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ABSTRACT

The general objective of this study was to invedégthe influence of relationship
marketing on performance of commercial banks iny@ehe study used a descriptive
survey design which involves identifying the chaeastics of an observed
phenomenon or exploring possible correlations am@ or more phenomena. The
target population of this study was all the 43 lsimkKenya. The respondents (unit of
analysis) were all the 43 heads of customer relalipp management. Through
purposive sampling the study reached 43 respondentthe commercial bank
headquarters in Nairobi. The method of data cablactvas through questionnaires as
the main data collection instrument. These was adteired through drop and pick
method to the respondents. The collected data wa®ds according to different
categories. Before processing the responsesptnpleted questionnaires were edited
for completeness and consistency. The raw data fjoestionnaires was checked for
completeness, errors, and coded for analysis uSitagistical Package for Social
Sciences (SPSS). Qualitative data was analyzedgséyticontent analysis. This study
concludes that relationship managers and otheristaélated departments understand
that marketing as a form of marketing developednfrdirect response marketing
campaigns which emphasizes customer retention atdfagction, rather than a
dominant focus on sales transactions. The study atsicludes that relationship
marketing is about winning the customer at evetgssancounter and that there are
various marketing practices adopted by the comrakebainks sampled some of which
are; that the management conducts regular pollssangys of customer database to
ensure they understand the currents challengesieeds of our market, that the bank
strives to integrate customer feedback as muclossilge in order to improve products
and services. To a great extent, RM has enhancstbroar satisfaction, repeat
purchase, more customer referrals, shareholdereyand customer retention, an
indication that retention marketing practices addphad a positive impact towards
brand trust, customer satisfaction, repeat purchaeees customer referrals, shareholder
value, customer retention and customer loyaltycheheir overall performance. This
study recommends that the management should cometlugRM programs to ensure
that employees are well trained on the extent gfortance of RM practices adoption
towards the performance of a commercial bank. Cormiade banks should also
continue adopting more and more and more modernpRidtices or related activities
for these have a great impact on customer satigfadbrand trust, customer loyalty,
customer Interaction and customer retention.



CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

Stiff competition in the global market and dynangbanging external business
environment has necessitated companies to adagttore$hip marketing in order to
establish, maintain and enhance relationships witstomers and other parties at a
profit so that the objectives of the parties inaahare met (Sheth and Kellstadt, 2002).
When the relationship is established between tlstooer and the company, brand
loyalty is created from the customer's repeat pasetand this translates to more profits
to the company hence the firms overall performa&ternquist & Jin (2003) asserts
that firms have been forced to engage in internatieexpansion for a variety of
reasons. The interest of any financial firm key agdhem are; the desire to reach
beyond a mature home market with low growth po&gnt need to diversify the
investment, intense competition locally and thenecoic down turn. As a result,
companies are changing in a number of ways incydieengineering, outsourcing-
commerce, benchmarking, alliances, partner suppléerd market centered, from being
local to both local and global and decentralizethe Tapplication of relationship
marketing in the financial industry requires bardesd other related firms to adopt
effective related practices towards performance.

Doyle and Stern (2006) defines relationship mankeéis a long term continuous series
of transactions between parties which occurs wlaah ¢rusts the other to deal fairly,

reliably and helpfully. Relationship marketing hthsrefore emerged as a popular new
paradigm due to shift in focus from customer adtjais to customer retention. Due to

increased competition today's companies are beginto understand the value that
customers, rather than the value the products gentar them.

To retain these customers banks strive to develepanmgful relationships with key
customers and more so to manage those customdiomel@ps more proactively
Reinartz, Thomas & Kumar 2005). Relationship markgtherefore attempts to create

a more holistic, personalized brand experiencadate stronger customer ties. Kottler,



Keller, Koshhy (2009) found out that a number oimpanies are today shaping
separate officers, services and messages to indivustomers based on information
about past transactions, demographics, psychogmpmd media and distribution

preferences.

1.1.1 Concept of Relationship Marketing
The book by Kotler (1999) defines relationship nedirkg as the practice of building

long-term satisfying relations with key parties;stamers, suppliers, distributors in
order to retain their long-term preference and iess. Relationship marketing was
first defined as a form of marketing developed fralmect response marketing
campaigns which emphasizes customer retention atdfagtion, rather than a
dominant focus on sales transactions. Gordon, 1899) asserts that relationship
marketing includes techniques such as marketingessacustomer care and
communication. The relationship is not only enhanbg these strategies, but its life
period can be increased significantly. As the austiorealizes the value of relationship,
they are drawn closer to the marketer. The saicketiag strategy not only focus on
building relationship and attracting customersh®e products and services offered, but
also ensures that they stay and continue buying awe over (Kottler, Keller, Koshhy,
2009).

Relationship marketing is particularly applicabMdiere the customers have many other
options in the market-place, for the same producesvice and the customer is then
entitled to make a selection decision (Kottler, |&el Koshhy, 2009). There is no
loyalty and the customer is not obliged to buy frgou. To remain competitive and to
retain customers, businesses have to try to maintiaeir clients by providing
comparatively better products and excellent serand hence, achieving customer
loyalty, which means repeat business and good wavidkelationship marketing is
designed to develop strong connections with custeni®yy providing them with
information directly suited to their needs and iests and by promoting open

communication.

Relationship marketing often results in increasedrdaof-mouth activity, repeat
business and a willingness on the customer’s parprovide information to the
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organization (Doyle and Stern 2006). Relationghgrketing has also migrated back
into direct mail, allowing marketers to take adway® of the technological capabilities
of digital, toner-based printing presses to produisigjue, personalized pieces for each
recipient (Galvin & Evans, 2005). Benefits of redaship marketing to competitive
companies’ include; customer retention and atwactiunderstanding customer
characteristics, delivery and meeting expectatioegeat business, prevents negative
transition, word-of-mouth marketing, increasing tonser base, reduced marketing
costs, minimization of customer price sensitividacustomer identification with the

company (Doyle and Stern, 2006).

1.1.2 Concept of Firm Performance
Firm performance comprises the actual output arlt@ef an organization as measured

against its intended outputs (or goals and objesjivPerformance involves the ability
of an organization to fulfill its mission througbud management, strong governance
and a persistent rededication to achieving reskffective organizations are mission-
driven, adaptable, customer-focused, entreprereurtaitcomes oriented and
sustainable. Creating flexible, high-performingarl@ng organizations is the secret to
gaining competitive advantage in a world that waténd still. Performance measures
can be financial or nonfinancial. Both measuresusmed for competitive firms in the
dynamic business environment (Doyle & Stern, 2006).

Financial measures of firm performance includejmrebn assets, return on sales, return
on equity, return on investment, return on capiahployed and sales growth.
Accounting measures have several strengths. Theywadely available because
governments require firms to publish accountingdatd the fact that they are subject
to internal controls within firms enhances theidiatglity. Non-financial firm
performance measures include; opportunities to miaikig returns on investment at
minimal costs, promote stakeholder relations betwaetomers, suppliers, investors,
and competitors, increase profits, volume of satesrket share, development of new
products, and communication within and outside drganization. But the foundation

of long-term performance is lifetime customer valthe revenue customers generate



over their lives, less the cost of acquiring, catimg, and retaining them (Galvin,
Evans, 2005).

1.1.3 Overview of the Commercial Banking Industry m Kenya
The banking industry in Kenya has emerged as ontbeofast growing sector in the

economy. The growth has been mainly underpinneditsyty an industry wide branch
network expansion strategy both in Kenya and inEhet African community region.
And secondly, automation of a large number of seviand a move towards emphasis

on the complex customer needs rather than traditioff-the-shelf banking products.

According to the Price Waterhouse Coopers [PWCLQ20the banking industry is
governed by the Companies Act, the Banking Act, twedCentral Bank of Kenya Act.
Central Bank of Kenya (CBK) is mandated to formall@nd implement monetary
policies and to foster liquidity and solvency amdekee the proper functioning of the
financial systems in the country (PWC, 2010). Ofise years (2001-2006) there have
been tremendous growth in the Kenyan banking imgus&€hanges in the Kenyan
economy and commercial banks have not been spaosd the impact of these
changes. The banking sector in Kenya comprisesedi3tered commercial banks that
are governed and controlled by laws. The laws andetl and partitioned to cover the
different aspects in the banking industry. It ats@bles the government to keep an eye

in the way the banks operate and are managed (vbkwake).

Even though the overall picture indicates that Kesybanking sector is well
capitalized, especially the large and medium batilessmall banks which account for
almost half the number of existing banks riskednfeundercapitalized. Due to
increasing competition, major players have intretliovarious products in bid of
attracting customers. For example, the Mpesa-Mkd&toking Services, by Equity
bank limited the Pesapoint by family bank limitélde M-shwari by the Safaricom and
the CBA bank limited (www.cbk.co.ke).

Das (2009) on customer satisfaction reported thatity service delivery to customers
by Commercial Banks in Kenya still has remainedhallenge due to inappropriate
strategies adopted. Adoption of effective stratedpig Commercial Banks in Kenya in



managing service quality will enhance organizatioparformance and market
competitiveness based on quality. Regardless thefite achieved from relationship
marketing by commercial banks, the extent of adwoptf the strategy has remained a
major challenge in attracting and retaining cust@ndherefore, due to challenges
including loss of market share, decreased volunsalafs, decreased profits and lack of

customer loyalty becomes the motive behind thidystu

Due to new technologies in the business environmamtomers are changing their
needs and wants. Companies should identify new whgsrving customers in order to

remain competitive in the market. Relationship reéirlg has become of the strategies
competitive companies attract and retain custorasisg modern technologies which

are internet enabled to serve customers in a battkisatisfactory manner. Due to stiff
competition, companies have penetrated global nenksing e-commerce marketing

strategies, social media networks and mobile phecienologies.

Commercial banks in Kenya are now aiming at inérepghe size of their customer's
wallet. The banks are now training their employ@esross selling and up selling their
products. They have realized the benefits from ledeosts and increased profitability
from the long term relationships. On the other hamstomers will enjoy the services of
an organization that understands them and theuin@ments and they will also have a

reliable financial service provider.

1.2 Problem Statement

The role of relationship marketing in the changinmrketing trends cannot be
overlooked. Kottler (2003) in his book asserts thra¢ of the things of most value to a
company is its relationships—with customers, em@ésy suppliers, distributors,
dealers, and retailers. The company’s relationshjptal is the sum of the knowledge,
experience, and trust a company has with its custememployees, suppliers, and
distribution partners. These relationships arenofterth more than the physical assets

of a company.

Various authors have presented that relationshifxetiag activities influence financial

and non financial performance directly and als@Hwiild and/or maintain customer—

5



seller relationships, which then influence custoiehnaviors, which in turn generate
improvements in the seller’'s financial outcomesnéfilin and Philipson, 2007; Das,
2009; Adamson, Chan & Handford, 2003; Gronroos,42otler and Armstrong,
1999; Berry, 1995). Relationship marketing enaloleganies to increase market share,
penetrate foreign markets, increase profits, irs@esales, and reduce production and
marketing costs. Large and small organizations rteedse relationship marketing
strategy in order to survive in the dynamic markg&nvironment. Despite the benefits
of relationship marketing, competitive companies facing challenges in the market
which include; stiff competition, change of techogy, changing customer needs and
wants, inadequate information by companies on ioglship marketing (Sheth and
Kellstadt, 2002).

Commercial banks in Kenya are operating in a dyondsiness environment which is
characterized by stiff competitions in the indudegding to a decreased volume of
sales, profits, markets share and lack of custdoity. It is evident from research

that competitive companies that have applied kiatip marketing have gained
competitive edge in the market. It is therefore eymg that the strength of a banks
today lies in the quality of service they offertteeir customers through relationship
marketing. Increased competition among the comialelbanks, increased pressure to
increase profits, high cost of acquiring new custsrand improving corporate image

remains key challenges to commercial banks in KéKyaani, 2010).

Various studies have been carried out in Kenya.dxample, a study carried out by
Kimani (2010) on customer relationship and perfarogaof manufacturing firms in
Kenya found out that various businesses did noergtdnd the concept of customer
relationship in the dynamic business environmentstédy by Moyi (2010) on the
influence of Customer relationship strategies arigpemance of supermarkets in Kenya
found out that most organizations have little krexge on customer relationship
management. Wanjohi (2008) also conducted a studyhe relationship between
customer relations and SMEs performance in Kenyadout that, there was a positive
relationship between customer relationship and Siktformance in terms of profits

generated. Kurias (1999) study established that though awarene#seafelationship



marketing strategy by bank market marketers wal, hig implementation was rather
low and unilateral. While the study laid its foaus establishing the extent of adoption
of relationship marketing strategy in the bankiegter, this study sought to answer the
question; what is the influence of relationship keting on performance of

Commercial Banks in Kenya?

1.3 Research Objective

The general objective of this study was to invedégthe influence of relationship

marketing on performance of commercial banks inygen

1.4 Value of the Study

The study would be of importance to relationshimaggers and officers in the sampled
commercial banks in that they may use the findingpile initiating the process of
customer acquisition as well as when offering fmah services and advice the
concerned staff on the issues of relationship niegsepractices geared towards
performance. From this they would be able to makerimed decisions to evaluate the
value of the customers they are managing or reagyithis would ultimately lead to

good customers service and low level customershimig to other service providers.

This study would also be important to the policykers and the government. In this
case, the policy makers in the banking industry msg the findings of the study to
craft viable strategies to assist in attaining egtdining key customers in the bank as
well as remain competitive in the industry. The &mment as a key policy maker in
the policies regulating commercial banks would b& do make informed decisions
and advising management on the best practices.r @tagers like investors in the
banking industry would use the findings of the gttl improve their services for the

benefit of consumers and their survival.

The academicians will find the study useful as itl Wighlight areas for further
research and also will contribute to new knowledge academicians being charged
with dissemination of knowledge to various stakdko will hence find this study
useful when doing so. Other researchers will usestbdy to further their study in this

area by reviewing the empirical literature and lelgthing study gaps to fill.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter presented the literature reviewedetationship marketing. The reviewed
literature was discussed in line with the reportenf various presentations by various
authors and academicians. The areas presentedisincltapter were; concept of
relationship marketing, theoretical foundationsrelationship marketing, organization

performance and the effect of relationship marlgtin organizational performance.
2.2 Theoretical Foundations

2.2.1 The Six-Markets Model
The diagram below shows the Six-Markets Model &sgmted by Christopher, Payne

& Ballantyne (2002).
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Source : Christopher, M., Payne , A. and Ballantyhg2002)Relationship marketing:
creating stakeholder value. Oxford: Butterworth- Heinemann

The customer market domain is central to the maekustomers are important in all
marketing activities. Christopher, Payne & Ballar&y(2002) suggested that companies
marketing activities should concentrate on creatkepping and retaining profitable
customers. Firms should focus on individual salescgsses, building long-term

relationships with customers and generating repeathases. This will create stronger
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links between the internal processes and the nekdsstomers, resulting in higher
levels of customer satisfaction. Christopher, Pa§rigallantyne (2002) stated that, in
the domain of the customer market, RM has unqueshiy replaced the transaction
approach and can be applied to the dynamics ofigeraf businesses, including to the

interactions of securities brokerage firms’ mankgtstaff and their customers.

There are two key players in this market — custemaed non-customers. In this type of
market the companies’ best marketers are theiomests, as satisfied clients create a
strong positive impact by word-of-mouth referrdls.addition, but to a lesser extent,
non-customers can also have a positive impact tgmenending a firm to prospective
customers. Examples of “non-customer” participatiorthis type of market include
networks, suppliers, agencies and third party duoers (Christopher, Payne and
Ballantyne, 2002).

Both suppliers and alliance members need to beidenesl as partners. The suppliers
or vendors provide physical resources to the bssinesuch as raw materials,
components and products. Alliance members in ype tof market should also be
treated as partners. The difference between theigvibat alliance members supply
competencies, capabilities and other knowledgeebaservices rather than being

product-based like their supplier cousins (Chris@pPayne and Ballantyne, 2002).

Christopher, Payne and Ballantyne (2002) stated v domain of the influence
market usually has the most diverse range of coewomgroups. There are, for
example, shareholders, financial analysts, stoddyey the business press and media,
user and consumer groups, professional associadiothainions. Each of these groups
has a significant influence on firms, their produ@&nd services. This view was
supported by Saren (2007) who noted that the eataih of RM strategies was value
creation for both parties through relationships enein partnerships in the marketplace.
Although, the most important actors are the custeptee marketer should not forget

stakeholders and partners who can influence anglosua firm’s marketing operations.

Christopher, Payne and Ballantyne (2002) pointedtioat it is widely accepted that

people are the most important asset of any orgamisdirms have to make themselves

10



attractive to potential employees and do everytpiogsible to retain the highest quality
people. Each organisation’s human assets contribigeificantly to its continued
operation and their sharing the organisation’s esllead to both the firm’s and the
employees’ future success. Marketing in a recruithmearket is particularly important
for a company whose employees provide the key elememaintaining competitive
advantage, as is the case for the subjects ofrélsarch - securities brokerage firms

and their marketing and sales officers.

2.2.2 Social Exchange Theory
The social exchange theory (SET) was based on trkswof Homans (1974) and is

widely viewed as one of the most influential corto@p paradigms in organizational
behavior (Cropanzano and Mitchell, 2005). As exdeamdeology is also said to
influence individuals’ sensitivity to organizatidngolitics, job satisfaction and

commitment, SET is used to evaluate buyer-sellatiomships (Witzel, 2006). SET

suggests that there are as many as six differegiurees influencing interpersonal
attachments: love, status, information, money, goawld services. Although most of
these are not fully appreciated by organizatiomargists, SET is said to have “the
potential to provide a unitary framework for muclh arganizational behavior”

(Cropezano and Mitchell 2005). The theory suggsisto be an effective competitor
(in the global economy) requires one to be a tdust®perator (in some networks)”. In
the social exchange model, commitment and trusttlaeekey mediating variables
because they encourage exchange partners to prastationship investments, resist
attractive short-term alternatives, and maintaia belief that partners will not act
opportunistically.

As business partners interact with one another oegalar basis, trust may develop.
Trust is defined as one party’s confidence in igstqer’s reliability and integrity

(Morgan and Hunt, 1994). According to the literatuthe construct of trust is an
important element of long-term buyer-seller relasibips in a business environment
(Griffith, Jacques & Bettina, 2006). Trust, the lmigness to rely on an exchange
partner in whom one has confidence, is viewed asngortant feeling: because of its

ability to moderate risk in the buying process (bor & Hunt, 1994). Trust captures
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the company’s belief that another company will perf actions that result in positive
outcomes for the company, as well as not take wwgd actions that could result in
negative outcomes. A trusted supplier reduces bhebial uncertainty of the buyer by
reducing risk, search costs (such as opportunitdisincentive costs) and expenses
(Windsperger, 1994). In the same vein, the inforomaprovided by a trusted party is

used more and provides greater value to the retipie

Commitment is defined as a desire to maintainaiceiship or resistance to change the
supplier. Commitment in the B-to-B context is clgselated to loyalty. Organizational

commitment is specified as the relative strengtlammfindividual’s identification with

and involvement in a particular organization. Maragand researchers have paid
considerable attention to organizational commitmevttich has been shown to be a
predictor of important organizational outcomes sashturnover, absenteeism, and
tardiness. Thus, relationship marketing literaturas recognized that customer
commitment is a complex multidimensional constthet includes at least an affective,

continuance and normative component (Gilliand aatio32002).

2.3 Relationship Marketing Concept

The American Marketing Association’s definitionrofrketing indicates that marketing
Is an organizational function and a set of proced$se creating, communicating, and
delivering value to customers and for managing aust relationships in ways that
benefit the organization and its stakeholders. Tthes overall definition of marketing

identifies the process of managing relationshipsraes of its key charters, parallel to
more traditional marketing-mix factors. The domé#émat deals with “relationships,”

termed relationship marketing and often attribute@erry (1983), has been defined in

many different ways by scholars from various resle@erspectives (Harker, 1999).

Relationship marketing is concerned with how a firetates to its customers and
stakeholders and how this, in turn, impacts on ress development and the
management of customers’ needs (Gronroos, 2000)iRMdferred to as a process of
attracting, maintaining and enhancing relationshph customers and stakeholders
(and, when necessary, terminating them) at a psiithat the objectives of the parties
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involved are achieved through mutual exchange drel fulfillment of promises
(Zineldin and Philipson, 2007; Das, 2009; Adamsorale 2003; Gronroos, 2004;
Kotler and Armstrong, 1999; Berry, 1995).

RM strategy, its successful implementation requtfege important processes to be
incorporated into RM planning: As the interactioogess is core, a dialogue between a
service provider and its customers will only emeirgen value enhanced interactions.
A dialogue is required for the sharing and creatdrknowledge among parties. A
planned communication process is a distinct aspeRM communication. Marketing
communication is predominantly mass marketing togretvith the expanding area of
direct marketing. Sales are a direct product airmmunication process. Value creation
should be an outcome of RM. The creation of vahmukl be supported by marketing

communication before and during the interactiorthiwithe relationship.

Relationship marketing involves interactions, rielaships and networks as the three
central pillars of this marketing perspective (Guasson, 2003). It also includes the
use of databases in which information is compilatilyzed and reformulated to meet
the individual needs of customers, thus increasiay life-time value to a financial
institution (Nowesnick, 1993). The ongoing, inténae use of customer databases
(Nowesnick, 1993) leads to mutually beneficial tielaships (Gilbert and Choi, 2003).
Adamson et al. (2003) focused on the fulfilmentpopdmises between customers and
service providers. RM creates mutual value (Bri2®03) which impacts on how a
business develops and how customers’ needs aregedr{&ronroos, 2000; Bennett
and Barkensjo, 2005; Tapp, 2005). Eiriz and Wils¢d006) noted that
database/interactive marketing’s major contributiorRM strategy is to help manage
restricted utilitarian exchanges which primarilycis on sales within consumer
markets. In addition, database/interactive margetian be accommodated within the

traditional marketing mix paradigm rather formingew RM paradigm.

Gilbert and Choi (2003) and Morris, Brunyee & Pad&998) explored these
characteristics as RM practices in a business gtnfer example, invitations to
cocktail parties, receptions/meals, seminars, dhictions to new products/services,

information exchange, provision of research/newesigt updating client databases and
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providing regular information updates. Moreoverr§aand Lusch (2004) stated that
interactivity, integration, customization and cmgbuction with customers are the
hallmarks of a service-oriented view which focusesthe customer and relationship

building.

2.4 Organization Performance

Measuring and analyzing organizational performaplags an important role in turning
organizational goals to reality. The performancessally evaluated by estimating the
values of qualitative and quantitative performanugicators (e.g., profit, number of
clients, costs) (Nowesnick, 1993). It is essenf@l a company to determine the
relevant indicators, how they relate to the formtedacompany goals and how they
depend on the performed activities. Nowadays maagagers recognize this and put
conscious effort in defining company-specific goaperformance indicators and
evaluate them. However in practice such analysisuslly done in an informal, ad-hoc

way and will benefit from a more systematic applo@chan, 2003).

The first step towards an improvement in this aseéo make explicit the available
knowledge on performance indicators and how theyrafated. In order to use this
knowledge in a modern framework for organizationdelbng it is necessary to
formalize the concept of a performance indicatggetber with its characteristics,
relationships to other performance indicators aialtions to other formalized concepts
such as goals, processes and roles. This will nbt contribute to the design and
analysis of organizations and the evaluation oir therformance but will also enable
reuse, exchange and alignment of knowledge anditaesi between organizations (for
example supply chains). Every task in an orgaromationtributes to the satisfaction of
one or more organizational goals through performisgrocess instances. Each goal is
formed based on a certain performance indicatarfgdh can be measured (directly or
indirectly) during or after the process executi@pending on the goal evaluation type
in the end or during a certain period of time (ea#ibn period defined as goal horizon)
(Nowesnick, 1993).

14



2.5 Effect of relationship marketing on firm performance

Marketing practitioners and theorists routinelydhe power of the personal referral on
customer behaviour which is always achieved thraedgitionship marketing. Rayal &
Payne (2002) developed taxonomy of referral tygeeadly split into two groups:
customer referrals and non-customer referrals. ddust referrals may be either
customer initiated or company initiated. Custonmatiated referrals originate from
current or former customers who have been satisfietelighted with their experiences
(Bennett and Barkensjo, 2005).

Kotler's (2003) explains that the the most effegtivays to market your services and
brand is through the strong relationships you dlyehave with existing clients.
Relationship marketing leads to a greater clieqteeience with your firm. A greater
client experience translates into a stellar reputator your firm, which in turn leads
more of the right clients to your door. Creatingk&tholder/shareholders value extends
the analysis of the change in the marketing rateofram a crude concern for increased
market share to a strategy aimed at creating leng-tprofitable relationships with

targeted customers.

For most service organizations, economic succepemdis on an ability to maintain
long-term relationships with customers who purchdlseir offerings repeatedly
(Reinartz, et,al., 2005). Understanding the reasostomers repeatedly purchase from
a service firm therefore represents an issue andisg importance. Service research
has identified a multitude of potential repeat pase drivers which among them
present relationship marketing initiates put incpldy an organization which later

creates on loyal consumers.

These customers have earned most advantages fremcdmpany suggests.
Nonetheless, every company should aim goal settngreate loyal customer, but
loyalty has never be so strong that customers tacuept those competitor suggestion
that have more value (Kotler, 2003). A number afidsts have identified that
relationship marketing strategies (i.e., finandminds, social bonds and structural

bonds) enhance customer loyalty. Financial bondsamte customer relationships
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through special price offers or other financialantives to loyal customers (Hsieh,
Chiu, & Chiang, 2005).

Das (2009) added that RM has been defined in maayswior example, as customer
satisfaction, share of customers, customer reterdind loyalty. All of these can be
characterised according to the related underlyiogstucts of trust, commitment,
cooperation, closeness and relationship qualitys (2809) notes that RM is relatively
more strategic in nature while CRM is more tacti€zRM is also about implementing
RM using information technology (Ryals and Payn8p1. Secondly, RM goes
beyond the customer and supplier tradition and mpesses building relationships
with all stakeholders (Gummesson, 1994). Finallyy Roncentrates more on the
emotional and behavioural, using concepts suchoadibg, empathy, reciprocity and
trust. The return on relationship model (Gummessi#99) suggests that a good
relationship leads to good quality and good custosatéisfaction. Good quality arises
as internal relationships / employee relationshgpge fostered. Good customer
satisfaction arises as specific customer needsveards are understood better and
served better. Good quality and customer satisfadgads to customer retention and
consequent improved profitability.

Relationship marketing enhances interpersonal camwgation. Communication is
defined as the formal and informal exchanging amating of meaningful and timely
information. Communication in RM means providindommation that is trustworthy,
deals with quality and fulfils promises. It is therketer’s task to build awareness and
customer preference by promoting quality, valuefgsemance and other features, and
to encourage interested buyers to make purchadgsiatex (Bennett and Barkensjo,
2005). Bennett and Barkensjo (2005) suggested tihatway communication helps
customers to interact with the organisation, foaragle, by receiving newsletters,
brochures, information on upcoming events, emasaressing a web site. Customers

are then able to respond to the organisation biirsgenore information or advice.

It is only through relational marketing that intetisity that customer retention is
enhanced. Customer retention is very important umeaof business competitive

environment. Thus, a marketing expert to give hieeBM and its tactics. Nowadays,
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salesman strives not only to provide high-qualibpds and services but also to retain
loyal customer due to long-time profitable (Day,0@D To perform and exert RM
principles in real world, a manager ought to knoettér of factors such as market
situation, equipment of informing, database, cusiten ability to make use of
informational systems, and other effective envirental factors to beget an amicable
and warm relation with customer because the impoeaf any tactic is changed at

time and place.

Personal selling plays a key role in the partneriegpecially in buyer-seller
relationships (Weitz and Bradford, 1999). The foadispersonal selling shifts from
influencing buyer behavior to a management of dcinfhherent in the buyer-seller
relationships. Conflict management approaches decluthat of avoidance,
accommodation, confrontation, compromise and coliafion. The approaches indicate
commitment (high or low) through signaling and h&we to high levels of exchanging
information. The approaches vary in their levels askertiveness and cooperation
(Weitz and Bradford, 1999).

2.6 Conceptual Framework

@elationship Managemerh @erformance of \

commercial banks

» Customer satisfaction o
* Profitability
* Brand trust
» -Market Share (customers)

* Customer Loyalty « Growth in assets

* Customer Interaction

« Share holder value
xCustomer Retentic / K j

Independent Variables Dependant Variable

Figure 2.1: Conceptual Framework
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter presented in detail the methodologpeaoadopted in carrying out the
study. It covered the following aspects: reseamesigh, target population of the study,
sample and sampling method, instruments for catigadata, procedure for collecting,

analyzing and presenting data.

3.2 Research Design

The study used a descriptive survey design whichiolwes identifying the

characteristics of an observed phenomenon or erpglgossible correlations among
two or more phenomena. Descriptive research ingolyathering data that describe
events and then organizes, tabulates, depictsjdesatibes the data collection (Bryman
and Bell, 2003). All closed ended questions helgather quantitative data while the
open ended questions gathered qualitative dates, This approach was appropriate for
this study, since the researcher intended to doletailed information through

gathering both qualitative and quantitative datdisTdescriptive survey design
approach provided descriptions of the variablesoider to answer the research

questions in the study.

3.3 Target Population

According to Ngechu (2004) a population is a wadfiged set of people, services,
elements, events, group of things or householdsatteabeing investigated. The target
population of this study was all the 43 banks imy@ The study targeted one (1)
respondent from each of the commercial banks frdnthvto get valid information on
the objectives of the study. The respondents @maénalysis) were all the 43 heads of
customer relationship management (or an equivalafit from the very department) in
the commercial banks headquarters in Nairobi stheg were knowledgeable of the
relationship marketing practices they had put iacel with the aim of retaining

customers and performance of their respective b@desappendix, 1).
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3.4 Sample

Sampling refers to the process of obtaining infdramaabout an entire population by
examining only a part of it. A sample is the seghrarthe population that is selected
for investigation (Bryman & Bell, 2003). Through rposive sampling the study
reached 43 respondents in the commercial bank beaggs in Nairobi. The study
purely considered the heads of customer relatipnsimnagement (or an equivalent

staff from the very department).

3.5 Data Collection methods and Procedures

The method of data collection was through questagoes as the main data collection
instrument. Secondary data on performance of angbank over the last 5 years was
also be obtained by the researcher so us to makesvielative to the study objective.
The data was gathered from relevant company anauaials. The questionnaire was
designed in a structured manner which capturethallvariables under study. In this
case, there were both closed and open-ended questibich allowed for various

responses by the respondents. These was admidisteoeigh drop and pick method to
the respondents. The questionnaire was ideal bec#ius researcher gave the
respondents an opportunity to respond at their eoince. The questions were
organized in a way which was easy to the customlations managers to give their
views on the influence of relationship marketingpmiformance of commercial banks

in Kenya.

3.6 Data Analysis

The collected data was sorted according to diffecategories. Before processing the
responses, the completed questionnaires were dditedmpleteness and consistency.
The raw data from questionnaires was checked fonpbeteness, errors, and coded for
analysis using Statistical Package for Social @aenSPSS). Quantitative data was
presented using tables, graphs, pie charts andefigappropriately while the open-

ended questions was analyzed by use of contenisasal
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 Introduction

This chapter presents the data analysis, intetpyatand presentation. The aim of this
study was to investigate the influence of relatipsmarketing on performance of
commercial banks in Kenya. The data presented wléected by use of a questionnaire
in which the respondents were required to answethernvarious aspects on relation

marketing. Both quantitative and qualitative analygas used to analyze the data.

4.1.1 Response Rate

Frequency Percentage
Responded 41 95
Not Responded 2 5
Total 43 100

The study purely sampled all the heads of custagiationship management who were
43 in total. A total of 43 questionnaires were nlsited to the respondents out of which
only 41 got responses while the rest did not. Ttneystherefore established that the
response rate of the study was 95% which is amptording to Mugenda and
Mugenda, 2003).

4.2 General Information of the Respondent

4.2.1 Gender of the Respondents
Table 4.1: Gender of the Respondents

Gender Frequency Percentage
Male 21 51
Female 20 49
Total 41 100

The study sought to determine the gender of theoresent and therefore requested the
respondents to indicate their gender, from theiffigsl the study found that majority of
the respondents as shown by 51% indicated thatwleeg males whereas 49% of the

respondent indicated that they were females, shemiindication that both genders were
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involved in this study and thus the finding of #tedy would not suffer from gender
biasness. Besides, all the 41 respondents whocipatied in the study were either

customer relationship managers or a staff fronstime department.

4.2.2 Age of the Respondents
Table 4.2: Age bracket which best describes the nesndents

Frequency Percentage
18-30 Years 10 24
31-43 Years 13 32
44-56 Years 11 27
57 & above Years 7 17
Total 41 100

The study sought to establish on the age of thporetents. On the age of the
respondents the study found that 32% of the respasdndicated that they were aged
between 31-43 Years, 27% of the respondents iredictitat they were aged between
44-56 years, 24% of the respondent indicated tiet were aged between 18-30 years
whereas 17% of the respondent indicated that theng \aged 57 & above Years, this
clearly show that the respondents mostly managere well distributed in terms of

their age.

4.2.3 Level of Education
Table 4.3: Level of Education

Frequency Percentage
University 25 61
Middle Level College 16 39
Total 41 100

The study required the respondents to indicate téveel of education. According to the
results displayed in the table above, majorityhaf tespondents as shown by 61% they
had university level education while the rest aswgh by 39% said that they middle

level colleges’ education certificates respectively

21



4.2.4 Duration respondent have served in the bank

Table 4.4: Duration respondent have served in theamk

frequency percentage
Less than 1 year 2 5
1to 2 years 3 7
3to 4 years 15 37
Syears and more 21 51
total 41 100

Respondents were required by the study to indite@eduration they served in the
bank. According to the study findings as displayedhe table above, majority of the
respondents (51% had served in their respectiv&sb&or duration of 5 years and
above, 37% said 3-4 years, 7% said 1-2 years viidesaid they had served in their
respective commercial banks for a period of leas thyear. This is an implication that
being relationship managers or equivalent stafforits of the respondents had served
in a duration that depicts their understandingedationship marketing.

4.3 Respondents understanding of relationship marking

In an open ended question, the study sought th@omeents understanding of the
relationship marketing as applied in their orgatiaa According to the responses
analyzed, the study established that most of tspoareents explained relationship
marketing as a form of marketing developed fronediresponse marketing campaigns
which emphasizes customer retention and satisfaatadher than a dominant focus on
sales transactions, or as all related marketinigities that are aimed at establishing a
close relationship between the bank and its cljesrtsnarketing that aims at attracting
and retaining customers in a banking institutionthed respondent’s defined
relationship marketing as a type of marketing whaneorganization has to handle
customers with care geared towards their satisfacnd happiness of association with
the bank.

4.4 Respondents experience in doing relationship mieeting activities
The study required the respondents to state thgiereence in doing relationship

marketing activities. On this question, the studstablished that most of the

22



respondents experience in marketing ranged fromeaization that the goal of
marketing is to own the market, not just to sedl groducts; and that having a single-
sales focus involves dealing with pre-mature infation about the customer and
winning the customer at every sales encounterssa édficient and effective use of
investment compared to one time acquisition anchtamiing sustainable relationships
with them. Other respondents explain their expeeeras having known that
“Marketing is everything and everything is marketirand that relationship marketing
is actually a marketing in modern times which i$ simply a function; but it is a way
of doing business. Marketing has to be all- pemasia part of everyone’s job
description in order to integrate the customer mégign of the product and a process
for interaction. Respondents added that relatignefarketing emphasizes on retaining
profitable customers, emphasizes on a cross furatiapproach to marketing and

emphasizing on multiple stakeholders.

Table 4.5: The department that oversees the planngy implementation and
evaluation of relationship marketing activities inthe organization

Frequency Percentage
Corporate Affairs 21 51
Branch Manager 11 27
Head of banking 9 22
Total 41 100

Respondents were required to state the departniexit dversees the planning,
implementation and evaluation of relationship méngactivities in the organization.
According to the results displayed in the table v@hamajority of the respondents
shown by 51% said it's the role of corporate affalepartment to oversee the planning,
implementation and evaluation of relationship mangactivities in the organization.
Other respondents as shown by 27% said the braadager while 22% of them said
it's the role of the head of banking operations owloversees the planning,
implementation and evaluation of relationship mangeactivities in the organization.

4.5 Various relationships marketing practices adopd by the bank

The study sought from the respondents the varicarketing practices adopted by the

commercial banks sampled. On this question, moshefrespondents said that they
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knew of relationship marketing activities which gaa from: that the management
conducts regular polls and surveys of customerbda&to ensure they understand the
currents challenges and needs of our market, lileabank strives to integrate customer
feedback as much as possible in order to improvepooducts and services. Also
respondents indicated that their respective banklenstands the power of social media
and has active profiles set up on all the popudaras sites such as Facebook, Twitter,
LinkedIn, and Google+ and hence uses the platfdomexplain well on the operations
as well as quick responses to consumers. MostefrdBpondents also said that the
bank had effective listening and monitoring systemplace and that the banks have
adopted corporate social media policy that let§ kteow what can and cannot be said,
what actions can and cannot be taken, and how molldhaany negative situation.
Respondents also indicated that their bank utilzeseliable customer relationship
management strategy and conducts regular traimsgjans for all members of staff on
proper customer relations and social media besttipes. In addition, other practices
also mentioned by the respondents were evolvingptaty and integrating new
technologies, involvement in CSR activities basedealth, education, entertainment,
sports and talent world while embracing high-teblgh-touch by reaching out to
customers, prospects, vendors and partners. Respisndlso indicated that other
practices were related to consistently going ouheir ways to let the customers know
how much the banks value them.

4.6 Influence of Relationship Marketing on Performance of Commercial Banks

Table 4.6: Level of customer satisfaction in bank

Frequency Percentage (%)
Very high 17 41
High 20 49
Average 3 7
Low 1 2
Very low 0 0
Total 41 100

Respondents were required by the study to inditetéevel of customer satisfaction in
bank. The results displayed in the table above slaivat majority of the respondents
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represented by 49% said that the level of cust@agsfaction in bank was high, 41%

said very high, 7% said was average while only 2b@ wndicated that the level of

customer satisfaction in the bank was very low.

Table 4.7: Extent the respondent is satisfied on ¢hway customers are treated in

the bank

Frequency Percentage
Very large extent 13 32
Moderate extent 2 5
No extent 0 0
Large extent 25 61
Less extent 1 2
Total 41 100

The sought to find out the extent the responderst sadisfied on the way customers are
treated in the bank. On this question, majoritytted respondents as shown by 61%
indicated that they were satisfied to a large edxanthe way customers were treated in
the bank, 32% said very large extent, 5% said natdeextent, while 2% of the

respondents said less extent. An implication tegpondents were satisfied on the way

customers are treated in the bank. The same resaltss shown in the figure below;
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Table 4.8: Extent listed relationship marketing acivities were practiced in the
organization
Relationship marketing activities o -
. | B .| e
>4 5% |95 | 95| o
028 =% X | EX| S
>o0d Oo =) Jo | 2
F)% [ B% [ % | (A% | (A%
Analyzing of customer data to uncover previouslknown
relationships that can be used to develop reldtiona
exchanges (18)43 3)7] (11)2 (9)23 (0)L
Undertaking customer data-mining to identify imjamoit
customers who warrant special attention 16)38| (22| (@23 ()1 @)
Designing and implementing programs to efficiengd
effectively allocate the appropriate resources tche
customer (16)38| (9)22] (9)23 4)1 €)%
Use of informational technology to provide a medbanby
which customer needs can be uncovered. (26)64 2410) (3)7| (12| ()3
Adopting the use of dedicated software to analymtamer
information in real time (27)66 (10)24 25 (2)4 )10Q
Ensuring adherence to laws and regulations gowvegrttie
conduct of business and maintaining high ethiGadards | (21)52| (10)24| (6)13 (2)6 (1)B
Gathering and integrating information on customers (5)11| (16)38| (20)49 o1 @O
Embracing a customer-oriented culture aimed atlding-
term retention of selected customers. (8)20 (23)6(®B)14| (24| (12
Developing mechanisms of understanding customeedr
and customer profitability. (928 (27)66  (4)10 1Q) (0)0
Entering into one-to-one communication with a costo (7)16| (28)69 (6)15 (0O)p (0O)o
Being innovative in market offerings in order totremch
attributes into the offerings that match consumeideal
combination of attributes (N1 (2971 (512  (0)0 0)
Developing inter-organizational information systens
efficiently and effectively manage the bank’s custo
relationships. (4)10| (30)74| (5)12 M2 (D2
Making a shift in emphasis from managing product
portfolios to managing portfolios of customers 1) (30)74| (4)10 (0)C (0)0
Enhancing internal marketing to have employees uiew
themselves as part of the overall marketing process (4)10| (31)76| (4)10 D2 ()2
Developing distinctive competences and capabilities are
in line with customer needs and preferences (8)28R)70 (0)0| (0)11 (0)Q
Exhibiting high level of trustworthiness and reiidip
Being continuously committed to meeting customegdss
and preferences. (6)15| (34)84 (0)1 (0)C (0)0
Ensuring that all promises to the customer ardélifedfto the
letter. Developing unique resources to address ueniq
customer requirements (4)10| (34)84 (D)2 (1)2 (12
Managing customers as important assets 2)6 (3p)88(12| (12| (1)2
Developing and integrating information and commatian
infrastructures to efficiently and effectively mgeabank’s
customer relationships. (5)11| (36)89 (0)0 (0)a (0)0
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The research study required the respondents toatedihe extent to which some listed
relationship marketing activities were practicedheir organization. On this question,
majority of the respondents agreed to a great exben the use of informational

technology to provide a mechanism by which customsds can be uncovered as
shown by 64%, adopting the use of dedicated softw@@analyze customer information
in real time as shown by 66% and ensuring adherenkzavs and regulations governing
the conduct of business and maintaining high ethstandards as shown by 52%.
Majority of the respondents also agreed to a veeatgextent that; there was analyzing
of customer data to uncover previously unknown ti@tahips that can be used to
develop relational exchanges shown by 43%, there walertaking customer data-
mining to identify important customers who warrapecial attention shown by 38% and
that there was the designing and implementing jrogrto efficiently and effectively

allocate the appropriate resources to each custasnginown by 38% respectively.

On the same question, majority of the respondegteeal to a great extent that
embracing a customer-oriented culture aimed atlohg-term retention of selected
customers, their bank had developing mechanismsndérstanding customer drivers
and customer profitability and that their bank predd entering into one-to-one
communication with a customer. Majority of the resg@ents were also in agreement
that their bank was being innovative in market ifigs in order to entrench attributes
into the offerings that match consumergleal combination of attributes, was keen in
developing inter-organizational information systents efficiently and effectively
manage the bank’s customer relationships and wasnma shift in emphasis from
managing product portfolios to managing portfolafs customers. Respondents also
agreed that their bank was involved in; enhanamgrnal marketing to have employees
view themselves as part of the overall marketingcess, developing distinctive
competences and capabilities that are in line wiistomer needs and preferences,
exhibiting high level of trustworthiness and rellap Being continuously committed to
meeting customer needs and preferences, ensuah@lttpromises to the customer are
fulfilled to the letter, developing unique resowcéo address unique customer
requirements, managing customers as importantsagsdtin developing and integrating

information and communication infrastructures téicedntly and effectively manage
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bank’s customer relationships as shown by 60%, 66986, 71%, 74%, 74%, 76%,
79%, 84%, 84%, 88% and 89% respectively. On theesquestion, majority of the
respondents moderately agreed that the bank wasyedgn gathering and integrating

information on customers as a customer relationgtaptice.
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Table 4.9: Extent relationship marketing initiatives have enabled each of the listed
outcomes of RM in the organization

Due to relationship marketing @ =
S _ .~ g
255 |58 |88 |28 |
253|063 =5 |35 2
()% (F)% % | (% (F)%
Brand trust (2)6 | (36)88| (1)2 (1)2 (1)2
Customer satisfaction (5)11 | (36)89| (0)0 (0)0 (0)0
Repeat purchase (7)16 | (30)74| (4)10| (0)0 (0)0
More customer referrals (8)20 | (25)60| (6)14| (2)4 (1)2
Shareholder value (9)23 | (27)66| (4)10| (0)1 (0)0
Customer retention (14)33] (22)54| (3)8 (2)4 (0)1
Customer loyalty (21)52| (10)24| (6)15| (2)6 (1)3

The study was to establish the extent to whichtioglahip marketing initiatives have
enabled each of the listed outcomes of RM in tlgamization. According to the results
displayed in the table above, majority of the resjants agreed to a very great extent
that relationship marketing initiatives has enhanceustomer loyalty in their
organizations as shown by 52%. Majority of the ocegjents also agreed that to a great
extent have enhanced customer satisfaction, rgpgahase, more customer referrals,
shareholder value, and customer retention and mgsttmyalty as shown by 88%, 89%,
74%, 60%, 66% and 54% respectively. This is anicapbn that retention marketing
practices adopted by majority of the commercialksasampled by the study had a
positive impact towards brand trust, customer fati®on, repeat purchase, more
customer referrals, shareholder value, customentien and customer loyalty, hence

their overall performance.
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Table 4.10: Respondents extent of agreement on statents related to influence of
RM on customer satisfaction, customer loyalty, inlte bank

Due to relationship marketing =

o e IS

2, - o - g

28 55 |88 gk | @

23 G 3 =3 53 z

(F% (F)% (F)% (F)% (F)%
Proper marketing is always be conducted to enhance(23) 55 (9) 22 5)12 (4)10 0)1
customer satisfaction at all costs
This bank has been efficient in its operations and (22) 54 (14)34 (2)6 (2)5 (0)1
customers are satisfied with operations
The shareholder value and hence the dividends isf|th (22) 54 (10)25 (6)15 (2)6 (0)o
bank has been increasing over the years
the bank have managed to increase its asset bas¢hey (22) 54 (13)31 (3)8 (2)5 1)2
last 5 years
The interest rates of this bank are pleasing tdocusrs a7)41 (9)23 (12)29 )7 (0)0
therefore increasing their will and commitment tays
| am satisfied with the profitability levels of miyank a7)41 (12)30 (8)20 (2)5 (2)4
over the last 5 years
The bank has managed to increase its productsein th (16)40 (18)43 (2)6 (5)11 (0)0
recent years hence making it grow
Customers tend to stay with this service provider & (16)40 (21)52 (2)4 (1)2 (2)2
long period of time
The market share of the company have been incgasin (15)37 (11)27 (11)28 (3)8 (0)0
tremendously recently
Customers tend to pay more than competitors pfimeg (14)34 (15)36 (6)15 )7 (3)8
the benefits am receiving from the company
There are enough staff who ensure customer sdtiac (10)25 (14)35 9)23 (4)10 )7
is achieved and ultimately improving the bank’s
reputation
| would recommend this banks activity to others (10)24 (15)36 (12)30 (4)10 (0)0
| really care about the fate of this banks existing new (10)24 15)36 (12)30 (3)8 1)2
customers
| really care about the fate of this banks existing new (7)16 (15)36 (19047 (0)0 (0)1
customers
I am willing to put in extra effort to create custer (7)16 (15)36 919)47 0)1 (0)o
loyalty
| believe this bank has done all that is requiedetain (6)14 (11)27 (15)36 (9)22 (0)1
customers
Customers are proud to tell others that they afagus (6)14 (11)27 (15)36 (9)23 (0)0
services from my bank
The bank has provided all types of products to roba (4)10 (16)38 (21)50 0)1 (0)1
customer satisfaction
The bank management always make every efforf to (3)8 a7)42 (11)26 (9)23 0)1
satisfy customer needs first

The study finally sought the respondents exterdgreement on statements related to
influence of RM on customer satisfaction, custofogalty, in the bank. According to
the study findings, majority of the respondentseadrto a very great extent that; Proper
marketing is always be conducted to enhance custsatisfaction at all costs as
shown by 55%, their bank has been efficient indperations and customers are

satisfied with operations as shown by 54%, the d&ia@der value and hence the
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dividends of this bank has been increasing oveydlaes as shown by 54% and that
the bank have managed to increase its asset bas¢hevast 5 years as shown by 54%
respectively. On the same level of agreement, ntgjof the respondents that the
interest rates of this bank were pleasing to custsrtherefore increasing their will and
commitment to stay as shown by 41%, that they vgatesfied with the profitability

levels of their bank over the last 5 years as shioyw#1% respectively.

Majority of the respondents were also in agreentbat their respective bank has
managed to increase its products in the recensyeamce making it grow, customers
tend to stay with this service provider for a Igregiod of time, the market share of the
company have been increasing tremendously recenitfpmers tend to pay more than
competitors prices for the benefits am receivirggmrthe company, there are enough
staff who ensure customer satisfaction is achiaretiultimately improving the bank’s
reputation and would therefore recommend their badtivity to others. On the same
level of agreement, the respondents were of th& that they really care about the fate
of their bank existing and new customers, reallse cabout the fate of the bank, the
existing and new customers, and were willing to ipuéxtra effort to create customer
loyalty. At the same time, majority of the respomidesaid that they believe this bank
has done all that is required to retain custonmrstomers are proud to tell others that
they are using services from the bank; the bankphegided all types of products to
enhance customer satisfaction and the bank manageriveays make every effort to
satisfy customer needs first as shown by 43%, 52P%, 36%, 35%,36%, 36%, 36%,
36%, 27%, 27%, 38% and 42% respectively.
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CHAPTER FIVE: SUMMARY, DISCUSSION, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction

This chapter presents the discussion of majorrigsli conclusion and recommendation
of the study on the influence of relationship marigeon performance of commercial
banks in Kenya. The discussion have been presdwigeld on the various aspects the

study sought form the respondents in order to addiee general objective of the study.

5.2 Summary

This study summarizes that relationship marketisg practiced by majority of
commercial banks in Kenya and that it's actualle tfole of corporate affairs
department to oversee the planning, implementasiod evaluation of relationship

marketing activities in the organization.

The study also summarizes that there are variouketiag are; the management
conducts regular polls and surveys of customerbda&to ensure they understand the
currents challenges and needs of our market, lileabank strives to integrate customer
feedback as much as possible in order to improvepmducts and services. The use of
social media or internet interaction like facebotkitter and other platforms has also

been adopted by commercial banks as a practiedatianship marketing.

This study summarizes that in order to enhance fwiformance commercial banks
embrace a customer-oriented culture aimed at thg-term retention of selected
customers, banks had developed mechanisms of wadéirsy customer drivers and
customer profitability and that their bank preferreentering into one-to-one
communication with a customer. It was also esthbtisfrom the study that most banks
were being innovative in market offerings in order entrench attributes into the
offerings that match consumersideal combination of attributes, were keen in
developing inter-organizational information systeitws efficiently and effectively

manage the bank’s customer relationships.
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The study summarizes that there is evidence ofsé#iyp® impact towards brand trust,
customer satisfaction, repeat purchase, more cestaaferrals, shareholder value,

customer retention and customer loyalty, hence thearall performance.

On the effect of relationship marketing, this stwdynmarizes that commercial banks
had managed to increase their products in the tegesrs hence making it grow,
customers tend to stay with this service proviaeraf long period of time, the market
share of the company have been increasing tremshdoecently, customers tend to
pay more than competitors prices for the benefitgeceiving from the company, there
are enough staff who ensure customer satisfacdiachieved and ultimately improving

the most of the banks reputation.

5.3 Discussion of Main Findings

The study found out that most of the respondentmatk and explained relationship
marketing as a form of marketing developed froneatiresponse marketing campaigns
which emphasizes customer retention and satisfaatadher than a dominant focus on
sales transactions, or as all related marketingites that are aimed at establishing a
close relationship between the bank and its cljesrtsnarketing that aims at attracting
and retaining customers in a banking institutiorwas also revealed from the findings
that relationship marketing is a type of marketimlgere an organization has to handle
customers with care geared towards their satisfacnd happiness of association with
the bank. Their understanding was therefore clésend in line with Kotler (1999)
who defined relationship marketing as the pract€eouilding long-term satisfying
relations with key parties; customers, supplieistridhutors in order to retain their long-

term preference and business.

The study also established that most of the expegien marketing ranged from the
realization that the goal of marketing is to owa tharket, not just to sell the products;
and that having a single-sales focus involves dgaliith pre-mature information about
the customer and winning the customer at everyssateounter, a less efficient and
effective use of investment compared to one timgu&dion and maintaining

sustainable relationships with them. The study akade that many of the respondents
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explain their experience in RM as having known thdarketing is everything and
everything is marketing” and that relationship nedikg is actually a marketing in
modern times which is not simply a function; butista way of doing business.
Marketing has to be all- pervasive, a part of ewrgys job description in order to
integrate the customer into design of the produnct a process for interaction. The
study found out that respondents had the experighat relationship marketing
emphasizes on retaining profitable customers, esipbs on a cross functional
approach to marketing and emphasizing on multipdéeholders. Vargo and Lusch
(2004) stated that interactivity, integration, ausization and co-production with
customers are the hallmarks of a service-orienieet which focuses on the customer
and relationship building. The definition is alslose to the book by Kotler (1999)
defines relationship marketing as the practicewlding long-term satisfying relations
with key parties; customers, suppliers, distribsitor order to retain their long-term

preference and business.

5.3.1 Relationship marketing practices adopted byanmercial banks
The study also revealed that majority of the regpoits presented by 51% said it's the

role of corporate affairs department to oversee glaning, implementation and
evaluation of relationship marketing activitiesthre organization. It was established
from the findings that the various marketing preesi adopted by the commercial banks
sampled were; that the management conducts reguollr and surveys of customer
database to ensure they understand the currenienges and needs of our market,
that the bank strives to integrate customer feddlascmuch as possible in order to
improve our products and services. The study redethlat many banks understands the
power of social media and has active profiles pebm all the popular social sites such
as Facebook, Twitter, LinkedIn, and Google+ andckamses the platforms to explain
well on the operations as well as quick responsescdnsumers. Most of the
respondents also said that the bank had effeastening and monitoring systems in
place and that the banks have adopted corporait seedia policy that lets staff know
what can and cannot be said, what actions can amubt be taken, and how to handle
any negative situation and that utilizes a reliatdstomer relationship management
strategy and conducts regular training sessionsalomembers of staff on proper
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customer relations and social media best practiceaddition, the study established
that other practices were evolving, adapting antegimting new technologies,
involvement in CSR activities based on health, atlan, entertainment, sports and
talent world while embracing high-tech, high-toubiz reaching out to customers,
prospects, vendors and partners. The study fouhthatigoing out of their ways to let
the customers know how much the banks value them also an additional RM

practice. The findings concur with Gordon, lan (Ap%ho asserted that relationship
marketing includes techniques such as marketindessacustomer care and

communication.

5.3.2 Influence of relationship marketing on perfomance of commercial banks
The study established that 49% of the respondeaits that the level of customer

satisfaction in bank was high and that majoritytte# respondents as shown by 61%
indicated that they were satisfied to a large edxbanthe way customers were treated in
the bank.

The literature reviewed reported that relationshiprketing has migrated back into
direct mail, allowing marketers to take advantafeghe technological capabilities of
digital, toner-based printing presses to producejue) personalized pieces for each
recipient (Galvin & Evans, 2005). In this casewds revealed from the findings that
majority of the respondents agreed to a great exben the use of informational
technology to provide a mechanism by which customeds can be uncovered as
shown by 64%, adopting the use of dedicated softw@@analyze customer information
in real time as shown by 66% and ensuring adherenlzvs and regulations governing
the conduct of business and maintaining high ektlstandards as shown by 52%. The
study established that to a very great extentetieas analyzing of customer data to
uncover previously unknown relationships that can used to develop relational
exchanges shown by 43%, there was undertaking roestalata-mining to identify
important customers who warrant special attenttmws by 38% and that there was the
designing and implementing programs to efficiendpd effectively allocate the

appropriate resources to each customer as show88%yrespectively.
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The results analyzed indicated that to a greainéxtiee embracing a customer-oriented
culture aimed at the long-term retention of sel@atestomers, banks had a developed
mechanisms of understanding customer drivers astiier profitability and that their
bank preferred entering into one-to-one commurocatvith a customer. It was also
established from the study that most banks wenmeghienovative in market offerings in
order to entrench attributes into the offeringg thatch consumersideal combination

of attributes, were keen in developing inter-orgational information systems to
efficiently and effectively manage the bank’s cas¢o relationships and was making a
shift in emphasis from managing product portfolits managing portfolios of
customers. The study established that most of ehereercial banks were involved in;
enhancing internal marketing to have employees ¥immselves as part of the overall
marketing process, developing distinctive competerand capabilities that are in line
with customer needs and preferences, exhibitingy héyel of trustworthiness and
reliability, being continuously committed to meegtinustomer needs and preferences,
ensuring that all promises to the customer arelledfto the letter, developing unique
resources to address unique customer requiremeatsaging customers as important
assets and in developing and integrating informagiod communication infrastructures
to efficiently and effectively manage bank’s cusesmelationships as shown by 60%,
66%, 69%, 71%, 74%, 74%, 76%, 79%, 84%, 84%, 88&88% respectively. The
literature reviewed by Bennett and Barkensjo (20@biggested that two-way
communication helps customers to interact with tinganisation, for example, by
receiving newsletters, brochures, information ooamping events, email or accessing a

web site so as to interact at the same time enh@rccustomer-oriented culture.

Performance measures can be financial or nonfinhnBoth measures are used for
competitive firms in the dynamic business environtm®oyle & Stern, 2006). In this
case, the results from the study showed that ntgjofithe respondents agreed to a
very great extent that relationship marketing atities has enhanced customer loyalty
in their organizations as shown by 52%. The stutyn®d that to a great extent RM
have enhanced customer satisfaction, repeat pwchasre customer referrals,
shareholder value, and customer retention and mgsttmyalty as shown by 88%, 89%,

74%, 60%, 66% and 54% respectively an indicati@t thtention marketing practices
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adopted by majority of the commercial banks samgdgcdhe study had a positive
impact towards brand trust, customer satisfacti@peat purchase, more customer
referrals, shareholder value, customer retentiod emstomer loyalty, hence their
overall performance. The results agree with trexdiure findings by (Reinartz, et,al.,
2005) who reported that multitude of potential @ppurchase is experienced when
effective relationship marketing initiatives aret pn place by an organization which

later creates on loyal consumers.

The study established that to a very great exteopigr marketing is always conducted
to enhance customer satisfaction at all costs ptedeby 55%, most banks has been
efficient in their operations and customers aresatl with operations as presented by
54%, the shareholder value and the dividends obntgjof the commercial banks had

been increasing over the years as presented byamPéhat most of the banks have

managed to increase its asset base over the yastr$ as shown by 54% respectively.

According to Day (2000), salesman strives not dalprovide high-quality goods and
services but also to retain loyal customer dueotwdtime profitable. With regard to
this, the study established that interest ratenadt commercial banks were pleasing to
customers therefore increasing their will and cotnmant to stay as presented by 41%,
that they were satisfied with the profitability &ds of their bank over the last 5 years as

shown by 41% respectively.

Effective measures of measuring and analyzing azgdaonal performance plays an
important role in turning organizational goals #ality. The performance is usually
evaluated by estimating the values of qualitatived aguantitative performance
indicators (e.g., profit, number of clients, cogtdpwesnick, 1993). In the case of this
study, it was revealed from the study that mogshefcommercial banks had managed
to increase their products in the recent years énemaking it grow, customers tend to
stay with this service provider for a long periofltone, the market share of the
company have been increasing tremendously recenitfpmers tend to pay more than
competitors prices for the benefits am receivirggrrthe company, there are enough

staff who ensure customer satisfaction is achieretlultimately improving the most of
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the banks reputation and would therefore recomntbad bank’s activity to others.
The study established that majority of the respatsl€relationship managers/staff)
really care about the fate of their bank existing aew customers, really care about the
fate of the bank, the existing and new customerd,veere willing to put in extra effort
to create customer loyalty. On the same, the stedgaled that respondents believe
most banks has done all that is required to retagtomers, customers are proud to tell
others that they are using services from the b#ré;bank has provided all types of
products to enhance customer satisfaction and #mk lmanagement always make
every effort to satisfy customer needs first assgnéed by 43%, 52%, 37%, 36%,
35%,36%, 36%, 36%, 36%, 27%, 27%, 38% and 42% ctspy. The results
therefore agree with the literature findings by #6h2003) who asserted that managers
and other staff need to recognize relationship etar§ importance and put conscious

effort in defining company-specific goals, perfomoa indicators and evaluate them.
5.4 Conclusions

5.4.1 Understanding of RM in commercial banks
This study concludes that relationship managersadiner staff in related departments

understand marketing as a form of marketing devesldpom direct response marketing
campaigns which emphasizes customer retention atdfagtion, rather than a

dominant focus on sales transactions.

The study also concludes that most of the expegiencmarketing range from the
realization that the goal of marketing is to owa tharket, not just to sell the products;
and that having a single-sales focus involves dgaliith pre-mature information about
the customer and winning the customer at everyssateounter, a less efficient and
effective use of investment compared to one timgu&dion and maintaining

sustainable relationships with them. In can alsocbecluded from the study that
marketing is everything and everything is marketamgl that relationship marketing is
actually a marketing in modern times which is not@y a function; but it is a way of

doing business. Marketing has to be all- pervasaveart of everyone’s job description
in order to integrate the customer into design lé product and a process for

interaction. From the results, the study concludbat relationship marketing
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emphasizes on retaining profitable customers, esipés on a cross functional

approach to marketing and emphasizing on multigglkeholders.

5.4.2 Relationship marketing practices adopted byanmercial banks
The study concludes that it's the role of corporafairs department to oversee the

planning, implementation and evaluation of relatiip marketing activities in the

organization in most of the commercial banks sathplde study concludes that there
are various marketing practices adopted by the oemtial banks sampled some of
which are; that the management conducts regulds @oid surveys of customer

database to ensure they understand the currenlenges and needs of our market,
that the bank strives to integrate customer feddlascmuch as possible in order to
improve our products and services. It can be caledluthat many banks understands
the power of social media and has active profiksup on all the popular social sites
such as Facebook, Twitter, LinkedIn, and Googled hance uses the platforms to
explain well on the operations as well as quickpoeses to consumers. Most of the
banks have effective listening and monitoring systén place and that the banks have
adopted corporate social media policy that let§ kteow what can and cannot be said,
what actions can and cannot be taken, and howrtdldnany negative situation and that
utilizes a reliable customer relationship managenstrategy and conducts regular
training sessions for all members of staff on prapestomer relations and social media
best practices. In addition, the study establistiead other practices were evolving,

adapting and integrating new technologies, involeeimn CSR activities based on

health, education, entertainment, sports and tatemtd while embracing high-tech,

high-touch by reaching out to customers, prospeasdors and partners. Also, the
study concludes that most banks go out of theirswaylet the customers know how

much the banks value them as a means to enhancpdhermance.

5.4.3 Influence of relationship marketing on perfomance of commercial banks

The study concludes that the respondents who totestiRM managers or staff in the
same departments are normally satisfied to a lasgent on the way customers are
treated in their bank. The study concludes thaa great extent on; the banks use of

informational technology to provide a mechanismvaych customer needs can be
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uncovered, most banks adopt the use of dedicatéitvase to analyze customer
information in real time and ensuring adherencéates and regulations governing the
conduct of business and maintaining high ethicahdards. The study concludes that
there was analyzing of customer data to uncoveriguely unknown relationships that
can be used to develop relational exchanges, tware undertaking customer data-
mining to identify important customers who warrapecial attention and that there was
the designing and implementing programs to effityemnd effectively allocate the
appropriate resources to each customer.

The study concludes that the embracing a customiented culture is aimed at the long-
term retention of selected customers, banks hadewelapbed mechanisms of
understanding customer drivers and customer phifittaand that their bank preferred
entering into one-to-one communication with a costn It can also be concluded that
most banks were being innovative in market offegimgorder to entrench attributes into
the offerings that match consumersdeal combination of attributes, were keen in
developing inter-organizational information systents efficiently and effectively
manage the bank’s customer relationships and wadsnma shift in emphasis from
managing product portfolios to managing portfoliddcustomers. The study established
that most of the commercial banks were involvedeinhancing internal marketing to
have employees view themselves as part of the Ibwaeeaketing process, developing
distinctive competences and capabilities that ardine with customer needs and
preferences, exhibiting high level of trustwortréaeand reliability, being continuously
committed to meeting customer needs and preferepogsring that all promises to the
customer are fulfilled to the letter, developingique resources to address unique
customer requirements, managing customers as iargassets and in developing and
integrating information and communication infrastures to efficiently and effectively

manage bank’s customer relationships.

The study concludes that to a very great exterdtioaship marketing initiatives has

enhanced customer loyalty in their organizatiorfse $tudy concludes that to a great
extent, RM have enhanced customer satisfactiongatepurchase, more customer
referrals, shareholder value, and customer retersiod customer an indication that
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retention marketing practices adopted by majoritthe commercial banks sampled by
the study had a positive impact towards brand tragstomer satisfaction, repeat
purchase, more customer referrals, shareholdeeyalistomer retention and customer
loyalty, hence their overall performance. Properkeatng is always conducted to
enhance customer satisfaction at all costs, moskshdas been efficient in their
operations and customers are satisfied with omersitithe shareholder value and the
dividends of majority of the commercial banks héeen increasing over the years and
that most of the banks have managed to increassstt base over the last 5 years.

The study concludes that interest rates of mostneertial banks were pleasing to
customers therefore increasing their will and cotmment to stay, that they (RM
managers) are satisfied with the profitability lisvef their bank over the last 5 years.
Most of the commercial banks have managed to iser¢laeir products in the recent
years hence making it grow, customers tend towtithythis service provider for a long
period of time, the market share of the companyehaeen increasing tremendously
recently, customers tend to pay more than compstipwices for the benefits am
receiving from the company, there are enough sthf ensure customer satisfaction is
achieved and ultimately improving the most of thanks reputation and would

therefore recommend their bank’s activity to others

The study finally concludes that (relationship ngara/staff) really care about the fate
of their bank existing and new customers, reallse cabout the fate of the bank, the
existing and new customers, and were willing to ipugxtra effort to create customer
loyalty. RM managers believe most banks has dohdhat is required to retain

customers, customers are proud to tell othersthiegtare using services from the bank;
the bank has provided all types of products to eobacustomer satisfaction and the

bank management always make every effort to satisfjomer needs first.

5.5 Recommendations

1. This study recommends the relation managers aret athnagers, the staffs in
the related departments and other stakeholdervadah matters of the bank’s
operations continue with the spirit of understagdime requirements of RM, as
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well as other issues that govern it. The managemstenild come up with RM
programs to ensure that employees are well trabmethe extent of importance
of RM practices adoption towards the performanca obmmercial bank. This
will mean that every other staff in the bank orgation understands well on
RM best practices that can be used to enhanceetti@mance both in terms of

financial and non financial measures.

2. This study recommends that commercial banks coatadopting more and
more modern RM practices or related activitiestf@se have a great impact on
customer satisfaction, brand trust, customer lgyaltistomer Interaction and
customer retention. Managers in commercial banksd n® come up with
strategies that range from customer satisfactiamnd trust management,
customer loyalty management, customer Interactiod eustomer retention.
There is therefore a need to continue in ReseandhDevelopment activities
that are geared towards the realization of the afleRM in commercial

institutions.

3. This study recommends that since there is a pestifluence on the use of RM
practices, evaluation and monitoring of the saitiveies need to be optimized
so as to avoid unnecessary costs or losses trgifg them in retaining or
satisfying customers. The right RM practices shdutdadopted, in the right
manner, at the right time and with the applicatdrihe right approaches. This
will enhance banks in improving their approachesciigstomer management,

profitability increase and customer trust and loyaleation.

5.6 Recommendations for further studies

Future studies should be done where more institstiorganizations are used and by
the use of the same objectives to find out whesirarar results would be obtained, or
if otherwise the explanations to that. Further msidshould also be undertaken to

establish the specific effect of each of the vdealstudied in this study.
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APPENDICES

APPENDIX 1: LIST OF COMMERCIAL BANKS IN KENYA

Bank of Africa

Bank of Baroda

Bank of India

Barclays Bank

Brighton Kalekye Bank

CFC Stanbic Bank

Chase Bank (Kenya)

Citibank

. Commercial Bank of Africa

10.Consolidated Bank of Kenya

11.Cooperative Bank of Kenya

12 Credit Bank

13.Development Bank of Kenya

14 Diamond Trust Bank

15.Dubai Bank Kenya

16.Ecobank

17 Equatorial Commercial Bank

18.Equity Bank

19.Family Bank

20.Fidelity Commercial Bank
Limited

21 Fina Bank

22 First Community Bank

23.Giro Commercial Bank

24 Guardian Bank

25.Gulf African Bank

26.Habib Bank

27 Habib Bank AG Zurich

28.1&M Bank

29.mperial Bank Kenya

30.Jamii Bora Bank

31 Kenya Commercial Bank

32.K-Rep Bank

33.Middle East Bank Kenya

34.National Bank of Kenya

35.NIC Bank

36.0riental Commercial Bank

37 .Paramount Universal Bank

©CONoO,r~ONE

38.Prime Bank (Kenya)
39.Standard Chartered Bank
40.Trans National Bank Kenya
41 United Bank for Afric&!

42 Victoria Commercial Bank
43 ABC Bank ( Kenya



APPENDIX 2: RESEARCH QUESTIONNAIRE

SECTION A: DEMOGRAPHIC INFORMATION

1. What is your gender? Male [ ] Female [ ]
2. In which department are YOU?............oeviceeeeeeurreeiiiiiisss e e e e e e e e e e e eeeeeeeeeeeeens
3. Tick the appropriate age bracket you fall under:

18-30[ ] 3143[ ] 4456 [ ] 57&above]

4. What is your level of education?

» Secondary [ ]
e Middle Level College [ ]
* University [ ]
* Other [ ]
5. How long have you been working in this bank?
* Lessthan 1 year [ ]
e 1to2years [ ]
 3to4years [ ]
» byears and more [ ]

SECTION B: RELATIONSHIP MARKETING

6. Please state a brief statement describing whatigderstand by relationship

=TT 1] o

8. What department oversees the planning, implementaand evaluation of

relationship marketing activities in your organiaa®



The Corporate Affairs [ ]
The branch manager [ ]
Head of banking [ ]

Others (please specify)

9. Please indicate the various relationships markeiragtices adopted by your bank?

SECTION C: INFUENCE OF RELATIONSHIP MARKETING ON
PERFOMANCE OF COMMERCIAL BANKS

1. Rate the level of customer satisfaction in yourk®an
Very high []High[]Average[]Low|[] ¥ryLow|]
2. To what extent are you satisfied on the way custeraee treated in this bank?

Very large extent [ ] Large extent [ ]
Moderate extent [ 1] Lessextent [ ]
No extent [1]

3. To what extent has the following relationship mang activities practiced in your

organization. Rate where 1= very great extent, @eat extent, 3= Moderately

extent, 4= little extent, 5= no extent

Relationship marketing activities 1 |2 |[3]|4

Use of informational technology to provide a medkan by
which customer needs can be uncovered.

Analyzing of customer data to uncover previoushknown
relationships that can be used to develop relatexehanges

Undertaking customer data-mining to identify impoit
customers who warrant special attention

Developing intemrganizational information systems
efficiently and effectively manage the bank's custo
relationships.

Entering into one-to-one communication with a costo




Gathering and integrating information on customers

Adopting the use of dedicated software to analyastamer
information in real time

Designing and implementing programs to efficientéynd
effectively allocate the appropriate resourcesatchecustomer

Exhibiting high level of trustworthiness and reliéip Being
continuously committed to meeting customer needsl [an
preferences.

Ensuring that all promises to the customer ardlifedf to the
letter. Developing unique resources to addressuenagistomer
requirements

Developing distinctive competences and capabilited are in
line with customer needs and preferences

Enhancing internal marketing to have employees view
themselves as part of the overall marketing process

Being innovative in market offerings in order totrench
attributes into the offerings that match consumersieal
combination of attributes

Ensuring adherence to laws and regulations gowvgriie
conduct of business and maintaining high ethicidards

Developing and integrating information and commatan
infrastructures to efficiently and effectively maea bank’s
customer relationships.

Managing customers as important assets

Making a shift in emphasis from managing productfpbos to
managing portfolios of customers

Developing mechanisms of understanding customgeriand
customer profitability.

Embracing a customer-oriented culture aimed atldhg-term
retention of selected customers.

4. To what extent has relationship marketing initiaivenabled each of the following
in your organization. Rate where 1= very great mxt® = great extent, 3=

Moderately extent, 4= little extent, 5= no extent

3



Due to relationship marketing..............cccocviiiii i 1 |2 |[3]4]|5

Customer loyalty

Customer satisfaction

Brand trust

Repeat purchase

Shareholder value

More customer referrals

Customer retention

Any other

5. What is your level of agreement on the followingtsients related to customer
satisfaction in the bank? Rate where 1= very ges#tnt, 2 = great extent, 3=
Moderately extent, 4= little extent, 5= no extent

Due to relationship marketing............ccoocviiiiiiiiinn.. 1 |2 |[3]4]|5

The bank has provided all types of products to eoba
customer satisfaction

There are enough staff who ensure customer sdtmiacs
achieved and ultimately improving the bank’s repata

The bank management always make every effort tsfgat
customer needs first

Proper marketing is always be conducted to enhanstomer
satisfaction at all costs

| really care about the fate of this banks existargl new
customers

I am willing to put in extra effort to create custer loyalty

Customers are proud to tell others that they amguservices
from my bank

Customers tend to pay more than competitors priceshe
benefits am receiving from the company

Customers tend to stay with this service providerd long
period of time

I would recommend this banks activity to others

| really care about the fate of this banks existargd new
customers

| believe this bank has done all that is requitedretain
customers

The shareholder value and hence the dividendsbdnk has
been increasing over the years

The bank has managed to increase its productseirreitent
years hence making it grow

The interest rates of this bank are pleasing totoousrs

4



therefore increasing their will and commitment tiays

The market share of the company have been incgeasin
tremendously recently

D

This bank has been efficient in its operations enstomers are
satisfied with operations

the bank have managed to increase its asset bas¢hevast 5
years

| am satisfied with the profitability levels of nbank over the
last 5 years

THANKS FOR YOUR PARTICIPATION




