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ABSTRACT

Today, many banks realize the importance of custaelationship management and its
potential to help them acquire new customers redaisting ones and maximize their
lifetime value. Customer relationship managemerdrigial in modern business world
due to changing patterns of government regulatitechnological innovations,
competition, the service quality movement, pressute improve productivity,
internationalization and globalization etc. Thedstisought to determine the effect of
Customer Relationship Management within the banlgegtor in Kenya. The study
adopted a descriptive survey design to investitfaeeffect of customer relationship in
banking sector in Kenya. The target population tfdg comprised of all the 44
commercial banks operating in Kenya. The main daibection instrument was a
guestionnaire. The data collected using the quasdioe was analysed by descriptive
statistics. The study found that the bank has wiffe marketing mix for targeting
customers and would use customer information toeldgva new market; the bank
provides variety of service items and informati@n customer Response, the study
found that the bank uses phone calls, e-mails @&nsbpnel visits to communicate with
customers; the bank rapidly responds to custonwl@ms, suggestions and complaints;
the bank would initiatively enquire about banks vess. Further on customer
Knowledge, the study found that the bank is knogéadble about how to obtain main
customers; the bank understands main customergiceerequirements; the bank has
fruitful capabilities to obtain new customers. Tis¢udy recommends that such
dimensions should always be put in considerationthe customer relationship
management process for the banks to meet theit $éwon, medium and long term
market obligations.
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CHAPTER ONE: INTRODUCTION

1.1Background of the study

According to Ryals and Payne (2001), customer icglahip management is a
management approach that uses information techypatoduild long term relationship
with their customers and at the same time chanraek rprofits to the organizations.
Mylonakis, (2009) recognised customer relationshipnagement as an innovative
process to create a long term relationship withtaruers in order to get trust from
customers towards the organization. According tovBr, (2000) he defined customer
relationship management as a process of acquirgtgjning and growing profitable
customers and business strategy that aims to uaddrsanticipate, and manage the

needs of an organization’s current and potentisiaruers.

In literature, many definitions have been given describe customer relationship
management. From the marketing aspect, custortatioreship management is defined
by Couldwell (1998) as “...a combination of busmesocesses and technology that seeks
to understand company’s customers from the perspeat who they are, what they do,
and what they like.” The technological definitiorasvgiven as “...the market place of the
future which is undergoing a technology — driventanerphosis.” (Peppers & Rogers,
1995). Therefore, a close relationship with custewéll require a strong co-ordination
between information technology and marketing depants to provide long term

retention of selected customers.



Customer relationship management has been appiliedaiious areas like banking,
insurance, education and even communication. Thkibg sector is a customer oriented
service area where the customer is the main fddasy organizations are faced with
competition and turn to Customer Relationship Mamagnt software to help them
manage their customer relationships in order timeheir customers. Thus, there is need
to conduct research in this sector to understandenom customers’ need and their

attitude so as to build a long term relationshighviaanks (Orodho, 2003).

1.1.1 Concept of Service delivery

Service marketing concepts and strategies havdajmakin response to the tremendous
growth of service industries resulting in theirneased importance to world economies
(Zeithaml and Bitner, 1996). This is in relationdmployment, gross domestic product
and business opportunities. As technological adearent has equalized most production
processes, one of the few remaining strategiescraset one company apart from others
is customer service. Chandler (1962) stated tinategly determines the basic long-term
goals of an enterprise, the adoption of courseactibn and the allocation of resources

necessary for carrying out these goals.

The service environment has evolved due to thewatlg factors: changing patterns of
government regulation, technological innovationke tservice quality movement,
pressures to improve productivity, relaxation ofeypous professional association,
restrictions on marketing, internationalization ghabalization etc (Lovelock et al 1996).

This has caused a lot of dynamism in the serviceosecompetition has increased and



consumers are exposed to more information. To eyservice companies have to
differentiate themselves mainly by being as clasthé customer as possible; this has led
to an over emphasis in the area of service mark@tirenable marketers in developing

service strategies to respond to the market.

Service providers need to have the capacity tapree the demand and to identify the
type of services whichs appropriate to support the different clients.almpluralistic

environment where there are multiple senpeeviders to be contracted, it is important at
this level to assess the performance of the diftepessible providers and the quality of
their services in order to identify who can besttkde job. Isolated services on specific

issues might not be effective.

1.1.2 Concept of Customer Relationship Management

According to Lahtinen and Isoviita, (1994) the ospic of Customer Relationship
Management entails all aspects of interaction thatompany has with its customer,
whether it is sales or service-related. Therefdres often thought of as a business
strategy that enables businesses to: understanduitemer, retain customers through
better customer experience, attract new custonmet, lacrease profitably. While the
phrase customer relationship management is mostomty used to describe a business-
customer relationship, the systems are used isahee way to manage business contacts,

clients, contract wins and sales leads.



A Customer Relationship Management is a tool fofeativeness measurement
mechanism that can increase the probability of gutsj success by recognizing
advantages of implementing such as cost decreastgneer satisfaction, retention and
loyalty. Customer Relationship Management technpligy offered on-premise, on-
demand or through Software as a Service. The Isigages of Customer Relationship
Management namely; establishing, enhancing andngndlo understand more in
customer relationship management, we need to cengillee components; customer,
relationship and management (Peppers and Rogddd). 2ark and Kim (2003) defined

customers as one whose identification and contastsewithin the firm.

Customer relationship management solutions proyie with the customer business
data to help you provide services or products ybat customers want, to provide better
customer service, cross-sell and up sell more wffdyg, close deals, retain current
customers and understand who the customer is. dexdynand the Web has changed the
way companies approach Customer Relationship Manmage strategies because
advances in technology have also changed consuayangobehaviour and offers new

ways for companies to communicate with customedscafiect data about them.

Many aspects of Customer Relationship Managemelyt meavily on technology;

however the strategies and processes of a goodr@estRelationship Management
system will collect, manage and link informationoabthe customer with the goal of
letting you market and sell services effectivelalitinen & Isoviita, 1994). Therefore,

customer relationship management is a comprehessiaegy and process which focus



to establish, maintain and enhance relationship wistomers and to create value for the

organization (Jham & Kalem, 2008).

Today, many businesses realize the importancestbmer relationship management and
its potential to help them acquire new custometameexisting ones and maximize their
lifetime value. Customer relationship managemerd lsusiness strategy to identify the
most profitable customer and prospects and devates and attention to expanding
account relationships with those customers. In ti@gard, Customer Relationship
Management has become one of the tools used tte@ezompetitive advantage in our

businesses especially the banking industry in Kédlgam & Kalem, 2008).

1.1.2 The Banking Sector in Kenya

The first bank in Kenya was established in 1896Wwinhg the British occupation of the
country and the construction of the Kenya-Ugandavag. Significantly, this was the
National Bank of India, which subsequently becaheeNational and Grindlays Bank. It
was followed by the Standard Bank of South AfrinalP10 and the National Bank of
South Africa in 1916. In 1926, the National Bank Sbuth Africa merged with the
Anglo-Egyptian Bank to form Barclays Bank (Dominjo@olonial and Overseas) the

predecessor to one of the largest banks in Kenyagv, 2012).

The Banking industry in Kenya is governed by thenpanies Act, the Banking Act, the
Central Bank of Kenya Act and the various prudérgiadelines issued by the Central

Bank of Kenya. The banking sector was liberalised995 and exchange controls lifted.



The Central Bank of Kenya is responsible for foratimlg and implementing monetary
policy and fostering the liquidity, solvency andoper functioning of the financial
system. The banks have come together under theaKBaykers Association, which

serves as a lobby for the banking sector’s intsrest

The Kenya Bankers Association serves a forum taemddissues affecting members.
Over the last few years, the Banking sector in Kehgs continued to grow in assets,
deposits, profitability and products offering. Tgeowth has been mainly underpinned
by; an industry wide branch network expansion sgwtboth in Kenya and in the East
African community region and automation of a largenber of services and a move
towards emphasis on the complex customer neederrtdtan traditional ‘off-the-shelf’

banking products.

Most of these early banks are still operating imy@today. Soon after independence in
1963, two Kenyan banks were quickly set up: theoferative Bank of Kenya in 1965 to
look after the interests of the co-operative movenaad the National Bank of Kenya in
1968 to look after other national interests, siatehe other banks were either foreign-
owned or foreign controlled. Currently, Kenya haé Mcensed commercial banks

according to the Soft Kenya Directory, (2013).

1.2Research Problem

Today, many banks realize the importance of custaelationship management and its

potential to help them acquire new customers regaisting ones and maximize their



lifetime value. The concept of customer relatiopsiianagement is crucial in modern
business world due to changing patterns of govemtnregulation, technological
innovations, competition, the service quality moe@t pressures to improve
productivity, internationalization and globalizatie@tc (Lovelock et al 1996). This has
caused a lot of dynamism in the banking sector:pmiition has increased and consumers
are exposed to more information. To survive, bah&ge to differentiate themselves
mainly by being as close to the customer as passficording to Stewart, (1998) there
are four major problems that customers face nanoigrges and their implementation;
facilities and their availability; provision of iafmation and confidentiality; service

issues relate how customers are treated.

The growth of banking sector in Kenya has been iypainderpinned by; an industry
wide branch network expansion strategy both in lerand in the East African
community region and automation of a large numldesesvices and a move towards
emphasis on the complex customer needs ratherttadiional ‘off-the-shelf’ banking

products.

More recent studies have been done on the areaamiriy in Kenya on customer
relationship strategies employed by commercial bankKenya. For instance, Warugu
(2012) in his research found out that focus and teae are some of the major strategies
that the banks have employed in their quest tooustomer loyalty. Similarly Kiptugen

(2012) looked at the strategic responses to a ahgqrgpmpetitive environment in the



case study of KCB, he established that proactitieerathan reactive strategies such as

research on customer needs and preferences foenhsis of its strategic planning.

There exists a gap between service quality expentaind perception of the customers.
Customer relationship management should be invoinesvery department in banking
organizations to increase banks’ performance. Thasties have looked at competitive
strategies among commercial banks and responsegés at various levels in an attempt
to gain customer relationship and a competitiveeeoler rivals in the banking industry
but none has investigated the effect of custonlatioaship management in the banking
sector in Kenya. Since there is a massive servigakidown and poor customer
relationship in commercial banks in Kenya, thereaisompelling need to investigate
these effects. The study therefore seeks to anthweeiollowing questions; what are the

effects of customer relationship management irBdueking sector in Kenya?

1.3Research Objective

The study sought to determine the effect of CustoRedationship Management within

the banking sector in Kenya.

1.4Value of the Study

The study will be important to the banking sectocs it will help to enhance customer
relationship by adopting various customer relatnstrategies to remain competitive in

their service delivery. This will improve on theiging theory and knowledge on the



changes that banking sector is going through imticdl to customer relationship

management.

The study will also be important in policy formuéat. It will be of great interest and
importance to the government since it will helghe formulation and (or) modification
of the various policies to assist improve any hamtdes to boosting confidence among

customers towards banking services in Kenya comaldyanks.

In practice, this study will be of importance teethanks because they will know how
much they are gaining through improved customeatiaiship. The study will provide
information to the public and all players; custosidranks, the regulator on the effect of

customer relationship management in the bankingpsectKenya.

This study will also be important to the academis the information on the current
status of customer relationship management in #nkibhg sector will be available for
academic work and also future scholars in reseamtk may borrow a leaf from this

study.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter presents the theoretical foundatioth @view of literature on effect of
Customer Relationship Management and will cover dheas of study. It focuses on
theoretical foundation of the study, customer refehip management in service
industry, dimensions of service environment, servielivery process, planning the
service environment, customer feedback and seremavery, improving service quality,
managing relationships and building loyalty, chadles facing customer relationship
management and finally discusses strategies to neehacustomer relationship

management practices.

2.2 Theoretical Foundation of the study

2.2.1 Relationship Marketing Theory

Relationship marketing theory was proposed by Aleben, (1998). The theory argues
that relationship marketing is the creation andetlgyment of profitable, long-term and
interactive relationship with existing and potehtaustomers, suppliers and various
interest groups. There are three types of reldtipnsnarketing namely database
marketing, interaction marketing and network marngtDatabase marketing as internal
marketing is the use of information technologyrorease customer loyalty, profits and
customer satisfaction. However, this study seek&dw only one aspect of relationship

marketing; customer relationship marketing.

10



Relationships exist when customers have interagtioith the organizations. There are
two things that relationship marketing paradigm siders when looking at bank
customer retailer financial relationship (AlexandE98). Firstly, relationship marketing
must be valuable and viable both to customers aganizations. Secondly, relationship
between customers and banks will increase the it@poe of retailers to maintain and
enhance the overall relationships that currentlgtexith the customers. Customers likely
interact with the banks which satisfy their needyldnakis, 2009). According to
Lahtinen and Isoviita (1994, 31) the profitabildffa customer will be greatest during the
later years of the customer relationship due toftllewing three reasons: incremental

purchases, increase in price, and decreasing costs.

2.2.2 Customer Relationship Management Theory

Customer relationship theory was developed by We¢B005). According to the theory,

customer relationship management is a combinatibiretationship marketing and

customer centric where justice theory had appliedustomer relationship theory. Justice
theory involves the elements of trust, satisfacteord loyalty where these elements
should have in the relationship between customeds @aganizations. There are three
types of justice theories namely distributive, ratdional and procedural. Distributive
justice means the perception an individual holds fairness of outcome. Interactional
justice is perceived fairness of the interpersaont@raction in decision process. Finally,

procedural justice is a fairness of the process.

Customer relationship marketing is a limited pdrthe marketing relationship structure,
which is the creation and development of long-terpmpfitable and interactive

11



relationships with both existing and potential onser. In all marketing activities a
customer oriented approach is strategic to compampevadays than before. Therefore,

relationships with customers have to be maintaefézttively (Lahtinen & Isovita 1994).

2.3 Customer Relationship Management in service ingtry

The concept of customer relationship managemenveddecause it places emphasis on
understanding customer needs and then solving garablor delivering benefits that
create demonstrable customer value (Dowling, 20Di28. role of information technology
is important in this style of customer relationsm@management, as it is designed to
support — rather than drive — the customer relatign The types of relationships that
develop here are often deep and meaningful, bathhfo firm and the people involved
(Dowling, 2002). A long-term and profitable custamelationship is the most valuable
asset for the company. When providing serviceimise companies’ customers always
interact with the service provider. But the typeimteraction differs from business to
business. In some businesses, the service prooessues for a long period of time,
including a large number of contacts and interastioVhen there is a service process,
the process leads to cooperation between customersarvice provider hence the

emergence of customer relationship (Gronroos 2000).

In the past, companies assumed that customeragditisf is one of the most important
factors for a strong relationship. But the latessearch concludes that customer
satisfaction is a crucial but not sufficient coralt for a relationship to be strong.
(Storbacka & Lehtinen 2001). Ability to satisfy astomer who has purchased once and
induce him to buy again or more is a difficult taBy knowing some of the principles

12



and used methods it is easier to learn about cestomeds, monitor them, affect them

and most of all know how to create satisfied cusian

2.4 Dimensions of service environment

Service environments are complex and have mangnletements. The main dimensions
of the service environment in the service modeluiee ambient conditions, space and
functionality, signs symbols and artifacts (LovédpcWirtz & Chatterrjee, 2006).
Ambient conditions include aspects of the environimgertaining to the five senses.
Even when not consciously noted, they may stileeffpeople’s emotional well being,
perceptions, and even attitudes and behaviours.i&rhigconditions are perceived both
separately and holistically and include lightingdazolour schemes, sizes and shapes,

sounds, temperature and scents.

As service environments generally have to fulfiéafic purposes, and customer needs,
spatial layout and functionality are particulanygortant. Spatial layout refers to the size
and shape of furnishings, counters and potenti@hmary and equipment and the ways
in which they are arranged. Functionality referghte ability of those items to facilitate
the performance of service transactions. Specialuiaand functionality affect buying
behaviour, customer satisfaction and consequetitly, business performance of the
service facility (Lovelock, Wirtz & Chatterrjee, @6). The appearance and behaviour of
both service personnel and customers can reinfardetract from the impression created
by a service environment. Within the constrainiglued by legal obligations and skills
requirement, firms may seek to recruit staff tbdpecific roles, costume them in uniform
consistent with the services cape in which they kel working, and script their speech

13



and movements likewise, marketing communication $@gk to attract customers who
will most appreciate the ambience created by theicee provider but also actively

enhance it by their appearance and behaviour.

2.5 Service delivery process

To design services that are both satisfying fotamsrs and are operationally efficient,
marketers and operations specialists need to wag&ther. In high contact services, in
which employees interact directly with custometsnay also be appropriate to involve
human resource experts in the design of serviceegs®es. A key tool in service design is
blueprinting. A key characteristic of service bluapng is that it distinguishes between
what customers experience “front stage” and theviies of employees and support

processes “backstage” where customers cannot see(fPark & Kim, 2003).

Developments in telecommunications and computdmigogy in particular continue to

result in many innovations in service delivery. Fexample, in an effort to boost
productivity and remain competitive in an increggyncompetitive marketplace, banks in
many countries have embarked on programs of clobgmgk branches and shifting
customers to cheaper, electronic banking channisst recently, entrepreneurs have
taken advantage of the internet to create new csvihat can be delivered through
electronic channels accessed by computers in cestdimomes or offices. Innovation of
particular interest include: the development of &stmphones” and Personal Digital
Assistants that can link users wherever they maydthe internet; (Lovelock, Wirtz &

Chatterrjee, 2006).

14



2.6 Planning the service environment

Service environments relate to the style and ajgpearof the physical surroundings and
other experiential elements encountered by custom@ieservice delivery sites. Planning
the service environment is an art that takes censile time and effort and can be
expensive to implement. Once designed and builticee environments are not always
easy to change. For organizations delivering higtact services, the design of the
physical environment and the way in which tasks @egormed by customer contact
personnel jointly play a vital role in creating arficular corporate identity and shaping
the nature of the customers’ experience. The semivironment and its accompanying

atmosphere impact buyer behaviour (Lovelock, WariZhatterrjee, 2006).

2.7 Customer feedback and service recovery

To be able to deal effectively with dissatisfieddatomplaining customers, managers
need to understand key aspects of complaining helmawVvhy do customers complain?
Studies have identified four main purposes for dampg to obtain restitution or
compensation: to recover some economic loss byirsgpekrefund, compensation, and/or
have the service performed again; vent their angmmne customers complain to rebuild
self esteem and/or vent their anger and frustratieelp to improve service: when
customers are highly involved with a service, tlggye feedback to try and contribute
toward service improvements; some customers aravated by altrusion reasons.
Service recovery is an umbrella term for synthefforts by a firm to correct a problem
following a service failure and retain a customgo®dwill. Service recovery efforts play

an important role in achieving customer satisfac{@ark & Kim, 2003).
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2.9 Improving service quality

In a service context, improving service qualityaglst creating better service processes
and outcomes to improve customer satisfaction. Bpihlity and productivity have

historically been seen as issues for operationsageas. The task of value enhancing
requires quality-improvement programs to delived aontinuously enhance the benefits
desired by customers. At the same time, produgtimiprovement efforts must seek to
reduce the associated costs. The challenge is goreerthat these two programs are
mutually enforced to achieve common goals rathan tbperating at loggerheads with
each other in pursuit of conflicting goals. To megascustomer satisfaction with different

aspects of service quality, Valarie Zeithaml and belleagues developed a survey
research instrument called SERVQUAL. It is basedhm premise that customers can
evaluate a firm’s service quality by comparing thgrceptions of its service with their

own exceptions. It is seen as generic measurermehthat can be applied across a broad

spectrum of industries (Dowling, 2002).

2.10 Managing relationships and building loyalty

Targeting, acquiring and retaining the “right” cusiers are set at the core of many
successful service firms. Customers are an impbftaancial asset to the firm. They
increase the value of the firm in the event of &.s&iewed from this financial
perspective, marketing programs designed to attrewst customers; build relationships,
increase sales from existing customers and mainé@tionships into the future should

rightly be seen as investments rather than justabipg expenses.

16



Customer equity management is a new approach tketivag and corporate strategy that
finally puts customers, and more important, strigggdesigned to grow the value of each
other, at the heart of the organization. A funda@emelationship exists between
strategies intended to bring about a single traimsaand those designed to create
extended relationships with customers. Although eoservices require distinct
transactions, others involve purchasers receivelyice on a continuous basis. Even
where transactions are themselves discrete, thgystilebe an opportunity to create an

ongoing relationship (Lovelock, Wirtz & Chatterrjet906).

2.11 Challenges facing customer relationship managent

Commercial banks face many challenges in todayisadyc market place. In a global
economy that has become increasingly competitivesret is need for efficient
development of products that can quickly satisiy@e demanding customer base and
build long-term customer trust. It must enhanc& nsnagement and address a broad
range of service breakdowns and regulatory chatiggsrequire reporting with greater
standardization and transparency (Park & Kim, 20@3)ust optimize both internal and
external innovation, while seeking operational deoee at all levels. Meeting these
challenges requires new business and marketintegitea that boost revenues, improve

operational efficiency, cut costs, and enhanceteeall management of business.

Service breakdown manifests itself by way of detbgpproval of loans. Customers are
deal seekers and they always look for a financialitution that can serve them within
the minimum time possible. In Kenyan commercial Ks&arhowever, the approval of
business loans takes weeks or even months depeaoditige availability of the required

17



documentation. This delay is costly especially whefirm has a limited time frame to
demonstrate that it can raise the required cafotahrry out a particular task (Dowling,

2002).

Premier banking which in most cases is associatéitl thve wealthy business class is
founded on the basis of relationship managememk8&owever need to take a step
further and relate more with its customers to a\@ung a reason to go for alternative
service providersBanks should improve their relationship managemetit businesses
and their advisors. Restoring trust between bankd their clients will require a
commitment to transparency and consistency on ahiegb lending institutions. It is clear
that some banks have re-appraised their risk amdrce preferences for customers
(Brown, 2000). Banks need to address the consequéfgar of approach’ held by
businesses by clearly explaining how the changeshauic environment has affected

banks’ business lending policies (Best & Kahn, 2007

2.12 Strategies to enhance customer relationship magement practices

Marketing the quality of service is central to teeccess and growth of business.
Parasuraman et al (1985) stated in developingehgce quality model defined service
as the gap between service and perceived perfoanakcservice firm may win by
delivering consistently higher quality service thmmpetitors and exceeding customer’s
expectations (Kotler, 1999). After receiving thevege, customers compare the perceived
service and expected service. Researchers haveal fthat consumers consider five
dimensions in their assessment of service quadityehability, responsiveness, assurance,
empathy and tangibles. (Parasuraman et al, 1985)
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Another strategy to use is understanding custonx@ectation. Consumer research

provides the basis for the development of new serwoncepts to meet targeted
consumer needs (Lovelock et al, 1996). Findingwdhat customers expect is essential to
providing service quality, and marketing researcl key to understanding customer

expectations and perceptions of service (Kotler9).99

In addition, one can use the market segmentatiategly.A service organization cannot
serve an entire market for a particular serviceussomer needs and wants are diverse. It
must identify segments of a market that it can senest effectively. A market segments
consists of a large identifiable group within a ketrwith similar wants, purchasing

power, among other attributes (Kotler, 1999).

In Service Positioning; once a bank has identiiexpecific market segment to serve, the
next phase is to position the service in the mgpkate. How the service design in terms
of blueprinting and physical evidence will impad¢tetimage of the service in the
consumers mind (Ziethmal et al, 1996). A servickerafg’'s position is the way it is

perceived by consumers, particularly in relatiocampeting offerings.

RelationshipMarketingis the philosophy of doing business that focuse&e®ping and
improving current customers rather than on acqginaw ones. Service companies must
see customers as their long term partners andtoemdke a commitment in maintaining

the relationship through quality, service and ireteyn (Lovelock et al, 1996).
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To develop effective positioning strategies, manageed insights into how the various
attributes of a service are valued by the curremwt prospective customers within that
segment. An organization’s service offering is ®sstully positioned if it has established
and maintains a distinctive place for itself in gt@sumer’s mind relative to competing
organization’s offerings. If a service is succebgfpositioned, the mention of the service
will conjure up in the customer’s mind an imaget tisadistinct from images of similar

service offerings (Ziethaml et al, 1996).

Setting and Measuring Servi&andards for managers of service business to aetyr
understand what customers expect and set servigg@ygstandards and goals for the
organizations. Excellent service businesses redieecrucial role that the setting and
review of service standards can play in drivingliquaerformance. They understand the
benefits brought about by the business, its custeraad the individuals involved in
service delivery, the pay-off in terms of custonwyalty as well as reduce the cost of

correcting errors and handling complaints (Loveletkl, 1996).

In conclusion, one can also consider successfulnnamcation strategyDeveloping a
communication strategy for intangible services ustey different from advertising and
promoting psychical goods. The company shouldgeize that service is a performance
rather than an object; advertising should not @mgourage customers to buy the service,
but should also target employees as a second aadierotivating them to deliver high-

quality service.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter comprised research methodologies wivete utilized, research design,

target population, data collection instruments pratedure, sampling, and analysis.

3.2 Research Design

The study adopted a descriptive survey design vesiigate the effect of customer
relationship in banking sector in Kenya. Descriptigurvey designs are used in
preliminary and exploratory studies (Luck and Ryld92). This is to allow researchers
to gather information, summarize, present and pnétrfor the purpose of clarification
(Orodho, 2002). Borg and Gall (1989) noted thatdpsve survey research is intended

to produce statistical information about entreptegieip in Kenya.

3.3 Target Population

The target population of study comprised of all #ecommercial banks operating in
Kenya. Kenya has 44 licensed commercial banks dogpto the Soft Kenya Directory,
(2013). The researcher conducted a survey andctedledata from the marketing
managers in all the commercial banks. The managere expected to have first hand
information about customer relationship practicesl amanagement. In a descriptive
survey study, informed specialist categories opoeslents are crucial (Luck and Ruben,

1992). See Appendix IlI
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3.4 Data Collection

The type of data used was quantitative in natune. Mmain data collection instrument was
a questionnaire. It was distributed to the markgtmanagers through drop and pick
method in the respective banks because they aex®dto have information concerning

their banks customer relationship levels.

3.5 Data Analysis

The data collected using the questionnaire wasyaedl by descriptive statistics. In
explaining processes studies have shown that hadhtgative and qualitative data are
suitable especially for circumstances relatingharges over time. The researcher used
Statistical Package for Social Science which is pater software used to analyze both
gualitative and quantitative data. The relationshiggetween variables were correlated
using the Karl Pearson’s coefficient of correlatiéinthey are few they may be ignored
during the analysis as missing values. The data amalyzed by frequencies and

percentages to establish the significance of thpameses.
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 Introduction

This chapter is a presentation of results and rigsliobtained from field responses and
data, broken into two parts. The first section gedth the background information of the
organizations, while the other five sections pré$eings of the analysis, based on the
objectives of the study where both descriptive amigrential statistics have been

employed in this analysis and discuss the issuteibest way possible.

4.2 Response Rate

From the data collected, out of the 44 questioesaadministered, 39 were filled and
returned. This represented 81.25% response rdtehws considered satisfactory to
make conclusions for the study. According to Mugen@003) a 50% response rate is
adequate, 60% good and above 70% rated very gduosl.also collaborates with Bailey
(2000) assertion that a response rate of 50% iguadie, while a response rate greater
than 70% is very good. This implies that basedhism dssertion; the response rate in this
case of 81.25% is very good. This high response can be attributed to the data
collection procedures, where the researcher préiatbthe potential participants of the
intended survey, the questionnaire was self adier@d to the respondents who

completed them and these were picked shortly after.
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Table 4.1 Response Rate

Freqguency | Percentage
Questionnaires administered 44 100%
Questionnaires filled & returned 39 81.25
Not respondent 5 18.75

4.3 Gender Distribution

Further the study sought to determine the gendsrilalition of the respondents in order

to establish if there is gender balance in thetmos indicated and also to establish

which gender is much engaged in customer relatipnmsanagement.

Table 4.2 Respondents Gender Distribution

Frequency Percentage
Males 31 79
Female 8 21

Source, Research Data

From the findings as indicated in Figure 4.1, m#a8l (79%) were male respondents

with 8 (21%) being females respondents. This insplieere were more female marketing

managers than males.
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4.4 Age Distribution

The study further established the respondent’s digigibution. The findings were as
indicated in Figure 4.2 above, majority 16 (40%Jioated that they ranged between 30-
39 years, followed by those who indicated that they between 40-49 years with few 8
(21%) and 6 (15%) indicating that they are over y#ars and below 30 years
respectively. This implies that majority of the pesdents were at their maturity stage

and therefore able to handle customer relationstigirs responsibly.

4.5 Level of Education

The study further found it necessary to determireerespondents’ level of education in
order to ascertain if they were well equipped wiite necessary knowledge and skills for
the running and the overall management of custoraktionship. From the study
findings majority 17 (45%) indicated that they wergversity graduates, followed by 13
33%) who indicated that they had post graduateegewith few 3 (8%) indicating that
they had professional qualifications such as CPAIACqualification. Katz, Lazer,
Arrow& Contractor, (2004) associated the educatmrel of employees with business
success with findings that, those with higher Isvef education are more successful
because higher education provides them knowledgk randern managerial skills,
making them more conscious of the reality of thsitess world and thus in a position to
use their learning capability to manage customé&tiomships. The findings therefore
indicate that the respondents have the capaciiys sikhd management acumen to steer
customer relationship successfully. These skillpp HBem handle and interpret their

respective business environments and the emerggngs in customer demands.
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4.6 Work Experience

The study sought to determine how long the respausdbad been in the banking
industry; this was to ascertain to what extentrtresponses could be relied upon to make
conclusions for the study based on experience. Rharstudy findings as indicated in
Figure 4.3, majority 23 (60%) of the respondentdidated that they had been in their
position for a period more than 10 years follow@d(30%) who indicated that they had
been in the position for a period ranging from 63l€ars with only few 4 (10%)
indicating that they had been in their position #operiod ranging from 0-5 years. This
meant that they would invest time and effort to makire they succeed. It may also
imply that work related experiences are importardeveloping motivation for becoming
competent in customer relationship management. éwitg at the business therefore

becomes a trait that ensures continuity and peagietuof the vision of an organization.

4.6 Extent of customer relationship management dinmesions

The study sought to determine the level of agre¢meérihe respondents on different
customer relationship management dimensions. TheerBions under considerations
were: Customer Acquisition, Customer Response, dbust Knowledge, Customer
Information System, Customer Information Procesmdnsions of service environment,
Service delivery process, Planning the service renment, Customer feedback and
service recovery, Improving service quality and amng relationships and building
loyalty. The dimension related statements weredrate a Likert scale 1-5 where 1
represented strongly disagree and 5 strongly agree.findings were as indicated in

Table 4.2
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Table 4.2: Extent of customer relationship managenm dimension

Std
Customer relationship management dimensions Mean deviation

Customer Acquisition
The bank has different marketing mix for targetbugtomers and would use customer information 30632 0.7321
develop a new market.

Customer Response:
The bank uses phone calls, e-mails and personsitd td communicate with customers. 3.723 0.756

Customer Knowledge:
The bank is knowledgeable about how to obtain nmistomers; the bank understands ma$682 0.7423
customers’ service requirements; the bank hadufuiapabilities to obtain new customers.

Customer Information System:
The bank is able to use their computer system tegoasize targeted markets; the bank has3z662 0.7921
computer system sufficient to handle customergrimition; and the bank has a management system
to check transactions and customer relationships.

Customer Information Process:
The bank’s computer system is capable of storiearching and analysing customers’ data 3.524 0.623

Dimensions of service environment
The main dimensions of the service environmenthia service scape model include ambieBt672 0.3114
conditions, space and functionality, signs symbwoid artifacts.

Service delivery process
To design services that are both satisfying fotamers and are operationally efficient, markete8s711 0.3782
and operations specialists need to work together.

Planning the service environment
Planning the service environment is an art thaegakonsiderable time and effort and can|4e021 0.3120
expensive to implement.

Customer feedback and service recovery
To be able to deal effectively with dissatisfieddacomplaining customers, managers need 3®12 0.4922
understand key aspects of complaining behavioartist) with several questions: Why do customers
complain?

Improving service quality
The task of value enhancing requires quality-imprognt programs to deliver and continuously.888 0.5321
enhance the benefits desired by customers.
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From the study findings majority of the respondesrseed that the bank has different
marketing mix for targeting customers and would assgtomer information to develop a

new market; the bank provides variety of servieeng and information as indicated by a
mean of 3.632. On customer Response, majority eféspondents agreed that the bank
uses phone calls, e-mails and personnel visit®montunicate with customers; the bank
rapidly responds to customer problems, suggestans complaints; the bank would

initiatively enquire about banks services and iathd by a mean of 3.723. Further on
customer Knowledge, the study findings indicateat the bank is knowledgeable about
how to obtain main customers; the bank understamdsn customers’ service

requirements; the bank has fruitful capabilitie®hbtain new customers as indicated by a

mean of 3.682.

Further on customer Information System, the studgimgs indicated that majority
agreed that the bank is able to use their commystem to categorize targeted markets;
the bank has a computer system sufficient to hatitleomers’ information; and the bank
has a management system to check transactionsustmheer relationships as indicated
by a mean of 3.562. The study findings majority vehidhat majority agreed that the
bank’s computer system is capable of storing, $@agcand analysing customers’ data:
the banks computer system is capable of recordistpmer purchases and services; and
the bank has location advantages as indicatedrbgam of 3.672. Further on dimensions
of service environment, the findings indicates ttreg main dimensions of the service
environment in the service scape model include ambiconditions, space and

functionality, signs symbols and artifacts as iatkd by a mean of 3.711. The study on
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Service delivery process indicated that majorityhaf respondents agreed that to design
services that are both satisfying for customers amedoperationally efficient, marketers

and operations specialists need to work togetherdasated by a mean of 4.021.

Further on planning the service environment, theysindicated that majority agreed that
planning the service environment is an art thagésadonsiderable time and effort and can
be expensive to implement. On customer feedback samdice recovery, the study
indicated that majority agreed that to be able ¢al ceffectively with dissatisfied and
complaining customers, managers need to underskayd aspects of complaining
behaviour, starting with several questions: Whycdstomers complain as indicated by a

mean of 3.912.

Further majority also agreed on improving serviogaliy that the task of value

enhancing requires quality-improvement programsld@liver and continuously enhance
the benefits desired by customers as indicated fmgan of 3.888. Finally on managing
relationships and building loyalty, majority agrebat targeting, acquiring and retaining
the “right” customers is set at the core of mangcessful service firms as indicated by a
mean of 4.002. This implies that banks apply thstauer relationship dimensions in

managing the relationships geared towards orgaoiwdtgoals.
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CHAPTER FIVE: SUMMARY, DISCUSSION, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Introduction

This chapter is a synthesis of the entire studg, amtains summary of research findings,
exposition of the findings, commensurate with thbjectives, conclusions and

recommendations based thereon.

5.2 Summary of Findings

The study sought to determine the gender distobubf the respondents in order to
establish if there is gender balance in the passtiondicated and also to establish which
gender is much engaged in customer relationshipagenent. From the findings
majority were female respondents with few beingdls respondents. This implies there
were more female marketing managers than malesrmmercial banks in Kenya. The
study further determined the age distribution & tespondents’ .From the findings in
majority indicated that they ranged between 30-8&y. This implies that majority of the
respondents were at their maturity stage and theyefible to handle customer

relationship affairs responsibly.

The study further found it necessary to determireerespondents’ level of education in
order to ascertain if they were well equipped wiite necessary knowledge and skills for
the running and the overall management of custoraitionship. From the study

findings majority indicated that they were univeysygraduates, followed by those who

indicated that they had post graduate degree wath fndicating that they had
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professional qualifications such as CPA/ACCA quedifion. Katz, Lazer, Arrow&
Contractor, (2004) associated the education levednaployees with business success
with findings that, those with higher levels of edtion are more successful because
higher education provides them knowledge and modenagerial skills, making them
more conscious of the reality of the business warld thus in a position to use their
learning capability to manage customer relatiorshifhe findings therefore indicated
that the respondents have the capacity, skillsraadagement acumen to steer customer
relationship successfully. These skills help theamdie and interpret their respective
business environments and the emerging issuessitoroer demands to the best level

possible.

The study sought to determine how long the respasdead been in the banking
industry; this was to ascertain to what extentrtresponses could be relied upon to make
conclusions for the study based on experience. Rhanstudy findings majority of the
respondents indicated that they had been in tlositipn for a period more than 10 years
followed those who indicated that they had beetihéposition for a period ranging from
6-10 years with only few indicating that they hageb in their position for a period
ranging from 0-5 years. This meant that they wanicest time and effort to make sure
they succeed. It may also imply that work relatepegiences are important in developing
motivation for becoming competent in customer refethip management. The study
therefore observes that the respondents are erpedegyeople who are in the customer
relationship management for the long haul. Longeaitthe business therefore becomes a

trait that ensures continuity and perpetuatiorhefitision of an organization.
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The study sought to determine the level of agre¢meérihe respondents on different
customer relationship management dimensions. TheerBions under considerations
were Customer Acquisition, Customer Response, @ustoKnowledge, Customer
Information System, Customer Information Procesmdnsions of service environment,
Service delivery process, Planning the service renment, Customer feedback and
service recovery, Improving service quality and Isiging relationships and building
loyalty. The dimension related statements weredrate a Likert scale 1-5 where 1

represented strongly disagree and 5 strongly agree.

From the study findings majority of the respondesseed that the bank has different
marketing mix for targeting customers and would asstomer information to develop a
new market; the bank provides variety of serviegng and information. On customer
Response, majority of the respondents agreedhbabdnk uses phone calls, e-mails and
personnel visits to communicate with customers;ldek rapidly responds to customer
problems, suggestions and complaints; the bank dviutiatively enquire about banks
services. Further on customer Knowledge, the sfuttiings indicated that the bank is
knowledgeable about how to obtain main customehng bank understands main
customers’ service requirements; the bank has fdfuitapabilities to obtain new
customers.

Further on customer Information System, the studgimgs indicated that majority
agreed that the bank is able to use their commyttem to categorize targeted markets;

the bank has a computer system sufficient to hatitleomers’ information; and the bank
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has a management system to check transactionsustoireer relationships. The study
findings majority shows that majority agreed thHet bank’s computer system is capable
of storing, searching and analysing customers’ :dta banks computer system is
capable of recording customer purchases and ssrvimed the bank has location
advantages. Further on dimensions of service emviemt, the findings indicates that the
main dimensions of the service environment in #wise scape model include ambient
conditions, space and functionality, signs symlasid artifacts. The study on Service
delivery process indicated that majority of thepasdents agreed that to design services
that are both satisfying for customers and are atjmerally efficient, marketers and

operations specialists need to work together.

Further on planning the service environment, thdysindicated that majority agreed that
planning the service environment is an art thagésadonsiderable time and effort and can
be expensive to implement. On customer feedback samdice recovery, the study
indicated that majority agreed that to be able ¢al ceffectively with dissatisfied and
complaining customers, managers need to underskayd aspects of complaining
behaviour, starting with several questions: Whycdstomers complain. Further majority
also agreed on improving service quality that tasktof value enhancing requires
guality-improvement programs to deliver and conbusly enhance the benefits desired
by customers. Finally on managing relationships hailding loyalty, majority agreed
that targeting, acquiring and retaining the “riglstistomers is set at the core of many
successful service firms. This implies that bankgply the customer relationship

dimensions in managing the relationships geareardsvorganizational goals.
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5.3 Discussion of findings

The study findings showed that there were femalspaedents than their men
counterparts. This implies there were more femadekating managers than males in
commercial banks in Kenya. The study further shotiradl majority ranged between 30-
39 years. This implies that majority of the respamd were able to handle customer
relationship affairs responsibly. The study furtheunnd it necessary to determine the
respondents’ level of education in order to asaeitahey were well equipped with the
necessary knowledge and skills for the running taedoverall management of customer
relationship. From the study findings majority icalied that they were university
graduates, Katz, Lazer, Arrow& Contractor, (2004saxiated the education level of
employees with business success with findings thase with higher levels of education
are more successful because higher education g®witem knowledge and modern
managerial skills, making them more conscious efrdmlity of the business world and
thus in a position to use their learning capabiidymanage customer relationships. The
findings therefore indicated that the respondentvehthe capacity, skills and
management acumen to steer customer relationshgessfully. These skills help them
handle and interpret their respective businessremwvients and the emerging issues in

customer demands to the best level possible.

The study sought to determine how long the respasdead been in the banking
industry; this was to ascertain to what extentrtresponses could be relied upon to make
conclusions for the study based on experience. Rhanstudy findings majority of the

respondents indicated that they had been in tlositipn for a period more than 10 years
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followed those who indicated that they had beetihéposition for a period ranging from
6-10 years with only few indicating that they haeeb in their position for a period
ranging from 0-5 years. When you link this to ldere review, this meant that they
would invest time and effort to make sure they sedc It may also imply that work
related experiences are important in developingivation for becoming competent in
customer relationship management. The study thex@floserves that the respondents are
experienced people who are in the customer relgttipnmanagement for the long run.
Longevity at the business therefore becomes a ttat ensures continuity and

perpetuation of the vision of an organization.

The study sought to determine the level of agre¢meérihe respondents on different
customer relationship management dimensions. TheerBions under considerations
were Customer Acquisition, Customer Response, @ustoKnowledge, Customer
Information System, Customer Information Procesmdnsions of service environment,
Service delivery process, Planning the service renment, Customer feedback and
service recovery, Improving service quality and amgng relationships and building
loyalty. The dimension related statements weredrate a Likert scale 1-5 where 1

represented strongly disagrees and 5 strongly agree

From the study findings majority of the respondesseed that the bank has different
marketing mix for targeting customers and would assgtomer information to develop a
new market; the bank provides variety of serviegng and information. On customer

Response, majority of the respondents agreedhbabdnk uses phone calls, e-mails and
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personnel visits to communicate with customers;d@ek rapidly responds to customer
problems, suggestions and complaints; the bank dviutiatively enquire about banks
services. Further on customer Knowledge, the sfuttiings indicated that the bank is
knowledgeable about how to obtain main customehng bank understands main
customers’ service requirements; the bank has fdfuitapabilities to obtain new

customers.

Further on customer Information System, the studgimgs indicated that majority

agreed that the bank is able to use their com@mystem to categorize targeted markets;
the bank has a computer system sufficient to hatitleomers’ information; and the bank
has a management system to check transactionsustoireer relationships. The study
findings majority shows that majority agreed thHet bank’s computer system is capable
of storing, searching and analysing customers’ :ddta banks computer system is
capable of recording customer purchases and sservimed the bank has location

advantages.

Further on dimensions of service environment, finedings indicate that the main
dimensions of the service environment in the sermmdel include ambient conditions,
space and functionality, signs symbols and arstadthen you link this to literature, the
study on Service delivery process indicated thajonty of the respondents agreed that
to design services that are both satisfying fotamuers and are operationally efficient,

marketers and operations specialists need to vogether.
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Further on planning the service environment, thdsindicated that majority agreed that
planning the service environment is an art thagésadonsiderable time and effort and can
be expensive to implement. On customer feedback samdice recovery, the study
indicated that majority agreed that to be able ¢al ceffectively with dissatisfied and
complaining customers, managers need to underskayd aspects of complaining
behaviour, starting with several questions: Whydstomers complain. Further majority
also agreed on improving service quality that tasktof value enhancing requires
guality-improvement programs to deliver and conbusly enhance the benefits desired
by customers. Finally on managing relationships hailding loyalty, majority agreed
that targeting, acquiring and retaining the “rigletistomers is set at the core of many
successful service firms as stated in the custoglationship management theory. This
implies that banks apply the customer relationstdimensions in managing the

relationships geared towards organizational goals.

5.4 Conclusions

From the findings majority were female respondevith few being females respondents
and that majority of the respondents were at thwturity stage and therefore able to
handle customer relationship affairs responsiblyont the study findings majority

indicated that they were university graduatespofed by those who indicated that they
had post graduate degree with few indicating thay thad professional qualifications

such as CPA/ACCA qualification.

From the study findings majority of the respondenthcated that they had been in their

position for a period more than 10 years followedse who indicated that they had been
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in the position for a period ranging from 6-10 yearith only few indicating that they
had been in their position for a period rangingnfr@-5 years. The study therefore
observed that the respondents are experienced gpeshb are in the customer
relationship management for the long haul. Longeaitthe business therefore becomes a

trait that ensures continuity and perpetuatiorhefitision of an organization.

From the study findings majority of the respondemgseed that the bank has different
marketing mix for targeting customers and would asstomer information to develop a
new market; the bank provides variety of serviegng and information. On customer
Response, majority of the respondents agreedhbabdnk uses phone calls, e-mails and
personnel visits to communicate with customers;kthek rapidly responds to customer
problems, suggestions and complaints; the bank dvimitiatively enquire about banks
services. Further on customer Knowledge, the sfuttiings indicated that the bank is
knowledgeable about how to obtain main customehng Ibank understands main
customers’ service requirements; the bank has fdfuitapabilities to obtain new

customers.

Further on customer Information System, the studgifgs indicated that majority

agreed that the bank is able to use their commystem to categorize targeted markets;
the bank has a computer system sufficient to hatitleomers’ information; and the bank
has a management system to check transactionsustoireer relationships. The study
findings majority shows that majority agreed thHet bank’s computer system is capable
of storing, searching and analysing customers’ :ddta banks computer system is
capable of recording customer purchases and sservimed the bank has location
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advantages. Further on dimensions of service emviemt, the findings indicate that the
main dimensions of the service environment in #wise scape model include ambient
conditions, space and functionality, signs symlasid artifacts. The study on Service
delivery process indicated that majority of thepasdents agreed that to design services
that are both satisfying for customers and are atjmgrally efficient, marketers and

operations specialists need to work together.

Further on planning the service environment, thdysindicated that majority agreed that
planning the service environment is an art thagésadonsiderable time and effort and can
be expensive to implement. On customer feedback samdice recovery, the study
indicated that majority agreed that to be able ¢al ceffectively with dissatisfied and
complaining customers, managers need to underskayd aspects of complaining
behavior, starting with several questions: Why dstemers complain. Further majority
also agreed on improving service quality that tasktof value enhancing requires
guality-improvement programs to deliver and conbusly enhance the benefits desired
by customers. Finally on managing relationships hailding loyalty, majority agreed
that targeting, acquiring and retaining the “riglstistomers is set at the core of many

successful service firms.

5.5 Policy Recommendations

The study observed that different customer relatign dimension i.e. Customer
Acquisition, Customer Response, Customer Knowle@estomer Information System,
Customer Information Process, Dimensions of seré@ngironment, Service delivery
process, Planning the service environment, Custdeeniback and service recovery,
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Improving service quality and Managing relationshgnd building loyalty anre very
crucial in enhancing customer relationship managemend therefore the study
recommends that such dimensions should always tm gonsideration in the customer
relationship management process for the banks & their both short term, medium and

long term market obligations.

The study further recommends that gender shouldyavwe taken in to account since the
study observed that females perform better in costorelationship management than
males. Education should also be taken in to accatnein recruiting employees in the
customer relationship management since Katz, La2erpw& Contractor, (2004)
associated the education level of employees witiness success with findings that,
those with higher levels of education are more assitl because higher education
provides them knowledge and modern manageriakskilbking them more conscious of
the reality of the business world and thus in atesto use their learning capability to

manage customer relationships.

5.6 Areas for further Research

The study focused on the selected dimensions dbwes relationship management in
Kenya commercial banks. There are other dimensibas have equally important
contribution towards commercial banks customertigglahip management. Therefore
other studies should focus on other dimensionscoosidered and how they can be
incorporated in the variable to enhance furthertausr relationship management in

commercial banks.
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APPENDIX 1 LETTER OF INTRODUCTION
MAKAU RUTH MINOO
University of Nairobi
School of business
P.O Box 30197
Nairobi.
Dear sir /madam,

RE: RESEARCH ON THE EFFECT OF CUSTOMER RELATIONSHIP
MANAGEMENT IN THE BANKING SECTOR IN KENYA.

| am a postgraduate student at the University afdi, Pursuing a Master Degree in
Business Administration (MBA).I am undertaking thigove mentioned research project
I would be very grateful if you could answer theegtions in the questionnaire as

honestly as possible.

The findings of the study will be availed to youomprequest on completion of this

research.

Thank you for your co-operation.

Yours faithfully,

Makau Ruth Minoo
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APPENDIX II: QUESTIONNAIRE

INTRODUCTION

You have been selected to participate in the swdyan evaluation of the effects of
customer relationship management in banks in Kelgal. are requested to respond to
each question truthfully. Please note there aregid or wrong answers. All responses
will be treated with utmost confidentiality and ftimis study alone. Kindly do not write

your name or details anywhere on this questionnaire

SECTION A: RESPONDENT’S BACKGROUND

Respond by putting a tick in the box next to yoonrect answer.

1. Gender
Male {}
Female {}
2. Age
Below 30 {}
30 -39 {}
40 — 49 {}

50 and Above { }
3. What is your highest professional qualification?

Doctorate {}
Masters {}
Degree {}
Diploma {}

Tertiary education {}
Others (specify)
4. How long have you worked in this organization?
O-5years [ ]
6-10 years [ |
Over 10 years [ ]
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SECTION B: CUSTOMER RELATIONSHIP MANAGEMENT

To what extent would you rate the following custonrelationship management

dimensions?

Likert scale with the following anchors;
1=strongly disagree, 2=Disagree, 3=Neutral, 4=Agbestrongly agree

Customer Acquisition:

The bank has different marketing mix for targetoustomers and would use customer
information to develop a new market; the bank piesivariety of service items and
information.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ ]

Customer Response:

The bank uses phone calls, e-mails and personsiet W communicate with customers;
the bank rapidly responds to customer problemsgestgppns and complaints; the bank
would initiatively enquire about banks services.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ ]

Customer Knowledge:

The bank is knowledgeable about how to obtain ncastomers; the bank understands
main customers’ service requirements; the bankfhatul capabilities to obtain new
customers.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |
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Customer Information System:

The bank is able to use their computer system tegoaize targeted markets; the bank

has a computer system sufficient to handle custgnmgiormation; and the bank has a

management system to check transactions and custelatonships.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Customer Information Process:

The bank’s computer system is capable of storiegrching and analysing customers’

data: the banks computer system is capable ofde@pcustomer purchases and services;

and the bank has location advantages.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Dimensions of service environment

The main dimensions of the service environmenthie $ervice scape model include

ambient conditions, space and functionality, sigyrabols and artifacts.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Service delivery process

To design services that are both satisfying fotamsrs and are operationally efficient,
marketers and operations specialists need to vogetier.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ ]
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Planning the service environment

Planning the service environment is an art thagégatonsiderable time and effort and can

be expensive to implement.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Customer feedback and service recovery

To be able to deal effectively with dissatisfieddatomplaining customers, managers
need to understand key aspects of complaining behatarting with several questions:

Why do customers complain?

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Improving service quality

The task of value enhancing requires quality-improent programs to deliver and

continuously enhance the benefits desired by custam

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ ]

Managing relationships and building loyalty

Targeting, acquiring and retaining the “right” custers is set at the core of many
successful service firms.

Strongly disagree, [ ] Disagree, [ ] Neutfal, Agree, [ ] strongly agree [ |

Thank you for yowo — operation.
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APPENDIX III: LIST OF COMMERCIAL BANKS

LIST OF COMMERCIAL BANKS

1 Kenya Commercial Bank Ltd
2 Equity Bank Ltd

3 Barclays Bank of Kenya Ltd

4 Standard Chartered Bank Ltd
S Co-operative Bank of Kenya Ltd
6 CFC Stanbic Bank Ltd

7 | & M Bank Ltd

8 Commercial Bank of Africa Ltd
9 Citibank, N.A.

10 |Diamond Trust Bank Ltd

11  NIC Bank Ltd

12  |National Bank of Kenya Lt

13 |Bank of Baroda Ltd

14  |Bank of Africa Kenya Ltd

15 |Prime Bank Ltd

16 |Chase Bank Ltd

17 Housing Fin. Co. of Kenya Ltd.
18 Family Bank Ltd

19 Imperial Bank Ltd

20 |Bank of India

21 |Ecobank Ltd

22  |[Fina Bank Ltd
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23  |Consolidated Bank of Kenya Ltd
24 |African Banking Corporation Ltd
25 |Gulf African Bank Ltd

26 |Giro Commercial Bank Ltd

27 Equatorial Commercial Bank Ltd
28 Fidelity Commercial Bank Ltd
29 K-Rep Bank Ltd

30 |Development Bank of Kenya Ltd
31 |Trans-National Bank Ltd.

32 |Habib Bank A.G Zurich

33  |Guardian Bank Ltd

34  |First Community Bank Ltd

35 |Victoria Commercial Bank Ltd
36 |Habib Bank Ltd

37  |Oriental Commercial Bank Ltd
38 |Credit Bank Ltd

39 |Paramount Universal Bank Ltd
40 Middle East Bank (K) Ltd

41  [Jamii Bora Bank Ltd

42  |UBA Kenya Bank Ltd

43 Dubai Bank Kenya Ltd

44 |Charterhouse Bank Ltd
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