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Abstract 
Customer relationship management is no doubt 

strategic in the marketing performance of Deposit 

Money Banks (DMBs) in Nigeria. It is clear that DMBs 

Must work on their relationship with customers to 

achieve cordial customer relationship, organizational 

profitability and smooth running of their businesses. 

The purpose of study is to explore the effect that 

customer relationship management has on the 

marketing performance of Deposit Money Banks in 

Bida, Niger state. Zenith Bank Plc Bida Branch 

operation office is being considered as the focus of this 

work. Revelations from the review of related works 

showed that strategic customer relationship 

management has always been having major role to play 

in the operational performance and progress of Deposit 

Money Banks (DMBs). The study used exploratory 

methodology, population of the study is 80 Zenith Bank 

customers out of which 67 were picked using Taro 

Yamani’s formula. Closed ended questionnaires were 

administered as research instrument for convenience 

and to save time of respondents. Frequency analysis 

was run on the collected questionnaires and hypotheses 

were tested with Chi-square at 5% level of significance. 

This shows that there is strong relationship between 

Customer Relationship Management and Marketing 

Performance of Banks. A major finding of the study 

states that DMBs with good customer relationship 
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management will have good marketing performance. 

The study therefore concludes that DMBs should 

provide necessary platform for relationship with their 

customers and ensure that regular review of the 

strategies for customer management relationship. 

 

 

Introduction  

Background to the Study  

In Nigeria, Deposit Money Banks (DMBs) have similar features, in comparison to 

developed countries such as the USA and Europe, in Nigeria; almost all Deposit 

Money Banks (DMBs) do not run self-service.  In addition, the financial institution is 

one of the more productive sectors in Nigeria. There is difficult competition between 

Deposit Money Banks as Nigeria has several DBMs. This competitive environment 

also makes DBMs services critical (Ali, Rasheed, and Muhammad, 2019). 

Management of consumer relationships is thus used as an instrument for building 

competitive advantage and high market share. Differentiating marketing efficiency, 

though, isn't just enough. Deposit Money Banks are particularly ingrained in long-

term customer loyalty and retention. 

Customer Relationship Management is a methodology that helps a business assess 

customer profiles, recognize its needs and potential areas of profitability and identify 

effective measures to achieve customer satisfaction, competitive advantage and 

therefore profitability (Adeoye and Lawanson, 2019). The market gives them multiple 

options from a consumer’s point of view, and increases their   bargaining   power.   The   

marketing output of the undertaking is a function of complex   variables.   According   

to Akpan (2020), steps are being taken worldwide to improve   its   market   

performance.   Akpan (2020) states that these measures basically concern improved 

cost management practices, improved customer relations, improved product quality 

control, improved effective communication networks to expand target markets, 

informed and better pricing decisions. 

Customer Relationship Management (CRM) emerges after revolution. Therefore, 

achieving the maximum potential of each customer, relationship should be the primary 

objective of every business. A disaffected customer causes business harm, as others 

are more likely to fail. And it's no wonder that CRM is an important subject of debate 

in the business world (Abyseker and Kumaradeepan, 2018). Customers are critical 

drivers for business performance but this has gained less publicity. The private firms, 

on the other hand, have pursued various strategies to draw clients. Some of the most 

important tasks for any company is to represent and maintain good relations with the 
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King (customer). Customers used to be simple people, pleased with whatever product 

or service they've been provided. Marketing is no longer just about the manufacturing, 

selling and distribution of the products. It is increasingly concerned with creating and 

maintaining long-term customer relationships which are mutually fulfilling. 

Over a period of time, consumers have become well aware of their rights through 

competition and technological advances and the extended deal quickly becomes one 

that is anticipated. This increasing business environment is characterized by increased 

economic liberalization, high customer competition, well-informed and demanding 

customers who care about quality and value purchases (Denison and Mishra, 2019). 

Most businesses are tasked with gradually gaining customers and taking constructive 

measures to retain the customers they have acquired in an effort to stay competitive in 

business. That also includes measures to preserve the relationship between the 

company and its customers. 

 

Statement of the Problem 

In recent years, by increasing customer expectations CRM is seen as an unavoidable 

prerequisite for business success. There is a clear dependence between seller and buyer 

that consumers want their products, and that companies need technology to develop 

new technologies that can improve and attract more customers. By increasing 

customer expectations CRM is seen as an unavoidable prerequisite for business 

success. Businesses also face the problems of effectively targeting customers, 

designing tactics to achieve products habits, controlling behavior, segmenting 

customers based on customer profile and consumer life cycle level. Organizations have 

employed various methods and strategies to ensure they achieve the above. But their 

efforts seem futile. 

In spite of the importance of CRM to marketing performance of many companies, 

DMBs in Nigeria and Bida in particular, are yet to fully embrace the concept due 

largely to many operational processes such as the inability of the DBMs to come up 

with effective marketing strategies capable of attracting new customers, lack of 

effective services leading to customer dissatisfaction and subsequently, customer 

defection thereby loosing existing customers which impact negatively on the bank’s 

performance. 

 

Objectives of the Study  

The main objective of this study is to examine the implications of Customer 

Relationship Management on the Marketing Performance of Deposit Money Banks 

(DMBs) in Nigeria. The study is further meant to achieve the following objectives. 

i. To assess the effect   of   customer relationship management on marketing 

performance of the selected Deposit Money Banks in Bida, Niger state 
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ii. To examine the effect of customer orientation strategies on marketing 

performance of deposit money banks in Nigeria. 

iii. Ascertain the effect of service quality on the performance of deposit money 

banks in Nigeria. 

 

Research Questions  

The study will be guided by the following research questions: 

i. Is there implication of customer relationship management (CRM) on the 

marketing performance of DMB) in Nigeria? 

ii. What are the effect of customer orientation strategies on marketing 

performance of deposit money banks in Nigeria? 

iii. Does service quality have any effect on the marketing performance of deposit 

money banks? 

 

Research Hypotheses  

The following hypotheses were formulated to guide the study: 

H1: There is no implication of Customer Relationship Management (CRM) on the 

marketing performance of DMBs in Bida 

H2:  Service quality does not have any effect on the marketing performance of DBMs 

H3: Customer orientation has no effect on the marketing performance of DMBs in Bida 

 

Theoretical Framework 

This section entails a discussion of theories put forward to explain phenomena in 

relation to a given research topic. In this regard this section will focus on theories that 

relate to customer relationship management and marketing performance of an 

organisation. This study will briefly discuss only the Service Gap Theory and Trust-

Commitment Theory of Relationship Marketing. 

 

Service Gap Theory 

This theory was developed to try and address the customer satisfaction problem faced 

by business entities. This theory is based on gaps which are seen to be the critical areas 

of concern to the management as far as customer satisfaction is concerned. According 

to this theory there are five gaps that organizations should seek to address in an effort 

to meet the expectations of the customers based on the experience of the customers 

(Harington and Weaven, 2018).  This theory asserts that customers have their 

expectations based on their past experience with product or service in question. The 

management is therefore tasked in ensuring that these expectations are met failure to 

which the performance of the organization will be in jeopardy. The theory identifies 

five gaps which must   be   quantified, managed, and   minimized. These gaps are; the 
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disparity between the expectations of the customers and the views of the managers on 

the customers’ expectations, the managers perception and the actual specification of 

the experience of the customer, the customers specification and the delivery of this 

experience by the company, the delivery of the experience of the customer in relation 

to what the firm asserts to deliver, and finally the perception of the customer in terms 

of experience and the expectation of the customer in relation to the service. In an effort 

to bridge   these   gaps   the   theory   suggests   that managers should diligently address 

each of these gaps (Morris, Brunyee and Page, 2020). 

The facts of this theory can be used to assess how organizations can develop CRM in 

an effort to boost their performance. By focusing on the aforesaid gaps, entities will 

be enhancing the services offered to their clients. This way the firms can therefore 

establish and develop a strong customer relationship which will in the long run 

improve the performance of the firm. The facts of this theory were used to guide this 

study by identifying gaps in CRM that can be addressed to improve the performance 

of the entity. 

 

Commitment – Trust Theory of Relationship Marketing 

Scholars have identified different virtues that have been theorized in the relationship 

marketing literature, but have placed special emphasis on trust (Nunnally, Plath and 

Nnadozie, 2016) and commitment (Morris, Brunyee and Page, 2020). Ogunnaike and 

Olaleke (2015) stipulate that trust and commitment are central to relationship 

marketing because they encourage marketers to work at preserving relationship 

investments by cooperating with exchange partners, resist attractive short-term 

alternatives in favour of the expected long-term benefits of staying with existing 

partners, and view potentially high-risk actions as being prudent because of the belief 

that their partners will not act opportunistically. Therefore, when both trust and 

commitment – not just one or the other – are present, they produce outcomes that 

promote efficiency, productivity and effectiveness. In short, trust and commitment 

lead directly to cooperative behaviours that are conducive to relationship marketing 

success (Yaukok and WeiKhong, 2019). 

Commitment is an essential ingredient for successful, long-term relationships 

(Harington and Weaven, 2018). It arises from trust, shared values and the belief that 

partners will be difficult to replace. Commitment motivates partners to co-operate in 

order to preserve the relationship investments. This implies that a partner foregoes 

short-term alternatives in favour of long-term benefits associated with current partners.  

Customers will only make commitments to trustworthy partners because commitment 

entails vulnerability, and leaves them open to opportunism (Abyseker and 

Kumaradeepan, 2018). Commitment is higher among individuals who believe that 

they receive more value from a relationship, therefore highly committed customers 
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would be willing to reciprocate effort on behalf of an   organization   due   to   past   

benefits   received (Botha and Rensburg, 2019). Therefore, commitment in this context 

refers to both parties understanding that they are in the market together for the long 

run. They are willing to make sacrifices for their partners because they are mutually 

dependent upon each other in their quest to achieve long-term returns on their 

psychological and financial investments (Nunnally et al., 2016). For example, the way 

in which employees of an organisation perform their tasks can lead to trust, and this 

will have a significant impact on the commitment from the customer and therefore 

customer loyalty (Denison and Mishra, 2019). 

 

Empirical Review 

Several studies have been carried out on Customer Relationship Management (CRM) 

and they include: 

Adeoye and Lawanson (2019) investigated the impacts of CRM on customer loyalty 

and retention in the telecom industry in Iran and findings shows that commitment and 

vision of the management system is highly required for a successful CRM 

implementation. 

According to research by Bhattachanya (2018), CRM is implemented in an 

organization to reduce cost and increase company performance which means 

profitability   result   through   customer   loyalty.   The findings showed that the 

customer perception and treatment given to each customer individually assist in 

solving many customer’s problems. Thus, customer satisfaction and loyalty would be 

achieved through a successful CRM implementation. 

As for Akpan (2020), Customer   Relationship   Management amplified relationships 

of customers and competitors in a firm to increase the share of the organization in 

market place by integrating technology, procedures and people. In the view of Morris 

et al (2020), satisfied and loyal customers tend to spend more money and purchase 

repeatedly are less price sensitive, have higher intensions to refer others and are more 

economical to maintain. 

In the work of Denison and Mishra (2019), the effect of positive employees behaviours 

could be increasing speed of response   to customers and ensure employees are friendly 

and respectful to customers which enhance customer satisfaction towards the service 

provided. Banks are realizing that CRM is the backbone that helps financial 

institutions to build stronger and more profitable relationships. Hence, banks should 

focus on delivering to customers by having a concise and precise ways of doing things 

through effective CRM solutions. 

Another study by Botha and Rensburg (2019) carried out on evaluating effective 

communication methods: improving internal communication, the study adopted 

survey research design, the survey was developed using the Likert scale in which all 
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answers were tied to a numerical value for analysis. A total of 83 questionnaires were 

distributed, the data collection period was closed 20 working days after the initial 

mailing. P < 0.05, It was found that communications officers in both rural and urban 

hospitals agreed that there was a plan in place. The finding of this study was based on 

effective communication only. Other surrogates of CRM were not capture. Also, the 

study *was not conducted using gas station as case study. 

 

Customer Relationship 

Ali et al. (2019) have introduced five phases on how buyer-seller relationships evolve. 

The first step is awareness, second exploration, third expansion, fourth commitment 

and fifth dissolution. Awareness is the phase where parties recognize potentiality on 

each other. Most frequently those parties are also operating near to each other. 

Awareness is however mutual. Second phase, exploration, means that parties start to 

pounder the results and benefits of doing business. Exploration might be short-timed 

or include some period of testing. Exploration also includes the process of establishing 

the common rules for business actions and the early stages of the actual buying and 

selling. Third phase, expansion, is continuation for exploration, where parties are 

already more willing to take risks in the relationship, which deepens the relationship 

as whole and adds commitment. Fourth phase is commitment, where parties have a 

continuing relationship, with higher inputs, better durability and increased 

consistency. The last phase, dissolution is where the relationship ends. It might be 

because of dissatisfaction on the other stages of the relationship or simply that other 

party stops their operations voluntarily or due to some forcing conditions (Ali et al. 

(2019). 

 

Concept of Customer Relationship Management 

Customer Relationship Management (CRM) is the central business strategy which 

incorporates internal processes and functions as well as external networks to build and 

generate value for the benefit of targeted customers. It focuses on quality customer 

information and is permitted through Information Technology (Harington and 

Weaven, (2018). Yaukok and WeiKhong (2019) stated that CRM is a holistic strategy 

that involves the process of acquiring, retaining and collaborating with some clients to 

build a distinct value for both the business and the client. This strategy includes the 

integration of marketing, distribution, customer service and visibility chain functions 

in order to achieve the highest degree of competence and efficiency in the delivery 

value to the client. This definition, as it demonstrates, considers CRM as a technique 

with the main objective of offering customers a distinct profit by rising productivity 

and consumer satisfaction. 
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Yaukok and WeiKhong (2019) agree with the above definition that CRM is merely a 

strategic mechanism that determines the institution's most successful customers and 

defines the relationships between that institution and those customers to achieve the 

objective of maximizing current and future customer values. The implementation of 

Customer Relationship Management (CRM) is commonly seen as a way to accomplish 

sustainable strategies in service making businesses. Companies that embrace CRM 

would create stronger customer relationships, increase consumer loyalty, increase 

revenue and   cut   costs. 

 

Association Between Customer Relationship Management and Marketing 

Performance 

CRM is widely accepted within the marketing business unit of major companies. Most 

firms in the increasingly competitive global economy are trying to focus on delivering 

better customer value against the competitors. CRM will help companies excel in the 

e-business sector as a tool for maximizing customers' lifetime value. Companies that 

have adopted CRM as a business strategy are expected to grow at a faster pace than 

those companies that have not adopted CRM from the same market. CRM is a central 

organizational method which focuses on establishing, maintaining and improving 

long-term customer relationships as advocated by the theory of marketing 

relationships (Akpan, 2020).  

The holistic approach adopted by CRM is to optimize the relationship with all its 

clients. Including technological innovations, CRM also involves acquisition 

management techniques and recovers management at the stage of implementation, 

maintenance and termination management with the goal of maximizing the value of 

the partnership portfolio (Abyseker and Kumaradeepan, 2018). 

 

Methodology 

The study sought to assess the effects of customer relationship management on 

marketing performance of deposit money banks in Nigeria. The study used exploratory 

methodology, population of the study is 80 Zenith Bank customers out of which 67 

were picked using Taro Yamani’s (1974) Formula. Closed ended questionnaires were 

administered as research instrument for convenience and to save time of respondents. 

Frequency analysis was run on the collected questionnaires and hypotheses were tested 

with Chi-square at 5% level of significance. 

The questionnaires were to be administered on the selected respondents who are not 

among the sample chosen for the main study for a pre-test. The aim of this was to 

know whether changes are necessary before the actual start of the study. 

Questionnaires were to be distributed to the respondents and will be collected and 

compared. In other to determine that they all follow the same direction. Therefore, the 
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instrument will pass a validity test.  The data collected from the questionnaires were 

checked for completeness and accuracy, the questionnaire was coded according to 

each variable of the study to ensure the margin of error was minimized and assure 

accuracy during analysis. 

 

Presentation of Result 

Bank customers perceive service cost as signifying value for money and believe in 

trade-off between cost and quality 

Options Frequency Percent Valid Percent Cumulative percent 

Strongly disagree 3 5.2 5.2 5.2 

Disagree 12 20.7 20.7 25.9 

Undecided 5 8.6 8.6 34.5 

Agree 24 41.4 41.4 75.9 

Strongly agree 14 24.1 24.1 100.0 

Total 58 100.0 100.0  

Source: questionnaire administered 2022 

 

Table above shows 14(24.1%) of the respondent strongly agree that banking service 

customers perceive price of a service as signifying value of money and believe in 

tradeoff between price and quality 24(41.4%). Agree, 5(8.6%), were undecided of their 

choices, while 15(25.9%) of the respondent strongly disagree with the statement. 

 

CRM has no effect on the marketing performance of DMBs 

Options Frequency Percent Valid Percent Cumulative percent 

Disagree 34 58.6 58.6 82.8 

Undecided 4 6.9 6.9 24.1 

Agree 10 17.2 17.2 17.2 

Strongly agree 10 17.2 17.2 100.0 

Total 58 100.0 100.0  

Source Questionnaire Administered 2022 

 

Above shows 34 (58.6%) of the respondent strongly disagree that Customer 

relationship has increased marketing performance of deposit money banks 10 (17.2%) 

agreed 4 (6.9%) were undecided of their choices while 10 (17.2%) of the respondent 

strongly disagree with the statement.  

It is perceived that retaining customers is feasible in DMBs 

Options Frequency Percent Valid Percent Cumulative percent 

Strongly disagree 3 5.2 5.2 5.2 

Disagree 5 8.6 8.6 13.8 
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Undecided 6 10.3 10.3 24.1 

Agree 31 53.4 53.4 77.6 

Strongly agree 13 22.4 22.4 100.0 

Total 58 100.0 100.0  

Source; questionnaire administered, 2022 

 

Table 4.3.4; above shows 13 (22.4%) of the respondent strongly agree that it is 

perceived that retaining customers is feasible in banks 31(53.4%), Agree, 6(10.3%), 

were undecided of their choices, while 8(13.8%) of the respondent strongly disagree 

with the statement.    

 

Service quality has not increased marketing performance of DMBs 

Options  Frequency Percent Valid Percent Cumulative percent 

Disagree 32 55.2 55.2 75.9 

Undecided 14 24.1 24.1 100.0 

Agree 5 8.6 8.6 8.6 

Strongly agree 7 12.1 12.1 20.7 

Total 58 100.0 100.0  

Source Questionnaire Administered 2022 

 

The table above shows 7 (12.1%) of the respondent strongly agree that, service quality 

management has not increased marketing performance of Deposit Money Banks, 32 

(55.2%) disagree, 14(24.1%) were undecided of their choices, while 5(8.6%) of the 

respondent agree with the statement. 

 

Customer retention has increased marketing performance of DMBs 

Options Frequency Percent Valid Percent  Cumulative percent 

Strongly disagree 3 5.2 5.2 5.2 

Disagree 6 10.3 10.3 15.5 

Undecided 13 22.4 22.4 37.9 

Agree 24 41.4 41.4 79.3 

Strongly agree 12 20.7 20.7 100 

Total 58 100.0 100.0  

Source; Questionnaire Administered,2022 

 

Above table shows 12(20.7%) of the respondent strongly agree that Customer 

retention has increased marketing performance of deposit money banks, 24(41.4%) 

agree, 13(22.4%) were undecided of their choices while, 9(15.5%) of the respondent 

strongly disagree with the statement. 
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Customers are satisfied with the overall services their banks provide to them 

Options  Frequency Percent Valid Percent Cumulative percent 

Strongly disagree 2 3.4 3.4 3.4 

Disagree 1 1.7 1.7 5.2 

Undecided 14 24.1 24.1 29.3 

Agree 31 53.4 53.4 82.8 

Strongly agree 10 17.2 17.2 100.0 

Total 58 100.0 100.0  

Source Questionnaire Administered, 2022 

 

The table above shows 10(17.2%) of the respondent strongly agree that Customers are 

satisfied with the overall service the bank provides to customers 31(53.4%) agree, 

14(24.1%) were undecided of their choices, while 3(4.11%) of the respondent strongly 

disagree with the statement. 

 

Bank quality services encourage Customers to refer one to the other 

Options Frequency Percent Valid Percent Cumulative percent 

Strongly disagree 2 3.4 3.4 3.4 

Disagree 4 6.9 6.9 10.3 

Undecided 8 13.8 13.8 24.1 

Agree 29 50.0 50.0 74.1 

Strongly agree 15 25.9 25.9 100.0 

Total 58 100.0 100.0  

Source; Questionnaire Administered, 2022 

 

Above shows 15(25.9%) of the respondent strongly agree that service quality in the 

bank encourage Customers to refer people to the bank 29(50.0%) agree, 8(13.8%) 

were undecided of their choices, while 6(9.13%) of the respondent strongly disagree 

with the statement. 

 

Customer orientation has not increased marketing performance of DMBs Bida 

Options Frequency Percent Valid Percent Cumulative percent 

Strongly disagree 2 3.4 3.4 3.4 

Disagree 10 17.2 17.2 20.7 

Undecided 4 6.9 6.9 27.6 

Agree 20 34.5 34.5 62.1 

Strongly agree 22 37.9 37.9 100.0 

Total 58 100.0 100.0  

Source questionnaire administered, 2022 
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Above shows that 22(37.9%) of the respondent strongly agree that Customer 

orientation has increased marketing performance of deposit money bank, 20(34.5%) 

agree, 4(6.9%) were undecided of their choices while 12(20.6%) of the respondent 

strongly disagree with the statement. 

 

Test of Hypotheses 

Hypothesis 1 

H1: There is no implication of Customer Relationship Management (CRM) on the 

marketing performance of DMBs in Bida 

 

CRM has no effect on the marketing performance of DMBs 

Options         Observed  N       Expected  N       Residual 

Disagree 10 14.5 -4.5 

Undecided 4         14.5 -10.5 

Agree 34 14.5 19.5 

Strongly agree 10    14.5 -4.5 

Total 58   

 

Test Statistics 

Options Customer relationship has increased 

marketing performance of deposit 

money banks 

Chi-square 36.621a 

Df 3  

Asymp.sig. .000                                                                                          

a.   0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell 

frequency is 14 5. 

 

Decision Rule: 

Reject Ho if P sig ≤ p value (0.05), otherwise accept Ho 

 

Conclusion: 

Since P sig (0.000) < P value (0.05), we reject Hi and hence we conclude that there is no 

implication of customer relationship management (CRM) on the marketing 

performance of deposit money banks in Nigeria. 

Hypothesis 2 

H2:  Service quality does not have any effect on the marketing performance of DBMs 

Service quality has not increased marketing performance of DMBs 
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 Observed N Expected N Residual 

Disagree 5 14.5 -9.5 

Undecided 7 14.5 -7.5 

Agree 32 14.5 17.5 

Strongly agree 14 14.5 -5 

Total 58   

 

Test Statistics 

 Service quality management has increased marketing 

performance of deposit money banks 

Chi-

Square 

-31.241a 

Df 3 

Asymp.sig .000 

a.0 cells (0.0%) have expected frequencies less than 5.  The minimum expected cell 

frequency is 14.5  

Decision Rule: Reject Ho if P sig(0.000)≤ Pvalue(0.05), otherwise accept Ho 

 

Conclusion: 

Since P sig (0.000) < P value (0.05), we reject Hi and hence we conclude that service 

quality have any effect on the marketing performance of DBMs. 

 

Hypothesis 3 

H3: Customer orientation has no effect on the marketing performance of DMBs in Bida 

Customer orientation has not increased marketing performance of DMBs in Bida 

Options  Observed N Expected N Residual 

Strongly Disagree 2 11.6 -9.6 

Disagree 10 11.6 -1.6 

Undecided  4 11.6 -7.6 

Agree 20 11.6 8.4 

Strongly Agree 22 11.6 10.4 

Total 58   

 

Test Statistics 

Options Customer orientation ha increased marketing performance of 

deposit money banks 

Chi-

Square 

28.552a 

Df 4 

Asymp.Sig .000 

a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell 
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frequency is 11.6 

 

Decision Rule: 

Reject H0 if P value (0.05), otherwise accept H0 

 

Conclusion: 

Since P sig (0.000) < P value (0.05), we reject Hi and hence we conclude that customer 

orientation strategies do not have effect on the marketing performance of DMBs in 

Nigeria. 

 

Summary of Findings  

The study revealed that the respondents agreed that the bank constantly monitor its 

level of commitment and orientation to meeting customers' needs, customers choose a 

bank that frequently communicate and update them, customer prefer bank that allows 

them time to interact with the bank staff, customer prefer a bank whose systems are 

always working so that they don't waste time on systems downloading, customers 

prefer a bank that opens its officers for longer hours and customers prefer a bank that 

allows them to repay their loans in convenient instalment and periods. 

The study revealed that bank had good knowledge of customer desire increases 

customer loyalty, the bank key customer focus involves the establishment of links 

between customer needs and satisfaction, the bank knowledge management has 

significant impaction to the customer loyalty and satisfaction, the bank customer 

relationship improves customer loyalty this increasing their long term values to the 

business,  the bank knowledge is viewed as one of the important and high valued 

organization assets and the bank we have strong relationship marketing which helps 

in relationship development, the bank customer relationship improves customer 

retention. 

The finding established that bank customers perceive price of a service as signifying 

value for money and believe in tradeoff between price and quality, bank customer 

retention is known for its reliance on the extent two-ways communication with 

customer, bank competitive price of services set facilities customer retention, bank 

satisfaction of retained customers is conditional on the distinguishable value for 

money, bank it is perceived that retaining customers is feasible and the respondents 

were moderate that bank Customer relation programs influence customer retention 

rates. 

 

 

Conclusion 
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The study revealed a significant relationship between marketing performance by the 

banks and customer orientation strategies. The study background state the Nigeria 

deposit money banks (DMBs) have similar features, comparison to developed 

countries such as the USA and Europe. The study established the problem, stating that 

Businesses also face the problems of effectively targeting customers, designing tactics 

to achieve products habits, controlling behavior, segmenting customers based on 

customer profile and consumer life cycle level. The study provides an overview of the 

literature on customer relationship management and marketing performance of deposit 

money banks, theoretical framework, empirical review of past studies on customer 

relationship management on marketing performance of DMBs, theoretical and 

conceptual reviews. It discussed the research design, the population of the study, 

sample and sampling techniques, data collection methods as well as data analysis and 

data presentation methods to be used in the research study. The study comprises of 

presentation and analysis of data collected from the use of a questionnaire which is 

analyzed, interpreted, and presented in a way that will be understood. The study 

conclude that customer retention strategies would lead to an increase in marketing 

performance in banks. 

 

Recommendations  

The organization should put in place the customer orientation strategies; this is 

important because it provides the customers knowledge about organization activities. 

When the customers are educated on organization services they will be able to easily 

and conveniently access bank services. Hence this will help to improve marketing 

performance. 

The management of the organization should ensure service quality management in the 

organization. This will ensure that the best services are provided so as to remain 

competitive. It is also important because it will ensure that services provided meet 

customer needs, hence will help improve the organization customer base and 

marketing performance. 

Companies should incorporate customer relationship marketing strategies in their 

organization. This will ensure that the customer needs are met and also the customer 

complaints are looked into and solved. The organization will also be able to get 

suggestions from customers on what they would like to be improved. This ensures that 

the organization provides better customer services hence improving marketing 

performance. 

Institutions should assimilate customer retention strategies. This will help the 

organization know its frequent Customers and also give them bonuses. The 

organization will be in a better position to meet its customer needs because they’re 

able to interact well with them. The customers will be able to freely give opinion in 
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organization decisions about the customer needs. Hence helps in improving marketing 

performance. 
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