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ABSTRACT
Customer relationship management (CRM) is a comprehensive business and marketing strategy that integrates technology, process and business activities around the customer. CRM is assumed to lead to bottom line benefits for the organization. Advances in information and communication technologies have provided an effective platform to deliver electronic CRM functions. Despite widespread agreement that CRM can have a direct and indirect satisfaction, loyalty, sales and profit, the significance of CRM and its features in influencing customer satisfaction has not been well researched in construction firms. The thesis examines the critical success factor of CRM implementation by using a questionnaire survey to obtain data from 68 building material suppliers. Using a structural model and the evaluation technique of partial least squares the analysis revealed that CRM technological initiatives are successful when adequate top management support and accurate knowledge management capabilities, supported by a suitable information technology structure, measured by technological readiness are in place. Construction organizations who are considering the implementation of CRM technological initiatives. The need to justify the impact of CRM on organizational performance in the boardroom has never been more important. Shareholders expect value for their investments; organizations have invested large sums of money in people, processes and technology in order to imbibe the CRM culture. The promises of CRM are enormous. Yet, various organizations cry out for help over lost investments and damaged relationships. Is CRM promising too much or perhaps are the executives expecting more than they can get? Literature suggests that in order to justify the investments of CRM, there is the need to develop a universally accepted holistic framework for the measurement of CRM activities is the lack of a universally acceptable definition of CRM. The concept of CRM is multi faceted involving investments in people, processes and technology to various degrees.

CHAPTER ONE

INTRODUCTION

1.1     BACKGROUND OF THE STUDY
A large number of organizations were organized based on the products and services they offered (Christopher, Payne and Ballantyne, 2002). The 4Ps, which stand for product, pricing, place, and promotion, were given a lot of attention as the primary focus of this endeavor. The emphasis was placed on trade, and if this objective was accomplished, businesses could rest assured that they would continue to operate. It goes without saying that this time period was dominated by transactional marketing. However, by the late 1990s, the vast majority of companies had begun to come to the conclusion that the 4Ps were no longer adequate to ensure continued profitability. Products could be quickly duplicated to the appropriate quality standards, prices could be easily matched, product availability was no longer a problem, and mass promotions were no longer as successful as they once were (Reinartz and Kumar, 2003). Customers and consumers have, in many circumstances, grown more discerning and less susceptible to the old marketing demands, most specifically "advertising." This comes as a result of the availability of additional options, which is partially due to the globalization of markets and the introduction of new sources of competition. Additionally, the majority of markets have progressed to the matured stage of their respective lifecycles (Christopher, Payne and Ballantyne, 2002). In reaction to the shifts that took place in the economic climate, businesses started undergoing internal shifts and shifted their focus to be more on the needs of their customers. Because of this, the concept of relationship marketing came into existence. According to the teachings of certain institutions, the terms "customer relationship marketing" and "relationship marketing" are interchangeable. According to this point of view, relationship marketing is a strategy to management that helps businesses to find lucrative clients, attract more of them, and keep more of them by managing the connections they have with those consumers (Reinartz and Kumar, 2003). According to the teachings of some other institutions, customer relationship management includes the use of information technology (IT) to the process of relationship marketing strategy implementation (Wilson et al, 2005). Customer Relationship Management is frequently referred to by its abbreviation - 'CRM,' and shall hereafter be referred to as such in this research. CRM stands for "customer relationship management."

The customer relationship management (CRM) philosophy is centered on a pan-company orientation in which the specific capabilities of an organization are centered around creating and delivering value to targeted market segments in the expectation that this will developed into a relationship such that the organization is able to determine, fulfill, and even predict the needs of the customer while simultaneously attaining customer loyalty in order to increase profits over time (Rigby et al., 2002). Therefore, successful CRM activities are anticipated to enable organizations to rapidly gather customer data, keep existing customers, determine which customers have been the most valuable over time, increase customer loyalty, acquire new customers, and grow relationships with existing customers, thereby positioning the organization in a better financial position for the future. Construction companies have a need to better comprehend and be aware of the bottom-line financial returns of business automation projects in order to reap the advantages of investing in such IT applications. This is necessary in order to gain the benefits of investing in such IT applications (Love and Irani, 2004). In addition, it is considered to be essential for the long-term success of a firm to have an understanding of both the clients and the requirements that they have (Nargundkar and Srivastava, 2002). Despite this, only a small fraction of companies have even the most fundamental information about their clients (McKeen and Smith, 2003; Kale, 2004). Many companies, realizing the importance of putting the needs of their customers first, have turned to customer relationship management (CRM) software in order to collect, organize, comprehend, predict, and fulfill the ever-changing wants and expectations of their clientele (Reinatz and Chugh, 2002). It is generally accepted that a successful CRM will result in financial benefits for the firm. The development of an efficient platform to carry out CRM duties has been made possible by advances in information technology. Despite the fact that there is universal consensus that CRM has the potential to have both a direct and indirect influence on customers. The term "Red Queen syndrome" refers to the phenomenon in which many businesses that operate in the construction industry have been attempting to respond to the demands that have been imposed on them by utilizing IT applications such as CRM and ERP. However, these efforts have not been met with immediate benefits or improvements in business performance. With this in mind, the purpose of the research that is presented in this paper is to provide material suppliers operating in the construction industry with the underlying knowledge necessary to overcome the 'Red Queen' syndrome that is frequently associated with enterprise applications such as CRM and to ameliorate their chances of obtaining improvements in business performance.
1.2     STATEMENT OF PROBLEM
There is no universally acceptable approach for the measurement and assessment of the ongoing contributions of CRM activities to the performance of an organization (Garbner – Kraenter et al, 2007).  This research aims to critically evaluate, compare and contrast the various approaches used to measuring CRM effectiveness, summarize their limitations and purpose modifications to obtain best practice towards the realization of a universally accepted holistic assessment for ongoing contributions of CRM activities to the performance of an organization.  To gain a better understanding of CRM in building material supplier firms.

1.3     OBJECTIVES OF THE STUDY

These thesis objectives are as follows:

To      identify        the     main problems     concerning   CRM implementation process.

To examine the core principles required in adopting and integrating CRM system within an organization.

To critically analyze the CRM adoption framework proposed by many leading CRM reviews.

To examine how CRM is measured within an organization.  To know the strategic/technological benefits of CRM implementation.

 1.4     RESEARCH QUESTIONS
The questions addressed in this thesis are:

How do organizations measure the effectiveness of their CRM activities?

How could these measurements be improved?

How can a firm major reasons and benefits of implementation of CRM be described?

How can the component of CRM implementation (i.e. people, process, and technology) be described? 
What are the strategic implications of the implementation and use of CRM systems?

 1.5   RESEARCH HYPOTHESES
The following hypotheses are hereby formulated:

H1:Perceived operational benefits from using CRM Technological initiatives are positively linked to CRM impact.

H2:Perceived strategic benefits from using CRM technological initiatives are positively linked to CRM impact.

H3:Top management support is positively linked to CRM impact technological readiness.

H4:Technological readiness is positively linked to CRM impact.

H5:Technological readiness is positively linked to knowledge management capabilities.

H6:Knowledge management capabilities are positively linked to CRM impact.

 1.6     SIGNIFICANCE OF THE STUDY
Currently, there is no universally accepted empirical method for measuring CRM effectiveness; there is no definite guidance as to how to assess the value of CRM activities nor is there a holistic assessment of ongoing contribution of CRM activities to organizational performance (Grabner-Kraeuter et al, 2007). As CRM techniques become more sophisticated and expensive, as well as relevant in many business environments, there is the need for accountability of investments on their activities. CRM will benefit managers and other business individuals because it allows the system to identify the different needs of the different customers, so that products can be target marketed and suggestively sold to the most appropriate clients.   CRM strategy may lead to an “increase in the bottom line” of the company and lastly with its importance must establishment need to consider the implementation of the CRM so as to ensure that when it is used it adds value and is successful.

 1.7    LIMITATIONS OF THE STUDY
One of the limitations of this study is non-availability of resources on the CRM implementation in the Nigeria building material and construction firms.

Lack of academic literature on the subject matter.

Telephone calls were used during interviews, its typically non-academic literature.  Academic literatures used for the  study have been based on developed economies, whereas, the research focus is on the construction of building material firms in a developing economy.

1.8     SCOPE OF THE STUDY
The importance or vital prospect of customer relation management (CRM) in the development and upliftment of any business/technological economy cannot be over emphasized. This literature is based on the general overview of the measurements of (CRM) as it impacts on the organizational performance in the building material suppliers and construction industry situated in Nigeria. Based on this the focus will be to analyze the activity of (CRM).  That will aid business and technological firms for maximum utilization.  Industries around metropolis of Enugu, Asaba, Ontisha, Awka and its environs are used to obtain cogent and vital information, as such will be used as research base.

 1.9     CONTEXTUAL DEFINITIONS OF TERMS
The terms below were defined for the purpose of this research to enable a clearer understanding of the meaning  of these terms as they apply to this research.

CRM
Christopher, Payne and ballantyne (2002 p.16) define CRM as `a strategic approach to improving shareholder value through the development of appropriate relationships with key customers and customers segments’.

CRM Effectiveness

The effectiveness of CRM is defined as attaining a satisfaction level achieved by CRM activities (Kim, Sub and Hwang, 2003).

CRM Critical Success Factors
Critical success factors have been defined as `the limited number of areas in which results, if they are satisfactory, will ensure successful competitive performance for the organization’.

Reliability

Payne, A. and Frow, P. (2005) defines reliability as the degree to which measures are free from error and thus yield consistent results.

Validity
Payne, A. and Frow, P. (2005) defines validity as `the degree to which instruments truly measure the constructs which they are intended to measure’.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

Chapter Summary

2.1
CONCEPTUAL FRAMEWORK

CUSTOMER RELATIONSHIP MANAGEMENT

Customer relationship management cannot be discussed without making mention of customer relations service. So attempt will be made to look into what customer relations service is all about. Customer relations service is  before or after sales activity that  helps customers attend to most of their issues and challenges with an organization’s offerings thereby leading to satisfaction and the maintenance of  a high level of relationship with customers. The goal of customer relations service is to resolve internal and external customer problems quickly and effectively. By providing fast and accurate answers to customers, a company can save cost and increase profit and performance towards such customers (Ojo, 2004).

CUSTOMER RELATIONS SERVICE CAPABILITIES

This can be seen as those processes or technicalities that allow or aid an organization to deliver effective customer care service to their customers. They include but not limited to the following:

Call centre management:

Provides automated, end-to-end call routing and tracking. For example the MTN Nigeria customer care centre.
Captures customer feedback information for performance.
Field service management:

Allocate, schedule, and dispatch the right people, with the right parts at the right time.
Log materials, expenses, and time associated with service orders.
View customer history.
Search for proven solutions.
Help desk management:

Solve problems by searching existing knowledge base.
Initiate, modify and track problem reports.
Provide updates, patches, and new versions.
Customer relations service is vital because customers have more choices today, the targeted customers are most valuable to the company, and customer relations service must receive a high priority within the company. In a general sense, any contact or touch point that a customer has with a firm is a customer relations service encounter and has the potential to gain repeat business purchase or patronization. Winer  (2001) , highlighted that customer relations service is always of two types which are:

Reactive service: 

this is where the customer has a problem, (product failure, questions about a bill, product return etcetera) and contacts the company to solve it. Most companies today have established infrastructures to deal with reactive service situations through almost 1,000 telephone numbers, faxback systems, email addresses, and variety of other solutions. This is exactly what MTN Nigeria customer care does.

Proactive service: 

this is a more difficult approach. This is a situation where the company has decided not to wait for customers to contact them but rather they become aggressive in establishing dialogue with customers prior to complaining or other behavior sparking a reactive solution. This is a matter of good accounts management where the sales force or other people dealing with specific customers are trained to reach out  and anticipate customer’s needs.
EVOLUTION OF CUSTOMER RELATIONSHIP MANAGEMENT

 Customer Relationship Management evolved from business processes like relationship marketing (RM) and the great amount of attention given to improving customer retention through the effective management of customer relationships. Winer S. (2001). He gave three  developmental stages of customer relationship management, which are:

1980: Database Marketing,

1990: Foundation of Customer Relationship Management

Present: The Future of Customer Relationship Management

1980:Database Marketing

The 1980s saw the emergence of database marketing, which was simply a catch phrase to define the practice of setting up customer service groups to speak individually to all of a company’s customers. In the case of larger clients, it was a valuable tool for keeping the lines of communication open and tailoring service to client’s needs. In the case of smaller clients, however it intended to provide repetitive survey-like information that cluttered databases and didn’t provide much insight. As companies began tracking database information, they realized that the bare bones (what customers wanted) were all that was needed in most cases; what they buy regularly, what they spend, and what they do. The promise of database marketing is to speak individually to countless customers. The reality was that, it’s too costly, too difficult, and doesn’t pay out on the bottom line, except in the case of business-to-business key account marketing. The compromise: a little database marketing goes a long way which is good news for everyone except for technology vendors.

1990:Foundation of Customer Relationship Management

The 1990s saw the introduction of advances in this system. It was during this time that the term customer relationship management was introduced. Unlike previous customer relationship systems, CRM was a dual system, instead of gathering data for their own use, they began giving back to their customers not only in terms of the obvious activity and spending patterns. CRM was now being used as a way to increase sales passively as well as through active improvement of customer service. Customer relationship management is the system that is responsible for introducing things such as frequent flyers, gifts, and credit card points. Before CRM evolved, this was rarely done, customers would simply buy from the company, and little was done to maintain their relationship. Before the introduction of CRM many companies didn’t feel the need to cater for their customers. In the minds of the executives, they have tremendous resources and could replace customers whenever it became necessary. While this may have worked prior to the 1980s, the introduction of the information age allowed people to make better decisions about which companies they would buy from, and global competition made it easier for them to switch if they were not happy with the service they are getting. As of now Nigeria has up to four telecommunication companies which are facing intense competition. Each one of them are  offering almost the same service and charging almost the same rate, and each of them know that for them to survive they must collect necessary information from customers as well as giving the customer information back in return too.
The Future of Customer Relationship Management

Today, Customer Relationship Management is being used to achieve the best of both worlds. Companies want to maintain strong relationships with their clients while simultaneously increasing their profits. The CRM systems of today could be called TRUE CRM systems. They have become the systems that were originally envisioned by the pioneers of this paradigm. Software companies have continued to release advanced software programs that can be customized to suit the needs of companies that compete in variety of industries. Instead of being static, the information processed within modern CRM systems is dynamic. This is important because we live in a world that is constantly changing, and organizations that want to succeed must constantly be ready to adapt to these changes. Real customer relationship management as we see it today began earnestly in the early years of this century. As software companies began releasing newer, more advanced solutions that were customizable across industries, it became feasible to really use the information in a dynamic way.  Instead of feeding information into a static database, for future reference, CRM became a way to continuously update understanding of customer’s needs and behavior. Branching of information, sub-folders, and custom-tailored features enabled companies to breakdown information into smaller subsets so that they could evaluate not only concrete statistics, but information on the motivation and reaction of customers. Today, CRM is still being utilized most frequently by companies that rely on two distinct features: customer service or technology. According to Anderson (2000), The three sectors of business that rely most heavily on CRM and use it to great advantage are:

Financial services sector

A variety of high tech corporations and

Telecommunications industry.

The telecommunications industry in particular, tracks the level of customer satisfaction and what customers are looking for in terms of changes and personalized features.

OVERVIEW OF CUSTOMER RELATIONSHIP MANAGEMENT
Customer relationship management is widely described as a strategy,  processes and practices or methodology. Customer relationship management is not just something that is done once to new customers it is a continuous process. Customer Relationship Management, is an essential part of modern business management. As pointed out by Claudia et al (2001), “customer relationship management can be seen as the alignment of business strategy, organization structure and culture, and customer information and technology so that all customer interactions can be conducted to the long-term satisfaction of the customer and to the benefit and increase in performance of the organization”.  Newell (2000), viewed Customer Relationship Management as one of the newest innovations in customer service today. Customer relationship management helps management and customer service staff to cope with customer concerns and issues. The strategy involves gathering a lot of data about the customer, data collected are used to facilitate customer service transactions by making the information needed to resolve the issue or concern readily available to those dealing with the customers. This will often lead to more customer satisfaction and, a better business operation in terms of profit and performance. In essence, Customer Relationship Management systems are of great help to the management in deciding on the future course of the organization. ( Gummesson, 2004).

A commonly cited definition of CRM is that by Antonides et al (1999), which goes thus as: “Customer Relationship Management is the establishment, development, maintenance and optimization of long-term mutually valuable relationships between customers and organizations.  Greenberg (2001), noted that Customer Relationship Management (CRM) includes the methodologies, strategies, software, and web-based capabilities that help an enterprise organize and manage customer relationships. It is the collection and distribution of all customer  data to different areas of the business. Customer Relationship Management (CRM) is a concept to enhance a company’s ability to retain customers and gain strategic advantage over its competitors. It is focused on creating and managing relationships with customers more effectively through detailed and accurate analysis of consumer data using various information technologies, (Gosney G. et al 2000). Customer relationship management helps to achieve organizational goal as well as improve the experience that customers get from the organization. According to a research carried out in the United States in 2006, the conclusion was adopted that the quality of services that an organization renders to its customers will affect their profitability and that is why they have to manage these customers so as to get the best from them. CRM as a strategy goes beyond increasing transaction volumes and level of sales. Its main objective is to increase profitability, revenue and customer satisfaction. Simply put, CRM is a strategic process rather than a technical issue. This is a significant change of paradigm and a quantum leap in terms of how we look at our business activity. In the marketing literature the terms customer relationship management and relationship marketing are used interchangeably. Nevin (1995) argues that, these terms have been used to reflect a variety of themes and perspectives. Some of these themes offer a narrow functional marketing perspective while others offer a perspective that is broad and somewhat paradigmatic in approach and orientation. A narrow perspective of customer relationship management is database marketing emphasizing the promotional aspects of marketing linked to database efforts. Bickert, (1992). According to Boulding et al. (2005), CRM represents an evolution beyond the existing idea. They examined that Customer Relationship Management goes beyond existing ideas as it includes the integration of all activities across the firm, linking these activities to both firm and customer value, extending this integration along the value chain and developing the capability of integrating these activities across the network of firms that collaborate to generate customer value while creating shareholder value for the firm. In addition, due to the newness to organizations which have not adopted it before and the technological aspect of the CRM definition, CRM is viewed as an innovation in this research.

Customer Relationship Management (CRM) is a managerial philosophy that seeks to build long term relationships with customers. CRM can be defined as “the development and maintenance of mutually beneficial long-term relationships with strategically significant customers” (Buttle,  2001).

There are certain parameters or yardsticks which can be used to qualify a good customer relationship management strategy. These parameters are:
Should be integrated to the business process throughout the enterprise.

Must be accessible to every personnel involved in a customer’s interaction with the organization.

Must measure, analyze and improve process effectiveness.

Must have coordinated process and strategies.

Must have a single and universally shared data pertaining to a customer.

Must be web-based and possess real-time analytics with closed loop reporting.

Should anticipate the customer’s needs accurately enough to be in the right place, at the right time, with the right product for them.

Barnes (2002) points out that CRM consists of three components which are:

The customer.

Relationship (between Company and Customer).

Management.

 COMPONENTS OF CRM

Relationship

The customer relationship management process is a continuum that does not just end when a customer is won. Rather it should continue throughout the time that the customer will last in the organization. So with this in mind, Barnes (2002), once more gives a little explanation on what the components of customer relationship management is;

Customer: 

The customer is the only source of the company’s present profit and future growth. However, a good customer, who provides more profit with less resource, is always scarce because customers are knowledgeable and the competition for them is fierce. Sometimes it is difficult to distinguish who the real customer is because the buying decision is frequently a collaborative activity among participants of the decision making process. (Wyner 1999). Information technologies can provide the abilities to distinguish and manage customers; CRM is more of a marketing approach that is based on customer information.

Relationship: 

The relationship between a company and its customers involves a continuous bi-directional communication and interaction. The relationship can be short-term or long-term, continuous or discrete, and repeating or one-time. Relationship can be attitudinal or behavioral. Even though customers have a positive attitude toward the company and its products, their buying behavior is highly situational.  For example, the buying pattern of airline tickets depends on whether the person buys it for family vacation or corporate business trip. CRM involves managing relationships that exist among customers and business owners, so that it will be profitable and mutually beneficial to both parties. Customer lifetime value (CLV) is a tool for measuring such a relationship.

Management: 

Customer Relationship Management (CRM) is not an activity only within a marketing department. Rather, it involves continuous corporate change in culture, attitude and processes. The customer’s detail that is obtained is being transformed into corporate knowledge that leads to activities that take advantage of the details and of market opportunities. CRM requires a comprehensive change in the organization and its people. (Ngai, 2005).

 CATEGORIES OF CUSTOMER RELATIONSHIP MANAGEMENT

According to Parvatiyar et al, (2001), they fundamentally examined that the, CRM application architecture must combine operational (transaction-oriented business process management) technologies and analytical (data mart-centered business performance management) technologies. Besides, the enterprise also needs to cater to the interaction needs of its customers across multiple channels using various collaborative technologies. 

A balanced CRM approach requires that all three sides of the equation be implemented to form the CRM backbone.

CRM can be broadly categorized under three heads:

Operational CRM
 Automation of the basic business processes (marketing, sales, service):
Analytical CRM
Support to analyze customer behavior, implements business intelligence like technology:
Collaborative CRM

 Ensures the contact with customers (phone, email, fax, web, sms, post, in person):

OPERATIONAL CRM:
The goal here is to achieve the automation of horizontally integrated business processes including customer touch points, point of sales, Enterprise Resource Planning (ERP),  and the legacy systems integration. (While ERP forms the back office automation, CRM covers the front office. Typical applications include sales force automation, call center automation, channel automation, enterprise marketing automation and proposal generation. Operational CRM is covered by customer-facing applications that integrate the front, back, and mobile offices, including sales force automation, enterprise marketing automation, and customer service support. Operational CRM is capable of integrating with financial and HR suites of ERP, thus making it possible to have end-to-end functionality from lead management to order tracking.)

ANALYTICAL CRM:
Analytical CRM is the use of customer data for analysis, modeling and evaluation to create a mutually beneficial relationship between the company and the customer. CRM analytics comprises all programming that analyzes data about an enterprise’s customers and presents it so that better and quicker business decisions can be made. Almost every organization has collected and stored a wealth of data about their customers, suppliers, and business partner, (Parvatiyar et al, 2001). 
The differentiating factor of a successful progressive enterprise is its ability to discover valuable information hidden in this data and transform this data into knowledge. This involves capturing, storing, extracting, processing, analysis and interpretation of customer data to the corporate user. 

The purpose of these tools is to draw inferences regarding customer preferences, attitudes, behavior etcetera. They allow corporate customer managers to differentiate and segment customers to gain competitive advantage. It involves the use of a customer intelligence management technique.

ANALYSIS OF CUSTOMER DATA
Processes managed by an analytical CRM environment include data acquisition, cleansing/integration, loading/unloading, aggregation and distribution. Analysis of customer data essentially takes two forms – predictive and retrospective. One form enables companies to predict or forecast future behaviors or values of customers while the other provides a multidimensional view of customer activity.

Predictive analysis 

uses historical customer data to uncover customer patterns, behavior and relationships. The use of data mining and predictive analysis enable a company to focus on high-value customers.

Retrospective analysis 

provides capabilities such as online analytical processing (OLAP), query and reporting. When companies need to understand existing customer data by transaction, location, product and time, retrospective analysis is a good solution.

COLLABORATIVE CRM

Collaborative CRM refers to the strategies and technologies that enable multi-enterprise business process integration and content management, with the goal of creating, growing, and retaining profitable networks of customer and partner relationships. It focuses on giving visibility into enterprise sales, service, marketing, and product development to support customers better.

This is the application of collaborative services to facilitate interactions between the customer and the organization. Examples are portals, partner relationship management (PRM) application, e-communities or customer interaction center (CIC). Collaborative CRM facilitates interactions with customers through all channels (personal, letter, fax, phone, web, e-mail) and supports co-ordination of employee teams and channels. Collaborative CRM is used to establish the lifetime value of customers beyond the transaction by creating a partnering relationship. Collaborative CRM enables an organization’s internal customer facing and support staff, mobile sales people, partners and customers themselves to access, distribute and share customer data/ activities (Copulsky and Wolf, 1990). The above types of customer relationship management have their constituents or what they are made up. A  CCE fosters a people-centric collaboration which permits any user to access any relevant data on any system, internal or external, as long as that access will enhance that user’s job performance or function (Myers, 2002). Collaborative CRM is also an approach in which the various departments of a company, such as sales, technical and support, and marketing, share any information they collect from interactions with customers. For example, customer feedback gathered from technical support section could inform marketing staff about products and services that might be of interest to the customers. The purpose of collaboration is to improve the quality of customer service, and as a result increase customer satisfaction and loyalty.

PERSPECTIVES OF CUSTOMER RELATIONSHIP MANAGEMENT
According to Janice (2003), customer relationship management can be viewed conventionally from the following perspectives;
CRM from the Information Technology Perspective.

From the technology perspective, companies often buy into software and that will help to achieve their business goals. For many, CRM is far more than a new software package, the renaming of traditional customer services, or an IT-based customer management system to support sales people. However, IT is vital since it underpins CRM, and has the payoffs associated with modern technology, such as speed, ease of use, power and memory, and so on. 
CRM from the Customer Life Cycle (CLC) Perspective.

The Customer Life Cycle (CLC) has obvious similarities with the Product Life Cycle. However, CLC focuses upon the creation of and delivery of lifetime value to the customer i.e. looking at the products or services that customers need throughout their lives. It is marketing orientated rather than product orientated. Essentially, Customer Life Cycle is a summary of the key stages in a customer's relationship with an organization. 

CRM from the Business Strategy Perspective.
The Business Strategy perspective has most in common with many of the concepts and topics contained in customer transaction with the organization. It contains three key phases - customer acquisition, customer retention and customer extension, and three contextual factors - marketing orientation, value creation and innovative IT. 

PURPOSES OF CUSTOMER RELATIONSHIP MANAGEMENT.

CRM, in its broadest sense, means managing all interactions and business with customers. This includes, but is not limited to, improving customer service and response. A good CRM program will allow a business to acquire customers, service the customer, increase the value of the customer to the company, retain good customers, and determine which customers can be retained or given a higher level of service. Wyner (1999), explained that a good CRM program can improve customer service by facilitating communication in several ways:

Provide product information, product use information, and technical assistance on web sites that are accessible 24 hours a day, 7 days a week. 

Identify how each individual customer defines quality, and then design a service strategy for each customer based on these individual requirements and expectations. 

Provide a fast mechanism for managing and scheduling follow-up sales calls to assess post-purchase cognitive dissonance, repurchase probabilities, repurchase times, and repurchase frequencies. 

Provide a mechanism to track all points of contact between a customer and the company, and do it in an integrated way so that all sources and types of contact are included, and all users of the system see the same view of the customer (reduces confusion). 

Help to identify potential problems quickly, before they occur. 

Provide a user-friendly mechanism for registering customer complaints (complaints that are not registered with the company cannot be resolved, and are a major source of customer dissatisfaction). 

Provide a fast mechanism for handling problems and complaints (complaints that are resolved quickly can increase customer satisfaction). 

Provide a fast mechanism for correcting service deficiencies (correct the problem before other customers experience the same dissatisfaction). 

Use internet cookies to track customer interests and personalize product offerings accordingly. 

Use the Internet to engage in collaborative customization or real-time customization. 

Provide a swift mechanism for managing and scheduling maintenance, repair, and on-going support (improve efficiency and effectiveness). 

The CRM can be integrated into other cross-functional systems and thereby provide accounting and production information to customers when they want it.

HOW TO IMPROVE CUSTOMER RELATIONS SERVICE:

Good customer service is an integral part of any business or organization. Any profession that requires interaction with the public needs to exercise effective customer service skills in order to gain, retain and satisfy customers. Light, (2001), illustrated that the fundamentals of customer service are quite easy to implement, but here are some of the basics to be remembered from time to time.

Add people-loving people to your team.
This may sound too simple, but employees who are outgoing and friendly tend to be nice to customers and empathetic concerning their problems. Intelligence and problem solving skills are a plus, too.

Offer periodic customer service training programs.
These programs often provide role plays of various scenarios which mimic a range of customer interactions. Ongoing training like this will encourage customer-oriented behaviors and practices.

Give employees the authority to make some difficult decisions without you.
Well defined customer service guidelines will provide a basis for this authority. When employees make good decisions you can congratulate them and, in turn, encourage further customer-oriented decision making

Allow customers to give feedback.
You can issue surveys or randomly call customers to get their opinions. Your customers will usually be glad to share this information. Be sure to act on any feedback that can show you how to improve customer service.

Catch your customers off guard.
Pleasantly surprise your customers with a bonus, an unexpected bonus product along with a thank you note. This simple step will give your customers a good experience and encourage future purchases.

IMPLEMENTING CRM

“A successful CRM strategy cannot be implemented by simply installing and integrating a software package, a holistic approach is needed” Dowling, (2002). This approach may include training of employees, a modification of business processes based on customers' needs and an adoption of relevant IT systems (including software and maybe hardware) and/or usage of IT services that enable the organization or company to follow its CRM strategy. CRM services can even be the acquisition of additional hardware or CRM software licenses.

The term itself is meant to describe the whole business strategy (or lack of one) oriented on customer needs. The main misconception of CRM is that it is only a software, instead of a whole business strategy. (Dimitriadis, & Stevens, 2008).  To be effective, the CRM process needs to be integrated end-to-end across marketing, sales, and customer service. According to Reinartz et al. (2004), A good CRM program needs to:

Identify customer success factor: 

This means that the organization or customer manager should try and find out those factors that make customers to repeat their purchases. It could be quality of product or the value added in terms of satisfaction.

Create a customer-based culture:
What this entails is to try to create an organizational structure that is centered on customer orientation.

Adopt customer-based measures:

Strategies and tactics adopted in the organization should be based on customers and not just on product this time. 

Develop an end-to-end process to serve customers:
Processes used to serve customers should be clearly specified. It could be the process used to enter their data into the customer database or process used to sell or promote products to the customers.  
Recommend what questions to ask to help a customer solve a problem:

Certain questions need to be formulated in major areas of customer concerns and then these questions will be used to help a customer in trying to solve his or her problem.  

Recommend what to tell a customer with a complaint about a purchase:

As regards purchase, certain responses should be formulated so that customers who come with maybe enquiries or complaints about purchases can be attended to effectively.  

Track all aspects of selling to customers and prospects as well as customer support:

There should be customer support programs in place and also all aspects, tactics and strategies used to sell to customers has to be recorded so as to refer to them if they are successful strategies. When setting up a CRM segment for a company, it might first want to see what profile and aspects it feels are relevant to its business, such as what information it needs to serve its customers, the customer's past financial history, the effects of the CRM segment and what information is not useful. Being able to eliminate unwanted information can be a large aspect of implementing CRM systems.When designing a CRM structure, a company may want to consider keeping more extensive information on their primary customers and keeping less extensive details on the low-margin clients.

ORGANIZATIONAL PERFORMANCE
Organizational performance comprises the actual output or results of an organization as measured against its intended outputs (or goals and objectives). According to Richard et al. (2009) organizational performance encompasses three specific areas of firm outcomes: 

(a) financial performance (profits, return on assets, return on investment, etc.);

 (b) product market performance (sales, market share, e.t.c); and

 (c) shareholder return (total shareholder return, economic value added, customer service, e.t.c). Specialists in many fields are concerned with organizational performance including strategic planners, operations, finance, legal, and organizational development.

In recent years, many organizations have attempted to manage organizational performance using the balanced scorecard methodology where performance is tracked and measured in multiple dimensions such as:

Financial performance (e.g. shareholder return);Customer service; Social responsibility (e.g. corporate citizenship, community outreach);Employee stewardship, and Profit maximization.

THEORETICAL FRAMEWORK

Relationship market theory

Buyer-seller relationships rarely exist in pure types and are therefore better 

portrayed on a continuum of varying degrees of relational complexity. Complexity  refers to the number of actors involved in exchange, to their interdependence,  intensity and nature of interaction and to the potential temporal contingencies in  the relationship. Complexity is closely related to the kind of task that is  exchanged or taken care of through the relationship, how standardised the task  is, and how complex and novel it is.  What, then, is the relationship between relational complexity and the context  of exchange? On the basis of our research-tradition analysis, we contend that  complex exchange relationships generally take place in a network context,  whereas less complex relationships are characterised by a market-like exchange Complex  exchange tasks demand a high level of mutual understanding which is not  fostered in market-governed relationships. Through increased mutual learning  and relationship-specific investments, actors become interdependent, which  makes switching difficult. When these conditions characterise exchange  behaviour, the exchange context also tends to become network-like. There are  generally several acceptable alternatives for customers at the low complexity end  of the exchange continuum. This makes switching possible, and leads to less  interdependent relationships. These kinds of relationships tend to be more 

efficiently governed by markets.  Following on from this discussion, we suggest that it is useful to distinguish  between two relationship-marketing theories: Market-based Relationship  Marketing and Network-based Relationship Marketing. These theories have  unique features and they are efficient in explaining the particular relationshipmarketing phenomena that exist in the domains of exchange described above.  Although these theories are closely related to consumer-directed relationship  marketing and interorganisational relationship marketing, their theoretical bases  are anchored in exchange characteristics and the exchange context, not in the  ‘consumer-business’ division.  This basic conclusion has important implications for future theory 

development in relationship marketing, and also sheds light on the current 

debate on its role within the marketing discipline. We would argue that the uncovered dualistic roots of relationship marketing  propositions help us to understand some of the seemingly contradictory notions  in the RM debate. The proponents of different schools of thought have been  criticising each other for insufficient interaction and discussion, for disregard of  the achievements of other traditions and a reluctance to accept their concepts,  models and methods. It is much easier to understand these contradictions in  terms of the fundamental differences in the premises of each research tradition.  Since the key concepts of relationship marketing have roots that are over a  decade old, it is also obvious that the novelty claims made by some RM  proponents are inflated.  The underlying views or bases of the different RM theories are so discrepant  that we do not expect to see any unification into a ‘general theory of relationship  marketing’, which is contrary to Gummesson’s (1995) proposition, for example.  The differences in world view, particularly with respect to the nature of  relationships (complex or standardised, individual vs. organisational, sellermaintained vs. mutually dependent) and their context (atomised and competitive  markets vs. strongly interconnected and often co-operative networks) are so  fundamental that theory-level unification is not useful. On the contrary, Marketbased RM and Network-based RM are specialised, contingency-type theories,  which provide stronger conceptual tools and explanatory mechanisms for the  kind of relationship marketing phenomena that exist in the different domains of  exchange than any other theory at the moment. By increasing the abstraction  level, it is always possible to create a general theory, but that would mean losing much of the knowledge content which is valuable in the two existing, distinct  theories of relationship marketing. Another important theoretical issue concerns the relation between traditional (and typically transactional) marketing management (TMM) and the modes of  relationship marketing dealt with here. Emerging conceptual and empirical  studies (Brodie et al., 1997; Coviello et al.1997; Möller, 1991; Pels, 1999) suggest  that most firms have to master several modes of marketing: traditional aspects of  marketing management such as brand management and competitive  segmentation, targeting and positioning, as well as consumer-targeted and  interorganisational relationship marketing. Companies operating in fast-moving 

consumer packaged goods industries, consumer durables, industrial goods and 

services often employ at least two marketing modes.  The existence of multiple modes of marketing means that we always need  several theories in order to reach a comprehensive understanding of the  marketing activities of most firms. In other words, we do not believe in  propositions that suggest that RM will replace traditional marketing management or make it obsolete. These theories pertain to unique types of exchange  behaviour, they have unique theoretical cores and can be applied in a  complementary fashion to issues which match their knowledge content.  To conclude our theoretical discussion, we suggest that, by examining the  specific content of Market-based RM and Network-based RM, scholars can in the  future develop more rigorous conceptual and analytical tools for relationship  marketing.

2.3
SUMMARY
This chapter has examined impact of customer relationship management on the organization performance. The origin and definitions about relationship marketing and customer relationship management were reviewed. Key literature review study about customer relationship management have been referenced throughout the sections. The area of customer relationship management and how it relates to customer loyalty and organizational performance is an area that is growing in business and organizational research. This study examined customer relationship management in the context of customer service quality and organizational performance The various parts that were examined in this paper includes: what customer relationship management is, types of customer relationship management, what customer service entails, how it can be improved upon and how customer relationship management can be implemented.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to examine the impact of customer relationship management on the organization performance using selected building materials suppliers in Enugu, Asaba, Onitsha, and Awka as cse study. The population of the study therefore comprises of selected building materials suppliers in the study area.

3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of building materials suppliers in the study areas, the researcher conveniently selected 68 which comprise of 17 suppliers from each f the selected areas making a sum of 68 participants as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the Regression statistical tool, SPSS v.23
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of eighty (68) questionnaires were administered to respondents of which only seventy-seven (68) were returned and validated. For this study a total of 68was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	35
	54.5%

	Female
	33
	45.5%

	Age
	
	

	20-25
	6
	19.5%

	25-30
	19
	24.7%

	31-35
	23
	29.9%

	36+
	20
	25.9%

	Marital Status
	
	

	Single 
	10
	12.9%

	Married
	55
	83.1%

	Separated
	0
	0%

	Widowed
	3
	3.9%

	Education Level
	
	

	WAEC
	37
	55.5%

	BS.c
	31
	45.5%

	MS.c
	00
	0%

	MBA
	00
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS
How do organizations measure the effectiveness of their CRM activities?

Table 4.3:  Respondent on usage of Unilever product

	Options
	Yes
	No
	Total %

	Customer retention rate.
	68

(100%)
	00
	68

(100%)

	Client satisfaction level
	68

(100%)
	00
	68

(100%)

	Lifetime customer value.
	68

(100%)
	00
	68

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.
How could these measurements be improved?

Table 4.4:  Respondent on usage of Unilever product

	Options
	Yes
	No
	Total %

	Net-new revenue
	68

(100%)
	00
	68

(100%)

	Length of sales cycle
	68

(100%)
	00
	68

(100%)

	Upsell rate.
	68

(100%)
	00
	68

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.
How can a firm major reasons and benefits of implementation of CRM be described?

Table 4.5:  Respondent on usage of Unilever product

	Options
	Yes
	No
	Total %

	 improved customer service
	68

(100%)
	00
	68

(100%)

	deepened customer relationships,
	68

(100%)
	00
	68

(100%)

	retention of new customers.
	68

(100%)
	00
	68

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.
How can the component of CRM implementation (i.e. people, process, and technology) be described?

Table 4.6:  Respondent on usage of Unilever product

	Options
	Yes
	No
	Total %

	Sales force automation
	68

(100%)
	00
	68

(100%)

	Work flow automation
	68

(100%)
	00
	68

(100%)

	Business reporting.
	68

(100%)
	00
	68

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.
What are the strategic implications of the implementation and use of CRM systems?

Table 4.7:  Respondent on usage of Unilever product

	Options
	Yes
	No
	Total %

	CRM enhances the bottom line and can, therefore, determine profitability, loyalty
	68

(100%)
	00
	68

(100%)

	improves the customer's overall experience by enabling you to better manage direct interactions
	68

(100%)
	00
	68

(100%)

	helps businesses build a relationship with their customers that, in turn, creates loyalty and customer retention.
	68

(100%)
	00
	68

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

TEST OF HYPOTHESES

H1:Perceived operational benefits from using CRM Technological initiatives are positively linked to CRM impact.

H2:Perceived strategic benefits from using CRM technological initiatives are positively linked to CRM impact.

H3:Top management support is positively linked to CRM impact technological readiness.

H4:Technological readiness is positively linked to CRM impact.

H5:Technological readiness is positively linked to knowledge management capabilities.

H6:Knowledge management capabilities are positively linked to CRM impact.

Hypothesis One

Table 4.8: Perceived operational benefits from using CRM Technological initiatives are positively linked to CRM impact.

	Model 1
	R = 0.830
	R2 = 0.936
	Adj.R2 = 0.687
	Std. Error estimation

= 0.307
	Durbin- Watson =

1.679

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.246

2744.947

8834.193
	1

66

68
	6089.246

18.547
	328.315
	.000b

	Constant

CRM Technological initiatives
	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.417

.887
	2.936

.016
	.830
	-3.888

18.119
	.000

.000


Source: Author’s Data Analysis, 2021

The table above shows that perceived operational benefits from using CRM Technological initiatives are positively linked to CRM impact at (β = 0.887, R2 = 0.936, P = .000). Furthermore, the P value of 0.000 is less than significant level of 0.05. The result shows that perceived operational benefits from using CRM Technological initiatives are positively linked to CRM impact. Therefore H01 is rejected.

Hypothesis Two
Table 4.9: Perceived strategic benefits from using CRM technological initiatives are positively linked to CRM impact.
	Model 1
	R = 0.831
	R2 = 0.972
	Adj.R2 = 0.688
	Std. Error estimation

= 0.308
	Durbin- Watson =

1.688

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.247

2744.948

8834.194
	1

66

68
	6089.247

18.547
	328.316
	.000b

	Constant

CRM technological initiatives
	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.418

.796
	2.943

.017
	.830
	-3.999

18.120
	.000

.000


Source: Author’s Data Analysis, 2021

The table above shows that perceived strategic benefits from using CRM technological initiatives are positively linked to CRM impact at (β = 0.796, R2 = 0.952, P = .000). Further, the P value of 0.000 is less than significant level of 0.05. The result shows that Perceived strategic benefits from using CRM technological initiatives are positively linked to CRM impact. Therefore H02 is rejected.
Hypothesis Three

Table 4.10: Top management support is positively linked to CRM impact technological readiness.

	Model 2
	R = .809a
	R2 = .917
	Adj.R2 = .652
	Std. Error estimation

= 3.873
	Durbin-Watson

= 1.790

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	4195.645

2219.689

6415.333
	1

66

68
	4195.645

14.998
	279.749
	.000b

	Constant

  CRM impact technological readiness
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-6.981

.768
	2.641

.014
	.809
	-2.644

16.726
	.009

.000


Source: Author’s Data Analysis, 2021

The table above shows that Top management support is positively linked to CRM impact technological readiness. at (β = 0.768, R2 = 0.917, P = .000). Furthermore, the P value of 0.000 is less than significant level of 0.05. Top management support is positively linked to CRM impact technological readiness. Therefore H03 is rejected.
Hypothesis Four

Table 4.11: :Technological readiness is positively linked to CRM impact.

	Model 2
	R = .809a
	R2 = .913
	Adj.R2 = .652
	Std. Error estimation

= 3.873
	Durbin-Watson

= 1.790

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	5159.653

2973.677

5457.673
	1

66

68
	6159.634

15.778
	299.999
	.000b

	Constant

CRM impact.


	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-10.491

.861
	2.641

.014
	.809
	-2.874

17.639
	.009

.000


Source: Author’s Data Analysis, 2021

The table above shows that Technological readiness is positively linked to CRM impact. reports at (β = 0.861, R2 = 0.913, P = .000). Furthermore, the P value of 0.000 is less than significant level of 0.05. The result shows that Technological readiness is positively linked to CRM impact. . Therefore H04 is rejected.

Hypothesis five

4.12:Technological readiness is positively linked to knowledge management capabilities
	Model 1
	R = 0.831
	R2 = 0.982
	Adj.R2 = 0.688
	Std. Error estimation

= 0.308
	Durbin- Watson =

1.688

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.247

2744.948

8834.194
	1

66
68
	6089.247

18.547
	328.316
	.000b

	Constant

knowledge management capabilities

	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.418

.856
	2.943

.017
	.830
	-3.999

18.120
	.000
.000


Source: Author’s Data Analysis, 2021

The table above shows that Technological readiness is positively linked to knowledge management capabilities  at (β = 0.856, R2 = 0.982, P = .000). The P value of 0.000 is less than significant level of 0.05. The result shows that Technological readiness is positively linked to knowledge management capabilities . Therefore H05 is rejected.

Hypothesis six

Table 4.13:  Knowledge management capabilities are positively linked to CRM impact.
	Model 2
	R = .809a
	R2 = .917
	Adj.R2 = .652
	Std. Error estimation

= 3.873
	Durbin-Watson

= 1.790

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	4195.645

2219.689

6415.333
	1

66

68
	4195.645

14.998
	279.749
	.000b

	Constant

CRM impact.

	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-6.981

.768
	2.641

.014
	.809
	-2.644

16.726
	.009

.000


Source: Author’s Data Analysis, 2021

The table above shows that Knowledge management capabilities are positively linked to CRM impact at (β = 0.768, R2 = 0.917, P = .000). Furthermore, result reveals that knowledge management capacity has 68.9% are positively linked to CRM impact. The P value of 0.000 is less than significant level of 0.05. The result shows that Knowledge management capabilities are positively linked to CRM impact. Therefore H06 is rejected.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was to examine the impact of customer relationship management on the organization performance using building material sellers in Enugu, Asaba, Onitsha, amd Awka as a case study. The study specifically was aimed at highlighting the   main problems   concerning   CRM implementation process. the core principles required in adopting and integrating CRM system within an organization.  analyze the CRM adoption framework proposed by many leading CRM reviews.  CRM is measured within an organization.  To know the strategic/technological benefits of CRM implementation.

The study adopted the survey research design and randomly enrolled participants in the study. A total of 68 responses were validated from the enrolled participants where all respondent are drawn from suppliers of building materials in the selected areas.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

CRM enhances the bottom line and can, therefore, determine profitability, loyalty

improves the customer's overall experience by enabling you to better manage direct interactions

helps businesses build a relationship with their customers that, in turn, creates loyalty and customer retention.

CRM  improved customer service

CRM deepened customer relationships,

CRM improves retention of new customers.

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

That companies is to carryout research that will enhance the current and the expected level of performance, there are lots of customers looking for services above price, the focus should be customer value for money, and how to satisfy them, it is necessary that the company’s employee must be customer oriented; also advertisement is necessary to win back lost customers. Other variables that is responsible for increase in performance has to be harnessed such as employee training, corporate planning and strategy, human resources capacity enhancement, financial performance (e.g. shareholder return), Social responsibility (e.g. corporate citizenship, community outreach), Employee stewardship, Profit maximization and a whole lot of others.

The main component behind customer relationship management/service is the implementation of technology.  Computer systems and software can help the customer managers do what they do best and allow the customer’s information to be integrated into a single database that can be accessed by other departments. For example the SPSS package can be used to analyze customer retention, frequency and purchase cycle. This will help the customer manager to have a dataset on how the customer patronizes the organization.
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APPENDIXE

THE INFLUENCE OF LEARNING ENVIRONMENT ON STUDENTS ACADEMIC PERFORMANCE (TILESAP)

QUESTIONNAIRE

SECTION A
Geder

Male()

Female ()

Age

20-25 ()

25-30 ()

31-35 ()

36+ ()

Marital Status

Single ()

Married()

Separated()

Widowed()

Education Level 

WAEC ()

BS.c ()

MS.c ()

MBA ()

Section B

How do organizations measure the effectiveness of their CRM activities?

	Options
	Yes
	No

	Customer retention rate.
	
	

	Client satisfaction level
	
	

	Lifetime customer value.
	
	


How could these measurements be improved?

Table 4.2:  Respondent on usage of Unilever product

	Options
	Yes
	No

	Net-new revenue
	
	

	Length of sales cycle
	
	

	Upsell rate.
	
	


How can a firm major reasons and benefits of implementation of CRM be described?

	Options
	Yes
	No

	 improved customer service
	
	

	deepened customer relationships,
	
	

	retention of new customers.
	
	


How can the component of CRM implementation (i.e. people, process, and technology) be described?

	Options
	Yes
	No

	Sales force automation
	
	

	Work flow automation
	
	

	Business reporting.
	
	


What are the strategic implications of the implementation and use of CRM systems?

	Options
	Yes
	No

	CRM enhances the bottom line and can, therefore, determine profitability, loyalty
	
	

	improves the customer's overall experience by enabling you to better manage direct interactions
	
	

	helps businesses build a relationship with their customers that, in turn, creates loyalty and customer retention.
	
	


