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ABSTRACT 

The purpose of this study is to assess the impact of CRM on customer satisfaction (CS) in SGC 

and Ecobank in the Buea municipality. The total population of the study was made up of 10450 

customers from which a sample of 400 respondents were selected using multi-stage sampling. 

Applying proportionate sampling, 280 respondents were drawn from Ecobank and 120 

respondents from SGC. The primary data was collected through questionnaires from customers 

of SGC and Ecobank in a five point Likert scale ranging from strongly agree (SA) to strongly 

disagree (SD). Based on multiple regression analysis, this paper finds these results that the 

regression indicated these four predictors: customer acquisition, customer retention,  customer 

value increase, and complain handling when applied altogether,  explained 43% of the variance 

(R2 = 0.43, F=5.21, P< 0.05), to customer satisfaction in terms of security, 59% of the variance 

(R2  = 0.59, F =10.09, P<0.05), to customer satisfaction in terms of  convenience, 63% of the 

variance (R2= 0.63, F= 49.201, P<0.05), to customer satisfaction in terms of service charges,50% 

of the variance (R2=0.50, F= 17.57, P<0.05), to customer satisfaction in terms of credibility . 

Percentages were used to present descriptive findings. Hypotheses were further tested using the 

calculated t-values in the regression tables to provide answers to specific research objectives. 

The researcher found that customer value increase practice by banks, and customer retention 

significantly predicts customer satisfaction as did customer acquisition and complain handling. 

The study proposed that there is no impact of CRM dimensions on customer satisfaction. The 

regression analysis revealed that there is a statistical positive relationship between CRM 

dimensions and customer satisfaction. Finally, this research recommended keeping effective 

contact to increase familiarity between banks and customers will enhance customer relationship 

management. 

Key words: Customer relationship management, customer satisfaction. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

Today, there is fierce competition in the banking sector of Cameroon due to the influx of new 

commercial banks and micro-finance agencies such as the cooperative societies not leaving out 

telecommunication companies like MTN which also offers banking services. From 1990 to 210, 

the banking sector of Cameroon had experienced bank liquidation, acquisition, and mergers due 

to the high competitive forces arising from globalization of the economy and the frequent 

changing of monetary rules in Cameroon impose by World Bank, the bank of central African 

States (BEAC), the banking commission for the six central Africa states (COBAC), and 

parliamentary enactments. For banks to cope with these pressures, they need to secure reasonable 

profits that will ensure their sustainability through the creation of a larger customer base. As a 

result, banks in Cameroon in general and those of the Buea municipality, in particular, are setting 

themselves strategies to ensure customer satisfaction and loyalty to raise reasonable profits that 

will ensure their sustainability (Mohsan et al., 2011). The bank's vision is to achieve profitability, 

and a highdegree of customer satisfaction is a necessary condition for achieving this lofty 

objective in the face of competition.  This is why banks listen to customers’ requirements and 

complaints to provide them with the quality of products and services that will meet their 

satisfaction (Haridasan and Venkatesh, 2011). Commercial banks offerings to their customers are 

similar and customer satisfaction remains the sole tool that differentiates between one bank 

market share and another, as such measuring customers satisfaction is important (Zopounidis, 

2012, Beard, 2014). 



  

2 
 

For financial institutions to fulfil their primary objective of profit maximisation, banks ought to 

have a large pool of reliable customers who can stay with the institution for the near future. To 

maintain these customers, customer relationship management is the bond that keeps them 

together to improve business relationships with customers better, specifically focusing on their 

satisfaction. 

Customer relationship management plays an essential function in driving customer satisfaction. 

Satisfied customers are profitable to the firm not only because they are likely to make repeat 

purchases but because they promote the firm through words of mouth. Therefore, customer 

relationship management improves the firm’s market share by bringing in more customers 

(Urehman and Jam, 2010). However, proper implementation of customer relationship 

management is a must for customer satisfaction. For customer relationship management to be 

implemented successfully, the policies of the firm’s strategy structure ought to be flexible and 

explicit particularly the pricing policies. These are vital issues that increase customer satisfaction 

and firms profit (Khaligh et al.2012). Customer relationship management prescribes that to 

satisfy the customers, it is essential to understand the customers.  Customers should be well 

understood for their tastes, attitudes, preferences and decision making factors. This helps the firm 

in identifying their target customers and coin out measures to provide them with the quality of 

services they desire thereby leading to satisfaction. That is why this study tries to assess the 

impact of customer relationship management on customer’s satisfaction in the banking sector of 

Cameroon. 

Moreover, the customers of each bank constitute one of the most important assets that a banking 

institution should preserve and continuously expand on. As customers are of such significant 

importance, it is necessary for banks to satisfy their needs and wants so as to establish and 
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maintain long term relationship with the customers to enable them to combat the increasing 

competition in the global market. As a result, customer relationship management has become a 

fulcrum in the programs and practised of banking services (Tamilarasan, 2011). 

Customer satisfaction is an important tool in all marketing activities.  This is critical for long 

term success and sustainability of any organisation (Peppers & Rogers, 2012; Hansenmark & 

Abinsson, 2014). Globally, businesses are focusing on customer satisfaction to improve products 

and services and increase customer loyalty in the face of rising competition (Turkyilmaz & 

Ozkan, 2009). This continued focus is encouraged by the fact that increased customer 

satisfaction increases retention and loyalty, competitive advantage, market share and profits as 

well and improved organisational performance (Carter, 2010; Voss & Voss, 2011). Customer 

dissatisfaction, on the other hand, leads to switching, complaints and consequently reduction in 

profitability, market share and competitiveness (Munari & Manrai, 2013). To keep customers in 

the highly competitive and changing market arena, most companies are emphasising on 

maintaining and expanding their customer base using customer acquisition marketing strategies 

for survival aimed at maintaining and enhancing relationships with customers (Krishnamoorthy 

& Srivasan, 2013). Firms have realised the need for creating and maintaining long-lasting 

relationships with the existing customer base than attracting new customers and providing 

customised services preferred by customers through customers lifetime value (Ampofu, 2012). 

Globally, banks are faced with a highly competitive environment as they progress from product 

and sales focused practices to a marketing orientation where competition is based on customer 

centered strategies that enhance customer satisfaction (Godson, 2009). To maintain lifetime 

relationships with customers, commercial banks have adopted customer relationship 

management (CRM) practices such as value based CRM strategy, customer acquisition strategy, 
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customer retention and complain handling CRM strategy (Sin, Tse & Yim, 2012). These CRM 

practices enable banks to enhance service delivery and the resultant customer satisfaction (Chan 

& Ahmad, 2013). Banking is a customer centred service where CRM, and customer satisfaction   

have become essential differentiating factors in the dynamic financial environment (Sadek & 

Tantawi, 2009). 

Hence the financial services industry in Africa, as well as Cameroon and the Buea municipality, 

in particular, is continuing to experience challenges such as achieving financial targets and 

satisfying their customer base. These developments have made the banking sector more 

competitive as banks strive to meet customer demands through the development of a variety of 

services and quality initiatives that aim at customer satisfaction (Long, et al. 2013). To remain 

competitive, commercial banks in Cameroon have to understand their customers’ financial needs 

because their fulfilment is critical to customer satisfaction and long term customer relationship 

management (Sin et al., 2009).  

1.2 Statement of the Problem 

Commercial banks offer similar services to their customers, and this always lead to tight 

competition to acquire and retain customers. As such, banks are faced with the tax of providing 

goods and services that meet their customer’s needs, because satisfied  customers exhibit high 

level of  loyalty and retention thereby increasing the customer base of the bank which have a 

positive impact on bank revenue (Kotler and Keller,2011). 

However, in Société Générale Cameroun (SGC) and Ecobank of the Buea Municipality in the 

banking sector of Cameroon, there is a constant formation of long queues at the banking halls of 

the respective banks resulting to delay in crediting and debiting of accounts and the rendering of 

bank statements. This has gradually developed a feeling of discontentment among customers of 
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SGC and Ecobank which if care is not taking might switch to telecommunication companies like 

MTN that renders fast mobile money account services. 

Moreover, the initiation of accounts in SGC and Ecobank is expensive with a minimum account 

rate of one hundred thousand francs. This might cause prospective customers through referrals 

(negative words of mouth recommendation) to switch to other micro-finance agencies like 

cooperative credit union with a base amount of fifty thousand francs for account initiation. 

Further, the process of granting loans in SGC and Ecobank is too procedural, slow and 

expensive. It requires a series of documents like the collateral security asset document, certificate 

of residence and nationality all of which requires money to be done. The loan if granted, the 

charges that accrue to it are worth a problem to customers with an interest rate twice that of 

savings account. 

Furthermore, in SGC and Ecobank, the rate at which the Automated Teller Machine (ATM), gets 

block is becoming boring and unreliable. Cash withdrawers cannot meet up with arrange 

programs because of “Horsepower out of use”. At times in SGC and Ecobank internet 

unavailability leads to the shutdown of activities in the banks thereby failing customers’ 

transactions for the day. 

Exceptionally in SGC, the bank menus are not easily understood by customers in the Buea 

municipality because they are written in French. Because of this language barrier accessibility to 

bank information becomes a problem. Customers cannot easily meet up with current changes. 

Given all these discontentments among customers of SGC and Ecobank, if care is not taking to 

redress the situation, the banks might suffer from loss of customers to competitors like the 

telecommunication companies (MTN) and micro-finance institutions like the cooperative 

societies and insurance companies. When customers switch to other competitors, the customer 
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base of the banks will be reduced leading to a decrease in profits. When profits are low, 

dividends to shareholders will drop which might lead to the withdrawal of shares from the 

companies thereby jeopardising the state of the banks. To keep these customers in tact with their 

banks and prevent them from defecting to rival competitors, customer relationship management 

comes into play as the sole marketing tactic and strategy.  As such, this research moves to assess 

the impact of customer relationship management on customer satisfaction in the banking sector 

of Cameroon. 

1.3 Objectives of the Study 

The objectives of this study are divided into main and specific objectives. 

Main Objective 

To determine the impact of customer relationship management dimensions on customer 

satisfaction in SGC and Ecobank. 

Specific Objectives 

1. To assess the effect of customer acquisition on customer satisfaction in SGC and Ecobank in 

the banking sector of Cameroon. 

2. To determine the influence of customer retention on customer satisfaction in SGC and 

Ecobank. 

3. To study the effect of customer value increase on customer satisfaction in SGC and Ecobank. 

4. To assess the effect of complain handling on customer satisfaction in SGC and Ecobank. 

1.4 Research Questions 

Main research question 

Does customer relationship management dimensions impact customer satisfaction in SGC and 

Ecobank? 
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Specific research questions 

1. What is the effect of the customer relationship management dimension “customer acquisition” 

on customer satisfaction in SGC and Ecobank? 

2. What is the influence of the customer relationship management dimension “customer 

retention” on customer satisfaction in SGC and Ecobank? 

3. What is the effect of customer value increase on customer satisfaction in SGC and Ecobank? 

4. What is the effect of complaint handling as a customer relationship management strategy on 

customer satisfaction in SGC and Ecobank? 

1.5 Hypothesis to be tested  

This study can be approach with the following hypothesis in the null form. 

Main hypothesis  

H0: There is no impact of customer relationship management dimensions on customer 

satisfaction in SGC and Ecobank. 

Specific hypothesis 

H1: There is no effect of the customer relationship management dimension “customer 

acquisition” on customer satisfaction in SGC and Ecobank. 

H2: Customer retention base customer relationship management strategy has no influence on 

customer satisfaction in SGC and Ecobank. 

H3: Customer value increase as a dimension of customer relationship management has no effect 

on customer satisfaction in SGC and Ecobank. 

H4: Complain handling as a dimension of customer relationship management has no effect on 

customer satisfaction in SGC and Ecobank. 
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1.6 Significance of the Study 

This study might be of importance to SGC and Ecobank in the following ways: 

•    As an engagement and information collection tool, customer satisfaction measurement may 

provide SGC and Ecobank with a structured means of gathering information from service users 

to better infuse the needs and values of the customer into their banks.  

•    As a service improvement tool, customer satisfaction measurement provides a means of 

assessing what the main drivers of satisfaction or dissatisfaction are and focusing efforts on 

improving customer experience as part of an ongoing cycle of service improvement in banks.  

•    As a performance management tool, this research can be used by SGC and Ecobank to 

evaluate their customers’ position. 

1.7 Scope of the Study 

This study intends to explore the services offered by SGC and Ecobank in Buea municipality. 

The study will utilise data that will be gathered from customers of the bank who are holders of 

savings and current accounts only, for at least two years. 

The variables under study are customer relationship management, (the independent variable) and 

customer satisfaction, (the dependent variable). 

The customer relationship management variable construct chosen here from literature review 

includes customer acquisition, customer value increase, customer retention and complaint 

handling. 

The customer satisfaction variables chosen here include security, convenience (access), service 

charges (price) and credibility (image of the bank) 
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1.8 Description of the Study Area 

This study was conducted in Buea municipality with the main focus on SGC and Ecobank. The 

Buea municipality is headquarter of the south-west region of Cameroon. It is situated at 

4.150north latitude, 9.240East longitude and 849 meters high above sea level. It has a population 

of about 47300 inhabitants. Buea has a great deal of cultural and sporting events, with the most 

renown being the mount Cameroon race of hope. The town has beautiful hotels, shopping 

centers, building material companies, restaurants, clinics, private hospitals and touristic sites 

which requires the operators to create bank accounts thereby boosting banking operations. It 

plays a host of seven commercial banks out of the 15 licensed commercial banks in Cameroon. 

Out of the seven which it plays host, branches of all are located in Molyko which has a high 

influx of students, workers and businessmen. 

The banks include: 

 

 

 

- Credit Lyonnais du Cameroun (SCB-CL).  

 

 

 pour L’Epargne et du Credit (BICEC).  

 SGC and Ecobank are chosen because they are one of the leading commercial banks in the Buea 

Municipality in terms of a range of services offered and longevity of establishment in the city. 

The molyko city play host of all the licensed commercial banks established in the Buea 

municipality as well the micro-finance agencies. The major telecommunication industry (MTN) 
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that posts a thread to the competition of banking services in Buea municipality is located in 

Molyko. The long-established banks SGC and Ecobank must have secured a better customer 

base and now faces competitive challenges with the influx of new banks, microfinance 

institutions and the telecommunication industry. So it is essential to find out how these banks are 

changing in retaining and winning new customers with the changing competitive environment of 

the banking system. 

The Buea municipality is selected because it is a regional headquarter full of senior service 

citizens that have a reasonable income level for the creation of accounts in the south-west region. 

The explosion of commercial activities in the dense populated Molyko city heightened financial 

transactions that call for frequent bank usage. 

Figure 1: The map of Buea Municipality 
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Source: Buea Council Secretariat, 2019. 

1.9 Organization of the Study 

This research is divided into five chapters. Chapter one represents the introduction divided into 

the background of the study, statement of the research problem, the objective of the study, 

hypothesis, research questions, and significance of the study, the scope of the study, the 

organisation of the research and finally the definition of terms. Chapter two covers a review of 

related literature, empirical review, and conceptual framework and research gaps. Chapter three 

gives a detailed methodology of the study which includes: model specification, model 
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description, research design, study population sample size and sampling technic, research 

instrument, reliability and validity, the method of data analysis and data gathering procedure. 

Chapter four consist of the presentation of data, data analysis, discussion of findings, and 

implication of findings and limitation of the study. Chapter five include a summary of findings, 

conclusion, recommendations, and suggested research areas for the topic. 

1.10 Definition of Terms 

Customer Relationship Management 

Many authors have variedly defined the concept of customer relationship management. For 

example, Long, et al. (2013) describes it as a concept of managing a company’s interactions with 

customers, clients, and sales prospects. Parvatiyar and Sheth (2002) on the other hand argue that 

CRM is a strategy and method of obtaining, retaining and associating with customers to create 

superior value for both parties. For the purpose of this study, customer relationship management 

is defined as a comprehensive strategy and process used by SGC and Ecobank for acquiring, 

retaining, and associating with customers to create superior value for both banks and customers. 

It involves the integration of marketing, sales, customer service and supply chain functions of 

SGC and Ecobank to achieve greater efficiencies and effectiveness in delivering customer value. 

The dimensions of customer relationship management used in this study are listed and defined as 

follows: 

1) Customer acquisition (Attraction): refers to the SCG and Ecobank ability to possess new 

prospectus customers highly, and that is to focus on quality standards, which positively reflected 

on the change in customer behaviour and met the needs and desires of the customer. 
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2) Customer Value increase: Means increase familiarity of customers with SGC and Ecobank 

services and products. 

3) Customer Retention: it is the solid activities SGC and Ecobank undertakes to prevent 

customers from defecting to alternative banks. 

4) Complain handling (relationship development): the ability of SGC and Ecobank to handle 

customer’s grievances promptly. 

Customer Satisfaction 

Customer satisfaction is a measure of how product and services supplied by SGC and Ecobank 

meet or surpass customer expectation. It is measured through security, convenience, service 

charges and image of the bank. 

1) Security means the ability of SGC and Ecobank to keep the accounts and transactions of 

customers confidential. 

2) Convenience (Access) means services provided by SGC and Ecobank are easily reachable, 

accessible and timely delivered. 

3) Service charges (Price) means charge per unit of service rendered by SGC and Ecobank or 

maintenance fee for holders of bank accounts in SGC and Ecobank. 

4) Credibility means acquired positive reputation of SGC and Ecobank from its customers in 

terms of trustworthiness, reliability, stability, honesty and integrity. 
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CHAPTER TWO 

LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

2.1. Introduction  

This section of the study involves the review of related concepts, theories and empirical studies 

already done by writers on customer relationship management and customer satisfaction. The 

study focused on the review of past and present conceptual, theoretical and empirical studies that 

could determine the present and future of customer relationship management as a crucial topic in 

business, public and private enterprises and to properly underpin it in the field of management. 

The review work was specifically meant to inform, educate and direct the study on the impact of 

customer relationship management on customer satisfaction in Cameroon banking industry. 

2.2. Conceptual Review 

2.2.1 Customer Relationship Management (CRM) 

CRM is a new concept in marketing, argued to have replaced the database marketing of the 80’s. 

It is a business strategy that aims to understand, anticipate and manage the needs of an 

organization’s current and potential customers. In their own view, Hair et al., (2006) defined 

CRM as a combination of strategic process, organizational, and technological change where by a 

company seeks to better manage its own enterprise around customer information. According to 

the authors, acquiring and deploying knowledge about customers and using this information 

across all areas of the business is the focus of CRM. Kotler and Keller (2006) see CRM as the 

process of managing detailed information about individual customers and carefully managing all 

customer “touch points” to maximize customer loyalty. A customer touch point according to the 

authors are any occasion on which a customer encounter the brand and product from actual 
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experience to personal or mass communication to casual observation. It is a management 

approach that enables organizations to identify, attract, and increase retention of profitable 

customers through improved relationship management (Hobby, 1999). As a business strategy, 

CRM incorporates processes, functions and networks that deliver value to customers at a profit. 

It also helps firms to acquire new customers, satisfy and retain them so as to maximize their 

lifetime value (Buttle, 2006). According to Parvatiyar and Jagdish, (2001) CRM is a set of 

business processes which focus on capture, retain and provide service to customers. The 

customer is at the heart as the approach aims at putting customer first by shifting the role of 

marketing from manipulating the customer to genuine customer involvement in communicating 

and sharing the knowledge. Thakur, Summey and Balasubramanian (2006) posit that CRM 

involves elements of marketing, sales, services, operations and information technology (IT) 

which aim at understanding the behaviour and needs of customers 

From the foregoing views and definitions, we deduced that CRM is a business strategy used by 

banks to attract new customers, satisfy customers through improved service delivery, thereby 

maximizing customer lifetime value and retention. It involves the integration of marketing, sales, 

customer service and delivery functions of banks to achieve greater efficiency and profitability. 

Based on the above definitions, it is clear that CRM is a multidisciplinary concept since it deals 

with several domains such as marketing, management and information systems. In this paper, it 

is defined as a multidimensional concept composed of four components namely customer 

acquisition, customer retention, customer value increase, and complaint handling. 

1. Customer Acquisition: refers to the organization’s ability to highly possess new prospectus 

customers, and that is to focus on quality standards, which positively reflected on the change in 

customer behavior and met the needs and desires of the customer. Satisfying customer’s needs 
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and desires and considering their suggestions and opinions gives a strong push to improve the 

product and/or service that drive a customer loyalty to the brand and organization, in other words 

it’s about exceeding customer’s expectations so that they become loyal advocates for your brand. 

(Pearce and Robinson, 2005; Kipkosgei and Njeru, 2014). 

2) Customer Retention: it is the solid activities a firm undertakes to prevent customers from 

defecting to alternative firms. Successful customer retention starts with the first contact and 

continues throughout the entire lifetime of the relationship. It refers to keep customers loyal to 

the brand and the organization on a long range.  

3) Customer Value increased: is the process of exchange or swap conducted by the customer 

between the benefits obtained from the product or service and the cost of obtaining in terms of 

product benefits, services attribution, and the parties involved the purchase, the time and effort to 

obtain the product, and the risk perceived. Therefore, understanding customer’s needs, desires, 

and preferences is thus amongst organizations priorities to find out a unique product-service 

value of the customer and also achieve better value for the organization that usually appears in 

the form of sales volume, revenue, market share, and exploit the opportunities (Cheverton, 

2010;Kotter, 1995). Eventually, to create customer value more apparently, three main aspects 

should be dealt carefully; targeting customers, create consensus, and organize the organization’s 

capabilities. 

4) Conflict Handling  

Ndubisi and Chan (2005) found a significant relationship between conflict handling and 

customer loyalty, indirectly through trust and perceived relationship quality. The ability of the 

product or service provider to handle conflict appropriately will also directly influence customer 

loyalty. It is important that companies select their partners carefully, share common values, and 
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maintain excellent communication at all times during the relationship continuum Ultimately, the 

key factors that hold a relationship together are goal compatibility, commitment, trust, 

satisfaction,  investments, social and structural bonding, and a favorable comparison with 

alternatives (Wilson and Jantrania, 1994). 

According to Ford (1980), the study of relationship development primarily involves research into 

structure and processing of the relationship between customer and supplier. Hakansson and 

Snehota (1995) argue that the relationship development process an interaction where connections 

have been developed between two parties. The most important activity to achieve relationship 

development is known as monitoring of the relationship management process such as service or 

complaint management (Brown and Gulycz, 2002). This relationship process include procedures, 

mechanisms, schedules, and activities in which the products and services have been delivered to 

customers (Chritopher et al., 1991). The key performance indicators such as rate of retention, life 

time value of the customers, and satisfaction should be set by the organization (Brown and 

Gulyez, 2002) 

According to the works of Heleny (2008) and Lindgreen et al. (2006), relationship development 

can be made through commitment to convince customers that their feedbacks are taken seriously. 

Customer Relationship Management in the Banking Industry 

Enterprises product benefits of form, time, place and property that will satisfy the customers’ 

demands through goods and service. Forming and marketing of the goods and services that 

satisfy the customer demands is the basis of producing benefit (Altitas, 2000). Whether the 

customer is satisfied or not depends on whether he compares what is offered to him with his own 

expectations. If what is offered suits the expectations, the customer is satisfied. If what is offered 

is above the expectations, the customer is highly satisfied and pleased. (Kother, 2004) for 
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example, if the real performance of a product or service in a bank is below the expectations, the 

result is dissatisfaction, but if it equal or higher, customers satisfaction is achieved (Kocoglu 

Duygu ,2012;Gubuz, 2008 ). 

In recent years, in such fields as banking, where there is a strong competition, customer 

satisfaction has gained a good deal of importance. It may be very easy to let another bank capture 

a displeased customer. To raise the customer satisfaction to the highest level and retain 

customers, the banks are to attach importance to customer relationship management (CRM). 

From the foregoing, the advantages provided to the banks by customer relationship management 

as sited by Duygu, 2012; and Alagoz, 2003 are as followings:  

 Picking out the real customers in a bank in the long run and helping to make the 

relationships effective, 

 Making the way of bank management customer-based, 

 Bringing, with technology, in the foreground the human relationships based on gathering 

and using information by institutionalizing the personal sale concepts, 

 Reshaping the selling and marketing campaigns of the bank, 

 A successful customer relationship management system, providing a permanent 

advantage of competition, 

 Increasing the total productivity of the bank. 

However, customer relationship management exhibit some benefits to both the banks and 

customers as follows: 

Benefits of Customer Relationship Management to Banks 

Gifford (2002) states that there are significant business benefits derivable from an integrated 

customer relationship management approach. These include: 
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 Reduced costs, because the right things are being done (i.e., effective and efficient 

operation). 

 Increase customer satisfaction, because they are getting exactly what they want (i.e., 

exceeding expectations). 

 Ensuring that the focus of the organization is external. 

 Growth in number of customers. 

 Maximization of opportunities (i.e., increased services, referrals). 

 Increase access to a source of market competitor information. 

 Highlighting poor operational processes. 

 Long term profitability and sustainability 

Whether the banks gain benefit from the customer relationship management and become 

successful depends on whether they follow technologic development closely and make 

investments to this end. Also, their ability to determine right strategies for the purposes that they 

want to attain in customer relationship management are important factors that enhance the 

success chance of banks. 

Benefits of Customer Relationship Management to customers 

Benefits of customer relationship management to customers as cited by Ansoff (2008) include: 

 Risk and stress reduction 

 High quality service since the service provider (banks) becomes knowledgeable about 

customers’ requirements 

 Social and status benefits from continuity relationships with a bank since repeated 

contract may develop relationship resembling personnel friendship which can feed ones 

status. 
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 Avoiding switching cost because maintaining a relationship with a supplier avoids the 

cost associated with switching to a new provider. 

2.2.2 Customer Satisfaction 

Customer satisfaction is a complex construct that is defined in various ways by different authors 

who have approached it as a response to an evaluation process. Hence, customer satisfaction is a 

person’s feeling of pleasure or fulfillment that results from comparing perceived performance 

and expectations (Oliver, 1980). Better still, it is an emotional reaction strongly associated with 

prior expectations, related to specific transactions (Oliver, 1997). This can be defined as the 

feelings or judgments by customers towards products or services after they have used them 

(Jamal and Naser 2003). Various scholars’ purports that satisfaction is the result of a customer’s 

perception of the value received in a transaction or relationship compared with price and 

acquisition costs. Moreover, it is relative to the value expected from transactions with 

competitors (Reichheld, 1996; Hallowell, 1996). Thus, there is sufficient evidence to suggest that 

customer’s satisfaction may be seen as an attitude (Levesque and Mcdougall, 1996). Because of 

its attitudinal nature, customer satisfaction can be measured in ordinal scale tagging customers’ 

Likert scale response to questions relevant to the study (Ranaweera and Neely, 2003). Owing to 

the nature of the financial service activity, in which costumers in general do not regard the 

financial product as a tangible, complete product, the service that accompanies the product is 

very important to determine general satisfaction towards the institution. Consequently, by 

modeling general satisfaction for financial service companies, it proves important to include both 

the attributes linked to products and the ones related to services. It is the outcome achieved when 

service or product benefits meet the customer’s expectations (Kotler & Keller, 2006). Giese and 

Cote (2000) and Fornell (1992) view satisfaction as an overall evaluation of the customer’s 
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experience with a product or service. Further, Howard and Sheth (1996) describe customer 

satisfaction as a psychological condition that results when disconfirmed expectations are 

compared with the consumer’s feelings about their consumption experience. It is also a 

judgmental attitude that depends on a specific consumption.  

Customer satisfaction involves cognitive and affective responses which result from service 

encounters (Fecikova, 2004). The cognitive component refers to the customer’s evaluation of the 

perceived performance in terms of adequacy in comparison to customer’s expectation standards. 

The affective component is the emotional aspects such as happiness, surprise, and 

disappointment. Further, Hansemark and Abinson (2004) assert that satisfaction is an overall 

customer attitude arising from the differences between service providers‟ performance and 

perceived quality expectations regarding the fulfillment of needs, goals and desires. This 

contrasts with Battisti and Salini (2011) who describe customer satisfaction as a latent variable 

that cannot be observed but is transaction specific, while service quality reflects a long term 

attitude that is more enduring. The debate on the relationship between service quality and 

customer satisfaction has been advanced by scholars over the years. However, the concepts are 

distinct but related in nature. The service quality models assume that consumers come into a 

service encounter with prior expectations which is matched with an actual service encounter to 

determine the service quality. The customer is satisfied if the service experience meets the 

expected service. Hence high quality services increase customer satisfaction (Parasuraman, Berry 

& Zeithaml, 1985). As indicated by Jeong and Lee (2010), customer satisfaction represents 

emotions, reactions and experiences of a customer towards offerings of a service provider. 

Further Boone and Kurtz (2013), argue that customer satisfaction represents the customers‟ 

voice regarding their appraisal of the extent to which services meet or exceed their expectations. 
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In the current study, customer satisfaction is described as the overall assessment of a customer’s 

experience after a service encounter with a commercial bank whether it meets or exceed its 

expectation. The study propose that CRM affects customer satisfaction with the banking services 

in Cameroon. The study used a modified version of hierarchical customer satisfaction measures 

developed by Mihelis et al., (1998) and Frost and Kumar (2000). These measures are security, 

responsiveness, convenience, the image of the bank and service charges. 

1) Security 

Savings and current account holders expect their transactions and accounts to be held 

confidential by their banks. This means there is no threat, jeopardy, risk, uncertainty in 

transactions carried out with their accounts. It involves:  physical safety, deposit box safe from 

thieves; financial security  all  checks  entered with the correct account number in the clearing 

system; confidentiality, only the bankers know how much I have in my account.  

2) Convenience (Access) 

Access involves reachable and easy to communicate. It means:  the service is easily accessible by 

telephone (lines are not busy and they don't put you on hold); waiting time to receive service 

(e.g., at a bank) is not prolonged; appropriate opening and closing hours; suitable location of 

service institution. 

Responsiveness  

It concerns the willingness or voluntariness of employees to provide service. It contains up-to-

dateness of service: turning to a request as soon as possible; realizing unfavorable mistakes 

quickly and fixing it; serving fast and being punctual. 
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3) Service charges (price) 

It involves charge per unit of service rendered by the bank in terms of crediting and debiting of 

accounts. It also involve monthly and yearly charges that accrue to loans granted to customers. If 

the price of service is high, customers are likely to expect high quality, and their actual 

perceptions will be influenced accordingly. If the price is too low, customers might have doubts 

about both the ability of the institution to deliver quality and about the actual level of service 

received 

4) Credibility (Image) 

Credibility means trustworthiness, reliability, stability, honesty and integrity. It involves having 

the customer's best interests at heart. Contributing to credibility includes: name of the company; 

acquired positive reputation of the company; personal characteristics of the contact personnel; 

the degree of hard sell involved in interactions with the customer. The set of perceptions 

reflected in the associations held in the memory of the consumer. These can be specific (for 

example hours of operation, ease of access) or of an intangible nature (for example 

trustworthiness, tradition, reliability). A favorable image can influence positive perceptions of 

quality, value and satisfaction. 

2.3 Theoretical Review 

Here, the study examines the traditional theories of CRM that underpins this study and those of 

customer satisfaction. 

2.3.1 Theories Relating to CRM: 

Relationships are not the same; customers want and expect different things from their 

relationship with the different organization, just as they have different need and expectation from 

their varying personal relationships (Bollen and Emes, 2008). The balance of power has shifted 
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towards customers as new technology has redressed the imbalance in the flow of information 

between customers and suppliers, customers now not only have more information and a greater 

choice but also to voice their dissatisfaction more loudly. The shift in the balance of power has 

contributed to a change in customer’s expectations. Companies are now expected to pay more 

attention to caring for customers, and customers put greater emphasis on honesty and integrity, 

demanding more transparency from suppliers. The study relies on the traditional and modern 

theories as summarized by Hellen Gifford (2002) and the art of profit of customer relationship 

management. 

 CRM Theory and the Art of Profit 

 This theory drawn from the Economic and management theory emphasized on examining 

options with relative scientific objectivity to determine the most efficient and profitable process 

to increase revenue. Simply put the fastest and most effective way to make a profit. The 

Economic and Management theory applied to CRM thus: 

Art of profit – in 1959, Frederick Hertzberg, a psychologist, found that job satisfaction and job 

dissatisfaction acted independently of each other. The theory states that there are certain factors 

in the workplace that cause job satisfaction are called motivating factors while the factors that 

cause dissatisfaction are called hygienic factors. Basically put, motivational factors tend to 

increase job satisfaction. Hygienic factors are necessary to prevent dissatisfaction, but only serve 

to de-motivate job satisfaction if the factors are not present. 

This theory was related to CRM, safely stated that the hygienic factors are those things that the 

customer expects whenever they purchase your goods and services, for instance, phone is 

answered in a timely fashion, orders are fulfilled correctly and the many things customer simply 

expect from the company every time they interact with the company. Motivational factor defined 
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in relation to CRM as those factors that increase your sales, lowering your price, customer 

loyalty rewards, holiday specials, and so forth. 

In economic theory, the law of demand states that, in general, price and quantity demanded in a 

given market are inversely related. In other words, the higher the price of a product, the less of it 

people would be able and willing to buy of it (other things unchanged), as the price of a 

commodity rises, overall purchasing power decreases (the income effect) and consumers move 

toward relatively less expensive goods (the substitution effect). Other factors can also affect 

demand, for example, an increase in income will shift the demand curve outward relative to the 

origin (increase demand leads to increase in prices and vise versa). 

Determine the best methods to make more money – customers have a certain level of 

expectations (hygienic factors) and are enticed to purchase our goods and services through sales, 

marketing, and other factors (motivational and economic factors). In other words, the customer is 

very complex. It is rarely only about price (unless the company has homogeneous 

product/service with and abundant of substitutes and a perfectly inelastic supply curve). CRM 

provides an insight into customer to determine the best way to make more money by: tracking 

customer and review what they have done in the past gives and insight to their new buying 

behavior. It gave the ability to review and analyze past behaviors and purchases which allow to 

do two important things: ensure the resources is available (product and labour) at the right place 

and time in anticipation of demand for goods and services, and analyzing and trending 

information to predict future buying patterns. 

 The Traditional and Modern Theory of CRM 

 The traditional and modern theory of CRM was cited in Gifford (2002). The modern CRM 

theory refers to the idea of integrating the customer: this new way of looking at the business 
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involves integrating the customer (more precisely the customer’s relevant people and processes) 

into all aspects of the supplier’s business, and vice versa. This implies a relationship that is 

deeper and wider than the traditional arms-length supplier-customer relationship. The modern 

approach to customer relationship management is based on satisfying all of the needs people, 

system, processes across the customer’s organization, such as might be affected and benefited by 

the particular supply. 

Comparatively, the traditional approach to customer relationships was based on a simple 

transaction or trade, and little more, one person on each side. All communication and dealings 

would be between these two people, even if the customers’ organization contained many staff, 

departments, and functional requirements (distribution, sales, quality, and finance). 

Thus, the theories and approach presented here are either drawn from fields outside marketing or 

are based on individual understanding of customer relationship. While the first was based on 

interpersonal relationship which call for mutual benefit for both customers and the organization 

in the relationship. The second emphasized on maximization of profit drawn from economic 

background. The modern approaches rely on customer satisfaction which is the core issue in 

customer relationship management today. 

2.3.2 Theories of Customer Satisfaction 

The issue of customer satisfaction has been explained by numerous theories developed by 

several authors. Generally four groups of theories have been used to understand the process 

through which customers form satisfaction judgments (Adee, 2004). The Four psychological 

theories are (1) Assimilation theory; (2) Contrast theory; (3) Assimilation-Contrast theory; and 

(4) Negativity theory (Anderson, 1973). 
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Assimilation Theory  

The theory of assimilation asserts that consumers make some kind of cognitive comparison 

between expectations about the product and the perceived product performance (Anderson, 

1973). The assimilation theory was introduced after discovering that the consumer evaluates the 

products after using them. Anderson (1973) asserted that consumers seek to avoid dissonance by 

adjusting perceptions about a given product to bring it more in line with expectations. According 

to this theory consumers can reduce the tension resulting from poor product performance either 

by distorting expectations so that they coincide with perceived product performance or by raising 

the level of satisfaction by minimizing the relative importance of the disconfirmation 

experienced. This theory was however criticized by several authors. For instance, Payton et al., 

(2003) pinpointed a number of shortcomings including the fact that the simplicity of assumed 

relationship between expectation and satisfaction without specifying how disconfirmation of an 

expectation leads to either satisfaction or dissatisfaction. Further criticism from Payton et al., 

(2003) is based on the theory’s claim that consumers are motivated enough to adjust either their 

expectations or their perceptions about the performance of the product. Therefore, it would 

appear that dissatisfaction could never occur unless the evaluative processes were to begin with 

negative consumer expectations (Bitner, 1987). 

Contrast Theory  

Another theory is known as Contrast theory that was introduced by Hovland et al., in 1987 

(Reginald et al., 2003). The contrast theory asserts that consumers have a tendency of 

magnifying the discrepancy between their own attitudes and the attitudes represented by opinion 

statements. Discrepancy of experience from expectations will be exaggerated in the direction of 

discrepancy (Reginald et al., 2003). Thus if a firm under-promise in advertising while it over-
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deliver then the customer’s experience will be higher that promised leading to positive 

exaggerated disconfirmation. Conversely, if the firm raises expectations in its advertising, and 

then customer’s experience is only slightly less than that promised; the product/service would be 

rejected as totally un-satisfactory.  

While assimilation theory posits that consumers will seek to minimize the discrepancy between 

expectation and performance, contrast theory holds that a surprise effect occurs leading to the 

discrepancy being magnified or exaggerated (Reginald et al., 2003). Although several studies in 

the marketing literature have offered some support for this theory this theory is weak because it 

predicts customer reaction instead of reducing dissonance; the consumer will magnify the 

difference between expectation and the performance of the product/service (Oliver et al., 1994). 

Assimilation-Contrast Theory  

In effort to improve the previous theories, Anderson (1973) proposed another theory which is 

known as Assimilation-contrast theory. His theory is raised from the context of post-exposure 

product performance (Anderson, 1973). Assimilation-contrast theory proclaims that if 

performance is within a customer’s range of acceptance, even though it may fall short of 

expectation, the discrepancy will be disregarded. This is because assimilation will take place and 

the performance will be deemed as acceptable. On the other hand, the theory asserts that if 

performance falls within the range of rejection, contrast will prevail and the difference will be 

exaggerated. As a result the product or service will be unacceptable (Terry, 1997). 

The assimilation-contrast theory has been proposed as yet another way to explain the 

relationships among the variables in the disconfirmation model. This theory is a combination of 

both the assimilation and the contrast theories. “This paradigm posits that satisfaction is a 

function of the magnitude of the discrepancy between expected and perceived performance. As 
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with assimilation theory, the consumers will tend to assimilate or adjust differences in 

perceptions about product performance to bring it in line with prior expectations but only if the 

discrepancy is relatively small. 

According to Reginald et al., (2003) this theory suggests that both the assimilation and the 

contrast theory can be applied to study customer satisfaction. However, the theory has attracted a 

number of criticism including methodologically flawed attempt at reconciling the two earlier 

theories (Anderson, 1973); whereas Oliver et al., (1994) argues that only measured expectations 

and assumed that there were perceptual differences between disconfirmation or satisfaction 

(Reginald et al., 2003). 

Negativity Theory  

Negative theory states that when expectations are strongly held, consumers will respond 

negatively to any disconfirmation. This theory developed by Carlsmith and Aronson (1963) 

suggests that any discrepancy of performance from expectations will disrupt the individual, 

producing ‘negative energy’ (Teery, 1997). 

Disconfirmation theory argues that customer satisfaction is related to the size and direction of the 

disconfirmation experience that occurs as a result of comparing service performance against 

expectations’. According to Ekinci and Sirakaya (2004) disconfirmation paradigm is the best 

predictor of customer satisfaction. This theory has been acknowledged by Mattila and O’Neill 

(2003) that it is among the most popular satisfaction theories. Basically, satisfaction is the result 

of the process of comparing perceptions against a standard (or expectations). However, the 

weakness of this theory is that research also indicates that customer satisfaction is more 

importantly also influenced by how the service was delivered than the outcome of the service 
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process, and dissatisfaction towards the service often simply occurs when guest’s perceptions do 

not meet their expectations (Mattila and O’Neill, 2003). 

Hypothesis Testing Theory  

The last theory of customer satisfaction is that developed by Deighton in 1983 (Teery, 1997). In 

his theory Deighton claim that pre-purchase information particularly advertising plays a 

substantial role in creating expectations about the products customers will acquire and use. 

Customers use their experience with products / services to test their expectations. Second, 

customers will tend to attempt to confirm (rather than disconfirm) their expectations. The 

interpretation of this theory is that customers are biased to positivity confirm their 

product/service experience.  

2.4 Empirical Literature Review 

This section is focused on previous studies by different researchers on the impact of CRM on 

customer satisfaction in the banking sector in the global environment, Africa in general and 

Cameroon in particular. It covers several arguments posted by various researchers across the 

world. 

Rostami, Mohammadi and Yousepoor (2014) assessed the relationship between CRM and 

customer satisfaction in branches of Ghavamin Bank in Tehran city in Iran. The factors of CRM 

examined were service quality, service characteristics, level of access and complaint handling. 

The results revealed that the four CRM factors have a positive effect on customer satisfaction. 

The study did not however examine the effect of value based CRM on customer satisfaction; a 

gap that this study filled by examining the effect of value based CRM on customer satisfaction 

using other CRM measures such as customer retention and customer acquisition. 
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Cho, et. al. (2013) investigate the impact of customer relationship management on customer 

satisfaction and loyalty. The study was performed at a departmental store in Tehran, Iran. The 

study employed quantitative approach. And base on 300 respondents. The main findings of the 

study shows that behavior of the employees is significantly related and contributed to customer 

loyalty compared to other elements of CRM i,e interaction management , relationship 

management and services quality. But the present study uses a different construct of CRM 

dimensions of customer acquisition, customer retention, customer value increased and complain 

handling to assess customers satisfaction in the banking sector of Cameroon. 

A study by Al-Hersh, Aburoub and Saaty (2014) examined the impact of CRM on customer 

satisfaction in the banking industry in the Kingdom of Saudi Arabia and Jordan. The study used 

questionnaires administered via e-mail to 500 respondents. The findings indicated a positive 

relationship between CRM dimensions of trust, commitment, empathy, communication, social 

bonding and fulfilling promises on customer satisfaction. The results further revealed different 

attitudes regarding the importance of CRM dimensions in relation to gender, age and educational 

level. The study focused on CRM in terms of constructs, but the current study examined the 

relationship between value based CRM, customer acquisition, customer retention and complain 

handling. 

Roy (2014) carried out a study on factors influencing CRM practice in selected commercial 

banks in India. The study involved 700 respondents selected among banks customers. The study 

variables were communication, customer belief, knowledge ability of employees, efficiency of 

banking services and employee attitude (independent variables); CRM was used as a moderating 

variable while service quality was a dependent variable. The demographic factors considered 

were age, gender, types of banks, and profession. The study found that communication, customer 
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belief, knowledge ability of employees, efficiency of banking services and employee attitude 

significantly affected CRM and service quality. The study used CRM as a moderating variable 

while the current study used it as an independent variable and assessed its effect on customer 

satisfaction. 

Krishna, Moorthy and Anandavel (2014) assessed the effect of CRM on customer satisfaction 

with deposits, advances and related banking service in Theni District of Tamil Nadu in India 

using a sample of 429 customers drawn from 143 bank branches. The dimensions of CRM 

measured were trust, competence, commitment and customer experience and relationship 

quality. The results revealed a positive and significant relationship between CRM and customer 

satisfaction. In terms of customer profile variables, age and educational qualifications were 

significantly associated with CRM dimensions. This study ignored the moderating role of 

demographic characteristics such as age, gender and educational level. The current study 

addressed this gap. 

Hisham Solieman, (2011), in his study customer relationship management and its relationship to 

marketing performances assured that there is a positive relationship between CRM and 

marketing performance such as customer satisfaction and customer loyalty . Three major 

variables of CRM was tested in this study i,e focusing on the main customers, organization 

efficiency and customer knowledge management. The study concluded that all elements of CRM 

has positive relationship with customer satisfaction and customer loyalty. 

Kocoglue (2012), in his study titled customer relationship management and customer loyalty in 

the banking industry. The study has been conducted on a sample of 350 staff employed in all the 

branches in Denizili of T.C. Ziraat Bank. The study concluded that all elements of CRM I,e 
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customer database, learning customer needs and complaints, and providing solutions peculiar to 

customers are positively correlated with customer loyalty. 

Khaligh et al. (2012) investigate the impact of CRM on customer loyalty and retention in the 

telecom industry in Iran. The data are collected from 200 Iranian telecom services users. Finding 

shows that commitment and vision of the management system is highly required for a successful 

CRM implementation, the structure of the strategy should be based on flexibility and explicitly 

of the policies especially pricing policies. These factors are very importance to increase customer 

loyalty and benefit of the firm (Khaligh et al.2012). 

According to the research Bhattachacharya (2011) CRM is implemented in an organization to 

reduce cost and increase company performance, which means profitability result through 

customer satisfaction and loyalty. Indeed in a successful CRM implementation, data are collected 

from internal and external sources such as sales department, customer service, marketing, after 

sales services, and procurement. This is crucial in obtaining a holistic view of each customer 

requirement in real times systems. This information will able to aid employees to make fast 

accurate decision when dealing with the customers in different areas and touch points. The 

finding of this study shows that the customer perception and treatment given to each customer 

individual able to assist in solving many customers problems. Thus, customer satisfaction and 

loyalty would be achieved through a successful CRM implementation. Therefore, organization 

should discover different requirements of the customers and adjust their policies according to 

their needs increase the firms competitiveness. 

According to the conceptual framework proposed by Faed (2010), customer relationship 

management amplifies the relationships of customers and competitors in a firm to increase the 

share of the organization in marketplace by integration technology, procedures and people. The 
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aim of CRM is to maintain the customers and increase their satisfaction and loyalty and 

organization profit. Customer satisfaction and pleasing are two main elements in successful 

CRM implementations for retaining customer’s loyalty to firm. 

Kim et. al., (2003) stress that each perspective of the CRM framework is evaluated by set of 

related metrics. In this regards, a case study has been carried out by Kim et al.( 2003 ) to an 

online shopping company in South Korea that sales 30,000 products in 12 categories. This 

company ranked as 18 online shopping mall in South Korea. Data collected through expected 

interview, questionnaires and weblog analysis. Finding illustrates that, the factor which is very 

important to increase customer satisfaction, customer loyalty and benefits of the firm is to clean 

all vagueness and implicit problems that exist in the top level of strategic managements. A single 

and explicit language would be provided for accurate communication in an organization. 

According to study on 1000 firms who are active in different area of industry such as: 

manufacturing, communication, financial and others, Bohling et al. (2006) develop a number of 

criteria to implement CRM successfully. These criteria are divided to three main groups: 

1) Project focused. 

2) Internally oriented metrics, employees’ adoption. 

3) Externally oriented metrics, customer satisfaction and loyalty. 

According to the findings, the most important externally oriented criteria are as follows 

1) Verified customer influence in terms of loyalty and satisfaction 

2) Measurable revenue development 

3) Enhanced information and perception 
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4) Measurable cost drop 

5) Enhance employee efficiency 

6) Practice by employees 

7) Compliance to particulars 

Wang and Lo (2004) found that model is based on two perspective. First, measures the factors 

related to customer behavior such as: repurchasing, cross and customer acquisition rate, and 

second, measures the relationship quality, such as customer satisfaction and customer loyalty 

(Wang and Lo, 2004). Data were collected randomly from 400 selected customers of two 

security companies from China. The finding show that emotional and functional behavior of 

customers has positive impact on customer satisfaction and customer satisfaction has positive 

effect on customer behavior based on CRM elements. Finally, the result of this study shows that 

customer behavior based on CRM have a positive customer and brand loyalty (Wang and Lo, 

2004) 

Zineldin, (2006) developed a triangle strategy between quality, CRM, and customer loyalty 

which is leading to companys’ competitiveness. This research was designed to measure 

satisfaction and loyalty of the customers based on two main conditions where the customer 

database information and strategy of CRM should be well structured and the capacity of the 

system should be enough to produce data accurate analysis. According to the findings of the 

research, any changes of the quality of the services or productions in a firm over time could be 

used as an indicator to find the level of customer loyalty a through a well-structured CRM 

strategy. If the indicators of interaction, infrastructure, and atmosphere are linked to the product 
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and process quality, it helps the researchers to find what changes are required in CRM strategy to 

improve customer satisfaction and loyalty. 

Izquierdo et al. (2005) developed a model in which, car repair and maintenance are tested as a 

case where long term customer relationship is frequentative. Path analysis is used to evaluate the 

association of customers, perception market loyalty and market position .The hypotheses were 

evaluated using a path analysis, which examines the relationship between marketing activities 

and economic performance. This model is proposed based on performance of the market and 

economic. The measures of proposed model are as follows (lzquierdo el.al. 2005): 

1) The position of market 

2) Customer loyalty 

3) Customer insight 

4) Economic and market performance 

The findings suggest that CRM implementation include attraction activities which are service 

quality, commercial practices and loyalty programs such as bonus, contact, and satisfaction and 

complain handling. This result inappropriate perception of customers leading to increasing 

customer loyalty and therefore, Economic performance of the firm would be increased. 

Feinberg and Kadam (2002) argue that emphasizing to online business rather than traditional 

way of business is necessary nowadays. So in this way, the usage of internet provides an 

opportunity for business to use it as a tool for CRM. According to their research, there are 42 

different e-CRM features used by the retailers. The finding shows that there is significant 

relationship between CRM implementation on websites of the retailers and customer satisfaction 
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which leads to customer loyalty. However all attributes of implemented CRM are not equal in 

terms of predicting the customer satisfactions and loyalty (Feinberg and Kadam, 2002). 

2.5 Conceptual Framework for the Study 

From the conceptual review, theoretical and empirical literature, it is observed that CRM and 

customer satisfaction has varied dimensions and indicators depending on the banking sector of 

each zone. So, the conceptual framework of this study is based on the following CRM 

dimensions; customer acquisition, customer retention, customer value increased and complain 

handling, as the independent variable, drawn from the customer relationship life cycle propose 

by Dwyer et. al., 1987 and the customer relationship management construct of Long et. al., 2013, 

modified by Ndubisi 2005. The dependent variable customer satisfaction elements used in this 

study is a modification of the model set up by Parasuraman et. al., 1988, 1991, Frost and Kumar 

(2000), Gronroos 1984, Cronin and Taylor 1991, with focus to suit the banking sector of 

Cameroon. These elements include: security, convenience (access), service charges (price), and 

credibility (image) of the bank. The conceptual frame work to guide this study is as shown in 

figure 2, indicating the independent and dependent variables. 

 

 

 

 

 



  

38 
 

  

Figure2: Conceptual framework of relationship between Customer Relationship Management 

and Customer Satisfaction 

Independent variable   Dependent 

variable 
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2.6 Research Gap  

The study of Rostami, Mohammadi and Yousepoor (2014) assessed the relationship between 

CRM and Customer satisfaction in branches of ghavamin bank in Tehran city Iran using factors 
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of CRM as service quality, service characteristics, level of access and complaint handling, but 

did not examine the effect of customer value increase on customer satisfaction, a gap that this 

study filled. Moreover, this study assesses the impact of CRM management factors on identified 

customer satisfaction elements separately because each element has its degree of affection. A 

condition which many types of research have failed to examine. 

In Cameroon, Mankem Relindis Foji April 2017 conducted research titled CRM and customer 

satisfaction in financial institutions in Cameroon, based on her internship work with Ecobank 

Kumba. The study focused on customer relationship management in terms of a construct, but the 

current study examined the relationship in terms of dimensions such as customer acquisition, 

customer retention, customer value increase, and complaints handling. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Model Specification 

Main Research Model 

Customer Satisfaction (CS) = ∫ Customer Relationship Management Dimensions. 

CS = ∫ (CA + CR + CVI + CH) 

    CS=X0+X1CA+X2CR+X3CVI+X4CH+E0………………………………….. (0) 

Where CS = Customers Satisfaction, X0 =constant, X1 X2 X3 X4 = regression coefficients of 

CRM dimensions, E0 = error term. CA= Customer Acquisition, CR= Customer Retention, CVI= 

Customer value increase, CH= Complain Handling. 

Specific Research Models 

Security (S) =∫ Customer Relationship Management Dimensions 

S = ∫ (CA + CR + CVI + CH)   

 S = d0 +d1CA+d2CR+d3CVI+ d4CH+E0………………………………………… (1)  

Convenience (C) = ∫ Customer Relationship Management Dimensions 

C =    ∫ (CA + CR + CVI + CH)   

C= c0+c1CA+c2CR+c3CVI+c4CH+E0…………………………………………. (2) 

Service charges (SC) = ∫ Customer Relationship Management Dimensions. 

SC = ∫ (CA + CR + CVI + CH) 
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SC = b0+b1CA+b2CR+b3CVI+B4CH+ E0 ……………………………………….. (3) 

Credibility (Cr) = ∫ Customer Relationship Management Dimensions. 

Cr = ∫ (CA + CR + CVI + CH) 

Cr =a0 + a1CA+a2CR+a3CVI+a4CH + E0……………………………………….. (4) 

Model (0) was used to determine the impact created by customer relationship management 

(CRM) dimensions {customer acquisition, customer retention, customer value increase, 

complain handling} on customer satisfaction elements {  security, convenience, price, 

credibility} in SGC and Ecobank. This was used to achieve main objective and answer main 

research question. 

Model 1, 2, 3, 4 was used to analyze the effect of customer acquisition, customer retention, 

customer value increase, complain handling on customer satisfaction in terms of security, 

convenience, service charges and credibility in SGC and Ecobank.  

This was used to achieve objective one, two, three four and answer research question one, two 

three and four. 

3.2 Models Description 

Model 1: S = security. Meaning the ability of the banks to keep the transactions and accounts of 

customers free from risk and uncertainty. It is an element of the customer satisfaction variable 

measured by item 23 to 26 in the questionnaire template, d0 = constant, d1d2d3d4 = regression 

coefficients of CRM dimensions, CA = customer acquisition. The meaning, ability of the banks 

to possess customers. It is a CRM dimension measured by item 1 to 6 in the questionnaire 

template, CR = customer retention. Meaning the activities banks undertake to prevent customers 
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from defecting to other banks. It is a CRM dimension measured by item 7 to 12, CVI = customer 

value increased. It is the exchange conducted by customers of the banks between the benefits 

obtained from service and the cost of the service. It is a CRM dimension measured by item 13 to 

18; CH = complain handling. The meaning, ability of banks to resolve customer’s problems and 

grievances promptly. It is a CRM dimension measured by item 19 to 22 in the questionnaire 

template, and E0 = error term. 

Model 2: C = convenience. Meaning easily accessible and reachable services provided by the 

banks in terms of no delay to receive services and easy to communicate for personnel through a 

phone. It is an element of the customer satisfaction variable measured by item 27 to 30, c0 

=constant, c1c2c3c4 = regression coefficients of CRM dimension, CA = customer acquisition. 

The meaning ability of the banks to possess customers. It is a CRM dimension measured by item 

1 to 6 in the questionnaire template, CR = customer retention. Meaning the activities banks 

undertake to prevent customers from defecting to other banks. It is a CRM dimension measured 

by item 7 to 12, CVI = customer value increased. It is the exchange conducted by customers of 

the banks between the benefits obtained from service and the cost of the service. It is a CRM 

dimension measured by item 13 to 18; CH = complain handling. The meaning ability of banks to 

resolve customer’s problems and grievances promptly. It is a CRM dimension measured by item 

19 to 22 in the questionnaire template, and E0 = error term. 

Model 3: SC = service charges. Meaning cost per unit of service rendered by the banks in terms 

of crediting and debiting of accounts, ATM usage, and loans. It is measured by item 31 to 34 in 

the questionnaire template, b0 = constant, b1b2b3b4 = regression coefficients of CRM 

dimensions, CA = customer acquisition. The meaning ability of the banks to possess customers. 

It is a CRM dimension measured by item 1 to 6 in the questionnaire template, CR = customer 
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retention. Meaning the activities banks undertake to prevent customers from defecting to other 

banks. It is a CRM dimension measured by item 7 to 12, CVI = customer value increased. It is 

the exchange conducted by customers of the banks between the benefits obtained from service 

and the cost of the service. It is a CRM dimension measured by item 13 to 18; CH = complain 

handling. The meaning ability of banks to resolve customer’s problems and grievances promptly. 

It is a CRM dimension measured by item 19 to 22 in the questionnaire template, and E0 = error 

term 

Model 4: Cr = Credibility. Meaning acquired a positive reputation of the bank in terms of 

trustworthiness. It is an element of the customer satisfaction variable measured by item 35 to 38 

in the questionnaire template, a0 = constant, a1a2a3a4= regression coefficients of customer 

relationship management (CRM) dimensions, CA = customer acquisition. The meaning ability of 

the banks to possess customers. It is a CRM dimension measured by item 1 to 6 in the 

questionnaire template, CR = customer retention. Meaning the activities banks undertake to 

prevent customers from defecting to other banks. It is a CRM dimension measured by item 7 to 

12, CVI = customer value increased. It is the exchange conducted by customers of the banks 

between the benefits obtained from service and the cost of the service. It is a CRM dimension 

measured by item 13 to 18; CH = complain handling. The meaning ability of banks to resolve 

customer’s problems and grievances promptly. It is a CRM dimension measured by item 19 to 22 

in the questionnaire template, and E0 = error term.  

3.3 Research Design 

The research is based on a causal research design. Causal research design also known as 

explanatory research is conducted to identify the extent and nature of cause and effect 

relationships between the independent variable and the dependent variable. Causal studies focus 
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on the analysis of specific problems to explain the patterns of relationships between variables. 

The reason for carrying out causal research is to identify the cause of something that is 

happening as a result of another. The purpose of this causal research is to identify the impact of 

customer relationship management on customer satisfaction in SGC and Ecobank of the Buea 

municipality, in the banking sector of Cameroon. It used structured instruments specifically 

designed to measure the characteristics described in the research questions using a quantitative 

approach. It is conducted using primary data. The hypothesis is further tested to provide and 

enhance understanding of the relationship that may exist between customer relationship 

management and customer satisfaction. 

3.4. Research Population 

The study population was made up of 700 current account holders, and 2400 savings account 

holders in Société Générale Cameroun (SGC) summing up to 3100 customers of SGC and 1750 

current account holders, 5600 savings account holders in Ecobank summing up to 7350 

customers of Ecobank in the Buea municipality, who were requesting or not requesting services 

at the time questionnaires were distributed. This provides a total study population of 10,450 

customers from both banks. The population of the study is a consensus of all the items or 

subjects that know the phenomenon being studied. 

3.5. Sampling procedure and Sample Size 

Sampling Procedure 

The multi-stage sampling procedure was used in this study. Stage one (1) was the stratification of 

the banks into two strata; strata bank A SGC and strata bank B Ecobank. Stage two was 

proportionate sampling based on the population of the banks from banks statistics. The bank with 
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the highest population has the highest number of respondents. Stage three (3) was the application 

of convenience non-probability sampling technique to collect data from a sample of individual 

bank customers who are holders of savings and current accounts of the banks under study. 

Convenience sampling was used because it is fast and easy and the subjects under study were 

readily available. The sample of this study was made up of customers who are holders of savings 

accounts and current accounts and who have been demanding services with the banks during the 

data collection period. Convenience sampling was used because it allows the research to obtain 

basic data and trends regarding the study without the complications of using a randomised 

sample. 

Sample Size 

The sample size is part of a population. Since it would neither be possible nor practicable to 

study all customers of banks under study, I will determine my sample size statistically by 

applying the formula for finite population suggested by Taro Yamane in 19 73 at 95% confident 

interval to reduce the population to a manageable size. 

Taro Yamane’s expression: n=N/ 1+ N(e2), 

Where; 

n= sample size required 

N= Total number of customers under study 

e=Margin of error % (5%) 

From banks statistics 2019: 
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A total number of current and savings account holders for SGC bank in the Buea municipality is 

3100. Therefore; N1= 3100; 

A total number of current and savings account holders for Ecobank in the Buea municipality is 

7350. Therefore N2 = 7350. 

N = N1+N2 

     = 3100 + 7350 

N = 10450 

e =0.05 

n = 10450/1+10450(0.05)2 

   = 385.25 

n = 385 respondents. 

Sample size required for each strata bank was determined proportionately as follows; 

Strata bank A SGC: (3100/10450) X 385 = 115 

n1 = 115 respondents. 

Strata bank B Ecobank: (7350/10450) x 385 = 270          

3.6. Research Instrument 

To achieve the objective of the study and answer its research questions, a questionnaire of thirty-

eight (38) questions was adopted from the different literature review and previous studies which 

addressed the dissertation topic with slight amendments and notification to suit the banking 

sector. This survey of 38 questions was designed in a five-point tabulated Likert scale, excluding 
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the demographic profile of the respondent ranging from Strongly Agree (SA) to Strongly 

Disagree (SD). These questionnaires were coded to come out with inferential statistics as 

follows: 1-strongly disagree (SD), 2-disagree (D), 3-neutral (N), 4-agree (A), 5- strongly 

agree (SA).  The questionnaires were divided into three parts: 

Part 1: Demographic profile of the respondent which included; Age Gender, Marital status, 

Educational qualification, Employment status, Monthly income, Status of usage and frequency of 

usage. 

Part2: Consist of twenty-two (22) questions related to the impact of customer relationship 

management on customer satisfaction. The 22 questions were distributed over the independent 

variable which consists of four elements and measured as follows: 

1. Customer acquisition (CA): measured by questions from 1-6 (6 items), 

2. Customer Retention (CR): measured by questions from 7-12 (6 items), 

3. Customer Value increase (CVI): measured by questions from 13-18 (6 items), 

4. Complain Handling (CH): measured by questions from 19-22 (4 items), 

Part 3: Consist of sixteen (16) questions related to the customer satisfaction variable which is the 

dependent variable. It was measured by question 23-38 in a similar tabulated five-point Likert 

scale ranging from Strongly Agree (SA) to Strongly Disagree (SA). The sixteen questions were 

distributed over the dependent variable which consists of four elements as follows: 

1. Security: measured by question 23-26 (4items); 

2. Convenience: measured by question 27-30 (4 items); 

3. Service charges: measured by question 31-34 (4 items); 
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4. Credibility or Image: measured by question 35-38 (4 items). 

There are several reasons behind the selection of the questionnaire Likert scale method. First, it 

allows for a large amount of information to be obtained at a relatively low cost. Secondly, more 

accurate and precise responses are obtained, and interviewer bias avoided. 

3.6.1 Validity of the instrument  

The questionnaire was constructed by the researcher based on the existing literature. This was 

later scrutinized by her supervisor and two experts in quantitative analysis. These experts 

scrutinized the instrument based on the following criteria: 

a. The relevance of the items in relation to objectives of the study. 

b. The language of the instrument in relation to cognitive abilities of the  respondents. 

c. The comprehensiveness of the items in relations to the coverage of all the itemized 

 sections 

The ratings from the three experts as well as their comments and observations were duly noted. 

The observations and suggestions of the experts were implemented in revising and refining the 

research instrument. Furthermore, the various screenings and vetting were to improve on the 

quality of the items and the general validity of the instrument. The approval to administer the 

instrument was finally given by the project supervisor, having satisfied that the instrument had 

passed face validation. 

3.6.2 Reliability of the instrument 

The reliability of the instruments was determined through a trial test in which Cronbach alpha 

method was used to analyze the data collected. This was done by administering the instruments 

to 30 bank customers of NFC bank. After the administration and retrieval of the instruments 
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from the respondents, the instrument was scored and coded. Thereafter, the scores were fed into 

the computer and the appropriate SPSS was used to analyze the data.  

The value obtained as a result of the analysis was regarded as the calculated reliability value. The 

method was adopted in determining the reliability level of the various variables of the study. The 

results from the analyses were as presented in Tables 3.1. The reliability coefficients ranged from 

0.71 to 0.89. Considering the significant value of the sub-variables, the research instruments 

were interpreted to be reliable and were adopted for the study. 

TABLE 3.1: Cronbach alpha reliability estimate on research instrument (N = 30) 

 

S/N Variables No. of  items 

 

Mean SD  Cronbach         

Alpha 

Coefficient 

1. Customer 

acquisition  6 23.83 2.79 0.89 

2. Customer 

retention  6 21.4 3.49 0.75 

3 Customer value 

increase 6 20.65 2.65 0.84 

4 Complain 

handling  4 16.98 2.17 0.76 

5 Security  4 17.83 1.87 0.81 

6 Convenience  4 16.73 2.64 0.71 

7 Service charges  4 19.5 2.82 0.72 

8 Credibility  4 17.43 1.96 0.87 
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3.8 Data collection procedure 

The data collection process involves two forms: primary and secondary data. The primary data 

collection of this study was gathered from the customers of the banks who are holders of savings 

and current accounts for at least two years with the banks under study through self-administered 

questionnaires. 

The researcher also makes use of secondary data by reviewing available relevant textbooks, 

journal articles, manual dissertations, publications and web sites of the banks under study. 

A total of four hundred (400) questionnaires were administered in the whole research. A hundred 

and twenty (120) for strata bank A SGC and two hundred and eighty (280) for strata bank B 

Ecobank. Twenty four questionnaires were not completely filled and were rejected during data 

analysis. Six for respondents of SGC and eighteen for respondents of Ecobank. 

After two weeks of data gathering, through questionnaires which respondent return to the 

researcher which allows the researcher to go ahead to analyse the data. Completed questionnaires 

were coded, edited, categorise as follows: 1-strongly disagree (SD), 2-disagree (D), 3-neutral 

(N), 4-agree (A), 5- strongly agree (SA)  and entered into a computer for the statistical package 

for social scientist (SPSS) for data processing and analysis.  

3.9 Data Analysis Method 

Multiple regression investigation was used to examine the influence of the customer relationship 

management variables on each of the customer satisfaction indicators in SGC and Ecobank, 

following the four specific models stated above. The multiple regression model was applied to 

customer relationship management elements as independent variable and customer satisfaction 

elements as a dependent variable to measure the relationship between the two variables. This was 
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used to analyse objective one to four and answer research question one to four. Hypotheses were 

further tested using the calculated t- values in the regression tables to make answers to research 

objectives one to four clearer. 

Y = b0 + b1x1 + b2x2 + b3x3 + b4x4+ E0. 

Where, 

b0= Constant, 

b1, b2, b3, b4, = partial regression coefficients, 

X1, x2, x3, x4, = elements of customer relationship management, 

Y= customer satisfaction. 

3.10 Ethical Consideration 

The questionnaires were administered using proper ethical standards as the respondents were 

made to understand the reason behind the questionnaires. No ignorant person was allowed to 

take part in the administration exercise. For moral reasons, the trustworthiness of the individual’s 

response was also ensured, as questionnaires did not require the names of the respondents. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS 

This chapter presents the results and discussion of the research findings in relation to the 

objectives of the study as stated in the conceptual review. It discusses the respondent’s 

demographic information and the responses on the different sets of questions based on the study 

concepts as shown on the data analyses tables. The chapter further presents test of hypothesis 

that answer research objectives. 

4.1 Demographic Distribution of Respondents  

The demographic characteristics of interest to this research were gender, age, and educational 

level. The frequency distribution and percentages of respondents information is as shown in table 

4.1. The respondent population was targeted at 400 savings and current accounts holders out of 

which 376 responses were found suitable for analysis. This constituted 94% response rate which 

is suitable for the study. 
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Table 4.1: Distribution of respondents according to their demographic characteristics  

Variable Category Frequency Percentage 

Sex 

 

Male 194 51.60 

Female 182 48.40 

 

Total 376 100.00 

Age 

 

20-35 years 156 41.49 

35-45 years 164 43.62 

45-55 years 56 14.89 

 

Total 376 100.00 

Education 

 

Primary 67 17.82 

Secondary 162 43.09 

Tertiary 147 39.10 

 

Total 376 100.00 

Marital Status 

 

 

 

Married  187 49.73 

Single 135 35.90 

Widow/widower 25 6.65 

Divorce 29 7.71 

 

Total  376 100.00 

Source: Field work 2019 

The result in Table 4.1 revealed that 194(51.60%) of the respondents were males while 

182(48.40%) were females. Distribution of respondents according to age revealed that 

156(41.49%) were between 20-35 years, 164(43.62%) were between 35-45 years, 56    (14.89%) 

between 45-55 years. Educationally, 67(17.82%) had completed primary education, 162(43.09%) 
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had completed secondary education while 147(39.10%) had completed tertiary education. 

According to marital status, 187(    49.73%) were married 135(35.90%) were single, 25(6.65%) 

were widow/widower while 29(7.71%) had divorced from their marriage 

This implies that there were more male customers accessing banking services as to female 

counterparts. In terms of age, majority were between 20 to 35 and 35 to 45 while minority were 

above 45. This implies more youthful respondents participated in the research meaning that those 

in the working age group opened bank accounts more than those in the retirement age group. 

With regards to educational level, more fall in the secondary and tertiary meaning that a majority 

of the account holders are literate as such have a good knowledge of banking operations. 

4.2 Descriptive analyses of the study variables 

This section contains the analysis for responses of customer acquisition, customer retention, 

customer value increase, complain handling for CRM dimensions, and security, convenience, 

service charges and credibility for customer satisfaction indicators. Percentages were used to 

summarise the characteristics of the study variables. 

4.2.1 To assess the level of customer acquisition by banks:  

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD). The result is presented in Table 4.2 

 

 

 

 

Table 4.2: Level of customer acquisition by banks 
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CUSTOMER ACQUISITION  SA % A % U % D % SD % 

 The bank carries out successive 

advertisement of their 

products/services.  128 34.04 114 30.32 38 10.11 52 13.83 44 11.70 

The bank actively seeks to get 

information about its customers. 235 62.50 112 29.79 13 3.46 5 1.33 11 2.93 

The bank continuously conduct market 

survey. 178 47.34 146 38.83 37 9.84 7 1.86 8 2.13 

Bank provides a channel for 

communication with its customers.  103 27.39 143 38.03 45 11.97 48 12.77 37 9.84 

Bank finds out what customer needs 

are. 142 37.77 98 26.06 52 13.83 45 11.97 39 10.37 

Bank contact customers regularly. 182 48.40 113 30.05 36 9.57 23 6.12 22 5.85 

Source: Field work 2019 

Table 4.2 revealed that 128(34.04%) of the respondents strongly agreed that the bank carries out 

successive advertisement of their products/services,     114(30.32%) agreed,     38(10.11%) were 

undecided, 52(13.83%) disagreed while 44(11.70%) strongly disagreed with the statement. Also, 

235(62.50%) of the respondents strongly agreed that the bank actively seeks to get information 

about its customers, 112(29.79%) agreed, 13(3.46%) were undecided, 5(1.33%) disagreed while 

11(2.93%) strongly disagreed with the statement. Equally, 178(47.34%) of the respondents 

strongly agreed that the bank continuously conducts a market survey,     146 (38.83%) agreed, 

37(9.84%) were undecided, 7(1.86%) disagreed while 8(2.13%) strongly disagreed with the 

statement. Additionally, 103(27.39%) of the respondents strongly agreed that bank provides a 
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channel for communication with its customers, 143(38.03%) agreed, 45(11.97%) were 

undecided, 48(12.77%) disagreed while 37(9.84%) strongly disagreed with the statement. 

Furthermore, 142(37.77%) of the respondents strongly agreed that bank finds out what customer 

needs are, 98(26.06%) agreed, 52(13.83%) were undecided, 45(11.97%) disagreed while 

39(10.37%) strongly disagreed with the statement. Finally, 182(48.40%) of the respondents 

strongly agreed that bank contact customers regularly, 113(30.05%) agreed, 36(9.57%) were 

undecided, 23(6.12%) disagreed while 22(5.85%) strongly disagreed with the statement  

4.2.2 To assess the level of customer retention by banks.  

The respondents were asked to rate on a five point likert scale, strongly agree (SD) to strongly 

disagree (SD). The result is presented in Table 4.3   

Table 4.3: Customer retention by banks 

CUSTOMER RETENTION SA % A % U % D % SD % 

Bank has innovative services. 172 45.74 136 36.17 28 7.45 19 5.05 21 5.59 

 I stay with my bank for a long 

time. 89 23.67 201 53.46 38 10.11 43 11.44 5 1.33 

 My purchase rate with the bank is 

high. 129 34.31 104 27.66 67 17.82 34 9.04 42 11.17 

Bank front-line staff services are 

accurate. 194 51.60 104 27.66 24 6.38 43 11.44 11 2.93 

Bank employees treat customers 

with great care. 213 56.65 121 32.18 21 5.59 14 3.72 7 1.86 

My relationship with the bank is a 

priority. 173 46.01 98 26.06 32 8.51 45 11.97 28 7.45 

Source: Field work 2019 

The result in Table 4.3 showed that 172(45.74%) of the respondents strongly agreed that the 

bank has innovative services, 136(36.17%) agreed, 28(7.45%) were neutral, 19(5.05%) disagreed 
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while 21(5.59%) of the respondent strongly disagreed with the statement. Also, 89 (23.67%) of 

the respondents strongly agreed that they will stay with their bank for a long time, 201(53.46%) 

agreed, 38(10.11%) were undecided,  43(11.44%) disagreed while  5(1.33%) strongly disagreed 

with the statement. Equally, 129(34.31%) of the respondents strongly agreed that their purchase 

rate with the bank is high, 104(27.66%) agreed, 67(17.82%) were neutral, 34(9.04%) disagreed 

while 42(11.17%) strongly disagreed with the statement. Additionally, 194(51.60%) of the 

respondents strongly agreed that the bank front-line staff services are accurate, 104(27.66%) 

agreed, 24(6.38%) were undecided,  43(11.44%) disagreed while 11(2.93%) strongly disagreed 

with the statement. Furthermore, 213 (56.65%) of the respondents strongly agreed that bank 

employees treat customers with great care, 121(32.18%) agreed, 21(5.59%) were neutral, 

14(3.72%) disagreed whereas, 7(1.86%) strongly disagreed with the statement. Lastly, 

173(46.01%) of the respondents strongly agreed that their relationship with the bank is a priority, 

98(26.06%) agreed, 32(8.51%) were neutral, 45(11.97%) disagreed while 28(7.45%) strongly 

disagreed with the statement. 

4.2.3 To assess customer value increase practice by banks: 

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD).  The result is presented in Table 4.4  

 

 

  

Table 4.4: Customer value increase practiced by banks 
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CUSTOMER VALUE INCREASE SA % A % U % D % SD % 

 My bank has services that meet my 

financial needs. 124 32.98 132 35.11 43 11.44 54 14.36 23 6.12 

 My bank uses customer views to design 

services.  200 53.19 103 27.39 36 9.57 23 6.12 14 3.72 

 The bank transaction requirements are 

design to suit different customer 

segment. 128 34.04 114 30.32 38 10.11 52 13.83 44 11.70 

 My bank always inform me about new 

services. 235 62.50 112 29.79 13 3.46 5 1.33 11 2.93 

 My bank communicates to me 

personally on policy changes. 178 47.34 146 38.83 37 9.84 7 1.86 8 2.13 

 My bank provides personalized 

information whenever I seek for 

services. 103 27.39 143 38.03 45 11.97 48 12.77 37 9.84 

Source: Field work 2019 

Table 4.4 showed that 124(32.98%) of the respondents strongly agreed that their bank has 

services that meet their financial needs, 132(35.11%) agreed, 43(11.44%) were neutral, 

54(14.36%) disagreed while 23(6.12%) strongly disagreed with the statement. Also, 

200(53.19%) of the respondents strongly agreed that their bank uses customer views to design 

services, 103(27.39%) agreed, 36(9.57%) were undecided, 23(6.12%) disagreed while 14(3.72%) 

strongly disagreed with the statement. Equally, 128    (34.04%) of the respondents strongly 

agreed that the bank transaction requirements are designed to suit different customer segment, 
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114(30.32%) agreed, 38(10.11%) were undecided,     52(13.83%) disagreed while 44(11.70%) 

strongly disagreed with the statement.  Additionally, 235(62.50%) of the respondents strongly 

agreed that their bank always informs me about new services, 112(29.79%) agreed, 13(3.46%) 

were neutral, 5(1.33%) disagreed while 11(2.93%) strongly disagreed with the statement. 

Furthermore, 178(47.34%) of the respondents strongly agreed that their bank communicates to 

me personally on policy changes, 146(38.83%) agreed, 37(9.84%) were undecided, 7(1.86%) 

disagreed while 8(2.13%) strongly disagreed with the statement. Lastly, 103(27.39%) of the 

respondents strongly agreed that their bank provides personalised information whenever they 

seek for services, 143(    38.03%) agreed, 45(11.97%) were neutral, 48(12.77%) disagreed while 

37(9.84%) strongly disagreed with the statement. 

4.2.4 To assess complaint handling by banks. 

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD). The result is presented in Table 4.5 

Table 4.5: Complaint handling by banks 

COMPLAINT HANDLING SA % A % U % D % SD % 

Bank handle customer grievances 

effectively. 203 53.99 145 38.56 13 3.46 7 1.86 8 2.13 

 Bank review customer’s complaints 

periodically. 146 38.83 169 44.95 23 6.12 28 7.45 10 2.66 

 The bank officers respond directly to 

problems. 142 37.77 98 26.06 52 13.83 45 11.97 39 10.37 

 Customers give greater attention to 

bank reaction towards complaints 

offered. 163 43.35 128 34.04 19 5.05 42 11.17 24 6.38 

Source: Field work 2019 
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Table 4.5 revealed that 203(53.99%) of the respondents strongly agreed that bank handle 

customer grievances effectively, 145(38.56%) agreed, 13(3.46%) were undecided, 7(1.86%) 

disagreed while 8(2.13%) strongly disagreed with the statement. Also, 146 (38.83%) of the 

respondents strongly agreed that bank review customer’s complaints periodically, 169(44.95%) 

agreed, 23(6.12%) were undecided, 28(7.45%) disagreed while 10(2.66%) strongly disagreed 

with the statement.  Equally, 142(37.77%) of the respondents strongly agreed that the bank 

officers respond directly to problems, 98(26.06%) agreed, 52(13.83%) were undecided, 

45(11.97%) disagreed while 39(10.37%) strongly disagreed with the statement. Lastly, 

163(43.35%) of the respondents strongly agreed that customers give greater attention to bank 

reaction towards complaints offered, 128(34.04%) agreed, 19(5.05%) were undecided, 

42(11.17%) disagreed while 24(6.38%) strongly disagreed with the statement 

4.2.5: To assess customer satisfaction with security by banks. 

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD).  The result is presented in Table 4.6  

Table 4.6: Customer satisfaction with security by banks  

SECURITY SA % A % U % D % SD % 

 I feel safe when using this bank. 182 48.40 113 30.05 36 9.57 23 6.12 22 5.85 

Performance of the staff is well and it is 

impossible that I lost my transaction. 128 34.04 114 30.32 38 10.11 52 13.83 44 11.70 

The bank care about success of its 

customers. 235 62.50 112 29.79 13 3.46 5 1.33 11 2.93 

 The bank is very concern with the 

security for my transaction. 178 47.34 146 38.83 37 9.84 7 1.86 8 2.13 

Source: Field work 2019 
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Table 4.6 revealed that 182(48.40%) of the respondents strongly agreed that they feel safe when 

using this bank, 113(30.05%) agreed, 36(9.57%) were neutral, 23(6.12%) disagreed while 

22(5.85%) strongly disagreed with the statement. Also, 128(34.04%) of the respondents strongly 

agreed that performance of the staff as well, and it is impossible that I lost my transaction, 

114(30.32%) agreed,    38(10.11%) were neutral, 52(13.83%) disagreed while 44 (11.70%) 

strongly disagreed with the statement. Equally, 235(    62.50%) of the respondents strongly 

agreed that the bank care about the success of its customers, 112(29.79%) agreed, 13(3.46%) 

were neutral, 5(1.33%) disagreed while 11(    2.93%) strongly disagreed with the statement. 

Lastly, 178 (47.34%) of the respondents strongly agreed that the bank is very concern with the 

security for my transaction, 146(38.83%) agreed, 37(9.84%) were neutral, 7(1.86%) disagreed 

while 8(2.13%) strongly disagreed with the statement  

4.2.6: To assess customer satisfaction in terms of convenience of banks.  

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD). The result is presented in Table 4.7 

Table 4.7: Customer satisfaction in terms of convenience of banks 

CONVINIENCE (ACCESS)  
SA % A % U % D % SD % 

 Services are comfortable. 
202 53.72 124 32.98 12 3.19 23 6.12 15 3.99 

 Bank menus are easily 

understood. 
173 46.01 132 35.11 26 6.91 23 6.12 22 5.85 

Has lots of branches all over the 

municipality. 
44 11.07 114 30.32 38 10.11 52 13.83 128 34.04 

 I don’t wait too much in line 

(less queue) 
32 8 84 22.34 25 6.65 43 11.44 192 51.06 

Source: Field work 2019 
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 The result in Table 4.7 revealed that 202(53.72%) of the respondents strongly agreed that the 

services are comfortable, 124 (32.98%) agreed, 12(3.19%) were undecided, 23(6.12%) disagreed 

while 15(3.99%) strongly disagreed with the statement.  Also, 173(46.01%) of the respondents 

strongly agreed that bank menus are easily understood, 132 (35.11%) agreed, 26(6.91%) were 

undecided, 23(6.12%) disagreed while 22(5.85%) strongly disagreed with the statement. Equally, 

44(11.07%) of the respondents strongly agreed that their bank has lots of branches all over the 

municipality, 114(30.32%) agreed, 38(10.11%) were undecided, 52(13.83%) disagreed while 

128(34.04) strongly disagreed with the statement. Lastly, 32(8%) of the respondents strongly 

agreed that they don’t wait too much in line (less queue), 84(22.34%) agreed, 25(6.65%) were 

undecided, 43(11.44%) disagreed while 192(51.06%) strongly disagreed with the statement  

4.2.7: To assess customer satisfaction with banks in terms of service charges. 

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD). The result is presented in Table 4.8 

Table 4.8: Customer satisfaction with banks in terms of service charges 

   SERVICE CHARGES SA % A % U % D % SD % 

 Bank credit charges (interest to 

savings) are low. 113 30.05 120 31.91 43 11.44 54 14.36 46 12.23 

 Debit charges are very expensive. 94 25.00 100 26.60 45 11.97 48 12.77 89 23.67 

 Loan charges are very expensive. 130 34.57 100 26.60 23 6.12 45 11.97 78 20.74 

 Mobile banking services are 

expensive 120 31.91 89 23.67 21 5.59 52 13.83 94 25.00 

Source: Field work 2019 
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Table 4.8 showed that 113(30.05%) of the respondents strongly agreed that bank credit charges 

(interest to savings) are low, 120(31.91%) agreed, 43(11.44%) were undecided, 54(14.36%) 

disagreed while 46(12.23%) strongly disagreed with the statement. Equally, 94(25%) of the 

respondents strongly agreed that debit charges are very expensive, 100(26.60%) agreed, 

45(11.97%) were undecided,  48(12.77%) disagreed while  89(23.67%) strongly disagreed with 

the statement. Furthermore, 130(34.57%) of the respondents strongly agreed that loan charges 

are very expensive, 100(26.60%) agreed, 23(6.12%) were neutral, 45(11.97%) disagreed while 

78(20.74%) strongly disagreed with the statement. Lastly, 120(31.91%) of the respondents 

strongly agreed that mobile banking services are expensive, 89(23.67%) agreed, 21(5.59%) were 

neutral, 52(13.83%) disagreed while  94(25%) strongly disagreed with the statement  

4.2.8: To assess customer satisfaction with banks in terms of credibility. 

The respondents were ask to rate on a five point likert scale strongly agree (SA) to strongly 

disagree (SD).  The result is presented in Table 4.9 

Table 4.9: customer satisfaction with banks in terms of credibility 

CREDIBILITY (IMAGE) SA % A % U % D % SD % 

 Bank personnel are friendly.  207 55.05 132 35.11 13 3.46 7 1.86 17 4.52 

 Personnel serve with smiling faces. 145 38.56 173 46.01 21 5.59 35 9.31 2 0.53 

Security guards are very welcoming. 168 44.68 104 27.66 42 11.17 34 9.04 28 7.45 

Employees do not sound bored in 

front of customers.  90 23.94 201 53.46 24 6.38 40 10.64 21 5.59 

Source: Field work 2019 

 The result in Table 4.9 revealed that 207(55.05%) of the respondents strongly agreed that their 

bank personnel are friendly, 132(35.11%) agreed, 13(3.46%) were neutral, 7(1.86%) disagreed 
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while 17(4.52%) strongly disagreed with the statement. Also, 145(38.56%) of the respondents 

strongly agreed that personnel serve with smiling faces, 173(46.01%) agreed, 21(5.59%) were 

neutral, 35(9.31%) disagreed while 2(0.53%) strongly disagreed with the statement. Equally, 

168(44.68%) of the respondents strongly agreed that security guards are very welcoming, 

104(27.66%) agreed, 42(11.17%) were neutral, 34(9.04%) disagreed while 28(7.45%) strongly 

disagreed with the statement.  Lastly, 90(23.94%) of the respondents strongly agreed that 

employees do not sound bored in front of customers, 201(53.46%) agreed,  24(6.38%) were 

neutral, 40(10.64%) disagreed while 21(5.59%) strongly disagreed with the statement. 

4.3:  Regression Results 

4.3.1 Regression result of the first model: To assess the impact of customer 

relationship management on customer satisfaction in terms of security. The result is 

presented in  

Table 4.10:  Regression results of the relationship between customer relationship management 

and custom satisfaction in terms of security.  

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) -.883 2.330  -.379 .705 

 CA -.016 .065 -.018 -.240 .811 

CR -.531 .109 -.262 -4.847 .000 

CVI .606 .205 .170 2.952 .003 

CH .392 .144 .207 2.726 .007 

a. Dependent Variable:  Security  
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R2  = 0.43 

Adj R2  = 0.34 

F –statistics =5.21 

Table 4.10 revealed an R2 value of the coefficient of multiple determinants of 0.43. This implies 

that changes in customer relationship management cause about 43 per cent variation in customer 

satisfaction in terms of security. Thus the remaining 57 per cent changes in customer relationship 

management is caused by other variables not shown in the equation but represented by the error 

term. The Adjusted R2 value of 0.34 implies that the model is 34 per cent goodness fit. The F-

value of 5.21 which is significant at 0.05 level of significance implied that there is a significant 

relationship between customer relationship management and customers satisfaction in terms of 

security   

The estimated coefficients for customer acquisition, customer retention, customer value increase 

and complaints handling are positive. This means that there is a direct relationship between these 

variables and customer satisfaction in terms of security. Thus an increase in these variables will 

lead to an increase in customer satisfaction with the bank in terms of security. This results are in 

order with economic theories and are significant at 1 per cent level of significance.   

4.3.2 Regression result of the second model: To assess the impact of customer 

relationship management on customer satisfaction in terms of convenience. The result 

is presented in Table 4.11 

 

 



  

66 
 

Table 4.11:  Regression results of the relationship between customer relationship management 

and custom satisfaction in terms of convenience. 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 7.507 1.480  5.072 .000 

 CA -.144 .041 -.252 -3.493 .001 

CR -.478 .057 -.429 -8.317 .000 

CVI .177 .130 .077 1.360 .175 

CH -.036 .091 -.029 -.395 .693 

a. Dependent Variable: Convenient  

R2  = 0.59 

Adj R2  =  0.51 

F –statistics =10.096 

Table 4.11 revealed an R2 value of the coefficient of multiple determinants of 0.59. This implies 

that changes in customer relationship management cause about 59 per cent variation in customer 

satisfaction in terms of convenient. Thus the remaining 41 per cent changes in customer 

relationship management is caused by other variables not shown in the equation but represented 

by the error term. The Adjusted R2 value of 0.51 implies that the model is 51 per cent goodness 

fit. The F-value of 10.096 which is significant at 0.05 level of significance implied that there is a 

significant relationship between customer relationship management and customer satisfaction in 

terms of convenient.   
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The estimated coefficients for customer acquisition, customer retention, customer value increase 

and complain handling were positive. This means that there is a direct relationship between these 

variables and customer satisfaction in terms of convenient. Thus an increase in these variables 

will lead to an increase in customer satisfaction with the bank in terms of convenient. This 

results are in order with economic theories and are significant at 1 per cent level of significance.   

4.3.3 Regression result of the   third model: To assess the impact of customer 

relationship management on customer satisfaction in terms of service charges. The 

result is presented in table 4.12 

Table 4.12:  Regression results of the relationship between customer relationship management 

and custom satisfaction in terms of service charges  

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 7.231 1.295  5.584 .000 

 CA .397 .038 .474 10.444 .000 

CR -.219 .078 -.205 -2.810 .005 

CVI .217 .088 .152 2.456 .015 

CH .509 .073 .352 6.949 .000 

a. Dependent Variable:  Service charges  

R2  = 0.635 

Adj R2  = 0.60 

F –statistics =49.201 
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DW. Statistics =2.2 

Table 4.12 revealed an R2 value of the coefficient of multiple determinants of 0.63. This implies 

that changes in customer relationship management cause about 63 per cent variation in customer 

satisfaction in terms of service charges. Thus the remaining 37 per cent changes in customer 

retention management is caused by other variables not shown in the equation but represented by 

the error term. The Adjusted R2 value of 0.60 implies that the model is 60 per cent goodness fit. 

The F-value of 49.201 which is significant at 0.05 level of significance implied that there is a 

significant relationship between customer relationship management and customer satisfaction in 

terms of service charges.    

The estimated coefficients for customer acquisition, customer retention, customer value increase 

and complain handling were positive. This means that there is a direct relationship between these 

variables and customer satisfaction in terms of service charges. Thus an increase in these 

variables will lead to an increase in customer satisfaction with the bank in terms of service 

charges. This results are in order with economic theories and are significant at 1 per cent level of 

significance.   

4.3.4 Regression result of the fourth model: To assess the impact of customer 

relationship management on customer satisfaction in terms of credibility. The result is 

presented in Table 4.13 
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Table 4.13:  Regression results of the relationship between customer relationship management 

and custom satisfaction in terms of   credibility  

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 13.953 2.248  6.206 .000 

 CA .445 .066 .469 6.736 .000 

CR .192 .040 .312 4.754 .000 

CVI -.702 .153 -.434 -4.579 .000 

CH -.512 .127 -.312 -4.026 .000 

a. Dependent Variable:  Credibility  

R2  = 0.50 

Adj R2  = 0.42 

F –statistics =17.57 

DW. Statistics =1.79 

Table 4.13 revealed an R2 value of the coefficient of multiple determinants of 0.50. This implies 

that changes in customer relationship management cause about 50 per cent variation in customer 

satisfaction in terms of credibility. Thus the remaining 50 per cent changes in customer 

relationship management are caused by other variables not shown in the equation but represented 

by the error term. The Adjusted R2 value of 0.42 implies that the model is 42 per cent goodness 

fit. The F-value of 17.57 which is significant at 0.05 level of significance implied that there is a 
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significant relationship between customer relationship management and customer satisfaction in 

terms of credibility.      

The estimated coefficients for customer acquisition, customer retention, customer value increase 

and complain handling were positive. This means that there is a direct relationship between these 

variables and customer satisfaction in terms of credibility. Thus an increase in these variables 

will lead to an increase in customer satisfaction with the bank in terms of credibility. This results 

are in order with economic theories and are significant at 1 per cent level of significance. 

Results Conclusion 

From the foregoing, it can be concluded that customer relationship management (CRM) has a 

positive linear relationship with customer satisfaction (CS) in SGC and Ecobank. An increase in 

CRM leads to a corresponding in CS in SGC and Ecobank. 

4.4 Test of hypotheses  

Hypothesis one 

There is no effect of customer acquisition on customer satisfaction in SGC and Ecobank. 

The t- test result in Table 4.11, 4.12 and 4.13 show that the t-calculated values of 3.493, 10.444 

and 6.736 for  customer satisfaction in terms of convenience, service charges and credibility 

respectively were all greater than the critical t-value of 1.96 needed at 0.05 level of significance. 

But the calculated t-value of -.240 in, Table 4.10 for security was found to be smaller than the 

critical value of 1.96 needed for significance at 0.05 level of significance. The result implies that 

the null hypothesis was rejected for the indicators of customer satisfaction of convenience, 

service charges and credibility. But was accepted for customer satisfaction in terms of security. 
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 This result means customer acquisition significantly affect customer satisfaction in terms of 

convenience,  service charges and credibility but does not affect customer satisfaction in terms of 

security in SGC and Ecobank.   

Hypothesis two  

There is no influence of customer retention on customer satisfaction in SGC and Ecobank. 

The t- test result in Table 4.10,4.11, 4.12 and 4.13 show that the t-calculated values of -4.84, -

8.317, -2.810,  and -4.754 for  customer satisfaction in terms of security,  convenient,  service 

charges and credibility respectively were all greater than the critical t-value of 1.96 needed at 

0.05 level of significance. The result implies that the null hypothesis was rejected for the indices 

of customer satisfaction of security, convenience, service charges and credibility. 

 This result means customer retention significantly affect customer satisfaction in terms of 

security, convenience, service charges and credibility in SGC and Ecobank.  

Hypothesis three 

There is no effect of customer value increase on customer satisfaction in SGC and 

Ecobank. 

The t- test result in Table 4.10, 4.11, 4.12, and 4.13 show that the t- calculated values of 2.952, 

1.360, 2.456 and -4.579 for customer satisfaction in terms of security, convenience, service 

charges and credibility respectively were all greater than the critical t- value of 1,96 needed for 

significance at 0.05 level of significance. The result implies that the null hypothesis was rejected 

for the indicators of customer satisfaction of security, convenience, service charges and 

credibility.  

This result means customer value increase significantly affect customer satisfaction in terms of 

security, convenience, service charges and credibility respectively in SGC and Ecobank. 
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Hypothesis four 

There is no effect of complain handling on customer satisfaction in SGC Ecobank. 

The t- test result in Table 4.10, 4.12, and 4.13 show that the t- calculated values of 2.726, 6.949, 

and -4.026 for customer satisfaction in terms of security, service charges and credibility were all 

found to be greater than the critical t-value of 1.96 needed for significance at 0.05 level of 

significance. But the calculated t-value of -0.29 in Table 4.11 for convenience was found to be 

smaller than the critical t-value of 1.96 needed for significance  at 0.05 level of significance. The 

result implies that the null hypothesis was rejected for the indicators of customer satisfaction of 

security, service charges and credibility but was accepted for customer satisfaction in terms of 

convenience. 

This result means complain handling has a significant effect on customer satisfaction in terms of 

security, service charges and credibility but has no effect on customer satisfaction in terms of 

convenience in SGC and Ecobank. 

4.5 Discussion of findings 

Theme one: customer acquisition 

Findings revealed that respondents prefer their banks always to seek to get information about 

customers, contact them regularly, conduct market survey to get them, find out what their needs 

are, and provides a medium for communication with them. This is in line with the assertion of 

Villanueva et al. (2008) in the literature review which states that customers who are acquired via 

communication of words of mouth add more long term value to banks. 
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Theme two: customer retention 

Findings discovered that a majority of the respondents prefer bank employees to treat them with 

great care, perform services accurately, treat them as business promoters, and innovate services 

regularly, to increase their frequency of transactions with the banks and remain loyal. This is in 

line with the view of Njeru (2014), as stated in the literature review that customers are loyal 

advocates when the bank's services/products exceed their expectations. 

Theme three: customer value increase 

Findings revealed that most of the respondents prefer banks always to keep them informed about 

new services, policy changes and to use their views to design services frequently. These findings 

validate the view of Cheverton (2010), in the literature review who pointed out that 

understanding customer needs, desires and preferences is among banks priorities to find out 

unique product-service value for the customer. 

Theme four: complain handling 

Findings discovered that a majority of the respondents prefer the banks to check and resolve their 

complaints effectively regularly. They should also respond directly to problems. This is in 

connection with the view of Heleny (2009), in the literature who asserted that complain handling 

can be made through a commitment to convince customers that their feedbacks are seriously 

taken into consideration. Other respondents also prefer that customers should pay greater 

attention to the reaction of banks to complaints offered. This is in connection with the view of 

Brown and Gulycz (2002), as cited in the literature that the most important activity for customers 

to achieve complain handling is to monitor how the banks manage complains through procedures 

and mechanism in which product and services are delivered. 
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Theme five: customer satisfaction 

With respect to customer satisfaction in terms of security by banks, findings revealed that most 

of the respondents prefer banks to take care of their success with banking transactions. This is in 

line with the literature that banks are responsible for the confidentiality of customers’ accounts 

and transactions to ensure that it is free from thieves and external intervention. 

With respect to customer satisfaction in terms of convenience, a good number of the respondents 

recommended the creation of other branches in the municipality to increase access rate and fast 

services through the addition of service desks in the banking halls. This will eliminate long 

queues in the banking halls and foster fast delivery of services. However, a majority of them 

prefer banks to provide them with comfortable services and easily understood menus. 

With respect to customer satisfaction in terms of service charges by banks, the majority of the 

respondents recommended an increase to the interest rate on savings, a reduction of service 

charges and a reduction of interest rate on loans. As remarked by one respondent in Ecobank,’’I 

am disgruntled with interest I receive on my savings account which is quite lower than the 

interest charges on my loan. 

With respect to customer satisfaction in terms of bank image or credibility, a majority of the 

respondents prefer bank employees being friendly, security guards being welcoming and not 

sounding bored when rendering services. 

Moreover, from the regression results shown on tables 4.10, 4.11, 4.12, and 4.13 indicated that 

customer relationship management dimensions have a significant positive relationship with 

customer satisfaction in terms of security, convenience, service charges and credibility.  Based 

on R square values ( R2= 0.43, 0.59, 0.63, 0.50) of the customer relationship management 

dimensions which are responsible for 43%, 59%, 63%, 50% variation to the dependent variable 
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elements of customer satisfaction (security, convenience, service charges, credibility). As a result 

of this, the researcher rejects the main null hypothesis which states that there is no impact of 

customer relationship management dimensions on customer satisfaction in SGC and Ecobank 

and retains the alternative hypothesis which states that there is a significant impact of customer 

relationship management dimensions on customer satisfaction in SCG and Ecobank. 

Furthermore, testing the sub-hypothesis using the regression results on tables 4.10, 4.11, 4.12, 

4.13 which indicates that all the dimensions of customer relationship management measured 

show a significant statistical relationship with customer satisfaction elements. As a result, all the 

sub null hypothesis were rejected, and the sub-alternative hypothesis accepted which states that, 

customer acquisition, customer retention, customer value increase and complaint handling 

impact customer satisfaction in SCG and Ecobank. 

4.6 Implications of the findings 

Banks in the Buea municipality should moderate their service charges policies to suit the views 

of customers so as to make them satisfied and prevent them from switching to credit unions. 

Customer relationship management is an important pillar that banks in the Buea municipality 

must improve and maintain to increase the transaction rate or purchase rate of customers with the 

banks that will increase profitability. This will ensure the sustainability of the banks in the 

competitive environment. 

Banks wishing to improve their relationship with clients, and secure better profits needs to pay 

attention to the CRM components to develop relevant and effective marketing strategies and 

tactics. 

CRM is a tool for banks to practice the reliability of consumption experiences through timely 

and accurate processing of customers request. 
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Conclusively, the results imply that for banks in the Buea municipality to keep track of current 

and future customers and improve relationship with them in order to gain competitive advantage, 

they have to maintain and enhance on their CRM strategies 

4.7 Limitations 

Customers are impatient to fill questionnaires. They are always in haste and sound bored. 

Account holders don’t like to identify themselves because of the political upheavals plaguing 

society. 

The research was carried out only in two banks of the Buea municipality out of the seven 

established licensed bank in the municipality. 
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CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 

5.1 Summary of findings 

This research aimed at assessing the impact of customer relationship management dimensions on 

customer satisfaction in SCG and Ecobank in the Buea municipality. Specifically, the study 

aimed to analyse the impact of customer acquisition, customer retention, and customer value 

increase and complain handling on customer satisfaction in SCG and Ecobank in the Buea 

municipality. 

With regard to the main research question, the study revealed that all the four dimensions of 

CRM variable studied (customer acquisition, customer retention, customer value increase and 

complain handling) have a significant positive impact on customer satisfaction in SCG and 

Ecobank with regard to the following elements of satisfaction: security, convenience, service 

charges and credibility. 

In this study, researcher analysis shows that 43% of the respondents agree that customer 

acquisition, customer retention, customer value increase and complain handling influence 

customer satisfaction in terms of security, 20% were neutral and 37% have a different opinion. 

With regards to customer satisfaction in terms of convenience, the analysis shows that 57% of 

the respondents agree that customer acquisition, customer retention, customer value increase and 

complain handling influences customer satisfaction while 43% have a different opinion. 

Moreover, 63% of the respondents agree that customer relationship management dimensions 

affects customer satisfaction in terms of service charges while 37% have a different opinion. 

Furthermore, 50% of the respondents agree that customer acquisition, customer retention, 
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customer value increase and complain handling influence customer satisfaction in terms of 

credibility, 10% neutral while 40% had a different opinion. 

5.2 Conclusion 

The objective of study, was to evaluate the effect of customer relationship management on 

customer satisfaction. The study considers all bank customers in the Buea municipality with the 

main focus on SGC and Ecobank customers as the population of the study. It is concluded from 

the analysis of the present study that CRM dimensions are responsible for creating customer 

satisfaction in SGC and Ecobank in the Buea municipality. This indicates that bank management 

in the Buea municipality should place greater emphasis on customer value increase, customer 

retention and complain handling which has a higher impact on customer satisfaction. Banks 

should also  be viewed as a source of providing additional value-added services which are 

develop based on customer needs and wants. Since competition in the banking sector is high, 

banks should give greater attention to CRM as a tool to give a competitive advantage through 

customer satisfaction. 

5.3 Recommendations 

Banks in the Buea municipality should enhance the process and procedures of handling 

customers complains to perfect the customer relationship management process that will increase 

customer satisfaction. 

Banks in Buea should conduct special training programs to all front line officers to deal 

positively with customers by identifying main CRM tools in the banking industry. 

Banks in the Buea municipality should create an online customer service centre. This will enable 

the banks to be supported with all information related to customer needs to support decision 

making. 
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In the future, I recommend the research to be done in more than three banks in the Buea 

municipality to get different answers from other bank customers. 

5.4 Further Research 

The following areas can further be examined in this research: 

 The level of applicability of CRM practices by banks in the Buea municipality. 

 The effects of CRM on the general performance of the banks in the Buea municipal. 
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APPENDIX 

PAN AFRICAN INSTITUTE FOR DEVELOPMENT – WEST AFRICA (PAIDWA) 

BUEA. 

P.O. BOX 133, BUEA, CAMEROON 

QUESTIONNAIRE 

 

Customer Relationship management and customer Satisfaction Survey Questionnaire 

Part One: Demographic Profile 

(This survey has been carried out purely for academic purpose, we request you to be 

as frank as possible .The information provided by you will be kept confidential.) 

Please Mark (√) your response to the following: 

a. Name of respondent: Mrs/Ms/Mr______________________________________ 

b. Name of Bank: ____________________________________________________ 

c. Branch: __________________________________________________________ 

d. Type of Account: _________________________________________________ 

1. Age (Years)  

(a) 25 and below [   ] (b) 26-35 [  ]   (c) 36-45 [   ]   (d) Above 45 [   ] 

2. Gender 

(a) Male [   ]                       (b) Female [   ] 

3. Marital status 

 (a) Married [  ]    (b) Unmarried [  ]   (c) Other [  ] 

4. Educational Qualification 

(a) Primary [  ] (b) Secondary [  ] (c) Tertiary [  ] Other [  ] 

5. Employment status 

(a) Self-Employment [  ] (b) Wage Employment [  ] (c) Professional [  ] (d) Student [  ] (e) 

Others [  ] 

6. Monthly Income 

(a) Below 100,000 [  ] (b) 100,000-150,000 [  ] (c) 150001-200,000 [  ] (d) Above 200,000 [  ] 

7. Status of usage 

(a) Less than 2 year [ ] (b) 2 – 5 years [ ] (c) 5 – 10 years [ ] (d) 10 – 15 yeas [ ] (e) Above 15 

years [] 
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8. How frequently do you use banking services per month? 

  (a) Daily [  ] (b) Once a week [  ] (c) Once in two weeks [  ] (d) Once in three weeks [  ] (e) 

Once a month [  ]. 

Part Two: Customer Opinion on customer relationship management practices of the bank. 

(To what extend do you agree that the following customer relationship management elements 

impact customer satisfaction in SGC and Ecobank). 

Note: 1-strongly disagree (SD), 2-disagree (D), 3-neutral (N), 4-agree (A), 5- strongly agree 

(SA) 

 CUSTOMER RELATIONSHIP MANAGEMENT 

Statement SA A N D SD 

CUSTOMER ACQUISITION       

1. The bank carries out successive advertisement of their 

products/services.  

     

2. The bank actively seeks to get information about its customers.      

3. The bank continuously conduct market survey.      

4. Bank provides a channel for communication with its customers.       

5. Bank finds out what customer needs are.      

6. Bank contact customers regularly.      

CUSTOMER RETENTION      

7. Bank has innovative services.      

8. I stay with my bank for a long time.      

9. My purchase rate with the bank is high.      

10. Bank front-line staff services are accurate.      

11. Bank employees treat customers with great care.      

12. My relationship with the bank is a priority.      

CUSTOMER VALUE INCREASE      

13. My bank has services that meet my financial needs.      

14. My bank uses customer views to design services.       

15. The bank transaction requirements are design to suit different      
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PART THREE: CUSTOMER SATISFACTION.   

SECURITY      

23. I feel safe when using this bank.      

24. Performance of the staff is well and it is impossible that 

I lost my transaction. 

     

25. The bank care about success of its customers.      

26. The bank is very concern with the security for my 

transaction. 

     

 

CONVINIENCE (ACCESS)  

     

27. Services are comfortable.      

28. Bank menus are easily understood.      

29. Has lots of branches all over the municipality.      

30. I don’t wait too much in line (less queue)      

   SERVICE CHARGES      

31. Bank credit charges (interest to savings) are low.      

32. Debit charges are very expensive.      

customer segment. 

16. My bank always inform me about new services.      

17. My bank communicates to me personally on policy changes.      

18. My bank provides personalized information whenever I seek for 

services. 

     

   

COMPLAINT HANDLING. 

     

19. Bank handle customer grievances effectively.      

20. Bank review customer’s complaints periodically.      

21. The bank officers respond directly to problems.      

22. Customers give greater attention to bank reaction towards 

complaints offered. 
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33. Loan charges are very expensive.      

34. Mobile banking services are expensive      

CREDIBILITY (IMAGE)      

35. Bank personnel are friendly.       

36. Personnel serve with smiling faces.      

37. Security guards are very welcoming.      

38. Employees do not sound bored in front of customers.       

  

 

 

 

 

   

 

 


