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ABSTRACT
This study was carried out to examine the influence of customer relationship management on the sales of products using KFC foods in  Lagos State. Specifically, the study examined To establish the influence of customer relationship management on the sales of KFC products in shopping malls in Lagos.the study also, identify the ways in which customer relationship management influences the sales of KFC products in shopping malls in Lagos.the study further, establish the level of influence of customer relationship management on sales of KFC products in comparison with other factors. A total of 30 responses were validated from the survey. From the responses obtained and analyzed, the findings revealed that CRM helps sales people to optimize their daily schedules and prioritize tasks to make sure customers are not ignored. Furthermore, CRM allows sales people to spend more time with customers, which leads to more deals closed.lastly, CRM helps to build stronger customer base. The study hereby recommend that Management should strategize on how to satisfy the needs of customers.also,Management should employ sustainable strategy and practice to improve their market performance.lastly,Good quality products should be consistent in the production process. 

CHAPTER ONE
INTRODUCTION
1.1  Background to the Study
Studies have shown that in this ever changing and dynamic business environment driven by globalization, service industry needs to develop a good product for the consumer, making the price affordable as well as interact with the customers using a friendly language (Fozia, Shiamwama and Otiso, 2014). This is pertinent because the higher the customers, the higher the sales and in turn the profitability of the company. This is because the quality of the product expected by the customers from the company is very high and it must be of higher quality. To this end, many service industries/organisation engage in stiff competition with one another with a view to satisfying customers’ needs and expectation. For this reason, companies (both foreign and local) are constantly engage in products quality, brand promotion and rendering good customer service in order make their customers remember them and place their product in a rightful position amidst a competitive market. The aforementioned stiff competition among various companies notwithstanding have cost many companies huge amount of money for advertisement and promotion which is detrimental to the profit level of the company. It is in this regard that many profit oriented companies are looking for a new dimension of achieving brand loyalty for its product from the potential customers in other to increase their sales patronage. To this end, Customer Relationship Management (CRM) has been identified as an effective strategy to maintain both the potentials and new customers.Customer Relationship Management (CRM) as a concept holds that, for a company to maximize profit, it must increase its customer’s level. To do this, company must develop a relationship with each valued customers and ensure that they have acquired details information about them (Kotler, 2003). Customer Relationship Management (CRM) also presupposes customers’ needs must be identified, satisfied, and influences their behavior with the hope of reining them through effective communication (George, Emmanuel, Christiana, & Rachel, 2011). In the word of Kishore, (2009), CRM has two specific and autonomous important strategies. The first strategy is for a firm to be self-determine the cost and build a long term customer relationship, the second is  to maintain  this relationship using the following tactics; collection and analysis of accurate data, ensure recent and up to date marketing campaign as well as well as developing a problem solving ability for the customers.Julita, (2011) opines that there is a thin line between a consumer and a customer, these words were used interchangeable in a business field and is adding to the confusion. When you are talking of a customer, this refer to someone who purchase goods and services from someone else, while a consumer busy goods and services for personal use.Economics refers to a consumer as either a single person or an entire organization that uses a certain type of service. For instance, someone who is sells a coffee and buys a coffee from a coffee maker; this invariably means that the restaurant buys the said equipment, for the benefit of its patrons or guests. In this situation, the restaurant represents a customer and not the actual consumer. Furthermore, in a resemblance situation, where you directly go to the coffee maker and buy coffee for your family’s use, then you are the real consumer. In simple sentence, any product bought other than for personal use is refers to as a customer. The significance of a customer cannot be underestimated as he/she represents in the office, on phone as well as mail or e-mail. In another dimension, Welsh, (2008) sees customer as a person who is capable of bringing the want of an organisation to their want, and it therefore becomes the primary responsibility of the organisation to handle the customer profitably and the achievement of the organisation and customers.  Service provider or organizations that would meet the need of the targeted customers’ audience through various products and service must stay ahead of the competitive companies and forced to turn their attention to the customers  and value them as  individual customer and the development of personalized relationships. Customers must have knowledge of the products in the market and the company at the same time should adapt their products to the needs and requirement of the customers (Vogt, 2008). From the foregoing, the overall essence of customer relationship management is contingent upon how effectively a company can manage its potential customers.  It is easier for newly established industries with few employees and few customers to satisfy the needs of the customers and satisfy them, the moment your customers increases, you must add links to the customers’ service chain (Khwala, 2016).  This is where customer relationship management comes into play. The perception and feeling customers have towards a brand goes a long way in determining the success or failure of the brand. For this reason businesses strive to build good brand equity for their brands using various means in which good customer service is included. It doesn’t just end in good customer service; businesses have taken steps in harnessing the ‘goodness’ of customer relationship management.  Consequent upon the above, many service industries were aggressively implementing the CRM to increase their sales; food industry is not an exception. Food is seen as the third most essential element for life apart from air and water. In fact, in Abraham Maslow’s hierarchy of human needs, food occupies the number basic need of life for human survival. Food in this regard represent an essential factor in living a healthy life, providing pleasure as well as reducing stress for human survival (source 30). Because of the immeasurable benefits attached to food consumption, production of food has become safer, delicious, varied, convenient and readily available for consumption at all times. To this end, the report by La Trobe University (2009) shows that the food sector is one of the biggest sectors as compared to traditional industries. Thus, cultivation, processing, and production of food must be adequately managed by the food industry (Ejaz, Ahmed, & Ahmad, 2013).However, despite the increasing demand for food restaurant, customers are becoming more educated and conscious, therefore, they compare the nutrition and quality to the price of the menu and the services rendered to them. In this case, small restaurant with limited resources would find it difficult to compete vigorously with large enterprise in terms of advertisement and public relation tecniques in order to increase customers’ patronage. Consequent upon the above, the only way for a small restaurant to get sustainable growth is to adopt different marketing strategy through the effective use of customer relationship management. Based on this understanding, an explanation on how the use of good customer service has been translated to sales for businesses will be given using KFC outlets in Ikeja City Mall and the Palms Lekki both in Lagos as reference point.
1.2 Statement of the Problem
With the increasing demand and patronage of Quick Service Restaurants, the role and value of customer relationship management cannot be over-emphasized. Neglect of customer relationship management has led to reduced traffic to the stores in recent times. By implication, the sales and profitability of the company reduces which might undermine the sustainability of the company if not collapsed out rightly.
Against this backdrop, the thrust of this research is to determine if KFC as food industry has adopted CMR, if yes, what influence doe it has on the sales of KFC products; hence the study.
1.3   Research Objectives
The specific objectives are:
1. To establish the influence of customer relationship management on the sales of KFC products in shopping malls in Lagos.
2. To identify the ways in which customer relationship management influences the sales of KFC products in shopping malls in Lagos.
3. To establish the level of influence of customer relationship management on sales of KFC products in comparison with other factors.
1.4 Research Questions
The following research questions will be used in determining the influence customer relationship management has on the sales of KFC products in Lagos shopping malls. 
1) How does customer relationship management influence the sales of KFC products in Lagos shopping malls?
2) What is the influence of effective customer relationship management practice on the sales of KFC products in Lagos shopping malls?
3) What level of influence does customer relationship management have on sales of KFC products in comparison with other factors?
1.5   Significance of the Study
 This study will examine the role of customer relationship management on the sales of KFC products. The various significance of this study will be divided into three categories; educational, media enterprise/practitioners and scholarship.
Ø  To students: The proposed study will serve as a reference or guide to students in understanding ‘Customer Relationship Management’ and how it translates to sales.
Ø  To the management of KFC: The proposed study will help them understand the role good customer relationship management plays in the sales of their products.
Ø  To competitors: It will educate them on the importance of CRM in the management of their businesses.
Ø  To scholarship: The proposed study will benefit and serve as guide to the future. The study also opens up opportunity for further research in this area of study.
This study will serve as an eye-opener to the influence that good customer relationship management has on sales on businesses or organizations and various ways of measuring and managing relationships with customer or clients.
1.6            Scope of the Study                 
This study will focus on understanding the concept of Customer Relationship management and its influence on sales of products using KFC product as the case study. This study will ascertain how CRM positively or negatively impacts sales of products in KFC stores.  
1.7       Limitations of the Study
There are some anticipated hiccups which may serve as limitation to the credibility of this research.  Some of the anticipated limitations may include time and fund availability, limited sample, newness of the concept of CRM, as well as financial constraints in carrying out the research. These above challenges notwithstanding, the researcher attempted to elicit honest responses from the focus group discussion participants and findings would be reported objectively.
1.8          Operational Definition of Terms 
In other to ensure clarity as well as avoiding ambiguity, attempt shall be made to define the following terms the way it is used in this study.  ·         
Influence:  This simply refers to an extent to which someone’s decision and behavior can be changed through persuasion and lobbying. ·        
Customer Relationship Management: In the opinion of the researcher, CRM means responding to the needs of customers timely, make the satisfaction of the customer your priority, and interact with them in a polite manner. ·        
Sales: In simple term, a sale is what transpires between a producer and a customer in exchange for money.


CHAPTER TWO
REVIEW OF LITERATURE
[bookmark: _Toc43312039]INTRODUCTION
Our focus in this chapter is to critically examine relevant literature 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
[bookmark: _Toc43312040]2.1	CONCEPTUAL FRAMEWORK
CUSTOMER RELATIONSHIP MANAGEMENT 
Customer relation is the process by which companies promote customer satisfaction and customer loyalty. Obtaining satisfied customer is a goal oriented process (Pesämaa, Hair, Fredman, 2008). The goal is specifically that most customer relation programs build long-term relationships. The program is typically two folded: in which one identify those in which the customer keeps buying the product or service and secondly those recommend it to others (Reference for Business, Encyclopaedia of Business, and 2nd edition). CRM thus refers to utilizing extensive strategies and engineering to find, obtain, and cultivate advantaged customers, and hence maintain long-term partnerships (Sin et al., 2005). Aggarwal (1997) and Claycomb et al. (1999) defined CRM as activities that manufacturers practice for understanding customer demands and improving customer satisfaction. Joo (2007) heed customer-centred approach is a critical success factor for businesses and furthermore Ranjan and Bhatnagar (2008) argue CRM guides organizations to focus on their customers. A good CRM strategy can increase sales by improving relationships with customers, thus enhancing customer loyalty (Huang and Lin, 2005). The acceleration of R&D efforts and the development of internal innovative capabilities are no longer sufficient to cope with the increasing cost, speed, and complexity of technological developments. In recent decades, there has been unprecedented growth in corporate partnering and an increasing reliance on various forms of external collaboration (Hagedoorn and Schakenraad, 1992; Gulati, 1995). Empirical studies have established that customer integration increases a company’s potential for innovation (Urban and von Hippel, 1988). Customer relationship management (CRM) has generally been assumed to enhance competitiveness for an organization, as well as to have a positive impact on corporate innovations. Among its many advantages are: early customer integration leads to a stronger relationship with the partner, a better understanding of market needs, fewer errors in the early development process, and a better product quality. Customers can provide first-hand information regarding their needs, can help create innovative ideas for new products, and provide feedback regarding concepts and prototypes (Bruce and Biemans, 1995). Customers are no-longer playing the mere role of end users. Their role in the whole value chain has become more and more prominent. However, there is still much debate over exactly what constitutes CRM. In fact, many scholars have claimed that the precise meaning of CRM is not always clear in the literature (Nevin, 1995; Parvatiyar and Sheth, 2001). For example, at a tactical level, CRM may mean database marketing (Peppers and Rogers, 1995) or electronic marketing (Blattberg and Deighton, 1991). At a strategic level, CRM may mean customer retention or customer partnering (Peppers and Rogers, 1993; Vavra, 1992). At a theoretical level, CRM may mean an emerging research paradigm in marketing (Parvatiyar and Sheth, 2001).This study focuses on the five most popular CRM activities listed by Lin et al.(2010): information sharing, customer involvement, long-term partnership, and joint problem solving.
EVOLUTION OF CUSTOMER RELATIONSHIP MANAGEMENT 
The roots of CRM stem from the relationship marketing theory. Relationship marketing is the process of identifying, developing, maintaining, and terminating relational exchanges with the purpose of exchanging performance (Palmatier, 2008). According to Labus and Stone (2010) CRM is not just a software. In the past, CRM was often seen as a quick fix information technology project proposal implemented by consultancies. Mack et. al., (2005) claim that CRM evolved from total quality management in the 1980s. Schmitt (2003) identifies the origin of the customer orientation movement in 1990s, whereas Newell (2003) recognizes the strategic and technological focus of CRM. According to Chen and Popovich, (2003) The United States software vendors took up relationship marketing to market CRM systems. Labus and Stone refers to the continued usage of relationship marketing terminology, whereas Payne and Frow (2005, p.85) claim that CRM has “its roots in relationship marketing”. Later, Payne addresses the significance of change management in achieving positive CRM outcomes. Therefore, CRM thinking has evolved over the last decade, but there are differences of opinion as to how. However this term has been changed according to time as CRM and it’s still a new marketing concept to business strategies in Malaysia especially for small businesses. Referring to Chen & Popovich, (2003) in The United States of America now it has been an advance in technology which uses enterprise software technology compared to CRM, while it is not a new concept in marketing. During the mid-year of 1990s, the first CRM surfaced were information technology vendor and practitioner community (Coltman, 2007). Moreover, Drucker (1954) argue that customers relationship could been traced since 1950s and customers should be the foundation of an organization and the very reason for its existence. In the recent years, several factors have contributed to the rapid development and evolution of CRM. The rapid evolution of CRM technologies in organization has been created strong relationships and enhances customer value to improve motivation and the instruments (Day, 2003). In many industries in the world, this intermediation process has become the advent of sophisticated computer and telecommunication technologies that allow producers to directly interact with end customers (Parvatiyar & Sheth, 2001). As a concept of CRM, it covers many activities to increase close interaction with customers. For example in different industries such as airline, banking, insurance, computer software, household appliances and consumables use CRM as a fast changing tool in the nature of marketing and consequently making relationship become popular (Parvatiyar & Sheth, 2001).
TECHNOLOGY-BASED CRM.
Technology-based CRM Technology-based CRM involves manufacturers using computer technologies to facilitate various CRM activities and actively offer technology assistance to customers, including data storage, data mining, and CRM software systems (Sin et al., 2005). It is well-recognized that information systems and technology support product innovation. Dyche (2001) suggested that manufacturers should apply information technology, such as online data analysis, data mining, customer information systems, and service centres, to understand and communicate with their customers. Technology enhances the intelligence competence of CRM greatly. Accurate customer data is essential to successful CRM performance (Abbott et al. 2001). Companies grows the capability to collect, store, analyze, and share customer information in ways that greatly enhance their ability to respond to the needs of individual customers and thus to attract and retain customers (Butler, 2000). CRM technologies can help companies to understand the customers more coherently and comprehensively, and to better organize internal data to reduce service costs, help salespeople close deals more efficiently and improve the targeting of marketing programs. With the assistance of technology, companies are also interacting more directly with customers through social media, using them to collect and assess ideas and evaluate offers. By capturing massive amount of market intelligence, manufacturers are able to provide quick responses to customer requests for new product innovation. On the other hand, as customers use internet-related technologies to manage their relationships with suppliers, it is more likely for them to participate in the product innovation process. Moreover, CRM software systems enable companies to provide greater customization with better quality at lower cost. It also helps staff at all contact points serve customers better. Many customer-centric activities would be impossible without appropriate technology (Sin, et al., 2005). Therefore, we propose technology-based CRM has a positive effect on product innovations.
ROLE OF CRM MANAGERS 
Customer Relationship Management is the newest and the most innovative innovations of recent time in order to provide better service to customer. CRM is always a helpful tool for the management and customer service stuffs which cope up with customer concerns and issues. CRM involves accumulating a lot of data about the customer. And when all the data of customer are being captured, it is then used to facilitate customer service transaction by making the information needed to resolve the issue or concern readily available in order to deal with the customers. Thus, it results in satisfying more customers, which means more profitable business and more resources available to the support stuff. In addition, customer relationship management system is a great help to the management in deciding on the future course of the company. CRM is also vital and the most important to help out the top management because it provides crucial data like customer satisfaction efficiency service by the frontline crews. A piece of customer relationship management software will also be able to generate the needed reports for product development or new concepts. Furthermore, this system will also be a great help for the top management in deciding the company‘s future course of action, whether it involves phasing out one of the products on the shelves or making adjustments to one of the products sold. CRM system‘s generated reports are also invaluable to your advertising and marketing planners,as they will be able to pinpoint which ideas and which don‘t. CRM system is the main reason where you will be able to release to release advertisements or plan marketing campaigns more in tune with your target market as well as the target audiences. CRM also leads to more responses to your advertisement and a more effective marketing campaign. However, it might not be easy as it seems to produce successful integration of CRM Customer Relationship Management system in your company. It might give you an insight, why CRM systems fail in companies because most companies it difficult and they fail to prepare for CRM review systems. By doing this, means that most companies fail to integrate all the departments that needs to be shared the information for it, to get the effective results. Furthermore, CRM units scattered all over the company‘s departments is often more effective than just making one big CRM department. This will ensure that each department will get the information and data that they need. In order to expand your business a CRM review system plays the important role. Through CRM systems, which are capable of handling enormous amounts of data, apart from that, it will also help you a lot in coping with increased numbers of customers and data. With a CRM customer relationship management installed and properly utilized, and by doing this, it assures all data will be maximized and also ensures that your business will be successful and your customers a lot more satisfied than before.
DUTIES OF CRM MANAGERS
1. Planning and delivering CRM strategies across the company encouraging customer retention and customer loyalty.
2. Deciding on the CRM platform structure and architecture ensuring it works seamlessly
3. across the organization and captures all required information at key points in the customer life cycle.
4. Customer Journey Mapping analyzing touch points with the organization and maximizing
5. commercial opportunities.
6. Working closely with all departments to ensure the CRM works effectively for all aspects of the company.
7. Overseeing direct communications with customers through the CRM.
8. Monitor and maximise customer lifetime value strategies ensuring maximum profitability.
9. Ensuring the database is segmented effectively for targeted marketing activities.
10. Overseeing the migration of all direct communications to lower cost mediums such as SMS and email.
11. Developing testing strategies for all aspects of the CRM to ensure the most effective approach for the company and its products.
RESPONSIBILITIES OF CRM MANAGERS 
Customer relationship management consultants provide independent advice on solutions for managing customer service and customer relationships. Their aim is to help clients improve customer satisfaction with a consequent impact on revenue and profitability. Consultants achieve this by helping clients select the right CRM solution and providing project management and training services to ensure successful implementation. Risk 
Consultants can help you reduce the risk in implementing CRM by identifying success factors and focusing on any issues that might put a project at risk. Their experience in deploying CRM solutions in other organizations enables them to advise on best practice and develop recommendations that make the best use of your people and your resources. Analyze 
A CRM consultant analyzes every aspect of your customer relations. Consultants use analytic tools and processes to identify the interactions, channels and people who have the greatest impact on the quality of your customer relationships. The aim is to help you transform every aspect of customer experience and enhance customer satisfaction. 
Solution 
Consultants help you select CRM software packages that automate aspects of customer service and help your team to improve performance. Consultants select the package on the basis of best fit with your business objectives and your budget. They work with your information systems team to install the software and integrate it with your existing information systems. 
Change 
As part of the implementation, consultants take responsibility for planning and delivering any necessary training. The training is at two levels: to ensure that staff can use the software; to develop personal customer service skills to complement the CRM technology. Good consultants recognize that technology and training alone cannot deliver good customer relationship management. They identify any business processes that need to change and identify other actions to transform company culture so that all employees focus on quality customer service. 
Opportunities 
With CRM technology, consultants can help you identify opportunities to improve specific aspects of customer service. They establish metrics for the important customer service activities and set targets for improvement. Measuring performance before and after the CRM implementation helps you to calculate return on investment on the project.
THE COMPONENTS OF CUSTOMER RELATIONSHIP MANAGEMENT 
Customer relationship management consists of different components including key customers, customer relationship management organization, knowledge management, and technology. This categorization is derived from this fact that the successful customer relationship management is resulted from four areas including strategy, employees, technology, and process. Also it is should be remembered that it is possible to achieve a competitive advantage through coordinating these strategic areas (Salomoun et al,2005).
Key customers focus 
The identified customers are defined as the ones that the information is accessible for recognizing and contacting them in the company. Also key customers includes the identified ones that provide more values for company through providing more profits, active long-term relationships, powerful leadership for the company (Akroush, 2011) . 
CUSTOMER RELATIONSHIP MANAGEMENT ORGANIZATION
This means fundamental changes in the organizing methods of business processes. Based on the customer relationship management, main dimensions of successful organizational organizing include organizational structure, organizational resources commitment, and human resources management commitment. Contacting the individuals is the most difficult stage in customer relationship management process. Internal marketing plays the most important role of customeroriented and customer services delivery in every organization. Internal marketing is resulted from interaction between human resource management and marketing (Akroushetal, 2011) .
Knowledge Management 
In today‘s competitive world, knowledge is considered as one of the competitive factors in global economy. It is necessary to consider the customer as another important factor in order to enter today‘s dynamic market successfully. Customer knowledge management refers to acquiring, sharing, and developing the customer knowledge among employees for making profit to the organization and customers. In order to improve the organizational efficiency and effectiveness, insure from delivering desirable products and services to the customers and acquire their satisfaction, it is necessary to manage the organization‘s knowledge about customers. Therefore, it can be concluded that knowledge management is an integrative part of customer relationship management (Salomoun et al,2005). 
TECHNOLOGY DEVELOPMENT OF EVERY ORGANIZATION 
in information technology area improves its capability in collecting, saving, analyzing, and sharing knowledge about customer. This leads to increase the organization‘s capability in responding the customers‘ needs and maintaining them. The customer values analysis and services personalization, that are the results of advances in information technologies revolting from traditional approach to the integrated marketing systems, can be accessible through customer information system and automation of customer support processes. Customer relationship management refers to the information-based technologies that utilize information technologies for creating relationships with customers.
BUILDING LOYALTY
While building customers loyalty, this involves costs. Thus, companies should be careful in building customer loyalty in relation to costs to be incurred. Five levels of investment in customer relationship building are briefly examined below:
a. Basic marketing- The salespersons who sells the product.
b. Reactive marketing- The salesperson sells the product and encourages he customer to call if he /she has questions, comments or complaints.
c. Accountable marketing-The salesperson phones the customer to check whether the product is meeting expectation. The salesperson also asks the customer for any product or service improvement suggestions and any specific disappointments d. Proactive marketing- The salesperson contacts the customer from time to time with suggestions about improved products uses or new products.
e. Partnership marketing- The Company works continuously with its large customers to help improve their performance.
It should be noted that all these activities involved costs. Therefore, companies should carefully compare the costs and the benefits in terms of profits and sales-volume to be derived from such activities. Notwithstanding, most companies practiced only basic marketing when their markets contain many customers and their unit profit margins are small. For instance, Boeing works closely with American Airlines to design airplanes that fully satisfy American requirement. An increasing essential ingredient for the best relationship marketing today is the right technology. These days, companies are using email, websites, call centers, databases, and database software to foster continuous contact between company and customers. For example: The discount brokerage service Ameritrade provides detailed information to its customers, which helps to create strong bonds. It provides customized alerts to the device of the customer‗s choice, detailing stock movements and analyzes recommendations. The company‗s website permits online trading and provides access to a variety of research tool (Keller and Kotler, 2006).
This is similar to alerts sent by Nigeria Airlines remaining their customers about their booking with the such airlines. Similarly, MTN also alerted their teeming customer on their credit usage. To achieve this, these mobile telecommunication companies maintained databases of their customers
FORMING GOOD CUSTOMER RELATIONSHIP
According to Berry and Parasuraman as reported by Keller and Kotler (2006) three retention building approaches have been identified, namely: a. Adding Financial Benefits- The financial benefits that companies can offer are frequency programs and clubs marketing programs. Frequency programs are designed to provides rewards to customers who buy frequently and in substantial amounts. For example, Mobile Telecommunication Companies in Nigeria used this promotion strategy through rewards of bonuses and other various gifts to their frequent users of their products Frequency programs are seen as a way to build long tern loyalty, with these customers, potentially creating cross-selling opportunities in the process. It should however be noted that the first company to introduce an frequency programs gains the most benefit, especially if competitors are slow to respond. After competitors respond, frequency programs (FP) can become a financial burden to all the offering companies, but some companies are more efficient and creative in managing FPs. Many companies have created club membership programs. Club membership can be open to everyone who purchases a product or service, or it can be limited to an affinity group or to those willing to pay a small fee. Although open clubs are good for building a database or snagging customers from competitors, limited membership clubs are more powerful for long term loyalty builders. Fees and membership conditions prevent those with only a fleeting interest in a company‗s products from joining. Those clubs attract and keep those customers who are responsible for the largest portion of business. Some highly successful clubs include the following: Ikoyi club, Lagos-Nigeria; Apple- Apple encourages owners of its computers to form local apple-user groups. The user groups provide Apple owners with opportunities to learn more about their competitors; Hardley-Davidson: The world famous Motorcycle Company sponsors the Harley owners group (H.O.G), which now numbers 650,000 members in over 1,200 chapters. The first time buyer of a Harley Davidson Motorcycle gets a free one-year membership. The company also maintains an extensive web site devoted to H.O.G, which includes information on club chapters, events and special members – only section. 
Adding Social Benefits
Company personnel works on cementing social bonds with customers by individualizing and personalizing customer relationship. In essence, companies turn their customers into clients. Donnelly, Berry and Thompson as reported by Keller and Kotler (2006) observed that customers may be nameless to the institution; clients cannot be nameless.
Adding Structural Ties- 
The Company may supply customers with special equipment or computers with special equipment or computer links that help customers manage orders, payroll and inventory. A good example is McKesson Corporation, a leading pharmaceutical wholesaler, which invested millions of dollars in FDI capabilities to help independent pharmacies manage inventory, order-entry processes and self space. Another example is Milliken and Company, which provides proprietary software programs, marketing research, sales training and sales lead to loyal customers.
ELEMENTS OF CRM
customer knowledge 
The customer service function in your company represents the front office functions that interact with your customers. These are the business processes that allow your company to sell products and services to your customers, communicate with your customers with regards marketing and dealing with the after sales service requirements of your customers. Each interaction with the customer is recorded and stored within the CRM software where it can be retrieved by other employees if needed.
campaign management
The sales team approach prospective customers in the hope of winning new business. The approach taken by the sales team is often focused in a campaign, where a group of specific customers are targeted based on a set of criteria. These customers will receive targeted marketing materials and often special pricing or terms are offered as an inducement. CRM software is used to record the campaign details, customer responses and analysis performed as part of the campaign. The technology requirements of a CRM strategy include the following building
blocks.
i. A database for customer information.
ii. Operational CRM requires customer agent support software.
iii. Collaborative CRM requires an interactive system.
iv. Analytical CRM requires statistical analysis software as well as software that manage any specific marketing campaigns.
Each of these can be implemented in a basic manner. Steps before Implementing CRM: Before implementing CRM certain basic steps with analysis should be followed. This analysis will help the users to identify various plans and the methods for implementation.
2.2	THEORETICAL FRAMEWORK
The Roots of Relationship Marketing 
Marketing relationships as phenomena are probably as old as any trade 
relationship. They have also been examined for considerably longer than the current discussion generally suggests. We propose that the current relationship marketing discussion is primarily derived from the four sources indicated in The choice of these research traditions as “roots” is based on our own earlier research and reflection (see Halinen, 1994; Möller, 1992, 1994), and on later suggestions by Brodie et al. (1997), Coviello et al. (1997), Gummesson (1996), Morgan and Hunt (1994), and Mattsson (1997). The selected traditions have emerged and developed within the marketing discipline, and they all put  emphasis on the external relationships of a company, particularly on customer  relationships. As we see it, these four marketing traditions have contributed most  to the shift from viewing marketing exchange as a transactional phenomenon to  viewing it as on-going relationships. They have also given theoretical and  practical content to the relationship-marketing concept. Only a brief description  is given at this point.
Commitment trust theory
Morgan and Hunt (1994) introduced one of the most cited theories in RM. They argued that trust and relationship commitment are the key mediators in the exchange between participants, which essentially lead to building a relational co-operation. The following sections discuss variables within this theory. Given the key role of trust and commitment, large part of the paper focuses on these two variables
Trust 
The growth of various forms of relationship has put trust in a centre stage mainly because of the belief that trust is essential in establishing co-operative relationships (McQuiston, 1997; Handfield and 
Bechtel, 2002). Interest in trust has generated a substantial amount of research from various disciplines such as economy (Williamson, 1993), psychology (Tyler, 1990), sociology (Granovetter,1985), and organisation (Mayer et al., 1995). While disciplinary differences exist, trust is a very complex construct with multiple meanings and dimensions. Delimiting the scope of trust is difficult and can be frustrating as the construct essentially is linked with other constructs such as opportunism, uncertainty and power. All definitions of trust suggest that trust involves one party having confidence in or relying on another party to fulfil its obligations (Anderson and Narus, 1990; Moorman et al., 1993;  Morgan and Hunt, 1994; Nicholson et al., 2001; O’Malley and Tynan, 1997). Trust has been conceptualised in many ways. Many studies have conceptualised trust as a unidimensional construct (Anderson and Weitz, 1989; Morgan and Hunt, 1994; Jap, 1999; Garbarino and Johnson, 1999). Other studies begin by proposing trust as two-dimensional but practically find that trust emerges as a unidimensional construct (Geyskens et al., 1996; Doney and Cannon, 1997; Joshi and Stump, 1999; Nicholson et al., 2001). Other studies have a multidimensional approach to studying trust (Rodriguez and Wilson, 1995; Brashear et al., 2003; Miyamoto and Rexha, 2004; Johnson and Grayson, 2005). All these studies show lack of consensus regarding the most appropriate conceptualization and indeed ope-rationalizations of trust.
Relationship Commitment theory
Relationship commitment has been recognised in different literatures such as channel relationships, buyer-seller relationships, network theory and social exchange theory to play a central role in a longlasting relationship. Because commitment is central in successful relationship marketing, researchers focused their research on factors that influence the development and maintenance of commitment. Relationship commitment is known as an enduring desire to maintain a relationship (Dwyer et. al.,1987; Geyskens et al., 1996; Moorman et al., 1992; Morgan and Hunt, 1994). Relationship commitment is increasingly important as a focal point in marketing; as suggested by Gundlach et al., (1995, p. 78), commitment “may well become a focal point of explanation in marketing, as the discipline moves further away from the transactional view of exchange and embraces the relational view”. However, relationship commitment is a complex phenomenon and difficult construct that is poorly understood and subject to different forces (Kumar et al., 1995). Deeper understanding of the construct of commitment is prevented by the absence of a clear and complete definition of commitment. According to Fehr (1988, p. 557) “search for a definition of commitment carried out in psychology and other related disciplines has been marked with conflict, confusion, and disagreement”.Nevertheless commitment has been seen as the willingness or intention to continue maintaining the relationship into the future.




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 influence of customer relationship management on the sales of products  using KFC food, Lagos State as a case study. Staff of KFC, Lagos State form the population of the study.
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 KFC foods in Lagos , the researcher conveniently selected 36 out of the overall population 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 analyzed using the frequency tables, which provided answers to the research questions. 
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 thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.
4.1	DATA PRESENTATION
Table 4.2: Demographic profile of the respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	17
	56.7%

	Female
	13
	43.3%

	Age
	
	

	20-25
	9
	30%

	25-30
	8
	26.7%

	31-35
	6
	20%

	36+
	7
	23.3%

	Marital Status
	
	

	Single 
	19
	63.3%

	Married
	11
	36.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	0
	0%

	BS.c
	25
	83.3%

	MS.c
	5
	16.7%

	MBA
	0
	0%


Source: Field Survey, 2021
4.2	DESCRIPTIVE ANALYSIS
Question 1: How does customer relationship management influence the sales of KFC products in Lagos shopping malls?
Table 4.3:  Respondent on question 1
	Options
	Yes
	No
	Total %

	CRM helps sales people to optimize their daily schedules and prioritize tasks to make sure customers are not ignored
	30
(100%)
	00
	30
(100%)

	CRM allows sales people to spend more time with customers, which leads to more deals closed
	30
(100%)
	00
	30
(100%)

	CRM helps to build stronger customer base
	30
(100%)
	00
	30
(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.
Question 2:  What is the influence of effective customer relationship management practice on the sales of KFC products in Lagos shopping malls?
Table 4.4:  Respondent on question 2
	Options
	Yes
	No
	Total %

	CRM improves the customer's overall experience by enabling you to better manage direct interactions
	30
(100%)
	00
	30
(100%)

	CRM enhances the bottom line and can, therefore, determine profitability
	30
(100%)
	00
	30
(100%)

	CRM has influence on customer loyalty
	30
(100%)
	00
	30
(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.
Question 3: What level of influence does customer relationship management have on sales of KFC products in comparison with other factors?
Table 4.5:  Respondent on question 3
	Options
	Frequency
	Percentage

	Very high level
	13
	43.33

	High level
	4
	13.3

	Very low level
	5
	16.66

	Low level
	8
	26.66

	Total
	30
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 43.33% said very high level, 13.3% said high level,16.66% said very low level while the remaining 26.66% said low level.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
In this study, our focus was to examine the influence of customer relationship management on the sales of products using KFC food Lagos  as a case study. The study specifically was aimed at highlighting the influence of customer relationship management on the sales of KFC products in shopping malls in Lagos. identify the ways in which customer relationship management influences the sales of KFC products in shopping malls in Lagos. establish the level of influence of customer relationship management on sales of KFC products in comparison with other factors A total of 30 responses were validated from the enrolled participants where all respondent are drawn from staff of KFC foods
5.2	CONCLUSION
Based on the finding of this study, the following conclusions were made:
1) CRM helps sales people to optimize their daily schedules and prioritize tasks to make sure customers are not ignored
2) CRM allows sales people to spend more time with customers, which leads to more deals closed
3) CRM helps to build stronger customer base
5.3	RECOMMENDATION
Based on the responses obtained, the researcher proffers the following recommendations:
1. Management should strategize on how to satisfy the needs of customers
2. Management should employ sustainable strategy and practice to improve their market performance
3.  Good quality products should be consistent in the production process. 
4. There should be periodic training on the the effectiveness of customer relationship management
5. 
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APPENDIXE
THE INFLUENCE OF LEARNING ENVIRONMENT ON STUDENTS ACADEMIC PERFORMANCE (TILESAP)
QUESTIONNAIRE
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	
Female [  ]
Age 
18-25[  ]
25-40[  ]
40-50[  ]
50+ [  ]
SECTION B
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION
Question 1:How does customer relationship management influence the sales of KFC products in Lagos shopping malls?
	Options
	Yes
	No

	CRM helps sales people to optimize their daily schedules and prioritize tasks to make sure customers are not ignored
	
	

	 CRM allows sales people to spend more time with customers, which leads to more deals closed
	

	

	CRM helps to build stronger customer base
	
	


Question 2:  What is the influence of effective customer relationship management practice on the sales of KFC products in Lagos shopping malls?
	Options
	Yes
	No

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

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

	CRM has influence on customer loyalty
	
	


Question 3: What level of influence does customer relationship management have on sales of KFC products in comparison with other factors?
	Options
	Please tick

	Very high level
	

	High level
	

	Very low level
	

	Low level
	





