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Thi s  st udy ascertai ned t he ext ent  of  adopti on of  cust omer  rel ati onshi p marketi ng strategy i n t he 

food and beverages  i ndustry;  i nvesti gat ed t he challenges  faced by t he f ood and beverages 

industry i n adopti ng cust omer  rel ati onshi p marketi ng practices;  exami ned how cust omer 

relati onshi p mar keti ng drivers  enhance cust omer r et enti on i n t he f ood and beverages  i ndustry 

and i nvesti gat ed t he i nfluence of  cust omer  rel ationshi p mar keti ng on customer  ret enti on.  These 

were wit h t he vi ew t o provi di ng i nfor mati on on how cust omer  rel ati onship mar keti ng enhances 

cust omer retenti on.  

Pri mar y dat a was  e mpl oyed f or  t his  st udy.  The study popul ati on was  18, 071 whi ch were 

the st aff  of  ei ght  pur posi vel y sel ect ed co mpani es  i n t he f ood and beverages  i ndustry i n 

Sout hwestern Ni geria havi ng t heir  headquarters i n Lagos,  Ogun and Osun St at es.  The t hree 

states  were sel ect ed because t hey eit her  have f ood or  beverages  co mpani es’  headquarters  l ocat ed 

in t he m.  The sa mpl e size was  deri ved usi ng Tar o Ya mane f or mul a, whil e pr oporti onat e 

stratification met hod was  e mpl oyed i n obt ai ni ng t he sa mpl e from t he select ed co mpani es.  The 

mi ddl e and l ower  cl ass  managers  were pur posi vel y sel ect ed as  t he respondents  f or  t hi s  st udy 

because t hey are set  of  staff  who have cl ose rel ationshi p wit h t he cust omers.  Questi onnaire was 

used t o gat her  perti nent i nfor mati on from t he respondents.  The dat a collect ed were anal ysed 

usi ng frequency distri bution,  percent age,  mean,  graphs,  ranki ng,  fact or  anal ysis,  ordered pr obit 

and l ogit. 

 The results showed t hat  78. 01 % r espondents  expressed t heir  vi ew t hat  relati onshi p 

mar keti ng was  practiced by t he f ood and beverages  i ndustry and t hat  t he l evel  of  adopti on of 

relati onshi p mar keti ng by t he f ood and beverages i ndustry was  hi gh ( 58. 06 %).  Furt her more,  t he 

results reveal ed t hat  t he challenges  faced by t he food and beverages  i ndustry i n adopti ng CRM 

were difficult y i n est ablishi ng direct  cont act  with cust omers,  mi sunderstandi ng of  cust omers’ 
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needs,  creati on of  custo mer  dat abase,  e mpl oyees  not  bei ng cust omer-centric,  i nadequat e 

resources,  l ack of  t echnological  support  and i nadequat e trai ni ng a mong t he st aff.  Ho wever,  l ack 

of  t echnol ogi cal  support  was  ranked as  t he most  challenge faced by t he i ndustry whil e 

inadequat e trai ni ng a mong t he st aff  bei ng t he l east.  More so,  usi ng or dered pr obit  regressi on,  t he 

results reveal ed t hat  trust  (t  = 2. 37,  coef.  = 0. 771 and p < 0. 05)  and custo mer  satisfacti on (t  = 

2. 67,  coef.  = 0. 852 and p < 0. 05)  were i dentified as  t he maj or  rel ati onshi p mar keti ng dri vers 

infl uenci ng cust omer  retenti on.  Ho wever,  t he pair wi se correl ati on matri x reveal ed t hat  t here i s  a 

positi ve rel ati onshi p between t rust,  commit ment,  cust omer  satisfacti on,  co mmuni cati on and 

cust omer  ret enti on.  Hence,  i ndi cati ng t hat  t hese drivers  i nfl uence cust omer  retenti on.  The results 

furt her  reveal ed t hat  fir ms t hat  adopt  cust omer  relati onshi p mar keti ng were 1. 4 ti mes  mor e li kel y 

to i mpr ove si gnificantl y (t  = 0. 99,  β = 1. 412 and p < 0. 01)  t heir  ability t o retai n cust omers  t han 

those t hat  adopt  onl y transacti onal  mar keti ng,  however,  fir ms  t hat  adopted t he t wo (i. e.  bot h 

relati onal  and transacti onal)  were li kel y t o be t wo ti mes  (t  = 0. 99,  β = 2. 460 and p < 0. 01)  bett er 

in t heir ability t o retai n cust omers.  

The st udy concl uded that  cust omer  rel ati onship mar keti ng si gnificantly i nfl uenced 

cust omers’ retenti on i n the food and beverage i ndustry.  
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CHAPTER ONE 

I NTRODUCTI ON  

1. 1 Background to the St udy 

The busi ness  environment  i s  not  st atic;  t hi ngs  are changi ng every ti me as  we  are i n a 

gl obal  village.  The need and means  of  mai nt ai ni ng cl oser  ti es  wit h cust omers  are heral ded by t he 

const ant  gr owt h of  competiti on,  dyna mi s m and co mpl ex nat ure i n doi ng busi ness.  Many 

compani es  spent  a tre mendous  a mount  of  money on pr ogra mmes  t arget ed at  acquiri ng cust omers 

wi t h little attenti on t o ret ai ni ng.  Co mpani es  t hat  coul d not  acti vel y keep t heir  cust omers  are 

losi ng t he m t o competit ors.   

Gr onr oss  ( 1994);  Roberts,  Var ke and Br odi e ( 2003),  Wi nkl hofer,  Pal mer  and Br odi e 

(2007)  report ed t hat  for  many years,  t he obj ecti ves  of  mar keti ng had been on acquiri ng 

cust omers  i nstead of  ret aini ng t he m.  Andreason (1995)  argued t hat  si nce mi nor  vari ati ons  i n t he 

rate of  ret enti on si gnificantl y i nfl uence t he f ut ure revenue,  hence cust omer  ret enti on i s  critical. 

Ro- Ki ng ( 2005)  st ated t hat  cust omer  ret enti on i s  ger mane t o most  co mpanies;  t his  is  because t he 

cost  of  mai nt ai ni ng and ret ai ni ng current  cust omers i s  l ower  t han t he cost  of  acquiri ng ne w ones. 

Thi s  i s  f urt her  stressed by Kotl er  ( 2006),  who i nsisted t hat  t he cost  of  obtai ni ng ne w cust omers 

is fi ve ti mes  great er  t han t he cost  a co mpany spent  i n satisfyi ng and ret aini ng existi ng ones.  He 

furt her stressed t hat the cust omers’ profit rate i ncreases over a life peri od of retai ned cust omers.  

The worl d of  busi ness  t oday can onl y accommodat e busi ness  owners  t hat know what  it 

takes  t o attract,  acquire and ret ai n cust omers.  Drucker  ( 1975)  asserted that  t he sol e ai m of  a 

busi ness  i s  ‘t o creat e cust omer’,  more al so,  Arens  ( 2006)  opi ned t hat  t he overri di ng goal  of  a 

mar ket-dri ven fir m i s  t o creat e happy and l oyal  cust omers.  He  f urt her  stressed t hat  t he backbone 

and t he brai n behi nd t he sust ai nabilit y of  any busi ness  i s  l oyal  cust omers,  t herefore,  compani es 
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that  reall y want  t o continue i n t he worl d of  business  know t he si gnificance of  est ablishi ng and 

mai nt ai ni ng vi brant  rel ationshi p wit h cust omers t o guarant ee l ong-ter m pr ofitabilit y and t he 

sustai nability of  core revenue,  hence,  rel ati onship mar keti ng has  been heral ded as  an effecti ve 

strategy useabl e i n attracti ng,  mai nt ai ni ng and enhanci ng cust omer  relati onshi p.  Jor gensen 

(2001)  poi nt ed out  t hat  the critical  success  of  a  busi ness  or  any fir m i s  dependent  on rel ati onshi p 

buil di ng.  Izqui erdo,  Cilian and Guti errez ( 2005)  st ated t hat  si nce relati onshi p mar keti ng 

strategi es  i ncl ude all  activities  geared t owar ds  establishi ng,  devel opi ng and mai nt ai ni ng of 

exchange rel ati onshi ps,  hence t hese acti vities  are made up of;  Attracti on – t hat  i s  t he abilit y t o 

creat e rel ati onshi p,  Loyalt y – whi ch i mpli es  devel opment  of  rel ati onships  and I nt eracti ons  – 

whi ch has  t o do wit h mai nt ai ni ng genui ne relati onshi ps.  Jobber  ( 2010)  opi ned t hat  t he core 

ingredi ent  t o successful or gani zati onal  mar keting i s  managi ng rel ati onshi ps.  Rel ati onshi p 

mar keti ng i s  concerned wi t h shifti ng of  acti vities  from attracti on t o activities  concer ned wit h 

retai ni ng of current cust omers.  

Rel ati onshi p mar keti ng invol ves  buil di ng and enhanci ng l ong-ter m cust omer  rel ati onshi p 

that  enco mpasses  directing attenti on t o vari ous  pr ogra mmes  t hat  must  be i mpl e ment ed over  a 

peri od of  ti me and i n a consistent  way.  The vi ew of  rel ati onshi p mar keting e mphasi zes  t hat  i n 

or der  f or  t he or gani zation t o maxi mi ze rel ati onal  val ue,  such or gani zation shoul d coor di nat e 

their  approach t o rel ati onshi ps  wit h ot her  ‘ mar kets’,  whi ch i ncl ude t he suppliers,  t he e mpl oyees 

of  t he or gani zati on and also t he cust omers  ( Christopher,  2002).  Rel ati onship mar keti ng i s  sai d t o 

be more t han a  ‘ make-over’  for  conventi onal  marketi ng;  it  i s  i n effect  a ne w model  on how t he 

or gani zati on as  a  whol e compet es  i n t he mar ket place ( Christ opher,  Payne & Ballant yne,  2002). 

Rel ati onshi p mar keti ng does  not  st op at  t he cust omer  servi ce poi nt  or  at  a relati onshi p manager, 

but  rat her,  it  i nvol ves  every l evel  and poi nt  i n an or gani zati on.  Berry (1983)  concl uded t hat 
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relati onshi p mar keti ng i s  attracti ng,  mai nt aini ng and enhanci ng cust omer  rel ati onshi p, 

strengt heni ng t he rel ati onshi p,  converting unresponsi ve cust omers  i nt o l oyal  ones  and ser vi ng 

cust omers as clients. 

Ber geron,  Roy and Fall u ( 2008)  asserted that  effecti ve rel ati onshi p mar keti ng 

i mpl e ment ati on by company results i n marketi ng cost  reducti on,  cust omer  satisfacti on 

enhance ment,  gai ni ng cust omer  l oyalt y and increasi ng t he ret enti on rat e of  cust omer. 

Christ opher,  Payne and Ballant yne ( 1991)  asserted t hat  rel ati onshi p marketi ng f ocuses  on t he 

dual  concept;  t hese are,  obt ai ni ng cust omers  and keepi ng cust omers. Ger pott,  Ra ms  and 

Schi nder  ( 2001)  poi nt ed out  t hat  t he sust enance of  t he rel ati onshi p of  a busi ness  a mong t he 

cust omers  and t he fir m is dependent  on t he relati onshi p bet ween t he two parties.  Econo mi c 

survi val  and pr ogress  of  any servi ce or gani zati on in t he worl d of  busi ness  today i s  dependent  on 

buil di ng a  l ong-ter m rel ationshi p wit h cust omers  ( Berry,  1995;  Heskett,  Jones,  Love man,  Sasse, 

& Schl ensi nger,  1994).  Hence,  Li n and Wu ( 2011)  asserted t hat  an essential  i ssue i n researches 

on relati onshi p mar keti ng was the effects of relationshi ps and qualit y on cust omer’s retenti on.  

Mas oo mah,  Reza and Ka mbi z ( 2015)  asserted t hat  due t o t he accel erati on i n t he gl obal 

econo mi c i nt egrati on process,  organi zati ons  t oday have moved from t he pr oducti on and sal es 

orient ed mar keti ng t o cust omer-orient ed mar keting,  t hey f urt her  st ated that  a critical  fact or  t o 

enhanci ng or gani zati on’s  co mpetiti ve abilit y i s t hrough cust omer  rel ationshi p.  Fir ms  and 

cust omers  deri ve many benefits t hrough t he i mpr ove ment  and e mphasis  on t he buil di ng of 

cust omer  rel ati onshi p,  thr ough cust omer  rel ati onshi p buil di ng,  qualit y sources  of  mar keti ng 

intelligence f or  better  pl anni ng of  mar keti ng strategy are gai ned by fir ms  (Al - Hersh,  Abur oub & 

Saat y, 2014).  
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The goal  of  cust omer  relati onshi p mar keti ng i nvolves  buil di ng a  cust omer-orient ed fir m t hat  will 

maxi mi ze val ue f or  custo mers  and l ong t er m or gani zati onal  pr ofitability thr ough t he attai nment 

of  benefits t hat  are mut ual  and strong cust omers  rel ati onshi ps  ( Chen & Popovi ch,  2003;  Zabl ah, 

Bellenger  & Johnson,  2004;  Shah,  Rust,  Parasuraman,  St aeli n & Day,  2006).  Wi t h a cust omer 

relati onshi p mar keti ng (CRM) approach, cust omers recei ve cust omi zed and 


