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Abstract 

Customer relationship management as a strategic marketing concept has gained tremendous 

interest among researchers and practitioners in recent times. Within the last two decades a 

significant number of research works have been carried out on various issues relating to 

customer relationship management. However, few empirical studies on market orientation and 

performance have been established in the Ghanaian banking sector. In an effort to contribute to 

the existing customer relationship management literature, a study of Intercontinental bank Ghana 

was conducted. A framework of customer relationship management was designed to guide the 

study. Specifically, this study examines the customer relationship marketing strategies of banks 

in a developing country like Ghana using Intercontinental bank as a case study. The study 

employed quantitative research techniques. Semi-structured questionnaire was designed for the 

study. The findings show that the bank is doing well by maintaining the relationship it initiates 

with its clients but must work on improving the number of contact time with them as e-CRM 

provides them with the opportunity to do so. However, a significant finding from the study is the 

realization that majority of respondents were willing to recommend the bank to others an 

indication that they were happy with the level of service at the bank. Although significant portion 

of those who considered the possibility of leaving indicated that they will do so because of 

delayed transactions. It is in the light of this that the research is said to play a significant role in 

the banking sector and for the nation as a whole. 
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CHAPTER ONE 

INTRODUCTION 

1.1 BACKGROUND TO THE STUDY 

The Ghanaian banking industry has undergone many changes in terms of service delivery with 

the aim of improving the quality of customer service. The past few years have also seen a 

phenomenal growth in the Ghanaian banking sector which has led to intense competition among 

the industry players. The Ghana Banking Survey (2009) has shown that the traditional banks are 

losing out as competition in the industry deepens, triggered by aggressive new entrants (New 

generation banks). The survey, based on the financial results of banks last year revealed a 

squeeze in profit across board with the big banks being the major losers, although it said 

performance in the industry on the whole was creditable. The phenomenal growth in the sector 

has called for a new approach to customer relationship where the banks extend their strategic 

focus to largely concentrate on the customer as the driver of business. Effective customer 

relationship management therefore has become a key driver to sustenance and growth of every 

player in the industry.  

Customer Relationship Management (CRM) has its origin in the basic paradigm of marketing i.e. 

to satisfy customers with the best possible alternative in the market through a relational exchange 

process (Anderson et al, 1990). They further said that customer relationship management goes 

beyond the transactional exchange and enables the marketer to -estimate the customer’s 

sentiments and buying intentions so that the customer can be provided with products and services 

before he starts demanding. This is possible through the integration of four important 

components i.e. people, process, technology and data. Customer data management gives us leads 

about the probability of customer demand and the technology helps us in tracking the  
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characteristics and categorization of customers depending on his past behavior (Sheth and 

Parvatiyar (1995). The process reorients the traditional business models to suit the integrative 

approach of customer relationship management by emphasizing customer life time value rather 

than product life time value (Webster, 1992). The product life cycle approach strategy is now 

obsolete and it gives way to customer life time value. The concept of customer life time value 

helps the marketer to analyze the cost of acquiring, serving and retaining a certain set of 

customers in the market. 

Today’s market is characterized by highly competitive organizations which are all vying for 

consumer’s loyalty. Firms are faced with the challenge to maintain their own competitive edge to 

be able to survive and be successful. Strategies are carefully planned and executed to gain the 

ultimate goal of all: increased bottom-line. However, external factors are not the only elements 

which influence growth. There are also internal factors, components working within the 

organization which shape the direction of the company. The changing world has then placed 

much emphasis on the importance of profitable communication between an organization and its 

customers for effective marketing and strategic purpose. This transition means that organizations 

have to completely reformulate their conventional business aims and purposes from being 

process-focused to customer-centered.  

The need to have a close relationship with strategically important customers according to 

MacDonald et al (2002) cannot be under estimated. In today’s business environment, 

management recognizes customers as the major asset of a business process and the success of 

organization depends on the how effectively the relationship is managed. Customer retention is 

considered to be the most vital factor of interest for customer data which help them to retrieve all  
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information about the customers in few seconds for effective relationship. Customer relationship  

management (CRM) systems have become a new genre of computer-based applications where 

the concern is to improve the selling and revenue generation processes of organisations. 

The link between customer – relationship activity and improved firm performance has received 

empirical support based on measures of stock price according to the following authors, Fornell, 

Mithas, Morgenson and Krishnan (2006),customer loyalty ( Reicheld and  Teal,1996) and market 

orientation (Langerak,2003). On the other hand, initial work in this area has also been tempered 

by results that stress the significance of moderating effects according to Reinartz and Kumar, 

(2000). The term gained a widespread recognition in the late 1990s. Researchers and 

practitioners both in academia and the business field respectively have enthusiastically shared 

their viewpoints and experiences in applying CRM (e.g. Anton, 1996; Kelly, 2000; Swift, 2001; 

Barnes, 2001; Greenberg, 2001). For the company, it is said that customer retention can enhance 

profitability (Buchanan and Gailles, 1990; Reicheld and Kenny, 1990; Reicheld and Sasser1990). 

CRM strategy seems appropriate for the information age where ’’Traditional models of 

competitive strategy’’ no longer fit the needs of customer centric marketplace according to 

Reicheld (1996) CRM has emerged as a powerful concept to align the interest of a firm and its 

customers (Boulding et al, 2005), its success depends on both the appropriateness of the firm’s 

CRM strategy and implementation. On the other hand, there appears to be a general direction on 

the significance of CRM as a strategic imperative among both academics and managers, the 

return on investments in CRM strategy and programs seem to vary, both within and across 

organizations. Boulding et al (2005) believe that a number of firms have developed proven CRM 

practices to enhance their performance. CRM strategy has focused on data base management,  
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direct marketing techniques, e-commerce and customer relationship mechanism (Ling and Yen, 

2001). 

The CRM in the banking sector is even more critical since the banks deal in service. Services are 

perishable and intangible and therefore depend on the person delivering the service to create a 

lasting impression on the customer. Intercontinental Bank Ghana (IBG) Limited is no exception 

to this. It is therefore important that IBG manages the relationship with its customers to enable 

the bank compete in the market. In recent times the banking environment has been keenly 

competitive and therefore requires the players to be more adept in their strategic approach to 

meet the growing demands of customers. Effective management of customer relationships is 

believed to be key in the approach of wining and maintaining customers. 

 

1.2 PROBLEM STATEMENT 

In recent years the concept of CRM has developed well beyond its original function as merely 

using customer database to manage business activities in making profits. It has transcended to a 

more integration of technologies and business processes used to satisfy the needs of a customer 

during any given interaction (Bose, 2002). As CRM’s role in the both the marketing and overall 

strategy of an organization’s strategic mix gains momentum, so research into this arena becomes 

increasingly important.  

In the global literature sense, a number of studies have been done in the more developed 

economies on the various facets of CRM. However, in the developing context like Ghana, the 

literature in this area is almost non-existent. This therefore gives the justification for this research 

to be conducted to help bridge the literature gap existing. A multiplicity of studies have been  
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done globally especially in developed areas such as Europe and the Western world on the role 

CRM implementation plays in several business forms (e.g. Swift, 2001; Kincaid, 2003; 

Parvatiyar and Sheth, 2001, Bauer et al., 2002; Ling and Yen, 2001; Xu et al., 2002; Rajola, 

2003). Very little attention had until recent times been paid to the concept of CRM in developing 

countries like Ghana and other parts of Africa. This may be due to the fact that the concept is 

gradually trickling towards this part of the globe because there is a growing increase in the role 

of the services industry to the economic growth of such countries. Most of the published studies 

conducted in Ghana touch on the subject of service quality in the service industry and most of 

these have been focusing on that of banks (Hinson, 2004; 2006; Hinson et al., 2009). This 

research project however seeks to make a contribution towards the filling of that gap. 

In practical sense, the study sees a problem in relation to the how customers are served in the 

banking sector in Ghana. An initial interview with a section of the Ghanaian banking customers 

revealed that, there is lack of satisfaction with the level of services provided to them by their 

respective banks. Seeing the bank as a key partner in development, the researcher realizes the 

importance of CRM in helping the banks to develop a competitive set that adequately cater for 

the needs of the market. In order to banks to maintain their customers, it is important that they 

develop an orientation which is customer-centric to survive the competition. The study therefore 

brings to the fore the direct relationship between CRM and customer retention which the banks 

have ignored for a long time. 
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1.3 RESEARCH OBJECTIVES 

The purpose of this research is to appreciate the customer relationship marketing strategies of 

banks in a developing country like Ghana using Intercontinental bank as a case study. The 

research seeks to understand the Customer Relationship Marketing (CRM) strategies in the light 

of the following objectives; 

a) to establish the relationship between customer relationship marketing and customer 

retention 

b) to understand the practice of customer relationship marketing in the Intercontinental 

Bank Ghana Limited 

c) To establish the relationship between relationship marketing and repeat business and 

referrals 

d) To establish the relationship between CRM and customer loyalty levels of IBG customers 

e) To ascertain how relationship marketing leads to cross selling of products 

 

1.4 RESEARCH QUESTIONS 

The following questions were put forward to help the achievement of the objectives set above:  

a) What is the relationship between customer relationship marketing and customer retention 

b) What is the level of practice of customer relationship marketing in the Intercontinental 

Bank Ghana Limited 

c) What is the relationship between relationship marketing and repeat business and referrals 
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d) What is the relationship between CRM and customer loyalty levels of IBG customers 

e) How can relationship marketing leads to cross selling of products to customers 

 

1.5 SIGNIFICANCE OF THE STUDY 

The study primarily serves as a springboard for other studies into the field of CRM in Ghana, 

especially the banking and financial sector that has seen intense competition with the 

introduction of the universal banking by the Bank of Ghana. It is hoped that the information I 

will gather from this research would be of benefit to corporate bodies, academia and researchers 

in general. 

The study looked at the CRM practices among retail banking clients of Intercontinental Bank, 

analyze its effect on customer retention. This study therefore provides practitioners with the 

necessary factors necessary to implement a successful CRM programme in order to maintain its 

clients and be profitable.  

The research affords the management of Intercontinental Bank another opportunity to critically 

evaluate their CRM strategy and make the necessary changes to it. Again it also affords the 

customers the opportunity to see themselves as partners of the bank.  

1.6 SCOPE AND LIMITATIONS 

This research was conducted on the CRM practices of Intercontinental Bank. In such a research 

there is bound to be several constraints to be encountered. First, there are several banks that 

engage in CRM in the country hence the case study might not be necessarily representative of all 

the overall population.  
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Secondly, the study is also constrained in terms of time. I am also constrained by the limitedness 

of time in which this project is supposed to be presented. This may not allow me to critically 

assess large numbers of the banks clients. I am therefore constrained to limit my research to 310 

respondents for a better assessment. Cost is another issue that limited how widespread my data 

can be collected, as more data would have been necessary to have a better assessment of clients. 

Nevertheless, in the face of all of these limitations, it is believed that the core objective of 

assessing CRM practices can be achieved with a high amount of confidence. 

1.7 ORGANIZATION OF THE STUDY 

The work is organized into six chapters. The first chapter centres on the introduction of the 

research project while the second chapter reviews the various literatures on customer relationship 

marketing. The third chapters discuss the methodology to be used in this project; the chapter four 

gave a profile of the empirical case while the chapter five dealt with analysis of data and 

presentation of findings. The final chapter gave attention to recommendations and concluded the 

research project. 
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CHAPTER TWO 
LITERATURE REVIEW 

2.1 INTRODUCTION  

This introductory chapter, among other things, presents the background of the study, which 

discusses issues relating to the banking industry with some theoretical view points on 

relationship marketing. Specifically, the section presents a discourse on major developments in 

the banking sector in recent times and the relevance of relationship marketing in the banking 

sector. Based on these discussions, the research problem, objectives, questions and major issues, 

significance of the study as well as the justification of the research are briefly presented.  The 

chapter ends by outlining how the various chapters of the entire research work are organised. 

2.2 EVOLUTION OF RELATIONSHIP MARKETING 

Relationships with clients have been used from time immemorial to cope with the complexity of 

everyday life. Relationship marketing is one of the oldest approaches to marketing, yet one of the 

least understood. It is a broad topic and many scholars and researchers have approached it from 

different perspectives. It is becoming one of those fashionable concepts that every marketer and 

manager uses but defines in different ways. Over the last decade, considerable emphasis has been 

placed on the importance of relationship marketing. This re-orientation of marketing has been 

proposed in contrast to the traditional approach, transactional marketing (Lindgreen et al., 2001). 

Relationship marketing aims at creating a client relationship from the start to satisfy and retain 

existing customers, while transactional marketing tries to make the sale and find new customer 

(Vence, 2002). 

A considerable number of academic scholars have devoted quite a considerable amount of time 

and effort to criticize and attack the traditional marketing mix theory. Success does not come  
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solely from the manipulation of marketing mix elements but by building a long-term relationship 

between buyer and seller (Ford et al. 2004). The marketing mix approach is considered too 

limited (Gro¨nroos, 1990, 2000). The marketing mix approach is not adequate in meeting the 

requirements of the marketing concept (Gummesson, 2000). Zineldin (2005) says that the 

marketing mix theory is not transferable to the services sector. Rafiq and Ahmed (2000) argue 

that this criticism of the 4Ps can be extended to include industrial marketing. Their argument is 

that the 4Ps do not take sufficient account of building a long-term relationship between an 

industrial buyer and seller. Therefore, relationship marketing has taken a paradigm shift, moving 

away from the marketing mix.  Kotler argues that transaction marketing is more useful than 

relationship marketing when the customer has a short time horizon and can easily switch from 

one supplier to another without spending more. Relationship marketing can pay off if customers 

have a long-term perspective and there will be high costs for switching supplier. In order to 

acquire and maintain a competitive edge, service organizations should develop long-term 

relationships with their customers. 

As a result, relationship marketing theory became globally accepted in the 1990s (Gummeson, 

1994; Morgan and Hunt, 1994), covering a range of marketing activities (Palmer, 2000), and thus 

it is described as a “new-old” concept (Berry, 1995). Since then, relationship marketing has 

become a topic of interest in special issues of international journals such as the Journal of the 

Academy of Marketing Science (Bejou, 1997).   

Relationship marketing has been described as a new marketing paradigm based not on 

transactional exchanges but on relational exchanges (Gronroos, 1994). A consensus also exist 

amongst various authors that this new paradigm emphasizes a shift in marketing from short-term  
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transactions (traditional marketing or marketing mix) to long-term relations (Kotler, 1992;  

Morgan and Hunt, 2004; Palmer, 2002; Lin et al, 2003), as far as this thesis is concerned. 

Morgan and Hunt (2004) have argued that, in order to clearly understand this new paradigm, 

there is the need for a clear distinction between a discrete transaction (a distinct beginning, a 

short duration, and a sharp ending by performance) and a relational exchange (tracing back to 

previous agreements, lasting longer, and reflecting on ongoing processes). A review of many 

current literatures distinguishes between these two types to deliver a better understanding of 

relationship marketing. Gummesson (1994) stressed that, the marketing mix and its four Ps are 

not at all useless and would always be needed, but that it had become nonessential in comparison 

to long term relationship building. Within the hospitality context (the interest of this thesis), 

Bowen and Shoemaker (2002) also maintain that relationship marketing means developing the 

customer as a partner, and is a process that is markedly different from traditional transaction-

based marketing. That is, it focuses on moving away from activities for attracting customers to 

activities for having customers and taking care of them (Grönroos, 2004). Indeed, relationship 

marketing aims to retain profitable customers by building and maintaining strong relationships, 

whereas traditional marketing aims to acquire new customers.  

In an attempting to show how much relationship marketing is important in services context, 

Bejou (1997) maintained that it will be very difficult to apply traditional marketing to services. 

In addition to the above, Bennett (1996) also argued that relationship marketing aims to establish 

long-term, committed, trusting and co-operative relationships, characterized by openness, 

genuine customer suggestions, fair dealing, and a willingness to sacrifice short-term advantage 

for long-term advantage. In other words, relationship marketing is oriented towards long-term  
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on-going relationships (Kim et al., 2001). A further review of literature revealed that relationship  

marketing is handled in different ways by different authors (Gummesson, 1996). Four different  

schools of thought have emerged which have mainly been influenced by a diversity of 

disciplinary and research traditions. They include: Nordic, Industrial Marketing and Purchasing 

(IMP), North American, and Anglo-Australian. 

2.3 DEVELOPMENT OF RELATIONSHIP MARKETING 

2.3.1 Technological Development 

According to Sheth and Parvatiyar (2000), the impact of technological revolution is changing the 

nature and activities of marketing institutions. The current development and introduction of 

sophisticated electronic and computerized communication systems into our society is making it 

easier for consumers to interact directly with the producers. Producers are also becoming more 

knowledgeable about their consumers by maintaining and accessing sophisticated databases that 

capture information related to each interaction with individual consumers, at a very low cost. It 

gives them the means by which they can practice individual marketing. As a result, the functions 

formerly performed by the middlemen are now being undertaken by either the consumer or the 

producers. Producers are building such systems that allow them to undertake quick responses 

with regard to manufacturing, delivery and customer service, eliminating the need for inventory 

management, financing and order processing through middlemen. Also, consumers have less 

time and thus a reduced inclination to go to the store for every purchase. They are willing to 

undertake some of the responsibilities of direct ordering, personal merchandising, and product 

use related services with little help from the producers. 
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2.3.2 Total Quality Management  

Another major force driving the adoption of relationship marketing is the total quality movement 

that recently revolutionized industry's perspectives regarding quality and cost. Most companies 

saw the value of offering quality products and services to customers at the lowest possible prices 

(Sheth et al. 1988). When companies embraced Total Quality Management (TQM) to improve 

quality and reduce costs, it became necessary to involve suppliers and customers in 

implementing the program at all levels of the value chain. This needed close working 

relationships with customers, suppliers and other members of the marketing infrastructure.  

2.3.3 Growth of the Service Economy 

The third force steering in relationship marketing as discussed by Sheth et al. (2000) is the 

growth of the service economy, especially in the advanced countries. As more and more 

organizations depended on revenues from the services sector, relationship marketing became 

prevalent. This is because services are typically produced and delivered by the same institution 

(Sheth et al., 2000). Service providers are usually involved in the production and delivery of their 

services. For instance, in the case of personal and professional services, such as haircut, maid 

services, consulting services, accounting services, and legal services, the individual producer of 

the service is also the service provider. As such the users of these services are directly engaged in 

obtaining and using the service thereby minimizing the role of middlemen, if any. In such a 

situation, a greater emotional bond between the service provider and service user develops and 

the need for maintaining and enhancing the relationship. It is therefore evident that relationship 

marketing is important for scholars and practitioners of services marketing (Berry 1999). 
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2.3.4 Organisational Development Process and empowerment of individuals and  teams 

Another major factor leading to the rapid growth and acceptance of the Relationship marketing 

concept as described by Sheth et al. (2000) is the empowerment of individuals and teams as a 

result of certain organisational developments. According to them, these organizational changes 

have facilitated the growth of relationship marketing. Amongst these the most significant is the 

role definition of the members of the organization. Through a variety of changes in 

organizational processes, companies are now directly involving users of products and services in 

the purchase and acquisition decisions of the company. For a considerable time, these functions 

were managed by the procurement department as a specialized function, with little or no input 

from the actual users of these products and services. Thus the separation that existed between the 

producer and the user due to the existence of user middlemen, acting as gatekeepers, is 

potentially bridged in many cases. Wherever such changes are being made, direct interaction and 

cooperative relationship between producers and users develop (Sheth et al., 2000). 

2.3.5  Increased Competition and concern for customer retention 

Finally, in the post-industrialization period the increase in competitive intensity is forcing 

marketers to be concerned with customer retention. As several studies have indicated, retaining 

customers is less expensive and perhaps a more sustainable competitive advantage than acquiring 

new customers. Marketers are realizing that it costs less to retain customers than to compete for 

new ones (Rosenberg & Czepiel 1999). On the supply side it pays more to develop closer 

relationships with a few suppliers than to develop more vendors. In addition, several marketers 

are also concerned with keeping customers for life, rather than merely making a one-time sale 

(Cannie and Caplin 2001). 
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2.4 FEATURES OF RELATIONSHIP MARKETING  

Based on Grönroos’s (2000) definition, the following are the main traits of relationship 

marketing. For the purpose of this study, the various characteristics of relationship marketing 

have been categorized under the following headings. Subsequently, these characteristics are 

briefly discussed below. However, it must be noted that the categorization is made this way to 

suit the context of this thesis. 

2.4.1 Long-term orientation 

Long-term orientation is a key feature of relationship marketing. It assesses success in terms of 

how long a customer is kept in the relationship and the share of the customer in the relationship. 

Relationship marketing involves estimating customer lifetime value and engaging in 

relationships based on the value of those relationships over a number of years. Gummesson 

(1999) highlights long-term collaboration and win-win as a key feature of relationship marketing. 

This means viewing suppliers, customer and others as partners rather than opposite parties. This 

view promotes collaboration and the creation of mutual value, and relationship marketing should 

bring about a win-win rather than a win-lose situation created by the adversarial nature of 

transactional marketing (Gummesson, 1999). 

2.4.2 Commitment and fulfillment of promises 

Relationship marketing implies a long-term relationship and forsaking of other suppliers by the 

customer, as well as mutual exchange of information. This suggests that there ought to be trust 

between the parties; that each party believes in the integrity of the other to keep their promise 

and to deliver on promises; and also that each party believes the relationship to be valuable  
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enough to invest in and to commit to. Nurturing of trust and commitment is particularly  

important as it is clear now that satisfaction alone does not necessarily lead to customer loyalty. 

Satisfied customers may still wish to look elsewhere for bargains, change/novelty, and etcetera. 

Relationship marketing relies on fostering a bond between the customer and the supplier which is 

glued with empathy. Bonding is the result of the customer and the supplier acting in a unified 

way towards the achievement of desired goals (Callaghan et al., 1995) and empathy is the 

dimension of a business relationship that enables the two parties to see the situation from the 

other’s perspective and to understand their desires and goals (Yau et al., 2000).Customer 

relationship marketing attempts to create additional customer value through personalized 

communications, extra services, customized products, and special price offerings. 

2.4.3 Customer share, not market share 

Relationship marketing shifts the emphasis from concentrating on gaining share of the market 

and rewarding its employees for the new business which they bring in. instead, it concentrates on 

keeping customers and attempting to gain a bigger share of their ‘wallet’ by selling more of the 

same product or by cross-selling to them. This is a very important shift because traditional 

marketing puts the emphasis on market share and success is usually measured in a short 

timescale, i.e. growth in market share per annum (Gummerson, 1999). For instance, Day (2002), 

from a traditional platform, said that share of market is a crucial tool for the evaluation of 

performance and for using as a guide for advertising, sales force and other budget allocations. 

Concentrating on customer share implies a long-term orientation and requires that success is 

measured and rewarded differently. According to Peppers and Rogers (1995), this approach  

16 

  

 

 



 

implies that a customer with high potential is treated as an individual whose needs are addressed 

and an attempt is made to persuade him to buy more of the company’s products during the 

lifetime of the relationship. 

2.4.4 Customer lifetime value 

The lifetime value of a customer is a key element in the practice of relationship marketing. It is 

not economical for a supplier to invest in long-term relationships with all customers – not that all 

customers would necessarily want such a relationship. The supplier has to identify those 

customers who are willing to enter a long-term relationship with his company, forecast their 

lifetime with the company, and then calculate those customers’ lifetime values in order to 

identify the ones with whom it will be profitable for the company to have a relationship. 

Relationship marketing costs money and maintaining a customer can be expensive, hence long-

term customers should be selected carefully. Calculating a customer’s lifetime value is not a 

precise science, and each company will need to experiment and improve those techniques that 

are used to predict how much business a customer is likely to do with them (Gummerson, 1999; 

Morgan and Hunt, 2002) 

2.5 TOWARDS A FRAMEWORK FOR CUSTOMER RELATIONSHIP MARKETING 

Most observers agree that relationship marketing is not only based on looking at individual 

transactions (O’Malley and Tynan, 2000). While transactional marketing is now viewed as 

integrated into relationship marketing (Tyler and Stanley, 1999), relational exchange is a long-

term and complex relationship between service providers and customers, not simply or only a 

series of transactions (Berry, 1983; Jackson, 1985; Dwyer et al., 1987). Relationships are likely  
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to rely less on contract law and more on issues such as trust, equity, responsibility, and 

commitment (Gundlach and Murphy, 1993). 

Many factors including product, quality, price, exchange rate, and demand can all have a major 

influence on sales. However, relationship marketing can also impact sales and brand loyalty 

(Heffernan et al., 2008; Lee et al., 2001). This study concentrates on relationship marketing but 

accepts that many other factors also have to be managed optimally. Increasingly, marketing 

issues such as rapid customer turnover and the effects of discontinued customer relationships 

have become critical for many businesses. 

Growing competition, coupled with industry maturity and recessionary pressures, mean that 

organizations cannot totally depend on new customers to take the place of lost customers 

(Zeithaml et al., 2006). Customer attraction but not customer retention and brand loyalty are at 

the heart of transaction marketing exchanges which develop, sell and deliver products by means 

of short-term, discrete economic transactions. Relationship marketing is considered by some 

academic commentators to represent the beginning of a paradigm shift in marketing (Gronroos, 

2000; O’Malley and Tynan, 2000). The evolution of relationship marketing has been one of the 

most significant developments in marketing over the decades, particularly in relation to industrial 

marketing (Dwyer et al., 1987; Palmatier et al., 2006; Sheth and Parvatiyar, 1995). 

Yau et al. (2000) compared a relationship marketing orientation (RMO) with a traditional market 

orientation in terms of its relative impact on the business performance of firms in retail, 

wholesale and manufacturing industries from the perspective of Chinese managers in Hong 

Kong. The findings of their paper suggested that while relationship marketing is relevant to  
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every industry, it has particular importance to the manufacturing industry and business-to-

business operations.  

The literature on market orientation has provided evidence of the positive relationship between 

RMO and the business performance and brands of firms (Heffernan et al., 2008; Palmatier et al., 

2006). As the business environment changes and customers become more demanding, firms must 

practice relationship marketing to compete effectively (O’Malley and Tynan, 2000). 

Changes in the business environment will not only affect wholesale and retail business, but also 

the manufacturing sector through the entire supply chain. Likewise, as competition intensifies, 

direct consumers as well as institutional buyers will become more demanding. Therefore, a 

market orientation is a necessary but no longer sufficient condition for firms to remain 

successful. This applies to firms of all sizes in all industries (Yau et al., 2000). 

Abramson and Ai (1997) studied the business-to-business sector in China and concluded that 

guanxi-style buyer-seller relationships (guanxi as a complex set of social relationships) were 

strongly related to reduce levels of perceived uncertainty about the business environment and a 

variety of improved performance outcomes. Wong (1998) undertook a study on guanxi and 

relationship performance on industrial buying in China and suggested that firms should adapt 

relationship marketing plans to compete in the changing environment of the Chinese market. The 

findings of these studies indicate that relationship marketing has a significant impact on the 

business performance of firms in both service and industrial marketing. 

Several studies on the effects of relationship marketing on the business performance of firms 

across a range of industries have been reviewed (Palmatier et al., 2006). Given that relationship  
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marketing is more important in the industrial business-to-business context than the consumer  

context, most studies are located in the industrial business-to-business context. Briefly, the 

findings of these studies indicate that relationship marketing has a significant impact on the 

business performance and brands of firms in both service and industrial industries (Lee et al., 

2001; Sin et al., 2006), with particular importance in the manufacturing industry (Liu and Wang, 

1999; Wong and Chan, 1999). A number of attempts have been made to develop a 

comprehensive model of relationship marketing, notably Lindgreen (2001), developed a 

comprehensive model. This simple analytical model of relationship marketing is shown in Figure 

1. 

Figure 2.1: A simple analytical model of relationship marketing 

 

 

 

 

 

Source: Lingreen (2001) 

In terms of the instruments, relationship marketing has been interpreted as direct marketing and 

database marketing, quality management, services marketing, customer partnering, and catch-all 

phrases covering many different marketing disciplines. 
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Objective 
- Customer satisfaction 
- Customer delight 
- Share of customer 
- Customer retention 
- Loyalty 

Defining constructs 
- Trust 
- Commitment 
- Co-operation 
- Communication 
- Shared values 
- Conflict 
- Power 
- Non-opportunistic behavior 
- Interdependence 

Instruments 
- Direct marketing 
- Database marketing 
- Quality management 
- Services marketing 
- Customer partnering 
- Catch-all phrases 

 

 



 

Much of the relational literature has been concerned with identifying the key dimensions of 

relationship marketing and exploring how these dimensions interact, Morgan and Hunt (1994). 

Less attention has been devoted to how these constructs drive business performance (Kalwani 

and Narayndas, 1994), thus leaving largely unanswered those questions about the links between 

relationships and the value they create. 

Relational variables have been drawn from a wide variety of theoretical domains. Ahmed et al. 

(2001) identify six main sources of business partnerships: transaction cost analysis (Williamson, 

1985), relational exchange theory, resource-dependence theory, network theory (Ford, 1990), 

political economy paradigm (Stern and Reve, 1980), and cross-cultural management. Each 

theory has provided a particular lens through which relationships, their dimensions and 

appropriate research methodologies, are viewed. 

Although marketing academics and practitioners have been examining relationship marketing for 

more than a decade (Gronroos, 1990, O’Malley and Tynan, 2000), most of the studies on 

relationship marketing have been criticized as overly simplistic because of their uni-dimensional 

perspective (Yau, 1995) unlike the model of Callaghan et al. (1995) which used a multi-

dimensional perspective. 

Therefore, this study adopts the relationship marketing construct as originally proposed by 

Callaghan et al. (1995). The items used to measure the relationship marketing construct were 

further enhanced by Yau et al. (1998) to operationalize the concept fully. The four common 

components are bonding, empathy, reciprocity and trust. 

A popular definition of relationship marketing was developed by Callaghan et al. (1995, p. 10) as 

follows: “relationship marketing centres on the creation and maintenance of the relationship  
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between two parties of exchange, the supplier as an individual and the consumer as an individual 

through the possession of the desire to be mutually empathic, reciprocal, trusting and to form 

bonds”. 

2.5.1 Bonding is defined as the dimension of a business relationship that results in two parties 

(the customer and the supplier) acting in a unified manner toward a desired goal (Callaghan et 

al., 1995). In the dyadic relationship of a buyer and a seller, bonding can be described as a 

dynamic process that is progressive over time (Dwyer et al., 1987). The bonding process begins 

with the very basic force of the need for a seller to find a buyer for their product, and the desire 

for a buyer to purchase a product that will satisfy their needs. Various bonds exist between 

parties and indicate different levels of relationships. Bonds have served effectively to control 

social and business behavior in society (Chiao, 1982), and contribute to removing doubt, creating 

trust and forming close relationships (Hinde, 1997). The dimension of bonding as it applies to 

relationship marketing consists of the development and enhancement of consumer and brand 

loyalty and, as Levitt (1983) described, a long-term relationship (a bonded relationship) with the 

seller. Thus, a long-term relationship requires bonding in order to exist. At an advanced stage in 

the relationship, the bonds are so solidified that they are almost impossible to break (Heide and 

Weiss, 1995). 

2.5.2 Empathy is the dimension of a business relationship that enables two parties to see a 

situation from the other’s perspective. It is defined as seeking to understand somebody else 

desires and goals. It involves the ability of individual parties to view the situation from the other 

party’s perspective in a truly cognitive sense (Hwang, 1987). The empathy dimension plays a 

major role in Chinese business relationships (Brunner et al., 1989; Hwang, 1987) and is also  
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apparent in western business relationships (Ferguson, 1990; Houston et al., 1992). These studies 

indicate that empathy is a necessary condition to foster a positive relationship between two 

parties. Thus, the inclusion of empathy as a dimension of relationship marketing must follow. 

2.5.3 Reciprocity is the dimension of a business relationship that enables either party to provide 

favours or make allowances for the other in return for similar favours or allowances to be 

received at a later date (Callaghan et al., 1995). In terms of aspects of social action between two 

individuals it covers the notions of bilateral contingency, interdependence for mutual benefit, and 

quality of exchanged values (Lebra, 1976) and can be regarded as sociological dualism and 

mutual legal obligations of repaying (Malinowski, 1959). Several studies have indicated links of 

reciprocity and empathy to relationship marketing and exchange  (Smith and Johnson, 1993). 

Reciprocity and bonding are linked in such a way that a reciprocal arrangement is indicative of 

cooperation. Reciprocity is thus an appropriate dimension of relationship marketing. 

2.5.4 Trust is defined as a belief or conviction about the other party’s intentions within the 

relationship. In the context of relationship marketing, trust is defined as the dimension of a 

business relationship that determines the level to which each party feels they can rely on the 

integrity of the promise offered by the other (Callaghan et al., 1995). It is a widely accepted basis 

for relationships (Gronroos, 1990). It has been documented in the form of an exchange 

relationship (Gronroos, 1990), considered by some as a critical component of business 

relationships (Martin and Sohi, 1993; Moorman et al., 1992), and identified as a key construct in 

modelling relationship marketing (Morgan and Hunt, 1994). Trust has also been linked to 

components of the other three dimensions (bonding, reciprocity, and empathy) leading to 

cooperation (Anderson and Narus, 1990; Morgan and Hunt, 1994), communication (Anderson 

and Narus, 1990). 
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2.6 SATISFACTION AND RETENTION IN THEORY  

Satisfaction is an “overall customer attitude towards a service provider'' (McDonald, 2002) or an 

emotional reaction to the difference between what customers anticipate and what they receive 

(Zineldin, 2000), regarding the fulfillment of some need, goal or desire. A similar definition is 

provided by Gerpott et al. (2001) who propose that on a customer's estimated experience of the 

extent to which a provider's services fulfill his or her expectations.  

Customer satisfaction brings many benefits. Satisfied customers are less price sensitive, buy 

additional products, are less influenced by competitors and stay loyal longer (Zineldin,  2000). 

Although customer satisfaction is important, it is not equally important to the company. There 

are many customers whose satisfaction is less important, such as those a company cannot serve 

or who are unprofitable; on the other hand, there are customers whose satisfaction is crucial to a 

company's survival, and the goal should always be to satisfy those customers (Bhote, 1996).  

 Ovenden (1995) argues that organisations must be aware of how well or badly its customers are 

treated. Customers rarely complain, and when someone does, it might be too late to retain that 

customer. One important component in the concept of satisfaction is complaint management. 

Nyer (2000) has investigated the relation between consumer complaints and consumer 

satisfaction. The author found that encouraging consumers to complain increased their 

satisfaction, and this was especially the case for the most dissatisfied customers. Research has 

also found that the more intensely a customer complains the greater the increases in satisfaction. 

Johnston (2001) claims that complaint management not only results in customer satisfaction, but 

also leads to operational improvement and improved financial performance.  
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Research conducted by Athanassopoulos (2000) indicates that product innovations, staff service, 

price, convenience and business profile are all determinants of customer satisfaction.  Bejou et 

al. (1998) propose that customer satisfaction can be enhanced through relationships, provided 

they are developed and managed to the customer's satisfaction.  

Satisfaction increases customer retention, and customer retention. Speier and Venkatesh, 2002) 

examine the importance of service recovery in determining overall satisfaction, arguing that a 

company is more likely to retain a customer by encouraging complaints and then address them, 

than by assuming that the customer is satisfied. Satisfied and properly served customers are more 

likely to return to an organisation than are dissatisfied customers who could choose simply to go 

elsewhere (Soper, 2002).  

Consumers, even though satisfied, may suddenly decide to switch service providers. A satisfied 

customer may or may not intend to return to a company, which is the reason satisfaction does not 

necessarily lead to retention. Customer satisfaction can even increase in a company while 

retention levels remain unchanged. Not all retained customers are satisfied; they may stay with a 

provider only because of lack of alternatives. Reichheld and Aspinall (1993) also argue that 

satisfaction does not necessarily lead argue that satisfaction does not necessarily lead to purchase 

intentions. 

Hart, et al, 2002 argues that customer satisfaction on its own cannot produce lifetime customers 

even though satisfaction can result in retention. Stauss et al. (2001) indicate that satisfaction is 

merely a step towards the goal of customer retention, and that retention effects increase with the 

degree of satisfaction.  
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Retention can be defined as ``a commitment to continue to do business or exchange with a 

particular company on an ongoing basis'' (Zineldin, 2000, p. 28). A more elaborated definition is 

to define retention as the customers' liking, identification, commitment, trust, willingness to 

recommend, and repurchase intentions, with the first four being emotional-cognitive retention 

constructs, and repurchase intentions, with the first four being emotional-cognitive retention 

constructs, and the last two being behavioral intentions (Stauss et al., 2001).  

Retaining old customers also costs less than acquiring new ones. The company knows the 

customers and what they want, and the initial costs of attracting the customers have already been 

expended. Old customers also pay less attention to competing brands and advertising, are less 

price sensitive and create favourable word-of-mouth (Zineldin, 2000). Customer retention also 

brings benefits such as employee retention and satisfaction, better service, lower costs 

(Reichheld, 1995), lower price sensitivity, positive word-of-mouth, higher market share, higher 

efficiency and higher productivity (Zineldin, 2000). Customers not wanted by the company, i.e. 

those who are unprofitable or whose needs cannot be met by the company, should, however, not 

be retained (Reichheld, 1995).  

Potter-Brotman (1994) describes how service affects retention, and brings up the value of 

teaching all employees to be service providers, with the ability to enhance relationships with 

customers rather than endanger them. The author suggests that companies must concentrate on 

hearing customers' unique voices in order to find out what kind of service they consider to be 

exceptional.  

Customers could defect at a rate of 10-30 per cent per year (Reichheld, 1996). A decrease of only 

5 per cent in customer defection can increase profits up to 95 per cent, depending on the  
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industry. In banks, the increase is usually 85 per cent (Reichheld, 1996), argue that this is 

because of longevity effects. Another advantage is that while customer acquisition strategies are 

easily copied by competitors, retention strategies are not.  

Stauss et al. (2001) studied the retention effects produced by customer clubs. Their results reveal 

that customers who are satisfied with the customer club are likely to be more satisfied with the 

relationship with the service provider, which, in turn, affects customer retention. The authors 

describe customer retention as the goal of customer clubs. In addition, Appiah-Adu (1999) finds 

that the most critical element in retaining customers is the company's customer philosophy, 

implying that companies ought to strive for complete satisfaction rather than just satisfaction 

among its customers.  

Desai and Mahajan (1998) look at the concepts of acquiring, developing and retaining customers 

from a cognitive and affective perspective. They provide examples of how cognition and affects 

are used to increase retention, and use frequent-flyer programs as an example of an effective way 

of building loyalty. The authors suggest that in order to retain customers, companies must 

continually develop their products and services so as to meet the evolving needs of customers. 

Their research also assumes that retained customers are in fact   satisfied, and not retained simply 

because of habit, indifference or inertia. Included in retention strategies is the development of 

new products and services to meet and satisfy the evolving needs of the customers; thus 

satisfaction is a component of retention.  

Even though Johnston (2001) has shown that the relationship between customer satisfaction and 

retention is very weak, an understanding of the two concepts cannot always be achieved by 

isolating them from each other, but rather by examining the relationship between them. Gerpott 

et al. (2001) suggest that customer retention and customer satisfaction should be treated as  
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distinct, but causally inter-linked constructs. According to them, ``customer satisfaction is a 

direct determining factor in customer loyalty, which, in turn, is a central determinant of customer 

retention'' (Gerpott  et al., 2001, p. 253). Rust and Subramanian (1992) link quality to customer 

satisfaction and argue that this has a direct effect on customer retention and market share. In 

addition, Athanassopoulos (2000) discusses satisfaction as an antecedent of customer retention. 

The author examined customer satisfaction cues in retail banking services in Greece. The results 

of his study indicate that product innovativeness, staff service, price, convenience and business 

profile are dimensions of customer satisfaction. The author also states that customers do not 

consider switching banks until they have encountered a series of negative effects.    

Appiah-Adu (1999) finds that the most critical element in retaining customers is the company's 

customer philosophy. He also stresses that there is a difference between satisfaction and 

complete satisfaction, and that the goal should be to achieve the latter. Eriksson and Lofmarck 

Vaghult (2000) argue that customer retention is central to the development of business 

relationships, and that these relationships depend on satisfaction.  

Knox (1998) argues that to build relationships, the company should strive for customer 

development. Retention is a significant part of customer development, since retained customers 

spend more with the company than with its competitors, thereby supporting profitable growth.  

In summary, the literature defines satisfaction as based on the difference between what 

customers expect and what they get. The benefits of satisfaction are many, the most prominent 

being less price sensitivity, purchase of additional products and less interest in competitors. 

Good complaint management, product and service development, price and good relations 

contribute to satisfaction. Retention is defined as repurchase intentions and is obtained by good 

service and good relationships. Customer clubs and frequent-flyer programs are suggested as  
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ways to increase retention. The benefits of retention are lower costs for the company, less price 

sensitivity, favourable word-of-mouth, greater market share and increased profits. The 

relationship between satisfaction and retention is described as weak, and research shows that 

satisfaction does not necessarily lead to retention.  

2.7 EFFECTS OF CRM ON CUSTOMER RETENTION 

A firm can reduce cost significantly (through customer retention) by building a good relationship 

with customers. For example, it has been shown that it is cheaper to serve an existing customer 

than to attract and serve a new one (Ndubisi, 2006). Firms can also reduce uncertainty of demand 

by building relationship with customers. 

Prior studies have suggested that effective relationship selling (marketing) will be more critical 

when: the service is complex, customized, and delivered over a continuous stream of transactions 

(Berry, 2003); many buyers are relatively unsophisticated about the service (Ghingold and 

Maier, 1996); and the environment is dynamic and uncertain in ways that affect future needs 

(demand) and offerings (Crosby et al., 1990). According to Crosby et al. (1990), these 

characteristics apply to professional services such as accounting and many financial services 

such as banking. The social penetration theory states that partners will continue to deepen a 

relationship as long as anticipated benefits exceed anticipated costs (Altman and Taylor, 2003). 

Since a high quality firm-customer relationship can reduce customers’ uncertainty or perceived 

risk, and trust, commitment, communication, and conflict-handling ability can enhance 

relationship quality, it is logical to expect an association between these variables and overall 

firm-customer relationship quality. 

The development of effective customer relationships is widely advocated as a key element of 

marketing strategies in the service sector. The advantages associated with the development of 

such relationships are thought to be particularly relevant in the case of services for which  
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credence qualities are high. However, a key feature of most services is customer participation in 

the production and the delivery of the service. The ability of an organization to develop and 

maintain a relationship with its customers will be dependent on their willingness to participate. 

For participation to be worthwhile, customers must perceive that it yields benefits which are 

greater than those which accrue from non-participation. 

If the relationship is to remain successful the customer should be at the hub of it and so it is 

important to have the customers' best interest at heart. Related to this issue is co-developing 

products and service augmentation. These will, in many instances, be employed by organizations 

adding extra service to differentiate from its competitors' offerings. In this context the ``extras'' 

must be valued by the consumer, and not readily available elsewhere (i.e. ``adaptation'', Wilson, 

1995). A high emphasis on enhanced service and service quality is further cited as an essential 

element within relationship marketing (Christopher et al., 2001). 

The above factors constitute an attempt to favourably lock-in or retain the customer and many 

academics espouse the importance of customer retention regarding relationship marketing theory 

(Wright et al., 1998). Barnes (1994) observes that tactics such as frequent-buyer schemes, where 

the customer has to return to the same company to accumulate ``points'', develops a barrier to 

exit. Irish grocery chain, Superquinn, differentiate their loyalty scheme by introducing ``both 

frequency marketing and targeted direct marketing, which so many so-called loyalty schemes 

neglect to include'' (Conneran, 1996). Loyalty is a complex variable to quantify; however, 

Hawkes (1996) reemphasized the concept of the loyalty ladder, with the lowest rung being 

suspect and the highest rung advocate.  Schneider (2000) observed: ``what is surprising is that 

researchers and businessmen have concentrated far more on how to attract customers to products  

30  

 

 



 

and services than on how to retain them''. Selling products to existing customers is essentially 

more cost-effective than the costs incurred while searching for new ones (Hartley et al., 1995; 

Mitchell, 1995; Jackson, 2000). 

2.8 CONCEPTUAL FRAMEWORK 

Following from the literature review done above, there seems to be a convergence on the two 

themes under studies i.e. customer relationship management (CRM) and customer retention 

(CR).  What seems to be a key factor between the linkages of the two constructs is customer 

satisfaction. It must therefore be acknowledged that, the model developed out the literature 

review will factor in customer service as a key ingredient in linking CRM to CR. On the part of 

the CRM, this study adopts the ingredients of Callaghan et al 1995 which sought of touches on 

all that have been used in the past as a measure of CRM. The CR is however tries to bring 

together a number of measures as discussed in the literature. This therefore set the tone for a 

conceptual model below to be developed to guide the study.  

Figure 2.2 CONCEPTUAL FRAMEWORK FOR CRM-CUSTOMER RETENTION 
RELATIONSHIP 

 

 

 

 

 

 

 
Source: author’s own conceptualization 
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CHAPTER THREE 

METHODOLOGY 

3.1   METHODOLOGICAL OVERVIEW   

This chapter discusses the methodology used for this study. The chapter is organized into five (5) 

main sections. Section one provides a brief overview of the overall methodology; section two (2) 

further discusses the research design providing justification for the choice of survey research 

design adopting the use of both quantitative and qualitative methods of data collection. This is 

followed by section three (3) which discusses the sampling design including sampling frame and 

final sample size. Section four (4) then discusses the method of data collection. Questionnaire 

development, the unit of analysis, field work data collection and other preliminary activities 

preceding data collection are all discussed in this section. Section five (5) then looks at the 

processes involved in the preparation of empirical data for analysis. Limitations, practical 

challenges and ethical issues considered during the study are then presented.  

3.2 RESEARCH DESIGN  

Malhotra and Birks, (2007), describe a research methodology as the procedural framework 

within which a research is conducted. This study is both quantitative and adopted the survey 

approach in collecting the data; specifically, through the use of a questionnaire. The choice for 

this research design became necessary not only due to the exploratory nature of the study but 

also because it has been found to be suitable for analyzing a phenomenon, situation, problem, 

attitude or issues by considering a cross-section of the population at one point in time (Robson, 

1993). The suitability of using the survey strategy in this study is to help the researcher identify 

and explain statistically, the factors that explain customer expectations, experiences and 

perceptions of relationship marketing in the banking industry in Ghana. Quantitative research has  
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been used to measure how people feel, think or act in a particular way and it is a research 

technique that seeks to quantify data and apply some statistical analysis. It is often formalized 

and well structured and data is usually obtained from large samples – anything from 50 upwards 

(Tull & Hawkings, 1990). It also involves the use of structured questionnaires usually 

incorporating mainly closed ended questions with set response (Burns, 2000; Miles and 

Huberman, 1994). The choice of quantitative methodology can also be justified based on the fact 

that it is concise and sample is usually representative of a large population (Yin, 1994).  

3.3 SAMPLING DESIGN (Sample size determination) 

Following a clear definition of the research population, a list of customers with whom 

Intercontinental Bank practices relationship marketing was obtained from the bank to constitute 

the sampling frame. From the sampling frame, 340 current customers’ were randomly selected to 

constitute the final sample size for this study.  

A review of some previous research carried out on relationship marketing in the banking industry 

indicates that researchers (eg. Narteh, 2009) used large sample sizes ranging from about 200 to 

1000 respondents. (Burns, 2000), advises novice researchers to use large sample sizes as much as 

possible because it maximizes the possibility that the mean, percentages and other statistics will 

reflects the true estimates of the population. Again large sample sizes give the effects of 

randomness the chance to work (Malhotra and Birks, 2007). Finally, the chances of errors are 

reduced as the sample size increases. Thus to achieve accuracy, it is important to use a large 

sample size in a survey study and this issue is captured in this current research. 

3.4 METHOD OF DATA COLLECTION (Questionnaire design)  

Only one set of questionnaire was designed for customers of the bank. The questionnaire which  
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was made up of both open-ended and close-ended questions, sought to establish the relationship  

between relationship marketing and customer loyalty, and also to identify the factors that may 

impact on customers’ expectations, experiences and perceptions of the quality of relationship 

delivered by Intercontinental bank.  

The questionnaire was divided into two main sections. Section one talked on the demographic 

variables of the respondents while section two solicited on the two main constructs making up 

the framework. The section two had seven sub-headings which were all indicated in the 

framework used. As argued by Malhotra and Birks, (2007), that sensitive questions may be 

embarrassing to respondents especially when it begins a survey instrument and may also create 

dissatisfaction and disinterest. The entire questionnaire covered a total of three pages. In line 

with Malhotra and Birks, (2007) and Miles and Huberman, 1994, the wording and language used 

in the questionnaire was kept as simple as possible.  

The researcher used written questionnaires to collect data from customers because it is mostly 

less expensive in terms of time spent in collecting data; it can be distributed to a large number of 

respondents simultaneously in a large geographical area at a relatively low cost and questions in 

written questionnaires are often standardized and are therefore not susceptible to changes in 

emphasis as in the case of verbal interviews. And also based on the literature available on 

Relationship marketing, it was realized that most authors (example, Morgan and Hunt, 1994; 

Liang and Wang, 2004; Wang et al., 2006), have used this method to study large samples. 

The researcher was however mindful of the disadvantages associated with written questionnaires. 

There is the possibility that written questionnaires will be misunderstood and interpreted 

differently by different people. To overcome this problem, the researcher carried out an initial 

pre-testing of questionnaires to evaluate respondents understanding of the research area.  
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3.4.1 Unit of Analysis 

The unit of analysis for the study is the individual customer. That is, the client being the direct 

recipient of services delivered by bank. Most research works on relationship marketing in the 

hospitality industry have used customers as the unit of analysis (Olsen, 1995). The present study 

agrees with the conceptualization in the literature that relationship marketing is best viewed from 

the viewpoint of the clients and that, it is usually the clients of services that are able to tell as to 

whether or not the relationship with service providers is positive or not. Therefore, using 

customers as the unit of analysis is considered appropriate, since their expectations and 

perceptions of relationship marketing and services rendered by the bank could be captured.  

3.4.2 Data collection 

One major phase of the survey process is the execution of the survey instrument. The structured 

questionnaires were purposively distributed among customers of the bank. Purposive used here 

refers to “selecting certain respondents for participation in the study presumably because they are 

representative of the population of interest and/or meet the specific needs of the research study” 

(Dillon et al. 1993).  

After permission had been sought from bank’s management, the questionnaires were left with 

some staffs of the bank who distributed the questionnaires to the appropriate respondents. For the 

purpose of this study, only customers who have been banking with the bank for more than a year 

and with whom the bank practices relationship marketing was given questionnaires to fill. When 

questionnaires were filled, they were then returned to or picked up by the bank staff and later 

picked up by the researcher later. The researcher used this mode of data collection due to the fact 

that, it was easy for staffs of the bank to convince and encourage customers to complete the  
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questionnaires as sited by Zikmund (2003) and also it was easy for customers of the bank to be 

approached by staff of the bank.  

The researcher explained the aims and objectives of the study and how beneficial the results of 

the study will be to the bank. The researcher further assured the bank of the willingness on the 

part of the researcher to keep information gathered very confidential and not for any other 

purpose other than the intended study.  

All 340 questionnaires which were administered to the respondents had attached to them cover 

letters. This letter was meant to communicate the willingness of the researcher to keep all 

information as confidential as possible and to demonstrate the genuineness and credibility of the 

researcher as to the usage of the information gathered for academic purposes only.  

The researcher was able to retrieve three hundred and twenty five (325) out of the 340 

questionnaires administered to the customers of the sampled banks giving a 95.59% (percent) 

response rate. On the whole, data collection lasted a total of four (4) weeks. Data collection was 

originally meant to last for two weeks but the researcher had to extend the time by extra two (2) 

weeks in order to obtain a larger sample since the response rate obtained within the first two 

weeks was not encouraging. Of the three hundred and twenty five (325) questionnaires received, 

fifteen (15) questionnaires were incomplete and thus were not included in the analysis. The rest 

of the questionnaires were not returned at all. At the end of the editing, 310 questionnaires were 

successfully processed for the analysis. 

3.5 DATA ANALYSIS TECHNIQUES 

A significant number of the studies on relationship marketing in industries have made use of 

structured questionnaires. Thus, these research studies have employed purely quantitative  
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research techniques in their data analysis. In recent times, several researchers have recognized 

the need to integrate both quantitative and qualitative methods in their data analysis (Burke and 

Onwuegbuzie, 2004). This integrated approach is viewed to be more convenient when dealing 

with respondents who have busy schedules and limited time at their disposal. However, the lack 

of corporation from the case bank and the limited time constraints did not allow the integrated 

method to be used where the bank’s personnel would have been interviewed. The analytical 

instrument for this study is the Statistical Package for Social Science (SPSS) version 16.0 using 

graphs, tables and descriptive statistics. This software has been widely used by researchers as a 

data analysis technique (Zikmund, 2003).    

3.6 RESEARCH LIMITATIONS AND PRACTICAL CHALLENGES  

The research has the following limitations: 

• Geographical limitation 

• Time limitation 

• Industry limitation 

There are currently twenty one (21) bank branches spread throughout the country. However, this 

study examined only one of them situated in Accra. In this light, the scope of the study is limited 

geographically since findings are applicable to banks in Accra, though the results are to be 

generalized to include banks throughout the country. The study is also limited in terms of time at 

the disposal of the researcher. Though a cross-sectional study, the researcher could not have 

enough time to visit all the bank’s branches in the other regions of the country. Finally, the study 

is limited in terms of industry scope. The study was restricted to the banking sector alone. As a 

result, the generalizability of its findings may be limited to only to the banking sector in Ghana. 

One major practical challenge faced by the researcher was in the area of finance. Mainly as a  
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result of follow-ups on questionnaires, the huge cost of printing the questionnaires and provision  

of incentives to the staff of the bank who assisted in the data collection. One main challenge 

faced was convincing the sales and relationship managers to grant the researcher the interview. It 

took a lot of effort and persuasion on the part of the researcher to get the attention of these sales 

managers since most of them doubted the real intentions of the researcher to use the information 

for only academic purposes.    

3.6.1   Ethical considerations 

One very important consideration a researcher must not overlook is the issue of ethics in research 

(Malhotra and Birks 2007). The researcher in accordance with this took steps to make sure that 

no respondent or any participant in this research work was harmed in any way. First of all, the 

researcher avoided contacting respondents on the blind side of the service providers. The 

researcher made sure that permission was sought and the aims and objectives of the study made 

known to the service providers as well as the respondents through introductory letters and cover 

letters respectively. Both service providers and respondents were also assured of the fact that the 

study is only for the purposes of academics and not for any other dubious use. Participants were 

also not forced but rather encouraged to voluntarily participate. The researcher also made sure 

that personal or demographic information were kept confidential.  

3.7 CONTENT VALIDITY AND RELIABILITY 

Reliability analysis involves ascertaining the extent to which   measurements of a particular test 

are repeatable. With the level of professionalism in the targeted respondents, it is believed that  
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the findings would be reliable. 

Validity refers to the accuracy of measurements (Ngansathil, 2001). Content validity in this 

study would be ensured as most of the scales employed would be adopted from established 

scales that have been already subjected to content validity tests or analyses.  

3.8 SUMMARY AND CONCLUSION  

In this chapter, the research methodology, including overall research design, data collection 

processes, procedures and approaches, and the development and administration of survey 

questionnaire have been discussed in detail. The research methodologies employed in the present 

study are consistent with most recent marketing communication studies. 
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CHAPTER FOUR 

EMPIRICAL CASE 

4.1BANKING IN GHANA  

The banking sector is the largest and most competitive segment of Ghana's financial sector. 

Commercial banking in Ghana dates back to 1894 when Bank of British West Africa (now 

Standard Chartered Bank Ghana) was established. Barclays Bank was set up in 1917 followed by 

the Bank of the Gold Coast (now Ghana Commercial Bank Limited) in 1953. After 

independence in 1957, government established various commercial and development banks to 

meet the country's financing needs. Notable among them were National Investment Bank, 

National Savings and Credit Bank and Agricultural Development Bank. 

By the mid 1980's, some Ghanaian banks had become weak, financially distressed and insolvent 

with significant non-performing loan books. To address this problem and with the assistance of 

the World Bank, the Government in the late 1980's launched the Financial Sector Adjustment 

Program (FINSAP) to restructure distressed banks, clean .up non-performing assets, restore 

banks to profitability, reform legislation and the banking supervisory system, allow the entry of 

new banks and financial institutions and develop the money and capital markets. These efforts 

led to the liberalization of Ghana's financial sector, making the banking industry more 

competitive and attractive to investors. In the past two years, four new banks have been 

established with three out of the four having majority foreign ownership. 

4.2 UNIVERSAL BANKING POLICY INTRODUCED – 2003 

 The financial sector adjustment programme sought to liberalize the financial sector improve 

savings mobilization and enhance the efficiency of credit allocation through interest rate 

liberalization and competition and enhance the soundness of the banking system through an  
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improved regulatory and supervisory framework as well as develop money and capital markets 

(Gockel, 1995). 

The banking industry has recently undergone various reforms in line with the dynamic domestic 

and international environment. One of the important changes has been the introduction of the 

universal banking in early 2003 by the Bank of Ghana.  In its bid to provide a level playing field, 

the Bank introduced the concept of universal banking.  The eligibility criteria for the granting of 

a universal banking license is a net-worth of ¢70 billion.  Its notice to banks (Notice No. 

BOG/GOV/SEC/2003/3 – UNIVERSAL BANKING BUSINESS) stated that “the Bank of 

Ghana has decided to relax the restrictions imposed through licensing of banks for the purposes 

of doing banking business.  This is to enable all banks capable of venturing into, or are currently 

operating in areas of banking other than their licenses or regulations permit, to be free to 

undertake universal banking business” (Bank of Ghana, 2003). 

The statement also indicated that universal banking should provide equal market opportunities 

for the banks and maintain fair competition to facilitate further financial deepening.  Banks 

should be able to build capacities for all manner of legitimate banking business they intend to 

undertake, subject to uniform prudential ratios and benchmarks in the supervision of banks. The 

new policy directive was welcomed by the industry players, especially those operating as 

merchant banks.  Their belief that the commercial banks had ventured into merchant banking 

without any restrictions, but merchant banks could not venture into commercial banking since 

they could not, among other things open more than one branch in a region.  The universal 

banking concept would therefore remove such restrictions imposed on them and ensure a level 

playing field. 
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Since the introduction of the Universal banking concept in 2003, four banks have licensed as 

universal banks: Ecobank Ghana Limited; Merchant Bank Limited; HFC Bank Limited and Cal 

Merchant Banks (now known as CAL Bank). In addition, all the six new banks that entered the 

banking industry since 2004 have all been licensed as universal banks. A new Banking Law, 

Banking Act 2004 (Act 673) has been passed to replace the existing Banking law 1989 (PNDCL 

225). The Act gives credence to the concept of universal banking by expanding the definition of 

banking activities in the new Act has been expanded to include Finance Leasing, Portfolio 

Management, Advisory services such as capital restructuring, mergers and acquisitions, Credit 

Reference services, and Keeping and administration of securities. This definition is intended to 

give a broad scope for universal banking operators.   

Thankfully, the industry has witnessed a phenomenal growth over the last few years in terms of 

number of banks and branches as well as assets size. As at the end of Financial Year 2007, the 

total number of banks had increased to twenty-three (23) and the total assets size had grown to 

$8.1 billion, representing 56.6% of the country’s GDP of $14.4 billion for 2007. The number of 

listed banks on the Ghana Stock Exchange has also increased from three to six. Also, the six 

listed banks accounted for 44% of the total asset size of the Banking Industry. However, for the 

purpose of analyzing the banking industry prior to the introduction of universal banking, we 

showed above the structure of the industry as at December 2002. The structure of the formal 

financial sector in Ghana was as a result of financial policies pursued over the years (Addison, 

2003).  Deliberate policies were implemented to enhance the efforts of institutional building 

based on the financial services needs of the nation at various stages of its development 

42  

 

 



 

4.3 MARKET PARTICIPANTS 

Banking started in Ghana in 1896 when the British Bank of West Africa, now Standard 

Chartered Bank (Ghana) Limited, opened an office in Accra. This bank offered primary services  

such as lending and borrowing of money. The industry in recent times has undergone various 

transformations especially in this age of globalization and information technology. There has 

been the introduction of various financial products and innovations such as Automated Teller 

machines, credit cards, mobile phone banking etc. Most banks now employ cutting edge 

technologies to roll out their products to their Ghanaian customers. Competition has even 

become keen especially with the influx of foreign banks in the Ghanaian industry (especially 

Nigerian banks such as Guaranty Trust Bank, Zenith Bank, Intercontinental Bank, United Bank 

for Africa) and therefore necessitated the introduction of new products every now and then in 

order to gain competitive advantage. 

Because of the very fierce but healthy competition in the banking sector, daily newspapers are 

adorned with catchy adverts of re-branded or new products all in an attempt to lure new 

customers to their products and services.  Bank branches keep increasing every year. Currently, 

there are 27 banks in Ghana with only one Islamic bank, BSIC. This implies that the country is 

operating under the conventional banking system. 

4.4 PROFILE OF INTERCONTINENTAL BANK GHANA LIMITED 

Intercontinental Bank Ghana Limited (a bank jointly owned by Ghanaian and Nigerian interests) 

is a subsidiary of Intercontinental Bank Plc (the third largest bank in Nigeria in terms of Market 

Capitalization, Asset Base of over US$12 billion and about US$1.7 billion in shareholder funds).  
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The bank received its Universal Banking License from the Bank of Ghana in October 2006 and 

commenced business in the same month. As part of its entry strategy, it acquired Citi Savings & 

Loans Company Limited - a Micro Finance Non-Banking Financial Institution in February 2006. 

Currently, Intercontinental Bank is rated as the fifth bank in Africa and the world's second fastest 

growing bank. The bank currently has a network of seventeen (17) business offices located in the 

major commercial and industrial metros of Accra and in Tamale, Kumasi, Tarkwa and 

Techiman. It has a mission to help stakeholders create and preserve wealth and goes by the 

slogan ‘happy customer, happy bank’. IBG was awarded The Best Growing Bank for the Year 

2008 during the Ghana Banking Awards and has demonstrated a great deal of corporate social 

responsibility. IBGs products include SMIES fund Management, LPO Financing, Leasing, 

Import Financing and Warehousing Finance 
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CHAPTER FIVE 

DATA ANALYSIS AND DISCUSSIONS OF FINDINGS 

5.1 INTRODUCTION  

This chapter presents the analysis for the responses that were received from the questionnaires 

sent out to customers of the bank on CRM. The researcher was able to retrieve three hundred and 

twenty five (325) out of the 340 questionnaires administered to the customers of the sampled banks 

giving a 95.59% (percent) response rate. On the whole, data collection lasted a total of four (4) 

weeks. Data collection was originally meant to last for two weeks but the researcher had to 

extend the time by extra two (2) weeks in order to obtain a larger sample since the response rate 

obtained within the first two weeks was not encouraging. Of the three hundred and twenty five 

(325) questionnaires received, fifteen (15) questionnaires were incomplete and thus were not 

included in the analysis. The rest of the questionnaires were not returned at all. At the end of the 

editing, 310 questionnaires were successfully processed for the analysis. 

The scale items were developed from previously suggested and validated measures in many 

researches and carefully restated to reflect the characteristics of CRM in banking.  The analysis 

is done in line with the research questions and objectives above and it is presented in the form of 

tables to give better explanations. All the tables in the analysis are generated from survey data 

through the SPSS 15 (statistical package for social studies) after being coded. 

5.2 BASIC DATA OF RESPONDENTS 

This aspect of the analysis deals with the basic data on the respondents of the questionnaires sent 

to them. The basic data comprise of the respondents sex, age, employment status and the number 

of years spent with the bank. The table below shows the details of the respondents’ bio data. 
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Table 5.1 Biographic Data of Respondents 

Attribute Demographic Distribution 
Frequency Percentile  

Gender   
Male 167 53.84 
Female 143 46.16 
Total 310 100.0 
Age   
18-25 24 7.7 
26-35 119 38.3 
36-45 119 38.3 
46-55 48 15.7 
Total 310 100.0 
Level of study   
Primary 47 15.3 

High/Vocational School 47 15.3 

Some Tertiary 25 8 

University Graduate Or More 191 61.3 
Total 310 100.0 
Employment Status   
Unemployed 24 7.7 
Employed 166 53.7 
Student 75 23.0 
Retired 25 8.0 
Other 25 7.7 
Total 310 100.0 
Source: Survey Data 

The survey showed that there were more males as opposed to females doing banking with 

Intercontinental Bank Ghana (IBG). While 54% were males, the other 46% were females. It can 

be said from the survey that, most of the banks customers are between the ages of 26 and 45. 

This is derived from the fact that the age range of 26-35 and 36-45 accounted for 38.3% each 

which put together will amount to 76.6%.  

On the education level of sampled customers, most of them have had a university education or 

more, this fraction of the customers were 61.3% which is more than half the sampled customers. 

This therefore suggests that, CRM can be well assessed from this kind of customers better 

through questionnaire. Most of the respondents were employed with a few being unemployed or 

retired or students.  
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5.3 BONDING  

Bonding is key for the development of key relationships with customers. Four items were used to 

test for bonding to test the significance. Bonding is defined as the dimension of a business 

relationship that results in two parties (the customer and the supplier) acting in a unified manner 

toward a desired goal (Callaghan et al., 1995). In the dyadic relationship of a buyer and a seller, 

bonding can be described as a dynamic process that is progressive over time (Dwyer et al., 1987; 

Ganesan, 1994; Levitt, 1983). The bonding process begins with the very basic force of the need 

for a seller to find a buyer for their product, and the desire for a buyer to purchase a product that 

will satisfy their needs. Various bonds exist between parties and indicate different levels of 

relationships. Bonds have served effectively to control social and business behavior in society 

(Chiao, 1982), and contribute to removing doubt, creating trust and forming close relationships 

(Hinde, 1997). 

A one-sample test was conducted on the four items. The four items were responded on four item 

scale with the least being strongly disagree and the highest being strongly agreed. On the one 

sample test, the highest mean figure was recorded in the companies thriving on the bank’s 

relationship.  

The one-sample statistics show that respondents believe to thrive on the relationship with IBG to 

succeed however, the mean figures of keeping in touch and close corporation and building long 

term relationship had a relatively low mean figures showing that respondents did not feel bonded 

to IBG.  

Table 5.2 One-Sample Statistics on Bonding  
Items  

N Mean 
Std. 

Deviation 
Std. Error 

Mean 
My achievement thrives on IBG relationship 310 3.1096 .65747 .07695 
IBG keeps me in touch 310 2.9452 .81463 .09535 
IBG keeps close corporation 310 2.6164 .92241 .10796 
IBG tries long term relationship building 310 2.7808 .76823 .08991 
 
The t-test was conducted to confirm the one sample test done in the previous table. The t-test for 

success thriving on the relationship with IBG had the highest t-value of 40.410. This shows the 

bonding level with the rest showing low figures of 30.890 for keeping in touch, 24.235 keeps 

close corporation and long term relationship building with 30.927.  
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Table 5.3 T- Test for bonding with IBG 
 Test Value = 0                                        
 

t Df 
Sig. (2-
tailed) 

Mean 
Differenc

e 

95% Confidence 
Interval of the 

Difference 
 Lower Upper 
My achievement thrives on IBG 
relationship 40.410 72 .000 3.10959 2.9562 3.2630 

IBG keeps me in touch 30.890 72 .000 2.94521 2.7551 3.1353 
IBG keeps close corporation 24.235 72 .000 2.61644 2.4012 2.8317 
IBG tries long term relationship 
building 30.927 72 .000 2.78082 2.6016 2.9601 

 
The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table 

shows the frequency, the percent validity and the cumulative percentages of the responses. 

 
Table 5.3.1 My achievement thrives on IBG relationship 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 12 16.4 16.4 16.4 
agree 41 56.2 56.2 72.6 
strongly agree 20 27.4 27.4 100.0 
Total 310 100.0 100.0  

 
 

Table 5.3.2 IBG keeps me in touch 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid disagree 26 35.6 35.6 35.6 

agree 25 34.2 34.2 69.9 
strongly agree 22 30.1 30.1 100.0 
Total 310 100.0 100.0  
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Table 5.3.3 IBG keeps close corporation 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid strongly disagree 8 11.0 11.0 11.0 

Disagree 26 35.6 35.6 46.6 
Agree 25 34.2 34.2 80.8 
strongly agree 14 19.2 19.2 100.0 
Total 310 100.0 100.0  

 
 

Table 5.3.4 IBG tries long term relationship building 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid disagree 31 42.5 42.5 42.5 

agree 27 37.0 37.0 79.5 
strongly agree 15 20.5 20.5 100.0 
Total 310 100.0 100.0  

 
 

5.4 EMPATHY  

This assessment was done to appraise how customers perceive how empathic IBG is towards 

them and how they feel. If the firms feel well treated and assured of good relationship, they will 

remain loyal. Empathy, a key component of Emotional Intelligence, is as essential for 

harmonious and productive relationships in the workplace as much as in personal life. 

Empathy is the ability to put oneself in the shoes of another person. The positive psychology 

definition is: The quality of feeling and understanding another person's situation in the present 

moment -- their perspectives, emotions, actions (reactions) -- and communicating this to the 

person. So you know what they are feeling, or at least you suspect you know what they are 

experiencing, and you communicate that to elicit further discussion or clarification.  

Empathy is a form of vicarious experience that allows a party some insight into another’s 

psychological state (Becker, 1986). It can be useful to reciprocity in that it allows the 

examination of a good or evil from a number of points of view. This may improve the 

effectiveness of exchange through clearly targeted returns and reparations. Evidence in the  
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marketing and management literature suggests that as relationships strengthen they are  

characterised by a higher degree of inter firm adaptation, asset specificity, and instinctive 

reactions to one another, which could in part reflect a growing empathy between parties (Hallen, 

Johanson and Seyed-Mohamed, 1991; Anderson and Weitz, 1992; Ring and Ven, 1994; 

Gundlach, Achrol and Mentzer, 1995). Further, empathy is thought to play a major role in 

Chinese business relationships (Yau et al. 2000, p.1113). Being able to sense what another is 

trying to achieve with returns or restitution can reinforce the disposition to reciprocate and 

quicken the return to productive social exchange. For example sensing a party’s forgiveness 

where restitution is offered, or repentance for negative acts (Becker, 1986). 

A one-sample test was conducted on the seven items. The seven items were responded on four 

item scale with the least being strongly disagree and the highest being strongly agreed. On the 

one sample test, the highest mean figure was recorded in meeting on an agreed time when set in 

building relationship on the IBG relationship.  

The one-sample statistics show how customers perceived IBG to be empathetic towards them in 

their daily dealings. The seven items were run through the software to generate mean figures for 

all and their respective standard deviations. The table below shows the level of agreement 

depending on the size of the mean figure. The higher the mean figure the higher the level of 

agreement; and the lower the mean figure the higher the disagreement with the particular item 

being tested.  

Table 5.4 One-Sample Statistics Empathy 
 N Mean Std. Deviation Std. Error Mean 
IBG knows how I feel 310 2.2329 .63510 .07433 
IBG sees things from my view 310 2.2603 .44182 .05171 
IBG provides service on agreed time 310 3.0411 .42290 .04950 
IBG working hours are flexible 310 2.9178 .52051 .06092 
IBG offered personalized attention 310 2.7123 .310559 .08609 
IBG employees understand 310 2.9863 .63450 .07426 
IBG employees follow up on customers 310 3.0274 .97143 .11370 
 
The table below shows the t-test to confirm the above test conducted above. IBG providing 

service on agreed time had the highest t-value of 61.441 making it the highest empathetic activity  
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that keeps customers with IBG. This was followed by flexible working hours with a t-value of 

47.895 and confidence interval (CI) of 2.7964 and 3.0398. The lowest t-value was recorded in 

the follow up done by the employees of IBG and IBG knowing how the customers feel all 

recorded relatively low figures. This therefore gives the indication that IBG is not highly rated to 

be empathic by its customers over the years.  

 
Table 5.5 T-Test non Empathy  

 Test Value = 0                                        
 

t Df Sig. (2-tailed) 
Mean 

Difference 

95% Confidence Interval of 
the Difference 

 Lower Upper 
IBG knows how I feel 30.039 72 .000 2.23288 2.0847 2.3811 
IBG sees things from 
my view 43.710 72 .000 2.26027 2.1572 2.3634 

IBG provides service on 
agreed time 61.441 72 .000 3.04110 2.9424 3.1398 

IBG working hours are 
flexible 47.895 72 .000 2.91781 2.7964 3.0393 

IBG offered 
personalized attention 31.504 72 .000 2.71233 2.5407 2.8840 

IBG employees 
understand 40.213 72 .000 2.98630 2.8383 3.1343 

IBG employees follow 
up on customers 26.627 72 .000 3.02740 2.8007 3.2540 

 
The tables below show in detail the level of agreement and the disagreement. The seven tables 

are headed by the various questions asked during the data collection with the use of 

questionnaires. The details of the response are shown for each of the items tested. They were to 

be rated on strongly disagree, disagree, agree and strongly agree with the latter being the highest. 

The table shows the frequency, the percent validity and the cumulative percentages of the 

responses. 

 

Table 5.5.1 IBG knows how I feel 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid strongly disagree 8 11.0 11.0 11.0 

Disagree 40 54.8 54.8 65.8 
Agree 25 34.2 34.2 100.0 
Total 310 100.0 100.0  
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Table 5.5.2 IBG sees things from my view 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 54 74.0 74.0 74.0 
agree 19 26.0 26.0 100.0 
Total 310 100.0 100.0  

 
Table 5.5.3 IBG provides service on agreed time 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Disagree 5 6.8 6.8 6.8 
Agree 60 82.2 82.2 89.0 
strongly agree 8 11.0 11.0 100.0 
Total 310 100.0 100.0  

 
 

Table 5.5.4 IBG working hours are flexible 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Disagree 13 17.8 17.8 17.8 

Agree 53 72.6 72.6 90.4 
strongly agree 7 9.6 9.6 100.0 
Total 310 100.0 100.0  

 
Table 5.5.5 IBG offered personalized attention 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Disagree 33 45.2 45.2 45.2 
Agree 28 38.4 38.4 83.6 
strongly agree 12 16.4 16.4 100.0 
Total 310 100.0 100.0  

 
Table 5.5.6 IBG employees understand 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Disagree 15 20.5 20.5 20.5 
Agree 44 60.3 60.3 80.8 
strongly agree 14 19.2 19.2 100.0 
Total 310 100.0 100.0  
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Table 5.5.7 IBG employees follow up on customers 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid strongly disagree 8 11.0 11.0 11.0 
Disagree 9 12.3 12.3 23.3 
Agree 29 39.7 39.7 63.0 
strongly agree 27 37.0 37.0 100.0 
Total 310 100.0 100.0  

 
 
5. 5 RECIPROCITY 

Reciprocity, a norm of human (social) behaviour, holds that people owe one another duties 

because of their prior actions (Gouldner, 1960). It has long been held by philosophers, 

psychologists, and sociologists, as fundamental to social stability and as a driver of relational 

exchange (Malinowski, 1932; Becker, 1956; Homans, 1958; Thibaut and Kelley, 1959; 

Gouldner, 1960; Blau, 1964; Emerson, 1976). Alliance theorists suggest that reciprocal 

exchanges represent not only the foundation of the human social structure, but also the 

fundamental quality of the human mind (Kashlak, Chandran and Benedetto, 1998). In philosophy 

(Becker, 1986) and also marketing (Bagozzi, 1995) it has been discussed as a virtue, more 

important and with greater impact than any other virtues. 

Reciprocity becomes a virtue, a trait necessary for a rational individual to have if they are to 

aspire to excellence in moral behaviour. This is because by upholding a norm of reciprocity 

certain primary goods, equilibrium, expectation and self-esteem are obtained. These goods 

enable the individual to act as an excellent moral citizen (Becker, 1986). Reciprocity’s 

importance to relationship marketing is based on three assumptions. First, that marketing 

activities take place within a paradigm of exchange, as it is essentially an exchange mechanism. 

Second that all individuals are fundamentally motivated by self interest where without a norm of 

reciprocity no one would exchange. Third, those individuals desire to achieve excellence in 

moral behaviour and are therefore motivated to develop and maintain exchange where a norm of 

reciprocity is upheld (Pervan and Johnson, 2003). 

A one-sample test was conducted on the three items. The three items were responded on four 

item scale with the least being strongly disagree and the highest being strongly agreed. On the 

one sample test, the highest mean figure was recorded in keeping its promises in their quest to 

building relationship on the IBG relationship.  
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The one-sample statistics show how customers perceived IBG to be reciprocal on the business 

relationship customers have with them. The SPSS generated mean figures for all the three items 

and their respective standard deviations. The table below shows the level of agreement 

depending on the size of the mean figure. The higher the mean figure recorded, the higher the 

level of agreement; and the lower the mean figure the higher the disagreement with the particular 

item being tested.  

Table 5.6 One-Sample Statistics on Reciprocity  
 

N Mean 
Std. 

Deviation 
Std. Error 

Mean 
IBG helps to solve 
difficulties 310 2.8219 .69407 .08123 

IBG never forget good 
turn 310 3.0000 .68718 .08043 

IBG keeps its promise 310 3.1096 .31454 .03681 
 
The table below shows the t-test to confirm the above test conducted above. The highest t-value 

84.468 confirms 3.1096 mean figure recorded in the one sample test above on IBG keeping its 

promises. This is a good indication that IBG reciprocate the business they receive from their 

customers. However, IBG in helping customers to solve their difficulties had a low mean figure 

of 2.8219 and a t-value of 34.3108 with a confidence interval (CI) of 2.66 and 2.9839. the only 

item in this category that had a high value is keeping their promises while the rest had extremely 

low figure. 

 

Table 5.7 T-Test on Reciprocity  
 Test Value = 0                                        
Items  

t Df 
Sig. (2-
tailed) 

Mean 
Differenc

e 

95% Confidence Interval of 
the Difference 

 Lower Upper 
IBG helps to solve difficulties 34.3108 72 .000 2.82192 2.6600 2.9839 
IBG never forget good turn 37.300 72 .000 3.00000 2.8397 3.1603 
IBG keeps its promise 84.468 72 .000 3.10959 3.0362 3.1830 
 
The tables below show in detail the level of agreement and the disagreement. The three tables are 

headed by the various questions asked during the data collection with the use of questionnaires. 

The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table  
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shows the frequency, the percent validity and the cumulative percentages of the responses. 

 
Table 5.7.1 helps to solve difficulty 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 25 34.2 34.2 34.2 
agree 36 49.3 49.3 83.6 
strongly agree 12 16.4 16.4 100.0 
Total 310 100.0 100.0  

 
Table 5.7.2 never forget good turn 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 17 23.3 23.3 23.3 
agree 39 53.4 53.4 76.7 
strongly agree 17 23.3 23.3 100.0 
Total 310 100.0 100.0  

 
 

Table 5.7.3 keeps its promise 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Agree 65 89.0 89.0 89.0 

strongly agree 8 11.0 11.0 100.0 
Total 310 100.0 100.0  

 
5.6 TRUST  

Trust is defined as a belief or conviction about the other party’s intentions within the 

relationship. In the context of relationship marketing, trust is defined as the dimension of a 

business relationship that determines the level to which each party feels they can rely on the 

integrity of the promise offered by the other (Callaghan et al., 1995). It is a widely accepted basis 

for relationships (Andaleeb, 1992; Crosby et al., 1990; Gro¨nroos, 1990; Moorman et al., 1992; 

Sullivan and Peterson, 1982). It has been documented in the form of an exchange relationship 

(Gronroos, 1990), considered by some as a critical component of business relationships (Martin 

and Sohi, 1993; Moorman et al., 1992), and identified as a key construct in modelling 

relationship marketing (Morgan and Hunt, 1994). Trust has also been linked to components of  
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the other three dimensions (bonding, reciprocity, and empathy) leading to cooperation.  

A one-sample test was conducted on the four items. The four items were responded on four item 

scale with the least being strongly disagree and the highest being strongly agreed. On the one 

sample test, the highest mean figure was recorded in past record business make them trust IBG in 

their quest to building relationship on the IBG relationship.  

The one-sample statistics show how customers perceived IBG to be reciprocal on the business 

relationship customers have with them. The SPSS generated mean figures for all the three items 

and their respective standard deviations. The table below shows the level of agreement 

depending on the size of the mean figure. The higher the mean figure recorded, the higher the 

level of agreement; and the lower the mean figure the higher the disagreement with the particular 

item being tested.  

The highest mean figure recorded in this category is 3.3699 in respect of trustworthiness 

followed by past working relationship breeding trust with a mean figure of 3.2603. The both had 

relatively low standard deviation (SD) of 0.48611 and 0.44182 respectively showing high 

significance in these respect.    

Table 5.8 One-Sample Statistics on Turst 
 

N Mean 
Std. 

Deviation 
Std. Error 

Mean 
Trustworthy 310 3.3699 .48611 .05689 
trust on anything 310 2.7945 .79859 .09347 
trust each other 310 2.9452 .62116 .07270 
past business make us 
trust 310 3.2603 .44182 .05171 

 
The table below shows the t-test to confirm the above test conducted above. The highest t-value 

was recorded in favour of 63.048 confirming what was recorded in the one-sample test. The t-

test was conducted to confirm or deny what was recorded by the one-sample test. In the case of 

trustworthiness which had the highest mean figure, it recorded the highest t-value of 59.230 

confirming how trusted IBG is in the eyes of its customers.  Although the said items recorded 

high mean figures and t-values, the remaining two items that are trust on anything and trust each 

other recorded low figures in both text signifying limited trust in IBG.  
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Table 5.9 T-Test on Trust 

 Test Value = 0                                        
 

t df Sig. (2-tailed) 
Mean 

Difference 

95% Confidence Interval of 
the Difference 

 Lower Upper 
Trustworthy 59.230 72 .000 3.36986 3.2564 3.4833 
trust on anything 29.898 72 .000 2.79452 2.6082 2.9808 
trust each other 40.511 72 .000 2.94521 2.8003 3.0901 
past business make us 
trust 63.048 72 .000 3.26027 3.1572 3.3634 

 
 
The tables below show in detail the level of agreement and the disagreement. The tables are 

headed by the various questions asked during the data collection with the use of questionnaires. 

The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table 

shows the frequency, the percent validity and the cumulative percentages of the responses. 

Table 5.9.1 Trustworthy 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Agree 46 63.0 63.0 63.0 

strongly agree 27 37.0 37.0 100.0 
Total 310 100.0 100.0  

 
Table 5.9.2 trust on anything 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Disagree 32 43.8 43.8 43.8 
Agree 24 32.9 32.9 76.7 
strongly agree 17 23.3 23.3 100.0 
Total 310 100.0 100.0  

 
Table 5.9.3 trust each other 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Disagree 16 21.9 21.9 21.9 
Agree 45 61.6 61.6 83.6 
strongly agree 12 16.4 16.4 100.0 
Total 310 100.0 100.0  
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Table 5.9.4 past business make us trust 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid agree 54 74.0 74.0 74.0 

strongly agree 19 26.0 26.0 100.0 
Total 310 100.0 100.0  

 

5.7 RESPONSIVENESS  

Responsiveness has to do with the degree with which IBG is able to respond to the needs and 

wants of customers. For a firm to be responsive, it must gain deeper understanding and profiling 

of customer behaviour, real-time customer information and loyalty, management at Point of 

Service, optimised sales through cross-sell and up-sell activities and the rapid response to 

customer needs.  The firm’s ability to respond to changing market conditions and increased 

customer choice, satisfaction and loyalty provides valuable to customers. Showing sincerity and 

willingness to help customers are some of the key issues in responsiveness. Again what was 

tested in respect of responsiveness included devoted time to customers and efficient services.  

A one-sample test was conducted on the four items. The four items were responded on four item 

scale with the least being strongly disagree and the highest being strongly agreed. On the one 

sample test, the highest mean figure was recorded in past record business make them trust IBG in 

their quest to building relationship on the IBG relationship.  

The one-sample statistics show how customers perceived IBG to be reciprocal on the business 

relationship customers have with them. The SPSS generated mean figures for all the three items 

and their respective standard deviations. The table below shows the level of agreement 

depending on the size of the mean figure. The higher the mean figure recorded, the higher the 

level of agreement; and the lower the mean figure the higher the disagreement with the particular 

item being tested.  

The highest mean figure recorded in this category is 3.4383 in respect of IBG’s devoted time to 

help customers followed by wiliness to help customers. The both had a relatively low SD figures 

showing their importance and the level of agreement among the respondents. The SD figure 

shows the level of dispersion around the mean; if low then it means the dispersion of relatively  
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low and the response are concentrated at a certain part of the response continuum.  

The other items also showed relatively high figure signifying that, on the responsiveness of IBG 

to the needs and services of clients, they are doing well and must keep improving to help keep all 

their clients.  

 
Table 5.10 One Sample Statistics on Responsiveness 

  
sincere and 
detail info 

willing to 
help 

devote 
enough time 

fast and 
efficient 
service 

N Valid 310 310 310 310 
Missing 0 0 0 0 

Mean 3.0685 3.1781 3.4384 3.2603 
Std. Error of Mean .06566 .031088 .082310 .07809 
Std. Deviation .56097 .63119 .70684 .66724 
Variance .315 .398 .500 .445 
 
The tables below show in detail the level of agreement and the disagreement. The tables are 

headed by the various questions asked during the data collection with the use of questionnaires. 

The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table 

shows the frequency, the percent validity and the cumulative percentages of the responses. 

Table 5.10.1 sincere and detail info 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid disagree 9 12.3 12.3 12.3 

Agree 50 68.5 68.5 80.8 
strongly agree 14 19.2 19.2 100.0 
Total 310 100.0 100.0  

 
Table 5.10.2 willing to help 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 9 12.3 12.3 12.3 
agree 42 57.5 57.5 69.9 
strongly agree 22 30.1 30.1 100.0 
Total 310 100.0 100.0  
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Table 5.10.3 devote enough time 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid disagree 9 12.3 12.3 12.3 
agree 23 31.5 31.5 43.8 
strongly agree 41 56.2 56.2 100.0 
Total 310 100.0 100.0  

 
Table 5.10.4 fast and efficient service 

 
  

Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid Disagree 9 12.3 12.3 12.3 

Agree 36 49.3 49.3 61.6 
strongly agree 28 38.4 38.4 100.0 
Total 310 100.0 100.0  

 
5.8 CUSTOMER RETENTION 

Retention can be defined as ``a commitment to continue to do business or exchange with a 

particular company on an ongoing basis'' (Zineldin, 2000, p. 28). A more elaborated definition is 

to define retention as the customers' liking, identification, commitment, trust, willingness to 

recommend, and repurchase intentions, with the first four being emotional-cognitive retention 

constructs, and repurchase intentions, with the first four being emotional-cognitive retention 

constructs, and the last two being behavioral intentions (Stauss et al., 2001).  

Retaining old customers also costs less than acquiring new ones. The company knows the 

customers and what they want, and the initial costs of attracting the customers have already been 

expended (Davidow and Uttal, 1989). Old customers also pay less attention to competing brands 

and advertising, are less price sensitive and create favourable word-of-mouth (Desai and 

Mahajan, 1998). Customer retention also brings benefits such as employee retention and 

satisfaction, better service, lower costs (Reichheld, 1995), lower price sensitivity, positive word-

of-mouth, higher market share, higher efficiency and higher productivity (Zineldin, 2000). 

Customers not wanted by the company, i.e. those who are unprofitable or whose needs cannot be 

met by the company, should, however, not be retained (Reichheld, 1996).  
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The one-sample statistics show customer retention possibilities of IBG customers a 7-item was 

used to assess the retention possibilities of the customers. The SPSS generated mean figures for 

all the seven items and their respective standard deviations. The table below shows the level of 

agreement depending on the size of the mean figure. The higher the mean figure recorded, the 

higher the level of agreement; and the lower the mean figure the higher the disagreement with 

the particular item being tested.  

The highest mean figure recorded in this category is 2.50742 in respect of IBG customers not 

intending to leave the bank which is a positive aspect of the bank’s adoption of CRM and its 

implementation. The overall mean average of the 7-item on customer retention recorded a figure 

of 2.5488. Using a test figure of 2.1 as the base for higher retention possibilities of the 

customers, it can be said that, the bank’s customers are highly tipped to remain with the bank 

upon the further improvement in the CRM of the bank. 

 
Table 5.11 One-Sample Statistics on Customer Retention  

 N Mean Std. Deviation Std. Error Mean 

i will give positive WOM about this 

bank 
310 2.8226 .53741 .03052 

i do not intend to leave this bank 
310 2.7516 .73708 .04186 

loyal to the bank 310 2.5032 .68146 .03870 

difficult to switch 310 2.5742 .82398 .04680 

intend to use other products 310 2.6097 .72355 .04110 

i love the lower charges  310 2.0065 .96540 .05483 

if i have to open another account it 

will be with this bank 310 2.5742 .56257 .03195 

CUSTOMER RETENTION 310 2.5488 .54318 .03085 

 
The tables below show in detail the level of agreement and the disagreement. The tables are 

headed by the various questions asked during the data collection with the use of questionnaires. 

The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table 

shows the frequency, the percent validity and the cumulative percentages of the responses. 
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Table 5.11.1 I will give positive WOM about this bank 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid disagree 77 24.8 24.8 24.8 

agree 211 68.1 68.1 92.9 

strongly agree 22 7.1 7.1 100.0 

Total 310 100.0 100.0  

 
Table 5.11.2 I do not intend to leave this bank 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 22 7.1 7.1 7.1 

Disagree 66 21.3 21.3 28.4 

Agree 189 61.0 61.0 89.4 

strongly agree 33 10.6 10.6 100.0 

Total 310 100.0 100.0  

 
Table 5.11.3 loyal to the bank 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 11 3.5 3.5 3.5 

Disagree 154 49.7 49.7 53.2 

Agree 123 39.7 39.7 92.9 

strongly agree 22 7.1 7.1 100.0 

Total 310 100.0 100.0  

 
Table 5.11.4 difficult to switch 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 33 10.6 10.6 10.6 

Disagree 100 32.3 32.3 42.9 

Agree 143 46.1 46.1 89.0 

strongly agree 34 11.0 11.0 100.0 

Total 310 100.0 100.0  
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Table 5.11.5 intend to use other products 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 22 7.1 7.1 7.1 

Disagree 99 31.9 31.9 39.0 

Agree 167 53.9 53.9 92.9 

strongly agree 22 7.1 7.1 100.0 

Total 310 100.0 100.0  

 
Table 5.11.6 i love the lower charges  

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 132 42.6 42.6 42.6 

Disagree 55 17.7 17.7 60.3 

Agree 112 36.1 36.1 96.5 

strongly agree 11 3.5 3.5 100.0 

Total 310 100.0 100.0  

 
Table 5.11.7 if I have to open another account it will be with this bank 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 143 46.1 46.1 46.1 

Agree 156 50.3 50.3 96.5 

strongly agree 11 3.5 3.5 100.0 

Total 310 100.0 100.0  
 

5.9 CUSTOMER SATISFACTION 

Satisfaction is an ``overall customer attitude towards a service provider'' (Levesque and 

McDougall, 1996, p. 14), or an emotional reaction to the difference between what customers 

anticipate and what they receive (Zineldin, 2000), regarding the fulfillment of some need, goal or 

desire (Oliver, 1999). A similar definition is provided by Gerpott et al. (2001) who propose that  
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on a customer's estimated experience of the extent to which a provider's services fulfill his or her 

expectations.  

Customer satisfaction brings many benefits. Satisfied customers are less price sensitive, buy 

additional products, are less influenced by competitors and stay loyal longer (Zineldin,  2000). 

Although customer satisfaction is important, it is not equally important to the company. There 

are many customers whose satisfaction is less important, such as those a company cannot serve 

or who are unprofitable; on the other hand, there are customers whose satisfaction is crucial to a 

company's survival, and the goal should always be to satisfy those customers (Bhote, 1996). 

The one-sample statistics showing the satisfaction level of customers of IBG was done with the 

results in the table below. The SPSS generated mean figures for all the three items and their 

respective standard deviations. The table below shows the level of agreement depending on the 

size of the mean figure. The higher the mean figure recorded, the higher the level of agreement; 

and the lower the mean figure the higher the disagreement with the particular item being tested.  

The five-item used in the assessment showed a mean average figure of 2.9090 with a base 

satisfaction level figure of 2.1. The general satisfaction level of customers showed a mean figure 

of 3.1097 on a scale of 1-4. The customers also showed with a mean figure of 3.1806 that, they 

are likely to recommend the bank to others through word of mouth. These therefore suggest that, 

the CRM practices of the bank have indeed helped in the customer satisfaction of the bank’s 

customers and that has resulted in the high level of retention possibilities stated above. 

Table 5.12 One-Sample Statistics on Customer Satisfaction  

 N Mean Std. Deviation Std. Error Mean 

generally satisfied with this bank 
310 3.1097 .55817 .03170 

recommend this bank to others 
310 3.1806 .60173 .03418 

the personnel are courteous and 

friendly 
310 2.8935 .55590 .03157 

the bank quickly solve my problems 
310 2.6452 .54851 .03115 

will choose this bank over others 
310 2.7161 .64617 .03670 

SATISFACTION 310 2.9090 .39131 .02222 
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The tables below show in detail the level of agreement and the disagreement. The tables are 

headed by the various questions asked during the data collection with the use of questionnaires. 

The details of the response are shown for each of the items tested. They were to be rated on 

strongly disagree, disagree, agree and strongly agree with the latter being the highest. The table 

shows the frequency, the percent validity and the cumulative percentages of the responses. 

Table 5.12.1 generally satisfied with this bank 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Disagree 33 10.6 10.6 10.6 

Agree 210 67.7 67.7 78.4 

strongly agree 67 21.6 21.6 100.0 

Total 310 100.0 100.0  

 
Table 5.12.2 recommend this bank to others 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid disagree 33 10.6 10.6 10.6 

agree 188 60.6 60.6 71.3 

strongly agree 89 28.7 28.7 100.0 

Total 310 100.0 100.0  

 
Table 5.12.3 the personnel are courteous and friendly 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid disagree 66 21.3 21.3 21.3 

agree 211 68.1 68.1 89.4 

strongly agree 33 10.6 10.6 100.0 

Total 310 100.0 100.0  
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Table 5.12.4 the bank quickly solve my problems 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid disagree 121 39.0 39.0 39.0 

agree 178 57.4 57.4 96.5 

strongly agree 11 3.5 3.5 100.0 

Total 310 100.0 100.0  

 
Table 5.12.5: Will choose this bank over other 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

strongly 
disagree 

11 3.5 3.5 3.5 

Disagree 88 28.4 28.4 31.9 

Agree 189 61.0 61.0 92.9 

strongly agree 22 7.1 7.1 100.0 

Total 310 100.0 100.0  
 

5.10 CONCLUSION  

This chapter has put forward the analysis of the questionnaires retrieved from the customers of 

IBG. Statistical inferences has been done in respect of the key issues of CRM, customer retention 

and customer satisfaction. The discussions and the analysis were done concurrently which 

therefore allow the conclusion to be drawn from the analysis that, customer relationship 

management is positively related to customer retention and customer satisfaction. The next 

chapter therefore provides summary and recommendation to conclude the study’s report. 
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CHAPTER SIX 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

6.1 INTRODUCTION  

This chapter provides a summary of the study which includes previous literature reviewed, 

methodological discussions and findings with interpretations presented in chapter four. It also 

highlights the critical lessons drawn from the study. The chapter ends with a summary and 

appropriate recommendations aimed at informing players of all the industries and companies. 

This study reviewed general literature on branding and relationship management. Some of the 

key topics that were reviewed include relationship marketing, the “underpinnings” of 

relationship marketing and towards a framework for relationship marketing. 

A quantitative methodological approach was adopted for the study. Structured questionnaires 

were distributed to a total of three hundred and forty (340) customers, due to the constraints 

stated above The researcher was able to retrieve three hundred and twenty five (325) out of the 

340 questionnaires administered to the customers of the sampled banks giving an 95.59% 

(percent) response rate. On the whole, data collection lasted a total of four (4) weeks. Data 

collection was originally meant to last for two weeks but the researcher had to extend the time by 

extra two (2) weeks in order to obtain a larger sample since the response rate obtained within the 

first two weeks was not encouraging. Of the three hundred and twenty five (325) questionnaires 

received, fifteen (15) questionnaires were incomplete and thus were not included in the analysis. 

The rest of the questionnaires were not returned at all. At the end of the editing, 310 

questionnaires were successfully processed for the analysis. An audit was done on these returned 

questionnaires and analysis ensued for interpretation. In most of the cases, the questionnaires 

were run through mean derivations and standard deviations while tables were used to make clear 

the analysis. Discussion is being done on the analysis in comparison with previous studies. 

6.2 SUMMARY 

The spread of pure service-based industries— insurance, credit card, telecommunication, cable, 

banking, hospitality—has led to the development of the customer equity concept. Firms began to 

recognize that developing relationships with current customers was more valuable than pursuing 

acquisitions. Segmenting existing customers by their profitability could be a major source of 

differentiation and, subsequently, customer retention (Reichheld 1996). An increased focus on  
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customer retention (in addition to customer acquisition) eventually evolved into the customer 

equity perspective, which was promoted as taking more of a customer rather than a brand 

(production) point of view (Zeithaml et al, 2006). 

The re-emergence of the relational perspective in marketing is primarily caused by the return of 

direct producer to consumer marketing. This needs a change in the paradigm of marketing 

theory. The exchange paradigm is insufficient in explaining the continuous nature of relationship 

between marketing actors. It is anchored on value distribution and outcomes of exchange, hence, 

is an insufficient paradigm for explaining marketing relationships that focus on value creation 

and where the process of relationship engagement is equally, if not more, important than the 

outcomes of the exchange. 

Recent studies in the branding and corporate marketing literature make it appear that internal 

branding could enable organisations, particularly those that rely on service elements, to fulfil the 

brand promise proposed to external constituencies (Drake et al., 2005). The attention to keeping 

the brand promise is warranted since, to some extent, a favourable, powerful brand needs to 

become a focal point of trust, which could reduce any potential perceived risks intrinsic to 

service transactions. Despite the growing interest of both academics and practitioners in the 

“internal branding” concept, there is still a dearth of research to uncover the answers to what, 

why and how of internal branding. Furthermore, while it is agreed that internal branding is about 

promoting the brand inside an organisation and has employees as the key audience, existing 

insights were gained from management’s and brand consultants’ perspectives. There are a few 

recent studies that have involved both management and employees within one research; 

however, management as respondents outnumbered employees. 

The study therefore adds to the literature that says that, CRM is key to proper customer service 

and satisfaction and retention. The study has also found that, internal branding can be very much  

complemented by the extent to which a firm is able to manage its CRM activities and 

programmes. 

6.3 RECOMMENDATION  

The case firm i.e. IBG based on the survey appears to be doing quite well with their customers; 

more especially in the brand loyalty and the brand perception. It is therefore very difficult to 

make a lot of recommendations to that effect. The recommendations that are being made are  

68  
 

 



 

done to help consolidate its market leadership and improve on the better services given to 

customers. However, it must be emphasized that, in the area of bonding, customers do not 

particularly feel so much bonded with IBG which therefore cause for a managerial look being 

taken at that. This comes in the form of keeping in touch with customers constantly and building 

close corporation with the firm. 

The concept of customer participation in the service delivery process has a long history and is 

identified as one of the distinguishing characteristics of services. Participation in service 

relationships is held to be of particular importance for services in which credence qualities play 

an important role in customer evaluation and in which perceived risk is high. Since customer 

relationship marketing characteristics are relevant to financial services.    

Intercontinental Bank needs to improve upon the number of contact days it has with its clients. 

So clients can have ample time to discuss the challenges they face in accessing the services of 

the bank. This can possibly explain why a significant number of clients did not provide answers 

to how the bank dealings with customer concerns. 

Again it must be put out that, the empathy aspect of the firm’s relationship building as a bit 

questionable. Customers want to feel that IBG knows their problems and must show keen 

interest in helping them solve it. Customers want to be follow-up individually as revealed in the 

survey. In some cases, IBG must offer personalized attention to clients who may so need. This 

will bring a feel of belongingness which eventually builds the brand loyalty the firm so desires.  

Finally, IBG staff must be trained to be more responsive in the form of devoting time to help 

meet all the needs of clients, give fast and efficient service and give sincere and detail 

information on the solutions that will help solve the challenges of customers.  

6.4 CONCLUSION  

The relationship marketing concept emerged within the fields of service marketing and industrial 

marketing. Relationship marketing is viewed as a strategy to attract, maintain and enhance 

customer relationships and in effect build stronger brands. The term relationship management 

can serve as a strategy in which the management of interactions, relationships and networks is a 

fundamental issue. The aim of relationship marketing is to establish, maintain, and enhance 

relationships with customers and other partners, at a profit, so that the objectives of the parties 

involved are met. Similarly, that its goals are to create and maintain lasting relationships between  
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the firm and its customers that are rewarding for both sides. This is achieved by a mutual 

symbiosis and fulfilment of promises. In other words, a key objective is to foster customer 

loyalty, which is defined as a deeply held commitment to re-buy or re-patronize a preferred 

product or service in the future despite there are situational influence and marketing efforts 

having the potential to cause switching behavior. This is normally culminates into developing 

brand loyalty on the part of the customer with the company in question. It is therefore crucial that 

firms cease the opportunity to build their brands through a well-developed relationship over time 

that breeds loyalty among customers. 

As the study shows, the bank is receiving strong positive word of mouth from its clients to their 

friends and relations although other factors have a strong role to play in why people bank with 

Intercontinental. Since people who join on their own and those who were contacted by the bank 

is very significant although not dominant. The bank is doing well by maintaining the relationship 

it initiates with its clients but must work on improving the number of contact time with them as 

CRM provides them with the opportunity to do so. This thus agrees with theory indicating that it 

is cheaper to serve an existing customer than to attract and serve a new one (Ndubisi, 2006; 

Rosenberg and Czepiel, 1983). It thus rests on the firm to reduce uncertainty of demand by 

building relationship with customers. 

The bank’s level of adoption of CRM is very high as the statistics indicate. The bank must 

improve upon its adoption of CRM to improve upon customer satisfaction. InterContinental’s 

response to customer concerns is very impressive. Hofstede and Bond (1988) indicated that 

cultures of different nations can be compared in terms of five dimensions. They are: power 

distance, uncertainty avoidance, individualism-collectivism, masculinity-femininity, and long-

term orientation. Some of these dimensions have impact on the individual responses of the 

various respondents. 

The bank had also performed credibly in terms of maintaining a bias free relationship as a result 

of clients’ gender. Customers indicated that they have not experienced any challenges as a result 

of their gender also. It has been suggested in the literature that customers make long-term 

commitments in order to reduce transaction costs and/or the uncertainty of future benefits and to 

obtain certain advantages (e.g., counselling assistance) not available in short-term exchange 

relationships (Crosby et al., 1990). 
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The bank also performed well with customer satisfaction and retention. Majority of respondents 

were willing to recommend the bank to others, an indication that they were happy with the level 

of service at the bank. Although significant portion of those who considered the possibility of 

leaving indicated that they will do so because of delayed transactions. 

The study has achieved it set objectives of finding the linkage between relationship marketing 

and brand building. The survey clearly showed that, there is a positive relationship between a 

firm’s ability to relate well with customers and how strong it can build its brand.  
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APPENDIX 

Questionnaire to the customers of Intercontinental Bank Ghana Limited 

Dear respondent, please lend me few minutes of your time to fill out this questionnaire. It is 
strictly for academic purpose and therefore all information provided shall be treated with 
maximum caution and confidentiality. All personal data provided shall be treated collectively 
and not on personal levels. 

1. Biographic Data 

a. Gender  [  ] male  [  ] female 

b. Age  [  ] 18-25  [  ] 26-35  [  ] 36-45  
  [  ] 46-55  [  ] 56 and above 

c. Educational Background   

[  ] Primary   [  ] high/vocational  [  ] some tertiary  
       [  ] university graduate or more   [  ] No formal schooling 

d. Employment  

[  ] unemployed [  ] employed  [  ] student  [  ] retired   

Other ……………………………………………………………………….. 

e. How long have you been with the bank? Please state in years………………… 

CRM and Customer Retention Survey 

Please indicate the extent to which you agree with the following. You are to assess the 
following on the scale of strongly disagree to strongly agree. Strongly Disagree carries the 
least weight of 1; while Strongly Agree carries the highest weight of 4.  Please tick (√) 
appropriately 
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Bonding Strongly 

Agree 

Agree Disagree Strongly 

Disagree 

My achievement thrives on the solid relationship 
we have with this bank 

    

The bank keeps in touch constantly      

The bank work in close co-operation      

The bank tries very hard to establish a long-
term relationship 
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Empathy Strongly 
Agree 

Agree Disagre
e 

Strongly 
Disagree 

The bank knows how I feel     
The bank always see things from each my point 
of view  

    

They provide the service in the agreed time     
The working hours are flexible and adapted to 
the different types of customers 

    

They offer personalized attention     
Employees understand the specific needs of 
their customers  

    

Employees follow up each customer 
individually 

    

Reciprocity Strongly 
Agree 

Agree Disagre
e 

Strongly 
Disagree 

The bank helps me to solve difficulties, so I am 
responsible to repay their kindness  

    

I always regard ``never forget a good turn'' as 
something I hold dear and we owe the bank one 

    

The bank keeps its promise s     

Trust Strongly 
Agree 

Agree Disagre
e 

Strongly 
Disagree 

The bank is trustworthy on important things      

I trust the bank on anything I ask of them      

The bank’s relationship has made us trust each 
other  

    

According to our past business relationship, I 
think the bank is a trustworthy company 

    

Responsiveness 

 

Strongly 
Agree 

Agree Disagre
e 

Strongly 
Disagree 

Employees give sincere and detailed 
information about all the conditions of the 
service 

    

 

 



 

 
 
Customer retention 

 

Strongly 
Agree 

Agree Disagree Strongly 
Disagree 

I am confident of giving positive word of mouth 
testimonies to others about this bank 

    

I do not intend leaving this bank in the future     
As compared to other banks, my loyalty is with 
this bank 

    

I find it difficult to switch to other banks because 
of what I get from this bank 

    

I intend using other products and services of the 
bank 

    

I love the low charges of the bank     
If I have to open a different account, it will be with 
this bank. 

    

Satisfaction  Strongly 
Agree 

Agree Disagree Strongly 
Disagree 

Generally, I am satisfied with the services of this 
bank 

    

I will recommend this bank to friends and family 
members  

    

The personnel of the bank are courteous and 
friendly 

    

The bank quickly solve my problems     
I will always choose this bank over any other 
banks 

    

 
 

THANK YOU 
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Employees are always willing to help the 
customers 

    

Employees devote enough time to each 
customer to be able to answer his/her questions 

    

Employees give the customers fast and efficient 
service 
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