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 By Dr. Jacob. S. Oboreh, Dr. Umukoro. G. Francis & Ayozie Daniel Ogechukwu 

 Delta State University, Abraka  

Abstract - This paper contains the general introduction to our study. The research is expected to 
discuss the background of study which highlights what marketing and relationship marketing is, 
and its emergence as a strategy by Igbo SMEs in Nigeria. The research will go further to discuss 
our statement of problems, the research questions, research hypotheses, objectives of the study, 
significance and scope of the study, and the foreseeable limitations of the study. The 
significance and research questions form the basis of the hypotheses formulated. It reviewed the 
relevant literature in Relationship Marketing and Small Scale Industry in Nigeria. The 
Questionnaires analysed and conclusions are Reco-mmendations were made based on findings 
on the field such recommendations will help to improve the Roles that relationship marketing 
plays in the affairs of SME development in Nigeria.   
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Relationship Marketing as an Effective Strategy 
by IGBO Managed SMEs in Nigeria 

Dr. Jacob. S. Oboreh α, Dr. Umukoro. G. Francis σ & Ayozie Daniel Ogechukwu ρ

Abstract - This paper contains the general introduction to our 
study. The research is expected to discuss the background of 
study which highlights what marketing and relationship 
marketing is, and its emergence as a strategy by Igbo SMEs in 
Nigeria.  The research will go further to discuss our statement 
of problems, the research questions, research hypotheses, 
objectives of the study, significance and scope of the study, 
and the foreseeable  limitations of the study. The significance 
and research questions form the basis of the hypotheses 
formulated. It reviewed the relevant literature in Relationship 
Marketing and Small Scale Industry in Nigeria. The 
Questionnaires analysed and conclusions are Reco-
mmendations were made based on findings on the field such 
recommendations will help to improve the Roles that 
relationship marketing plays in the affairs of SME development 
in Nigeria.   

I. Background of the Study 

 

The management process of identifying, 
anticipating and satisfying customer requirements 
profitably. 

 This definition includes a number of assu-
mptions that are important in the discussion of relational 
strategy development. ‘Process’ assumes that tradi-
tional marketing is a series of activities carried out as 
part (only) of a company’s other functions.  It implies a 
functional marketing department responsible for a fixed 
number of responsibilities presumably closely asso-
ciated with the ‘marketing mix’. It also implicitly suggests 
that  ‘identifying,  anticipating  and  satisfying 

  
customer
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requirements’ is the singular responsibility of the 
marketing department.  ‘Profitably’ is assumed to mean 
that these responsibilities are carried out in a 
competitively superior manner Gordon (1998), although 
there is no indication of the time scale over which this 
profitability should be measured. 

This description of traditional marketing and 
others of a similar nature emphasise, above all, the 
functional and process nature of traditional marketing 
and make no explicit recognition of the long-term value 
of the customer.  The focus of traditional or mass 
marketing also implies that whatever the status of the 
customer (non-customers, current customers and past 
customers) they are all treated in the same way and are 
of comparable worth status to the organisation. 

Berry (1983) was among the first to introduce 
the term ‘relationship marketing’ as a modern concept in 
marketing. He suggested that this ‘new approach 
should be defined as: 

Attracting, maintaining and…enhancing custoer 
relationships. 

While recognising that customer acquisition 
was, and would remain, part of a marketer’s 
responsibilities, this viewpoint emphasised that a 
‘relationship view of marketing’ implied that retention 
and development were of equal (or perhaps even 
greater) importance to the company in the longer term 
than customer acquisition. It further implied, by 
differentiating between customer types, that not all 
customers or potential customers should be treated in 
the same way.

 

Relationship marketing (RM) has been a topic 
of serious discussion among academics and marketing 
practitioners for the best part of 20 years.  It was, 
however, during the last decade of the 20th century that 
relational strategies gained a wider following, and that 
debate on relationship marketing began to dominate the 
marketing agenda. During this period relationship 
marketing was probably the major trend in marketing 
and certainly the major (and arguably the most 
controversial) talking point in business management. 
Relationship marketing in the 1990s became the leading 
topic of discussions at academic conferences in 
Europe, North America, Australia and elsewhere around 
the globe.  Relationship marketing was frequently the 
subject of dedicated practitioner conferences, academic 

 ©  2013 Global Journals Inc.  (US)

1

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

elationship marketing, according to Gordon 
(1998) is not a wholly independent philosophy but 
draws on traditional marketing principles. This 

view suggests that the basic focus upon customer 
needs still applies but that it is the way marketing is 
practised that requires changing fundamentally 
Christopher et al (1992).  If RM is indeed a descendant 
of traditional marketing then a good starting point in 
developing a definition of relationship marketing would 
be to look at how marketing has traditionally been 
perceived.  This traditional view might be summed up 
succinctly using the Chartered Institute of Marketing’s 
(CIM 1963) definition of marketing as:

R



 
 

journal articles, (as a general topic, in relationship 
marketing editions of major publications as well as in at 
least one dedicated Relationship Marketing Journal,( the 
International  Journal of Consumer Relationship 
Management), and specialist marketing magazines.   

Claims for the benefits of relational strategies 
were numerous, not least that RM was becoming a 
unifying force within marketing. Mattson (1997) 
suggested that here at last, there was a concept within 
marketing research that served as the generic context 
for all marketing transactions, whether products or 
services, consumer or industrial. Gronroos (1996) 
believed that RM represented the biggest change in 50 
years, in effect ‘taking marketing back to its roots’.  
Relationship marketing, it was being suggested, was a 
(or is the) ‘new marketing paradigm’ Kotler, (1992, 
Gummesson, (1999) and a ‘paradigm shift’ and 
(Gronroos, (1994); Morgan and Hunt, (1994) and was 
taking place in marketing practice and thought.  Major 
companies (e.g. British Airways, Boots, Coca Cola 
Nigeria, First Bank, Union Bank, Virgin Nigeria Airways, 
Tesco etc) were confident enough about RM’s 
capabilities to appoint RM managers and directors 
whose principal function was to operationalise the 
concept.  At around the same time Safeway became the 
first UK supermarket chain to set up a dedicated RM 
team.  Relationship marketing was in vogue among 
contemporary marketing academics and practitioners, 
not only in service and inter-organisational contexts, 
from where it had developed, but even in consumer 
markets, where it had initially been overtly shunned. 
O’Malley and Tynan, (1999). 

While most marketers approached the concept 
with some level of rationality, there were some claims 
that were almost messianic in nature.  Reicheld (1990) 
suggested that the relational concept represented a 
‘shift in business thinking, as fundamental as the shift to 
a Copernican sun-centred system was for astronomers’.  
Elsewhere, he suggested that the benefits of loyalty-
based marketing represented ‘a kind or miracle of 
loaves and fishes’.  According to Reichheld (1990) 
relationship marketing was the ‘battle cry’ of the 1990s.  
The ‘marketing mix’ and other aspects of ‘traditional 
marketing’ were, it was suggested, dying: ‘Long live 
Relationship Marketing”. 

Businesses and Companies, especially the Igbo 
owned SMEs have for long used the Relationship 
Marketing Strategy to attract and retain customers. It is 
not an entirely new concept, but a refocusing of the 
traditional marketing concept, with the emphasise now 
on customer value. 

The attempt to provide answers to the Role of 
Relationship Marketing Concept and Strategies as a 
competitive tool by Igbo SMEs has led to this

 
study.  

The focus of this study therefore shall be to analyse    
 

the Role of Relationship Marketing Strategies and 

Concepts, as a competitive strategy to the growth of 
Igbo SMEs in Nigeria. The study will also examine the 
various RM strategies and theories, the procedures to 
handle customer complaints, and what the SMEs must 
do to attract, maintain, retain and enhance customers 
relationships which will in effect lead to profitability. 

Statement of Research Problem 
There is that tendency that when new ideas in 

management emerge, a lot of people tend to embrace 
them keenly for a while and to see them as the ultimate 
solution to what ever problems that we perceive to exist 
(Payne et al, 1998).  Equally there is a tendency to put 
them aside after the initial novelty has worn off, and they 
are found to be not quite the panacea that are once 
thought.  Marketing has been proved to this “flavour of 
the mouth” syndrome. The Experience curve, the Boston 
Matix, all useful tools in themselves are recent examples 
of ideas that achieved widespread coverage and brief 
acclaim, only to be quietly dropped by many of their 
advocates shortly afterwards. 

Already there are people who would claim that 
“relationship marketing” is another of these short-life 
cycled management phenomena. Indeed there is 
always a danger that when something is presented as 
new and different, it will be oversold and thus be 
rejected when it fails to deliver everything that was 
promised. 

Relationship marketing as it presented is not in 
itself a new concept; rather it is a refocusing of 
traditionally marketing with a greater emphasis being 
placed upon the creation of customer value. Customer 
value is the summation of all the positive effects that a 
supplier has upon the customer’s business or in the 
case of end users, their personal satisfaction.

 

The fundamental principle upon which relation-
ship marketing is founded is that the greater the level of 
customer satisfaction with the relationship, not just the 
products or

 
services, then the greater the likelihood that 

the customer will stay with us.
 

The importance of retaining customers is that 
there is strong evidence that customer retention and 
profitability are directly related.  It seems that the longer 
the customer stays with a seller/producer, the higher the 
likelihood that they will place a greater amount of 
business with them, even to the extent of single 
sourcing.  Further, there is likelihood that these retained 
customers will cost less to service and that they will be 
less likely to be motivated by price.

 

Inspite of the apparent usefulness of marketing 
and relationship marketing in particular, the Igbo SMEs 
are yet to properly accept, adopt and use it.  RM has not 
been fully integrated into the normal marketing and 
Business strategy of

 
the Igbo SMEs Companies/Firms. 

Igbo SMEs are yet to fully understand the usefulness of 
customer retention as compared to customer acqui-

© 2013  Global Journals Inc.  (US)
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Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria



 
 

sition. RM has not been appropriately used by Igbo 
SMEs. Igbo SMEs devote much time to customer 
acquisition, only to loose such customers to competitors 
and competing products in a short period of time. 
Customer acquisition by companies and their managers 
was akin to looking for a needle in the haystack, finding 
it and then throwing it back, only to look for it once 
again. It is not worth the time and money to get 
customers if one cannot keep them. 

This study therefore will address the main 
impact of Relationship Marketing as a strategy and 
concept to be used by the Igbo SMEs, and discover 
why most of the Companies are yet to accord it a proper 
place in the life of a business. It will identify the modern 
strategies involved, how to treat customer complaints, 
how to attract, enhance, maintain, adopt and retain 
customers, for the purpose of customers satisfaction, 
loyalty and profitability. 

Objectives of the Study 
As implied from the statement of research 

problems, this study has the following objectives. The 
main objective is to provide the basis for the 
understanding of the relationship marketing concept 
and strategies as used by the Igbo managed SMEs in 
Nigeria.  The specific objectives are to: 

i. To examine the extent of acceptance, adoption 
and usage of the relationship marketing concept, 
and strategies. 

ii. To find out if the size of the Igbo SMEs and a well 

defined and comprehensive mission statement is 
related to the degree of the implementation of the 
relationship marketing concept, and strategies. 

iii.
 

To examine if the level of education and 
experience of the owner manager/CEOs of the 
Igbo SMEs has any positive influence on the 
implementation of the relationship marketing 
concept  and strategies by the firms.

 

c)
 

Scope of the Study 
 

The boundaries of the area covered by this 
study are determined by its time dimension, the type 
and nature of the industry and the number and spread 
of the Igbo SMEs. The study is concerned with 50 
SMEs, in seven states of Nigeria. Ogun, Lagos, Abia, 
Edo, Delta, Bayelsa and Rivers, established between 1st 
January 1992, and December 2007, a period of 15 
(fifteen) years. The period of 15 years is considered long 
enough to enable us have the within the population of 
SMEs of our study, those that are old enough and well 
established, and SMEs of various sizes with diverse 
relationship marketing practices and performance 
profiles.  Specifically the SMEs will be in the areas of 
retailing, provision stores, automobile spare parts, 
electronic sales, pharmaceuticals, and medical sales.

 

Thus, it is hoped that this will enable us to arrive 
at some useful academic and empirical evidence and 

data that will facilitate the establishment of the sort of 
relationships anticipated in the objectives enumerated 
above. 

d) Research Questions 
This study aims to provide answers to the 

following questions; 
i. Do Igbo SMEs, accept, use and adopt the 

relationship marketing concept and strategies? 

ii. Is the size of the Igbo SMEs and a well defined 
comprehensive mission statement directly related 
to the implementation of the relationship marketing 
concept and to the level of customer satisfaction? 

Research Hypotheses 

This research shall attempt to test and find 
solutions to the following formulated hypotheses. They 
are; 

Ho : That Igbo SMEs do not accept, use, and 
adopt the relationship marketing concept and strategies. 

Ho : That the size of the Igbo SME and a well 
defined comprehensive mission statement is not related 
to the degree of the implementation of the relationship 
marketing concept by the firm and to the level of 
customer satisfaction. 

II. LITERATURE REVIEW 

What is marketing? Ask 30 experts and you will 
get 30 different answers. Marketing has a bad press. 
Phrases like “marketing gimmicks”, “marketing puffery”, 
“marketing plays” and “marketing tricks” abound 
(Jobber 2004). The result is that marketing is 
condemned by association. Yet this is unfortunate and 
unfair because the essence of marketing is value, not 
trickery. Successful companies rely on customers 
returning to repurchase a product. The goal of 
marketing is long term satisfaction, not short term 
deception. This view is reinforced by the writings of top 
management consultant Peter Drucker, who stated, 

“Because the purpose of business is to create 
and keep customers, it has only two central functions – 

marketing and innovation. The basic function of 
marketing is to attract and retain customers at a profit 
(Drucker 1954). 

The learning from this statement is three fold; 

First, it places marketing in a central role for 
business success, since it is concerned with the 
creation and retention of customer.  

Secondly, it implies that the purpose of 
marketing is not to chase any customer at any price. He 
used profit as a criterion. While profit may be used by 
many commercial organizations, in the non-profit sector, 
other criteria might be used. 

Third, it is a reality of commercial life, that it is 
more expensive to attract new customers than to retain 
existing ones. It costs seven times as much to acquire a 
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new customer, as it costs to get a current customer to 
buy from a seller again. 

Indeed the costs of attracting a new customer 
have been found to be up to seven times higher than the 
costs of retaining old ones, Roserberg and Czepeil 
(1983). Consequently marketing orientated companies 
recognize the importance of building relationships with 
customers, by providing satisfaction and attracting new 
customers, by creating added value. 

Gronroos (2000) has stressed the importance of 
relationship building in his definition of marketing in 
which he describes the objective of marketing as to 
establish, develop and commercialise long term 
customer relationships so that the objectives of the 
parties involved are met. 

Finally, since most markets are characterized by 
strong competition the statement suggests the need to 
monitor and understand competitors, since it is to rivals 
that the customers will turn, if their needs are not being 
met. 

Marketing exists through exchanges. Exchange 
is the act of process of receiving something from 
someone by giving something in return. The something 
could be a physical good, service, idea or money.  
Money facilitate exchanges so that people can 
concentrate on working at things they are good at, earn 
money (itself an exchange), and spend it on products  
and services which someone else has supplied (Jobber 
2004). 

The objectives are for all parties in the exchange 
to feel satisfied. So each party exchanges something of 

less value than that which is received. 

Today marketing is understood not in the old 
sense of making a sale “Telling and Selling” but in the 
new sense of satisfying customer needs. If the marketer 
does a good job of understanding consumer needs, 
develops products that provide superior value, prices, 
distributes, and promotes them effectively, then these 
products will sell very easily, and customers will be 
retained.

 

“Marketing is managing profitable customer 
relationships”. (Kotler 2004).  The two-fold goal of 
marketing is to attract new customers by promising 
superior value and to keep and grow current customers 
by delivering satisfaction.

 

Kotler earlier on defined marketing as a social 
and managerial process by which individuals and 
groups obtain what they need and want through 
creating, offering and exchanging products of value with 
others. (Kotler 1997).

 

In addition, his definition highlights the 
importance and role of exchange, transaction, and the 
development and sustenance of relationships over time.

 

Exchange takes place where there is sufficient 
match or overlap in the want lists of the marketer and 
the consumer. The marketer’s task is to formulate and 

implement an offer that motivates the consumer into a 
transaction activity. Transaction marketing is part of a 
large idea called Relationship Marketing (RM), which is 
the practice of building long term satisfying relationships 
with key parties; customers, suppliers, distributors, in 
order to retain long term preference and business. 
Mckenna (1991).  

Kotler and Armstrong (2004) defined marketing 
as a social and managerial process by which individuals 
and groups obtain what they need and want through 
creating and exchanging products and value with 
others. 

The American Marketing Association explains 
that “Marketing is the process of planning and executing 
the conception, pricing, promotion and distributing of 
ideas, goods and services to create exchanges that 
satisfy individual and organizational objectives/goals. 

Earlier on, the same AMA (1965), defines 
marketing as “The performance of business activities 
that direct the flow of goods and services from the 
producer to the consumer or user. (The American 
Marketing Association Committee of Definition 1965). 
What this definition implies is that marketing starts only 
after the production of the goods and services, hence, it 
is an outdated one, and replaced by the one mentioned 
before it. 

A definition by Glos and Baker (1972) sees 
marketing as involving a two fold task; 

 Discovering what goods and services consumers 
need and want, and 


 

Providing these items for them in the places where 
the consumers/customers are, at the times that they 
want them and at prices that they are able and 
willing to pay”.

 

According to this conception of marketing, it 
starts before goods and services are produced, and 
involves the flow of the goods and service to the 
consumers who demand them. It does not end after the 
sales have been made. It’s object is to provide 
satisfaction to the customer, and at a profit to the 
company. 

 

Gronroos (2000) states that “the common 
theme that surrounds the vast majority of marketing 
definitions is that marketing is the planning and 
implementation of almost everything; that an organi-
zation does to facilitate an exchange between itself and 
its customers”.

 

As it facilitates exchange, marketing looks 
beyond its own organizational boundaries and takes into 
account external forces that exists in the business 
environment. Marketing efforts are then adjusted 
accordingly to facilitate exchange under the new set of

 

conditions.
 

As conditions continue to change, so does the 
marketing effort. Consequently marketing is a conti-
nuous and dynamic strategic decision making process.
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McDonald (1991) defined marketing as a 
matching process between a company’s capabilities 
and the wants of customers”. 

The Chartered Institute of Marketing (CIM) 
United Kingdom provides a typical definition of 
marketing, 

“Marketing is the management process which 
identifies, anticipates and supplies customer 
requirements efficiently and profitably. 

While customers may drive the activities of a 
marketing oriented organization, the organization will be 
able to continue serving its customers only if it meets its 
own objective. Most private sector organizations operate 
with some kind of profit related objectives, and if an 
adequate level of profits cannot be earned from a 
particular group of customers, a firm will not normally 
wish to meet the needs of that group (Palmer 2000) 
Where an organization is able to meet its customers 
needs effectively and efficiently, its ability to gain an 
advantage over its competitors will be increased (for 
example by allowing it to sell a higher volume and/or at 
a higher price than its competitors. It is consequently 
also more likely to be able to meet its profit objectives. 

Other definitions as itemized by McDonald 
(1991) in the “exercise marketing orientation section, of 
the Marketing Audit textbook”, includes;

 

a)
 

Operational Definition of Small and Medium Scale 
Enterprises

 

There is no universal definition of small scale 
industry (SSI). The definition varies from country to 
countries and from institution to institutions within the 
country based on the policy focus of different 
institutions, and sometimes based on the level of 
development and technological advancement of a 
nation. Definition also change overtime, owing to 
changes in price levels, advances in technology and 
other considerations. Criteria that can be used in the 
definition of SSIs, SMEs, SSEs are (Small Scale Enter-
prises often include capital investment (fixed assets), 
annual turnover, gross output and employ-ment).

 
(Alawe 

2004). These factors are used because they are 
functional and easy to measure.

 

In 1997 the National Council on Industry (NCI). 
Streamlined the definitions of industrial enterprises for 
recurrent review every four years (Alawe 2004). In July 
2001, the National Council industries at its 13th

 
meeting 

in Markudi, Benue State (NCI –
 
13) made the following 

revisions.
 

i.

 
Micro Cottage Industry

 

This is an industry with capital employed of not 
more than N1.5 million working capital. But excluding 
cost of land and or a labour size of not more than 10 
workers.

 
 

ii. Small Scale Industry (SSI) 
This is an industry with total capital employed of 

over N1.5 million. But not more than N50 million 
including working capital but excluding cost of land 
and/or a labour size of 11 – 100 workers. 

iii. Medium Scale Industry (MSI) 
An industry with a total capital employed of over 

N50 million but not more than N200 million, including 
working capital but excluding cost of land and/or a 
labour size of 101 – 300 workers.. 

iv. Large Scale Industry (LSI) 
An industry with total capital employed of over 

N200 million, including working capital but excluding 
cost of land and or a labour size of over 300 workers.  
Comparatively must advanced countries seemed to 
have agreed on a maximum limit of 500 employees as a 
small form. 

b) The Definition, Domain and Dimension of Rela-
tionship Marketing 

The emergency of relationship marketing 
Gummesson 1999, Payne 1995, Gronroos 2002, Berry 
1983) is founded on a criticism of pure transaction 
focused marketing. Critics claim that traditional 
marketing concepts and methods developed over 
decades are based exclusively on transaction (Brodie et 
al 1997, Juttner and Wehrli 1994). Not only strategic 
marketing approaches, but also cooperative marketing 
instruments (e.g. product merchandising, pricing, sales 
promotion etc) are accordingly aimed at the initiation of 
transactions with customers often not even clearly 
defined. However transaction marketing is fraught with 
problems with respect to the underlying marketing 
philosophy, the structuring of instruments, and the 
marketing organization. 

c) Relationship Marketing Definitions 

Most of the concepts, ideas and developments 
discussed above are present in Gronroos (1994) refined 
definition of RM in which he described the objectives of 
RM as to: 

Identify, establish, maintain, and enhance and, 
when necessary, terminate relationships with customers 
and other stakeholders, at a profit so that the objectives 
of all parties involved are met, and this is done by 
mutual exchange and fulfilment of promises. 

No definition will ever be perfect and it may well 
be that other ideas and concepts may in times also 
require inclusion.  For the purposes of introducing RM, 
however, this definition will, for the moment, suffice.  In 
later, we will investigate more closely how these 
concepts were translated into strategies and tactics and 
their perceived benefits.  In particular we will look at the 
claims that are implicit in this definition.  These may be 
seen to include six dimensions that differ significantly 
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from the historical definition of marketing (Gordon 1998).  
These are that: 
 RM seeks to create new value for customers and 

then share it with these customers. 
 RM recognises the key role that customers have 

both as purchasers and in defining the value they 
wish to achieve. 

 RM businesses are seen to design and align 
processes, communication, technology and people 
in support of customer value. 

 RM represents continuous cooperative effort 
between buyers and sellers. 

 RM recognises the value of customers’ purchasing 
lifetimes (i.e. lifetime value). 

 That RM seeks to build a chain of relationships 
within the organisation, to create the value 
customers wants, and between the organisation 
and its main stakeholders, including suppliers, 
distribution channels, intermediaries and 
shareholders. 

- Relationship marketing is attracting, maintaining 
and enhancing customer relationships (Berry 1983) 

- The goal of relationship marketing is to establish, 
maintain and enhance relationships with customers 
and other parties at a profit so that the objectives of 
the parties involved are met. (Gronroos 1990). 

- Relationship marketing is an integrated effort to 
identify, maintain and build up a network with 
individual consumers and to continuously 
strengthen the network for the mutual benefit of both 
sides, through interactive, individualized and value 
added contacts over a long period of time (Shank 
and Chalasan1992) 

- Relationship Marketing is about understanding 
creating and managing exchange relationships 
between economic parties, manufacturers, service 
providers, various channel members and final 
consumers (Moller 1992). 

d) The Shift to Relationship Marketing 
Difference between transactional focus and 

relationship focus. 

Transactional Focus Relationship Focus 

*Orientation to single sales 

*Discontinuous customer 
contact 

*Focus on product features 

*Short time scale 

*Little emphasis on 
customer service 

*Limited commitment to 
meeting customer 
expectations 

*Quality is the concern of 
production staff 

*Orientation to customer 
retention 

*Continuous customer 
contact 

*Focus on customer 
value 

*Long time scale 

*High customer service 
emphasis 

*High commitment to 
meeting customer 
expectations 

*Quality is the concern of 
all staff 

  Source :

 

Payne et al (1998).

 e)

 

The Ways Igbo SMES Retain Their Customers in 
Nigeria

 More and bolder initiatives in holding onto 
customers are occurring among SMEs and companies 
of various sizes .Although the situation differ from 
consumer goods versus service and from durables 
versus non-durables. Customer keeping approaches 
are tailored to these diverse products. Igbo SMEs/

 Companies are benefiting more from their current 
customers through the customer-portfolio analysis, a 
customer retaining marketing mix, and a reorganization 
for customer retention.

 i.

 

Customer Portfolio Analysis

 
The first strategic customer keeping consi-

deration involves knowing the purchasing history of a 
product’s or company’s customers. For each product 
there is a customer portfolio, which is a combination of 
customer types that generates sales and resulting profit. 
An optimal customer portfolio consists of a balance of 
new and repeat buyers yielding target sales and profits.

 
The construction of a customer portfolio begins 

with determining meaningful

 

customer classification 
based on market research of actual purchase patterns. 
Most Igbo managers monitor some customer 
categories, such as current customers, new customers, 
brand switchers, trial users, customers who upgrade 
their purchases and those obtaining products for trade 
in.

 
The portfolio segments can be measured in 

terms of number of customers, number of purchases, 
demographic and psychographic profiles, and 
contributions to sales and profits.

 
Three basic factors are considered in seeking 

the optimal balance in a customer portfolio.   First, 
products vary according to how readily product 
differences can be perceived by consumers. When 
products are selected on the basis of objective 
superiorities

 

after consumers have tried them, keeping 
these customers is relatively easy. When product 
characteristics are experienced largely on a subjective 
basis ,(as are cosmetics and beer), brand switching  
usually results more from the consumer’s needs for 
variety, than from product dissatisfaction. Second, 
product category volume growth affects the balancing of 
a customer portfolio Having too large a proportion of 
repeat purchases in the rapid growth stage of a market 
may indicate insufficient attention to the getting function. 
Continually generating a large proportion of new buyers 
in the maturity stage may signify an underdeveloped 
keeping function. Third, the relative costs and benefits of 
attracting and retaining customers must be gauged. 
This requires the calculation of costs involved in winning 
new customers and holding onto present ones, against 
benefits in terms of revenues contributed by each of 
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data generated in test market experiments.

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria



 
 

 
The customer portfolio must be based on 

sound customer feedback research. Most marketing 
research is project oriented. It addresses known or 
assumed problems, or it evaluates specific market 
opportunities. The customer feedback survey is geared 
to monitor marketing performance by periodically 
measuring how satisfied (or dissatisfied) customers are. 
(Czepiel et al 1979). Quantifying customer feedback 
over time provides a revealing indicator of changes and 
of marketing effectiveness. It also can flag trouble spots 
.The amount and content of unsolicited customer 
complaints reflect a biased sample, but the survey puts 
them into proper perspective.

 
ii.

 

Customer Retaining Marketing Mix

 
The marketing mix is a central concept in 

devising a marketing strategy.  Because of the company 
bias favoring customer getting, specific actions to retain 
customers receive less planning attention than they 
deserve. One remedy is to conceive of two separate 
marketing mixes, one for customer getting and the other 
for customer keeping. Several major elements should be 
part of the new marketing mix for customer retention, 
such as; product extras, reinforcing promotions, sales 
force connections, specialized distribution and post-
purchase communication.

 
Using Product extras in keeping customers 

requires giving them more than the basic product that 
initially attracted them. Product extras for individual 
customers over time can play sales expansive role. The 
main approach is to create a total product service 
system. Whatever the customers purchased initially,

 

the 
company then present them with related benefits 
provided by other items in the product line. In this way 
they come to realize the existence and value of a total 
consumption system. Many Igbo owned fast food selling 
companies no longer just sells snacks and burgers ,but 
complete meals, also for different times of the day 
(breakfast, lunch, dinner)and different services(eat in, or 
take out or take away)The customer gets involved in the 
system rather than focusing solely on the basic product, 
which might be subject to aggressive competition. Most 
Igbo SMEs at some predictable date after purchase 
offers some items as replacement for parts of the 
products used up or some basic gift items.

 

On 
reinforcing promotions, the product promotions work 
better when aimed at existing customers. If a marketer 
knows who these customers are, benefits can be 
obtained by giving them reinforcing communications. 
First, tuning in to customers makes it possible for the 
company to advance their levels of knowledge and 
loyalty on products purchased. To some SMEs, 
advertising and couponing to keep customers, involves 
a defensive approach to play up product quality and 
preempt rival new entries. Secondly, this type of 
promotion can introduce customers to the firm’s other 
products especially through cross sampling. A list of 

actual customers makes possible direct communication 
with them. Igbo owned SMEs build such lists through, 
sales receipts, warranty cards, credit account records, 
and marketing research surveys. One promotional 
device for reinforcing customers involves customers’ 
only publications. These are targeted to buyers who 
have already exhibited some degree of commitment to 
the product or company, by one or more purchases. 
The vehicles take the form of periodic newsletters, 
special reports, exclusive catalogs, and annual reports. 
A prime moment to add to the customer’s momentum is 
after the purchase act. Any consumer doubts or 
confusion concerning the purchase can be reduced at 
that time. Telephone calls are made to determine 
customer satisfaction or dissatisfaction with a purchase. 
Direct mail is also effective. Letters are written to ask 
about satisfaction with the previous purchase, furnish 
further product or usage information, present offers for 
other products or suggests a time to buy the new 
model. Increasingly, telemarketing is used to follow up 
purchases .Telephone calls are a more personal and 
immediate approach than the mail.

 
In Sales Force Connections, the sales force 

plays a decisive role in the customer retention function. 
At a retail or service counter, the sales person is the 
focal point of the company’s strategy and is the firm to 
the customer (Czepiel 1980). The sales force must be 
oriented to serving a long term relationship with the 
customer. Sales person who lacks preparation and 
knowledge about the SMEs product line and who tries to 
sell a product rather than solve customer problems, 
usually do not keep customers for long. The roots of 
such a situation lie with sales force management and 
with the sales person. Selection, Training, and 
Compensation that foster short run goals achievement 
gear a sales force to today’s results at the expense of 
tomorrows. Igbo SMEs managers who desires to attract 
a loyal customers, tends to hire better qualified 
salespeople, train them more, and pay them above 
average salaries. Others recruit sales personnel at very 
young ages and mentor then until they have learnt the 
rudiments of the business, before they are assisted 
financially to set up their respective SMEs. This has 
contributed to the sustenance of the entrepreneurial 
skills of the Igbo speaking business people. The sales 
force ability to help customers is enhanced by 
supportive expertise. When customers’ problems arise, 
the salesperson can call upon a team of specialists. 
Another source of expertise can come from a 
computerized databank, which provides routine infor-
mation (costs, inventory stocked, and delivery time.

 iii.
 

Specialized Distribution
 To

 
make products available to the buyers, 

distribution systems generally focus on where the 
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 The first method used, involves a separate 
distribution channels for the getting and keeping 
functions. One channel is designed to entice, welcome 
and complete purchases by new customers. The other 
serves the need of repeat customers .No particular 
channel lends itself to this distinction; instead it depends 
on how the distribution strategy is formulated. In many 
cases, both roles are played by one distribution unit, 
especially in a retail unit. Yet even in a single location, 
layout of facilities can separately handle attracting and 
retaining customers. For example large bank branches 
can

 
locate various functions in specific physical areas. 

One designated counter is where accounts are opened 
and services arranged for the first time. In another 
corner is found the automated –teller center where 
convenience minded customers use a computer 
terminal at any hour of the day for the variety of banking 
transactions.The same situation also applies to large 
Igbo retail stores ,where there are separate outlets for 
both old and new customers.

 Vital to a manufacturer’s distribution strategy is 
having a dealer support to foster repeat buying of all its 
brands. Through an exclusive or selective distribution 
network, the retailers and Igbo entrepreneurs develop a 
commitment to the brand when they receive adequate 
attention from the manufacturer.

 
iv.

 
Post Purchase Communication

 A
 

company must anticipate that some 
customers will encounter either minor or serious 
problems after purchasing .If the company is not ready 
to hear and correct these difficulties, the customer may 
not repurchase or may cancel the arrangement .Whether 
the company or customer is at fault, standby post 
purchase activities can be instrumental in saving these 
customers. The frontline for customer’s complaints and 
inquiries should be assertive customer relations. This 
can consist of a separate department or the function 
can be assigned to those personnel already dealing with 
customers. At best it should be a blend of the two. A 
company should encourage customers to initiate 
contact whenever the need arises, to clarify instructions, 
to request further information, to point out a problem or 
to seek a remedy. Information hotline, response cards 
and service desks facilitates these processes.

 
v.

 
Reorganization for Customer Retention

 The lack of organizational coordination and 
control frequently contributes

 
to the loss of customers. 

This problem takes two basic forms; a lack of sensitivity 
to customer turnover rates, and insufficient linkage 
between the marketing function and the operations 
group (manufacturer and service).

 Because customer turnover is an accepted fact 
of life, it often goes unmeasured. Thus marketers should 
set acceptable target turnover rates for evaluating 

market performance. In the absence of clearly defined 
limits on customer turnover, organizations find it easy to 
rely on promotions to recruit new batches of customers.  
In consumer goods companies, the prized assignments 
are on new products (with their promising growth 
potential), while established brands (unless very large 
ones) are favoured less.

 

Another approach is to assign executive

 

accountability for customer keeping.  Establishing a 
management post for taking care of old business may 
make as much sense as one for prospecting new 
business or for developing new products.  In some 
companies, consumer affairs directors have taken on 
this role.

 

III.

 

Research

 

Design and 
Methodology

 
a)

 

Research Population

 

The population of the study is the group about 
whom the study focuses on. It is the totality of the 
subjects or elements being studied and to which the 
conclusions or generalization of our results will apply. 
(Yomere . and Agbonifo, 1979).

 

Population is the entire or whole elements of a 
group that has the probability of being chosen for a 
given problem of study.

 

For the purpose of this study, our population 
shall be the Igbo Entrepreneurs/Owners/ CEOs of the 
SMEs and their Customers.

 

This study is on the Relationship Marketing 
Concept, Strategies and Performances of Igbo speaking 
SMEs in Nigeria.  Our specific study area will be  made 
up of seven states in Nigeria: Lagos, Ogun, Abia, Edo, 
Delta, Bayelsa and Rivers. These seven contiguous 
states have a large SME population. (Federal Ministry of 
Industries Survey of SMEs 2000). Most business 
activities in Nigeria are done in those areas.  The area 
has the characteristics of a mini-Nigeria with its multi-
ethnic features and the dualism of having both civil 
service towns and industrial cities.  Benin City, Aba 
Yenogoa, and Abeokuta are essentially civil service 
towns.  Warri is an industrial/commercial city while Ikeja 
and Port Harcourt combine both features of being 
administrative centres and industrial cities.  Thus, there 
are good reasons to argue that the findings of this study 
may be generalized to the urban areas of the country, or 
at least, to the urban centres of Nigeria.

 
b)

 

Method of Data Analysis

 

Data analysis is generally a means of testing 
hypotheses. The data analysis techniques discussed 
below will relate to the Six hypotheses.  The hypotheses 
are categorized into three groups;
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and retaining as separate function, the possibility exists 
for arranging distribution along these two lines.

i. Those dealing with the acceptance adoption and 
implementation of the relationship marketing 
strategies (hypotheses one and two).
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ii.

 

Those dealing with the practices and tenets of 
relationship marketing strategies, customer 
satisfaction and retention (These are hypotheses 
three and four).

 

iii.

 

The one about the relationship between customer 
satisfaction and corporate performance. (Hypo-
theses five and six).

 

All the THREE hypotheses will attempt to 
establish relationships if any between variables or 
among various variables. The major statistical data 
analysis technique to be used will be the regression 
model. 

 

Regression Analysis is a statistical technique 
that is used to develop a mathematical equation 
showing how variables are related. In regression 
terminology, the variable which is being predicted is 
called the dependent or response variable. The variable 
or variables being used to predict the values of the 
dependent variable are called the independent or 
predictor variable. Regression Analysis involving one 
independent variable and one dependent variable for 
which the relationship between the variables is 
approximated by a straight-line is called Simple linear 
regression. Regression Analysis involving two or more 
independent variables is called Multiple Regression 
analysis. (Anderson et al 1994)  

 

Regression analysis is used to show causality, 
in the sense that one of the variables can be used to 
predict the other variable. It is also used to build models 

explaining variations in dependent variables. The hope 
is that extrapolations into new population sets other than 
those observed can be performed by choosing values 
of the independent variables for new cases and thereby 
predicting the most likely value of the dependent 
variable.

 

All the regression models will be estimated 
using the STATIX 92 COMPUTER PACKAGE. In testing 
the hypotheses, the level of significance will be 5%.

 

For each of the regression analyses to be used 
in testing the hypotheses, the following measures will be 
identified, calculated and discussed.

 



 

R-squared (R2) –

 

the coefficient of determination.

 



 

Adjusted R-squared (R2) –

 

used to take care of the 
problem associated with R2.

 


 

F-test –

 

to find the significance of a group of 
regressions.

 
 DW –

 

a measure of serial correlation.

 

 
 

  
  

 
  

 Table 1 :

 

Estimated result of Acceptance usage and Adoption of the relationship marketing concept 

               (AAURMC) by the Igbo SMEs

                                     Dependent variable
 

 Independent variable
 

AAURMC
 

 Co-efficient
 

T-Value
 

STD Error
 Constant                                                              (CON)

 
-0.90257

 
0.51

 
1.7542

 Attention to customer needs, providing gifts 
 and price reductions and error rectification      (ACN1)

 

0.45101
 

4.17***
 

0.10805
 

Customer persuasion through price 
 promotion and product                                     (CPPP2)

 

0.20877
 

2.02**
 

0.10345
 

Giving incentives to customers                          (GIC3)
 

0.12784
 

1.34
 

0.09535
 After sales services                                            (ASS4)

 
0.15440

 
1.58

 
0.09745

 Providing direct assurances, quality guarantees
 and replacing damaged products                      (PDA5)

 

0.36054
 

1.81*
 

0.19866
 

R2

 
= 0.3236     R2  =  0.2467     F(5.5) = 4.21    DW = 1.7441

 Source: Author’s Fieldwork 2007/2008.
 ***Significant at 1% level

 **Significant at 5% level
 *Significant at 10% level
 

This model was estimated using STATIX 92 
computer package. Technology and innovation as a 
competitive strategy was dropped from the model 
because of its high correlation with other predictor 
variables.

 Table above shows the estimated results of the 
regression of the relationship marketing concept 

acceptance usage and adoption. The co-efficient shows 
that all the five variables are positively related to 
AAURMC, with only the intercept being negative.  This 
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implies that the relationship marketing concept is 
increasingly accepted, used, and adopted with 
simultaneous increase in attention to customer needs, 
distribution efficiency, after sales services, giving 

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria

IV. Hypotheses Testing and Findings

HYPOTHESIS ONE:  Acceptance and Adoption 
of the Relationship Marketing Concept

Ho : That Igbo SMEs do not accept, use, and 
adopt the relationship marketing concept.

Ha : That Igbo SMEs accept, use, and adopt 
the relationship marketing concept.



 
 

incentives, providing direct assurances and quality 
guarantees, intensive promotional activities, product 
quality with a corresponding directional movement in 
product prices, and replacing damaged products.  The 
correct positive signs of the co-efficient agrees with our 
a prior expectations of the

 

relationship between 
AAURMC and the five variables.  Specifically the co-
efficient estimate of the variable ACN1 shows that a 
percentage increase in attention to customer needs by 
the firms will bring about a relationship marketing 
concept acceptance, usage and adoption increase of 
0.45%.  Similarly, a one percent increase in the quality of 
a product will lead to 0.36% increase in the acceptance 
and adoption level of the relationship marketing concept 
by the Igbo SMEs.

 

To explain the variations in AAURMC and these 
five variables we performed a t-test on each of the 
coefficients to test the hypothesis. The table above 
column 3 shows the t-values of the regression at 5% 
level of significance.

 

The t-value for attention to customer needs, 
error rectification, providing gifts and events, (which is 
the secret of the success of the relationship marketing 
concept) is 4.17.  It passes the 1% level of significance 
test.  It thus strongly suggests that the Null Hypothesis 
that Igbo SMEs do not accept and adopt the 
relationship marketing concept should be rejected and 
the alternative hypothesis that Igbo SMEs accept, use 
and adopt the relationship marketing concept should be 
accepted.  Thus with the acceptance of the relationship 
marketing concept, Igbo SMEs, generally, pay more 
attention to customer needs, error rectification, giving 
guarantees, discounts, warrantees, gifts and event 
provision in order to satisfy their customers, and to 
retain them for a long period of time.

 

Similarly, customer persuasion through price, 
promotion and product (CPPP2) passes the test at 95% 
level of confidence suggesting that as Igbo SMEs 
practise the relationship marketing concept, they place 
more importance on product, price and promotion 
efficiency. In addition, product quality, direct 
assurances, quality, guarantee, and replacing damaged 
products passes the test at 10% level of significance; t-
test value in 1.81.

 

Two variables, after sales services (ASS4) and 
giving incentives to customer (GIC3) fail the 5% 
significance test with t-values of 1.58 and 1.34 
respectively. This suggests that as relationship 
marketing concept practices grow, product price and 
promotional activities are not as relevant for success as 
the other variables to the Igbo SMEs even though from 
the co-efficient results

 

they are positive.  This could be 
explained by the fact of the very acute competition in the 
industry which compels many SMEs to charge virtually 
the same price for the same type products and brand 
sold.  Customer persuasion through price, promotion 
and product is more important than after sales activities, 

since with persuasion about prices, promotion and 
product, a relationship and direct contact is established 
with customers, on the need to patronize a particular 
SME as against another.

 

The F-test is 4.21.  It failed the 95% confidence 
level test.  The F-test is used to find out whether or not a 
group regressors is significant if all the co-efficients in 
conjunction are significant. In this case, the F statistic 
agrees with the Null Hypothesis that as a group, none of 
these regressors is significant.  The study thus reveals 
that the regressors as a group are not significant and 
that they do not matter in determining the adoption of 
the relationship marketing concept.  This is expected in 
this kind of estimates especially when it is realised that 
emphasis on some of the variables by producers may 
lead to the adoption of some less rewarding concepts in 
the market place.  For example, emphasis on product 
quality not based on customer needs and expectations 
results in Product Orientation. Also, emphasis on 
intensive promotional activities and product price 
manipulations not based on customer needs and wants 
means reliance on the selling concept/sales orientation.

 

The R2

 

= 0.3236 or 32%. R2

 

is the co-efficient of 
determination.  It is a measure of the fit of the model to 
the data. The study reveals that about 32% of the 
marketing concept acceptance and adoption is 
explained by the variations in the independent variables.  
This is expected because the regression is cross 
sectional.

 

Using the R2

 

(adjusted R-squared), the value is 
0.25%. R2

 

is used to take care of the problem 
associated with R2.  R-squared increases with the 
number of independent variables.  This means that even 
if we include a variable that is irrelevant to the 
determination of the acceptance of the relationship 
marketing concept in the regression, the R-squared will 
go up simply because there are more independent 
variables.  Thus, in our case, 25% of the variations in 
AAURMC is attributable to the variations in the 
independent variables, adjusting for the degree of 
freedom.

 

The Durbin Watson statistic is used to test the 
existence of first order serial correlation.  The D.W. value 
of 1.74 suggests that there is some serial correlation.  
This could be

 

excepted.

 

An examination of the variables in conjunction 
with the evidence adduced above leads to the rejection 
of the Null hypothesis and an acceptance of the 
alternative one which is that most Igbo SMEs (over 70%) 
accept use and adopt the relationship marketing 
concept.

 

© 2013  Global Journals Inc.  (US)
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 Table 2 :

 

Estimated results of customer satisfaction and relationship measured by service quality 

                  correlated with corporate mission statement

                                     Dependent variable

 
 Independent variable

 Defining Corporate Mission

 

AVSMC: Service as a measure of customer 
satisfaction

 
 Co-efficient

 
 T-Value

 
 STD Error

 Constant ……………………………………. (CON)

 

0.1440

 

0.19

 

0.7767

 
Marketing

 

segments & targets……………(MKTGS)

 

0.3227

 

2.61**

 

0.1235

 
Knowing our present & potential customers and competitors 
……………………….(KOPPCC)

 

0.2800

 

2.27**

 

0.1233

 Knowing what customers value in us that will make them loyal 
…………………………… (KOCVML)

 

0.2803

 

2.29**

 

0.1205

 Knowing what customer value in our competitors that will 
make them stay loyal ……………. (KOCVAC)

 

-0.1177

 

-0.70

 

0.1677

 R2

 

= 0.3162          R2

 

= 0.2554               F(5.5) = 5.20           DW = 2.3239

 Source

 

: Author’s Fieldwork 2007/2008.

 Table above shows that estimated results of the 
regression analysis of customer satisfaction being a 
function of a well-defined corporate mission.  
Specifically, a variable or measure of customer 
satisfaction, the quality of services rendered by the firms 
to the customers as perceived by the customers, is 
used as being dependent on corporate mission 
statement’s clarity as measured by the four predictor 
variables, namely; MKTGS, KOPPCC, KOCVML, and 
KOCVAC.  The co-efficients show that

 

three variables 
and the regression line intercept are positively related to 
customer satisfaction.  The only variable that is inversely 
related to customer satisfaction as measured by the 
firm’s quality services to its customers is KOCVAC, that 
is knowing

 

what customers value in our competitors, 
which will make them loyal.

 
The implications of the above results are that a 

ten percent improvement in articulating and defining a 
corporate mission by the Igbo SMEs in terms of market 
segmentation and targeting, knowing the firm’s present 
and potential customers and competitors, knowing what 
customers value (customer’s needs) in the firm will in 
turn improve, customer satisfaction derivable from 
services rendered by the firm by 3.2%, 2.8% and 2.8% 
respectively.

 
Conversely, such an improvement in corporate 

mission statement in terms of the variable –

 

knowing 

what customers value in our competitors will produce a 
diminishing or negative impact as far as customer 
satisfaction is concerned.  This is probably due to the 
great similarity in the type of products normally handled 
by Igbo SMEs (i.e. motor spare parts, pharmaceuticals, 
provision and convenience retail stores).

 

To explain the variations in customer 
satisfaction and the four predictor variables a t-test on 
each of the coefficients was performed.  This is to test 
the hypothesis.  In Table 22(a) column 3 the t-values of 
the regression are stated.  The t-values for MKTGS, 
KOPPCC and KOCVML are 2.61, 2.27 and 2.29 
respectively.  They all pass the test at the 95% level of 
confidence, that is 5% level of significance.  This is a 
strong suggestion that the Null hypothesis be rejected 
and the alternative accepted.

 

The F-value is 5.20. This fails in 95% confidence 
level test.  This shows that the regressors as a group are 
not significant and that they do not matter in determining 
customer satisfaction as measured by services.

 

The R2

 

= 0.3162 or 32%.  This reveals that 
about 32% of customer satisfaction (quality of services) 
is explained by the independent variables.  The

 

Durbin 
Waston statistic (DW = 2.3239) is significant at 5% level 
and shows that there is a no serial correlation.
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Table 3 : Estimated results: Regression of customer satisfaction measured by the quality of product                  
delivery (QUPDGW) correlated with corporate mission statement

                                    Dependent variable

Independent variable
Defining Corporate Mission

QUPDGW: Measure of customer satisfaction

Co-efficient T-Value STD Error

CONS 2.2894 3.28 0.6983
MKTGS 0.2538 2.28 0.1111
KOPPCC 0.05913 0.53 0.1109
KOCVML 0.0254 0.24 0.1084
KOCVAC 0.1061 0.70 0.1508
R2 = 0.1470         R2 = 0.712               F(5.5) = 1.94           DW = 1.5628

Source : Author’s Fieldwork 2007/2008 

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria



 
 

 
 

 
 

 
 

 
 

 
 

 
 
  

    
    

    
    
    

   

  

The table above shows the results of the 
regression analysis: Customer satisfaction (QUPDGW) 
being a function of corporate mission statement.  The 
predictor variables are the same as in The Table the 
coefficients show that all the variables and the intercept 
are positively signed.  In other words, a 10% positive 

change in MKTGS, KOPPCC, KOCVML and KOCVAC 
will lead to 2.5%, 0.60%, 0.25% and 1.06% increase in 
customer satisfaction level respectively.

 

Except the t-value for MKTGS, which is 2.28 that 
is significant at 5% level, the coefficients for the other 
three independent variables fail the t-test.

 

Table

 

4 :

 

Estimated Results: Regression of customer satisfaction (RELIADCN) correlated with                        
corporate mission statement

 

                                    Dependent variable

 
 

Independent variable

 

Defining Corporate Mission

 

RELIADCN: A measure of customer 
satisfaction

 
 

Co-efficient

 
 

T-Value

 
 

STD Error

 

CONS

 

1.4357

 

1.80

 

0.7993

 

MKTGS

 

0.3822

 

3.01

 

0.1271

 

KOPPCC

 

0.1546

 

1.22

 

0.1269

 

KOCVML

 

0.1761

 

1.42

 

0.1240

 

KOCVAC

 

0.1717

 

0.99

 

0.1726

 

R2

 

= 0.2010          R2

 

= 0.1300               F(5.5) = 2.83          DW = 1.7845

 

Source

 

: Author’s Fieldwork 2007/2008

 

The Table shows the results of the regression 
analysis: Customer satisfaction defined as how reliable 
the firm is to its customers being a function of the clarity 
and comprehensiveness of its corporate mission. All the 
coefficients of the regressors are positively related to 
customer satisfaction.  Notably, a ten percent change in 
MKTGS, KOPPCC, KOCVML and KOCVAC will have a 
3.8%, 1.5%, 1.8% and 1.7% impact on customer 
satisfaction (RELIADCN) respectively. 

 

The t-value of 3.01 for MKTGS coefficient shows 
that it passes the t-test at 5% level of significance. This 
points to the rejection of the Null Hypothesis and the 
acceptance of its alternative.

 

 
  

Our task in this section is two fold, viz to 
summarize and discuss the findings of this study. In 
doing this, we shall relate our findings and the 
discussion based on them to our two part model of the 
adoption and implementation of the relationship 
marketing concept, with regard to the practices of the 
tenets of the relationship marketing by Igbo managed 
and operated SMEs. The relationships between 
customer orientation, customer satisfaction, customer. 

 

a)

 

Acceptance, Adoption, Implementation and usage 
of the Relationship Marketing Concept by IGBO 
SMES

 

The main purpose/objectives of this area/

 

section is to achieve the first major objective.  This 
involves finding out whether or not, there exists the 
awareness, understanding, acceptance, adoption and 
usage of the relationship marketing concept by the Igbo 
SMEs, and the realization of the whole of the second 

objective of the study, which is to find out if there are 
any relationships between some management/workers 
attributes of the SMEs and the extent of the 
implementation of the relationship marketing concept.

 
 
 
 

© 2013  Global Journals Inc.  (US)
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i. Acceptance, Adoption and usage of the Relation-
ship Marketing Concept

From frequency analysis in table 5.8 and 5.9 it is 
crystal clear that over 75% of the Igbo SMEs accept the 
relationship marketing concept.  It is a confirmation of 
the findings of Baker and El-Haddad (1982), Ogwo 
(1986), all in favour of the adoption of the marketing 
concept, and by extension the relationship marketing 
concept by Payne (1995) Peck, Adrain, Christopher, 
Moria, Clark and Morca (1999), Palmer (1995), 
Gummesson (1993, 1998b, 2000, Gronroos (1994). Our 
findings are in consistent with the assertion of these 
authors and may more that majority of the workers and 
executives have ignorantly or rightly demonstrated a 
unique understanding knowledge and information of the 
theoretical and practical under pinning of the 
relationship marketing concept.

It is very interesting to note that there is no 
difference in attitudes and opinion, in terms of the 
acceptance of the relationship marketing concept, 
between the employed managers, sales representatives 
and workers of the SMEs and the owner managers.  The 
acceptance of the relationship marketing concept also 
cut across the seven states of our study.  It is therefore 
safe to conclude that the relationship marketing concept 
acceptance, adoption and implementation level of over 
75% is truly representative of all Igbo managed SMEs in 
Nigeria and by extension all Nigeria SMEs.

Attention to customer needs and wants is 
actually the relationship marketing concept in operation.  
It involves listening to the customer before the 

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria

V. Discussion and Implications of
Research Findings



 
 

 
 

 

 

 

production, storage sales and marketing of the product 
and services, which is augmented by the right quality, 
quantity, price and promotional items to the customers.  
High product and service quality, based on the needs 
and wants of the customers is a part of the priority, of 
given proper and unique attention to the customers 
numerous needs, in terms of products produced and 
offered for sale to customers.

 

The apparent contradiction between our 
findings in table, where product quality is ranked first by 
50% of our respondents, and attention to customer 
needs ranked first by 40% on the one hand and our 
conclusion in table is thus resolved.  This is so, because 
product and service quality is one of the easily 
identifiable customer needs and wants in the SME 
industry.  To many Igbo SMEs, product quality includes 
the contents of the product, manufacturing and expiring 
dates, approval by the relevant governmental agencies 
like NAFDAC, SON, CUSTOMS, and NMA Product 
packaging, varieties of the products sold, suitability of 
the products in solving the customers needs and wants 
are all ingredients of relationship marketing. .  The 
emphasis on product quality as a competitive strategy in 
Table 5.10 is really a manifestation of the SMEs implied 
attitude in satisfying the customers, who by implication 
will remain loyal and attract to the SME other loyal and 
dependable customers.

 

From the table here the Null hypothesis Igbo 
SMEs do not accept,use and adopt the marketing 
concept is rejected, and the alternatives reflection of the 
importance that 40% of the SMEs attach to a “attention 
to customer needs and wants” as a competitive 
strategy.  This shows that as Igbo SMEs perceive 
competition as acute, the need to adopt the relationship 
marketing concept becomes paramount in their 
consideration of the strategies for survival and growth.

 

The number of the SMEs adopting the 
relationship marketing concept in our study seems high, 
when compared with the conclusions of Ogwo (1986) 
and Agbonifon et al (1988) as it concerns the marketing 
concept adoption and use in Nigeria.  Little or no 
literature is available in Nigeria on the relationship 
marketing concept practice. The adoption of the RM 
concept by the practitioners had been done ignorantly 
as a normal business practice among the Igbo, people 
who are predominantly referred to as natural sales 
people and the “Japan of Africa”.  The usage of RM has 
been more of good service or at best evangelistic.  The 
population of our study is made up of SMEs that has 
survived the first five years of operation.  These are 
companies that must have “learned the ropes” survived 
the turbulent by highly competitive business 
environment in Nigeria and must have realise the need

 

for, and the benefits conferred on the SMEs, by the 
adoption, implementation and usage of the relationship 
marketing concept.  In most industries, the corporate 

failure rate is highest in the first and second years of the 
lives of the firms. 

 

After five years of operation, to survive and 
grow, about 41 (82%) of the SMEs in our study have 
corporate missions defined and articulated based on 
the tenets and the principles of the relationship 
marketing concept.

 

   
 

 

 

The practice of the tenets and philosophy of 
relationship marketing concept, includes among the 
following activities. (Gummesson 2002, Bruhn 2003).  
These most fundamental values of RM are;

 

i.

 

Marketing management should

 

be broadened into 
marketing oriented company management.  
Marketing and sales function are more than just 
the activities of specialized departments.  They are 
functions that must permeate every comer of an 
organisation, not least the minds and actions of 
management (Gummesson 2002).  This an old 
thought according to Gummesson (2002) which 
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has turned out to be enormously difficult to convey 
and implement.  In companies he used the terms 
full-time marketers (FTMs) and part-time 
marketers (PTMs) to stress that everybody, 
irrespective of task and expertise, in fluencies 
customer relationship either full time or part time.  
Marketing management in this sense requires 
marketing orientation of the whole of the company, 
that is marketing-oriented management.

ii. Long term collaboration and win-win.  The core 
values of RM are found in its emphasis in 
collaboration and the creation of mutual value.  In 
includes viewing suppliers. Customers and others 
as partners rather than opposite parties.  RM 
should be more of win-win, than win-lose, more of 
a plus sum game, than a zero sum game.  In a 
plus-sum game, the parties increase value for 
each other, in a zero sum game, what one gains is 
the loss of another.  A constructive attitude is 
expected by all those involved, and all should find 
the relationship meaningful.  If those conditions 
are fulfilled, the relationships may become 
sustaining.  For a producer and supplier, it is very 
important to retain existing customers, a fact 
which is increasingly being stressed. Extending 
the duration of the relationship becomes a major 
marketing goal.  Too much emphasis has been 
put on the acquisition of new customers and too 
little on caring for existing customers 
(Gummesson 2002).  RM and CRM encourages 
customer RETENTION and discourage 

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria

VI. Relationship Marketing Concept
Pratices and Customer

Satisfaction, Loyalty and 
Retention



 
 

 
 

 

DEFECTION. They encourage RETENTION 
MARKETING first, and ATTRACTION MARKETING; 
getting new customers second.

 

iii.

 

All parties should be active and take responsibility. 
RM is not to be mixed up with the traditional 
selling, which represents the supplier perspective 
and does not put the customer and interactive 
relationship in focus.  In relationship selling, the 
initiative comes from the salesperson and 
depends on –

 

how well the relationship is 
managed by the seller (Levitt 1983).  In this sense, 
relationship quality

 

and a long term relationship 
becomes the consumer’s trust in the salesperson 
based on the salesperson’s present and past 
performances (Crosby, Evans and Cowler 1990).  
But the initiative to action, cannot be left to a 
supplier or a single party of a network; every one 
in a network can, and should be active. Contrary 
to the mythology of marketing, the supplier is not 
necessarily the active party, in B-to-B customers 
initiate innovation and force suppliers to change 
their products and services.  Consumers suggest 
improvements but have a tough time getting 
lethargic and complacent suppliers to listen chat 
groups on the internet empower customers to 
reach out at no cost, but time.  It makes customer-
to-customer interaction (C-to-C) possible.

 

iv.

 

Relationship and service value instead of 
Bureaucratic and Legal values. Bureaucratic and 
legal values are characterised by rigidity, legal 
jargon, application of dysfunctional laws and 
regulations.  A focus on internal routines, more 
interest in rituals than in results, belief in the 
supplier as an expert, and the customer as 
ignorant, the customer being a cost and a residual 
of the system.  Customers as masses and 
statistical averages and the importance of winning 
over the customer is in dispute.  These values 
historically dominate government and their 
agencies.  Its representatives have previously 
disclaimed marketing, but the international wave 
of privatisation, deregulation and demand for 
competition, as well as the failure of the command 
economies, has forced a change.  RM is a valid 
concept for public organisations as well, and an 
understanding of how marketing could be applied 
to public bodies to the benefit of the 
consumer/citizen is growing.  Unfortunately, 
bureaucratic-legal values are also common in 
private companies.  Relationship marketing (RM) 
requires different values based in relationships 
and services to the customer. These values 
establish that all customers are individuals and 
different in certain respects, that the outcome is 
the only thing that counts, that

 

customers are the 
source of revenue and should be in focus 
(Gummesson 2003) and that the suppliers task is 

to create value for the customer (Gummesson 
1993 pp. 40 –

 

42).  Although collaboration is the 
core property of RM, our RM concept holds that 
both competition and collaboration are essential in 
a functioning marketing economy.

 

v.

 

In RM, loyalty especially customer loyalty is 
emphasized.  In the loyalty ladder, the lowest rung 
is the contact with a prospect who hopefully turns 
into a customer, and at first

 

purchase.  Recurrent 
customers are clients, that those who have come 
back and a long term relationship is in the making.  
In the next stages, the client becomes a supporter 
and finally an advocate for the supplier. The fact 
that this research work is about RM and advocates 
relationships as essential in marketing does not 
imply a religious belief relationships as a magic 
panacea.  On the contrary we know that human 
relationship can be a source of insurmountable 
hassle as well as of unlimited joy.  But we cannot 
live without them.  The larger share of world 
literature and entertainment deal with relationships 
between adults, parent and child, police and 
crook, and between the players in a business 
ventures.
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vi. RM involves the provision of high quality services 
by the SMEs (firms) to the customers and;

vii. The placement of premium value on existing 
customers and satisfying them on a continuous 
basis so as retain their loyalty to the SME (firm).

The Igbo SME involved in the above seven core 
RM values mentioned above is considered to be 
customer oriented, with the singular important objective 
of giving maximum satisfaction to its customers and to 
gain their loyalty over time.

   It is worth noting that a relationship should not
be retained if it works badly. Long term relationships 
and customer care are not the same as admitting 
customer to the geriatric ward of the supplier, attaching 
them to the bed, and keeping them on life support.  
(Gummesson 2002). Relationships should not nece-
ssarily be broken just because there is a conflict, 
however, they can often be resorted and improved or 
they may be the best option for the parties despite a 
conflict. The beginning of a relationship is often romantic 
and passionate.  It is when the passion phase fades that 
the real work of building a relationship starts.

  Dwyer, Shurr and Oh (1987) states a common 
sense RM strategy. “Relationship marketing – can be 
extremely successful where it is appropriate, but it can 
also be costly and ineffective if it is not.  Conversely, 
transaction marketing – can be profitable and 
successful where it is appropriate, but a serious mistake 
where it is not”.

VII. General Comments

In the SME industry and the Igbo operated 
SMEs, whether small, medium or large, have accepted 
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that one sure way of survival is to accept, use and adopt 
the relationship marketing concept and the strategies.

 

The managers of these SMEs especially the 
literate ones are aware of the principles, practice and 
philosophy of the relationship marketing concept, and 
with the increasing competition, the rate of acceptance, 
usage, adoption and implementation of the RM concept 
is fast growing.  Most Igbo SMEs have in the past used 
the RM concept and strategies rather ignorantly without 
even knowing the name for it.

 

When it is realised that Nigeria is a developing 
economy and yet has a wholly indigenous industry, the 
Igbo SMEs accepting and implementing the relationship 
marketing concept as evidenced by our findings, 
Olusoga’s (1978) assertion of the positive correlation of 
the adoption of the marketing concept and by extension 
the relationship marketing concept, with higher eco-
nomic development is not borne out by our findings.  On 
the contrary, our findings are in agreement with those of 
Baskdale et al (1982), Iyasere (2002) who found out a 
surprising similarity of consumer’s opinions on most of 
the topic examined on the awareness and acceptance 
of the relationship marketing concept in nations at 
different stages of economic development. The change 
from a sellers markets, a consequence of the product 
scarcity of the late 1970s and early 1980s in Nigeria to 
one of a buyer’s market with growing pressures 
especially in the SME industry (pharmaceutical pro-
ducts, motor parts, convenience and provision stores, 
clothes, shoes, electrical fittings and appliances etc) has 
engendered a new development, that is making the 
adoption, implementation and usage of the relationship 
marketing concept an inevitable reality. The changing 
situation makes the conclusions of such writers as Ajayi 
(1977). Isemin (1977) Alawe (2004), Iyasere (2004) that 
the Nigerian producer/marketer pays no attention to 
customer needs, to be outdated in the 1990s and 2000s 
of Nigeria.

 

The findings of Kilby (1971) about the forms of 
competition being based mainly on the quality of 
product and price reduction are even more outdated.  
Kilby (1971) saw the Nigerian industry (an SME) as 
being characterised by the product and sales 
orientations.  It is not clear if Kilby ever believed in the 
marketing concept and the possibility of its adoption in a 
developing economy.  If he did, he never mentioned it.  
Our findings show that in the Igbo managed SMEs, 
because of increasing competition, consumer sophi-
stication, a going crop of professionals and knowle-
dgeable owner-managers, the practices of the Relation-
ship Marketing Concept are being adopted and 
implemented.

 

However, the practices of the relationship 
marketing concept by the Igbo SMEs are still at the 
elementary stages and not properly done and used.  In 
this regard, there is some considerable truth in Baker 

and El-Haddad’s (1982) conclusion that “one can hardly 
find a firm which has implemented the concept in each 
of its details as recommended in the literature”, most 
especially in a developing economy like Nigeria.

 

VIII.

 

Implications for Nigerian IGBO

 

SME Operators

 

As competition becomes more acute in the Igbo 
SME industry and in the SME sub-sector as a result of 
both growing internal competition among firms and the 
imported one (competition) resulting from liberalization 
and globalisation, the Nigerian business firms and non-
business organisations have to embrace the relationship 
marketing concept; the practice of which ensures 
survival, profitability and growth.  The watchwords of the 
Nigerian entrepreneur should be a commitment to 
customers for life.  This requires the employment of 
customer-driven strategy, which entails quality and 
service excellence at every level. In the process, 
customers are brought into every department of the 
company and their voices heard and acted upon.  The 

 ©  2013 Global Journals Inc.  (US)
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long-term result of this approach is keeping customers 
for life, and making them permanently loyal and 
committed to the firm.

In very simple terms, this means changing 
attitudes towards customers right from top management 
to the sales representatives and workers of the 
company.  Top management commitment to the 
relationship marketing concept at all times is a 
necessary condition for success.  The whole process 
and activities tagged internal marketing should be 
meticulously followed by Nigerian corporate bodies.  
These include top management commitment to 
relationship marketing concept and its frequent and 
regular interactions with customers, staff empowerment 
through training, motivation and adequate authority in 
order to make them customer-advocates, harmony of 
department objectives for delivering customer 
satisfaction, high quality of human resources achievable 
through the employment and continual training of 
marketing professionals and the articulation and precise 
definition of a corporate mission that enthrones the 
customer and marketing in the organisation.

The Nigerian manufacturer must therefore 
establish information system facilities and activities such 
as marketing research to identify, on a continuous basis, 
customer needs and wants, facilities for handling 
customer complaints, ways through which all company 
staff interact with customers and measurement and 
review mechanism to ensure that results are in tune with 
set objectives and targets whose major aim is the 
achievement of customer satisfaction always.

As for external marketing, marketers should pay 
adequate attention to customer needs in designing, 
pricing, distributing, physical evidences, process and 

Relationship Marketing as an Effective Strategy by IGBO Managed SMEs in Nigeria



 
 

 
 

 

 

 

promoting their products, which must be augmented 
with high quality services.  Marketing mix consistency 
must not only be an achievable objectives, it must also 
be achieved to avoid any dissonance among marketing 
elements.

 

Customer satisfaction is enhanced by easy 
accessibility of CEO’s and top management staff and 
workers by customers, high quality and reliable product 
delivery system, good customer relations and high 
quality and dynamic services to the customer.  Nigerian 
and Igbo entrepreneurs in order

 

to avoid the high failure 
rate among SMEs must practice those tenets of the 
relationship marketing concept to ensure customer 
satisfaction –

 

a sure recipe for success, and for the 
loyalty of customers.
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The Effect of Integrated Marketing 
Communication on Customer Based Brand 

Equity with Mediating Role of Corporate 
Reputation in Cellular Industry of Pakistan 

Muhammad Mubushar α, Imtiaz Haider σ  & Kamran Iftikhar ρ

Abstract - Purpose - In competitive environment the brand 
managers are under the pressure and the main headache of 
them how to build the brand equity for the identity, 
differentiation, and long term financial health of the company? 
This study investigates that whether marketers and brand 
managers should use the all the tool of marketing 
communication and which medium is stronger affect on the 
brand equity. 

Methodology/Design/Approach - This empirical study 
has been conducted in the area of Rawalpindi and Islamabad 
Pakistan. Data was collected from consumer of cellular phone 
with the help of adapted research questionnaire consisting of 
twenty five items for seven variables used in theoretical 
framework. Furthermore, SPSS software has been used for 
conducting reliability, correlation, regression, and mediation 
analysis. We have also used Baron and Kenny 2012. 

Practical implication - Setting the marketing strate-
gies for the effective brand management and achieving the 
overall goals of companies the mangers should focus on 
advertising, direct marketing and public relation in Pakistani 
context. 

Findings
 
-
 
The most important element of integrated 

marketing communication is advertising which plays signi-
ficant role to build the brand image in the eyes of customers. 
Secondly the price promotion also attracts the clientele and 
boosts the sale growth. The sale people is not contribute to 
building the brand equity according to the data of respondents 
due to sale persons of cellular deal only in the corporate 
sectors and facilitate the heavy users. 

 

Keywords
 

:
 

perceived advertising spending, price 
promotion, public relations, corporate reputation, brand 
equity.

 

I.
 

Introduction
 

his paper explores the role of integrated marketing 
communication on customers base brand equity in 
the five companies of cellular industry of Pakistan. 

The framework is developed with in the line of research 
and theory that Advertising, personal selling, price 
promotion, public relation and direct marketing have 
extensive  force on the ingredients of brand equity

 
which

 

is measured with the help of (brand awareness, brand
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association, brand loyalty and perceived quality (Aaker: 
1991).From the very beginning many companies are 
striving to develop the marketing strategies in order to 
gain the brand identity, sale growth and point of 
difference in the competitive environment. The appea-
rance of integrated marketing communication is beco-
ming very sophisticated tool for formulating the 
marketing strategies. Companies use it as weapon to 
remain competitive in the digital atmosphere. In start of 
1990 IMC become popular topic the field of marketing 
(Olof Holm: 2006). Large and multinational companies 
always inject dollarsto generate the brand name which 
helps to deviate it from the other competitors. For over 
the couple of years the area of brand equity has gained 
considerable research attention. The one best reason is 
that a powerful brand has a room to create the growth, 
market shares and the most essential assets of a 
business (customer’s loyalty). 

 A brand is define as any  name, term, sign, 
jingle, packaging, logo, design and combination of all 
which differentiate the product or service with the other 
products or services. (Philip kotler page: 198).Brand 
awareness, brand association, brand loyalty and per-
ceived quality are the four components of brand equity 
(Aaker: 1991). In addition to that a dominant brand 
elaborates a positive impact of product quality and 
delivers the brand awareness in consistent manners and 
builds the brand image. For the purpose of competition 
companies have different ways to transform the 
business with the help of changing business dimensions 
and opening the new branches or subunits. For 
instance, the trend of current research focuses the 
management and measurement of brand equity which 
enables the brand managers to formulate the 
appropriate branding strategies to reinforce the brand. 
Two school of thoughts exits in the ground of branding. 
One is set of assets and liabilities which is known as 
financial base equity and determine to judge the 
financial position of a company. Other is based on 
customers and so called customers base brand equity 
which is measured to know the productivity and 

T 

 ©  2013 Global Journals Inc.  (US)

21

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

attitudes of the customers towards the brand (Keller: 
1993). 

:



 
 

 
strong brand image in the corporate world. According to 
researchers the advertising and price promotions are 
enough tools to build the brand equity.

 

The present 
study answers the more important and explore able 
question that how customers fascinate toward the 
products or services and compelled by the force for 
purchasing and repurchasing. In his connection, which 
one facet of brand equity is vital to develop the required 
attitude of customers? Secondly, how the most 
important tools of has noteworthy effect on the brand 
equity. This study provide the bridge to fill the gap 
between literature and practical implication that for 
which communication tools for marketing and ingre-
dients of brand equity are important for the managers to 
focus and build the brand equity.

 
a)

 

Research

 

Questions

 
•

 

Have five dimensions of integrated marketing 
communication significant effect on brand equity in 
cellular industry of Pakistan?

 
•

 

Does the corporate reputation mediate between five 
facets of marketing communication and brand 
equity in cellular industry of Pakistan?

 b)

 

Research

 

Objectives

 
•

 

To examine the relation

 

among five facets of 
marketing communication and brand equity in 
cellular industry of Pakistan.

 
•

 

To identify

 

the most important facet

 

of integrated 
marketing communication

 

that affects the brand 
equity.

 •

 

To investigate the mediating affect of corporate 
reputation between various facets of marketing 
communication and brand equity.

 •
 

To provide the guidelines for brand mangers
 involved in developing marketing strategies for 

cellular industry of Pakistan.
 c)

 
Significance of the Study

 This study contributes simultaneously to identify 
the most important component of integrated marketing 
communication that builds up the brand equity to 
facilitate the brand managers. Also develops under-
standing about the dimensions of brand equity. The 
obvious reason is that without knowing the right 
communicational channel the health of brand cannot be 
maintained in the minds of the customers.

 II.
 

Literature
 
Review

 a)
 

Integrated Marketing Communications and its 
Components

 Marketing is the process by which companies 
generate values for the customers according to their 
need  and build long term relations  with customers in 
order to gain the value  from  the customers in return

(Philip Kotler: principle of marketing 13th

 

addition.p:5: 
2003). To enhance the value of market offering 
marketers use the combination more than a few 
methods, all have aim to raise the benefits and minimize 
the cost. In starting the marketers apply selling 
techniques and bring the highly standardize products in 
the markets with the help of mass marketing strategies 
for mass customers and later on the integrated 
marketing communication came to existence in 1990 
(Kotler, 2003).

 

Promotional tools are the combination of 
advertising, price promotion, personal selling, public 
relations and direct marketing (Blythe, 2000).

 

The IMC is 
basically related create awareness initially and capture 
the interest of target market.

 

The existence of integrated 
marketing communication is the fruit of rapid advan-
cement in technology and globalization.

 

(Olof Holm: 
2006).

 

A potent linkage exists between the allocation of 
advertising budget and customer’s perception toward 
the market offering

 

whereas the negative linkage 
between the advertising and capturing the market share. 

 
(George S. Low: 2000).

 

The creation of brand per-
sonality includes the corporate communication and the 
adjustment of brand life cycle. In this way a company 
can use the advertising strategy to influence the 
customers in the process of creating effective brand 
personality with aspect of his sincerity, emotional 
attachment and popularity (Rajagopal: 2006). Spon-
sorship advertising is the very good tool to build the 
brand equity. In today’s life which has become highly 
competitive environment for capturing the interest of 
customers. It is impossible that firms confine their 
communication by a single tool of communication.           

 
It should investigate that how a company may 
communicate with other tools like personal selling      
and public relatios. (Franc¸ois A. Carrillat and Alain 
d’Astous: 2009).

 
H1a

 

:  Advertising has a significant effect on 
brand equity.

 
H1b

 

: Corporate reputation mediates between 
advertising and brand

 

equity.

 
In the level of introduction the price promotion is 

a helping tool to uplift the unit sale but in long term it 
creates the negative impact on the health of brand.

 
(Chu-Mei-Liu: 2002). Price promotion is hurdle to create 
the association of brand with aspect of quality. 
Reduction in price has a more negative impression on 
the perceived quality among the all parts of brand 
equity.

 

(Michael Clayton and Jun Heo: 2011). Price 
premium especially in grocery sector stress on the 
brand equity regarding the four dimension of brand 
equity, packaging, attributes a quality. On grocery stores 
are more quality transparence in the perception of 
customers and high prices show the uniqueness and 
brand content. (Johan Anselmsson: 2007).

 

The Effect of Integrated Marketing Communication on Customer Based Brand Equity with Mediating 
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A huge chunk of budget is spent on the 
advertising in multinational companies to build the 

H2a : Price promotion has a significant effect on 
brand equity.



 
 

 
 

H2b

 

: Corporate reputation mediates between 
Price promotion and brand equity

 
Personal selling has a valuable impact on the 

brand loyalty. Companies use the personal selling 
strategies to build up the customer trust which 
strengthen the brand loyalty of customers and con-
tribute the brand equity. The impact of PR is moderating 
on brand, when a company has a unfavorable brand 
image, it should use the personal strategies to capture 
the customer trust (An-Tien Hsieh

 

and Chung-Kai

 

Li: 
2007). 

 H3a:

 

Personal selling has a significant effect on 
brand equity.

 H3b:
 

Corporate reputation mediates between 
price promotion and brand equity.

 
In marketing communication the direct or online 

marketing environment provide the  sufficient challenge 
and opportunities which is very important to enhance 
the brand image and develop the brand strategies in the 
era of online branding (Jennifer Rowley: 2004). Text 
messaging is using as a tool of marketing to remind the 
customers rather than a comprehensive marketing 
campaign with the improving of marketing strategies as 
well as service quality. The management should make 
sure the least possible irritating while developing the 
message marketing strategies. Interactive ad is mostly 
used in text marketing campaign in today 
world.(Phumisak Smutkupt, Donyaprueth Krairit and Do 
Ba Khang : 2012). Direct marketing create the per-
ception among the customers that company has a 
variety of products, values for money and allow them to 
compare the prices and this tool is mostly using by the 
brand managers to concentrate on brand equity(Rosa E. 
Rios and Hernan E. Riquelme: 2008) 

H4a: Direct marketing has a significant effect on 
brand equity. 

H4b: Corporate reputation mediates between 
direct marketing and brand equity. 

Management of public relation and the training 
of sale persons may help to establish the brand strength 
for a company which differentiates the firm in 
competitive environment. (Patrick Poon, Gerald Albaum 
and Peter Shiu-Fai Chan: 2012).

 

b)
 

Brand Equity and its Dimensions
 

Brand is an asset which is developed and 
managed cautiously.

 
Brand equity is the different set of 

assets which differentiate the market offering and 
knowing the effects on customers attitude and behavior

 

(Philip Kotler in principles of Marketing p:203).Brand 
equity is built and measure by the four path  awareness 
of brand,  association of brand, loyalty and perceived 
quality.. (Aker: 1991).

 
If we talk about brand equity in 

hotel markets then brand equity consists on brand 
awareness, brand association, perceived quality and 

brand loyalty.
 

The very first three components are 
responsible to give knowledge to the customers about 
the brand and impinge on the brand loyalty which is the 
core part of brand equity.

 
For the perspective of creating 

brand awareness and brand association noteworthy role 
is advertising and word of mouth. (Jing Bill Xu and 
Andrew Chan: 2009).

 
The equity of brand may diverge 

from culture to culture. For instance, in American culture 
the perceived quality considers for the building and 
measuring the brand equity whereas tin Korean culture 
brand loyalty is the main and major evaluation of brand 
equity. The most obvious reason is that that the brand 
loyalty creates by the advertising in Korea.

 
In retail 

industry the electronic media and internet are the best 
channels to build up the brand equity (Jaehee Jung and 
Eunyoung Sung: 2006).Brand association and brand 
loyalty is the essence of brand equity.. The focusing 
element is loyalty to develop the brand equity.

 
(Xiao 

Tong and Jana M. Hawley: 2009). If the high behavioral 
loyalty by the customers the more brand equity will 
consider. There is no relation between behavioral loyalty 
and belief, but behavioral loyalty and belief 
simultaneously add in the loyalty regarding attitude.

 (Steven A. Taylor and Kevin Celuch: 2004).
 
Satisfaction 

and loyalty of attitude are the main deriving forces and 
enable the customers to make the purchasing among 
the availability of different brands. To enhance the brand 
loyalty companies must focus on additional services in 
the most expensive brand where the switching cost of 
brand is very high

 
(Ahmed H. Tolba and Salah S. 

Hassan: 2009). Social responsibility for the welfare of 
the society leverage the perceived quality, reputation of 
company and loyalty with company and all three 
components leads to develop the brand equity.

 
(Urszula 
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Świerczyńska- Kaczor1, Paweł Kossecki: 2007). Corpo-
rate social responsibility is defined as that all programs 
for the betterment of social structure that sustain the 
performance of the business. CSR are those self 
initiative activities which monitor the business in ethical, 
social and legal framework to gain the social reputation 
n in society. According to the report of    world Business 
Council for Sustainable Development (WBCSD) that 
CSR is the duties of a business which are directly 
connected with employees, their families and their living 
standards (WBCSD, 2001). CSR is the name of 
enriching the society, economic contribution, and align 
the business with the prospect of society. But in today,s 
world it has become the stylish instrument to earn the 
business. In spite of enough knowledge and attentions 
the concept of CSR is undefined.(Dima Jamali Ramez 
Mirshak, 2007). Corporate social responsibility has 
become an authentic rule to judge the financial position 
of a company. (Marc VilanovaJosep Maria Lozano
Daniel Arenas: 2008). In the culture of Italy the 
enormous companies fulfill the social responsibility by 
the environmental management, local employment, 
scheming and reporting strategies.



 
 

 
(Francesco Penini Angeloantonio Russo 

Antonio Tencati: 2007).

 
H5a: Public Relations has a significant

 

effect on 
brand equity.

 
H5b: Corporate reputation mediates between 

public relations brand equity.

 
c)

 

Corporate Reputation as a Mediator

 
A mediator is a variable that signify the new 

relation

 

between the independent variable and 

dependent variable. Mediator is an essential part of 
conceptual model. The full mediation occurred when the 
relation between the predictor and criterion variable 
would be zero. 

Corporate reputation mediates between facets 
of marketing communication and  brand  equity:  Accor-
ding to Kenny and Preacher (2012) two steps conte-
mporary approach to mediation analysis used for 
current research. 
 

III.

 

Theoretical

 
Frame

 
Work

 
 

   
                  a

     
       b

 

                      

 

 
C’

 
 C
 

 

 
IV. Methodology   

The population of the study is the consumers of 
cellular companies operating in Pakistan Rawalpindi and 
Islamabad.

 
135 Five point likert scale questionnaire 

consisting of twenty seven items were used to collect 
data through convenient sampling.  

 The questionnaire used in the surveys of five 
facets of marketing communications, corporate repute-
tion and brand equity, as well as respondent demo-
graphic information. Some questions were particularly 
included to judge the respondents’ perception regarding 
marketing communication facets, corporate reputation 
and brand equity for specific regional brand. Each 
respondent was investigated

 
to point out

 
his awareness 

about brands. Respondents, who
 

have brand 
awareness about particular brand, were asked if they 
tried that brand. If so, they were asked

 
to report their 

perception regarding IMC medium advertising,
 
personal 

selling, price promotion, public relation and direct 
marketing, corporate reputation and brand equity. The 
seeming responses were

 
scaled on a five-point lickert

 differential scale indicating strongly agrees to strongly 
disagree as the end points. The survey mechanism was 
pre-tested and then modified as a result of the pretest 
(Huntet al., 1982). The questionnaire items used to 
determine marketing communication and brand equity 
are presented in Appendix-I.

 

Step 1:  BE = Co+ C1AD+C2PS+C3PP+C4PR+C5DM+e1 (1) 

Step 2:   CR = ao+a1AD+a2PS+a3PP+a4PR+a5DM+e2 (2) 

Step 3 & 4:  BE = Ćo+ Ć1AD+Ć2PS+Ć3PP+Ć4PR+Ć5DM+bCR+e3
  

(3)

V.
 

Findings And Results
 

a)

 
Reliability 

 

Analysis

 

We check the reliability of all variables which are 
explaining under the following.

 

Cronbach’s alpha was 

calculated to measure the reliability after putting the 
data in SPSS. We collect the data from respondents with 
the help of lickert scale. The higher value of cronbach,s 
alpha depicts the higher reliability. The value of 
cronbach,s alpha is less than .60 shows poor reliability, 

Integrated marketing 
Communication

 
1.

  
Advertising 

 2.
 

Price promotion
 3.

 
Personal Selling

 4.
 

Direct Marketing
 5.

 
Public Relations

 

Brand Equity
 1.

 
Brand awareness

 2.
 

Perceived Quality
 3.

 
Brand 
Association

 4.
 

Brand loyalty
 

 

 Corporate Reputation
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between .60 to .70 is acceptable, greater than .70 is 
good and above .80 is very good.  In this study we used 
seven types of variables to investigate the relationship 
between IMC and brand equity. The cronbach,s Alpha 
value of perceived advertising spending is .784, price 
promotion is .771, personal selling is .880, corporate 
reputation is .661, public relations is .594, direct 
marketing is .621 and brand equity is .845 respectively. 

 
 
 
 
 
  

b) Reliability Statistics 

Variables No. of 
items 

Cronbach,s 
alpha 

 Advertising  5 .784 

Price promotion 3 .771 

Personal selling 3 .880 

Corporate 
reputation 

3 .661 

Public relation 3 .792 

Direct marketing 3 .621 

Brand Equity 7 .845 

It shows that all variables have the reliability in 
acceptable range. 
 

c) Respondents Summary 
Type  of 

Respondents 
Valid Frequency Percent Valid 

Percent 
Cumulative 

percent 
Gender Male 

Female 
Total 

106 
34 

140 

75.7 
24.3 
100 

75.7 
24.3 
100 

75.7 
100.7 

Age Below 25 
Above 25 
Total 

102 
38 

140 

72.9 
27.1 

100.0 

72.9 
27.1 

100.0 

72.9 
100.0 

Company 
Preferences 

Mobilink 
U- phone 
Telenor 
Zong 
Warid 
Total 

20 
70 
30 
16 
4 

140 

14.3 
50.0 
21.4 
11.4 
2.9 

100.0 

14.3 
50.0 
21.4 
11.4 
2.9 
100 

14.3 
64.3 
85.7 
97.1 

100.0 

Experience Below  5 
Years 
Above  5 
Years 
Total 

72 
68 

140 

51.4 
48.6 

100.0 

51.4 
48.6 

100.0 

51.4 
100.0 

 

The above table shows the frequency of 140 
respondents in which 106 (75.7%) are male and 34 
(24.3%) are female respectively out of 140. The age of 
respondents is mostly above 25 years which is 72.9% 
and 27.9 are under the 25 years. The usage of moblink, 

Correlations
 

  
PAS

 
PS

 
PP

 
CR

 
PR

 
DM

 
BE

 

PAS

 

Pearson Correlation

 

1

       

Sig. (2-tailed)

        

N

 

140

       

PS

 

Pearson Correlation

 

.290**

 

1

      

Sig. (2-tailed)

 

.001

       

N

 

140

 

140

      

PP

 

Pearson Correlation

 

.333**

 

.359**

 

1

     

Sig. (2-tailed)

 

.000

 

.000

      

N

 

140

 

140

 

140

     

CR

 

Pearson Correlation

 

.396**

 

.598**

 

.548**

 

1

    

Sig. (2-tailed)

 

.000

 

.000

 

.000

     

N

 

140

 

140

 

140

 

140
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U-Phone, Telenor, Zong, Warid are 20(14.3%), 
70(27.1%), 30(21.4), 16(11.4%), and (4%) respectively. 
51% users are using the connection of brand above five 
years and 48.6% are using below the 5 years.



 
 

PR Pearson Correlation .396** .598** .548** 1.000** 1   

Sig. (2-tailed) .000 .000 .000 .000    

N 140 140 140 140 140   

DM Pearson Correlation .340** .489** .424** .500** .500** 1  

Sig. (2-tailed) .000 .000 .000 .e of 000 .000   

N 140 140 140 140 140 140  

BE Pearson Correlation .569** .396** .442** .680** .680** .441** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 140 140 140 140 140 140 140 

**. Correlation is significant at the 0.01 level (2-tailed).     

Correlation is used to determine the relationship 
between a set of two variables. The most important 
factor is that it tells about that how much relationship is 
existing between two variables. In this study we used 
correlation method to judge the relationship of variables. 
The value of correlation lies between -1 to +1. Positive 

value shows that the relationship exists. The more the 
positive value shows that the more stronger relation exist 
between two variables. The coefficient values of adver-
ting, price promotion, personal selling, public relations, 
corporate reputauion, brand equity is equal 1 which 
shows that all variables correlate with each others. 

d) Multiple Regression Analysis 

Model Summary 

Model
 

R
 

R Square
 Adjusted R 

Square
 Std. Error of the 

Estimate
 

1
 

.759a

 
.576

 
.560

 
.43290

 

a. Predictors: (Constant), DM, PAS, PP, PS, PR
 

In the above table the value of R square is .576 
is a clear indicator that in model the five independent 
variables contribute up to 57%.

 

e)
 

Results of Variance (ANOVA)
 

In the following table the df cell the valu 5 tells 
us that our independent variables are five. The value of 

P is 36.386
 

is on the stage  of 0.00 indicates the 
dependent variable (Brand equity) is significantly 
influence by

 
the five independent variables (advertising, 

price promotion, public relations, direct marketing, 
personal selling, and corporate reputation).

 

Anovab

 

Model
 Sum of 

Squares
 

Df
 Mean 

Square
 

F
 

Sig.
 

1
 

Regression
 

34.095
 

5
 

6.819
 

36.386
 

.000a
 

Residual
 

25.112
 

134
 

.187
   

Total
 

59.207
 

139
    

a. Predictors: (Constant), DM, PAS, PP, PS, PR 
  

b. Dependent Variable: BE     

f)  Coefficient Analysis 

Coefficientsa
 

Model

 

Unstandardized 
Coefficients

 

Standardized 
Coefficients

 t

 

Sig.

 

B

 

Std. 
Error

 

Beta

 1

 

(Constant)

 

-.098

 

.312

  

-.315

 

.753

 AD

 

.389

 

.071

 

.342

 

5.453

 

.000

 

PS

 

-.068

 

.071

 

-.070

 

-.961

 

.338

 PP

 

.019

 

.047

 

.027

 

.395

 

.693

 PR

 

.587

 

.090

 

.531

 

6.545

 

.000

 DM

 

.084

 

.072

 

.082

 

1.178

 

..000

 a. Dependent Variable: BE

 

    In Above table the beta value of advertising .342 
is high at significant level which tells that in building 
brand equity the more contribution of adverting. The 

© 2013  Global Journals Inc.  (US)

  
 

26

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r

(
)

E
The Effect of Integrated Marketing Communication on Customer Based Brand Equity with Mediating 

Role of Corporate Reputation in Cellular Industry of Pakistan

beta value of personal selling is negative and 
insignificant due to no contribution. Similarly public 
relation does not contribute to brand image. The reason 



 
 

 
 

is that price promotion reduces the brand image in the 
mind of customers regarding quality. Public relations 
and direct marketing are significant which influence the 
brand equity.

 

g)

 

Measuring Direct and Indirect Effect

 

as Per Baron 
and Kenny (2012)

 

As per Baron and

 

Kenny’s (2012) modern 
mediation analysis require putting values of c’ and

 

a and 

b coefficients in model , and solving it for total effect c, 
and then decaying the total effect in to its

 

direct (c’) and 
indirect effects (ab), using the following formulas.

                   Direct effect (%) = (c’ / c) x 100           

 

(3)

 Indirect effect (%) = (ab / c) x 100

 

Table 1 :
  

Total, direct and indirect effects
 

  

Coefficients
 

AD
 

PP
 

PS
 

PR
 

DM
 A

 
.090

 
.190

 
.301

 
.149

 
.09

 B
 

.753
 

.753
 

.753
 

.753
 

.753
 c'

 
.309

 
.029

 
.106

 
.257

 
.029

 Ab
 

0.843000
 

0.143070
 

0.226653
 

0.112197
 

0.067770
 c = (c' + ab)

 
1.152000

 
0.172070

 
0.332653

 
0.369197

 
0.096770

 Direct effect (c’/c)
 

0.268229
 

0.168536
 

0.3186
 

0.6961
 

0.2996
 In %

 
26.82

 
16.85

 
31.86

 
69.61

 
29.96

 Indirect effect 
(ab/c)

 
0.7317

 
0.8314

 
0.6813

 
0.3038

 
0.7003

 In %
 

73.17
 

83.14
 

68.13
 

30.38
 

70.03
 

 We checked the mediation role of corporate 
reputation between advertising, public relations direct 
marketing and brand equity directly and indirectly. The 
direct effect of AD, PP, PS, PR and DM is 26.82%, 
16.85%, 31.86%, 69.61 % and 29.96% on brand equity 
respectively. The indirect effect of same variable is 
73.17%, 83.14%, 68.13%, 30.38% and 70.03% 
respectively.

 
h)
 

Sobel Test 
 For the calculation of H0:ab

 
= 0, Sobel test 

uses the following test statistic.
 

              Test:Zab= ab/sab

   
  
 
(4)

 

 
Which follows Z-distribution, that is, 

ab/sab

 
will within

 
the range of

 
1.96± interval for an ab

 
= 

0; and if, it will
 
outside of the stated interval. Where sab

 has to be computed, using formula:
 sab

 
=√(a 2s 2

b+ b 2s 2
a)

   
  
 
(5)

 Where sa

 

and sb

 

are the standard errors of a
 and b, respectively.

 Table 3 provides detailed computations done 
for Sobel test, using formulas given in 9 (a&b).

 
 

Table 2

 

:

 

Computations for Sobel test

  

 
Sobel test 

computations
 

AD
 

PP
 

 PS
 

PR
 

DM
 a2

 

0.0081

 

0.036100

 

0.0906

 

0.02220

 

0.008100

 b2

 

0.5670

 

0.5670

 

0.5670

 

0.5670

 

0.5670

 sa

 

.071

 

.063

 

.042

 

.072

 

.069

 sb

 

.069

 

.069

 

.069

 

.069

 

.069

 s2
a

 

0.5041

 

0.0039

 

0.0017

 

0.5184

 

0.0047

 s2
b

 

0.4761

 

0.4761

 

0.4761

 

0.4761

 

0.4761

 a2s2
b

 

0.0038

 

0.0171

 

0.0431

 

0.0156

 

0.0038

 b2s2
a

 

0.2858

 

0.0052

 

0.0009

 

0.2939

 

0.0026

 sab

 

0.5381

 

0.1493

 

0.2097

 

0.5563

 

0.0800

 Zab

 

0.1259

 

0.9582

 

1.0808

 

0.5350

 

0.8471

 
 Statistic Zab, calculated for meditational effect 
(ab)

 
of CR on variables PP and PS and PR

 
falls within 

the 1.96± interval, and it shows corporate reputation 
does not mediate between integrated marketing 
communication and brand equity.

 
 

 

VI.

 

Limitaion of Study

 

The limitation of this study is that the role of 
integrated marketing communication on brand equity 

was checked in telecom sectors of Pakistan with the 
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sample size consist 135 questionnaires. The more 
important thing is that this study conduct is business to 
consumer markets and its results may wary when it will 
conduct in business to business markets and with high 
sample size. 



 
 

 

VII.

 

Conclusions and 
Recommendations

 

This research has elaborated on the concept of 
brand equity and provided a theoretical framework is 
totally based on the vast literature review. |This 
proposed framework shows the four ingredients of 
brand equity brand loyalty, perceived quality, brand 
awareness and brand association.

 

Corporate reputation 
is added to the traditional branding model in an attempt 
to highlight the experiential brand image attributes that 
are measured by customers’ perceptions of the 
fulfillment of their socio-psychological needs during their 
telecom network purchase. The dimensions of brand 
equity are proposed to be advertising, direct marketing, 
and public relations, all of which telecom managers 
have utilized to build such equity. Advertising, direct 
marketing and public relations which formulate 
customers’ direct experiences, mainly shoulder the 
responsibility of creating brand awareness and brand 
associations that reflect search image attributes.  
Advertising is a proxy of customers’ direct experiences, 
and direct marketing mainly bear on the establishment 
of corporate reputation toward brand loyalty and overall 
brand equity.

 

Enlighten of this research that in the IMC 
adverting has the main contribution which is very 
sophisticated tool to capture the interest of customers 
and build the brand equity. Public relations and direct 
marketing are also drivers to channelize the brand 
image. Price promotion contributes to negative brand 
image it boosts sale but destruct the image of company 
in long term. The result of personal selling is 
insignificance, the most obvious reason is that in cellular 
industry the main users of these brands are common 
consumers and companies use the sale people in 
corporate sector, bulk transactions and heavy users. So 
the common customers have no opportunity to meet 
face to face with sale people of cellular industry. 
Corporate reputation does not mediate between the 
integrated marketing communication and brand equity 
in cellular industry of Pakistan. It is clear indicator that 
there is gap between two cultural, intellectual and 
empirical spheres. This is area of considerable attention 
of professional, academician and marketing practitioner 
to fill the gap in order to develop the strategy at the 
corporate level. This gap can be packed by international 
research and reconsidering educational programs 
regarding management, and marketing communi-
cations.

 

This research can be generalized to apply more 
than one segment, region, and other industries and 
stages of market development to get additional insight 
in the brand equity.
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The Effective use of Relationship Marketing 
Strategy for Customer Satisfaction and 

Retention by IGBO SMES in Nigeria 
Ayozie Daniel Ogechukwu α, Dr. Umukoro. G. Francis σ & Dr. Jacob. S. Oboreh ρ  

Abstract - This chapter contains the general introduction to our 
study. The research is expected to discuss the background of 
study which highlights what marketing and relationship 
marketing is, and its emergence as a strategy by Igbo SMEs in 
Nigeria.  The research will go further to discuss our statement 
of problems, the research questions, research hypotheses, 
objectives of the study, significance and scope of the study, 
and the foreseeable  limitations of the study. The significance 
and research questions form the basis of the hypotheses 
formulated. 

I. Background of the Study 

elationship marketing, according to Gordon 
(1998) is not a wholly independent philosophy but 
draws on traditional marketing principles. This 

view suggests that the basic focus upon customer 
needs still applies but that it is the way marketing is 
practised that requires changing fundamentally 
Christopher et al (1996).  If RM is indeed a descendant 
of traditional marketing then a good starting point in 
developing a definition of relationship marketing would 
be to look at how marketing has traditionally been 
perceived.  This traditional view might be summed up 
succinctly using the Chartered Institute of Marketing’s 
(CIM 1963) definition of marketing as: 

The management process of identifying, 
anticipating and satisfying customer requirements 
profitably. 

This definition includes a number of assu-
mptions that are important in the discussion of relational 
strategy development. ‘Process’ assumes that tradi-
tional marketing is a series of activities carried out as 
part (only) of a company’s other functions.  It implies a 
functional marketing department responsible for a fixed 
number of responsibilities presumably closely asso-
ciated with the ‘marketing mix’. It also implicitly suggests 
that ‘identifying, anticipating and satisfying customer 
requirements’ is the singular responsibility of the 
marketing department. ‘Profitably’ is assumed to  
 
 

Author  α : The Department of Marketing School of Management 
Studies The Federal Polytechnic Ilaro. 

E-mail : danayo2001@yahoo.com 

Authors  σ  ρ : The Department of Business Administration Faculty of 
Social Sciences Delta State University Abraka. 

mean that these responsibilities are carried out in a 

competitively superior manner Gordon
 
(1998), although 

there is no indication of the time scale over which this 
profitability should be measured.

 This description of traditional marketing and 
others of a similar nature emphasise, above all, the 
functional and process nature of traditional marketing 
and make no explicit recognition of the long-term value 
of the customer Buttle

 
(1996).  The focus of traditional or 

mass marketing also implies that whatever the status of 
the customer (non-customers, current customers and 
past customers) they are all treated in the same way 
and are of comparable worth status to the organisation.

 Berry (1983) was among the first to introduce 
the term ‘relationship marketing’ as a modern concept in 
marketing.  He suggested that this ‘new approach 
should be defined as:

 
Attracting, maintaining and…enhancing 

customer relationships.
 

While recognising that customer acquisition 
was, and would remain, part of a marketer’s 
responsibilities, this viewpoint emphasised that a 
‘relationship view of marketing’ implied that retention 
and development were of equal (or perhaps even 
greater) importance to the company in the longer term 
than customer acquisition.  It further implied, by 
differentiating between customer types, that not all 
customers or potential customers should be treated in 
the same way.

 
Relationship marketing (RM) has been a topic 

of serious discussion among academics and marketing 
practitioners for the best part of 20 years.  It was, 
however, during the last decade of the 20th

 century that 
relational strategies gained a wider following, and that 
debate on relationship marketing began to dominate the 
marketing agenda.  During this period relationship 
marketing was probably the major trend in marketing 
and certainly the major (and arguably the most 
controversial) talking point in business management. 
Relationship marketing in the 1990s became the leading 
topic of discussions at academic conferences in 
Europe, North America, Australia and elsewhere around 
the globe.  Relationship marketing was frequently the 
subject of dedicated practitioner conferences, academic 

R 

 ©  2013 Global Journals Inc.  (US)

31

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

journal articles, (as a general topic, in relationship 



 
 

marketing editions of major publications as well as in at 
least one dedicated Relationship Marketing Journal,( the 
International Journal of Consumer Relationship Mana-
gement), and specialist marketing magazines.  Rela-
tionship marketing was the basis of academic and 
practitioner texts by major marketing writers e.g. 
McKenna, (1991); Christopher et al., (1991); Payne et 
al., (1995), and such was RM’s perceived importance 
that all, marketing books will include at least one section 
dedicated to the concept.

 RM’s rise to prominence was rapid.  As the last 
decade of the 20th Century passed into history, the 
number of devotees to the concept continued to grow 
fast.  Indeed, RM had, according to one prominent 
marketing writer became an important reference point in 
marketing and management.  If this was true of 
marketing academics, then marketing practitioners were 
just as enthusiastic.  Indeed, practitioner’s interest 
became the driving force behind RM’s growth O’Malley 
and Tynan, (1999), with innumerable case studies 
reported at conferences, in magazines and in texts 
supporting and justifying the relational approach.

 Claims for the benefits of relational strategies 
were numerous, not least that RM was becoming a 
unifying force within marketing. Mattson (1997b) 
suggested that here at last, there was a concept within 
marketing research that served as the generic context 
for all marketing transactions, whether products or 
services, consumer or industrial. Gronroos (1996) 
believed that RM represented the biggest change in 50 
years, in effect ‘taking marketing back to its roots’.  
Relationship marketing, it was being suggested, was a 
(or is the) ‘new marketing paradigm’ Kotler, (1992, 
Gummesson, (1999) and a ‘paradigm shift’

 
Sheth and 

Parvatiyar,
 
(1983); (Gronroos, (1994); Morgan and Hunt, 

(1994) and was taking place in marketing practice and 
thought.  Major companies (e.g. British Airways, Boots, 
Coca Cola Nigeria, First Bank, Union Bank, Virgin 
Nigeria Airways, Tesco etc) were confident enough 
about RM’s capabilities to appoint RM managers and 
directors whose principal function was to operationalise 
the concept.  At around the same time Safeway became 
the first UK supermarket chain to set up a dedicated RM 
team.  Relationship marketing was in vogue among 
contemporary marketing academics and practitioners, 
not only in service and inter-organisational contexts, 
from where it had developed, but even in consumer 
markets, where it had initially been overtly shunned 
O’Malley and Tynan, (1999).

 While most marketers approached the concept 
with some level of rationality, there were some claims 
that were almost messianic in nature.  Reichheld (1990) 
suggested that the relational concept represented a 
‘shift in business thinking, as fundamental as the shift to 
a Copernican sun-centred system was for astronomers’.  
Elsewhere, he suggested that the benefits of loyalty-

based marketing represented ‘a kind or miracle of 
loaves and fishes’. According to Reichheld (1990) 
relationship marketing was the ‘battle cry’ of the 1990s.  
The ‘marketing mix’ and other aspects of ‘traditional 
marketing’ were, it was suggested, dying: ‘Long live 
Relationship Marketing”

 Businesses and Companies, especially the Igbo 
owned SMEs have for long used the Relationship 
Marketing Strategy to attract and retain customers. It is 
not an entirely new concept, but a refocusing of the 
traditional marketing concept, with the emphasise now 
on customer value.

 The attempt to provide answers to the Role of 
Relationship Marketing Concept and Strategies as a 
competitive tool by Igbo SMEs has led to this study.  
The focus of this study therefore shall be to analyse the 
Role of Relationship Marketing Strategies and 
Concepts, as a competitive strategy to the growth of 
Igbo SMEs in Nigeria.  The study will also examine the 
various RM strategies and theories, the procedures to 
handle customer complaints, and what the SMEs must 
do to attract, maintain, retain and enhance customers 
relationships which will in effect lead to profitability.

 
a)

 
Statement of Research Problem

 There is that tendency that when new ideas in 
management emerge, a lot of people tend to embrace 
them keenly for a while and to see them as the ultimate 
solution to what ever problems that we perceive to exist 
(Payne et al, 1998).  Equally there is a tendency to put 
them aside after the initial novelty has worn off, and they 
are found to be not quite the panacea that are once 
thought.  Marketing has been proved to this “flavour of 
the mouth”

 
syndrome.  The Experience curve, the 

Boston Matix, all useful tools in themselves are recent 
examples of ideas that achieved widespread coverage 
and brief acclaim, only to be quietly dropped by many of 
their advocates shortly afterwards.

 Already there are people who would claim that 
“relationship marketing” is another of these short-life 
cycled management phenomena.  Indeed there is 
always a danger that when something is presented as 
new and different, it will be oversold and thus be 
rejected when it fails to deliver everything that was 
promised. 

Relationship marketing as it presented is not in 
itself a new concept; rather it is a refocusing of 
traditionally marketing with a greater emphasis being 
placed upon the creation of customer value.  Customer 
value is the summation of all the positive effects that a 
supplier has upon the customer’s business or in the 
case of end users, their personal satisfaction. 

Creating or enhancing customer value clearly 
requires a detailed understanding of the customer’s 
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value chain and in paricular whereabouts in that chain, 
the opportunities for value enhancement lies.

The Effective use of Relationship Marketing Strategy for Customer Satisfaction and Retention by IGBO 
SMES in Nigeria



 
 

 
The fundamental principle upon which rela-

tionship marketing is founded is that the greater the level 
of customer satisfaction with the relationship, not just 
the products or services, then the greater the likelihood 
that the customer will stay with us.

 
The importance of retaining customers is that 

there is strong evidence that customer retention and 
profitability are directly related.  It seems that the longer 
the customer stays with a seller/producer, the higher the 
likelihood that they will place a greater amount of 
business with them, even to the extent of single 
sourcing.  Further, there is likelihood that these retained 
customers will cost less to service and that they will be 
less likely to be motivated by price.

 
Over the years in Nigeria, few companies in 

particular the Igbo SMEs have practised RM concept, 
strategy and practice.  Especially among the Igbo 
SMEs, it has been a fairly old practice, although used 
ignorantly and crudely. In some of the companies it was 
not used at all or is inappropriately used.

 
Inspite of the apparent usefulness of marketing 

and relationship marketing in particular, the Igbo SMEs 
are yet to properly accept, adopt and use it.  RM has not 
been fully integrated into the normal marketing and 
Business strategy of the Igbo SMEs Companies/Firms.

 
Igbo SMEs are yet to fully understand the usefulness of 
customer retention as compared to customer 
acquisition. RM has not been appropriately used

 

by 
Igbo SMEs. Igbo SMEs devote much time to customer 
acquisition, only to loose such customers to competitors 
and competing products in a short period of time. 
Customer acquisition by companies and their managers 
was akin to looking for a needle in the haystack, finding 
it and then throwing it back,

 

only to look for it once 
again. It is not worth the time and money to get 
customers if one cannot keep them.

 
This study therefore will address the main 

impact of Relationship Marketing as a strategy and 
concept to be used by the Igbo SMEs,

 

and discover 
why most of the Companies are yet to accord it a proper 
place in the life of a business. It will identify the modern 
strategies involved, how to treat customer complaints, 
how to attract, enhance, maintain, adopt

 

and retain 
customers,

 

for the purpose of customers satisfaction, 
loyalty and profitability.

 b)

 

Objectives of the Study

 
As implied from the statement of research 

problems, this study has the following objectives. The 
main objective is to provide the basis for the 
understanding of the relationship marketing concept 
and strategies as used by the Igbo managed SMEs in 
Nigeria. In this regard, we will examine what relationship 
marketing means to Igbo SME operators, and the extent 
of acceptability. We will also examine the “internal 
relationship marketing” within the firms and external 
relation strategies used to attract, maintain, enhance 

and retain customer loyalty and to maintain a 
competitive advantage. The specific objectives are to:

 

i.

 

To examine the extent of acceptance, adoption 
and usage of the relationship marketing concept, 
and strategies.

 

ii.

 

To find out if the size of the Igbo SMEs and a well 
defined and comprehensive mission statement is 
related to the degree of the implementation of the 
relationship marketing concept, and strategies.

 

iii.

 

To examine if the level of education and 
experience of the owner manager/CEOs of the 
Igbo SMEs has any positive influence on the 
implementation of the relationship marketing 
concept  and strategies by the firms.

 

c)

 

Scope of the Study 

 

The boundaries of the area covered by this 
study are determined by its time dimension, the type 
and nature of the industry and the number and spread 
of the Igbo SMEs. The study is concerned with 50 
SMEs, in seven states of Nigeria. Ogun, Lagos, Abia, 
Edo, Delta, Bayelsa and Rivers, established between 1st

 

January 1992, and December 2007, a period of 15 
(fifteen) years. The period of 15 years is considered long 
enough to enable us have the within the population of 
SMEs of our study, those that are old enough and well 
established, and SMEs of various sizes with diverse 
relationship marketing practices and performance 
profiles.  Specifically the SMEs will be in the areas of 
retailing, provision stores, automobile spare parts, 
electronic sales, pharmaceuticals, and medical sales.

 

Thus, it is hoped that this will enable us to arrive 
at some useful academic and empirical evidence and 
data that will facilitate the establishment of the sort of 
relationships anticipated in the objectives enumerated 
above.

 

d)

 

Research

 

Questions

 

This study aims to provide answers to the 
following questions;

 

i.

 

Do Igbo SMEs, accept, use and adopt the 
relationship marketing concept and strategies?

 

ii.

 

Is the size of the Igbo SMEs and a well defined 
comprehensive mission statement directly related 
to the implementation of the relationship marketing 
concept and to the level of customer satisfaction?

 

iii.

 

Is the level of education and experience of owner 
managers/CEOs of Igbo SMEs influence positively 
on the implementation of the relationship 
marketing concept and strategies?

 
 
 
 

 ©  2013 Global Journals Inc.  (US)

33

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

e) Research Hypotheses
This research shall attempt to test and find 

solutions to the following formulated hypotheses. They 
are;

Ho : That Igbo SMEs do not accept, use, and 
adopt the relationship marketing concept and strategies.

Ho : That the size of the Igbo SME and a well 
defined comprehensive mission statement is not related 
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to the degree of the implementation of the relationship 
marketing concept by the firm and to the level of 
customer satisfaction.

 

Ho

 

:

 

That the level of education and experience 
of the owner-manager/CEO of the Igbo SME does not 
influence positively the level of implementation of the 
relationship marketing concept (RMC)  and strategies by 
the firm.

 

II.

 

Literature

 

Review

 

What is marketing? Ask 30 experts and you will 
get 30 different answers. It indicates how interesting 
marketing is. A google search of the term marketing 
generates an outstanding 35. 4 million matches, and the 
phrase marketing defined, yields a small but still 
spectacular 1.63 million matches. From this

 

search it 
becomes apparent that the term marketing is vast and 
wide.

 

Marketing has a bad press. Phrases like 
“marketing gimmicks”, “marketing puffery”, “marketing 
plays” and “marketing tricks” abound (Jobber 2004). 
The result is that marketing is condemned by 
association. Yet this is unfortunate and unfair because 
the essence of marketing is value, not trickery. 
Successful companies rely on customers returning to 
repurchase a product. The goal of marketing is long 
term satisfaction, not short term deception. This view is 
reinforced by the writings of top management consultant 
Peter Drucker, who stated,

 

“Because the purpose of business is to create 
and keep customers, it has only two central functions –

 

marketing and innovation. The basic function of 
marketing is to attract and retain customers at a profit 
(Drucker 1954).

 

The learning from this statement is three fold;

 

First, it places marketing in a central role for 
business success, since it is concerned with the 
creation and retention of customer. 

 

Secondly, it implies that the purpose of 
marketing is not to chase any customer at any price. He 
used profit as a criterion. While profit may be used by 
many commercial organizations, in the non-profit sector, 
other criteria might be used.

 

Third, it is a reality of commercial life, that it is 
more expensive to attract new customers than to retain 
existing ones. It costs seven times as much to acquire a 
new customer, as it costs to get a current customer to 
buy from a seller again.

 

Indeed the costs of attracting a new customer 
have been found to be up to seven times higher than the 
costs of retaining old ones,

 

Roserberg and Czepeil 
1983). Consequently marketing orientated companies 

recognize the importance of building relationships with 
customers, by providing satisfaction and attracting new 
customers, by creating added value.

 

Gronroos (2000) has stressed the importance of 
relationship building in his definition of marketing in 
which he describes the objective of marketing as to 
establish, develop and commercialise long term 
customer relationships so that the objectives of the 
parties involved are met.

 

Finally, since most markets are characterized by 
strong competition the statement suggests the need to 
monitor and understand competitors, since it is to rivals 
that the customers will turn, if their needs are not being 
met.

 

Marketing exists through exchanges. Exchange 
is the act of process of receiving something from 
someone by giving something in return. The something 
could be a physical good, service, idea or money. 

 

Money facilitate exchanges so that people can 
concentrate on working at things they are good at, earn 
money (itself an exchange), and spend it on products  
and services which someone else has supplied (Jobber 
2004).

 

The objectives are for all parties in the exchange 
to feel satisfied. So each party exchanges something of 
less value than that which is received.

 

The idea of satisfaction is important to suppliers 
of products, because satisfied customers are more likely 
to return to buy more products than dissatisfied ones. 
Hence the notion of customer satisfaction as the central 
pillar of marketing is fundamental to the creation of a 
stream of exchanges upon which commercial success 
depend.

 

Building customer relationships based on 
customer value and satisfaction is at the very heart of 
modern marketing (Kotler and Armstrong 2004).

 

a)

 

Marketing Defined

 

What then does the term marketing mean? 
Many people think of marketing only as selling and 
advertising. No wonder every day we are bombarded 
with television commercials, newspaper adverts, 
directional offers, sales calls and internet pitches. 
However, selling and advertising are only a tip of the 
marketing iceberg. Although they are important, they are 
only two of many important marketing functions and are 
often not the most important ones. (Kotler and 
Armstrong 2004).

 

Today marketing is understood not in the old 
sense of making a sale “Telling and Selling” but in the 
new sense of satisfying customer needs. If the marketer 
does a good job of understanding consumer needs, 
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develops products that provide superior value, prices, 
distributes, and promotes them effectively, then these 
products will sell very easily, and customers will be 
retained.

“Marketing is managing profitable customer 
relationships”. (Kotler 2004).  The two-fold goal of mar-
keting is to attract new customers by promising superior 
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value and to keep and grow current customers by 
delivering satisfaction.

 

Kotler earlier on defined marketing as a social 
and managerial process by which individuals and 
groups obtain what they need and want through 
creating, offering and exchanging products of value with 
others. (Kotler 1997)

 

In addition, his definition highlights the 
importance and role of exchange, transaction, and the 
development and sustenance of relationships over time.

 

Exchange takes place where there is sufficient 
match or overlap in the want lists of the marketer and 
the consumer. The marketer’s task is to formulate and 
implement an offer that motivates the consumer into a 
transaction activity. Transaction marketing is part of a 
large idea called Relationship Marketing (RM), which is 
the practice of building long term satisfying relationships 
with key parties; customers, suppliers, distributors, in 
order to retain long term preference and business. 
Mckenna (1991) 

 

Kotler and Armstrong (2004) defined marketing 
as a social and managerial process by which individuals 
and groups obtain what they need and want through 
creating and exchanging products and value with 
others.

 

To explain this definition, we have to examine 
the following important core marketing concepts such 
as Needs, Wants, Demands, Marketing Offers 
(Products, Services and Experiences) Value And 
Satisfaction, Exchanges, Transactions, Relationships 
And Markets.

 

The American Marketing Association explains 
that “Marketing is the process of planning and executing 
the conception, pricing, promotion and distributing of 
ideas, goods and services to create exchanges that 
satisfy individual and organizational objectives/goals.

 

Earlier on, the same AMA (1965), defines 
marketing as “The performance of business activities 
that direct the flow of goods and services from the 
producer to the consumer or user. (The American 
Marketing Association Committee of Definition 1965).

 

What this definition implies is that marketing starts only 
after the production of the goods and services, hence, it 
is an outdated one, and replaced by the one mentioned 
before it.

 

A definition by Glos and Baker (1972) sees 
marketing as involving a two fold task;

 



 

Discovering what goods and

 

services consumers 
need and want, and

 



 

Providing these items for them in the places where 
the consumers/customers are, at the times that they 
want them and at prices that they are able and 
willing to pay”.

 

According to this conception of marketing, it 
starts before goods and services are produced, and 
involves the flow of the goods and service to the 

consumers who demand them. It does not end after the 
sales have been made. It’s object is to provide 
satisfaction to the customer, and at a profit to the 
company. 

 

Gronroos (2000) states that “the common 
theme that surrounds the vast majority of marketing 
definitions is that marketing is the planning and 
implementation of almost everything; that an 
organization does to facilitate an exchange between 
itself and its customers”.

 

As it facilitates exchange, marketing looks 
beyond its own organizational boundaries and takes into 
account external forces that exists in the business 
environment. Marketing efforts are then adjusted 
accordingly to facilitate exchange under

 

the new set of 
conditions.

 

As conditions continue to change, so does the 
marketing effort. Consequently marketing is a conti-
nuous and dynamic strategic decision making process.

 

McDonald (1991) defined marketing as a mat-
ching process between a company’s capabilities and 
the wants of customers”.

 

The simple lesson is that all firms have a unique 
set of capabilities in the form of resources and 
management skills, which are not necessarily capable of 
taking advantage of all marketing opportunities as 
effectively and competitively as other firms. In summary, 
the matching process between a company’s capabilities 
and customer wants is fundamental to commercial 
success.

 

Czintota et al (1997) stated that “marketing is 
the process of planning and executing the conception, 
pricing, promotion and distribution of ideas, goods and 
services to create exchanges that satisfying individual 
and organizational goals”.  To Hoffman et al, marketing 
facilitates the exchange process by providing a variety 
of marketing activities that benefit customers, producers 
and channel intermediaries, namely wholesalers and 
retailers as explained in the diagram below.
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MARKETING ACTIVITIES

UTILITY CREATION
Exchanges that satisfy
individual and organizational
goal

Buying
Selling
Transportation
Storing
Financing
Risk taking
Standardizing and Grading
Acquiring and Providing 
Information

Form Utility
Place Utility
Time Utility
Ownership Utility

 

Marketing Facilitates Exchange 

Source : Czinkota et al 1997. 

The Chartered Institute of Marketing (CIM) 
United Kingdom provides a typical definition of mar-
keting, 

“Marketing is the management process which 
identifies, anticipates and supplies customer require-
ments efficiently and profitably. 

While customers may drive the activities of a 
marketing oriented organization, the organization will be 
able to continue serving its customers only if it meets its 
own objective. Most private sector organizations operate 
with some kind of profit related objectives, and if an 
adequate level of profits cannot be earned from a 
particular group of customers, a firm will not normally 
wish to meet the needs of that group (Palmer 2000) 
Where an organization is able to meet its customers 
needs effectively and efficiently, its ability to gain an 
advantage over its competitors will be increased (for 
example by allowing it to sell a higher volume and/or at 
a higher price than its competitors. It is consequently 
also more likely to be able to meet its profit objectives. 

Other definitions as itemized by McDonald 
(1991) in the “exercise marketing orientation section, of 
the Marketing Audit textbook”, includes; 

“Deciding what the customer wants, arranging 
to make it, distributing and selling it at a profit”. 

“Marketing perceives consumption as a 
democratic process, in which consumers have the right 
to select preferred candidates. They elect them by 
casting their money votes to those who supply the 
goods or services that satisfy their need”.  

“Marketing is the planning; executing and 
evaluating of the external factors related to a company 
profit objectives”. 

“Marketing involves adjusting the whole activity 
of a business to the needs of the consumer or potential 
customer”. 

“Marketing is concerned with the idea of 
satisfying the needs of customers by means of the 
product and a whole cluster of things associated with 
creating, delivering and finally consuming it”. 

 
 b)

 

Operational Definition of Small and Medium Scale 
Enterprises

 

There is no universal definition of small scale 
industry (SSI). The definition varies from country to 

countries and from institution to institutions within the 
country based on the policy focus of different 
institutions, and sometimes based on the level of 
development and technological advancement of a 
nation.  Definition also change overtime, owing to 
changes in price levels, advances in technology and 
other considerations. Criteria that can be used in the 
definition of SSIs,

 

SMEs, SSEs  are (Small Scale Enter-
prises often include capital investment (fixed assets), 
annual turnover, gross output and employment ).(Alawe 
2004). These factors are used because they are 
functional and easy to measure.

 

In Nigeria, before 1992, there were varied 
definition of SSEs or SMEs, adopted by different 
institutions including the Central Bank of Nigeria, Centre 
for industries research and development (CIRD), 
National Association of Small Scale Industrialists 
(NASSI), the Federal Ministry of Industry, the Centre for 
Management Development (CMD) etc. In 1997 the 
National Council on

 

Industry (NCI). Streamlined the 
definitions of industrial enterprises for recurrent review 
every four years (Alawe 2004). In July 2001, the National 
Council industries at its 13th meeting in Markudi, Benue 
State (NCI –

 

13) made the following revisions.

 

Micro Cottage Industry -

 

This is an industry with 
capital employed of not more than N1.5 million working 
capital. But excluding cost of land and or a labour size 
of not more than 10 workers.

 

Small Scale Industry (SSI) -

 

This is an industry 
with total capital

 

employed of over N1.5 million. But not 
more than N50 million including working capital but 
excluding cost of land and/or a labour size of 11 –

 

100 
workers.

 

Medium Scale Industry (MSI)-

 

An industry with a 
total capital employed of over N50 million but not more 
than N200 million, including working capital but 
excluding cost of land and/or a labour size of 101 –

 

300 
workers..

 

Large Scale Industry (LSI)-

 

An industry with total 
capital employed of over N200 million, including working 
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capital but excluding cost of land and or a labour size of 
over 300 workers.  Comparatively must advanced 
countries seemed to have agreed on a maximum limit of 
500 employees as a small form.
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c)

 

Development in Relationship Marketing Research 

 

In the mid seventies, Bagozzi (1975) began to 
gain an understanding of marketing activities as an 
exchange process between the seller and buyer, 
thereby forming a basis for subsequent conceptu-
alisation of relationship marketing.

 

Accepting the view that a customer relationship 
comprises various exchange processes, the question 
arise as to how the relationship changes over time.  In 
this regards one recognizes several relationship phases 
that first came under discussion in the early eighties 
(Dywer, Schurr and Oh 1987, Ford 1980)

 

The possibility of being able to delineate phases 
within a relationship makes it necessary to design 
relationship marketing explicitly. This conceptualisation 
was seen for the first time in the early eighties in the 
research field of services marketing (Berry 1983). 
Building upon Berry’s conceptualisation of three levels 
of relationship marketing, the published literature on this 
field can be classified into three broad approaches, 
(Palmer 1996) at a tactical level, relationship marketing 
is used only as a sales promotion tool, at a more 
strategic level, the process by which suppliers seek to 
tie in customers through legal, economic, technological 
and time bonds become more relevant, and at the 
philosophical level relationship marketing refocuses 
marketing strategy away from

 

products and their life 
cycle towards customer relationship like cycles.

 

Around 1990, particularly in the industrial sector, 
it was established that exchange processes occurred 
not only between two individual exchange parties but 
also to a degree between several parties directly or 

indirectly in contact with each other. The result was that 
the attributes of interaction and net working became the 
subject of further research on relationship marketing 
(Hakansson and Snehota 1995, Anderson Hakansson 
and Johanson 1994, Ford 1990).

 
At the beginning of the nineties, an after effect 

of analyses and discussion on customer relationships 
was that customer retention entered the center stage of 
marketing research as marketing’s target parameter 
(Reichheld and Sasser 1990).

 
Relationship marketing, originally applied only in 

the areas of capital assets and services,  but has since 
the tail end of the last millennium been related to 
consumer goods ,also in that brand relationships are 
being considered as research elements. (Fournier 
1998).

 
Additionally, diverse relationship construct like 

commitment, trust (Morgan and Hunt 1994) and 
relationship quality (Liljander and Strandvik 1995) have 
shifted into the midst of marketing science, to help shed 
light on the emergence of customer retention and long 
term customer relationships.

 
The research field of relationship termination 

whose essence is the breaking up and recovery of 
customer relationships is being increasingly subsumed 
under relationship marketing (Roos 1999, Stauss and 
Friege 1999, Stewart 1998, Roos and Strandvik 1997).

 
Developments in customer relationship 

research in the marketing science field have had an 
impact on both the direction of the research and the 
concept of relationship marketing.

 

De
ve

lop
me

nts

Consumer
Marketing

Consumer
Marketing

Consumer
Marketing

1970 1980

Relationship Marketing

Relationship Phases Relationship Constructs

Customer Retention

Marketing as an Exchange Brand Relationships

Interaction/Networks

Berry 1983
Gummesson 1987
Gronroos 1994

Ford 1980
Dwyer, Schurr and Oh 1987

Morgan and Hunt 1994
Lijander and Strandvik 1995

Jacoby and Chestnut 1978
Reichheld and Sasser 1990

Bagozzi 1974
Bagozzi 1975

Sheth and Parvatiyar 1995
Founier 1998

Ford 1990
Hakansson and Snehota 1995

1990

Time

2000

Relationship Termination
Keaveney 1995
Strandvik and Tornroons 1997
Stauss and Friege 1999

 
Developments in relationship marketing research

 

Adapted from Bruhn (2003)

Relationship

 

Marketing as a

 

concept was taken 
a stage further by, among others, Gronroos (1990), who 
challenged the traditional notion that marketing need be 
an adversarial contest between the company and the 
customer.  Certainly in the past markets had been 

frequently conceived as ‘battlefields’ and marketing 
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practice dominated by combative battle metaphors 
(fight, competition, capture, take-over etc).  The general 
view of the traditional marketing model was of 
businesses vying to be winners over not only their 
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competition but their customers as well. RM, in contrast, 
implied a focus on building ‘value-laden relationships’ 
and ‘marketing networks’ (Gronroos, 1994) rather than 
such confrontation.

 

A change in attitude away from the traditional 
‘winner and loser’ philosophy was becoming apparent. 
Sheth and Sisodia (1999) noted the clear evidence of a 
shift away from the adversarial mind-set implied by the 
‘bargaining power’ perspective towards a cooperative 
stance focused on mutual gain.  Gummerson (1999) 
suggested that the RM approach resulted in both 
parties deriving value from the transaction, and that 
shared value was a key objective in the design and 
implementation of an RM programme. In effect 
‘relational marketers’ were seeking strategies that 
produced ‘win-win’ situations (Gummerson, 1987) with 
both parties gaining value from the buyer-seller 
partnership.  The result was to be achieved through 
mutual exchange and fulfilment of promises by both 
parties in a series of interactions over the lifetime of their 
relationship. (Gronross, 1994)

 

This view of marketing also implied that 
suppliers were not alone in creating or benefiting from 
the value created by the company.  Rather RM was seen 
as an ongoing process of identifying and creating new 
value with individual customers and then sharing the 
value benefits with them over the lifetime of the 
association (Gordon, 1998). A ‘relationship’, in these 
terms, was definable as the sum total of ‘meaning-filled 
episodes’ where relational partners co-produce value 
(Buttle, 1997).

 

d)

 

The Definition, Domain and Dimension of Relation-
ship Marketing

 

The emergency of relationship marketing 
(Hennig, Thurau and Hanseen 2000; Gummesson 1999, 
Payne 1995, Gronroos 1994, Berry 1983) is founded on 
a criticism of pure transaction focused marketing. Critics 
claim that traditional marketing concepts and methods 
developed over decades are based exclusively on 
transaction (Brodie et al 1997, Juttner and Wehrli 1994). 
Not only strategic marketing approaches, but also 
cooperative marketing instruments (e.g. product 
merchandising, pricing, sales promotion etc) are 
accordingly aimed at the initiation of transactions with 
customers often not even clearly defined. However 
transaction marketing is fraught with problems with 
respect to the underlying marketing philosophy, the 
structuring of instruments, and the marketing organi-
zation.

 

All along, customer needs have been by 
definition, at the center of deliberations on the marketing 
philosophy. However in a corporation’s guidelines or 
other strategic documents on corporate practice this 
essential customer related aspect is seldom seen to an 
adequate degree. On the contrary, structuring of 
marketing activities exclusively in line with the marketing 

mix leads to a production and services based marketing 
definition (Gronroos 1993) frequently used in practice as 
a customer manipulation instrument (Gummesson 
1994).

 

There is a tendency when new ideas in 
management emerge to embrace them keenly for a 
while and to see them as the ultimate solution to 
whatever problems we currently perceive to exist. 
Equally there is a tendency to put them aside after the 
initial novelty has worn off, and they are found to be not 
quite the panacea that we once thought. Marketing has 
been prone to this “flavour of the mouth” syndrome. The 
Boston matrix, the directional policy matrix, all are useful 
tools, are recent examples of ideas that achieved 
widespread coverage and brief acclaim, only to be 
quietly dropped by many of their advocates shortly 
afterwards.

 

Relationship marketing is not in itself a new 
concept, rather it is a refocusing of traditional marketing 
with a greater emphasis being placed upon the creation 
of customer value (Payne et al 1995). Customer value is 
the summation of all the positive effects that a supplier 
has upon the customer’s business, or in the case of end 
users, their personal satisfaction.

 

e)

 

Relationship Marketing Definitions

 

Most of the concepts, ideas and developments 
discussed above are present in Gronroos (1994) refined 
definition of RM in which he described the objectives of 
RM as to:

 

Identify, establish, maintain, and enhance and, 
when necessary, terminate relationships with customers 
and other stakeholders, at a profit so that the objectives 
of all parties involved are met, and this is done by 
mutual exchange and fulfilment of promises.

 

No definition will ever be perfect and it may well 
be that other ideas and concepts may in times also 
require inclusion.  For the purposes of introducing RM, 
however, this definition will, for the moment, suffice.  In 
later, we will investigate more closely how these 
concepts were translated into strategies and tactics and 
their perceived benefits. 

 

In particular we will look at the 
claims that are implicit in this definition.  These may be 
seen to include six dimensions that differ significantly 
from the historical definition of marketing (Gordon 1998).  
These are that:

 



 

RM seeks to create new value for customers and 
then share it with these customers.

 



 

RM recognises the key role that customers have 
both as purchasers and in defining the value they 
wish to achieve.
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 RM businesses are seen to design and align 
processes, communication, technology and people 
in support of customer value.

 RM represents continuous cooperative effort 
between buyers and sellers.
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RM recognises the value of customers’ purchasing 
lifetimes (i.e. lifetime value).

 



 

That RM seeks to build a chain of relationships 
within the organisation, to create the value 
customers wants, and between the organisation 
and its main stakeholders, including suppliers, 

 

On the tactical side comparisons have been 
suggested (Payne et al., 1995,) between

 

the different 
approaches to customers that Transaction Marketing 
(TM) and RM take.

 

-

 

Relationship marketing is attracting, maintaining 
and enhancing customer relationships (Berry 1983)

 

-

 

The goal of relationship marketing is to establish, 
maintain and enhance

 

relationships with customers 
and other parties at a profit so that the objectives of 
the parties involved are met. (Gronroos 1990).

 

-

 

Relationship marketing is an integrated effort to 
identify, maintain and build up a network with 
individual consumers and to continuously 
strengthen the network for the mutual benefit of both 
sides, through interactive, individualized and value 
added contacts over a long period of time (Shank 
and Chalasan1992)

 

-

 

Relationship Marketing is about understanding 
creating and managing

 

exchange relationships 
between economic parties, manufacturers, service 
providers, various channel members and final 
consumers (Moller 1992).

 

-

 

Relationship marketing refers to all marketing 
activities directed towards establishing, developing 
and maintaining successful relational exchanges 
(Morgan and Hunt 1994).

 

-

 

Relationship marketing is to establish maintain, 
enhance and commercialise customer relationships 
so that the objectives of the parties involved are 
met. This is done by a mutual exchange and 
fulfilment of promises (Gronroos 1994).

 

-

 

Relationship marketing is a marketing orientation 
that seeks to develop close interactions with 
selected customers, suppliers and competitors for 
value creation through cooperative and collabo-
rative efforts (Sheth and Parvatiyar 1995)

 

-

 

Relationship marketing is marketing seen as 
relationships, networks and interaction (Gumme-
sson 1999).

 

 

 

The Shift to Relationship Marketing

 

Difference between transactional focus and 
relationship focus.

 

Transactional Focus

 

Relationship Focus

 

*Orientation to single sales

 

*Discontinuous customer 
contact

 

*Focus on product features

 

*Short time scale

 

*Little emphasis on 
customer service

 

*Limited commitment to 
meeting customer 
expectations

 

*Quality is the concern of 
production staff

 

*Orientation to customer 
retention

 

*Continuous customer 
contact

 

*Focus on customer value

 

*Long time scale

 

*High customer service 
emphasis

 

*High commitment to 
meeting customer 
expectations

 

*Quality is the concern of 
all staff

 

Source : Payne et al (1998).

 

f)

 

A Practical Relationship Marketing Approach For 
Customer Retention By Igbo SME Entrepreneurs

 

The way many companies relate to customers 
is akin to looking for a needle in a hay-sack, finding it 
and then throwing it back to look for it once again. It is 
not worth the time and money to get the customers if 
you don’t keep them.

 

Because of the growth mentality that pervades 
consumer marketing ,most of its efforts  have been 
geared towards attracting a stream of new customers 
.As a  result ,the front –end function

 

of customer getting 
commands a substantial portion of money/naira 
budgets, top and lower management attention and very 
talented marketing personnel. The back-end efforts of 
customer retaining are neglected (Rosenberg, Czepiel 
2000, Payne et al 1995).

 

The area of customer retention requires 
attention because of two basic reasons:

 

Efficiency: It is estimated that the average 
company spends seven times more to get a new 
customer than it does to hold a current one. A lost 
customer reduces company profits by $118(N11,800), 
compared with a $20(N2,000) cost to keep a customer 
satisfied.(Kotler 1997)

 

Effectiveness: In most cases than is assumed, 
marketing can succeed in building a loyal following of 
repeat buyers rather than constantly wooing new 
recruits. This activity can ensure a defensible and 
growing market share.

 

The above two advantages are being enjoyed 
by the consumer marketers, and the Igbo managed 
SMEs who aware of the potential of holding onto 
customer (for example -automobile parts sellers, 
pharmaceutical sellers, super markets, banks and many 
retail firms).

 

A passive approach to customer keeping may 
prove harmful to the Igbo SMEs or other companies. A 
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marketing strategy that goes after both new and old 
customers is generally not effectively addressing the 
existing customers. Some companies seem hooked on 
steady doses of fresh customers to cover up regular 
losses of existing ones.

The Need for Customer Retention in Nigeria; 
Igbo managed SMEs have recognized that customer 
retention is becoming very important as forces reshape 
both the Nigerian and foreign environment, in which the 

distribution channels, intermediaries and share-
holders.
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customer marketing operates. Simply winning new 
customers becomes  a riskier way to prosper at the 
same time  the yields increase from holding onto 
customers –including getting more business from them 
.The reasons why customers in Nigeria and elsewhere 
must be kept includes the following;

 

-

 

Lower growth of population and income, especially 
with the global economic melt down and credit 
crunch in the past years appreciates the reasons 
and assets of existing customers.

 

-

 

New product opportunities–

 

always limited by 
technological developments are harder to find and 
hold on to, as more companies pounce on the 
attractive new products available.

 

-

 

Pressure to reduce consumer dissatisfaction 
creates a need to better care for customers 
especially after sales

 

-

 

Customer loyalty erodes when there is a wide range 
of similar nationwide products and retailers.

 

The upshot of these trends is that the 
aggressive growth philosophy of most companies 
becomes questionable because it cannot be sustained. 
Most marketing managers today grew up and 
prospered in an era when marketing’s principal job was 
getting new customers. Now the need is to conserve a 
company’s customer base and to enlarge its buying 
activity .Igbo SME managers are now interested in the 
task of keeping and retaining their customers.

 

g)

 

The Ways Igbo SMES Retain their Customers in 
Nigeria

 

More and bolder initiatives in holding onto 
customers are occurring among SMEs and companies 
of various sizes .Although the situation differ from 
consumer goods versus service and from durables 
versus non-durables. Customer keeping approaches 
are tailored to these diverse products.  Igbo 
SMEs/Companies are benefiting more from their current 
customers through the customer-portfolio analysis, a 
customer retaining marketing mix, and a reorganization 
for customer retention.

 

i.

 

Customer Portfolio Analysis

 

The first strategic customer keeping consi-
deration involves knowing the purchasing history of a 
product’s or company’s customers. For each product 
there is a customer portfolio, which is a combination of 
customer types that generates sales and resulting profit. 
An optimal customer portfolio consists of a balance of 
new and repeat buyers yielding target sales and profits.

 

The construction of a customer portfolio begins 
with determining meaningful customer classification 
based on market research of actual purchase patterns. 
Most Igbo managers monitor some customer cate-
gories, such as current customers, new customers, 
brand switchers, trial users, customers who upgrade 
their purchases and those obtaining products for trade 
in.

 

The portfolio segments can be measured in 
terms of number of customers, number of purchases, 
demographic and psychographic profiles, and 
contributions to sales and profits.

 

Three basic factors are considered in seeking 
the optimal balance in a customer portfolio. First, 
products vary according to how readily product 
differences can be perceived by consumers. When 
products are selected on the basis of objective 
superiorities after consumers have tried them, keeping 
these customers is relatively easy. When product 
characteristics are experienced largely on a subjective 
basis ,(as are cosmetics and beer), brand switching  
usually results more from the consumer’s needs for 
variety, than from product dissatisfaction. Second, 
product category volume growth affects the balancing of 
a customer portfolio Having too large a proportion of 
repeat purchases in the rapid growth stage of a market 
may indicate insufficient attention to the getting function. 
Continually generating a large proportion of new buyers 
in the maturity stage may signify an underdeveloped 
keeping function. Third, the relative costs and benefits of 
attracting and retaining customers must be gauged. 
This requires the calculation of costs involved in winning 
new customers and holding onto present ones, against 
benefits in terms of revenues contributed by each of 
these groups. These figures can be estimated from the 
data generated in test market experiments.

 

The customer portfolio must be based on 
sound customer feedback research. Most marketing 
research is project oriented. It addresses known or 
assumed problems, or it evaluates specific market 
opportunities. The customer feedback survey is geared 
to monitor

 

marketing performance by periodically 
measuring how satisfied (or dissatisfied) customers are. 
(Czepiel et al 1979). Quantifying customer feedback 
over time provides a revealing indicator of changes and 
of marketing effectiveness. It also can flag trouble

 

spots 
.The amount and content of unsolicited customer 
complaints reflect a biased sample, but the survey puts 
them into proper perspective.

 

ii.

 

Customer Retaining Marketing Mix

 

The marketing mix is a central concept in 
devising a marketing strategy.  Because of the company 
bias favoring customer getting, specific actions to retain 
customers receive less planning attention than they 
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deserve. One remedy is to conceive of two separate 
marketing mixes, one for customer getting and the other 
for customer keeping. Several major elements should be 
part of the new marketing mix for customer retention, 
such as; product extras, reinforcing promotions, sales 
force connections, specialized distribution and post-
purchase communication.

Using Product extras in keeping customers 
requires giving them more than the basic product that 
initially attracted them. Product extras for individual 
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main approach is to create a total product service 
system. Whatever the customers purchased initially, the 
company then

 

present them with related benefits 
provided by other items in the product line. In this way 
they come to realize the existence and value of a total 
consumption system. Many Igbo owned fast food selling 
companies no longer just sells snacks and burgers ,but 
complete meals, also for different times of the day

 

(breakfast, lunch, dinner)and different services(eat in, or 
take out or take away)The customer gets involved in the 
system rather than focusing solely on the basic product, 
which might be subject to aggressive competition. Most 
Igbo SMEs at some predictable date after purchase 
offers some items as replacement for parts of the 
products used up or some basic gift items.

 

On reinforcing promotions, the product 
promotions work better when aimed at existing 
customers. If a marketer knows who these customers 
are, benefits can be obtained by giving them reinforcing 
communications. First, tuning in to customers makes it 
possible for the company to advance their levels of 
knowledge and loyalty on products purchased. To some 
SMEs, advertising and couponing to keep customers, 
involves a defensive approach to play up product quality 
and preempt rival new entries. Secondly, this type of 
promotion can introduce customers to the firm’s other 
products especially through cross sampling. A list of 
actual customers makes possible direct communication 
with them. Igbo owned SMEs build such lists through, 
sales receipts, warranty cards, credit account records, 
and marketing research surveys. One promotional 
device for reinforcing customers involves customers’ 
only publications. These are targeted to buyers who 
have already exhibited some degree of commitment to 
the product or company, by one or more purchases. 
The vehicles take the form of periodic newsletters, 
special reports, exclusive catalogs, and annual reports. 
A prime moment to add to the customer’s momentum is 
after the purchase act. Any consumer doubts or 
confusion concerning the purchase can be reduced at 
that time. Telephone calls are made

 

to determine 
customer satisfaction or dissatisfaction with a purchase. 
Direct mail is also effective. Letters are written to ask 
about satisfaction with the previous purchase, furnish 
further product or usage information, present offers for 
other products

 

or suggests a time to buy the new 
model. Increasingly, telemarketing is used to follow up 
purchases .Telephone calls are a more personal and 
immediate approach than the mail.

 

In Sales Force Connections, the sales force 
plays a decisive role in the customer retention function. 
At a retail or service counter, the sales person is the 
focal point of the company’s strategy and is the firm to 
the customer (Czepiel 1980). The sales force must be 
oriented to serving a long term relationship with the 

customer. Sales person who lacks preparation and 
knowledge about the SMEs product line and who tries to 
sell a product rather than solve customer problems, 
usually do not keep customers for long. The roots of 
such a situation lie with sales force management and 
with the sales person. Selection, Training, and 
Compensation that foster short run goals achievement 
gear a sales force to today’s results at the expense of 
tomorrows. Igbo SMEs managers who desires to attract 
a loyal customers, tends to hire better qualified 
salespeople, train them more, and pay them above 
average salaries. Others recruit sales personnel at very 
young ages and mentor then until they have learnt the 
rudiments of the business, before they are assisted 
financially to set up their respective SMEs. This has 
contributed to the sustenance of the entrepreneurial 
skills of the Igbo speaking business people. The sales 
force ability to help customers is enhanced by 
supportive expertise. When customers’ problems arise, 
the salesperson can call upon a team of specialists. 
Another source of expertise can come from a 
computerized databank, which provides routine 
information (costs, inventory stocked, and delivery time.

 

iii.

 

Specialized Distribution

 

To make products available to the buyers, 
distribution systems generally focus on where the 
ultimate transaction takes place. In considering getting 
and retaining as separate function, the possibility exists 
for arranging distribution along these two lines.

 

The first method used, involves a separate 
distribution channels for the getting and keeping 
functions. One channel is designed to entice, welcome 
and complete purchases by new customers. The other 
serves the need of repeat customers .No particular 
channel lends itself to this distinction; instead it depends 
on how the distribution strategy is formulated. In many 
cases, both roles are played by one distribution unit, 
especially in a retail unit. Yet even in a single location, 
layout of facilities can separately handle attracting and 
retaining customers. For example large bank branches 
can locate various functions in specific physical areas. 
One designated counter is where accounts are opened 
and services arranged for the first time. In another 
corner is found the automated –teller center where 
convenience minded customers use a computer 
terminal at any hour of the day for the variety of banking 
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customers over time can play sales expansive role. The 

transactions.The same situation also applies to large 
Igbo retail stores ,where there are separate outlets for 
both old and new customers.

Vital to a manufacturer’s distribution strategy is 
having a dealer support to foster repeat buying of all its 
brands. Through an exclusive or selective distribution 
network, the retailers and Igbo entrepreneurs develop a 
commitment to the brand when they receive adequate 
attention from the manufacturer.
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iv.

 

Post Purchase Communication

 

A company must anticipate that some 
customers will encounter either minor or serious 
problems after purchasing .If the company is not ready 
to hear and correct these difficulties, the customer may 
not repurchase or may

 

cancel the arrangement .Whether 
the company or customer is at fault, standby post 
purchase activities can be instrumental in saving these 
customers. The frontline for customer’s complaints and 
inquiries should be assertive customer relations. This 
can consist of a separate department or the function 
can be assigned to those personnel already dealing with 
customers. At best it should be a blend of the two. A 
company should encourage customers to initiate 
contact whenever the need arises, to clarify instructions, 
to request further information, to point out a problem or 
to seek a remedy. Information hotline, response cards 
and service desks facilitates these processes.

 

v.

 

Reorganization for Customer Retention

 

The lack of organizational coordination and 
control frequently contributes to the loss of customers. 
This problem takes two basic forms; a lack of sensitivity 
to customer turnover rates, and insufficient linkage 
between the marketing function and the operations 
group (manufacturer and service).

 

Because customer turnover is an accepted fact 
of life, it often goes unmeasured. Thus marketers should 
set acceptable target turnover rates for evaluating 
market performance. In the absence of clearly defined 
limits on customer turnover, organizations find it easy to 
rely on promotions to recruit new batches of customers.  
In consumer goods companies, the prized assignments 
are on new products (with their promising growth 
potential), while established brands (unless very large 
ones) are favoured less.

 

Another approach is to assign executive 
accountability for customer keeping.  Establishing a 
management post for taking care of old business may 
make as much sense as one for prospecting new 
business or for developing new products.  In some 
companies, consumer affairs directors have taken on 
this role.

 

Inadequate coordination between marketing 
and the operations group characterizes many types of 
firms.  This lack applies especially to service businesses 
where marketing has done less to determine product 
attributes and where

 

customers find product quality 
difficult to measure.  Coordination problems frequently 
result in overselling, where marketing sees its task solely 
as attracting customers by promising virtually anything. 
Expectations of the product or service benefits 
generated by such an approach become so inflated that 
the customer will invariably be disappointed by the 
actual performance.

 

To improve the coordination between marketing 
and operations, clearly specifying the interdependency 

of both functions should help.  This can mean targeting 
some promotional strategies toward repeat usage while 
pursuing trial purchases.  For the operations group it 
entails accepting the primacy of the customer as arbiter 
of product quality and service.  This should be followed 
up with setting and periodically revaluating quality and 
service standards.

 

III.

 

Research

 

Design

 

and

 

Methodology

 

a)

 

Research Population

 

The population of the study is the group about 
whom the study focuses on. It is the totality of the 
subjects or elements being studied and to which the 
conclusions or generalization of our results will apply. 
(Yomere . and Agbonifo, 1979).

 

Population is the entire or whole elements of a 
group that has the probability of being chosen for a 
given problem of study.

 

For the purpose of this study, our population 
shall be the Igbo Entrepreneurs/Owners/ CEOs of the 
SMEs and their Customers.

 

This study is on the Relationship Marketing 
Concept,

 

Strategies and Performances of Igbo speaking 
SMEs in Nigeria.  Our specific study area will be  made 
up

 

of seven states in Nigeria: Lagos, Ogun, Abia, Edo, 
Delta, Bayelsa and Rivers. These seven contiguous 
states have a large SME population. (Federal Ministry of 
Industries Survey of SMEs 2000). Most business 
activities in Nigeria are done in those areas.  The area 
has the characteristics of a mini-Nigeria with its multi-
ethnic features and the dualism of having both civil 
service towns and industrial cities.  Benin City,

 

Aba 
Yenogoa, and Abeokuta are essentially civil service 
towns.  Warri is an industrial/commercial city while Ikeja 
and Port Harcourt combine both features of being 
administrative centres and industrial cities.  Thus, there 
are good reasons to argue that the findings of this study 
may be generalized to the urban areas of the country, or 
at least, to the urban centres of Nigeria.
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b) Sample Size
The following sample size will be adopted;

i. The initial sample of 150 Igbo SMEs will be 
distributed as thus:

Lagos: Apapa and Ikeja 40
Ogun: Ijebu-Ode & Abeokuta 20
Abia: Umuahia &Aba 20
Edo: Benin City & Auchi 20
Delta: Asaba & Warri 20
Bayelsa: Yenogoa 10
Rivers: Port Harcourt 20

150
The choice of these urban centres is informed 

by the fact that majority of SMEs are located in such 
centres and a vast majority of their consumers live in 
urban centres or are inter-city consumers/commuters.
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i.

 

For each city/town, a list of Igbo SMEs, where 
available, was the main source of information.

 

    

 
 

c)

 

The Research Instrument

 

An important part of this study shall centre on 
developing on appropriate instrument for eliciting 
information from the Igbo SME entrepreneurs and their 
customers.  To acquire this, the researcher shall design 
questions titled, Relationship marketing an effective 
strategy by Igbo Managed SMEs in Nigeria, and this 
shall be given to the SMEs and the customers alike to 
answer.

 

This will be made up of two sets of 
questionnaire, one to be completed by the Igbo SMEs 
and the other by their customers.  The first will contain 
four sections A, B, C and D.  Section A will ask the 
respondents to provide information on the age, and 
corporate status of the company, the CEO’s relationship 
with the company, his educational qualifications and 
cognate experience.  The status of the company will 
either be a limited liability one or just a registered 
business name or a business that is operational for over 
fifteen years and owned by an Igbo Entrepreneurs

 

Section B, will have to do with finding out to 
what extent Igbo speaking SMEs have accepted and 
adopted the relationship marketing concept, techniques 
and strategies.  Respondents will be asked to show the 
degree of their acceptance of the concept by indicating 
on a Likert-type scale how much they agreed or 
disagreed with the meaning of the relationship 
marketing concept, strategies

 

and techniques. There is 
the belief that what the firms actually did in practice 
would influence their choice.  This hope was supposed 
to be realized through respondents’ answers to sub-
section B1(b) where they will be requested to rank the 
six competitive strategies stated in this

 

sub-section.  In 
sub-section B2, we will seek to measure how precise 
and comprehensive respondents’ corporate mission 
statements were and to find out how specialized and 
diversified their SMEs were.

 

d)

 

Method of Data Analysis

 

Data analysis is generally a means of testing 
hypotheses. The data analysis techniques discussed 
below will relate to the Six hypotheses.  The hypotheses 
are categorized into three groups;

 

i.

 

Those dealing with the acceptance adoption and 
implementation of the relationship marketing 
strategies (hypotheses one and two).

 

ii.

 

Those dealing with the practices and tenets of 
relationship marketing strategies, customer sati-
sfaction and retention (These are hypotheses 
three and four).

 

iii.

 

The one about the relationship between customer 
satisfaction and corporate performance. (Hypo-
theses five and six).

 

All the Six hypotheses will attempt to establish 
relationships if any between variables or among various 
variables. The major statistical data analysis technique 
to be used will be the regression model. 

 

Regression Analysis is a statistical technique 
that is used to develop a mathematical equation 
showing how variables are related. In regression 
terminology, the variable which is being predicted is 
called the dependent or response variable. The variable 
or variables being used to predict the values of the 
dependent variable are called the independent or 
predictor variable. Regression Analysis involving one 
independent variable and one dependent variable for 
which the relationship between the variables is 
approximated by a straight-line is called Simple linear 
regression. Regression Analysis involving two or more 
independent variables is called Multiple Regression 
analysis. (Anderson et al 1992)  

 

Regression analysis is used to show causality, 
in the sense that one of the variables can be used to 
predict the other variable. It is also used to build models 
explaining variations in dependent variables. The hope 
is that extrapolations into new population sets other than 
those observed can be performed by choosing values 
of the independent variables for new cases and thereby 
predicting the most likely value of the dependent 
variable.

 

All the regression models will be estimated 
using the STATIX 92 COMPUTER PACKAGE. In testing 
the hypotheses, the level of significance

 

will be 5%.

 

For each of the regression analyses to be used 
in testing the hypotheses, the following measures will be 
identified, calculated and discussed.

 



 

R-squared (R2) –

 

the coefficient of determination.

 



 

Adjusted R-squared (R2) –

 

used to take care of the 
problem associated with R2.

 



 

F-test –

 

to find the significance of a group of 
regressions.
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 DW – a measure of serial correlation.

e) Presentation and Frequency Analysis of Data
This section deals with the presentation and 

analysis of the data collected in the field work.  This 
exercise is broken down into different sub-sections, 
highlighting particular variables in mind let us start with 
the attributes of the Nigeria SMEs, especially those of 
Igbo origin or owned and operated by the Igbos.

IV. Hypotheses Testing and Findings

HYPOTHESIS ONE:  Acceptance and Adoption 
of the Relationship Marketing Concept

Ho : That Igbo SMEs do not accept, use, and 
adopt the relationship marketing concept.

Ha : That Igbo SMEs accept, use, and adopt 
the relationship marketing concept.
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Table 4.21 

 

:

 

Estimated result of Acceptance usage and Adoption of the relationship marketing concept             
(AAURMC) by the Igbo SMEs

 

                                    Dependent variable

 
 

Independent variable

 

AAURMC

 
 

Co-efficient

 

T-Value

 

STD Error

 

Constant                                                              (CON)

 

-0.90257

 

0.51

 

1.7542

 

Attention to customer needs, providing gifts 

 

and price reductions and error rectification      (ACN1)

 

0.45101

 

4.17***

 

0.10805

 

Customer persuasion through price 

 

promotion and product                                     (CPPP2)

 

0.20877

 

2.02**

 

0.10345

 

Giving incentives to customers                          (GIC3)

 

0.12784

 

1.34

 

0.09535

 

After sales services                                            (ASS4)

 

0.15440

 

1.58

 

0.09745

 

Providing direct assurances, quality guarantees

 

and replacing damaged products                      (PDA5)

 

0.36054

 

1.81*

 

0.19866

 

R2

 

= 0.3236     R2  =  0.2467     F(5.5) = 4.21    DW = 1.7441

 

Source

 

: Author’s Fieldwork 2004/2005.

 

***Significant at 1% level

 

**Significant at 5% level

 

*Significant at 10% level

 

This model was estimated using STATIX 92

 

computer package.

 

Technology and innovation as a 
competitive strategy was dropped from the model 
because of its high correlation with other predictor 
variables.

 

Table 4.21

 

shows the estimated results of the 
regression of the relationship marketing concept 
acceptance usage and adoption (AAURMC) on the five 
variables, namely, ACN1, CPPP2,

 

GIC3, ASS4 and 
PDA5.  The co-efficient shows that all the five variables 
are positively related to AAURMC, with only the intercept 
being negative.  This implies that the relationship 
marketing concept is increasingly accepted,

 

used,

 

and 
adopted with simultaneous increase in attention to 
customer needs, distribution efficiency, after sales 
services, giving incentives, providing direct assurances 
and quality guarantees, intensive promotional activities, 
product quality with a corresponding directional 
movement in product prices, and replacing damaged 
products.  The correct positive signs of the co-efficient 
agrees with our a prior expectations of the relationship 
between AAURMC and the five variables.  Specifically 
the co-efficient estimate of the variable ACN1 shows that 
a percentage increase in attention to customer needs by 
the firms will bring about a relationship marketing 
concept acceptance,

 

usage and adoption increase of 
0.45%.  Similarly, a one percent increase in the quality of 
a product will lead to 0.36% increase in the acceptance 
and adoption level of the relationship marketing concept 
by the Igbo SMEs.

 

To explain the variations in AAURMC and these 
five variables we performed a t-test on each of the 
coefficients to test the hypothesis.  Table 4.21

 

column 3 
shows the t-values of the regression at 5% level of 
significance.

 

The t-value for attention to customer needs, 
error rectification, providing gifts and events, (which is 

the secret of the success of the relationship marketing 
concept) is 4.17.  It passes the 1% level of significance 
test.  It thus strongly suggests that the Null Hypothesis 
that Igbo SMEs do not accept and adopt the 
relationship marketing concept should be rejected and 
the alternative hypothesis that Igbo SMEs accept,

 

use 
and adopt the relationship marketing concept should be 
accepted.  Thus with the acceptance of the relationship 
marketing concept, Igbo SMEs, generally, pay more 
attention to customer needs, error rectification, giving 
guarantees, discounts, warrantees, gifts and event 
provision in order to satisfy their customers, and to 
retain them for a long period of time.

 

Similarly, customer persuasion through price, 
promotion and product (CPPP2) passes the test at 95% 
level of confidence suggesting that as Igbo SMEs 
practise the relationship marketing concept, they place 
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more importance on product, price and promotion 
efficiency. In addition, product quality, direct 
assurances, quality, guarantee, and replacing damaged 
products passes the test at 10% level of significance; t-
test value in 1.81.

Two variables, after sales services (ASS4) and 
giving incentives to customer (GIC3) fail the 5% 
significance test with t-values of 1.58 and 1.34 
respectively. This suggests that as relationship mar-
keting concept practices grow, product price and 
promotional activities are not as relevant for success as 
the other variables to the Igbo SMEs even though from 
the co-efficient results they are positive.  This could be 
explained by the fact of the very acute competition in the 
industry which compels many SMEs to charge virtually 
the same price for the same type products and brand 
sold.  Customer persuasion through price, promotion 
and product is more important than after sales activities, 
since with persuasion about prices, promotion and 
product, a relationship and direct contact is established 
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The F-test is 4.21.  It failed the 95% confidence 
level test.  The F-test is used to find out whether or not a 
group regressors is

 

significant if all the co-efficients in 
conjunction are significant. In this case, the F statistic 
agrees with the Null Hypothesis that as a group, none of 
these regressors is significant.  The study thus reveals 
that the regressors as a group are not significant and 
that they do not matter in determining the adoption of 
the relationship marketing concept.  This is expected in 
this kind of estimates especially when it is realised that 
emphasis on some of the variables by producers may 
lead to the adoption of some less rewarding concepts in 
the market place.  For example, emphasis on product 
quality not based on customer needs and expectations 
results in Product Orientation.  Also, emphasis on 
intensive promotional activities and product price 
manipulations not based on customer needs and wants 
means reliance on the selling concept/sales orientation.

 

The R2

 

= 0.3236 or 32%. R2

 

is the co-efficient of 
determination.  It is a measure of the fit of the model to 
the data. The study reveals that about 32% of the 
marketing concept acceptance and adoption is 
explained by the variations in the independent variables.  

This is expected because the regression is cross 
sectional.

 

Using the R2

 

(adjusted R-squared), the value is 
0.25%. R2

 

is used to take care of the problem 
associated with R2. R-squared increases with the 
number of independent variables.  This means that even 
if we include a variable that is irrelevant to the 
determination of the acceptance of the relationship 
marketing concept in the regression, the R-squared will 
go up simply because there are more independent 
variables.  Thus, in our case, 25% of the variations in 
AAURMC

 

is attributable to the variations in the 
independent variables, adjusting for the degree of 
freedom.

 

The Durbin Watson statistic is used to test the 
existence of first order serial correlation.  The D.W. value 
of 1.74 suggests that there is some serial correlation.  
This could be excepted.

 

An examination of Tables 5.8

 

and 5.9

 

in

 

conjunction with the evidence adduced above leads to 
the rejection of the Null hypothesis and an acceptance 
of the alternative one which is that most Igbo SMEs 
(over 70%) accept use and adopt the relationship 
marketing concept.

 

Table 4.22(a)

 

: Estimated results of customer satisfaction and relationship measured by service quality correlated 
with corporate mission statement

 

                                    Dependent variable

 
 

Independent variable

 

Defining Corporate Mission

 

AVSMC: Service as a measure of customer 
satisfaction

 
 

Co-efficient

 
 

T-Value

 
 

STD Error

 

Constant ……………………………………. (CON)

 

0.1440

 

0.19

 

0.7767

 

Marketing segments & targets……………(MKTGS)

 

0.3227

 

2.61**

 

0.1235

 

Knowing our present & potential customers and competitors 
……………………….(KOPPCC)

 

0.2800

 

2.27**

 

0.1233

 

Knowing what customers value in us that will make them loyal 
…………………………… (KOCVML)

 

0.2803

 

2.29**

 

0.1205

 

Knowing what customer value in our competitors that will 
make them stay loyal ……………. (KOCVAC)

 

-0.1177

 

-0.70

 

0.1677

 

R2

 

= 0.3162          R2

 

= 0.2554               F(5.5) = 5.20           DW = 2.3239

 

Source

 

: Author’s Fieldwork 2004/2005.

 

Table 4.22(a) shows that estimated results of 
the regression analysis of customer satisfaction being a 
function of a well-defined corporate mission.  Speci-
fically, a variable or measure of customer satisfaction, 
the quality of services rendered by the firms to the 
customers as perceived by the customers, is used as 

 ©  2013 Global Journals Inc.  (US)
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with customers, on the need to patronize a particular 
SME as against another.

being dependent on corporate mission statement’s 
clarity as measured by the four predictor variables, 
namely; MKTGS, KOPPCC, KOCVML, and KOCVAC.  
The co-efficients show that three variables and the 
regression line intercept are positively related to 
customer satisfaction.  The only variable that is inversely 
related to customer satisfaction as measured by the 
firm’s quality services to its customers is KOCVAC, that 

is knowing what customers value in our competitors, 
which will make them loyal.

The implications of the above results are that a 
ten percent improvement in articulating and defining a 
corporate mission by the Igbo SMEs in terms of market 
segmentation and targeting, knowing the firm’s present 
and potential customers and competitors, knowing what 
customers value (customer’s needs) in the firm will in 
turn improve, customer satisfaction derivable from 
services rendered by the firm by 3.2%, 2.8% and 2.8% 
respectively.

Conversely, such an improvement in corporate 
mission statement in terms of the variable – knowing 
what customers value in our competitors will produce a 
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diminishing or negative impact as far as customer 
satisfaction is concerned.  This is probably due to the 
great similarity in the type of products normally handled 
by Igbo SMEs (i.e. motor spare parts, pharmaceuticals, 
provision and convenience retail stores).

 

To explain the variations in customer sati-
sfaction and the four predictor variables a t-test on each 
of the coefficients was performed.  This is to test the 
hypothesis.  In Table 22(a) column 3 the t-values of the 
regression are stated.  The t-values for MKTGS, 
KOPPCC and KOCVML are 2.61, 2.27 and 2.29 
respectively.  They all pass the test at the 95% level of 

confidence, that is 5% level of significance.  This is a 
strong suggestion that the Null hypothesis be rejected 
and the alternative accepted.

 

The F-value is 5.20. This fails in 95% confidence 
level test.  This shows that the regressors as a group are 
not significant and that they do not matter in determining 
customer satisfaction as measured by services.

 

The R2

 

= 0.3162 or 32%. This reveals that about 
32% of customer satisfaction (quality of services) is 
explained by the independent variables. The Durbin 
Waston statistic (DW = 2.3239) is significant at 5% level 
and shows that there is a no serial correlation.

 

Table 4.22

 

(c)

 

:

 

Estimated results: Regression of customer satisfaction measured by the quality of product delivery 
(QUPDGW) correlated with corporate mission statement

 

                                    Dependent variable

 
 

Independent variable

 

Defining Corporate Mission

 

QUPDGW: Measure of customer satisfaction

 
 

Co-efficient

 
 

T-Value

 
 

STD Error

 

CONS

 

2.2894

 

3.28

 

0.6983

 

MKTGS

 

0.2538

 

2.28

 

0.1111

 

KOPPCC

 

0.05913

 

0.53

 

0.1109

 

KOCVML

 

0.0254

 

0.24

 

0.1084

 

KOCVAC

 

0.1061

 

0.70

 

0.1508

 

R2

 

= 0.1470         R2

 

= 0.712               F(5.5) = 1.94           DW = 1.5628

 

Source

 

: Author’s Fieldwork 2004/2005.

 

Table 4.22(c) shows the results of the 
regression analysis: Customer satisfaction (QUPDGW) 
being a function of corporate mission statement. The 
predictor variables are the same as in Table 4.22

 

(b).  
the coefficients show that all the variables and the 
intercept are positively signed.  In other words, a 10% 

 

Positive change in MKTGS, KOPPCC, KOCVML 
and KOCVAC will lead to 2.5%, 0.60%, 0.25% and 1.06% 
increase in customer satisfaction level respectively.

 

Except the t-value for MKTGS, which is 2.28 that 
is significant at 5% level, the coefficients for the other 
three independent variables fail the t-test.

 
 

Table 4.22

 

(d)

 

:

 

Estimated Results: Regression of customer satisfaction (RELIADCN) correlated with corporate 
mission statement

 

                                    Dependent variable

 
 

Independent variable

 

Defining Corporate Mission

 

RELIADCN: A measure of customer 
satisfaction

 
 

Co-efficient

 
 

T-Value

 
 

STD Error

 

CONS

 

1.4357

 

1.80

 

0.7993

 

MKTGS

 

0.3822

 

3.01

 

0.1271

 

KOPPCC

 

0.1546

 

1.22

 

0.1269

 

KOCVML

 

0.1761

 

1.42

 

0.1240

 

KOCVAC

 

0.1717

 

0.99

 

0.1726

 

R2

 

= 0.2010          R2

 

= 0.1300               F(5.5) = 2.83          DW = 1.7845
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Source : Author’s Fieldwork 2004/2005

Table 4.22(d) shows the results of the regre-
ssion analysis: Customer satisfaction defined as how 
reliable the firm is to its customers being a function of 
the clarity and comprehensiveness of its corporate 
mission.  All the coefficients of the regressors are 
positively related to customer satisfaction.  Notably, a 
ten percent change in MKTGS, KOPPCC, KOCVML and 
KOCVAC will have a 3.8%, 1.5%, 1.8% and 1.7% impact 
on customer satisfaction (RELIADCN) respectively.

  The t-value of 3.01 for MKTGS coefficient shows 
that it passes the t-test at 5% level of significance.  This 
points to the rejection of the Null Hypothesis and the 
acceptance of its alternative.

V. Discussion and Implications of
Research Findings

Our task in this chapter is two fold, viz to 
summarize and discuss the findings of this study. In 
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doing this, we shall relate our findings and the 
discussion based on them to our two part model of the 
adoption and implementation of the relationship 
marketing concept, with regard to the practices of the 
tenets of the relationship marketing by Igbo managed 
and operated SMEs. The relationships between custo-
mer orientation, customer satisfaction, customer loyalty, 
the adoption, implementation and usage of the 
relationship marketing concept, and relating it to 
corporate performances and success of the SMEs.  All 
these will be highlighted and discussed.  It should be 
noted that where necessary in treating our findings in 
chapter five, prompt explanations were given to some 
curious findings.  In this section, our discussion shall be 
subdivided into three main parts.

 

a)

 

Acceptance, Adoption, Implementation and Usage 
of the

 

Relationship Marketing Concept

 

The findings from the testing of the following 
hypotheses will be treated;

 

i.

 

Hypothesis One

 

The acceptance, adoption and usage of the 
relationship marketing concept.

 

ii.

 

Hypothesis Three

 

The relationship between Igbo SME size, and the 
degree of the implementation of the relationship 
marketing concept.

 

iii.

 

Hypothesis Four

 

The relationship between the level of education 
academic and professional qualifications, and cognate 
experience of the CEO’s/Owner managers of the Igbo 
managed SMEs, and the degree of implementation of 
relationship marketing concept.

 

iv.

 

Hypothesis Five

 

The level of perceived competition by the 
CEOs/Managers of the Igbo managed

 

SMEs, and the 
degree of the implementation of the relationship 
marketing concept.

 

b)

 

Relationship Marketing Concept: Practices, 
Customer Satisfaction, Loyalty and Usage of 
Relationship Marketing

 

i.

 

Hypothesis Two

 

The relationship between the corporate/

 

company mission definition and customer satisfaction 
and loyally.

 

ii.

 

Hypothesis Six

 

The relationship between the regularity and the 
frequency of the SMEs management staff and workers 
interaction with its customers and customer satisfaction 
and loyalty.

 

iii.

 

Hypothesis Seven

 

The relationship between the quality of services 
rendered  by the Igbo managed SMEs, to its customers 
and the customer satisfaction and loyalty.

 

iv.

 

Hypothesis Eight

 

The relationship between the volume of 
business from repeat/loyal/existing customers, and the 
customer satisfaction and loyalty.

 

c)

 

Acceptance, Adoption, Implementation and Usage 
of the Relationship Marketing Concept by IGBO 
SMES

 

The main purpose/objectives of this 
area/section is to achieve the first major objective.  This 
involves finding out whether or not, there exists the 
awareness, understanding, acceptance, adoption and 
usage of the relationship marketing concept by the Igbo 
SMEs, and the realization of the whole of the second 
objective of the study, which is to find out if there are 
any relationships between some management/workers 
attributes of the SMEs and the extent of the 
implementation of the relationship marketing concept.

 

d)

 

Acceptance, Adoption and Usage of the 
Relationship Marketing Concept

 

From frequency analysis in table 5.8 and 5.9

 

it is 
crystal clear that over 75% of the Igbo SMEs accept the 
relationship marketing concept.  It is a confirmation of 
the findings of Baker and El-Haddad (1982), Agbonifoh 
(1982), Ogwo (1986), Agbonifoh et al (1998), Iyasere 
J.R. (2002), all in favour of the adoption of the marketing 
concept, and by extension the relationship marketing 
concept by Payne (1995) Peck, Adrain, Christopher, 
Moria, Clark and Morca (1999), Palmer (1995), 
Gummesson Evert (1994, 1998b, 2000, 2002 and 2004), 
Gronroos (1994), 1996 and 2000). Our findings are in 
consistent with the assertion of these authors and may 
more that

 

majority

 

of the workers and executives have 
ignorantly or rightly demonstrated a unique under-
standing knowledge and information of the theoretical 
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and practical under pinning of the relationship marketing 
concept.

It is very interesting to note that there is no 
difference in attitudes and opinion, in terms of the 
acceptance of the relationship marketing concept, 
between the employed managers, sales representatives 
and workers of the SMEs and the owner managers.  The 
acceptance of the relationship marketing concept also 
cut across the seven states of our study.  It is therefore 
safe to conclude that the relationship marketing concept 
acceptance, adoption and implementation level of over 
75% is truly representative of all Igbo managed SMEs in 
Nigeria and by extension all Nigeria SMEs.

Attention to customer needs and wants is 
actually the relationship marketing concept in operation.  
It involves listening to the customer before the 
production, storage sales and marketing of the product 
and services, which is augmented by the right quality, 
quantity, price and promotional items to the customers.  
High product and service quality, based on the needs 
and wants of the customers is a part of the priority, of 
given proper and unique attention to the customers 
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numerous needs, in terms of products produced and 
offered for sale to customers.

 

The apparent contradiction between our 
findings in table 5.10, where product quality is ranked 
first by 50% of our respondents, and attention to 
customer needs ranked first by 40% on the one hand 
and our conclusion in table 5.21

 

is thus resolved.  This is 
so, because product and service quality is

 

one of the 
easily identifiable customer needs and wants in the SME 
industry.  To many Igbo SMEs, product quality includes 
the contents of the product, manufacturing and expiring 
dates, approval by the relevant governmental agencies 
like NAFDAC, SON, CUSTOMS, and NMA Product 
packaging, varieties of the products sold, suitability of 
the products in solving the customers needs and wants

 

are all ingredients of relationship marketing. .  The 
emphasis on product quality as a competitive strategy in 
Table 5.10

 

is really a manifestation of the SMEs implied 
attitude in satisfying the customers, who by implication 
will remain loyal and attract to the SME other loyal and 
dependable customers.

 

From table 5.21, the Null hypothesis Igbo SMEs 
do not accept,use and adopt the marketing concept is 
rejected, and the alternatives reflection of the 
importance that 40% of the SMEs attach to a “attention 
to customer needs and wants” as a competitive 
strategy. This shows that as Igbo SMEs perceive 
competition as acute, the need to adopt the relationship 
marketing concept becomes paramount in their 
consideration of the strategies for survival and growth.

 

The number of the SMEs adopting the rela-
tionship marketing concept in our study seems high, 
when compared with the conclusions of Mitchell and 
Agenmomen (1984), Ogwo (1986) and Agbonifon et al 
(1988) as it concerns the marketing concept adoption 
and use in Nigeria.  Little or no literature is available in 
Nigeria on the relationship marketing concept practice. 
The adoption of the RM concept by the practitioners had 
been done ignorantly as a normal business practice 
among the Igbo, people who are predominantly referred 
to as natural sales people and the “Japan of Africa”.  
The usage of RM has been more of good service or at 
best evangelistic.  The population of our study is made 
up of SMEs that has survived the first five years              

of operation. These are companies that must have 
“learned the ropes” survived the turbulent by highly 
competitive business environment in Nigeria and must 
have realise the need for, and the benefits conferred on 
the SMEs, by the adoption, implementation and usage 
of the relationship marketing concept. In most indu-
stries, the corporate failure rate is highest in the first and 
second years of the lives of the firms (US President 
Study on Small Business

 

1983:36).

 

After five years of operation, to survive and 
grow, about 41 (82%) of the SMEs in our study have 
corporate missions defined and articulated based on 

the tenets and the principles of the relationship 
marketing concept.

 

These definitions are partly operationalised by 
the older SMEs, who have more product varieties and 
offering, conveniently located and adopt more RM 
strategies in order to target specific segments of the 
marketing, and being more diversified in their product 
mix offerings.

 

VI.

 

Relationship

 

Marketing

 

Concept

 

Pratices and Customer

 

Satisfaction, Loyalty and 
Retention

 

The practice of the tenets and philosophy of 
relationship marketing concept, includes among the 
following activities. (Gummesson 2002, Iyasere 2002, 
Bruhn 2003). These most fundamental values of RM are;

 

i.

 

Marketing management should be broadened into 
marketing oriented company management.  
Marketing and sales function are more than just 
the activities of specialized departments.  They are 
functions that must permeate every comer of an 
organisation, not least the minds and actions of 
management (Gummesson 2002).  This an old 
thought according to Gummesson (2002) which 
has turned out to be enormously difficult to convey 
and implement.  In companies he used the terms 
full-time marketers (FTMs) and part-time mar-
keters (PTMs) to stress that everybody, irrespe-
ctive of task and expertise, in fluencies customer 
relationship either full time or part time.  Marketing 
management in this sense requires marketing 
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orientation of the whole of the company, that is 
marketing-oriented management.

ii. Long term collaboration and win-win.  The core 
values of RM are found in its emphasis in 
collaboration and the creation of mutual value.  In 
includes viewing suppliers. Customers and others 
as partners rather than opposite parties.  RM 
should be more of win-win, than win-lose, more of 
a plus sum game, than a zero sum game.  In a 
plus-sum game, the parties increase value for 
each other, in a zero sum game, what one gains is 
the loss of another.  A constructive attitude is 
expected by all those involved, and all should find 
the relationship meaningful.  If those conditions 
are fulfilled, the relationships may become 
sustaining.  For a producer and supplier, it is very 
important to retain existing customers, a fact 
which is increasingly being stressed. Extending 
the duration of the relationship becomes a major 
marketing goal.  Too much emphasis has been 
put on the acquisition of new customers and too 
little on caring for existing customers (Gumme-
sson 2002).  RM and CRM encourages customer 
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RETENTION and discourage DEFECTION. They 
encourage RETENTION MARKETING first, and 
ATTRACTION MARKETING; getting new custo-
mers second.

 

iii.

 

All parties should be active and take responsibility. 
RM is not to be mixed up with the traditional 
selling, which represents the supplier perspective 
and does not put the customer and interactive 
relationship in focus.  In relationship selling, the 
initiative comes from the salesperson and 
depends on –

 

how well the relationship is 
managed by

 

the seller (Levitt 1983p iii).  In this 
sense, relationship quality and a long term 
relationship becomes the consumer’s trust in the 
salesperson based on the salesperson’s present 
and past performances (Crosby, Evans and 
Cowler 1990).  But the initiative to action, cannot 
be left to a supplier or a single party of a network; 
every one in a network can, and should be active. 
Contrary to the mythology of marketing, the 
supplier is not necessarily the active party, in B-to-
B customers initiate innovation and force suppliers 
to change their products and services.  
Consumers suggest improvements but have a 
tough time getting lethargic and complacent 
suppliers to listen chat groups on the internet 
empower customers to reach out at no cost,

 

but 
time.  It makes customer-to-customer interaction 
(C-to-C) possible.

 

iv.

 

Relationship and service value instead of 
Bureaucratic and Legal values. Bureaucratic

 

and 
legal values are characterised by rigidity, legal 
jargon, application of dysfunctional laws and 
regulations.  A focus

 

on internal routines, more 
interest in rituals than in results, belief in the 
supplier as an expert, and the customer as 
ignorant, the customer being a cost and a residual 
of the system. Customers as masses and 
statistical averages and the importance of winning 
over the customer is in

 

dispute. These values 
historically dominate government and their 
agencies. Its representatives have previously 
disclaimed marketing, but the international wave 
of privatisation, deregulation and demand for 
competition, as well as the failure of the command 
economies, has forced a change.  RM is a valid 
concept for public organisations as well, and an 
understanding of how marketing could be applied 
to public bodies to the benefit of the consumer/

 

citizen is growing. Unfortunately, bureaucratic-
legal values are also common in private com-
panies. Relationship marketing (RM) requires 
different values based in relationships and 
services to the customer. These values establish 
that all customers are individuals and different in 
certain respects, that the outcome is the only thing 
that counts, that customers are the source of 

revenue and should be in focus (Gummesson 
2003) and that the suppliers task is to create value 
for the customer (Gummesson 1993 pp. 40 –

 

42).  
Although collaboration is the core property of RM, 
our RM concept holds that both competition and 
collaboration are essential in a functioning 
marketing economy.

 

v.

 

In RM, loyalty especially customer loyalty is 
emphasized.  In the loyalty ladder, the lowest rung 
is the contact with a prospect who hopefully turns 
into a customer, and at

 

first purchase. Recurrent 
customers are clients, that those who have come 
back and a long term relationship is in the making.  
In the next stages, the client becomes a supporter 
and finally an advocate for the supplier. The fact 
that this research work is about RM and advocates 
relationships as essential in marketing does not 
imply a religious belief relationships as a magic 
panacea.  On the contrary we know that human 
relationship can be a source of insurmountable 
hassle as well as of unlimited joy.  But we cannot 
live without them. The larger share of world 
literature and entertainment deal with relationships 
between adults, parent and child, police and 
crook, and between the players in a business

 

ventures.

 

It is worth noting that a relationship should not 
be retained if it works badly.  Long term relationships 
and customer care are not the same as admitting 
customer to the geriatric ward of the supplier, attaching 
them to the bed, and keeping them

 

on life support.  
(Gummesson 2002). Relationships should not nece-
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ssarily be broken just because there is a conflict, 
however, they can often be resorted and improved or 
they may be the best option for the parties despite a 
conflict.  The beginning of a relationship is often 
romantic and passionate.  It is when the passion phase 
fades that the real work of building a relationship starts.

Jackson (1985a p. xi), Dwyer, Shurr and Oh 
(1987) states a common sense RM strategy. 
“Relationship marketing – can be extremely successful 
where it is appropriate, but it can also be costly and 
ineffective if it is not.  Conversely, transaction marketing 
– can be profitable and successful where it is 
appropriate, but a serious mistake where it is not”.

vi. RM involves the provision of high quality services 
by the SMEs (firms) to the customers and;

vii. The placement of premium value on existing 
customers and satisfying them on a continuous 
basis so as retain their loyalty to the SME (firm).

The Igbo SME involved in the above seven core 
RM values mentioned above is considered to be 
customer oriented, with the singular important objective 
of giving maximum satisfaction to its customers and to 
gain their loyalty over time.
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VII.

 

General

 

Comments

 

In the SME industry and the Igbo operated 
SMEs,

 

whether small, medium or large, have accepted 
that one sure way of survival is to accept, use and adopt 
the relationship marketing concept and the strategies.

 

The managers of these SMEs especially the 
literate ones are aware of the principles, practice and 
philosophy of the relationship marketing concept, and 
with the increasing competition, the rate of acceptance, 
usage, adoption and implementation of the RM concept 
is fast growing.  Most Igbo SMEs have in the past used 
the RM concept and strategies rather ignorantly without 
even knowing the name for it.

 

When it is realised that Nigeria is a developing 
economy and yet has a wholly indigenous industry, the 
Igbo SMEs accepting and implementing the relationship 
marketing concept as evidenced by our findings, 
Olusoga’s (1978) assertion of the positive correlation of 
the adoption of the marketing concept and by extension 
the relationship marketing concept, with higher 
economic development is not borne out by our findings.  
On the contrary, our findings are in agreement with 
those of Baskdale et al (1982), Iyasere (2002) who found 
out a surprising similarity of consumer’s opinions on 
most of the topic examined on the awareness and 
acceptance of the relationship marketing concept in 
nations at different stages of economic development. 
Our findings are also in agreement with those of Mitchell 
and Agenmonmen (1984).

 

The change from a sellers markets, a 
consequence of the product scarcity of the late 1970s 
and early 1980s in Nigeria to one of a buyer’s market 
with growing pressures especially in the SME industry 
(pharmaceutical products, motor parts,

 

convenience 
and

 

provision stores, clothes, shoes, electrical fittings 
and appliances etc) has engendered a new deve-
lopment, that is making the adoption, implementation 
and

 

usage of the relationship marketing concept an 
inevitable reality. The changing situation makes the 
conclusions of such writers as Ajayi (1977). Isemin 
(1977) and Imoisili (1977) that the Nigerian producer/

 
 

 

 

geable owner-managers, the practices of the Relation-

ship Marketing Concept are being adopted and 
implemented.

 

However, the practices of the relationship 
marketing concept by the Igbo SMEs are still at the 
elementary stages and not properly done and used.  In 
this regard, there is some considerable truth in Baker 
and El-Haddad’s (1982) conclusion that “one can hardly 
find a firm which has implemented the concept in each 
of its details as

 

recommended in the literature”, most 
especially in a developing economy like Nigeria.

 

VIII.

 

Implications

 

for

 

Nigerian

 

IGBO

 

SME

 

Operators

 

As competition becomes more acute in the Igbo 
SME industry and in the SME sub-sector as a result of 
both growing internal competition among firms and the 
imported one (competition) resulting from liberalization 
and globalisation, the Nigerian business firms and non-
business organisations have to embrace the relationship 
marketing concept; the practice of which ensures 
survival, profitability and growth.  The watchwords of the 
Nigerian entrepreneur should be a commitment to 
customers for life. This requires the employment of 
customer-driven strategy, which entails quality and 
service excellence at every level. In the process, 
customers are brought into every department of the 
company and their voices heard and acted upon.  The 
long-term result of this approach is keeping customers 
for life, and making them permanently loyal and 
committed to the firm.

 

In very simple terms, this means changing 
attitudes towards customers right from top management 

© 2013  Global Journals Inc.  (US)
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to the sales representatives and workers of the 
company. Top management commitment to the 
relationship marketing concept at all times is a 
necessary condition for success. The whole process 
and activities tagged internal marketing should be 
meticulously followed by Nigerian corporate bodies.  
These include top management commitment to 
relationship marketing concept and its frequent and 
regular interactions with customers, staff empowerment 
through training, motivation and adequate authority in marketer pays no attention to customer needs, to be 

outdated in the 1990s and 2000s of Nigeria.
The findings of Kilby (1965) about the forms of 

competition being based mainly on the quality of 
product and price reduction are even more outdated.  
Kilby (1965) saw the Nigerian industry (an SME) as 
being characterised by the product and sales 
orientations.  It is not clear if Kilby ever believed in the 
marketing concept and the possibility of its adoption in a 
developing economy.  If he did, he never mentioned it.  
Our findings show that in the Igbo managed SMEs, 
because of increasing competition, consumer sophi-
stication, a going crop of professionals and knowled-

order to make them customer-advocates, harmony of 
department objectives for delivering customer sati-
sfaction, high quality of human resources achievable 
through the employment and continual training of 
marketing professionals and the articulation and precise 
definition of a corporate mission that enthrones the 
customer and marketing in the organisation.

The Nigerian manufacturer must therefore 
establish information system facilities and activities such 
as marketing research to identify, on a continuous basis, 
customer needs and wants, facilities for handling 
customer complaints, ways through which all company 
staff interact with customers and measurement and 
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review mechanism to ensure that results are in tune with 
set objectives and targets whose major aim is the 
achievement of customer satisfaction always.

 

As for external marketing, marketers should pay 
adequate attention to customer needs in designing, 
pricing, distributing, physical evidences, process and 
promoting their products, which must be augmented 
with high quality services.  Marketing mix consistency 
must not only be an achievable objectives, it must also 
be achieved to avoid any dissonance among marketing 
elements.

 

Customer satisfaction is enhanced by easy 
accessibility of CEO’s and top management staff and 
workers by customers, high quality and reliable product 
delivery system, good customer relations and high 
quality and dynamic services to the customer.  Nigerian 
and Igbo entrepreneurs in order to avoid the high failure 
rate among SMEs must practice those tenets of the 
relationship marketing concept to ensure customer 
satisfaction –

 

a sure recipe for success, and for the 
loyalty of customers.
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Abstract

 

-

 

The volume of exports of pork dropped 17.88 
percent in May compared with the same period in 2012, 
impacted by an interruption of the purchases by Ukraine, by 
data of association representing the industries of the sector.

 
The Ukraine has suspended imports of the Brazilian product in 
March,

 

2013 claiming the presence of a bacterium.

 

The Brazil 
exported 43,854 tons in may, against 53,404 tons in may 
2012.The numbers demonstrate, without a doubt, the leftover 
temporary restraining effect. Still we follow with expectations in 
resolving the impasse with the country (Abipecs).

 

In April, 
2013, the Ukraine has reached 1,655 import tons of pork from 
Brazil. However, that the opening of Japan, the largest 
importer of pork, for the State of Santa Catarina must leverage 
in international and commercial reactions.

 

The Brazil won 
114.06 billion dollars with exports of pork, according to data 
from Abipecs. In relation to the recipe, the reduction in sales 
was 17.58% percent compared with the previous year, when 
Brazil won 138.38 million dollars.Year to date, sales total 
199,889 tonnes against 224,870 tonnes in the same period in 
2012, 11.11% percent reduction. With the result, the first five 
months of the year 2013 totaled 531.42 million dollars, a fall of 
8.21% percent compared with the same period in 2012, when 
the recipe was 578.95 million.  The globalization of the swine 
industry has caused major changes to national and 
international swine production over the past decade and these 
changes are likely to continue. The easing of international 
trade barriers has meant that less competitive countries are 
under increasing pressure from imports by more efficient 
countries with lower costs of production with the real 
possibility that these highly efficient countries may soon 
dominate the world swine market. Small inefficient swine 
operations within these countries are disappearing at an 
everincreasing rate. However the swine industries of less 
competitive countries may be protected by internal subsidies, 
tariff and non-tariff trade restrictions such as market 
differentiation and disease status. So facing structural 
changes to the global swine industry consumption of pork . 
The opening of the largest importing market was considered 
the  very win of the pork industry, which has been experiencing 
a price adjustment because of the increase in the price of corn 
and soybeans on the international market-commodities serve 
as input for the producers. In a month, the price of pork rose 
20% in Brazil. The opening of the Japanese market also 
decreases

 

the dependence on Russia that maintains on meat 
produced in Rio Grande do Sul, Paraná, Mato Grosso, States. 
The Japanese Government's recognition changes the Brazilian 
market level. Creates a very good future. The expectation  is 
that Brazil will be responsible for 15% of the importation of 
pork consumed by Japan. But the crisis is going on. 

 
Keywords

 

:

 

brazilian pork production, globalization, 
crisis, the future of market.

 

I. Introduction 

his paper is a  disclosure of swine global market 
and links the financial crisis to the need of a boost 
international sales going forward in the future. Pork 

sales to Ukraine, which imposed a ban on Brazilian pork 
in March, 2013 have fallen 53% in the first five months of 
2013 to 25,097t. Exports to China have also fallen by a 
considerable 61%, although shipments to China make 
up a tiny percentage of Brazil’s overall pork exports. 
Brazilian pork exports to Hong Kong and Singapore are 
down on 2012’s levels for the first five months of the 
year, but saw an increase of 17.3% and 42.53% 
respectively in May, signalling some recovery. Russia – 
Brazil’s biggest pork market – has performed well 
throughout the year, with a 1.96% year-on-year increase 
last month and a 28% year-on-year increase to 56,298t 
in the January-May period. Sales to Argentina were up 
substantially to 1,089t, compared to 94t in May 2013, 
with sales for the January-May period up 26% year-on-
year. The recent opening of the Japanese market to 
pork exports from Santa Catarina – Brazil’s biggest 
exporting state are new boost for sales. But worse is that 
the crisis in pig production cycles shortened and now, 
every year, for at least a period of great difficulty. This, 
ensures more acute crisis already faced by the sector. 
Not only because it takes to increase domestic demand 
or conquer new international buyers, but because even 
the traditional markets have not been maintained by the 
Brazilian Government, due to the global crisis.  In times 
of crisis is difficult to find a way out, because it is 
precisely the corn deficit that makes it impracticable to 
the cost of production of pig meat  Santa Catarina and 
Paraná losing to state the position of largest exporter of  
pig. 

For the consumer is good, because the 
oversupply of beef, guaranteed by rainy winter in the 
Midwest, should lower the price of the product on the 
market, competing with the chicken meat. But for the pig 
producer of Santa Catarina, this is further evidence that 
the acute crisis in the sector is far from the end.This is 
why 100 Union leaders and leaders of agribusiness, who 
participated yesterday in the greater Florianópolis 
annual General Assembly of the Federation of Agri-
culture of the State, want short-term measures to 
increase domestic demand for pork, including increased 
government procurement for the army and schools, 
medium-term and to increase the local crop of corn 
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andas well, lower costs of production. The Brazilian 
consumes on average 50 pounds of chicken a year, 30 
pounds of beef and only 14 pounds of pork. The biggest 
advantage of chicken meat is in the price.Today, the 
creator of independent pig of Santa Catarina, in 
competition with the agro-industrial conglomerates 
already reduced to less than 5% participation in the 
market, when arranges who buy product, with a loss of 
around 1 per kilo. The parameters between the 
production cost and the sale price are very distanced, 
away from individual power a greater effort of 
government agencies. Worse is that the crisis in pig 
production cycles shortened.  This is, ensures more 
acute crisis already faced by the sector. Not only 
because it takes to increase domestic demand or 
conquer new international buyers, but because even the 
traditional markets have been maintained by the 
Brazilian Government, due to the global crisis. In times 
of crisis is difficult to find a way out.  The production of 
corn, lever all other agribusiness chains. So it's time the 
federal Government regulate and ensure a minimum 
purchase price of grain during the whole year. As with 
soybeans, commodity with guaranteed liquidity. Soy is 
like gold at the time of the producer selling, as the price 
of corn falls when increases the offer. Because it is 
precisely the corn deficit that makes it impracticable to 
the cost of production of pig meat in Santa Catarina and 
Paraná losing to State the position of largest exporter of 
chicken. Last year, 4 million tons were produced and 
consumed 6 million corn tons. Takes a differentiated 
policy for the production of pig meat, not least because 
the federal Government pays, with tax incentives to 
agribusiness, to bring corn from the Midwest. It would, 
need a the guarantee price for flat areas, such as 
Campos Novos, replaced soy crops. Santa Catarina 
holds the corn production technology in these areas 

which will indicate to the Ministry of Agriculture initiatives 
to make the production of sufficient and balanced corn 
in Brazil. The Central Bank's projections of GDP growth 
at 2.5 and 1.5 drop in agricultural production does not 
surprise. Agricultural production brought the greatest 
joys for the country which, if today has this foreign 
exchange reserve due to agribusiness. But the trend is 
that the commodity price does not keep this level, 
because our buyers are in financial trouble. Still accept 
the impossibility of the repeat performance of the recent 
past, regrets the Government is no longer dared to 
make structural reforms and take advantage of this 
which is the best demographic moment. Until 2022 will 
be at their peak, with more people in productive age 
than retirees or children, then the curve is reversed and 
increase social security spending. The granting of the 
Expoville Complex and the prospects for the business 
tourism in the region will be addressed by the President 
of the Tourist Foundation of Joinville Santa Catarina. On 
the same occasion, Banrisul introduces its new agency 
in the city Fingers crossed in Santa Catarina by 
extension trade incentives on the IPI for the white goods 
(fridge, stove and washing machine) and for furniture. 
The trade does not live a good time, with sales below 
last year. We hope that the second half of recovery, but 
the Government must keep the incentive.  

a) Facts that Charactezired the Brazilian Pig Produ-
ction in the Last 10 Years 

Brazilian pig exports have shown an important 
increase in recent years due to the excellent com-
petitiveness of our product on the foreign market. As 
can be seen in Graph 5, in 1997 Brazil exported 64,000 
tonnes and was only the world's eighth biggest exporter. 
In 2008, with 529,000 tonnes exported, Brazil confirmed 
the position obtained in 2002 as the world's fourth 
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Russian Market Brazil x DenmarkGraph 1 :

Source : UN Comtrade, 2009 Frozen meat..

would productivity nobles 80 to 200 bags per hectare. 
Reports, will be ready a Abramilho study, done in 
partnership with Fundação Dom Cabral and Embrapa, 

biggest exporter, behind only the United Status, the 
European Union and Canada. 

© 2013  Global Journals Inc.  (US)



 

Graph 2

 

:

 

Evolution of Brazilian pig exports (thousands of tonnes)

 

 

  
 

Exports represent 17.3% of the total of all pig 
meat produced in our country. In 2008, Russia was one 
of the main importers of Brazilian pig meat, receiving 
42% of the total (Table 6). This dependency on Russian 

purchases was greater in the past. The consistant 
reduction of this depency is the result of a serious effort 
from the government and ABIPECS in the search for 
new markets.
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Table 1 : Brazilian pig exports according to country (volume and sales), 2008

Source : Brazil: Pig exports.

Source : Brazil: Pig exports.

Source : Brazil: Pig exports.

Table 2 : Biggest worldwide exporters of meat, 2008 (millions tonnes)
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Source :  FAO (FAOSTAT).

Graph 3 : Evolution of Brazilian exports of pork between 1960 – 1985

Graph 4 : Evolution of Brazilian exports of pork, fresh, chilled and frozen by quantity (kg) and value (U.S. $)

b) Production Costs Increased, and Crisis
Brazilian production costs increase, 2012 U$ 

660/ton + 90%Soybean price evolution, Reais/Ton U$ 
235/ton + 40% Corn price evolution, Reais/Ton. 
Consumers demand increased ... Meat production 
requirements increased, driven by consumer sensitivity 
and regulations.Food safetyHealth & WellnessAnimal 
welfareEnvironmentSustainabilityTraceability. The most 
common ingredients used in a typical pig ration are 
corn, soya, rice bran, wheat bran, wheat pollard, and 
palm oil. The vast population of China allows the 
majority of their production to be of the ‘backyard’ type 
and still keep China the number one producer in the 
world by a large margin. The top supplier of pork to 
China is the EUA The primary import demand is for pork 
variety meats (80% of current imports), since muscle 
cuts are not competitive with domestic prices.  Up to 
80% of Chinese production is in small family operations. 

These family-reared pigs consume scraps or excess 
crop materials as compared to a grain-based diet that 
would be utilized elsewhere. Larger size operations with 
over 100 sows are on the increase in China, but they still 
represent less than 20% of the total market hog supply. 
China is the world’s largest pork producer, and the 
fourth largest producer of beef in the world. One out of 
every two pigs in the world is located within the border 
of mainland China. When China becomes part of the 
World Trade Organization (WTO), tariffs for meat will be 
lowered and allow entry of new imports into the Chinese 
market. China represents a growing market for imports 
of both pork and beef as meat products penetrate 
secondary cities in China; and the middle class 
population in urban areas is demanding more 
consumer-oriented meat products.



Graph 5, 6, 7 : Production increased more than World average  

 

Production costs will be higher than in the past 
.... Produce more (growing population and purchasing 
power) Better (food safety, animal well-being and 
sustainability) With less resources (less land, water, 

labor, energy)- With new technologies (research, 
innovation, new products …) Pork production will grow 
....Global pork production will grow 16 % in the next 10 
years ... It will grow 20% in Brazil.  

Graph 8
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c) Consumers Demand: Major Trends in the Brazilian 
Pig Production, in the Next 10 Years 

The future belongs to the efficient and the 
productive.Consolidation will be faster in the next 10 
years; Trend towards vertical integration will continue. 
Today, 25% of the swine industry worldwide is already 
integrated;Integration is the most successful current 
model for sustainability: - Controls all the input raw 
material, - Controls the processes at each stage of 
production, - Takes advantage of economies of 
scale.Independent producers will have to form 
alliancesto achieve economies of scale or fill market 
niches(such as "free of antibiotics", "organic", "local 
market , etc.). Organizational models for independent 
pig farmers in Brazil. Success in this area will overcome 
all other obstacles. The biggest challenge will be to find 
highly qualified people to do the high level of work that 
the industry demands.  Process control will centralize 
and be staffed with the most intelligent and experienced 
stockmen available.  in North America, Brazil would 
appear to be in a very strong position to increase swine 
production and become one of the dominant forces in 
the international pork industry. Brazil produces large 
quantities of cheap soybeans and corn, has a low 
density of pigs, a low current pig consumption per 
capita and has the ability to greatly increase the number 
of integrated swine enterprises. Brazil must find a way to 
overcome excessive bureaucracy, low efficiency of 
deepwater ports and the need for an agricultural policy 
to stimulate increased crop production.  

II. Evolution of Facts 
As the Mexican pork industry continues to 

modernize utilizing advanced technology to increase 
efficiency of production, they will position their industry 
as a major exporter in the world pork industry. Swine 
production in South America is as varied as the 
countries that comprise the region. Brazil is by far the 
largest pork producer in South America, followed by 
Chile and Argentina. Brazilian pork production has 
increased each year for the last five years, but at rates 
that are well below its potential. In 2000 the production 
was 1.97 million tonnes. The primary reason for this 
growth is the low production cost compared to other 
countries. There are three swine production systems in 
use in Brazil. The largest system lies in the southern 
states. These are small farms that rely on the local work 
force. These farmers have agreements with larger 
agricultural businesses that furnish feed and technical 
services. The smaller farmers provide the larger 
businesses with pigs on a contractual basis. This is a 
type of integration. In the states of São Paulo and Minas 
Gerais, the swine operations are medium-sized (150 to 
500 sows) integrated operations as well as independent 
farmers without any type of contract. The third 
production type is located in the central western region. 
This is the area where the largest and most modern 
integrated operations exist. The operations are fairly new 
as are the packing plants that are associated with these 
production facilities. The main advantage rests on their 
nearness to the primary corn and soybeangrowing 

Swine Production: An Analysis of Market Globalization, Crisis and Brazlian Exports, 2013
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region of the country. This significantly lowers the cost of 
feed, which accounts for approximately 60% of the cost 
of swine production in Brazil. The internal consumption 
of pork is still comparatively low, at 10 kg per capita. 
Exports have experienced a tremendous period of 
growth in the last several years due to the very low cost 
of production. In 2000 Brazil exported 128,000 tonnes of 
pork, it was a very large commerce, and industry for that 
year. 

III. Conclusions 

Destinations in the first half of the year, 2013,  
Brazil exported $ 687.3 million in pork before $ 735.2 
million in the same period in 2011. The main buyers of 
Brazil's swine were Ukraine (US $ 169.3 million), Russia 
($ 167.1 million) and Hong Kong ($ 153.8 million). By 
volume, 268.7 tons were exported, only 0.72 more than 
shipped in the first six months of 2011 (266.8 thousand). 
Last year, 2012 Brazil was the fourth-largest producer of 
pork in the world, behind China, the European Union 
and United States. The Japan was eighth.  Most major 
Japanese companies will buy pork from Brazil  Brazil's 
share in the export of poultry meat in natura is 90% in 
Japan. The USA are the largest exporters of pork to 
Japan. Last year, the Japanese consumed 323.7 
thousand tons of American beef of 793 million tons 
imported. The price of Brazilian beef should come to 
Japan on a level very close to the USA. There are also 
differences in the demands of meat cuts between the 
two countries. So, the crisis mean opportunity, for a new 
bussiness model. 
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Abstract -

 

In India, the service sector has assumed greater 
economic importance over the past decade and enjoys the 
largest share in GDP. Banking and financial services, being an 
important part of service sector, are facing critical challenges 
to compete with the international players while satisfying 
customers by offering quality services. As delivering quality 
service to customers is a must for success, it needs to be 
continuously evaluated. Extant literature on the subject 
supports the contention that SERVQUAL and SERVPERF are 
the two most prominent scales forming the genesis for service 
quality assessment in different service sectors. Present paper 
attempts to present a review of the above mentioned two 
scales in an elucidative, concise and thoroughly documented 
manner. It also tries to posit the best approach of evaluating 
service quality in a more efficient and valid method for 
marketing managers/researchers in Indian context. Literature 
shows that in Indian context, SERVPERF has outperformed 
SERVQUAL as it not only cut down the number of variables but 
also reduced the work load of customer survey and helped in 
generating unbiased responses. Thus, from a pragmatic 
viewpoint, it is expected that the paper will serve as a useful of 
source information for researchers interested in selecting the 
most efficient service quality scale for assessing service 
quality in a developing economy like India as also solving 
complex issues related to service quality and other beha-
vioural outcomes such as customer satisfaction, loyalty, 
recommendation, trust, word-of-mouth etc. in their future 
researches.

 
   

 

I.

 

Introduction

 

wing to liberalization and globalization measures 
initiated since 1991, the banking industry in India 
has undergone a radical change. This measure, 

along with the rapid growth in the Indian economy 
followed by strong contribution from government, private 
and foreign banks transformed the banking sector in 
India. Further, deregulation, increasing market size, 
increased competition, technological blend and attitu-
dinal transformation lead bankers to be more sensitive 
towards customers’ needs and their ultimate sati-
sfaction. 

 

As the generation of income for banks revolves 
around the customer; rendering quality service, sati-
sfaction and keeping them intact with the service 
provider in a longer run, is a key for subsistence and 
success. Numerous organizations have started em-
barking into multifaceted approaches to improve the 
quality of their services as they begin to grasp the 
verities behind what manufacturing sector learned in the 
past few decades that- ‘quality does not improve unless 
it is measured’. Therefore, the topic of service quality 
has increasingly been recognized as one of the key 
strategic values of organizations in both the manu-
facturing and service sectors alike (Berry, Zeithaml and 
Parasuraman 1985; Bitner, Booms and Tetreault, 1990; 
LeBlanc and Nguyen, 1988). 

a) Indian Banking Industry and Financial Services 
During the last decade the commercial-banks in 

India underwent through significant qualitative and 
quantitative changes and manifold growth. On one 
hand, bank had to shoulder the social responsibility to 
take a leading role in the balanced socio-economic 
development of India, while on the other hand, it was 
asked to be concerned about level of profitability. The 
dynamic process of development and diversification 
coupled with structural, financial and technological 
changes have led to an ever growing competition, not 
only among banks but also from non-banking insti-
tutions, it is high time that banks should create new 
financial services in order to improve banker-customer 
relationship, to anticipate, identify, reciprocate and 
satisfy their needs efficiently, effectively and profitably. 

The crucial role that the banking system played 
in India to foster institutionalised savings and channel 
funds in desired directions was recognised in the First 
Five-Year Plan, which emphasised that banking system 
had to be fitted into the scheme of development to 
make the process of saving and their utilisation 'socially 
purposive'. After independence, the growth of banking 
industry has been phenomenal and has no parallel 
anywhere in the world. The spectrum of services offered 
by banks is the widest in this country, considering that, 
elsewhere in the world; specialisation is more of the 
order. The range of services offered by a commercial 
bank in India varies from advances to commercial and 
industrial sector to advances to priority sector, i.e. to 
identify borrowers and lend money at a subsidised rate 
to the economically weaker sections. Therefore, a 

O
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commercial bank has to perform mass banking and at 
the same time class banking for overall development of 
the country. 

Banking, being a customer-oriented services 
industry, the customer is the centre of attention and 
customer service has to be the distinguishing factor. The 
challenge for banks is to lower costs, increase effi-
ciency, while improving the quality of their service, and 
increase customer satisfaction. Attention has now 
turned to improving the quality of service encounter, 
when customers enter the bank and come into face-to-
face contact with bank staff (Chakravarty, 1996).  

b) Service Quality 
Service quality is increasingly recognized as 

being of key strategic value by organizations. The costs 
and major benefits to be derived from successful 
service quality are highlighted by several authors 
(Crosby, 1991; Reichfeld and Sasser, 1990; Edvardsson 
and Gustavsson, 1991; Adil, 2012; Adil, 2013a, Adil, 
2013b) may be summarized as relating to:  
 Satisfied and retained customers and employees; 
 Opportunities for cross-selling; 

 The attraction of new customers; 
 Development of customer relationships; 


 
Increased sales and market shares;

 


 
Enhanced corporate image;

 


 
Reduced costs and increased profit margins and 
business performance.

 Service quality has been variously defined as 
focusing on meeting needs and requirements, and how 
well the service delivered matches customers’ expe-
ctations. Perceived service quality is a global consumer 
judgement or attitude, relating to service and results 
from comparisons by consumers of expectations of 
service with their perceptions of actual service per-
formance (see, for example, Berry, Zeithaml and Para-
suraman 1985, Grönroos, 1984). Major research 
contributions to defining service quality and establishing 
its determinants have emanated from North America 
(Berry, Zeithaml and Parasuraman 1985; Bitner, Booms 
and Tetreault, 1990; LeBlanc and Nguyen, 1988; 
Parasuraman, Zeithaml and Berry 1985, 1988; Zeithaml, 
Berry and Parasuraman,, 1988); from Scandinavia 
(Edvardsson, Gustavsson and Riddle 1989; Grönroos, 
1984, 1988, 1990); and from the UK (Johnston, 
Silvestro, Fitzgerald and Voss 1990; Silvestro and 
Johnston, 1990). A number of these contributions have 
been reviewed by Lewis (1989a).

 c)
 

Objectives
 •

 
The aim of the paper is to identify the most 
prominent and frequently used scales for measuring 
the service quality, specifically with regard to 
banking sector.

 
•

 

Based upon the extant literature, an attempt has 
been made by the researchers to draw a line of 
comparison between both the scales related to the 
efficacy, robustness and parsimoniousness of the 
scales in measuring the quality of service both in 
India as well as in other countries. 

 
•

 

The paper also aims at highlighting the conceptual 
framework of SERVQUAL and SERVPERF scales 
along with the steps of their development.

 II.

 

Literature

 

Review 

The significance of quality service in com-
mercial retail banking is well documented in the service 
quality literature (Buttle, 1996) and financial services 
inherently being intangible, difficult to evaluate and rely 
heavily on experience and credence qualities of 
customers (Zeithaml, 1981; Zeithaml, Parasuraman and 
Berry, 1985). Previous researchers have proven its 
effect/linkages on/with satisfaction and retention of 
customer, positive word-of-mouth (Lewis, 1991; Rust 
and Zahorik, 1993, Newman, 2001; Caruana, 2002; 
Wang Lo and Hui., 2003, Yavas, Benkenstein and 
Studhldreier, 2004; Adil, 2012; Adil, 2013a), complaints, 
recommendation and switch overs (Yavas, Benkenstein 
and Studhldreier, 2004), loyalty (Anderson and Sullivan, 
1993; Bloemer, de Ruyter, and Peeters , 1998; Oliver, 
1999; Jones and Farquhar, 2003; Adil & Ansari, 2012; 
Adil & Khan, 2012) and profitability (Duncan and Elliott, 
2004; Lee and Hwan, 2005). Thus, there has been much 
interest in hypothesizing the relationship between 
service quality and other consumer behavioural out-
comes, for which a researcher is supposed to assess 
service quality. Extant studies suggest that there are two 
broad dimensions to it i.e. outcome aspects and 
relational aspects (Parasuraman, Zeithaml and Berry, 
1991; Morgan and Piercy, 1992; Levesque and Mc-
Dougall; 1996). 

 
Outcome or operational,

 

is the tangible com-
ponent consisting of dimensions like timeliness, accu-
racy, convenience which is centrally related to bank’s 
operations and delivery systems. While this component 
has been largely studied by the researchers, it primarily 
impacts current customers with whom the bank already 
has an ongoing customer relationship; that is, custo-
mers who have actually observed the quality of these 
services. 

 
Relational component is intangible and may be 

described simply as customer treatment. Service quality 
researchers like Le Blanc and Nguyen (1988), Para-
suraman, Zeithaml and Berry (1988), Cronin and Taylor 
(1992), Teas (1993), Avkiran, (1994), Angur, Nataraajan 
and Jaheera (1999), Bahia and Nantel (2000) and 
Wang, Lo and Hui, (2003)  argued that with technical 
services becoming more standardized, the relational 
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aspect becomes even more important. This element is 
more subjective and essentially is based on how the 



customer is made to feel when interacting with the 
institution and staff. This component affects both current 
and new or prospective customers (i.e. those who come 
in to see someone in the bank about a banking service).

 
Models have been developed to assess the 

determinants of service quality. The works of Para-
suraman, Zeithaml and Berry (1985, 1988, 1991, and 
1994) led to the development of a service quality model-
-SERVQUAL, which compares expectations and perce-
ptions of customers regarding a particular service. Since 
Parasuraman, Zeithaml and Berry (1988) introduced the 
SERVQUAL instrument; many researchers have used, 
extended and developed this 22-item scale to study 
service quality in different sectors of the services 
industry (Avkiran, 1994; Babakus and Boller, 1992; 
Buttle, 1996; Cronin and Taylor, 1994; Fick and Ritchie, 
1991; Newman, 2001; Smith, 1995).  

 
Cronin and Taylor modified the gap-based 

SERVQUAL scale into SERVPERF, a performance-only 
index. Their study was later replicated by Brady, Cronin 
and Brand.

 
a)

 

SERVQUAL

 
Service quality is known to be an important 

factor in banking, and SERVQUAL provides a technique 
for assessing and managing service quality (Buttle, 
1996). The concept was conceptualised and proposed 
by Parasuraman, Zeithaml and Berry (1985) and then 
further developed for the next eight years by the same 
researchers. Many other researchers have used the 
SERVQUAL dimensions as the basis for their research, 
and consequently SERVQUAL “has undoubtedly had a 
major impact on the business and academic commu-
nities” (Buttle, 1996), and has been said to be “insightful 
and [to remain] a practical framework to use in service 
quality management” (Christopher, Payne and 
Ballantyne, 2002).

 
East, 1997 argue that SERVQUAL measures 

service quality through customers’ expectations i.e. what 
firms should provide in the industry being studied and 
their perceptions viz. how a given service provider 
performs against these criteria). Numerous research 
had been carried out in the banking industry using 
SERVQUAL model. Using structural equations model, 
Wang, Lo and Hui (2003) evaluated the antecedents of 
service quality and product quality, and their influences 
on bank reputation in the banking industry of China 
where link amongst service quality and product quality 
and bank reputation was observed. Angur, Nataraajan 
and Jaheera (1999) determined service quality in 
banking industry in India where they found that the 
SERVQUAL instrument was four dimensional structure 
and more helpful in addressing service deficiencies. 
Similarly, Sureshchandar, Rajendran and Anantharaman 
(2003) examined service quality in public, private and 
foreign banks in India. Yavas, Bilgin and Shemwel 
(1997) investigated the relationship between service 

quality, customer satisfaction, complaint behavior and 
commitment in the banking industry of Turkey and found 
that customer contact personnel played a vital role in the 
delivery of high quality service. In addition to the 
banking sector, SERVQUAL has been applied to other 
sectors also, in different countries such as higher 
education institutions, airport services, tourism sector 
services, accounting firms, medical services etc. (Buttle, 
1996; Fick and Ritchie, 1991; Lam, Wong and Yeung 
1997; Lim and Tang, 2000; Oldfield and Baron, 2000).  

 
i.

 

SERVQUAL Instrument

 
SERVQUAL comprises 22 items (Likert-type) 

with five dimensions namely- tangibles, reliability, res-
ponsiveness, assurance and empathy. Each item in 
SERVQUAL

 

instrument is of two types. One to measure 
expectations about firms in general within an industry 
and the other measures perceptions regarding the 
particular company whose service is being assessed. 

 
The quality gap (Q) is calculated by subtracting 

the expectation (E) from the perception (P) value i.e. P-E 
= Q. Summation of all the Q values provides an overall 
quality rating which is an indicator of relative importance 
of the service quality dimensions that influence 
customers’ overall quality perceptions.

 

Parasuraman, 
Zeithaml and Berry (1988) suggested that SERVQUAL 
may be used to:

 


 

track service quality trends over time;

 


 

compare branches within a bank or building society;

 


 

compare an organization with its competitors; and

 


 

categorize customers into perceived quality seg-
ments based on their individual SERVQUAL scores.

 
The original SERVQUAL instrument, proposed 

by Parasuraman, Zeithaml and Berry (1985), identified 
ten components of service quality. Later, in a further 
study,  those ten components were merged into five 
dissimilar dimensions viz. reliability (5 items) which is the 
ability to perform the service in an accurate and in 
dependable manner; tangibles (4 items) which refers to 
the appearance of physical factors such as equipment, 
facilities and personnel; empathy (5 items) which 
involves providing individual attention and care to 
customers; responsiveness (4 items) is the willingness 
to provide help and prompt service to customers; and 
finally assurance (4 items) refers to the knowledge and 
courtesy of employees and their ability to convey trust 
and confidence. 
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SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research

Table 1 : Dimensions of Service Quality

Source : Adopted from Soteriou and Zenios (1997). 



  

 
 

 
 

  

  

 

  

 

 

 
  

 

 
 

 
 

 
 

 

 

 
 

 
  

© 2013  Global Journals Inc.  (US)

  
 

68

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r

(
)

E

SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research

SERVQUAL service quality model consists of several quality gaps (Q) which are as follows:

Source : Parasuraman, Zeithaml and Berry (1985). 

Figure 1 : Gap Model of Service Quality

Gap 1: The manager perceives the customers’ expe-
ctations differently from the customers,

Gap 2: The service quality specifications do not agree 
with management perceptions of quality 
expectations,

Gap 3: Difference between quality specifications of the 
promised service and the final service delivered,
Promises made by market communication 
activities are not met by the delivered service,
Difference between the expectations of what 
firms should provide in the industry and their 
perceptions of how a given service provider 
performs,

Gap 6: Difference between the expectations of what 
firms should provide in the industry and their 
employee’s perceptions of consumer expe-
ctation, and

Gap 7: Difference between the employee’s perceptions 
of consumer expectation and Management’s 
perceptions of consumer expectation.

iii. SERVQUAL Applications and Criticisms
Although many studies have used the 

SERVQUAL model as a framework in measuring service 

quality, there has also been theoretical and operational 
criticisms directed towards this model exist in the 
literature of services marketing. These criticisms have 
mainly revolved around right from its dimensional 

Gap 4:

Gap 5:

structure to the interpretation and implementation of the 
instrument (Buttle, 1996; Babakus and Boller, 1992; Lam 
Wong and Yeung, 1997; Smith, 1995; Newman, 2001).

A number of researchers have reported different 
dimensions for expectations, perceptions and gap 
scores. Thus, the universality of SERVQUAL’s five 
dimensions has been questioned (Buttle, 1996; Carman, 
1990; Cronin and Taylor, 1994). Shortcomings 
concerning convergent and discriminant validity have 
also been noted (Buttle, 1996). Nevertheless, despite 
the criticism, SERVQUAL has been widely used in 
various contexts throughout other studies. The 
SERVQUAL instrument has been widely used because it 
“provides a basic skeleton... which can be adapted or 
supplemented to fit the characteristics or specific 
research needs of a particular organization. . .” 
(Parasuraman, Zeithaml and Berry, 1988).
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b) SERVPERF 
Cronin and Taylor (1992) in their empirical work 

controverted the framework of Parasuraman, Zeithaml 
and Berry (1985, 1988) with respect to conceptualization 
and measurement of service quality, and propounded a 
performance-based measure of service quality called 
‘SERVPERF’ illustrating that service quality is a form of 
consumer attitude. They argued that SERVPERF was an 
enhanced means of measuring the service quality 
construct. Their study was later replicated and findings 
suggest that little if any theoretical or empirical evidence 
supports the relevance of the E-P= quality gap as the 
basis for measuring service quality.

Source : Martinez and Martinez (2010). 
Figure 2 : Performance Only Model (SERVPERF)

Levelling maximum criticism against SER-
VQUAL scale, Cronin and Taylor (1992) provided 
empirical evidences across four industries viz. fast food, 
pest control, dry cleaning and banking to support the 
superiority of their ‘performance only’ scale over 
SERVQUAL scale retaining the same items as had been 
proposed by the Parasuraman, Zeithaml and Berry 
(1988). In equation form, SERVPERF service quality can 
be expressed as: 

c) Studies Search
The following procedure was used to obtain an 

ample collection of studies reporting the use of both 
SERVQUAL and SERVPERF scales. First, an electronic 
search of the following databases was conducted: 
Direct Science, Inderscience, Emerald, ProQuest (ABI/-
INFORM Global and dissertation abstracts). Secondly, a 
manual examination of the articles identified from the 
computer-based searches was carried out. Thirdly, 
manual searches of leading marketing and services 
journals were conducted. The search process yielded 
the following studies using either the original scale in its 
totality or a modified version of the same (see Table 2 
and Table 3).



 

 

 

 

Table 2 :

 

International Studies

 

 

                    Note: QUAL-Original SERVQUAL; PERF-Original SERVPERF; MQUAL-Modified SERVQUAL; 

 

                    MPERF-Modified SERVPERF. 
                    Adapted from: Carrillat, Jaramillo and Mulki (2007). 

 

III.

 

Conclusions & Discussion 

Overall, a number of measures have been 
proposed in the past to determine customer expe-
ctations, customer perceptions and overall satisfactions 
in service industries but prominent among them are 
SERVQUAL and SERVPERF. Although, a number of 
measurement problems have been highlighted by 
researchers (e.g. Babakus and Boller, 1991; Carmen, 
1990; Lewis and Mitchell, 1990; Lewis, 1993), related to 
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performance minus customer expectation (P-E) gap 
model of SERVQUAL. Cronin & Taylor’s (1992) SER-
VPERF scale has been empirically tested and proven to 

be a better measure of service quality (Cronin and 
Taylor, 1992; Brown, Churchill and Peter, 1993) and 
perform better in assessing service quality in banking 
industry in emerging countries such as India (Jain & 
Gupta, 2004; Adil, 2012; Adil & Ansari, 2012; Adil, 
2013a; Adil, 2013b). In fact, the marketing literature 
appears to offer considerable support for the superiority 
of simple performance-based measures of service 
quality (cf. Bolton and Drew 1991a,b; Churchill and 
Surprenant 1982; Mazis, Ahtola, and Klippel 1975; 
Woodruff, Cadotte, and Jenkins 1983).



 

Table 3 :

 

National Studies

 

 

                            Note: QUAL- Original SERVQUAL; 

 

PERF- Original SERVPERF; 

 

MQUAL- Modified 

                                    

SERVQUAL; MPERF- Modified SERVPERF.                             

Source : Prepared by the researchers. 

 

Original researchers of SERVPERF argued that 
owing to the limitations of operationalization, con-
ceptualization, measurement and applications of SER-
VQUAL’s scale, the performance-based measure was 
an enhanced means of measuring the service quality 
construct, triggering an interesting controversy in service 
quality research.  However, later Parasuraman, Zeithaml 
and Berry (1994a) responded to the concerns of Cronin 
and Taylor (1992) and Teas (1993) by empirically 
proving that the validity and alleged severity of many of 
those concerns raised by them were questionable, and 
in fact elaborated that though their approach for 
conceptualizing service quality could be revised, 
relinquishing it altogether in preference of the alternate 
approaches as proclaimed by the critics did not seem 
justified. In another empirical work, Parasuraman, 
Zeithaml and Berry (1994b) refined SERVQUAL’s 
structure to embody not only the discordance between 
perceived service and desired service, but also the 
discrepancy between perceived service and adequate 
service. 

 

The complexity of service quality evaluations is 
evident in the

 

many failed attempts to replicate the 
dimensional structure of service quality perceptions. The 

widely applied SERVQUAL scale (Parasuraman, Zei-
thaml and Berry 1985, 1988), for example, has been 
criticized, as its five dimensions, namely, reliability, 
empathy, tangibles, responsiveness, and assurance, 
were difficult to replicate across diverse service contexts 
(Buttle 1996). Researchers in the past had identified a 
range of factors that includes 3 factors in an automotive 
servicing context (Bouman and van der Wiele 1992), 4 
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factors in the retail clothing sector (Gagliano and 
Hathcote 1994), and 3 factors in the context of MBA 
students’ service quality perceptions (McDougall and 
Levesque 1994), uni-dimensional (Brown, Churchill, and 
Peter, 1993) while mixed results in the context of health 
care services (Wisniewski and Wisniewski, 2005; Rohini 
and Mahadevappa, 2006). 

Role of expectations and its inclusion in the 
SERVQUAL measuring instrument is a cause of major 
concern.  To a certain extent, in SERVQUAL there is an 
overlap between the technical and functional dimen-
sions. Furthermore, the use of a perception scale is 
justified by the dynamic character of the Indian client’s 
expectations and by the greater effort required by the 
respondents to complete two questionnaires, one prior 
using the services (i.e. expectations) and another post 
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reduce the number of respondents willing to respond 
their genuine feedback in the study.  The SERVPERF 
scale is found to be superior not only as the scale is 
efficient in capturing the true customer’s perceived 
service quality as also more effective in reducing the 
number of items to be measured by half viz. 22 items in 
contrast to SERVQUAL’s 44 items  (Hartline and Ferrell, 
1996; Babakus and Boller, 1992; Bolton and Drew, 
1991).

References Références Referencias

1. Adil, M. (2011), “Assessing service quality at public 
sector bank: A comparative study of urban and rural 
customers”, International Journal for Business, 
Strategy & Management, Vol. 1, No. 1, pp. 1-9.

2. Adil, M. (2012), “Customer tradeoffs between 
perceived service quality and satisfaction: A SEM 
approach towards Indian rural retail banks”, In 
Rahela Farooqi and Saiyed Wajid Ali (Ed.) Emerging 
Paradigms in Marketing, Wisdom Publications: New 
Delhi. pp. 3-16.

3. Adil, M. and Ansari, S.A. (2012), “Service quality and 
customer loyalty at Indian rural banks: An empirical 
test of an integrative model”, Proceedings of The 
National Conference on Contemporary Issues in 
Business, Management & Finance, University of 
Kashmir, India.

4. Adil, M. (2013). "The relationship between service 
quality and customer satisfaction in India’s rural 
banking sector: An item analysis and factor-specific 
approach”, The Lahore Journal of Business, Vol. 1, 
No. 2, pp. 43-63.

5. Adil, M. (2013a). “Efficacy of SERVPERF in 
measuring perceived service quality at rural retail 
banks: Empirical evidences from India”, Inter-
national Journal of Business Insights and Trans-
formation, Vol. 6, No. 1, pp. 52-63.

6. Adil, M. (2013b). “Modelling effect of perceived 
service quality dimensions on customer satisfaction 
in Indian bank settings”, International Journal of 
Services and Operations Management, Vol. 15, No. 
3, pp. 358-373.

7. Anderson, Eugene W. and Sullivan, Mary W. (1993), 
“The antecedents and consequences of customer 
satisfaction for firms”, Marketing Science, Vol. 12, 
No.2, pp. 125-43.

8. Angur, Madhukar G., Nataraajan, Rajan and Jahera, 
John S. Jr. (1999), “Service quality in the banking 
industry: An assessment in a developing economy”, 
International Journal of Bank Marketing, Vol. 13, 
No.3, pp. 116-23. 

9. Avkiran, Necmi Kemal (1994), “Developing an 
instrument to measure customer service quality in 
branch banking”, International Journal of Bank 
Marketing, Vol. 12, No. 6, pp. 10-18. 

10. Babakus, Emin and Boller, Gregory W. (1992), “An 
empirical assessment of the SERVQUAL scale”, 
Journal of Business Research, Vol. 24, No.2, pp. 
253-68.

11. Bahia, K. and Nantel, J. (2000), “A reliable and valid 
measurement scale for the perceived service quality 
of banks”, International Journal of Bank Marketing, 
Vol. 18, No.2, pp. 84-91.

12. Berry, Leonard L., Zeithaml, Valarie A. and 
Parasuraman, A. (1985), “Quality counts in services 
too”, Business Horizons, Vol. 28, No.3, pp. 44-52.

13. Bloemer, J., de Ruyter, K. and Peeters, P. (1998), 
“Investigating drivers of bank loyalty: The complex 
relationship between image, service quality and 
satisfaction”, International Journal of Bank Mar-
keting, Vol. 16, No.6 & 7, pp. 276-86

14. Bitner, Mary J., Booms, B.H. and Tetreault, M.S. 
(1990), “The service encounter: diagnosing favou-
rable and unfavourable incidents”, Journal of Mar-
keting, Vol. 54, pp. 71-84. 

15. Bojanic, David C. (1991), “Quality measurement in 
professional services firms”, Journal of Professional 
Services Marketing, Vol. 7, No.2, pp. 27-36.

16. Bolton, Ruth N. and Drew, James H. (1991a), “A 
longitudinal analysis of the impact of service 
changes on customer attitudes," Journal of Mar-
keting, Vol. 5, No.5, pp. 1-9. 

17. Bolton, Ruth N. and Drew, James H. (1991b), “A 
multistage model of customers’ assessments of 
service quality and value”, Journal of Consumer 
Research, Vol. 17, No.4, pp. 375-84.

18. Bouman, M. and Van der Wiele, T. (1992), 
“Measuring service quality in the car service 
industry: Building and testing an instrument”, 
International Journal of Service Industry Mana-
gement, Vol. 3, No.4, pp. 4-16.

19. Brady, Michael K., Cronin, J. Jr. and Brand, Richard 
R. (2002), “Performance only measurement of 
service quality: A replication and extension”, Journal 
of Business Research, Vol. 55, No.1, pp. 17-31.

  
 

experiencing (i.e. perceptions). That would markedly 

20. Brown, Tom J., Churchill, Gilbert A. and Peter, J. 
Paul (1993), “Improving the measurement of service 
quality”, Journal of Retailing, Vol. 69, No.1, pp. 
127-139.

21. Buttle, Frances, (1996). “SERVQUAL: Review, 
critique, research agenda”, European Journal of 
Marketing, Vol. 30, No.1, pp. 8-32. 

22. Carman, James M. (1990), “Consumer perceptions 
of service quality: An assessment of the SERVQUAL 
dimensions,” Journal of Retailing, Vol. 66, No.1, pp. 
33-55.

23. Caruana, A. (2002), “Service loyalty: the effects of 
service quality and the mediating role of customer 
satisfaction”, European Journal of Marketing, Vol. 
36, No. 7& 8, pp. 811-28.



 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
 

 
 

 
 

 
 

 
  

 

  

 
 

 

 

 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 
 

 ©  2013 Global Journals Inc.  (US)

73

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research

   

24. Carrillat, Francois A., Jaramillo, Fernando and Mulki, 
Jay P. (2007), “The validity of the SERVQUAL and 
SERVPERF scales: A meta-analytic view of 17 years 
of research across five continents”, International 
Journal of Service Industry Management, Vol. 18, 
No.5, pp. 472-90.

25. Chakravarty Sugato W. R (1996), “How moment of 
truth define bank-customer relationship”, Journal of 
Retail Banking Services, Vol. 18, No.1, pp. 29-34.

26. Choudhury Koushiki (2007), “Service quality 
dimensionality: A study of the Indian banking 
sector”, Journal of Asia-Pacific Business, Vol. 8, 
No.4, pp. 21-38. 

27. Christopher, M., Payne, A. and Ballantyne, D. 
(2002), “Relationship marketing: Creating stake-
holder value”, Butterworth-Heinemann, Jordan Hill, 
Oxford.

28. Churchill and Carol Surprenant (1982), "An 
investigation into the determinants of customer 
satisfaction," Journal of Marketing Research, Vol. 
19, pp.491-504.

29. Cronin, J. Joseph and Taylor, Steven A. (1992), 
“Measuring service quality: A re-examination and 
extension”, Journal of Marketing, Vol. 56, No.3, pp. 
55-68. 

30. Cronin, Jr. J. Joseph and Taylor, Steven A. (1994), 
“SERVPERF versus SERVQUAL: Reconciling perfor-
mance-based and perceptions-minus-expectations 
measurement of service quality”, Journal of 
Marketing, Vol. 58, pp. 125–31.

31. Crosby, L.A. (1991), “Building and Maintaining 
Quality in the Service Relationships”, in Brown, S.W., 
Gummesson, E., Edvardsson, B. and Gustavsson, 
B. (Eds), Service Quality: Multi-disciplinary and 
Multi-national Perspectives, Lexington Books, Lexi-
ngton, MA.

32. Dabholkar, Pratibha A., Shepherd, C. David and 
Thorpe, Dayle I. (2000), “A comprehensive frame-
work for service quality: an investigation of critical 
conceptual and measurement issues through a 
longitudinal study”, Journal of Retailing, Vol. 76, 
No.2, pp. 139-73.

33. Duncan, E. and Elliott, G. (2004), “Efficiency,
customer service and financial performance among 
Australian financial institutions”, International Journal 
of Bank Marketing, Vol. 22, No.5, pp. 319-42.

34. Dutta, Kirti and Dutta, Anil (2009), "Customer 
expectations and perceptions across the Indian 
banking industry and the resultant financial 
implications", Journal of Services Research, Vol. 9, 
No.1, pp.31-49. 

35. East, R. (1997), “Consumer Behaviour: Advances 
and Applications in Marketing”, Prentice-Hall, 
London. 

36. Edvardsson, B., Gustavsson, B. and Riddle, D. 
(1991), “An expanded model of the service 
encounter with emphasis on cultural context”, 

Working Paper 89: 4, CTF Services Research 
Centre, University of Karlstad, Sweden. 

37. Fick, Gavin R. and Ritchie, J.R.Brent (1991), 
“Measuring service quality in the travel and tourism 
industry”, Journal of Travel Research, Vol. 30, No.2, 
pp. 2-9.

38. Freeman, Kim D. and Dart, Jack (1993), “Measuring 
the perceived quality of professional business 
services”, Journal of Professional Services 
Marketing, Vol. 9, No.1, pp. 27-47.

39. Garland, Ron (2005), “Segmenting retail banking 
customers”, Journal of Financial Services Marketing, 
Vol. 10, No.2, pp. 179-91.

40. Gagliano, Kathryn Bishop and Hathcote, Jan (1994), 
“Customer expectations and perceptions of service 
quality in apparel retailing”, Journal of Services 
Marketing, Vol. 8, No.1, pp. 60-69.

41. Grönroos, Christian (1984), “A service quality model 
and its marketing implications‖”, European Journal 
of Marketing, Vol. 18, No.1, pp. 36-44. 

42. Grönroos, Christian (1988), “Service quality: The six 
criteria of good perceived service quality”, Review of 
Business, Vol. 9, No.3, pp. 10-13.

43. Grönroos, Christian (1990), Service Management 
and Marketing, Lexington Books, Lexington, MA.

44. Hartline, Michael D. and Ferrell, O.C. (1996), “The 
management of customer contact service emplo-
yees: An empirical investigation”, Journal of 
Marketing, Vol. 69, pp.52-70.

45. Hazra, Sandip Ghosh; Srivastava, Kailash B.L. 
(2009), “Impact of service quality on customer 
loyalty, commitment and trust in the Indian banking 
sector", The IUP Journal of Marketing Management, 
Vol. 8, No.3 & 4, pp.74-95. 

46. Headley, Dean E. and Stephen J. Miller (1993), 
“Measuring service quality and its relationship to 
future consumer behavior,” Marketing Health Ser-
vices, Vol. 13, No.4, pp. 32-42.

47. Jabnoun, Naceur and Al-Tamimi, Hussein A.Hassan 
(2003), “Measuring perceived service quality at UAE 
commercial banks”, The International Journal of 
Quality and Reliability Management, Vol. 20, No.4 & 
5, pp. 458-72.

48. Johnston, R., Silvestro, R., Fitzgerald, L. and Voss, 
C. (1990), “Developing the determinants of service 
quality”, in Langeard, E. and Eiglier, P. (Eds), 
Marketing, Operations and Human Resources 
Insights into Services, 1st International Research 
Seminar on Services Management, IAE, Aix-en-
Provence, pp. 373-400.

49. Jones, Henry and Farquhar, Jillian Dawes (2003), 
“Contact management and customer loyalty”, 
Journal of Financial Services Marketing, Vol. 8, 
No.1, pp. 71-78.

50. Khan, M. Sadique; Mahapatra, Siba Sankar and 
Sreekumar (2009) ‘Service quality evaluation in 
internet banking: An empirical study in India’, Int. J. 



 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

 

 

 
 

 
 

 
 

 
 

 
 

 
 

  
 

  

 

  
 

 
 

  
 

 
  

 

© 2013  Global Journals Inc.  (US)

  
 

74

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r

(
)

E

SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research

Indian Culture and Business Management, Vol. 2, 
No. 1, pp.30–46.

51. Kumar, Sunil and Gulati, Rachita (2010), “Measuring 
efficiency, effectiveness and performance of Indian 
public sector banks”, International Journal of Pro-
ductivity and Performance Management, Vol. 59, 
No.1, pp. 51-74

52. Lam, Simon Sing Kwong (1995), “Measuring service 
quality: an empirical analysis in Hong Kong”, 
International Journal of Management, Vol. 12, No.2, 
pp. 182-8.

53. Lam, T., Wong, A. and Yeung, S. (1997), “Measuring 
service quality in clubs: An application of the 
SERVQUAL instrument”, Journal of Hospitality 
Marketing, Vol. 4, No.1, pp. 7-14.

54. LeBlanc, G. and Nguyen, N. (1988), “Customers’ 
perceptions of service quality in financial insti-
tutions”, International Journal of Bank Marketing, 
Vol. 6, No.4, pp. 7-18.

55. Lee, T., Lee, Y. and Yoo, D. (2000), “The 
determinants of perceived service quality and its 
relationship with satisfaction”, The Journal of Ser-
vices Marketing, Vol. 14, No.3, pp. 217-31.

56. Lee, Ming Chang and Hwan, I.S. (2005), 
“Relationships among service quality, customer 
satisfaction and profitability in the Taiwanese 
banking industry”, International Journal of Mana-
gement, Vol. 22, No.4, pp. 635-48.

57. Levesque, T. and McDougall, G.H.G. (1996), 
“Determinants of customer satisfaction in retail 
banking”, International Journal of Bank Marketing, 
Vol. 14, No.7, pp. 12-20.

58. Lewis, Barbara R. (1989a), “Quality in the service 
sector: a review”, International Journal of Bank 
Marketing, Vol. 7, No.5, pp. 4-12.

59. Lewis, Barbara R. and Mitchell, Vincent M. (1990), 
“Defining and measuring the quality of customer 
service”, Marketing Intelligence and Planning, Vol. 8, 
No.6, pp. 11-17.

60. Lewis, Barbara R. (1991), “Customer care in service 
organizations”, Management Decision, Vol. 29, 
No.1, pp. 31-4.

61. Licata, Jane W., John C. Mowen, and Goutam 
Chakraborty (1995), “Diagnosing perceived quality 
in the medical service channel,” Journal of Health 
Care Marketing, Vol. 15, No.4, pp. 42-54.

62. Lim, Puay Cheng and Tang, Nelson K.H. (2000), “A 
study of patients’ expectations and satisfaction in 
Singapore hospitals”, International Journal of Health 
Care Quality Assurance, Vol. 13, No.7, pp. 290-99.

63. Lytle, Richard S. and Michael P. Mokwa (1992), 
“Evaluating health care quality: The moderating role 
of outcomes,” Journal of Health Care Marketing, 
Vol. 12, No.1, pp. 4-14.

64. Mazis, Michael B., Olli T. Ahtola, and R. Eugene 
Klippel (1975), "A comparison of four multi-attribute 

models in the prediction of consumer attitudes," 
Journal of Consumer Research, Vol. 2, pp. 38-52.

65. McDougall, G. and Levesque, T. (1994), “A revised 
view of service quality dimensions: An empirical 
investigation”, Journal of Professional Services 
Marketing, Vol. 11, No.1, pp. 189-210.

66. Mehta, Subhash C., Ashok, K. Lalwani and Han, 
Soon Li (2000), “Service quality in retailing: Relative 
efficiency of alternative measurement scales for 
different product-service environments”, Interna-
tional Journal of Retail and Distribution Mana-
gement, Vol. 28, No.2, pp. 62-72.

67. Mengi, Pooja (2009), "Customer satisfaction with 
service quality: An empirical study of public and 
private sector banks", The IUP Journal of Mana-
gement Research, Vol.8, No.9, pp.7-17. 

68. Mishra, Anubhav Anand (2009), "A study on 
customer satisfaction in Indian retail banking", The 
IUP Journal of Management Research, Vol.8, No.11, 
pp.45-61. 

69. Mittal, Banwari and Lassar, Walfried M. (1996), “The 
role of personalization in service encounters”, 
Journal of Retailing, Vol. 72, No.1, pp. 95-110.

70. Morgan, Neil A. and Piercy, N. Few (1992), “Market-
led quality”, Industrial Marketing Management, Vol. 
21, No.2, pp. 111-18.

71. Mushtaq A. Bhat (2005) “Correlates of service 
quality in banks: An empirical investigation”, Journal 
of Services Research, Vol. 5, No.1, pp.77-97.

72. Newman, K. (2001), “Interrogating SERVQUAL: a 
critical assessment of service quality measurement 
in a high street retail bank”, International Journal of 
Bank Marketing, Vol. 19, No.3, pp. 126-39.

73. Oldfield, Brenda M. and Baron, Steve (2000), 
“Student perceptions of service quality in a UK 
university business and management faculty”, 
Quality Assurance in Education, Vol. 8, No.2, pp. 
85-95.

74. Oliver, Richard L. (1999), “Whence consumer 
loyalty?” Journal of Marketing, Vol. 63, No.4, pp. 
33-44.

75. Parasuraman, A., Zeithaml, Valarie. A. and Berry, L. 
Leonard (1985) "A conceptual model of service 
quality and its implications for future research," 
Journal of Marketing, Vol. 49, No.4, pp. 41-50

76. Parasuraman, A., Zeithaml, Valarie. A. and Berry, L. 
Leonard (1988), “SERVQUAL: A multiple-item scale 
for measuring consumer perceptions of service 
quality”, Journal of Retailing, Vol. 64, No.1, pp. 
12-40. 

77. Parasuraman, A., Zeithaml, Valarie. A. and Berry, L. 
Leonard (1991), “Refinement and reassessment of 
the SERVQUAL scale”, Journal of Retailing, Vol. 67, 
No.4, pp. 420-450.

78. Parasuraman, A. Zeithaml, Valarie. A. and Berry, L. 
Leonard (1994), “Alternative scales for measuring 



 

 
 

 
 

 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

 

 

 
 

 

 
 

 
 

 
 

 
 

 
 

 

 
 

    
 

 

 
 

 
 

 

 
 

 
 

 

 
 

 ©  2013 Global Journals Inc.  (US)

75

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r 

 
  

 
(

)
E

SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research

    

     

service quality: A comparative assessment based 
on psychometric and diagnostic criteria”, Journal of 
Retailing, Vol. 70, No.3, pp. 201-30.

79. Parikh Darshan (2006), "Measuring retail service 
quality: An empirical assessment of the instrument", 
Vikalpa, Vol.31, No.2, pp.45-55.

80. Pariseau, Susan E. and McDaniel, J.R. (1997), 
“Assessing service quality in schools of business”, 
International Journal of Quality and Reliability 
Management, Vol. 14, No.3, pp. 204-18.

81. Quester, Pascale G. and Romaniuk, Simon (1997), 
“Service quality in the Australian advertising 
industry: A methodological study”, Journal of 
Services Marketing, Vol. 11, No.3, pp. 180-92.

82. Reichfeld, Frederick F. and Sasser, W. Earl (1990), 
“Zero defections: Quality comes to services”, 
Harvard Business Review, Vol. 65, No.8, pp. 104-11.

83. Reidenbach, Eric R. and Beverly Sandifer-
Smallwood (1990), “Exploring perceptions of hospi-
tal operations by a modified servqual approach,” 
Journal of Health Care Marketing, Vol. 10, No.4, pp. 
47-55.

84. Rohini, R. and B. Mahadevappa (2006), “Service 
quality in Bangalore hospitals: An empirical study,” 
Journal of Services Research, Vol. 6, No.1, pp. 

     

59-82.
85. Rust, Roland T. and Zahorik, Anthony J. (1993), 

“Customer satisfaction, customer retention, and 
market share”, Journal of Retailing, Vol. 69, No.2, 
pp. 193-215.

86. Selvaraj, M.,(2009), “Total quality management in 
Indian commercial banks: A comparative study”, 
Journal of Marketing and Communication, Vol 4, 
No.3, pp. 59-70. 

87. Seth Anita, Momaya K and Gupta H.M.(2008), 
"Managing the customer perceived service quality 
for cellular mobile telephony", Vikalpa, Vol.33, No.1, 
pp.19-34.

88. Sharma, Alpha and Mehta, Versha (2005), “Service 
quality perceptions in financial services – A case 
study of banking services”, Journal of Services 
Research, Vol.4, No.2, pp. 205-21.

89. Silvestro, R. and Johnston, R. (1990), “The 
determinants of service quality: Hygiene and enhan-
cing factors”, Warwick Business School, Warwick.

90. Smith, M. Anne (1995), “Measuring service quality: 
is SERVQUAL now redundant?” Journal of Mar-
keting Management, Vol. 11, No.2, pp. 257-76.

91. Smith, M. Anne (1999), “Some problems when 
adopting Churchill’s paradigm for the development 
of service quality measurement scales”, Journal of 
Business Research, Vol. 46, No.2, pp. 109-20.

92. Soteriou, Andreas and Zenios, Stavros A. (1997), 
"Efficiency, profitability and quality of banking 
services", International Journal of Bank Marketing, 
Vol. 18, No.5, pp. 97-128.

93. Sureshchandar, G.S;Rajendran, Chandrasekharan 
& Kamalanabhan, T.J.,(2001), "Customer perce-
ptions of service quality: A critique", Total Quality 
Management, Vol.12, No.1, pp.111-124

94. Sureshchandar, G.S., Rajendran, Chandrashekha-
ran and Anantharaman, R.N. (2003), “Customer 
perceptions of service quality in the banking sector
of a developing economy: A critical analysis”, 
International Journal of Bank Marketing, Vol. 21, 
No.5, pp. 233-42.

95. Teas, R. Kenneth (1993), “Expectations, perfor-
mance evaluation and consumers’ perceptions of 
quality”, Journal of Marketing, Vol. 57, No.4, pp. 

   

18-34.
96. Vanniarajan, T. and Anbazhagan, B., (2007), “SER-

VPERF analysis in retail banking”, Regulations and 
Marketing, Proceedings of International Marketing 
Conference on Marketing and Society, IIMK, Vol. 7, 
pp. 725-736.

97. Verma, P.S. Deepak and Ruchika Vohra,  (2000), 
“Customer perception of banking service quality: A 
study of State Bank of India”, The Journal of Institute 
of Public Enterprise, Vol. 23, No.3 & 4,  pp.46-54.

98. Wal, van der R.W.E., Pampallis, A. and Bond, C. 
(2002), “Service quality in a cellular telecommu-
nications company: A South African experience”, 
Managing Service Quality, Vol. 12, No.5, pp. 323-35.

99. Wang, Yonggui, Lo, Hing-P and Hui, V. Yer (2003), 
“The antecedents of service quality and product 
quality and their influences on bank reputation: 
evidence from banking industry in China”, 
Managing Service Quality, Vol. 13, No.1, pp. 72-83.

100. Wisniewski, Mik and Hazel Wisniewski (2005), 
“Measuring service quality in a hospital colposcopy
clinic,” International Journal of Health Care Quality 
Assurance, Vol. 18, No. 2 & 3, pp. 217-229.

101. Witkowski, H. Terrence and Wolfinbarger,F. Mary 
(2002), “Comparative service quality: German and 
American ratings across service settings”, Journal 
of Business Research, Vol. 55, No.11, pp. 875-81.

102. Woodruff B. Robert, Ernest R. Cadotte, and Roger L. 
Jenkins (1983), "Modeling consumer satisfaction 
processes using experience-based norms," Journal 
of Marketing Research, Vol. 20, pp. 296-304.

103. Yavas, Ugur., Bilgin, Zeynep and Shemwell, J. 
Donald (1997), “Service quality in the banking 
sector in an emerging economy: A consumer 
survey”, International Journal of Bank Marketing, 
Vol. 15, No.6, pp. 217-23.

104. Yavas, Ugur., Benkenstein, Martin and Studhldreier, 
Uwe. (2004), “Relationships between service quality 
and behavioral outcomes: A study of private bank 
customers in Germany”, International Journal of 
Bank Marketing, Vol. 22, No. 2, pp. 147-57.

105. Zeithaml, Valarie, (1981) “How consumer evaluation 
processes differ between goods and services”, in 
Donnelly, J. and George, W., (eds.), Marketing of 



 
 

 
  

 
 

 
 

Services, American Marketing Association, Chicago, 
IC. pp.

 

186-190.

 

106.

 

Zeithaml, Valarie. A., Leonard L. Berry and A. 
Parasuraman, (1985), “Problems and strategies in 
services marketing”, Journal of marketing, Vol. 49, 
No. 2, pp.33-46.

 

107.

 

Zeithaml, Valarie. A., Leonard L. Berry and A. 
Parasuraman, (1988), “Communication and control 
processes in the delivery of service quality”, Journal 
of Marketing, Vol. 52, No.2, pp. 35-48.

 

108.

 

Zillur Rahman (2005), “Service quality: Gaps in the 
Indian banking industry”, The ICFAI Journal of 
Marketing Management, Vol.13, No. 3, pp.37-50.

 

© 2013  Global Journals Inc.  (US)

  
 

76

G
lo
ba

l 
Jo

ur
na

l 
of
 M

an
ag

em
en

t 
an

d 
Bu

sin
es
s 
R
es
ea

rc
h 

  
  
  
V
ol
um

e 
X
III

 I
ss
ue

 V
I 
V
er

sio
n 

I
Y

20
13

ea
r

(
)

E

SERVQUAL and SERVPERF: A Review of Measures in Services Marketing Research



 
   

  

 
 

 
 
 
 

 
 

 

Global Journals Inc. (US)

 

Guidelines Handbook

 

2013

 
 

www.GlobalJournals.org

 
 

 
 
 
 
 
 
 
 

 
 
 
 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 
 

 
 

 

 
  

 

FELLOW OF INTERNATIONAL CONGRESS OF MANAGEMENT AND BUSINESS 
RESEARCH (FICMBR) 

•
 

'FARSB' title will be awarded to the person after approval of Editor-in-Chief and Editorial Board. 
The title 'FARSB" can be added to name in the following manner. eg. Dr. John E. Hall, Ph.D., FARSB 
or William Walldroff Ph. D., M.S., FARSB

 

•
 

Being FARSB is a respectful honor. It authenticates your research activities. After becoming FARSB, 
you can use 'FARSB' title as you use your degree in suffix of your name. This will definitely will 
enhance and add up your name. You can use it on your Career Counseling 
Materials/CV/Resume/Visiting Card/Name Plate etc.

 

•
 

60% Discount will be provided to FARSB members for publishing research papers in Global Journals 
Inc., if our Editorial Board and Peer Reviewers accept the paper. For the life time, if you are 
author/co-author of any paper bill sent to you will automatically be discounted one by 60%

 

•
 

FARSB will be given a renowned, secure, free professional email address with 100 GB of 
space eg.johnhall@globaljournals.org. You will be facilitated with Webmail, SpamAssassin, Email 
Forwarders, Auto-Responders, Email Delivery Route tracing, etc.

 

•
 

FARSB member is eligible to become paid peer reviewer at Global Journals Inc. to earn up to 15% 
of realized author charges taken from author of respective paper. After reviewing 5 or more 
papers you can request to transfer the amount to your bank account or to your PayPal account.

 

•
 

Eg. If we had taken 420 USD from author, we can send 63 USD to your account.
 

•
 

FARSB member can apply for free approval, grading and certification of some of their Educational 
and Institutional Degrees from Global Journals Inc. (US) and

 
Open Association of Research,Society 

U.S.A.
 

•
 

After you are FARSB. You can send us scanned copy of all of your documents. We will verify, grade 
and certify them within a month. It will be based on your academic records, quality of research 
papers published by you, and 50 more criteria. This is beneficial for your

 
job interviews as 

recruiting organization need not just rely on you for authenticity and your unknown qualities, you 
would have authentic ranks of all of your documents. Our scale is unique worldwide.

 

•
 

FARSB member can proceed to get benefits of free research podcasting in Global Research Radio 
with their research documents, slides and online movies.

 

•
 

After your publication anywhere in the world, you can upload you research paper with your 
recorded voice or you can use our professional RJs to record your paper their voice. We can also 
stream your conference videos and display your slides online.

 

•
 

FARSB will be eligible for free application of Standardization of their Researches by Open Scientific 
Standards. Standardization is next step and level after publishing in a journal. A team of research 
and professional will work with you to take your research to its next level, which is worldwide open 
standardization.

 
 

Fellows  

I

          © Copyright by Global Journals Inc.(US) | Guidelines Handbook

mailto:eg.johnhall@globaljournals.org�
mailto:eg.johnhall@globaljournals.org�


 

 
 

 
 

 
 

Journals Inc. (US) will be transferred to FARSB member's bank account after certain threshold 
balance. There is no time limit for collection. FARSB member can decide its price and we can help 
in decision.

 

MEMBER OF ASSOCIATION OF RESEARCH SOCIETY IN BUSINESS (MARSB)

 

•

 

'MARSB' title will be awarded to the person after approval of Editor-in-Chief and Editorial Board. 
The title 'MARSB" can be added to name in the following manner. eg. Dr. John E. Hall, Ph.D., 
MARSB or William Walldroff Ph. D., M.S., MARSB

 

•

 

Being MARSB is a respectful honor. It authenticates your research activities. After becoming 
MARSB, you can use 'MARSB' title as you use your degree in suffix of your name. This will definitely 
will enhance and add up your name. You can use it on your Career Counseling 
Materials/CV/Resume/Visiting Card/Name Plate etc.

 

•

 

40% Discount will be provided to MARSB members for publishing research papers in Global 
Journals Inc., if our Editorial Board and Peer Reviewers accept the paper. For the life time, if you 
are author/co-author of any paper bill sent to you will automatically be discounted one by 60%

 

•

 

MARSB will be given a renowned, secure, free professional email address with 30 GB of 
space eg.johnhall@globaljournals.org. You will be facilitated with Webmail, SpamAssassin, Email 
Forwarders, Auto-Responders, Email Delivery Route tracing, etc.

 

•

 

MARSB member is eligible to become paid peer reviewer at Global Journals Inc. to earn up to 10% 
of realized author charges taken from author of respective paper. After reviewing 5 or more 
papers you can request to transfer the amount to your bank account or to your PayPal account.

 

•

 

MARSB member can apply for free approval, grading and certification of some of their Educational 
and Institutional Degrees from Global Journals Inc. (US) and Open Association of Research,Society 
U.S.A.

 

•

 

MARSB is eligible to earn from their researches: While publishing his paper with Global Journals 
Inc. (US), MARSB can decide whether he/she would like to publish his/her research in closed 
manner. When readers will buy that individual research paper for reading, 40% of its earning by 
Global Journals Inc. (US) will be transferred to MARSB member's bank account after certain 
threshold balance. There is no time limit for collection. MARSB member can decide its price and we 
can help in decision.

 

  

 
 

  

• FARSB is eligible to earn from their researches: While publishing his paper with Global Journals Inc. 
(US), FARSB can decide whether he/she would like to publish his/her research in closed manner. 
When readers will buy that individual research paper for reading, 80% of its earning by Global 

II

                   

© Copyright by Global Journals Inc.(US)| Guidelines Handbook

                   

© Copyright by Global Journals Inc.(US)| Guidelines Handbook

mailto:eg.johnhall@globaljournals.org�
mailto:eg.johnhall@globaljournals.org�


 

 
 

 
 

 
 

 
 

Auxiliary Memberships  
 

ANNUAL MEMBER 

• Annual Member will be authorized to receive e-Journal GJMBR for one 
year (subscription for one year). 

• The member will be allotted free 1 GB Web-space along with subDomain to 
contribute and participate in our activities. 

• A professional email address will be allotted free 500 MB email space. 

 PAPER PUBLICATION 

• The members can publish paper once. The paper will be sent to two-peer 
reviewer. The paper will be published after the acceptance of peer reviewers and 
Editorial Board. 

 

 

 

 

 

 

 

 

 

III

                 © Copyright by Global Journals Inc.(US) | Guidelines Handbook



 

 
 

 
 

 

 

Process of submission of Research Paper     
  

The Area or field of specialization may or may not be of any category as mentioned in 
‘Scope of Journal’ menu of the GlobalJournals.org website. There are 37 Research 
Journal categorized with Six parental Journals GJCST, GJMR, GJRE, GJMBR, GJSFR, 
GJHSS. For Authors should prefer the mentioned categories. There are three widely 
used systems UDC, DDC and LCC. The details are available as ‘Knowledge Abstract’ at 
Home page. The major advantage of this coding is that, the research work will be 
exposed to and shared with all over the world as we are being abstracted and indexed 
worldwide.  

The paper should be in proper format. The format can be downloaded from first page of 
‘Author Guideline’ Menu. The Author is expected to follow the general rules as 
mentioned in this menu. The paper should be written in MS-Word Format 
(*.DOC,*.DOCX). 

 The Author can submit the paper either online or offline. The authors should prefer 
online submission.Online Submission: There are three ways to submit your paper: 

(A) (I) First, register yourself using top right corner of Home page then Login. If you 
are already registered, then login using your username and password. 

      (II) Choose corresponding Journal. 

      (III) Click ‘Submit Manuscript’.  Fill required information and Upload the paper. 

(B) If you are using Internet Explorer, then Direct Submission through Homepage is 
also available. 

(C) If these two are not convenient, and then email the paper directly to 
dean@globaljournals.org.  

Offline Submission: Author can send the typed form of paper by Post. However, online 
submission should be preferred.                    

IV

  
© Copyright by Global Journals Inc.(US)| Guidelines Handbook



 

        
 

 
 

 
 

 

Preferred Author Guidelines    

MANUSCRIPT STYLE INSTRUCTION (Must be strictly followed) 

 Page Size: 8.27" X 11'" 

• Left Margin: 0.65 
• Right Margin: 0.65 
• Top Margin: 0.75 
• Bottom Margin: 0.75 
• Font type of all text should be Swis 721 Lt BT.  
• Paper Title should be of Font Size 24 with one Column section. 
• Author Name in Font Size of 11 with one column as of Title. 
• Abstract Font size of 9 Bold, “Abstract” word in Italic Bold. 
• Main Text: Font size 10 with justified two columns section 
• Two Column with Equal Column with of 3.38 and Gaping of .2 
• First Character must be three lines Drop capped. 
• Paragraph before Spacing of 1 pt and After of 0 pt. 
• Line Spacing of 1 pt 
• Large Images must be in One Column 
• Numbering of First Main Headings (Heading 1) must be in Roman Letters, Capital Letter, and Font Size of 10. 
• Numbering of Second Main Headings (Heading 2) must be in Alphabets, Italic, and Font Size of 10. 

You can use your own standard format also. 
Author Guidelines: 

1. General, 

2. Ethical Guidelines, 

3. Submission of Manuscripts, 

4. Manuscript’s Category, 

5. Structure and Format of Manuscript, 

6. After Acceptance. 

1. GENERAL 

 Before submitting your research paper, one is advised to go through the details as mentioned in following heads. It will be beneficial, 
while peer reviewer justify your paper for publication. 

Scope 

The Global Journals Inc. (US) welcome the submission of original paper, review paper, survey article relevant to the all the streams of 
Philosophy and knowledge. The Global Journals Inc. (US) is parental platform for Global Journal of Computer Science and Technology, 
Researches in Engineering, Medical Research, Science Frontier Research, Human Social Science, Management, and Business organization. 
The choice of specific field can be done otherwise as following in Abstracting and Indexing Page on this Website. As the all Global 

V

          © Copyright by Global Journals Inc.(US) | Guidelines Handbook



 

 
 

 
 

 

Journals Inc. (US) are being abstracted and indexed (in process) by most of the reputed organizations. Topics of only narrow interest will 
not be accepted unless they have wider potential or consequences. 

2. ETHICAL GUIDELINES 

 Authors should follow the ethical guidelines as mentioned below for publication of research paper and research activities. 

Papers are accepted on strict understanding that the material in whole or in part has not been, nor is being, considered for publication 
elsewhere. If the paper once accepted by Global Journals Inc. (US) and Editorial Board, will become the copyright of the Global Journals 
Inc. (US). 

Authorship: The authors and coauthors should have active contribution to conception design, analysis and interpretation of findings. 
They should critically review the contents and drafting of the paper. All should approve the final version of the paper before 
submission 

The Global Journals Inc. (US) follows the definition of authorship set up by the Global Academy of Research and Development. According 
to the Global Academy of R&D authorship, criteria must be based on: 

1) Substantial contributions to conception and acquisition of data, analysis and interpretation of the findings. 

2) Drafting the paper and revising it critically regarding important academic content. 

3) Final approval of the version of the paper to be published. 

All authors should have been credited according to their appropriate contribution in research activity and preparing paper. Contributors 
who do not match the criteria as authors may be mentioned under Acknowledgement. 

Acknowledgements: Contributors to the research other than authors credited should be mentioned under acknowledgement. The 
specifications of the source of funding for the research if appropriate can be included. Suppliers of resources may be mentioned along 
with address. 

Appeal of Decision: The Editorial Board’s decision on publication of the paper is final and cannot be appealed elsewhere. 

Permissions: It is the author's responsibility to have prior permission if all or parts of earlier published illustrations are used in this 
paper. 

Please mention proper reference and appropriate acknowledgements wherever expected. 

If all or parts of previously published illustrations are used, permission must be taken from the copyright holder concerned. It is the 
author's responsibility to take these in writing. 

Approval for reproduction/modification of any information (including figures and tables) published elsewhere must be obtained by the 
authors/copyright holders before submission of the manuscript. Contributors (Authors) are responsible for any copyright fee involved. 

3. SUBMISSION OF MANUSCRIPTS 

 Manuscripts should be uploaded via this online submission page. The online submission is most efficient method for submission of 
papers, as it enables rapid distribution of manuscripts and consequently speeds up the review procedure. It also enables authors to 
know the status of their own manuscripts by emailing us. Complete instructions for submitting a paper is available below. 

Manuscript submission is a systematic procedure and little preparation is required beyond having all parts of your manuscript in a given 
format and a computer with an Internet connection and a Web browser. Full help and instructions are provided on-screen. As an author, 
you will be prompted for login and manuscript details as Field of Paper and then to upload your manuscript file(s) according to the 
instructions. 

VI

  
                   

© Copyright by Global Journals Inc.(US)| Guidelines Handbook



 

 
 

 
 

 
 

To avoid postal delays, all transaction is preferred by e-mail. A finished manuscript submission is confirmed by e-mail immediately and 
your paper enters the editorial process with no postal delays. When a conclusion is made about the publication of your paper by our 
Editorial Board, revisions can be submitted online with the same procedure, with an occasion to view and respond to all comments. 

Complete support for both authors and co-author is provided. 

4. MANUSCRIPT’S CATEGORY 

Based on potential and nature, the manuscript can be categorized under the following heads: 

Original research paper: Such papers are reports of high-level significant original research work. 

Review papers: These are concise, significant but helpful and decisive topics for young researchers. 

Research articles: These are handled with small investigation and applications 

Research letters: The letters are small and concise comments on previously published matters. 

5.STRUCTURE AND FORMAT OF MANUSCRIPT 

The recommended size of original research paper is less than seven thousand words, review papers fewer than seven thousands words 
also.Preparation of research paper or how to write research paper, are major hurdle, while writing manuscript. The research articles and 
research letters should be fewer than three thousand words, the structure original research paper; sometime review paper should be as 
follows: 

 Papers: These are reports of significant research (typically less than 7000 words equivalent, including tables, figures, references), and 
comprise: 

(a)Title should be relevant and commensurate with the theme of the paper. 

(b) A brief Summary, “Abstract” (less than 150 words) containing the major results and conclusions. 

(c) Up to ten keywords, that precisely identifies the paper's subject, purpose, and focus. 

(d) An Introduction, giving necessary background excluding subheadings; objectives must be clearly declared. 

(e) Resources and techniques with sufficient complete experimental details (wherever possible by reference) to permit repetition; 
sources of information must be given and numerical methods must be specified by reference, unless non-standard. 

(f) Results should be presented concisely, by well-designed tables and/or figures; the same data may not be used in both; suitable 
statistical data should be given. All data must be obtained with attention to numerical detail in the planning stage. As reproduced design 
has been recognized to be important to experiments for a considerable time, the Editor has decided that any paper that appears not to 
have adequate numerical treatments of the data will be returned un-refereed; 

(g) Discussion should cover the implications and consequences, not just recapitulating the results; conclusions should be summarizing. 

(h) Brief Acknowledgements. 

(i) References in the proper form. 

Authors should very cautiously consider the preparation of papers to ensure that they communicate efficiently. Papers are much more 
likely to be accepted, if they are cautiously designed and laid out, contain few or no errors, are summarizing, and be conventional to the 
approach and instructions. They will in addition, be published with much less delays than those that require much technical and editorial 
correction. 

VII

          © Copyright by Global Journals Inc.(US) | Guidelines Handbook



 

 
 

 
 

 

The Editorial Board reserves the right to make literary corrections and to make suggestions to improve briefness. 

It is vital, that authors take care in submitting a manuscript that is written in simple language and adheres to published guidelines. 

 Format 

Language: The language of publication is UK English. Authors, for whom English is a second language, must have their manuscript 
efficiently edited by an English-speaking person before submission to make sure that, the English is of high excellence. It is preferable, 
that manuscripts should be professionally edited. 

Standard Usage, Abbreviations, and Units: Spelling and hyphenation should be conventional to The Concise Oxford English Dictionary. 
Statistics and measurements should at all times be given in figures, e.g. 16 min, except for when the number begins a sentence. When 
the number does not refer to a unit of measurement it should be spelt in full unless, it is 160 or greater. 

Abbreviations supposed to be used carefully. The abbreviated name or expression is supposed to be cited in full at first usage, followed 
by the conventional abbreviation in parentheses. 

Metric SI units are supposed to generally be used excluding where they conflict with current practice or are confusing. For illustration, 
1.4 l rather than 1.4 × 10-3 m3, or 4 mm somewhat than 4 × 10-3 m. Chemical formula and solutions must identify the form used, e.g. 
anhydrous or hydrated, and the concentration must be in clearly defined units. Common species names should be followed by 
underlines at the first mention. For following use the generic name should be constricted to a single letter, if it is clear. 

Structure 

All manuscripts submitted to Global Journals Inc. (US), ought to include: 

Title: The title page must carry an instructive title that reflects the content, a running title (less than 45 characters together with spaces), 
names of the authors and co-authors, and the place(s) wherever the work was carried out. The full postal address in addition with the e-
mail address of related author must be given. Up to eleven keywords or very brief phrases have to be given to help data retrieval, mining 
and indexing. 

 Abstract, used in Original Papers and Reviews: 

Optimizing Abstract for Search Engines 

Many researchers searching for information online will use search engines such as Google, Yahoo or similar. By optimizing your paper for 
search engines, you will amplify the chance of someone finding it. This in turn will make it more likely to be viewed and/or cited in a 
further work. Global Journals Inc. (US) have compiled these guidelines to facilitate you to maximize the web-friendliness of the most 
public part of your paper. 

Key Words 

A major linchpin in research work for the writing research paper is the keyword search, which one will employ to find both library and 
Internet resources. 

One must be persistent and creative in using keywords. An effective keyword search requires a strategy and planning a list of possible 
keywords and phrases to try. 

Search engines for most searches, use Boolean searching, which is somewhat different from Internet searches. The Boolean search uses 
"operators," words (and, or, not, and near) that enable you to expand or narrow your affords. Tips for research paper while preparing 
research paper are very helpful guideline of research paper. 

Choice of key words is first tool of tips to write research paper. Research paper writing is an art.A few tips for deciding as strategically as 
possible about keyword search: 

VIII

  
© Copyright by Global Journals Inc.(US)| Guidelines Handbook



 

 
 

 
 

 
 

One should start brainstorming lists of possible keywords before even begin searching. Think about the most 
important concepts related to research work. Ask, "What words would a source have to include to be truly 
valuable in research paper?" Then consider synonyms for the important words. 
It may take the discovery of only one relevant paper to let steer in the right keyword direction because in most 
databases, the keywords under which a research paper is abstracted are listed with the paper. 
One should avoid outdated words. 

Keywords are the key that opens a door to research work sources. Keyword searching is an art in which researcher's skills are 
bound to improve with experience and time. 

 Numerical Methods: Numerical methods used should be clear and, where appropriate, supported by references. 

Acknowledgements: Please make these as concise as possible. 

 References 

References follow the Harvard scheme of referencing. References in the text should cite the authors' names followed by the time of their 
publication, unless there are three or more authors when simply the first author's name is quoted followed by et al. unpublished work 
has to only be cited where necessary, and only in the text. Copies of references in press in other journals have to be supplied with 
submitted typescripts. It is necessary that all citations and references be carefully checked before submission, as mistakes or omissions 
will cause delays. 

References to information on the World Wide Web can be given, but only if the information is available without charge to readers on an 
official site. Wikipedia and Similar websites are not allowed where anyone can change the information. Authors will be asked to make 
available electronic copies of the cited information for inclusion on the Global Journals Inc. (US) homepage at the judgment of the 
Editorial Board. 

The Editorial Board and Global Journals Inc. (US) recommend that, citation of online-published papers and other material should be done 
via a DOI (digital object identifier). If an author cites anything, which does not have a DOI, they run the risk of the cited material not 
being noticeable. 

The Editorial Board and Global Journals Inc. (US) recommend the use of a tool such as Reference Manager for reference management 
and formatting. 

 Tables, Figures and Figure Legends 

Tables: Tables should be few in number, cautiously designed, uncrowned, and include only essential data. Each must have an Arabic 
number, e.g. Table 4, a self-explanatory caption and be on a separate sheet. Vertical lines should not be used. 

Figures: Figures are supposed to be submitted as separate files. Always take in a citation in the text for each figure using Arabic numbers, 
e.g. Fig. 4. Artwork must be submitted online in electronic form by e-mailing them. 

 Preparation of Electronic Figures for Publication 

Even though low quality images are sufficient for review purposes, print publication requires high quality images to prevent the final 
product being blurred or fuzzy. Submit (or e-mail) EPS (line art) or TIFF (halftone/photographs) files only. MS PowerPoint and Word 
Graphics are unsuitable for printed pictures. Do not use pixel-oriented software. Scans (TIFF only) should have a resolution of at least 350 
dpi (halftone) or 700 to 1100 dpi (line drawings) in relation to the imitation size. Please give the data for figures in black and white or 
submit a Color Work Agreement Form. EPS files must be saved with fonts embedded (and with a TIFF preview, if possible). 

For scanned images, the scanning resolution (at final image size) ought to be as follows to ensure good reproduction: line art: >650 dpi; 
halftones (including gel photographs) : >350 dpi; figures containing both halftone and line images: >650 dpi. 

IX

Color Charges: It is the rule of the Global Journals Inc. (US) for authors to pay the full cost for the reproduction of their color artwork. 
Hence, please note that, if there is color artwork in your manuscript when it is accepted for publication, we would require you to 
complete and return a color work agreement form before your paper can be published. 
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Figure Legends: Self-explanatory legends of all figures should be incorporated separately under the heading 'Legends to Figures'. In the 
full-text online edition of the journal, figure legends may possibly be truncated in abbreviated links to the full screen version. Therefore, 
the first 100 characters of any legend should notify the reader, about the key aspects of the figure. 

6. AFTER ACCEPTANCE

 
Upon approval of a paper for publication, the manuscript will be forwarded to the dean, who is responsible for the publication of the 
Global Journals Inc. (US). 

 

6.1 Proof Corrections

 
The corresponding author will receive an e-mail alert containing a link to a website or will be attached. A working e-mail address must 
therefore be provided for the related author. 

Acrobat Reader will be required in order to read this file. This software can be downloaded 

(Free of charge) from the following website: 

www.adobe.com/products/acrobat/readstep2.html. This will facilitate the file to be opened, read on screen, and printed out in order for 
any corrections to be added. Further instructions will be sent with the proof. 

Proofs must be returned to the dean at dean@globaljournals.org within three days of receipt. 

As changes to proofs are costly, we inquire that you only correct typesetting errors. All illustrations are retained by the publisher. Please 
note that the authors are responsible for all statements made in their work, including changes made by the copy editor. 

 

6.2 Early View of Global Journals Inc. (US) (Publication Prior to Print)

 
The Global Journals Inc. (US) are enclosed by our publishing's Early View service. Early View articles are complete full-text articles sent in 
advance of their publication. Early View articles are absolute and final. They have been completely reviewed, revised and edited for 
publication, and the authors' final corrections have been incorporated. Because they are in final form, no changes can be made after 
sending them. The nature of Early View articles means that they do not yet have volume, issue or page numbers, so Early View articles 
cannot be cited in the conventional way. 

 

6.3 Author Services

 
Online production tracking is available for your article through Author Services. Author Services enables authors to track their article - 
once it has been accepted - through the production process to publication online and in print. Authors can check the status of their 
articles online and choose to receive automated e-mails at key stages of production. The authors will receive an e-mail with a unique link 
that enables them to register and have their article automatically added to the system. Please ensure that a complete e-mail address is 
provided when submitting the manuscript. 

 

6.4 Author Material Archive Policy

 
Please note that if not specifically requested, publisher will dispose off hardcopy & electronic information submitted, after the two 
months of publication. If you require the return of any information submitted, please inform the Editorial Board or dean as soon as 
possible. 

 

6.5 Offprint and Extra Copies

 
A PDF offprint of the online-published article will be provided free of charge to the related author, and may be distributed according to 
the Publisher's terms and conditions. Additional paper offprint may be ordered by emailing us at: editor@globaljournals.org . 
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You must strictly follow above Author Guidelines before submitting your paper or else we will not at all be responsible for any
corrections in future in any of the way.
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2. Evaluators are human: First thing to remember that evaluators are also human being. They are not only meant for rejecting a paper. 
They are here to evaluate your paper. So, present your Best. 

3. Think Like Evaluators: If you are in a confusion or getting demotivated that your paper will be accepted by evaluators or not, then 
think and try to evaluate your paper like an Evaluator. Try to understand that what an evaluator wants in your research paper and 
automatically you will have your answer. 

4. Make blueprints of paper: The outline is the plan or framework that will help you to arrange your thoughts. It will make your paper 
logical. But remember that all points of your outline must be related to the topic you have chosen.  

5. Ask your Guides: If you are having any difficulty in your research, then do not hesitate to share your difficulty to your guide (if you 
have any). They will surely help you out and resolve your doubts. If you can't clarify what exactly you require for your work then ask the 
supervisor to help you with the alternative. He might also provide you the list of essential readings. 

6. Use of computer is recommended: As you are doing research in the field of Computer Science, then this point is quite obvious. 

 

7. Use right software: Always use good quality software packages. If you are not capable to judge good software then you can lose 
quality of your paper unknowingly. There are various software programs available to help you, which you can get through Internet. 

 

8. Use the Internet for help: An excellent start for your paper can be by using the Google. It is an excellent search engine, where you can 
have your doubts resolved. You may also read some answers for the frequent question how to write my research paper or find model 
research paper. From the internet library you can download books. If you have all required books make important reading selecting and 
analyzing the specified information. Then put together research paper sketch out. 

9. Use and get big pictures: Always use encyclopedias, Wikipedia to get pictures so that you can go into the depth. 

 

10. Bookmarks are useful: When you read any book or magazine, you generally use bookmarks, right! It is a good habit, which helps to 
not to lose your continuity. You should always use bookmarks while searching on Internet also, which will make your search easier. 

 

 

XI

Before start writing a good quality Computer Science Research Paper, let us first understand what is Computer Science Research Paper? 
So, Computer Science Research Paper is the paper which is written by professionals or scientists who are associated to Computer Science 
and Information Technology, or doing research study in these areas. If you are novel to this field then you can consult about

 
this field 

from your supervisor or guide.
 

TECHNIQUES FOR WRITING A GOOD QUALITY RESEARCH PAPER:
 

1. Choosing the topic:
 
In most cases, the topic is searched by the interest of author but it can be also suggested by the guides. You can 

have several topics and then you can judge that in which topic or subject you are finding yourself most comfortable. This can
 
be done by 

asking several questions to yourself, like Will I be able to carry our search in this area? Will I find all necessary recourses to accomplish 
the search? Will I be able to find all information in this field area? If the answer of these types of questions will be "Yes" then you can 
choose that topic. In most of the cases, you may have to conduct the surveys and have to visit several places because this field is related 
to Computer Science and Information Technology. Also, you may have to do a lot of work to find all rise and falls regarding the various 
data of that subject. Sometimes, detailed information plays a vital role, instead of short information.

 

 

11. Revise what you wrote: When you write anything, always read it, summarize it and then finalize it. 
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16. Use proper verb tense: Use proper verb tenses in your paper. Use past tense, to present those events that happened. Use present 
tense to indicate events that are going on. Use future tense to indicate future happening events. Use of improper and wrong tenses will 
confuse the evaluator. Avoid the sentences that are incomplete. 

17. Never use online paper: If you are getting any paper on Internet, then never use it as your research paper because it might be 
possible that evaluator has already seen it or maybe it is outdated version.  

18. Pick a good study spot: To do your research studies always try to pick a spot, which is quiet. Every spot is not for studies. Spot that 
suits you choose it and proceed further. 

19. Know what you know: Always try to know, what you know by making objectives. Else, you will be confused and cannot achieve your 
target. 

 

20. Use good quality grammar: Always use a good quality grammar and use words that will throw positive impact on evaluator. Use of 
good quality grammar does not mean to use tough words, that for each word the evaluator has to go through dictionary. Do not start 
sentence with a conjunction. Do not fragment sentences. Eliminate one-word sentences. Ignore passive voice. Do not ever use a big 
word when a diminutive one would suffice. Verbs have to be in agreement with their subjects. Prepositions are not expressions to finish 
sentences with. It is incorrect to ever divide an infinitive. Avoid clichés like the disease. Also, always shun irritating alliteration. Use 
language that is simple and straight forward. put together a neat summary. 

21. Arrangement of information: Each section of the main body should start with an opening sentence and there should be a 
changeover at the end of the section. Give only valid and powerful arguments to your topic. You may also maintain your arguments with 
records. 

 

22. Never start in last minute: Always start at right time and give enough time to research work. Leaving everything to the last minute 
will degrade your paper and spoil your work. 

23. Multitasking in research is not good: Doing several things at the same time proves bad habit in case of research activity. Research is 
an area, where everything has a particular time slot. Divide your research work in parts and do particular part in particular time slot. 

 

24. Never copy others' work: Never copy others' work and give it your name because if evaluator has seen it anywhere you will be in 
trouble. 

 

25. Take proper rest and food: No matter how many hours you spend for your research activity, if you are not taking care of your health 
then all your efforts will be in vain. For a quality research, study is must, and this can be done by taking proper rest and food.  

 

26. Go for seminars: Attend seminars if the topic is relevant to your research area. Utilize all your resources. 

 

XII

12. Make all efforts: Make all efforts to mention what you are going to write in your paper. That means always have a good start. Try to 
mention everything in introduction, that what is the need of a particular research paper. Polish your work by good skill of writing and 
always give an evaluator, what he wants. 

13. Have backups: When you are going to do any important thing like making research paper, you should always have backup copies of it 
either in your computer or in paper. This will help you to not to lose any of your important. 

14. Produce good diagrams of your own: Always try to include good charts or diagrams in your paper to improve quality. Using several 
and unnecessary diagrams will degrade the quality of your paper by creating "hotchpotch." So always, try to make and include those 
diagrams, which are made by your own to improve readability and understandability of your paper. 

15. Use of direct quotes: When you do research relevant to literature, history or current affairs then use of quotes become essential but 
if study is relevant to science then use of quotes is not preferable.  
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sufficient. Use words properly, regardless of how others use them. Remove quotations. Puns are for kids, not grunt readers. 
Amplification is a billion times of inferior quality than sarcasm. 

32. Never oversimplify everything: To add material in your research paper, never go for oversimplification. This will definitely irritate the 
evaluator. Be more or less specific. Also too, by no means, ever use rhythmic redundancies. Contractions aren't essential and shouldn't 
be there used. Comparisons are as terrible as clichés. Give up ampersands and abbreviations, and so on. Remove commas, that are, not 
necessary. Parenthetical words however should be together with this in commas. Understatement is all the time the complete best way 
to put onward earth-shaking thoughts. Give a detailed literary review. 

33. Report concluded results: Use concluded results. From raw data, filter the results and then conclude your studies based on 
measurements and observations taken. Significant figures and appropriate number of decimal places should be used. Parenthetical

 

remarks are prohibitive. Proofread carefully at final stage. In the end give outline to your arguments. Spot out perspectives of further 
study of this subject. Justify your conclusion by at the bottom of them with sufficient justifications and examples. 

 

34. After conclusion: Once you have concluded your research, the next most important step is to present your findings. Presentation is 
extremely important as it is the definite medium though which your research is going to be in print to the rest of the crowd. Care should 
be taken to categorize your thoughts well and present them in a logical and neat manner. A good quality research paper format is 
essential because it serves to highlight your research paper and bring to light all necessary aspects in your research.

 

Key points to remember:  

Submit all work in its final form. 
Write your paper in the form, which is presented in the guidelines using the template. 
Please note the criterion for grading the final paper by peer-reviewers. 

Final Points:  

A purpose of organizing a research paper is to let people to interpret your effort selectively. The journal requires the following sections, 
submitted in the order listed, each section to start on a new page.  

The introduction will be compiled from reference matter and will reflect the design processes or outline of basis that direct you to make 
study. As you will carry out the process of study, the method and process section will be constructed as like that. The result segment will 
show related statistics in nearly sequential order and will direct the reviewers next to the similar intellectual paths throughout the data 
that you took to carry out your study. The discussion section will provide understanding of the data and projections as to the implication 
of the results. The use of good quality references all through the paper will give the effort trustworthiness by representing an alertness 
of prior workings. 
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27. Refresh your mind after intervals: Try to give rest to your mind by listening to soft music or by sleeping in intervals. This will also 
improve your memory. 

28. Make colleagues: Always try to make colleagues. No matter how sharper or intelligent you are, if you make colleagues you can have 
several ideas, which will be helpful for your research. 

Think technically: Always think technically. If anything happens, then search its reasons, its benefits, and demerits. 

30. Think and then print: When you will go to print your paper, notice that tables are not be split, headings are not detached from their 
descriptions, and page sequence is maintained.  

31. Adding unnecessary information: Do not add unnecessary information, like, I have used MS Excel to draw graph. Do not add 
irrelevant and inappropriate material. These all will create superfluous. Foreign terminology and phrases are not apropos. One should 
NEVER take a broad view. Analogy in script is like feathers on a snake. Not at all use a large word when a very small one would be                    
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Separating a table/chart or figure - impound each figure/table to a single page 
Submitting a manuscript with pages out of sequence 

In every sections of your document 

· Use standard writing style including articles ("a", "the," etc.) 

· Keep on paying attention on the research topic of the paper 

 

· Use paragraphs to split each significant point (excluding for the abstract) 

 

· Align the primary line of each section 

 

· Present your points in sound order 

 

· Use present tense to report well accepted  

 

· Use past tense to describe specific results  

 

· Shun familiar wording, don't address the reviewer directly, and don't use slang, slang language, or superlatives  

 

· Shun use of extra pictures - include only those figures essential to presenting results 

 

Title Page: 

 

Choose a revealing title. It should be short. It should not have non-standard acronyms or abbreviations. It should not exceed two printed 
lines. It should include the name(s) and address (es) of all authors. 

 
 

 

 

 

XIV

Writing a research paper is not an easy job no matter how trouble-free the actual research or concept. Practice, excellent preparation, 
and controlled record keeping are the only means to make straightforward the progression.  

General style: 

Specific editorial column necessities for compliance of a manuscript will always take over from directions in these general guidelines. 

To make a paper clear 

· Adhere to recommended page limits 

Mistakes to evade 

Insertion a title at the foot of a page with the subsequent text on the next page 
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shortening the outcome. Sum up the study, with the subsequent elements in any summary. Try to maintain the initial two items to no 
more than one ruling each.  

Reason of the study - theory, overall issue, purpose 
Fundamental goal 
To the point depiction of the research 
Consequences, including definite statistics - if the consequences are quantitative in nature, account quantitative data; results 
of any numerical analysis should be reported 
Significant conclusions or questions that track from the research(es) 

Approach: 

Single section, and succinct 
As a outline of job done, it is always written in past tense 
A conceptual should situate on its own, and not submit to any other part of the paper such as a form or table 
Center on shortening results - bound background information to a verdict or two, if completely necessary 
What you account in an conceptual must be regular with what you reported in the manuscript 
Exact spelling, clearness of sentences and phrases, and appropriate reporting of quantities (proper units, important statistics) 
are just as significant in an abstract as they are anywhere else 

Introduction:  

 

The Introduction should "introduce" the manuscript. The reviewer should be presented with sufficient background information to be 
capable to comprehend and calculate the purpose of your study without having to submit to other works. The basis for the study should 
be offered. Give most important references but shun difficult to make a comprehensive appraisal of the topic. In the introduction, 
describe the problem visibly. If the problem is not acknowledged in a logical, reasonable way, the reviewer will have no attention in your 
result. Speak in common terms about techniques used to explain the problem, if needed, but do not present any particulars about the 
protocols here. Following approach can create a valuable beginning: 

Explain the value (significance) of the study  
Shield the model - why did you employ this particular system or method? What is its compensation? You strength remark on its 
appropriateness from a abstract point of vision as well as point out sensible reasons for using it. 
Present a justification. Status your particular theory (es) or aim(s), and describe the logic that led you to choose them. 
Very for a short time explain the tentative propose and how it skilled the declared objectives. 

Approach: 

Use past tense except for when referring to recognized facts. After all, the manuscript will be submitted after the entire job is 
done.  
Sort out your thoughts; manufacture one key point with every section. If you make the four points listed above, you will need a

 

least of four paragraphs. 
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Abstract: 

The summary should be two hundred words or less. It should briefly and clearly explain the key findings reported in the manuscript--
must have precise statistics. It should not have abnormal acronyms or abbreviations. It should be logical in itself. Shun citing references 
at this point. 

An abstract is a brief distinct paragraph summary of finished work or work in development. In a minute or less a reviewer can be taught 
the foundation behind the study, common approach to the problem, relevant results, and significant conclusions or new questions.  

Write your summary when your paper is completed because how can you write the summary of anything which is not yet written? 
Wealth of terminology is very essential in abstract. Yet, use comprehensive sentences and do not let go readability for briefness. You can 
maintain it succinct by phrasing sentences so that they provide more than lone rationale. The author can at this moment go straight to 

                   



 

  

 
 

principle while stating the situation. The purpose is to text all particular resources and broad procedures, so that another person may 
use some or all of the methods in one more study or referee the scientific value of your work. It is not to be a step by step report of the 
whole thing you did, nor is a methods section a set of orders. 

 

Materials: 

Explain materials individually only if the study is so complex that it saves liberty this way. 
Embrace particular materials, and any tools or provisions that are not frequently found in laboratories.  
Do not take in frequently found. 
If use of a definite type of tools. 
Materials may be reported in a part section or else they may be recognized along with your measures. 

Methods:  

Report the method (not particulars of each process that engaged the same methodology) 
Describe the method entirely 
To be succinct, present methods under headings dedicated to specific dealings or groups of measures 
Simplify - details how procedures were completed not how they were exclusively performed on a particular day.  
If well known procedures were used, account the procedure by name, possibly with reference, and that's all.  

Approach:  

It is embarrassed or not possible to use vigorous voice when documenting methods with no using first person, which would 
focus the reviewer's interest on the researcher rather than the job. As a result when script up the methods most authors use 
third person passive voice. 
Use standard style in this and in every other part of the paper - avoid familiar lists, and use full sentences. 

What to keep away from 

Resources and methods are not a set of information. 
Skip all descriptive information and surroundings - save it for the argument. 
Leave out information that is immaterial to a third party. 

Results: 

 
 

The principle of a results segment is to present and demonstrate your conclusion. Create this part a entirely objective details of the 
outcome, and save all understanding for the discussion. 

 

The page length of this segment is set by the sum and types of data to be reported. Carry on to be to the point, by means of statistics and 
tables, if suitable, to present consequences most efficiently.You must obviously differentiate material that would usually be incorporated 
in a study editorial from any unprocessed data or additional appendix matter that would not be available. In fact, such matter should not 
be submitted at all except requested by the instructor. 
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Present surroundings information only as desirable in order hold up a situation. The reviewer does not desire to read the 
whole thing you know about a topic. 
Shape the theory/purpose specifically - do not take a broad view. 
As always, give awareness to spelling, simplicity and correctness of sentences and phrases. 

Procedures (Methods and Materials): 

This part is supposed to be the easiest to carve if you have good skills. A sound written Procedures segment allows a capable scientist to 
replacement your results. Present precise information about your supplies. The suppliers and clarity of reagents can be helpful bits of 
information. Present methods in sequential order but linked methodologies can be grouped as a segment. Be concise when relating the 
protocols. Attempt for the least amount of information that would permit another capable scientist to spare your outcome but be
cautious that vital information is integrated. The use of subheadings is suggested and ought to be synchronized with the results section. 
When a technique is used that has been well described in another object, mention the specific item describing a way but draw the basic 



 

 

Do not present the similar data more than once. 
Manuscript should complement any figures or tables, not duplicate the identical information. 
Never confuse figures with tables - there is a difference. 

Approach 
As forever, use past tense when you submit to your results, and put the whole thing in a reasonable order.
Put figures and tables, appropriately numbered, in order at the end of the report  
If you desire, you may place your figures and tables properly within the text of your results part. 

Figures and tables 
If you put figures and tables at the end of the details, make certain that they are visibly distinguished from any attach appendix 
materials, such as raw facts 
Despite of position, each figure must be numbered one after the other and complete with subtitle  
In spite of position, each table must be titled, numbered one after the other and complete with heading 
All figure and table must be adequately complete that it could situate on its own, divide from text 

Discussion: 

 

The Discussion is expected the trickiest segment to write and describe. A lot of papers submitted for journal are discarded based on
problems with the Discussion. There is no head of state for how long a argument should be. Position your understanding of the outcome
visibly to lead the reviewer through your conclusions, and then finish the paper with a summing up of the implication of the study. The
purpose here is to offer an understanding of your results and hold up for all of your conclusions, using facts from your research and
generally accepted information, if suitable. The implication of result should be visibly described. 
Infer your data in the conversation in suitable depth. This means that when you clarify an observable fact you must explain mechanisms
that may account for the observation. If your results vary from your prospect, make clear why that may have happened. If your results
agree, then explain the theory that the proof supported. It is never suitable to just state that the data approved with prospect, and let it
drop at that. 

Make a decision if each premise is supported, discarded, or if you cannot make a conclusion with assurance. Do not just dismiss
a study or part of a study as "uncertain." 
Research papers are not acknowledged if the work is imperfect. Draw what conclusions you can based upon the results that
you have, and take care of the study as a finished work  
You may propose future guidelines, such as how the experiment might be personalized to accomplish a new idea. 
Give details all of your remarks as much as possible, focus on mechanisms. 
Make a decision if the tentative design sufficiently addressed the theory, and whether or not it was correctly restricted. 
Try to present substitute explanations if sensible alternatives be present. 
One research will not counter an overall question, so maintain the large picture in mind, where do you go next? The best
studies unlock new avenues of study. What questions remain? 
Recommendations for detailed papers will offer supplementary suggestions.

Approach:  

When you refer to information, differentiate data generated by your own studies from available information 
Submit to work done by specific persons (including you) in past tense.  
Submit to generally acknowledged facts and main beliefs in present tense.  
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Content 

Sum up your conclusion in text and demonstrate them, if suitable, with figures and tables.  
In manuscript, explain each of your consequences, point the reader to remarks that are most appropriate. 
Present a background, such as by describing the question that was addressed by creation an exacting study. 
Explain results of control experiments and comprise remarks that are not accessible in a prescribed figure or table, if 
appropriate. 
Examine your data, then prepare the analyzed (transformed) data in the form of a figure (graph), table, or in manuscript form. 

What to stay away from 
Do not discuss or infer your outcome, report surroundings information, or try to explain anything. 
Not at all, take in raw data or intermediate calculations in a research manuscript.                    
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Do not give permission to anyone else to "PROOFREAD" your manuscript. 

Methods to avoid Plagiarism is applied by us on every paper, if found guilty, you will be blacklisted by all of our collaborated
research groups, your institution will be informed for this and strict legal actions will be taken immediately.) 
To guard yourself and others from possible illegal use please do not permit anyone right to use to your paper and files. 

The major constraint is that you must independently make all content, tables, graphs, and facts that are offered in the paper.
You must write each part of the paper wholly on your own. The Peer-reviewers need to identify your own perceptive of the
concepts in your own terms. NEVER extract straight from any foundation, and never rephrase someone else's analysis. 
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Please carefully note down following rules and regulation before submitting your Research Paper to Global Journals Inc. (US):  

Segment Draft and Final Research Paper: You have to strictly follow the template of research paper. If it is not done your paper may get
rejected.  
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CRITERION FOR GRADING A RESEARCH PAPER (COMPILATION)
BY GLOBAL JOURNALS INC. (US)

Please note that following table is only a Grading of "Paper Compilation" and not on "Performed/Stated Research" whose grading 

solely depends on Individual Assigned Peer Reviewer and Editorial Board Member. These can be available only on request and after 

decision of Paper. This report will be the property of Global Journals Inc. (US).

Topics Grades

A-B C-D E-F

Abstract

Clear and concise with 

appropriate content, Correct 

format. 200 words or below 

Unclear summary and no 

specific data, Incorrect form

Above 200 words 

No specific data with ambiguous 

information

Above 250 words

Introduction

Containing all background 

details with clear goal and 

appropriate details, flow 

specification, no grammar 

and spelling mistake, well 

organized sentence and 

paragraph, reference cited

Unclear and confusing data, 

appropriate format, grammar 

and spelling errors with 

unorganized matter

Out of place depth and content, 

hazy format

Methods and 

Procedures

Clear and to the point with 

well arranged paragraph, 

precision and accuracy of 

facts and figures, well 

organized subheads

Difficult to comprehend with 

embarrassed text, too much 

explanation but completed 

Incorrect and unorganized 

structure with hazy meaning

Result

Well organized, Clear and 

specific, Correct units with 

precision, correct data, well 

structuring of paragraph, no 

grammar and spelling 

mistake

Complete and embarrassed 

text, difficult to comprehend
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