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This study ascertainedthe extent of adoption of customner relationship nmarketing strategy inthe
food and beverages industry, investigated the challenges faced by the food and beverages
industry in adopting custorner relationship marketing practices; exam ned how custoner
relationship marketing drivers enhance custoner retention inthe food and beverages i ndustry
and i nvestigatedthe i nfluence of customer relationship marketing on custoner retertion These
were Wththe viewto provid nginfor nation on howcustomner relaionship marketing enhances
custoner retertion

Pri nary data was e npl oyed for this study. The study population was 18 071 which were
the staff of eight purposively selected conpanies in the food and beverages industry in
Southwestern N geria having their headquartersin Lagos, Ogun and Osun Sates. The three
states were selected becauset hey either have food or beverages conpanies’ headquarters 1 ocated
inthem The sanple size was derived using Taro Yamane formula, while proportionate
stratification method was e npl oyed in obtainingthe sanple fromthe selected conpanies. The
m ddle and | ower class managers were purposively selected as the respondents for this study
because they are set of staff who have close relaionship withthe custoners. Questionnaire was
used to gather pertinert i nfor nation fromthe respondents. The data collected were anal ysed
usi ng frequency distribution percentage, nmean, graphs, ranking, factor anal ysis, ordered probit
and | ogit.

The results showed that 78 01% respondents expressed their view that relationship
mar keting was practiced by the food and beverages i ndustry and t hat the level of adoption of
relationshi p mar keting by t he food and beveragesindustry was high (58 06%). Further nore, the
results revealedthat the challenges faced by t he food and beverages i ndustryin adopting CRM

were difficutyin establishing direct contact wth custoners, msunderstanding of custoners’
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needs, creation of custoner database, enployees not being custoner-centric, inadequate
resources, lack of technolog cal support andinadequatetraining anmongthe staff. However, lack
of technological support was ranked as the most challenge faced by the industry while
inadequatetrai ninganongthe staff beingtheleast. Mreso, using ordered probit regression the
results revealed that trust (t =2 37, coef. =0.771 and p < 0.05) and custo ner satisfaction (t =
267, coef. =0.852 and p < 0.05 were idertified as the najor relationshi p marketing drivers
infl uenci ng custoner retertion However, the pair wse correlaion matrix revealedthat thereis a
positive relaionship between trust, commt nent, customer satisfaction communication and
custoner retertion Hence, indicatingthat t hese driversinfl uence custoner retertion The results
further reveal edt hat fir nsthat adopt custoner relationshi p nmar keting were 1 4ti nes norelikely
toi nprove significantly (t =0.99 B =1.412 and p <0.01) their abilityto retain custoners t han
those that adopt only transactional marketing however, firns that adopted the two (i.e both
relational andtransactional) werelikelytobet wo ti nes (t =0.99, B =2 460 and p <0. 01) better
intheir abilitytoretain custoners.

The study concluded that custorer relationship narketing significantly infl uenced

custoners’ retention inthe food and beverage industry.
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CHAPTER ONE
I NTRODUCTI ON
11 Backgroundtothe Sudy

The business environment is not static;, things are changing everytine as we areina
gl obal village. The need and neans of maintaining closerties wthcustomers are heral ded by t he
constant growh of competition dynamsm and conplex nature in doing business. Mny
conpanies spent atre mendous a nount of nmoney on programnes targeted at acquiring custoners
with little attertion to retaining Conpanies that could not actively keep their custoners are
I osi ng the mto conpetitors.

G onross (1994); Roberts, Varke and Brodie (2003), Wnk hofer, Pal mer and Brodie
(2007) reported that for many years, the objectives of marketing had been on acquiring
custonersinstead of retainingthem Andreason (1995) arguedthat since m nor variationsinthe
rate of retention significantlyinfluence the future revenue, hence custoner retertionis critical.
Ro- King (2005) statedthat customer retertionis ger naneto nost conmpanies; thisis becausethe
cost of maintainingandretainingcurrert custonersislower thanthe cost of acquiring ne wones.
Thisis further stressed by Kotler (2006), whoinsistedthat the cost of obtai ning newcustomners
isfiveti nes greater thanthe cost a conpany spent i nsatisfying and retaini ng existing ones. He
further stressed that the custoners’ profit rate increases over alife period of retai ned cust oners.

The world of business today can only accomnodate busi ness owners that know what it
takes to attract, acquire and retain custoners. Drucker (1975) asserted that the sole ai mof a
business is ‘to create custoner’, nore alsq Aens (2006) opined that the overridng goal of a
mar ket-drivenfir misto create happy and | oyal custoners. He further stressedt hat t he backbone

andthe brain behindthe sustai nability of any businessisloyal custoners, therefore, conpanies
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that really want to continue inthe world of business knowt he significance of establishing and
maintaining vibrant relationship with custoners to guarantee long-ter m profitability and the
sustai nability of core revenue, hence, relaionship marketing has been heral ded as an effective
strategy useable in attracting maintaining and enhancing custoner relaionship Jorgensen
(2001) pointed out that the critical success of a business or any fir mis dependent onrelationship
buildng lzquierdo, Qdlian and Gutierrez (2005) stated that since relaionship marketing
strategies include all activities geared towards establishing developing and naintaining of
exchange relationshi ps, hence these activities are made up of; Atraction —that isthe abilityto
create relationship Loyalty — which i nplies developnent of relationships and Interactions —
which has to do wth maintaining genuine relationships. Jobber (2010) opined that the core
ingredient to successfu organizational marketing is managing relationships. Relationship
mar keting is concerned with shifting of activities fromattraction to activities concerned wth
retaining of current custoners.

Rel ationshi p mar ketinginvol ves buil d ng and enhanci ng | ong-ter mcust omer rel ationshi p
that enconpasses directing attentionto various programmnes that nmust be i nplenented over a
period of ti ne andin a consistert way. The view of relationship marketing e nphasi zes that in
order for the organization to nmaxi mze relational value, such organization should coordinate
their approachtorelationshi ps with ot her ¢ markets’, whichinclude t he suppliers, the e npl oyees
of t he organi zati on and alsot he custorers ( Christopher, 2002). Relationship marketingissaidto
be norethan a ‘ make-over’ for conventional narketing it isineffect a new nmodel on howt he
organi zation as a whole conpetesinthe marketplace ( Christopher, Payne & Ballantyne, 2002).
Rel ati onshi p mar keting does not stop at the customer service point or at a relationship manager,

but rather, it involves every level and poirt in an organization Berry (1983) concluded t hat
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relationship marketing is attracting naintaining and enhancing customer relationship,
strengt heni ng the relationship, converting unresponsive custoners intoloyal ones and serving
custoners as dients.

Bergeron, Roy and Fallu (2008) asserted that effective relaionship marketing
inplenentation by company resuts in marketing cost reduction customner satisfaction
enhancement, gaining custoner loyalty and increasing the retertion rate of custoner.
Christopher, Payne and Ballantyne (1991) asserted that relationship narketing focuses on the
dual concept; these are, obtaining custoners and keeping custoners. Gerpott, Rans and
Schinder (2001) poirted out that the sustenance of the relationship of a business anong the
custoners and the firmis dependent on the relationship bet ween the two parties. Economc
survival and progress of any service organization inthe world of businesstodayis dependent on
buildng along-ter mrelationship wth customers (Berry, 1995, Heskett, Jones, Love man, Sasse,
& Schlensinger, 1994). Hence, Linand Wi (2011) assertedthat an essertia issue i nresearches
on relationshi p marketing was the effects of relationshi ps and quality on custoner’s retention.

Masoonah, Reza and Kanbiz (2015) assertedthat due tothe accelerationinthe gl obal
economc integration process, organizations today have noved fromthe production and sales
oriented marketing to custoner-oriented narketing, they further stated that a critical factor to
enhancing organization’s conpetitive ability is through custoner relationship. Hrns and
custoners derive many benefits through the i nprovenent and enphasis on the buildng of
custoner relationship through custorer relaionship buildng quality sources of marketing
intelligence for better planni ng of narketingstrategy are gai ned by fir ns (Al- Hersh Aburoub &

Saaty, 2014).
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The goal of custoner relationshi p mar ketinginvol ves buil d nga custoner-oriented fir mthat will
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maxi mze val ue for custoners and | ong ter morgani zational profitabilitythroughthe attainment
of benefitsthat are mutual and strong custoners relationships (Chen & Popovich 2003, Zablah
Bellenger &Johnson, 2004; Shah Rust, Parasuraman, Saelin & Day, 2006). Wth a custoner

relationship narketing (CRM approach, custoners receive customzed and
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