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Abstract 

The paper tries to examine how customer relationship 

management lead to an increase in the profit making as a 

result of influx of customer patronage. In olden days, many 

company believed that is better to stick to old customer than 

the new customer, however, companies have gained better 

understanding of importance of customer relationship and 

adopted it as a high priority operational goal. The sources 

of this research were mainly drawn from secondary data. 

i.e. journals, textbook, newspaper, magazine and published 

materials. The study revealed that customer relationship 

management is very important and it serves as a means of 

increasing the rate of turn over which is the goal and 

objective of an organization. A recommendation was made 

as follows, that organization should embark on periodic 

customer survey and rewarding of higher patronage of the 

gears so as to be abreast, of the current trends in CRM in 

an organization or firm should have a special complain unit 

for a customer modern to listen to their problem. 

 

 

Introduction 

Marketing as we have come to understand has its focus on the customer’s needs, wants, 

preference, attitudes, lifestyles etc. indeed, marketing concept suggest that he logical 

place to start the research for new product ideas are the customers need and wants. 
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Consequently, competitive advantage is secured through intelligent identification and 

satisfaction of customers needs better and sooner than competitors and sustenance of 

customer services. Businesses adopted mass production, mass communication and 

mass distribution to achieve economies of scale. 

Companies have now started focusing on manufacturing and efficient operation to cut 

costs. Intermediaries like distributors, wholesales and retailers took on the 

responsibilities of warehousing, transportation, distribution and sale to final consumer. 

This results in greater efficient and lower cost to industries. but brought in many layers 

between them and the customers. The resulting gap reduced direct contacts and had a 

negative impact on their relationships. 

On path to achieving customer satisfaction is through customer service. Customer 

service is the provision of service to customer before, during and after a purchase. 

Customer relationship which is a series of activities designed to enhance the level of 

customer satisfaction that is, the feeling that a product or service has met customer 

expectation. 

Marketers could gain knowledge about customers, which  helps them respond to their 

needs through manufacturing, delivering and customer service. If a customers is not 

well managed, customer loyalty may be lost, which may spell doom for the company. 

This paper, therefore seeks to determine the influence of customer relationship 

management on the patronage of service industry. 

 

LITERATURE REVIEW 

Definition of customer relationship management 

Adelaja (2011) defined customer relationship management (CRM) as the core business 

strategy that integrates internal processes and functions and external network to create 

and deliver value to targeted customers at a profit. 

Concurring with him Buttle (2004) defined customer relation management (CRM) as 

a business strategy to identify, cultivate and maintain long-term profitable customer 

relationships. 

According to Kotler and Armstrong (2010) customer relationship management is the 

most important concept of modern marketing. Some marketers define customer 

relationship management narrowly as a customer data management activity (a practice 

called customer relationship management). By this definition, it involves managing 

detailed information about individual customers and carefully managing customer 

touch point in order to maximize customer loyalty. In this sense, customer relationship 

management is the overall process of building and maintaining profitable customer 

relationship by delivering superior customer value and satisfaction. It deals with the 

aspects of acquiring, keeping and growing customers. 
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It requires developing a method to select your most profitable customer relationships. 

Consequently, competitive advantage is secured through intelligent identification and 

satisfaction of customers needs better and sooner than competitors and sustenance of 

customer’s satisfaction through better customer service tools. Customer’s satisfaction 

holds the potential for increasing an organization’s customer base, increase the use of 

more volatile customer mix and increase the firm’s reputation. 

Zeithaml and Bitner (2003) defined customers service as a series of activities designed 

to enhanced the level of customer’s satisfaction that is, the feeling that a product or 

service has met customer’s expectation. 

Reicheld and Kenny (1996) further said long term customer tend to take less of a 

company time and are somehow less sensitive to price. 

Gan and Thompson, (2006) further indicate that retaining customers becomes a 

priority for most enterprise and there are compelling arguments for managers to 

carefully consider the factor that might increase customer’s retention rate. In any case, 

the cost of creating a new customer has been estimated to be five times the cost of 

retaining an existing customer. Furthermore, majority of these researchers have been 

under-taken in setting outside the telecommunication industry and other economies. 

Therefore, given the competitive battle in the Nigerian telecommunication industry 

and the fact that if intention criteria are not well managed, customers may leave their 

service provider irrespective of retention efforts. Oracle (2002) said customers are 

becoming harder to please. They are smarter, more price conscious, more demanding, 

less forgiving and they are approached by many more competitors with equal or better 

offers. 

According to Kotler (2007), Competition for customers is intense from a purely 

economic point of view, firms learnt that it is less costly to retain a customer. 

In addition, research showed as a negative correlation between the number of lost 

customers and the business revenue. For these reasons customers relationship has 

started receiving attention as a key corporate resource to gain competitive advantages. 

Under these circumstances, telecommunication industry must be faster, more agile and 

more creative than a few years ago. 

Kotler, (2007) highlighted that the economics of customer relations are changing in 

fundamental ways and industries are facing the need to implement new solutions and 

strategy that address these changes. Thus, many companies are intent on developing 

stronger bonds with their customer called customer relationship management (CRM). 

This is the process of managing detailed information about individual customers and 

carefully managing all customers touch points to maximize customer loyalty. 

A highly satisfied customer generally stays loyal, buy more as the company introduces 

new products and upgrades existing product, talks favourable about the company 
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sensitive to price, offer product or service ideas to the industry and cost less to serve 

them new customers because transaction are routine. 

 

Barriers to customer relationship management 

According Helfert, (2003), the barriers to customer relationship management are as 

follows: 

1. Lack of skills 

The personnel of the modern organizations are not training in the management 

of corporate communication which also includes human relationship 

development. The art and craft of public relations are not taught formally or 

informally to the personnel who handle various aspects customer relationship 

management including application of information and communication 

technology. 

2. Inadequate investment 

Gaining adequate funding for customer relationship management (CRM) 

requirements is an important issue for organizations. Particularly as many of 

the projects expanded dramatically in cost sometimes in scope. Some 

organizations had overcome the problem of funding by adopting what was 

referred to as a quick wins approach. By structuring their customer relationship 

management (CRM) implementation project to deliver quick wins and visible 

benefits at incremental stages, such as improvements in customer service or 

higher response rates to campaigns, were able to demonstrate immediate 

progress and returns. 

3. Poor data quality and quantity. 

Organizations at different stages of customer relationship management (CRM) 

development experience different issues with respect to data quality and data 

quantity modern organizations have not developed scientific database which 

facilities meaningful customer authentic data and first hand experience. 

4. Failure to understand the business benefits 

Low initial awareness of the benefits of a marketing database among senior 

management is also a barrier for companies which are less advanced in CRM 

implementation. This problem tends to be overcome as the data warehouse 

goes live and begins to deliver results. Customer relationship management 

(CRM managers points out that the data warehouse is perceived as high cost 

and senior management often failed to understood the potential benefits in the 

earlier stages of the CRM project. 
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Importance of customer relationship management 

i. Customer value and customer satisfaction 

According to Kotler &Armstrong (2006), Customer buys from the firm that 

offers the highest “customer Perceived Value” or the customer’s  evaluation 

of the difference between the total benefits and the total costs of a marketing 

offer, relatives to those of competing offers. Customers often act on perceived 

values because they do not judge product values and costs, accurately or 

objectively. Customer satisfaction depends on the product’s perceived 

performance, relative to a buyer’s expectation. Several studies have shown 

that it costs about five (5) times to gain a new customer as it does to keep an 

existing customer and this result into more interest in customer relationship. 

Thus, several industries are adopting customer satisfaction as their operational 

goal with carefully designed framework. 

Hill and Alexander (2000) stated that “Industries now have big investment in 

database marketing, relationship management and customer planning to move 

closer to their producer” . Achieving customer satisfaction is the main goal 

for most service firms today. Increasing customer satisfaction has been shown 

to directly affect industries, market share which lead to improved profits, 

positive re-communication lower marketing expenditure and greatly impact, 

the corporate image and survival. 

The customer satisfaction levels are of three types: 

1. Performance is short of customer expectations, the customer is considered 

to be “dissatisfied” 

2. Performance matches the customer expectations, the customer is 

onsidered to be “satisfied”. And 

3. Performance exceeds customer expectations, the customer is considered 

to be “highly satisfied” or “delighted” 

A business cannot function without its customers. The financial losses and 

loss in reputation can be damaging for its image, when losing customers. 

Therefore, smart firms aim to delight customers by promising only what they 

can deliver and at end, delivery more than what they promise. Highly satisfied 

customers or delighted customers make repeat purchases and tell others about 

their positive experience with the firm. 

In the view of Kotler and Armstrong (2006), CRM builds and maintains 

profitable customer value and satisfaction. ‘Customer satisfaction’ is the 

feeling that a customer experiences when the customer’s expectation are met. 
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ii. Complaint  Management 

Albrecht and Zemke (1996) found that customers who register complaints, 

between 54% and 70% will do business again with the company if their 

complaints are resolved. This figure increase to 95% if the customer feels that 

the complaint was resolved promptly. 

Customer who have complained to a company and had their complaints 

satisfactorily resolved tell an average of five people about the good treatment 

they received. 

Hart and Heskket, (1996), found out that about 5% of the dissatisfied 

customers actually complain to the appropriate companies but easily tell their 

friends, colleagues and acquitances about their experience. Thus companies 

ought to be aware or routinely investigate how well or badly their customers 

are treated. Studies conducted on several companies in the country such as 

wholesaler, manufacturers etc. Argued that companies need to be aware on 

how well or badly its customers are treated and that customer rarely complain 

and when they do, it might be too late to keep such customers, however, the 

study did not support the notion that good customer complaint management 

leads to increased customer satisfaction. They reported that “at best, 

satisfactory problem recovery leads to the same level of customer satisfaction 

as if a problem had not occurred”. 

iii. Customer perceived value   

Perceived value refers to the results or benefits customers receive in relation 

to total costs (which include the price paid plus other costs associated with the 

purchase) or the consumer’s overall assessment of what is received relative to 

what is given”. 

Holbrook and Zeithml, (1996) found out that customers who perceive that 

they receive value of money are more satisfied than customers who do not 

perceive they receive value for money. Several studies have shown that 

perceived value is significant determinant of customer satisfaction. 

Turel and Serenko (2006) in their investigation of mobile services in Nigeria 

suggested that the degree of perceived value is a key factor affecting customer 

satisfaction.  

Booz and Hamilton, (1996), in their research said there are four features which 

area the key drivers of the customers value of cellular service, network quality, 

price, customer care and personal benefit which are: 

1. The network quality refers to excellent indoor coverage, voice clarity and 

no connection breakdown. 

2. Price refers to what is paid to obtain access to use the network 
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3. Customer care refers to the quality of the information exchanged between 

customer and supplier or network provider in response to enquiries and 

other activities initiated by the network provider. 

4. Personal benefits refer to the level of perception of the benefits of mobile 

communications services by individual customers. 

iv. Customer loyalty 

Coyne (1996) states that customer satisfaction has measurable impact on 

customer loyalty in that when satisfaction reaches a certain level; on the high 

side, loyalty increases dramatically, at the same time, when satisfaction falls 

to a certain point, loyalty reduces equally dramatically. The impact of 

customers’ satisfaction on customer loyalty by stating that customer’s 

satisfaction influences purchase intention as well as post purchase attitude. In 

order word, satisfactions are related to the behavioural loyalty, which include 

continued purchases from the same industry, word of mouth recommendation 

and increased scope of relationship. The positive relationship between 

customer satisfaction and customer loyalty, but these connections is not 

always a linear relation. 

Gerpott and Hallowell, (2001) in their study of the Nigeria mobile 

telecommunication found that customer satisfaction is positively related to 

customer loyalty and both factors are important parameters in the mobile 

telecommunication industry 

 

Customer profitability 

Research studies conducted by Gale and Fornell, (1996) showed that higher customer 

satisfaction translates into higher normal market share growth, the ability to charge a 

higher price, lower transaction costs, and a strong link to improved profitability. 

The volume of business conducted with a firm is directly related to customer 

satisfaction, which in turns affect profitability.  Other empirical finding further 

demonstrated that customer satisfaction has greater influence on repurchase intentions 

and profits for service companies. 

Customer satisfaction affects share-of-wallet (SOW), which positively leads to 

increased profits and strongly associated with improved share-of-spending. 

 

METHODOLOGY 

The data were employed or gathered from secondary sources such as textbooks, 

conferment papers and unpublished research projects. 

 

DISCUSSION OF FINDINGS 

From the relevant literature reviewed, it was discovered that CRM is essential in 

developing strategies to achieve customer attraction and retention. It was observed that 
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CRM is very significant in motivating customer patronage, because it helps in 

informing both internal and external public about the activity and the operation of the 

company. 

The study also found out that company and customer accept the notion that customer 

relationship has an effect in attracting customer patronage. 

 

CONCLUSION 

The essence of CRM to an organization cannot be over emphasized, when developed 

effectively, it creates favourable image about the company, they also enhance 

customer patronage because nobody will like to belong where he or she is not treated 

favourably. 

The success of a company could be achieved if proper customer relationship is well 

approached. People will desire to belong and be identified with the company. 

Customer relationship helps in motivating customer patronage which is the reason for 

the survival of the company based on the data collected and analyzed. It was concluded 

that customer relations have an effect on customer patronage. 

 

RECOMMENDATION 

In view of the foregoing, the following recommendations are put forward; 

1. Companies should improve on its customer service unit in order to attain total 

customer relationship 

2. Customer relationship should be use in combination with other marketing tools 

, in order to achieve maximum success in the communication industry 

3. For customer relationship to contribute more effectively in attracting 

customer’s patronage there should be adequate, prompt, regular and timely 

dissemination of information 

4. There should be more effort in acquiring quality staff as well as adopting 

method of staff training and development in the area of CRM. 

5. The company should embark on periodic consumer research surveys so as to 

be abreast of the current trends in CRM.  
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