Sasser, and Schlesinger, 1997). Better service quality results in420
satisfied customers, which in turn leads to strong customer loyalty. It can be stated that customers, when421
satisfied with the services they have experienced, are more likely to establish loyalty (Taylor, Sharland, Cronin,422
and Bullard, 1993), resulting in repeat purchases (Fornell, 1992) and favourable wordof-mouth (Halstead and423
Page, 1992). Customer service quality is a significant source of distinctive competence and often considered a424
key success factor in sustaining competitive advantage in service industries (Palmer, 2001). Therefore, a Firm425
can be able to meet customer expectations through effective CRM.426

23 e. Improvement in Customer Satisfaction and Loyalty427

Feliks and Panjaitan (2012) suggested that companies implementing CRM in a proper way will enjoy increased428
customer satisfaction. Kusanagi’s research results (2008) also showed that the CRM application helps companies429
to gain customer knowledge that helps them improve customer satisfaction. This is also supported by the study430
of Wetsch and Lyle (2006) who found that the potential impacts caused by the customer involvement in the431
CRM implementation are trust, satisfaction and customer loyalty. Munandar and Dadang (2011) suggested that432
CRM has positive and significant effects on customer loyalty and that changes in the company’s customer loyalty433
are directly related to changes in the implementation of CRM. This means that to increase customer loyalty,434
CRM needs to be implemented first. Better CRM implementation links to customer satisfaction and loyalty.435
This indicates that customer loyalty needs more companies’ attention because loyalty will ultimately affect the436
performance of the company.437

24 v. Factors Affecting Customer Relationship Management438

(CRM) (a) Reliability439

Reliability is one of the most common factors of CRM. The activity of CRM is to identify reliable customers440
and to communicate with them. On the other hand, CRM reliability largely depends on the reliability of I.T441
systems in which customer relations are managed. Customer relationship management activities always try to442
till a customer’s expectations and provide better customer service, which isn’t always possible without reliability.443
Reliability is defined as performing the task dependably and accurately (Parasuraman, Zeithaml and Berry,444
2004). This is achieved through keeping promises to do something, providing the right service, consistency of445
performance and dependability, service is performed at the right time, the company keeps accurate billing and446
keeps records correctly, and transactions and records are error-free. Reliability also consists of accurate order447
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fulfilment, accuracy records, accurate quotes, accurate billing, accurate calculation of commissions and keeping448
any promises regarding services.449

25 a. Customization450

The core of customization is based on acceptable delivery times and prices, and providing customers with451
personalized products. CRM offers the customization of products and services so that the existing and potential452
needs of customers are met. CRM provides a variety of useful information to customers. CRM allows mutual453
connectivity between customer and organization in order to allow customization in products and services454
delivered.455

26 c. Customer Retention456

Customer retention is one of the most important indicators of customer satisfaction. The more satisfied the457
customers are, the greater their retention. Customer retention is becoming an important managerial issue,458
especially in the context of a saturated market, when the growth of the number of new customers is declining. It459
has been acknowledged as a key objective of relationship marketing primarily because of its potential in delivering460
superior relationship economies, that is, it costs less to retain than to acquire new customers.461

27 d. Information Technology (I.T)462

The role of I.T is to help redesign CRM processes, to facilitate changes to work practices, and to establish463
innovative methods to link a company with customers, suppliers and internal stakeholders. CRM applications464
take full advantage of technology innovations with their ability to collect and analyse data on customer465
patterns, interpret customer behaviour, develop predictive models, respond with timely and effective customized466
communications and deliver product and service value to individual customers. (Chen and Popovich, 2003). By467
using IT, CRM can optimize interactions with customers based on historical data.468

28 e. Responsiveness469

Responsiveness is the determinant that defines the willingness to help customers and to provide prompt service.470
CRM has been always responsible to provide information to the customer. Service propositions like ”what can471
I do for you” clearly underline the importance of customers. It is also involved in understanding the needs and472
wants of the customers, convenient operating hours, individual attention given by the staff, attention to problems473
and customers safety (Arun et al., 2010).474

29 f. Customer Orientation475

Customer relationship management is a customer oriented, organized managerial effort to ensure the perceived476
value of customers in order to make them satisfied and loyal. Customer relationship management cares about477
suggestions and preferences given by customers. CRM allows customers to share the post-consumption experience;478
therefore, management can effectively take care of customer inquiries.479

30 Commitment480

Commitment is an essential prerequisite for ensuring the efficient delivery of customer value having approval to481
the CRM project. CRM should set the stage of leadership and commitment throughout the CRM implementation.482
Management support and involvement reinforce the commitment as a key success factor of CRM implementation.483
CRM effectiveness without a commitment is like throwing money into a black hole. The effectiveness of CRM484
commitment is determined by the extent to which customers are satisfied and loyal.485

31 vi. Customer Relation Management Effects on Customer486

Satisfaction487

Customer satisfaction is the extent to which customers are satisfied with their purchased goods and services488
(Boone and Kurtz, 2013). Customer satisfaction is a statement to the buyer about the appropriateness of the489
reward, received in exchange for the service experience. Every firm tries to fulfil customers’ needs, desires, wants,490
aims and expectations. Therefore, production and marketing department collaboratively produce economic491
utility for customers. Customer satisfaction is generally understood as the pleasure of using product and service.492
Customer satisfaction is the voice of the customer that will differ from person to person. It is an appraisal493
of how products and services of a company meet up or exceed customer anticipation. Jeong and Lee (2010)494
defined customer satisfaction as: i. Customers’ satisfaction is an emotional (sentimental) reaction or a manner of495
interactive recognition and perception. ii. Customers’ satisfaction is a response to the specific concentration on496
the expectations of production and the experience of using services and consumption. iii. Customers’ satisfaction497
is a judgmental reflection of customers about a product or service during the time period of its usefulness. iv.498
Customers’ satisfaction is a summary of the psychological manner in which a composite of customers’ feeling499
about the unexplained expectations and his/her previous consumption experiences are encompassed.500
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33 VIII. TOP MANAGEMENT COMMITMENTS AND CUSTOMER
RELATIONSHIP MANAGEMENT

A satisfied customer always connects with a service provider. CRM is a formation that ensures customer501
satisfaction. CRM is a systematic process of building long-term relationships with its customer by providing502
optimum satisfaction. The organization actively takes the necessary steps in order to promote satisfaction.503
Maintaining the desired level of customer satisfaction requires proactive corporate responsiveness in accessing,504
building and retaining satisfied customers for sustainable competitive advantages in the market place (Rahman505
et al., 2014). CRM effects have a positive impact on customer satisfaction. If an organization has a good CRM506
strategy, then customer satisfaction will automatically be increased. On the other hand, the absence of a good507
CRM strategy will result in customer dissatisfaction. Sound, reliable and customized information technologies508
positively affect customer satisfaction. By using modern communication media, CRM can easily communicate509
with customers while fulfilling their expectations. The fulfilment of customer expectations will help enhance510
customer satisfaction. A highly satisfied customer: a. Continues his shopping for a long time, b. Buys more as511
long as the firm produces new products and the existing products are improved, c. Speaks of the firm and its512
products with praise, d. Keeps indifferent to the trademarks that are in competition with the products of the513
firm and does not place the emphasis on price, e. And offers the firm suggestions and ideas about products and514
services. Nowadays, most organizations have adapted customer-centred philosophy to fulfil customer needs and to515
enhance the perceived values of the customer. Hence, adopting customer-centric strategies aimed at maintaining516
and enhancing relationships with existing customers is important for survival (Krishnamoorthy and Srinivasan,517
2013). Highly satisfied customers of a firm are likely to purchase more frequently, in greater volume and buy518
other goods and services offered by the same service provider. Many companies focus on finding new customers519
instead of retaining and satisfying the existing customer base. However, since competition among companies is520
tough, the retention of customers has become more important than the acquisition of new customers. In recent521
years, companies have realized that a critical success factor is not a single transaction, but the creation of a522
long-term relationship with the method of CRM (Ampoful, 2012).523

32 vii. Effects of Customer Relationship Management on524

Customer Loyalty525

Customer loyalty can be seen as a customer commitment to deal with a particular firm, and buy their products526
and services. A loyal customer encourages others to do business with the firm. Loyal customers are also considered527
to be the most important assets of a company and it is thus essential to keep loyal customers who will contribute528
long-term profit to the organization. In a business context, loyalty is a psychological awareness process or the529
observable reaction of a consumer, where intentional and factual retention or intensification of the relationship530
is based on specific reasons (Keaveney, 1995). Loyalty requires a positive attitude of the consumer towards a531
company and its services; retention, on the other side, can also exist with a negative attitude towards a company532
(Bruhn, 2009).533

Customer loyalty is related to a service provider’s ability to maintain its customers’ loyalty and persuade them534
to recommend its services to potential customers (Zeithaml, Berry and Parasuraman, 1996). Six indicators were535
used to measure customer loyalty: share information, say positive things, recommend for a friend, and continue536
purchasing, purchase additional service and test new service (Brodie, Roberts and Varki, 2003). Customer loyalty537
can be achieved through a successful CRM implementation. An effective customer relationship management is538
positively related to the loyalty of customers.539

33 viii. Top management Commitments and Customer Rela-540

tionship Management541

Top management commitment is an essential prerequisite for bringing innovation to bear on practices and ensuring542
the efficient delivery of customer value. Top management commitment, however, goes beyond having a CEO given543
his or her approval to the CRM project (Chen and Popovich, 2003). Customer-centric management requires top544
management support and commitment to CRM throughout the entire CRM implementation since momentum545
quickly dies down without it. Furthermore, top management should set the stage in CRM initiatives for leadership,546
strategic direction and alignment of vision and business goals (Herington and Peterson, 2000). A recent study by547
Anabila et al. (2012) noted that for CRM to succeed, top management must demonstrate genuine commitment548
and active involvement in relationship marketing issues. As in most major change efforts, objections and549
disagreement among various functional departments are bound to come up in the process of business reengineering550
resulting from CRM implementation and this can best be resolved through direct intervention by top management,551
often resulting in changes to corporate culture. Hence, when top management is keenly involved in relationship552
building efforts by way of galvanising and championing the entire process through effective supervision, shaping553
of values, and reengineering customer-centric focus, the net effect is increased customer loyalty and retention.554
Dickie (1999) also warns against starting a CRM project if senior management does not fundamentally believe555
in reengineering a customer-centric business model.556
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34 ix. CRM Implementation Strategy557

Using information technology as an enabler, CRM strategy leverages key functional areas to maximize the558
profitability of customer interaction (Chen and Popovich, 2003). It has been recognized that technological559
advancement and innovation, keen competitive marketing environment, coupled with the internet are the main560
drivers that promote the one-toone initiative. Even more, promising are developments on the internet where561
sophisticated software allows marketers to address individuals by name and respond to enquiries with custom562
tailored solutions. Through CRM firms are able to understand the drivers of present and future customer563
profitability which makes it possible to appropriately and proportionately allocate the firm’s resources to all564
functional areas that affect customer relationship ??Chou et al., 2003).565

35 x. Customer Loss Rate566

The loss rate is also sometimes called attrition rate or customer churn rate. It is one of two primary factors567
that determine the steady-state level of customers a business will support. In its broadest sense, the churn rate568
is a measure of the number of individuals or items moving into or out of a collection over a specific period of569
time. The term is used in many contexts, but its most widely applied in business with respect to a contractual570
customer base. In a business context, the churn rate is defined as ”the percentage of customers who stopped571
doing business with a company in a period divided by the average number of customer existing in that period”.572
It is a possible indicator of customer dissatisfaction.573

Dissatisfied customers tell far more people about their experience than do routinely satisfied customers.574
Problem-solving and complaint management have a direct correlation with the overall satisfaction of a575

customer. In order to compete for customers’ satisfaction and consequently decreasing churn rate, companies576
must be able to identify problem areas and establish improvement processes before these have a broad impact577
on customer (Masroujeh, 2009). A companywide total customer experience program with senior management578
support can help retain the top customers, grow revenues and profits. When you have loyal customers, it is579
more likely they will be the company’s evangelist ??Chennai, 2007). Therefore, any organization who seeks to580
implement a successful CRM strategy needs to monitor its churn rate and prepare a proper plan to reduce it.581
Kotler (2009), illustrates five steps organization can follow in order to reduce the loss rate. a. The company582
must define and measure its retention rate. b. The company must distinguish the cause of customer attrition583
and identify those that can be managed better. c. The company needs to estimate how much profit it loses when584
it loses customers. d. The company needs to figure out how much it would cost to reduce the defection rate. e.585
Finally, listening to customers.586

The main ingredient in Kotler’s plan to reduce organization loss rate is to concentrate on customer retention587
plans and always put the customer first. Applying the resource of the organization in order to satisfy customers,588
ensuring that all their requirements are met within an appropriate time and cost and maintaining a good589
relationship with the customers, are the key steps for reducing the loss rate and ensuring the development590
of the organization (Kotler, 2009).591

36 c) Theoretical Framework592

The theoretical basis to be applied in this study is the relationship of marketing theory to customer relations593
management.594

37 i. Relationship Marketing Theory595

A theoretical basis that explains the effect of customer relationship management and customer retention was596
drawn from the Relationship Marketing Theory. The theory attempts to explain the importance of establishing597
and maintaining relationships with customers in order to ensure their retention. Relationship marketing was first598
introduced by Berry in 1983. This concept is an expansion of the marketing concept in order to take into account599
the evolution of the markets, where the notion of punctual transaction began to give the way to a more relational600
approach. This new approach comes from the interest of exchange parties to continue the relationship in time601
(Damperat 2007). There is no agreement among researchers on the definition of relationship marketing (Copulsky602
and Wolf, 1990). However, there is a consensus on the willing to set up and preserve a valued relationship (Weitz603
and Jap, 1995). Accordingly, Morgan and Hunt (1994) defined relationship marketing by the maintenance and604
development of successful relationships with clients in the long run (Matri Ben Jemaa, 2011).605

Several models have been developed to enrich the knowledge inherent to this concept. For example, Hutt606
and Speh (1998), presented a continuum from pure transaction to a strategic alliance. In this continuum,607
pure transactional exchange refers to the exchange of commodities according to market prices while the pure608
collaborative exchange refers to the process where a client and a supplier form economic, social and technical609
bonds over years, in order to reduce costs and increase the value and mutual benefits (Anderson and Narus,610
1991).611

The challenge for most companies today is to thrive in a relationship economy (Cap Gemini Ernst and Young,612
2005). Competition for the most profitable customer relationships is extremely tough and companies need to613
know who their customers are. This includes aspects like their preferences, their habits, and their experiences with614
companies and very importantly, their value. Customers have become very demanding and their expectations615
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39 D) EMPIRICAL REVIEW

have increased to new heights. The environment has evolved into a complex landscape, which has resulted in616
the high value placed on relationship marketing today. Relationship marketing has evolved from a primary617
focus on consumer goods in the 1950s, industrial marketing in the 1960s, non-profit and societal marketing618
in the 1970s, services marketing in the 1980s and finally, relationship marketing in the 1990s (Christopher,619
Payne and Ballantyne, 1991). Gronroos (1994) stated that a paradigm shift is evolving in marketing from the620
focus on the four P”s of marketing -product, price, place and promotion -to a new approach based on building621
and management of relationships. Relationship marketing, as part of marketing, involves the relationships and622
interactions between customers, suppliers, competitors, and others. This, however, does not mean that the four623
P”s are less valuable, but that the focus has moved to a new paradigm where a more market-oriented drive624
and the customer as the focal point are suggested as the marketing concept. Relationship building can be seen625
as the cornerstone of marketing (Gronroos, 1994). Relationship marketing has focused on customer retention,626
service, and product benefits, a long-term scale, service emphasis, high customer commitment, customer contact,627
quality, and finally customer loyalty (Cheese, 1994;Gummesson, 1998;Abratt and Russell, 1999). The focus of628
Relationship marketing is to move customers up the ladder of loyalty (Voss and Voss, 1997). The relationship629
marketing strategy also seeks to change the market demands in favour of a particular company by providing630
unique value, which must be sustainable over time. It is seen as a combination of quality, customer service,631
and marketing. The key relationship is based on the relationship between the supplier and the customer. All of632
this reflects the notion that the centre of the relationship marketing philosophy is to make the most of existing633
customers (retention) to enable the company to make long-term profits.634

Relationship marketing is similar to the concept of one-to-one marketing. One-to-one marketing means ”to be635
willing and able to change your behaviour toward an individual customer based on what the customer tells you636
and what else you know about that customer”637

38 Global Journal of Management and Business Research638

Volume XIX Issue II Version I Year 2019 ( ) B (Peppers, Rogers and Dorf, 1999). It is grounded in the principle639
of establishing a learning relationship with each customer, with the focus on your most valuable ones. The640
marketing concept sees customer satisfaction as the highway to profits (Perreault and McCarthy, 2002). However,641
although it seems logical, it is not automatic, as satisfaction does not by itself lead to profits (Gummesson, 1998).642
The customer relationship must be maintained to sustain repurchase loyalty and retention, which will lead to643
profitability. Providing continuous value to customers underpins the relationship (Cram, 2001).644

The advantage of this theory is that it helps to build loyal and profitable long-term relationships with each645
customer. Relationship-based marketing can result in long-term retention, which leads to improved financial646
and market performance and an increased competitive edge. Telecommunication industries that embrace the647
marketing concept see customer relationship as the way to promote the building of bonds with customers to648
ensure long-term relationships of mutual advantage. This theory will guide us in examining the effectiveness of649
Customer relationship management on customer retention in MTN and Airtel telecommunication companies in650
Uyo metropolis.651

39 d) Empirical Review652

This section aims to provide a review of the empirical literature on the effect of customer relationship management653
on customer retention in organizations. Khedkar (2015), in his study on the ”Effect of customer relationship654
management on customer satisfaction and loyalty”, found that CRM is needed in any organization and this will655
result in optimizing profitability, income and meeting the needs of customers. The utmost thing that CRM656
provides is customer satisfaction. An effective CRM will lead to customer satisfaction and if the customer is657
satisfied, it drives towards the positive word of mouth and loyalty. This, in fact, helps in leveraging the business658
as well as generating more revenues and profits.659

Reichheld, 1996 in his research on the ”The Loyalty Effect” opined that managing customer relationships660
effectively and efficiently boosts customer satisfaction and retention rates. A similar trend was also reported by661
Levine, 1993 in his work on ”Relations marketing”.662

In consonance to the contributions made by the above-mentioned researchers, Kassanoff (2000) in his research663
on ”Building loyalty into your e-business” elucidated that CRM applications help organizations assess customer664
loyalty and profitability on measures such as repeat purchases and longevity. According to the researcher, CRM665
applications help answer questions such as ”What products or services are important to our customers? How666
should we communicate with our customers? What are my customer’s favourite colours or what is my customer’s667
size?” In particular, customers benefit from the belief that they are saving time and money as well as receiving668
better information and special treatment (Kassanoff, 2000). Nwankwo and Ajemunigbohun (2013) in their quest669
for knowledge to study the ”Customer Relationship Management and Customer Retention: Empirical Assessment670
from Nigeria’s Insurance Industry” reported that a significant and indeed a positive relationship existed between671
CRM and customer retention. From their surveyed respondents, they found out that CRM, indeed, creates values672
to the insuring public in Nigeria.673

In the study of Kotler and Armstrong (2008), it was reported that the goal of any organization should go674
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beyond attracting new customers and creating transactions but should also include retaining existing customers.675
Also, a long-term relationship leads to lower relationship costs and higher profits.676

A research carried out by ??ay (2008) on ”Managing Market Relationships” had proven that customers who are677
loyal not only improve an organization’s profit but also strengthen its competitiveness Rust and Zahorik (1993)678
on their investigation on ”Customer Satisfaction, Customer Retention and Market Share” reported that the cost679
of customer retention activities is less than the cost of acquiring a new customer. In today’s highly competitive680
business environment, while gaining new customers is good news, the flip side is the loss of customers through681
defection.682

In the words of , all successful companies must learn how to retain customers even when the customer appeared683
satisfied. According to Reichheld (1996), some unsatisfied customers may choose not to defect, because they do684
not expect to receive that better service delivery elsewhere and vice versa. Therefore, customer satisfaction is685
viewed as an important indicator of customer retention, but customer satisfaction is not always an assurance of686
customer retention. Retained customer is a function of a number of variables; choices, conveniences, price and687
income (Gan et al, 2006). It has been proved in the literature that there is a link between customer loyalty688
and organizational profitability (Reichheld, 1996). This is, as a consequence of the reduced cost of retaining a689
customer and achievement of a zero defection of profitable customers. However, retention should not be taken690
for loyalty. Loyalty is valid when customers have options to choose from. As such, service providers should691
understand why customers choose to stay and should not assume that it is a positive conscious choice (Colgate692
et al., 1996). This is because; they may be lured away by attractive offers made by competitors when they693
experience dissatisfaction incidents ??Jones and Farquher, 2003).694

In the views of Kassim and Abdullah (2010), the success in achieving customers’ retention begins with695
the identification of the need, the level of satisfaction which continues throughout the entire lifetime of a696
relationship (Kandampully and Suhartanto, 2000). They further explained that the ability of every establishment697
or organization to entice, retain current customers and attract new customers is not only connected to its item for698
consumption or services but essentially associated with the image and reputation it creates within and across the699
marketplace. Customer retention goes beyond satisfying the present expectations of the customers instead it is700
helpful in anticipating their expectations so that they become loyal supporters and promoters for the company’s701
brand.702

Finally, Ehigie (2006) asserted that customers’ retention will become a distant dream if the following are not703
taken into consideration: i. Relieving customers from anxiety and fears (Naeem and Saif, 2009), ii. Demonstration704
by actions that the organization cares for them (Lucas, 2005), iii. Paying urgent attention to customers’ needs705
and requirements (Oyeniyi and Abiodun, 2008), iv. Proving that the organization values, recognizes and respect706
them (Petasis and Opoku-Mensah, 2009). v. Maintaining a consistent contact and paying quick attention to707
their complaints (Saunders and Petzer, 2010), vi. Acknowledging them and keeping them informed (Patterson,708
2004), vii. Commitment to customer fulfilment by every member of staff (Lee and Hwan, 2005), viii. Dependable709
on-time delivery, error-free-delivery process and employing exceptional persons to deliver better customer service710
(Kassim and Abdullah, 2010).711

40 III.712

41 Method of Study a) Brief Outline713

We discussed the blueprint for the collection, measurement and analysis of data under this section. The procedures714
and techniques that were used in the collection, processing and analysis of data were discussed below as, research715
design, target population, sampling design, data collection instruments, data collection procedures and finally716
data analysis.717

42 b) Research Design718

Research design is the plan and structure of investigation so as to obtain answers to our pertinent questions.719
The Research design structures the research problem and the plan of investigation in order to obtain empirical720
evidence in relation to the problem under study. The method used for data collection is Survey Research, which is721
Exploratory in nature. Surveys are useful in describing the characteristics of a large population. Additionally, high722
reliability is easy to obtain by presenting all subjects with a standardized stimulus which ensures that observer723
subjectivity is greatly eliminated (Mugenda and Mugenda, 1999). Surveys according to Robson (2002), is the724
collection of information from a group through interviews or the application of questionnaires to a representative725
sample of that group. This design is preferred because very large samples are feasible, making the results726
statistically significant even when analysing multiple variables.727

43 c) Characteristics of the Study Population728

The population of this study is confined to the customers and staff of telecommunication industries within Uyo729
metropolis in Akwa Ibom State. In Uyo, there are four major organizations that are providing telecommunication730
services to the customers namely, MTN, Airtel, Globacom and Etisalat. The study focused on staff that directly731
deals with customers since they are the ones conversant with the customers’ needs and manages the customers’732
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52 B) PRESENTATION AND ANALYSIS OF DATA TABLE 4.2.1: ANALYSIS
OF RESPONDENTS’ DEMOGRAPHY

relationships. Mugenda and Mugenda. (2003), explain that the target population should have some observable733
characteristics, to which the researcher intends to generalize the results of the study. This definition assumes734
that the population is not homogeneous. So the researchers examined a sample of staff and customers drawn735
from the population of staff and users of the four (4) telecommunication networks in Uyo metropolis.736

44 d) Sampling Design and Procedures737

The study employed a random sampling technique. Random sampling was chosen as it gives the objects equal738
opportunity of being sampled (Bryman. 2008). The sampling points were the companies’ offices and other739
telecommunication users found within and outside the companies’ premises. The researchers distributed self-740
designed questionnaires among the staff and customers of MTN, Airtel Globacom and Etisalat in Uyo.741

45 e) Data Instruments742

The researchers used a questionnaire as an instrument of the survey method. This questionnaire had two parts;743
one for the customers and the other part for the staff of these companies. The first part consisted of demographic744
questions regarding the gender, age, level of education, telecom network which they use and duration of usage. The745
second part of the questionnaire comprised of research questions to assess the customers’ and staff’s perception746
of customer relationship management. The items of the questionnaire were assessed by using the 5-point Likert747
Scale. The items are graded from 1 -5 and arranged from 1 -strongly agree, 2 -agree, 3 -undecided 4disagree and748
5 -strongly disagree.749

46 f) Data Administration and Collection750

The researchers sought permission from the management of the network companies and distributed the751
questionnaires to the staff respondents. These questionnaires were personally administered by the researcher752
to ensure that they were properly filling and returned, and ensured that clarity of content and instructions in753
filling the questionnaires were correctly stated. This led to the majority of the questionnaires being filled and754
returned. 1000 out of 1200 questionnaires for both customers and staff were correctly filled and returned, resulting755
in 83.33 per cent response rate.756

47 g) Procedures for Processing Collected Data757

Before processing the responses, the completed questionnaires were edited for completeness and consistency. The758
data was then coded to enable the responses to be grouped into various categories.759

48 h) Method of Data Analysis760

In analysing the data collected, the percentages method of data analysis was used. The data was presented761
in a tabular form for easy understanding. Chisquare was used as a statistical tool for testing data based on762
independent random samples.763

The formula is as follows:764

49 Observed frequency765

50 Expected frequency i. Decision Rule766

Reject null Hypothesis if calculated value (X ) is greater than critical value and accept the null Hypothesis if the767
calculated value of (X ) is less than the critical value. The degree of freedom = (n-1) (K-l) Where df = degree768
of freedom N = number of rows K = number of columns769

51 IV. Data Presentation and Analysis a) Data Presentation770

We present in this section, our analysis and findings. The findings were presented on the bases of the effect of771
Customer Relationship Management (CRM) on customer retention in telecommunication companies within Uyo772
metropolis. The data were gathered exclusively from the administered and collected questionnaires as research773
instruments which were designed in line with the objectives of the study.774

52 b) Presentation and Analysis of Data Table 4.2.1: Analysis775

of Respondents’ Demography776

: From Fi eld Survey Table 4.2.1 above shows the result of the analysis of the respondents’ demography, showing777
that, 455 (45.50%) of the respondents were males while 545(54.50%) were females.778

As regards the age of the respondents, 14 (1.4%) of the respondents were between the ages of 15 years and779
below, 359 (35.90%) were’ between the ages of ??6 -24years, 482 (48.20%) were between the ages of 25 -35 years,780
101(10.10%) were between the ages of 36 -50 years, 27(2.70%) were between the ages of 51 -65 years and 17781
(1.70%) of the respondents were between the ages of 66 years and above.782
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In terms of educational qualification of the respondents, 330 of the respondents (33%) had O’ Level As regards783
the GSM network used by the respondents, we observed that majority of the respondents uses Airtel i.e. 401784
respondents (40.10%) while, 332 of them (33.2%) uses MTN network, and 77 respondents (7.7%) are users of Glo785
network and 190 representing 19% of the respondents are subscribers of Etisalat.786

With regards to the number of years of usage, we found that, 141 of them representing 14.10% have been787
connected to their networks for less than one year, 297 of them (29.70%) have been on their networks ranging788
from 1 to 5 years, 396 respondents (39.60%) have been connected to their GSM network for 5 to 10 years while 166789
respondents (16.60%) have been patronizing their respective GSM networks for 10 years and above. In all, 562790
respondents (56.20%) have really stayed long on their various networks and are able to respond to various issues791
raised on the questionnaires. This also indicates that a large number of respondents are loyal to their respective792
networks. From the above table, 552 (55.20%) respondents stated that CRM enhances satisfaction, 131 (13.10%)793
agreed that CRM ensures quick and reliable customer service response, 134 (13.40%) of the respondent said794
CRM reduces the cost and stress of switching to other networks while 183(18.30%) of the respondent stood795
on the grounds that CRM provides customer friendly/quality services. With regards to Research Question 3,796
whether there were any existing CRM practices in telecommunication Companies, We observed that 720 users797
of all the networks representing 72.00% of the respondents went for yes, 138 (i.e. 13.80%) went for No, while798
the remaining 142 (14.20%) respondents were undecided as regards the existence of CRM. With respect to the799
customers’ perception towards the use of CRM strategies by service providers, 313 (31.30%) respondent are800
in total agreement that CRM is a good strategy introduced by service providers, while 21 (i.e. 2.10%) of the801
respondents are of the view that CRM is an exploitative strategy, 48.60% representing 486 respondents maintained802
that CRM is a tool used in increasing profit for the firms, whereas 15 representing 1.50% of the respondents were803
of affirming support that CRM is not necessary as it does not influence patronage and 165 of the respondents804
(16.50%) maintained that CRM is a welcome development. From the above table, 339 of the respondents805
representing 33.90% strongly agreed that CRM strategies by network service providers influence their continued806
patronage, 468 (46.80%) of the respondents agreed that they were influenced in the continued patronage as a result807
of CRM strategy; 137 (13.70%) were undecided on the question, 38 (3.80%) of the respondents disagreed while808
the remaining 18 respondents (1.80%) strongly disagreed on the raised question. By adding the all agreed as well809
as the unagreement over the influence of CRM on continued customer’s patronage, we have the following table810
and figures: CRM Influence on Customers Continued Patronage. With regards to the customers remaining loyal811
to their network service provider because of CRM practices, 307 of the respondents representing 30.70% strongly812
agreed, 502 (50.20%) of the respondents agreed to the above-raised question, 127 (12.70%) were undecided on the813
question, 46 (4.60%) of the respondents disagreed while the remaining 18 respondents (1.80%) went for strongly814
disagreed.815

53 Perception of CRM816

Joining the Strongly Agreed and Agreed together we have total agreements as 809 (80.90%), Joining all the817
Strongly Disagree and the Disagree together, we have total disagreement as 127 (6.40%), whereas 64 (12.70%)818
are undecided. We, therefore, have the following pictorial presentation. We present the pictorial chart of the819
joint totality of the despondences as follows:820

54 h) Test of Hypothesis821

The hypotheses which were stated in section one will be tested for acceptance or rejection. The hypothesis can822
either be null (H0) form only or the alternative hypothesis (H1) stated along. After testing, the Null hypothesis823
is accepted and the alternate rejected or verse versa. If we cannot reject the null hypothesis, we do not conclude824
that the null hypothesis is true but merely that it may be true.825

55 i. Test of Hypothesis One826

H0: There is no customer relations management (CRM) towards customer retention in MTN, Airtel, Glo and827
Etisalat telecommunication companies in Uyo metropolis.828

H1: There is customer relations management (CRM) towards customer retention in MTN, Airtel, Glo and829
Etisalat telecommunication companies in Uyo metropolis.830

Using Table 4 E i = Expected frequency Degree of freedom = (n-1) (K-l) = (4-1) (4-1) =9831
Decision Rule Reject the null hypothesis if calculated value (X) is greater than the critical value and accept832

alternative hypothesis if calculated value (X2) is less than the critical value.833
From the Chi-square values for 9 degrees of freedom at 5% level of significance, the tabulated X value is834

16.919. This shows that the calculated value of X2 (493.24) is greater than the tabulated value of 16.919 (493.24835
> 16.919).836

Based on the above analysis, the null hypothesis (H0) is rejected and the alternative hypothesis (H1) accepted.837
This implies that there is an effect/impact of customer relationship management by telecommunication companies838
on customer retention.839

ii. Test of Hypothesis Two H0: There is no relationship between telecommunication companies and customers840
in MTN, Airtel, Glo and Etisalat in Uyo.841
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56 I) DISCUSSION OF RESULTS

H1: There is relationship between telecommunication companies and customers in MTN, Airtel, Glo and842
Etisalat in Uyo.843

Using Table 4 Degree of freedom = (n-l)(k-l) = (3 -1) (4 -1) =6844
From the above analysis, the calculated value for X2 (980.43) is greater than the tabulated value for X2 being845

(12.592) for 6 degrees of freedom at 5% confident level. Therefore alternative hypothesis (H1) is accepted while846
the null hypothesis (H0) is rejected. The implication from the above analysis is that there is a relationship847
between customer relationship management and customer retention in telecommunication companies within Uyo848
metropolis.849

iii. Test of Hypothesis Three H0: There are no customer relations tools used by MTN, Airtel, Glo and Etisalat850
in retaining customers in Uyo metropolis.851

H1: There are customer relations tools used by MTN, Airtel, Glo and Etisalat telecommunication companies852
in retaining customers in Uyo metropolis.853

Recalling Table 4 B E i = Expected frequency Degree of freedom = (n-1) (k-1) = (4-1) (4-1) =9854
From the above analysis, the calculated value for X2 (619.54) is greater than the tabulated value of X2 (16.919)855

for 9 degrees of freedom at 5% confident level. From the above result, we accept the alternative hypothesis (H1)856
and reject the null hypothesis (H0). The implication is that there are customer relationship management tools857
used by telecommunication companies in retaining customers in Uyo metropolis.858

56 i) Discussion of Results859

Based on the findings relating to the hypothetical submissions, the following observations were made:860
The result obtained in hypothesis one shows clearly that CRM has a significant impact on the retention of861

customers as the calculated value for X2 (493.24) is greater than the tabulated value (16.919). The table also862
confirms, having a greater percentage (55.20) of the respondents who supported these results that the CRM863
practices by telecommunication network providers enhance customer satisfaction. This implies that customers’864
satisfaction is the driving force towards the retention of customers. This is inconsistent with the study carried865
out by Feliks and Panjaitan (2012) where they authenticated that companies implementing CRM in a proper way866
will enjoy increased customer satisfaction. This is also in line with the reports of Wetsch and Lyle (2006) who867
found that the potential impacts caused by CRM implementation are trust, satisfaction and customer loyalty.868
For customers to be retained they must be satisfied and this satisfaction is evidenced ineffective CRM practices869
and implementation among telecommunication companies. This view coincides with the report of Rahman (2014)870
that the key to customer loyalty is customer satisfaction, which largely depends on the quality of service offered871
by service providing firms. The low percentage of other options with regards to the effects/impact of CRM in872
customer retention may be attributed to the fact that it does not play a major role in motivating customers, as873
well as loyalty and retention processes of customers. This may be further explained to mean that if customers are874
satisfied with the company’s services, they will be remaining loyal to such a company. Continued patronage and875
loyalty were also evidenced in the significant impacts of CRM in customer retention as succinctly pointed out876
by (Tables 4.4.2 and 4.4.3) having 80.70% of the respondents in total agreement that CRM strategies by their877
network service provider will influence their continued patronage and also, 80.90% of the respondents in Table878
4.4.3 attested that they will remain loyal to their network service providers because of CRM practices. This879
further stresses the important role CRM plays in customer’s patronage and loyalty. It is therefore imperative880
to say that, If CRM practices are lacking from network providers, it may cause a decline in customer retention.881
This was evidenced in table 4.4.5 as the majority of the respondents constituting 79.90% were in agreement that882
they will switch to another network if their network service providers stop customer relation management (CRM)883
practices. From the above-stated results, it is vital for telecommunication companies to ensure the continued884
practice of CRM to retain the loyalty and patronage of their customers. (b) Our findings as regards Hypothesis885
two confirmed that there is a relationship between customer relations management and customer retention in886
telecommunication companies in Uyo metropolis. X2 calculated being 980.43 exceeded the tabulated value for887
X2 ??12.592). In a relative dimension, 85.80% of the respondents were in agreement that there is a significant888
relationship between CRM and customer retention. This result was similarly corroborated by the result of table889
4.4.4 which had 79.80% of the respondents in agreement that a significant relationship exists between CRM and890
customer retention. These results are in line with what Nwankwo and Ajemunigbohun (2013) reported for the891
Insurance industry. This may be interpreted to mean that ineffective practice of CRM may lead to a decline in892
the retention rates of customers, as customers tend to remain loyal to their network providers due to the good893
CRM practices that exist between the subscribers and the network providers. Therefore, it is pertinent to keep894
the practice of CRM effective even to a larger extent so as to ensure steady and continuous retention of customers895
in the future.896

(C) Hypothesis three shows that there are various CRM strategies/tools employed by different telecommunica-897
tion providers in attaining customer retention. This was established using the Chi-square analysis as X2 calculated898
was 619.54 which is higher than the tabulated value of X2 (16.919). These CRM tools are evidenced in various899
forms such as friendly customer services response/prompt solution to network problems, promotions granted by900
service providers as well as giving free gift items to customers, cheap and affordable call rates/good network901
and internet services and free text messages floated by service providers and free recharge cards issued. Friendly902
customer service response/prompt solution to network problems dominated out of the four CRM strategies/tools903

16



employed by service providers at 50.50% and this was followed by cheap and affordable call rates/good network904
and internet service of 37.60%. From the above, we deduced that these two CRM tools are conspicuous and905
primarily influenced by the decisions of customers in remaining loyal to their network providers. The low906
percentage of other CRM tools/strategies may be an indication that such tools and strategies are not effectively907
practised by the various telecommunication providers in the retention of customers. As such, telecommunication908
providers are enjoined to adopt more attractive means/tools to ensure further mass capture and retention of their909
subscribers.910

V.911

57 Summary, Conclusion and Recommendation a) Summary912

This study examined customer relations management strategy as a tool for customer retention in telecom-913
munication providers within Uyo metropolis. The study also investigated the CRM tools/strategies used by914
telecommunication companies in retaining customers as well as investigating if there is a relationship between915
CRM and customer retention. A population size of 1200 was chosen and questionnaires distributed evenly. 1000916
out of 1200 questionnaires were returned. The returned questionnaires were collated and used to make inferences917
based on the responses each respondent provided in the questionnaire. This study had a good response from918
the sample size selected and provided great insight into the study area. Chi-square analysis was used to test the919
hypothetical statements in this study. Inferences from the analyses were drawn for the conclusion.920

From the findings of this study using hypothetical statements, it was established that there is Customer921
Relations Management (CRM) towards customer retention in telecommunication providers in Uyo Metropolis.922
Our findings revealed that there exists a significant relationship between CRM and customer retention; having923
CRM tools/strategies which were employed by telecommunication providers in customer retention bid.924

58 b) Summary of Major Findings925

Based on the data obtained and analysed, the followings were our major findings: i. There is customer Relations926
Management towards customer retention in MTN, Airtel, Glo and Etisalat in Uyo metropolis as 55.20% of the927
sample respondents orated that CRM practised by these service providers enhance their satisfaction of which928
this study shows that satisfaction is a driving force towards the retention of customers. ii. There is a significant929
relationship between CRM and customer retention as 85.80% of the respondents were in total agreement that930
there is a significant relationship between CRM and retention as confirmed from the testing of hypothesis. iii.931
Telecommunication companies employ the use of various CRM tools in enhancing customer retention ranging932
from friendly customer service/prompt solution to network problems and from free gift items to bonuses offered933
to customers.934

59 c) Conclusion935

Customer Relations Management (CRM) is a process that integrates the management of customer satisfaction936
by management heads of an organization and managing businesses in an effective way. CRM acts as a tool in937
facilitating the business and improving customer relationship with the organizations. Finally, after conducting this938
research and validating it through various data and quantitative analysis, it can be effectively stated that CRM939
is a determining factor towards customer retention and is required in any organization for profit maximization,940
accelerated income by meeting the needs of customers. The utmost thing that CRM provides is customer941
satisfaction. An effective CRM will lead to customer satisfaction which in turn drives the organization towards942
positive financial gains and loyalty of staff and customers. This, in fact, helps in leveraging the business as well943
as generating more revenues and profits. Nowadays, customer retention is becoming very flexible. Customers944
switch to products and services offered by other organizations when they are dissatisfied. Organizations should945
offer high-quality products and services with a competitive price in order to promote customer loyalty.946

In conclusion, effective customer relations management is required as a useful mechanism to ensure and secure947
customers’ satisfaction and loyalty.948

60 d) Recommendations949

Given the favourable effects of CRM practices on customer loyalty and retention, the logical question arises: at950
an individual level, how can companies, employees, especially people/organization who interact with customers951
daily, increase their contributions to successful CRM practices? This question can be answered effectively by952
recommending that: iii. It is also important for the effective management of these telecommunication providers953
as a matter of urgency to communicate its CRM policies to both staff and customers. In addition the introduction954
of some loyalty programmes and the provision of concessionary rates to reward loyal customers be upheld which955
would help bolster customer loyalty. iv. Telecommunication providers should also work on improving and956
validating the effectiveness of more CRM tools/strategies especially those which had low percentages in terms957
of response from the respondents so as to ensure the continuous retention of customers especially the popular958
ones. v. Mobile operators should endeavour to improve the quality of mobile services offered to clients if they959
are interested in achieving brand loyalty. This is because service quality has been found to impact positively960
on Customer Loyalty. vi. Mobile operators should invest more funds into network expansion and maintenance961
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60 D) RECOMMENDATIONS

in order to ensure reliable mobile telecommunication services at all times instead of spending too many funds962
on advertisement and promotions. vii. Telecommunications providers should do their business with the utmost963
fidelity towards customers. viii. Telecommunications providers should not evade tax and ensure that they pay964
taxes regularly to the government. ix. Telecommunications providers should not repatriate the whole gain made965
in the country but to embark on community development programmes. 1 2

Figure 1:

Figure 2:
966

1© 2019 Global Journals
2© 2019 Global Journals 1

18



1A

Figure 3: Figure 1A :
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Figure 4: Figure 1B :Figure 2 :

3

Figure 5: Figure 3 :

H1.-There are customer relation tools used by
MTN, Airtel, Glo and Etisalat in retaining
customers in Uyo metropolis.
f) Definitions of Terms
i. Customer Relation Management (CRM): Is the
consolidation of customer information, analysing
data, understanding customer’s behaviour and
creating interactive and highly personalized
relationships

Figure 6:
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60 D) RECOMMENDATIONS

Communication Commission (NCC). So far the NCC
has issuedvariouslicensesto private
telecommunication operators. These include 7 fixed
telephony providers that have activated 90,000 lines, 35
Internet service providers with a customer base of about
17,000. The GlobalSystemsfor Mobile
Communications (GSM) is approximately 17 years and
nine months in Nigeria as at May 2019. The mobile
system was introduced into the Nigerian market and
society precisely on 6th August 2001. That was in the
third year of former President Olusegun Obasanjo’s first
term. Kudos to President Olusegun Obasanjo’s
first term.

Figure 7:
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history on August 5, 2001, by becoming the first telecom
operator to launch commercial GSM services in Nigeria.
In 2006, following Celtel’s international acquisition of
majority stake in the company, it was rebranded Celtel
and became an important part of Celtel’s Pan-African
operations spanning 14 countries. On August 1, 2008,

345
bil-
lion

Celtel Nigeria hasrebranded to Airtel Nigeria following

(2015), an operating income of US$5.22 billion (2015), the global acquisition of Celtel International by Airtel.
with annual revenue of US$15.432 billion (2015). MTN Airtel Nigeria, which had a customer base of about
has in its employment 17,510 (2010) persons, with Rob 26,193,336 as at February 2014 (retrieved from the
Shuter (Chief Executive Officer) in March 2016 and official website of NCC), scored a series of many other
Phuthuma Nhleko as Non-Executive chairman following ”first” in thehighlycompetitiveNigerian
the resignation of the chief executive officer, Sifiso telecommunications market including the first to
Dabengwa. Also, the Head of Nigeria Operation, introduce toll-free 24-hour customer care line-111; first
Micheal Ikpoki and the Head of Cooperate Affairs, to launch service in all six geopolitical zones in the
Akinwale Goodluck resigned their appointments and country; first to introduce N500 recharge card; first to
were being replaced with Ferdi Moolman and Amina commence emergency service (Celtel 199); first to
Oyegbola as Managing Director and Head of Corporate introduce monthly free SMS and first to introduce
and Regulation respectively (Bakare, 2015). monthly airtime bonus (retrieved from Airtel official
As of 30 June 2016, MTN recorded 232.6 million website).
subscribers across its operations making it the twelfth
largest mobile network operator in the world and the
largest in Africa. Although MTN operates in over 20
countries, one-third of its revenues come from Nigeria,
where it holds about 35% market share (MTN GROUP
website).
MTN Nigeria is the largest member of the MTN
Group, with many subsidiaries spread across the world
in 21 countries in Africa and the Middle East. MTN
communications Ltd was one of the three initial GSM
companies licensed by the

NCC
(Nige-
rian

Communication Commission) to provide telecoms
services to the Nigerian public. It commenced
operations in August 2001 and has ever been the
biggest telecommunication company and one of the
largest in Nigeria with over 35 million subscribers
(retrieved from MTN official website and Wikipedia).
AIRTEL
Bharti Airtel Limited is a leading global
telecommunications company with operations in 17
countries across Asia and Africa. Its Headquarters is in
New Delhi, India. Bharti Airtel ranks amongst the top 3
mobile service providers globally in terms of
subscribers. The founder was one of the first Indian
entrepreneurs to identify the mobile telecom business as
a major growth area. His plans were finally approved by
the Government in 1994 and he launched services in
Delhi in 1995, when Bharti Cellular Limited (BCL) was
formed to offer cellular services. Its network in Nigeria
was under the brand name Econet Wireless Nigeria Ltd.
Although the telecommunication network started on 7th
July 1995 in India, it came to Nigeria as the first network
call on the 8th June 2001. It changed its name to Celtel
then to Zain and presently, Airtel (Nigeria).
Airtel (Nigeria) was established in 2000, by a
group of institutional and private investors. It made

Figure 8:
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b) Conceptual Framework
i. Customer Relationship Management (CRM)

Figure 9:

Shamsuddoha. Tasnuba and c. To Identify the Factors Related to CRM Alamgir,
2011). Effectiveness According to Karakostas, Kardaras and Papathanassiou
(2005), the factors that influence the CRM implementation are new customer
attraction, consumer buying behaviour, competitive advantage, customer sat-
isfaction, customer retention, acquisition, long-term relationship, knowledge
management, web-enabled customer service and customer value. Tekin (2013)
Multiple CRM factors approach by different researchers includes reliability, cus-
tomization, customer attraction, customer retention, information technology (I-
T), responsiveness, commitment, and customer orientation. Benefits of Customer
Relation Management CRM is an essential way to understand what motivates
customers. Customer relationships are becoming even more important as market
conditions get more adverse. Due to increasing competition in the marketplace,
demand patterns of customers are changing, as well as the life cycle of products
and services. CRM can be used to investigate what the customers expect, what
channel of distribution they prefer, and what attributes should be incorporated
in product and services. Understanding the customer through CRM allows
organizations to offer the desired service to the customer. CRM benefits to
customers may include: a. Increase in Customer Retention and Loyalty

Figure 10:
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4

Where O i = Observed frequency
E i =

Year
2019
B
(
)

Gender Demographic attributes of respondents respondents Percentage (%) Number of

Male 455 45.50
Female 545 54.50
Total 1000 100
Age
15 years and below 14 1.4
16 -24 years 359 35.90
25 -35 years 482 48.20
36 -50 years 101 10.10
51 -65 years 27 2.70
66 years and above 17 1.70
Total 1000 100
Educational qualification
SSCE/GCE/NECO 330 33.00
Diploma/NCE/OND 77 7.70
HND/B.Sc/B.A 488 48.80
Post graduate and professional qualification 105 10.50
Total 1000 Source 100Source

Figure 11: Table 4 .

GSM Network Network Usage Percentage
Airtel 401 40.10
MTN 332 33.2
Glo 77 7.7
Etisalat Total Duration of usage GSM Network 190 1000 19.00 100 Year 2019
Below one year 1-5 years 141 297 14.10 29.70 57
5 -10 years 10 years and
above Total

396 166
1000

39.60 16.60 100 Volume XIX Issue
II Version I
( ) B

77 401 Network Usage 332 190 Airtel MTN Glo
Etisalat

Global Journal of
Management and
Business Research

© 2019 Global
Journals

Figure 12:
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4

[Note: Source: From Field Survey]

Figure 13: Table 4 .

4

© 2019 Global Journals

Figure 14: Table 4 .

4

Options MTN Airtel GloEtisalat Number of respondents Percentage
(%)

Friendly customer service
response/prompt solution 156 194 45 110 505 50.50
to network problems
Promotions provided by
service providers/free gift items to customers 30 44 8 4 86 8.60

Year
2019

Cheap and affordable call networks/internet service
rates/good

131 153 19 73 376 37.60

60
Volume
XIX
Issue II
Version
I ( ) B
Global
Journal
of Man-
agement
and
Business
Research

1 Figure 4: © 2019 Global Journals Free Text messages by service providers & free Recharge Cards Total CRM Strategies/Tools Used in Customer 15 10 5 3 33 332 401 77 190 1000 505 376 33 Retention Friendly Customer Service 3.30 100 Response/Prompt Solution to Network Problems Promotions by Service Providers & Free Gift Items to Customers Cheap and Affordable Call Rates Free Text messages by Service Providers & Free 86 Recharge Cards

Figure 15: Table 4 .

4

Source: Answers from Field Survey.

Figure 16: Table 4 .

4

Source: From Field Survey

Figure 17: Table 4 .
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4

Source: From Field Survey

Figure 18: Table 4 .

CRM influenced Patronage f) Network Users Decision as a Result of CRM
18

38
137

339 Strongly Agreed
Agree
Undecide
Disagreed
Strongly
Disagreed

Year 2019

468 63
Options Agreed MTN Airtel Glo Etisalat 280 372 61 139 Number of respondents 807 Percentage (%)

80.70
Volume XIX
Issue II Version
I

Undecided 40 52 6 39 137 13.70 ( ) B
Disagreed Total 12 332

137
56 22

401
10
77

12
190

56
1000

5.60 100 CRM Infleunces Patronage Undecided CRM does not influence Global
Journal of
Management
and Business
Research

807 Patronage
© 2019 Global
Journals

Figure 19: Infleunce of CRM on Customer’s Patronage

4

Source: From Field Survey

Figure 20: Table 4 .
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4

Options MTN Airtel Glo EtisalatNumber
of
respon-
dents

Percentage
(%)

Strongly agree 97 138 25 47 307 30.70
Agree 178 192 39 93 502 50.20
Undecided 38 50 9 30 127 12.70

Year 2019 Disagree Strongly disagree Total 14
5
332

17 4
401

2
2
77

13 7
190

46 18
1000

4.60
1.80
100

64
Volume XIX Issue
II Version I ( ) B
Global Journal of
Management and
Business Research

Loyalty to Network Service provided because 809 127 64 of CRM Agreed Disagreed Undecided

© 2019 Global Journals 1

Figure 21: Table 4 .

4

Source: From Field Data

Figure 22: Table 4 .

Likelihood of Switching over Network for
Lack of CRM

Year 2019 110 91
66 Agreed
Volume XIX
Issue II Ver-
sion I

799 Undecided
Dis-
agreed

( ) B
Global Jour-
nal of Man-
agement and
Business Re-
search

Options Network satisfaction 188 Mtn It ensures quick and reliable customer service response 35 Reduces the cost and Airtel
211
66

Glo
51
5

Etisalat
102
25

Number
of re-
spon-
dents
552
131

Percentage
(%) 55.20
13.10

stress of my switching to other networks 61 46 6 21 134 13.40
It provides customer friendly/quality services 48 78 15 42 183 18.30
Total 332 401 77 190 1000 100
© 2019 Global Journals 1

Figure 23:

26



1000 = 250
4

E i =
250

X 2 = (552-250) 2 + (131-250) 2 + (134-250) 2 + (183-25) 2 250 Year 2019
= 91204+14161 + 13456 + 4489 67
= X 2 = 493.24 123310 250 250 Volume XIX Issue

II Version I
( ) B

Options Yes No Undecided MTN
254
42 36

Airtel
291
50
60

Glo
45
20
12

Etisalat
130
26
34

Number
of Re-
spon-
dents
720
138
142

Percentage
(%) 72.00
13.80
14.20

Global Journal
of Management
and Business
Research

Total 332 401 77 190 1000 100
© 2019
Global
Journals

Figure 24:
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1000 = 250
4
E i = 250

Year 2019 X 2 = (720-250) 2 + (138-250) 2 + (142-250) 2 250 Year
2019

68
Volume
XIX Issue
II Version
I

= 220900 + 12544 + 11664 250 = 470826
250 X 2 = 980.43

Volume
XIX
Issue II
Version
I

( ) B ( )
Global
Journal of
Manage-
ment and
Business
Research

Options Friendly customer service re-
sponse/prompt solution to network prob-
lems Promotions by service providers/free
gift items to customers Cheap and affordable
call rates/good networks/internet service

Mtn Airtel Glo 156 194 45 30 44 8 131 153 19 Etisalat Number of respondents 110 505 4 86 73 376 Percentage
(%)
50.50
8.60
37.60

Global
Jour-
nal
of
Man-
age-
ment
and
Busi-
ness
Re-
search

Free Text messages by service providers/free 15 10 5 3 33 3.30
recharge cards
Total 332 40177 190 1000 100
© 2019 Global Journals 1

Figure 25:

Such
train-
ing

programs arecrucial because customer
expectations are also changing.
ii. Management should attend to the communication
of CRM strategies and objectives to all employees.
CRM responsibilities must be clearly defined,
assigned, and understood by all staff via
unequivocal communication. Therefore,
management needs accurate and timely
information to build effective and efficient customer
relationship management.

Figure 26:
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