B L St [
Rufichnn

ST. MARY’S UNIVERSITY
SCHOOL OF GRADUATE STUDIES
FACULTY OF BUSINESS

FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). CASE OF SELECTED
COMMERCIAL BANKS IN ETHIOPIA

BY
METEKU BOGALE BUNGUDO

ID No. SGS1/0056/2004

DECEMBER 2013
ADDIS ABABA, ETHIOPIA




FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). CASE OF SELECTED
COMMERCIAL BANKS IN ETHIOPIA

BY
METEKU BOGALE BUNGUDO
|D No. SGS1/0056/2004

A THESIS SUBMITTED TO ST. MARY’'S UNIVERSITY, SCHOOL OF
GRADUATE STUDIES IN PARTIAL FULFILLMENT OF THE

REQUIREMENTS FOR THE DEGREE OF MASTER OF BUSINESS
ADMINISTRATION.

DECEMBER 2013
ADDIS ABABA, ETHIOPIA



ST. MARY'S UNIVERSITY
SCHOOL OF GRADUATE STUDIES
FACULTY OF BUSINESS

FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). CASE OF SELECTED
COMMERCIAL BANKS IN ETHIOPIA

BY
METEKU BOGALE BUNGUDO

ID No. SGS1/0056/2004

APPROVED BY BOARD OF EXAMINERS

Dean, Graduate Studies Signature &die
Advisor igBature & Date
External Examiner SignatugeDate

Internal Examiner SignatugeDate



TABLE OF CONTENTS

CONTENTS PAGE
ACKNOWIEAGEMENLS. ... e e e e v
List of Abbreviations and ACIONYMS ......iue it e e e e v
LISt Of TADIES ... e e Vi
IS o o U] = Vil
ADSTIFACT .. et e e e e viii

CHAPTER ONE: INTRODUCTION ...ttt it e e e e ee e e e e 1
1.1Background Of the StUAY.......c.oviii i e e 1
1.2 Statement of the problem ... 3.
1.3ReSEarCh QUESTIONS .....uiitit i e e e e e ete e e aaas 4
1.4ReSearch ODJECLIVES ... ...ttt e e e e e e e e 5
1.5Definition Of TEIMS ... .oe i e e 5
1.6Significance of the StUdY ........cooiiiii 5
1.7 Scope/Limitations of the Study ..........cccoiiii i, 6
1.80rganization of the paper ... 6

CHAPTER TWO: LITERATURE REVIEW .....oiiiiii i e e e 7
2.1EMPIriCal LItErature ... ... .ot e e e e e e e e e 7

2.1.1 The Definition and importance of CRM.............cooiiiiiii e 1.



2.1.2 TypeS Of CRM ..o e e e 8

2.1.3 Benefits of CRM ......uiiiiiiii i e 9
2.1.4 Goals and Objectives of CRM.........c.coiiiii i e 10
2.1.5 LEAURISNIP .ttt e ————— 10
2.1.6 CRM SHAtEQY . vvvvieiitiet i e e e e e e e e e et ans 11
2.1.7 CRM COMPONENLS ...ttt e e e e e e e et e e e aeeeaeeeaaans 12
2. 0.7 APEOPIE .o 12
2.1.7.2BUSINESS PrOCESS ....vuitiit it it et e e e e e 14
2.1.7.3TECNANOIOGY ...ttt et e e 15
2.1.8 Performance ASSESSMENT ...ttt e e e 16
2.1.9 CRM Ciritical SUCCESS FACIOIS .......ccuuiiiiiiiiie e e 81
2.2Theoretical LItErature ... .......oooui i e e e e e e e e @
2.2.1 CRM implementation ModelS .........cooiiiiiiiiii e 20
2.3Frame of REeferenCe ... 24
2.3.1 CSFs drawn from Conceptual Model for Implementation............ 25
2ASUIMIMAY ..ttt et e e e e et et e e et e e e e e e r e e e e e e ae e 27

CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY.................. 28

3.LRESEAICH DBSIGN .eivt ittt et et e e e e e e 82
3.2Population and Sample Size........oooiiiiii 29
3.3Sampling tEChNIQUE .....e i e e e 30
3.4S0UrCES OF DALA ... vuvie et et et e e e 31
3.5Method of Data ColleCtion .............cocviiii i e 31
3.6 Methods of Data ANAlYSIS .....ovnieieie e e e e 32



CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND INTERRETATION .33

4.1 Demographic Characteristics of Respondents................cocecmmvveveene. 33
4.2 Analysis of Data Pertaining to the Study ............ccooviiii i iimie e, 37

4.3 Descriptive StatisticsS ANAlYSIS ......oiiiiiiiiie e 55

CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND INTERRETATION. 57

S.LSUMMANY .o e e e e e e e et e e e e e e e e e e 57
5.2C0NCIUSIONS ...t et e e e e 58
5.3Limitations of the Study ..........ccoiii i 59
5. 4ReCOMMENTALIONS ....uitie ittt et e e e et e e e e e 95
5.5FUtUre RESEAICN ... ..ot 62

ANNEXES:
» References
* Appendix I: Open Ended Questionnaire
* Appendix II: Dichotomy Questionnaire

* Appendix Ill: Descriptive Statistics Table



ACKNOWLEDGEMENTS

First of all, | feel a deep sense of gratitudehe source and supplier of all wisdom, the
Omnipotent one, Almighty GOD; | have prepared thissis with the blessings of Him.

The completion of this study would have not bealized without the help of others and |

would like to take this opportunity to thank evemgonvho helped me with this thesis.

First of all, I would like to express my thanks amgpreciation to my Advisor Asst. Prof.
Mesfin Lemma, for his guidance, continual advicatignce, vast knowledge, and critical
review of the thesis. It has helped me to imprdweeduality of the report and compilation
of my thesis work.

Then, | am indebted to Commercial Bank of Ethiogiank of Abyssinia and Zemen Bank
S.C. management and employees who have showed melcaming face and their
willingness to devote their valuable time in filljrthe questionnaires. Without their kind

cooperation and valuable responses this study wantlthe complete and become a reality.

Last but not list, | would like to thank my youngieild, Eyouel M, for his understanding,

never-ending motivation, support and love. My ag@ieents are yours also.



LIST OF ABBRIVATIONS AND ACCRONYMS

ATM
BOA
Cl
CBE
CRM
CSFs
IT
KPIs
KM
ows
SPSS
ZB

Automatic Tellers Machine

Bank of Abyssinia

Continuous Improvement
Commercial Bank of Ethiopia
Customer Relationship Management
Critical Success Factors

Information Technology

Key Performance Indicators
Knowledge Management

One Window Service

Statistical Package for Social Science

Zemen Bank



LIST OF TABLES

TABLES
Table 2.1:
Table 2.2:
Table 4.1:
Table 4.2:
Table 4.3:
Table 4.4:
Table 4.5:
Table 4.6:
Table 4.7:
Table 4.8:
Table 4.9:

Table 4.10:
Table 4.11:
Table 4.12:
Table 4.13:
Table 4.14:
Table 4.15:
Table 4.16:
Table 4.17:
Table 4.18:
Table 4.19:
Table 4.20:

PARTICULARS PAGE
Summary of CSFs for CRM from variousrBtures ......................... 19
CSFs for CRM derived from modified midde CRM implementation... 25
Sex of Customer Service Officers, arahdfers and CSMs ............... 33
Age of Customer Service Officers andhMgers and CSMs .............. 34
Work Experience of Customer Serviced®fs and Managers and CSMs 35
Educational Qualifications of CSOs Mahagers and CSMs .............. 36
Leadership Commitment and Readiness .......cccccevvvvviiinnnnnn. 40
CRM BUSINESS Strategy .......coovvvieiieie e e 41
People-Employee attitude and knowledg€RM ......................... 42
BUSINESS PrOCESS ....viiii i A3
CRM Technology: ..o A4
Performance assessment of CRM effo#iss .............o.cooiiinnes 45
Leadership Commitment and readinessS............ccovvveiveiennne. 46
CRM BUSINESS SIrat@Qy ...vuvereeiie e et veiet e e e et s e 47
Organizational Structure, culture ..., 48
Employee attitude towards client .........ccoeeceiiiiii i, 49
Employee Knowledge and wisdom .............c.uiv e ie e een e 50
BUSINESS PrOCESS ...ttt e e e e e e e 51
Channel of CommUuNICAtION .........ooviiuiie i e s e 53
CRM performance measurement ..........c.oovvverineineenseennennnns 54
The role of CRM on performance ..........c.ocovvveiinviiiiiiiecnn e, 55
Establishing and monitoring of CRMfpamnance ......................... 56

vi



LIST OF FIGURES

FIGURE
Figure 2.1

Figure 2.2
Figure 2.3
Figure 2.4

Figure 2.5

NAME OF FIGURES
Payne’'s model of CRM ..o,

The Eight Building Blocks of CRM ..............oenn.n.
Frame of Reference by Thomas Kwaku OlgeKgrla Loria
Conceptual Frameworks for CRM by Pagme Frow ......

The proposed Model for CRM Implemeptati............

vii

PAGE
02

21

22

23

24



ABSTRACT

Although the promising potentials of Customer Relationship Management (CRM) as a way
of capturing comparative advantages in the face of the growing competition, the failure
percentage of its implementations is still relatively high which causes increasing concerns
for business organizations. The aim of this paper is to extend the line of knowledge about
realizing the promising outcomes of CRM. To do so, the researcher conducted an extensive
review of the literature in the field of CRM to identify the Critical Success Factors (CSFs)
for CRM effectiveness and proposed conceptual implementation CRM model appropriate to
Ethiopian banking sector. The paper assessed the feasibility and usefulness of the proposed
model by evaluating through a real life case study methodology in three selected banks
(Commercial Bank of Ethiopia (CBE), Bank of Abyssinia (BOA) and Zemen Bank (ZB)) in
Ethiopian. The primary data were collected using close-ended questionnaires from
Customer Service Officers (CSOs) and dichotomy questionnaires from managers and
Customer Service Managers (CSMs). The selection of respondents was based on their
involvement in the CRM practices. The sample size was 125 with 84.8% response rate. The
findings indicate that the success rate of CRM in selected banks is not as expected and also
the implementation model they followed is not uniform. Furthermore, the performance
measurement practice of all banks is not satisfactory. The study contributed CSFs for CRM
effectiveness derived from the conceptual model developed for CRM implementation.
Besides, the study provides guidance for commercial bank managers wanting to under stand
the dynamics of customer expectations in Ethiopian banking sector and who are ready to
implement CRM to improve customer relationship that enhance customer satisfaction and
loyalty to improve profitability and shareholders value.

Keywords: Customer Relationship Management (CRM), Criticat®ss Factors (CSFs),
Effectiveness, Conceptual models for CRM implemigmta

viii



CHAPTER ONE
INTRODUCTION

1.1Background of the study

In 1994, after nearly two decades of public mongpthle government of Ethiopia opened
the banking sector for domestic private particmati Since then, there have been
significant changes in the structure and charaufténe banking industry. The most visible
change, perhaps, is the emergence of new privat&sbéully owned by Ethiopian
nationals. Moreover, the spirit of competition atie emphasis on profitability have
pushed public sector banks towards a more profiated model departing from the
socialistic approach followed during the DERG regimhich ruled the country between
1974 and 1991 (fbanniversary report of NIB).

Customer satisfaction and retention is an imporédermnent of banking strategy in today’s

increasingly competitive environment. Determiniig tcustomer’'s needs and wants and
meeting them is one of the ways of enabling conswagsfaction. For this reason, it is

pretty important in our intensively competitive @owmment to be in regular contact with

the customers and to follow the changes in themetfSIJIEWANG, 2011).

The ability to maximize customer loyalty througlos® and durable relationships is critical
to banks’ ability to grow their businesses. As lmskive to create and manage customer
relationships, several emerging trends affect thpr@ach and tools banks employ to
achieve sustainable growth. These trends refldanhdamental change in the way banks
interact with the customers they have and thosg thent to acquire. Nowadays, a
management tool which focuses on maintaining anceldping customer relationships
have become a major concern for many business iaejaoms across the globe is
Customer Relationship Management (CRM) (SIJIEWAIRGL1).



There is no doubt that CRM as a management straiadyconcept was originated in
western countries, but the CRM came on stage ikibgnndustry were considered to be a
result of ever increasing competition on high vatustomers. The investment in CRM has
helped the banks better monitoring the customeaviels, understanding what they have
done in the past, and predicting the customersréubehavior(Xu, Y., Yen, D.C., Lin, B.,
Chou, D 2002).

The demand from the customer and pressure frorodimpetitive market drive most of the
Ethiopian banks either on their way to implemert @RM systems or they are positively
looking for the opportunity to integrate the CRMaasindispensable part of their business

strategy in the next few years to come.

However, implementation of CRM is not a panacea mnnot, of itself, sufficient to
transform a production oriented organization intcuatomer-oriented one. The utilization
of technology equipment without proper strategydgline will lead to the failure of CRM
implementation. The philosophy of CRM places thetomer as the core during the
organization’s business process and activitiesuécassful CRM implementation should
“create and keep a customer” and to “view the ertiusiness process as it consists of a
tightly integrated effort to discover, create, argdtisfy the request from the
customer{SIJIEWANG, 2011).From academy to business praaottis, both sides have all
put consistent efforts on finding out the successtars from their own perspectives
(Wilson, & McDonald, 2002).

Approach to various advantages of implementing ORddIld face a serious problem that
is high failure rate of CRM projects. Many reseaslare performed by various institutes
on failure rate of CRM projects in different timerpds. For instance; Gartner group has
announced that around 70 percent of CRM projecte Hailed or have not faced the
expected improvements on CRM performance. ForreResearch center also has
announced failure rate of CRM projects equal topércent in 2009 (CRM failure rate:
2001-2009). This high failure rate has increaseplementation risk of CRM projects and

made direct and indirect disadvantages to the azgaon. Direct disadvantages are related



to financial resources used for CRM projects andirétt disadvantage is damaging

business in sight of customers who have not redego®d services (Chalmeta R. 2006).

Peter Drucker once saidlf you can’t measure it, you can’'t manage itSo banks in

Ethiopia have to conduct a scientific, compreheng$)RM success investigation, not only
to measure the actual, internal functions of theVQRoject but also those critical factors
which can impact the final success of the CRM, aemwareful examination should be
conducted and concrete factors should be identifteé core business process and
behaviors of employees shall be monitored and et@dly in order to guarantee the

successful realization of the strategic goals g¢hb organizations.

1.2 Statement of the problem
The CRM vendors has created spectacular imageseshon the booming expectations
towards CRM'’s benefits for the organizations whanplo implement such systems as part
of the business strategy. However, a huge numb&Ri¥ projects fail, the efforts are
proved to be in va®IJIEWANG, 2011).The current situation of CRM inhkBpian
commercial banks may encounter the identical oketaas the contemporary foreign banks

in Europe once had.

As an indispensable part of global financial marlkghiopian banking sectors have faced
similar dilemmas as its contemporaries in westeonntries once were, while the
Ethiopians traditionally planned economic systera li& own characteristics which have

impacted the CRM systems in the following ways:

1. Insufficient understanding among the managemendste@ employees on CRM
importance and its competitive advantage for bissirseiccess.

2. Inadequate business process reengineering whichbeaachieved through the
implementation of CRM.

3. Failure to alter the thought of employees whichdeinthe full utilization of CRM.

4. Traditional business practices, product-centric anizational culture, and

customers’ poor understanding about CRM.



It is asserted from the literature that most of financial companies in western counties
have already aggregated abundant experiences iductimg the CRM projects; this

naturally requires a wide-ranging overhaul of orgational structures, effort on employee
training and rewarding system, as well as apprtgtia support (Chen &Popovich, 2003).
Compared with the CRM implementation in westernntoes, Ethiopia might face the

problems from both poor and backward economy, iab#ipy in utilizing modern

techniques and technology, and other external &spec

The motivation of researchers and practitionen® iBnd out the reasons under the cover,
and most importantly, assess the CSFs in the progfaCRM effectiveness, this approach
is believed to be able to help the banks to minenttze project failure percentage. Most
researches (Gartner 200%gyne, A. & Frow, P., Oct. 200&f/0rld Applied Sciences Journal

2012 and others)have addressed the issue of enlgahel success rates of CRM programs.

These studies were naturally under western culdnce environments. Nevertheless, such
researches in Ethiopia are insufficient. This thexgidressed the subject of implementing
CRM in Ethiopian banking sector. As for this sulbjat lacks sufficient theoretical and

empirical researches. This study analyzed the érapidata from the questionnaires to
identify the CSFs for CRM effectiveness that suppdo understand the current CRM

practices in Ethiopian Banks thus can help to imprihe CRM success rates in future.

1.3Basic Research questions
The basic research questions are summarized ag/foll
1. What are the CSFs for effectiveness of CRM in Hifsio banking sector?
2. Which type of conceptual model isappropriatefor lenpentation of CRM in Ethiopian
banking sector?
3. What methods are suitable to measure the contisitof CRM in organizational

performance?



1.40bjectives of the Study
4.1.1 The general objective of the study:
To assess the Critical Success Factors (CSFs) disto@er Relationship Management

(CRM) effectiveness in Ethiopian banking sector.

4.1.2 The Specific objectives of the study:
Research objective One:To assess the CSFs affecting the effectivenesSustomer

Relationship Management.

Research objective TwoTo add knowledge on how to develop implementatiaaleh for
CRM effectiveness in Ethiopian banking sector; bseaCRM is the base for the creation

and implementation of customer relationship system.

Research Objective Three: To highlight the assessment methods of the overall
performance of CRM effectiveness; because, the esgccand failure of CRM

implementation should be measured to ensure reglthie objectives of CRM strategy.

1.5Definition of Terms
Conceptual definition of CRNk the establishment, development,maintenance and
optimization of long-term mutually valuable relatghipsbetween consumers and
organizations. Successful CRM focuses onundersignthe needs at the heart of the
business by integrating them withthe organizatiosisategy, people, technology and
business process (CRM(UK) Ltd, 2000).

Operational Definition of Critical Success Facto€CSFs)is factors those determines the

success rate of the CRM implementation as peresgded conceptual model.

1.6Significance of the study
The result of this study was mainly expected tdaen up by Ethiopian banking sectors to
improve the success rate of the CRM effectivenedha future and banks under the study
may use to improve their CRM practices underwaysoAlt helps to provide important
information for decision makers of Ethiopian Barsksl others. Therefore, the findings of

this study specifically significant for the follomg reasons:

5



» Identified CSFs for successful implementation oNGR

* The important contribution of the current studytie CRM conceptual model
proposed by the researcher. This model could bé bgeorganizations those are
ready to implement CRM. The proposed CRM model ifipesdthe CRM sequential
stages and its important supporting conditions.

 The study also provide guidance for commercial baménagers wanting to
understand the dynamics of customer expectatioi$hiopian banking sector, and
who are ready to implement CRM to improve custoneétionship that enhance

customer satisfaction.

1.7 Scope/Limitations of the Study
Considering time and cost constraints in takingeéasample size the study was limited to
three commercial banks only. The date were colefitan Customer Service Officers and
Managers and Customer Service Managers (CSM) o€ Bi branches from the total 116
branches; similarly, three BOA branches from thalt83 branches; and Zemen Bank; the
only branch at Head Office; all found in Addis Alaa@here is lack of sufficient research
conducted in the area. Thus, it is difficult to @btadequate data from published sources
concerning the banking sector working in EthiogAa. result of this, the study considers
from employees point of view about CRM. However #bove limitations will never
degrade the findings of the study.

1.8 Organization of the paper
The study follows a logical structure and is présénn five chapters. Chapter one serves
as an introductory chapter and explains the reBgamablem, basic research questions and
objectives of the study. The literature review iscdsedon customer relationship
management empirical and theoretical literaturestaDpresentation, analysis and
interpretations are presented in Chapter fourhis ¢hapter, the researcher integrated the
theory of Chapter two with the results of the emgpirstudy. Summary, conclusions and

recommendations follow in Chapter five.



CHAPTER TWO
LITERATURE REVIEW

This chapter starts empirical literature part bjirdeg CRM and its importance, types of
CRM, its benefits, goals and objectives as a s@rgoint for shaping the focus of the
research. Formerly, Leadership commitment and stipaond CRM strategy development
process in terms of business strategy and custetraegy will be assessed. Then, CRM
components (people, process and technology) aridrpamce assessment will be assessed
in detail. Farther more, the studies in the fillcC&M success factors will be organized to
identify the most common success factors for CRMl@mentation.After that, under
theoretical literature various implementation madetill be evaluated to propose
conceptual model for CRM implementation.Conseqyenthder frame of reference the
conceptual model will be developed based on thegmation of the previous dimensions
and based on some previously existed frameworksalllfj the CSFs derived from the

conceptual model are listed and summary of thealitiee review.

2.1 Empirical Literature
2.1.1 The Definitions and Importance of CRM

As the business world has shifted from product $ot customer focus, managers have
found that the enhancement of existing customettiogls brings the benefit of profitable
and sustainable revenue growth (Mendoza L.E., 2@BM has developed as an approach
based on maintaining positive relationships witlstomers, increasing customer loyalty
and expanding customer lifetime value (Lindgreenaid F. Wynstra, 2005). According to
Lindgreen, A. et al., 2005, CRM is founded on feelationship based tenets.

» Customers should be managed as important assets.
7



» Customers’ profitability varies; not all customarg equally desirable.

» Customers vary in their needs, preferences, buyaigvior and price sensitivity.

» By understanding customer drives and customer tptufity, companies can tailor

their offerings to maximize the overall value oéithcustomer portfolio.

Although the importance of CRM as a successfultesgia approach since the 1990s has
been widely recognized, there is no consistentndefn of it. CRM has been defined
variously as‘data—driven marketing” CRM is“an enterprise approach to understanding
and influencing customer behavior through meanihgfommunications in order to
improve customer acquisition, customer retentiomsteamer loyalty and customer
profitability” (Swift, R.S., 2001).

The role of relationship marketing is to identifgstablish, maintain and enhance
relationships with customers and other stakeholdera profit, so that the objectives of all
other parties involved are met; and that this isedby a mutual exchange and fulfillment
of promises. According toPiccoli, G., P. O’conn@r, Capaccioli and R. Alvarez, 2003,
CRM is an active, participatory and interactiveateinship between business and
customer. The objective is to achieve a comprekiengew of customers and be able to
consistently anticipate and react to their needs targeted and effective activities at every
customer touch point. (Payne, A. and P. Frow, 20@&)e a process oriented perspective
where CRM is defined asithe cross-functional integration of processes, pleo
operations and marketing capabilities that is emabihrough information, technology and
applications”. This definition requires a multidimensional stgiteapproach to CRM.
Customer relationship management incorporates rimdton acquisition, information

storage and decision (Payne, A. et al., 2005)

2.1.2 Types of CRM

CRM types/forms will cover the extent in which CRMII act at an organization, where
CRM is extending for three levels; strategic, operal, and analytical (Piccoli et al.
2003). The strategic type of CRM deals with theatom of customer-centric business
culture by which a better value over competitorcnsated through taking decisions of

where to better invest the organization's resourddéege operational type deals with
8



customers' processes automation including marketirigmation, sales-force automation,
and service automation. Operational CRM deals wvatitomation and streamlining
workflow at the front office which includes collény data, processing transactions, and
controlling workflow at the sales, marketing, arevices. The analytical type deals with
increasing customer and organization value usireg diistomer data. Analytical CRM
builds on operational CRM and analyze customer tiatareate information about the
customer segmentation, customer behavior, and mestwalue to the organization using

statistical analysis tools especially the data ngr(Lin, Y. and H. Su, 2003).

In essence, there is another form of CRM, whichakaborative CRM. As collaborative
CRM works at the CRM operational level, many reskears counted it as a subset of the
operational CRM. Collaborative CRM focuses on comp integration using a set of
interaction channels and working intimately withlesged customers, suppliers, and
business partners. The collaborative technologielide different communication means
such as email, phone call, fax, and website pagesHich the customer may use at the
interaction with an organization. When dealing whke customer data, the involvement of
CRM processes is necessary(Lin, Y. et.al, 2003)

2.1.3 Benefits of CRM
According to Chen, Q. and H. Chen, 2004, customlationships are becoming even more
important for banks as market conditions get har@empetition is increasing, margins are
eroding, customers are becoming more demandingtlamdife-cycles of products and
services are shortening dramatically. All thesecdésr make it necessary for banks to
intensify the relationship with their customers affér them the services they need via the
channels they prefer. CRM helps banks to provid®fdenefits to their customers; some
key benefits are as follows:
» Helping an enterprise to identify and target thest customers, manage marketing
campaigns and generate quality leads for the szdes.
» Assisting the organization to improve telesalegspant and sales management by
optimizing information shared by multiple employemsd streamlining existing
processes



» Allowing the formation of individualized relationgts with customers, with the aim
of improving customer satisfaction and maximizingfis; identifying the most
profitable customers and providing them the highestl of service.

* Providing employees with the information and preessnecessary to know their
customers understand and identify customer needs effectively build
relationships between the company, its customes bad distribution partners.

*» CRM permits businesses to leverage information ftheir databases to achieve
customer retention and to cross-sell new productd services to existing

customers.

2.1.4 Goals and Objectives of CRM

Every one working in the organization must haveeay\clear goal in mind; the whole
organization must be working as a single unit. dtnot affordable that the higher
management is looking CRM as marketing and salesnaildle management looking
towards personal interactions and so on. At evergllCRM definition must be very clear,
here definition does not mean by few written wottdld, its role. Why we are sitting in the
market? Who are our customers? Why to make contigictthem? How to make contact?
How to make it long? How to make customer satiffiétbw these satisfied customers
make to come again and again? These and othelapgestust be very clear in every one

working in the organization (Chantal Rootman (2006)

2.1.5 Leadership

This factor explains the degree of Board of Direst@BODs) and Top Management
involving and taking CRM seriously. For CRM progr#mrbe successful, the first step is to
gain the support and commitment of top manageneeinitiatives. The level of support by
top management will determine CRM success or fil\yithout the support of top-level
managers, the success of CRM activities is cumbegsd op managers must demonstrate
their support to CRM programs by involving themsslvin the customer knowledge
sharing activities and, including CRM as a parbajanizational vision and mission and

developing a friendly culture through organizati®mce management support is a critical

10



factor for successful innovation, CRM as an orgatanal innovation also requires

management's strong impetus and support (Zairi1804).

Without a CRM vision, employees, customers andrathekeholders will not have a clear
idea. The vision starts with an overall custometu@aproposition supported with
appropriate corporate brand values. These valuss Ineuattractive to target customers and
be created from their standpoint to ensure that éh&erprise stands out from its
competitors. The responsibility for creating theMRision clearly lies in the boardroom.
The most fertile environment is one in which thatbunderstands what CRM means and
is receptive to new ideas and ways of working. TiM vision must be well-known and
accepted throughout the enterprise and the custbase. With this in mind, it is useful to
have a meaningful, company-specific definition &N, rather than using a generic one
from consultants. For successful implementatiorthef vision, the top management must

own it and provide inspirational leadership in tirgit (Zairi, M., 1994).

Another role of top management is eliminating craists (such as rigid regulation,
hierarchical bureaucracy, close culture and etxgd by organization when implementing
CRM process. Proper budgeting of resources is @rfmi CRM. Making technical system,
recruiting and training employees, reward systeoh eic. required banking support. Lack
of commitment in budgeting and funding would be ajon problem and barrier for
effective CRM active ties. It is critical that t@RM strategy should be tied to the business
strategy. CRM strategy should be developed basebusimess strategy to confirm that
CRM goals are congruence with the strategic gohlhe firm (World Applied Science
Journal 18 (8):1152-1064, 2012).

2.1.6 CRM Strategy

This should be interwoven with the marketing stygtand provide direction to other

operational strategies, such as IT, HR and prodactThe ultimate driver for all these

strategies is the corporate business strategyhwhitines how stakeholder value is to be
delivered. The marketing strategy builds the emisefs position in the market. If the

enterprise wants to increase profitability througkstomer loyalty, it has to weave a

11



customer management strategy into the marketiagesty. The task of the CRM strategy
is to create and maintain a customer base that msset to the company. According to
Systems Investigation 2002, the CRM strategy iatexckby:
» Auditing the current position regarding customeggdye, loyalty and satisfaction.
* Segmenting customers
» Setting customer objectives (i.e., acquisitioreméibn and development)
» Defining metrics for monitoring the execution ofetistrategy (e.g., satisfaction,
loyalty and cost to serve)
* Outlining the strategy for the customization by duot segment, pricing,
communication and contact, channel, customer seraicd segment management
» Specifying the customer infrastructure requiredg.(eskills, organization, IT,

analysis and data) to give direction to the othparational strategies.

2.1.7 CRM Components
Although researchers have developed different detesfor CRM, these definitions are
closely related. There is a general acceptance @mesearchers of the categorization of
CRM components. CRM consists of three major comptmePeople, Process and
Technology. The contribution to each componentegaccording to the level of CRM
implementation.

2.1.7.1 People
Employees and customers are a key factor for ssftdeSRM projects. CRM is built
around customers to manage beneficial relationstiipsugh acquiring information on
different aspects of customers. The main objectiV€RM is to translate the customer
information into customized products and servickat tmeet the changing needs of
customers in order to gain their loyalty. Nevertiss, a full commitment of the
organization's staff and management is essentiariceffective CRM implementation to
best serve customers and satisfy their needs. Tods mmportant things to analyze are

employees’ attitude and knowled@Robbins, 1998).

Employees AttitudeAttitude can be described as a tendency to respoadspecific

way, based on positive or negative judgments regardbjects, people and/or situations
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(Robbins, 1998:140; Mullins, 1996:116). Attitudes aore specific than the broad values

”oou

of people and refer to specific “likes” “and dig#, that result in predispositions to
behave in a certain manner towards something asdfoeone (Schermerhorn, 1996:136).

There are two work related attitudes.

One work-related attitudeis jobsatisfaction. Thgrde of job satisfaction experienced by
employees may predict the occurrence of their wiadg behaviors (Schermerhorn,
1996:136). The term job satisfaction refers to vidlials’ general attitudetowards their
jobs. This attituderesults from employees’ peraeptof their jobs (Robbins, 1998:142).
Job satisfaction is experienced when employeesla@es through their jobs, to satisfy one
or all of their physiological, security, socialagts and self-actualization needs. A person
with a high level of job satisfaction holds posgtiattitudesto his/her job, while a person
who is job dissatisfied holds negative attituddsssher job. Additionally, job satisfaction
may be viewed as the difference between the lelvetwards employees receive and the

level they believe they should receive (Robbin€8195).

Another work-related attitudeis theorganizationalcoitmentof an employee.
Organizational commitment is the degree to whiclpleyees identify with the specific
firm they are employed by and the degree to whigdy tidentify with the firm’'s goals
(Robbins, 1998:142). If employees wish to maintanembership of the firm, their
organizational commitment is high. Greenberg antbB&2000:181) view organizational
commitment as the extent to which an employee wlued with his/her firm and the
degree of interest he/she has in remaining on asngrloyee. Variables that determine
organizational commitment can be grouped into faategories, namelypersonal
characteristics; job-related characteristics; job xmgeriences; and structural
characteristics(Tait, 1996:98). Age, qualifications and gendex akamples of personal
characteristics. Job-related characteristics irglagnongst others, the degree of challenge
in an employee’s job. Job experiences indicate dbgree of dependability that an
employee assigns to the firm. Structural charesties are reflected by the ways in which

the firm is structured and levels of authority designed.
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Employee Knowledgeknowledgerefers to the level of insight an employess
regarding specific aspects, products and/or seswa€@ firm. Employees require academic
and tacit knowledgeAcademic knowledge the ability to remember formulas and
information, whereatacit knowledgeés the ability to be practical and action orientdatath
regard to a firm's products and services. The tanibwledgeof an employee is not
documented, but comprises his/her insights, in#j and emotions (Greenberg & Baron,
2000:118)

In a banking institution, employees’ academic krexgewill depend on their insight in
and ability to fully understand banking procedurpslicies, products and/or services.
Banking employees’ tacit knowledgewill depend oaitttability to practically implement

banking procedures and perform duties regardingibgnservice delivery through the
relevant banking systems. The above implies thaemployee should have technical,
product and firm knowledge (Walker, 1990:36).

2.1.7.2Business Process

CRM is a business strategy that has its philos@pliasis in relationship marketing (Chen

and Popovich, 2003). CRM success requires a chandausiness processes towards
customer — centric approach. As such, all busipessesses that involve both direct and
indirect interaction with customers should be amadly and assessed (Mendoza 2007).
Although CRM has an organization-wide impact, psscthat has direct interaction with

customers should be dealt with as a priority whatlegrating and automating business
processes.

In most companies there are many process gapses¥@aps occur when the customer
wants one thing but the process produces somegsieg Managers commonly believe that
deploying CRM technology will bridge these gapst Biese gaps often exist because the
processes that affect the customer are poorly degigrhese poorly designed processes
causes wait times between the steps a custometohtske to get what they want.
Examples of these are:

* Processes that require too many managers' approval
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* Processes that don't add any value to the custexperience
* Processes that cannot get done properly becaysgoofbrganizational culture (i.e.
a culture that rewards individuals with informatia@hilling collaboration)
» Processes that are not done properly becausedndigi do not understand the goal
of the organization
Implementing CRM requires discipline and a committm® closing gaps and removing
resistance to change. It involves much more thast Automating existing process.
Automating processes just speeds up"tild goat paths,” increasing the rate at which

bad processes are performed.

The goal should be to close the process gaps te ritadasier for the customer to do
business with the company; the goal should not rstalling CRM technology. The
customer might want instant information, but thegass takes too long to deliver it. CRM
is "a strategic concept to manage the assets afmgany” and is adamant that those
companies, which view it only as a technology, de®med to failure. Technology is
certainly a major part of the equation, but it ddaanly be introduced after the strategy has
been determined. And this should be built on thenétation of its assets, which in the final
analysis are its customers. These should be segthantording to their profitability, and
then strategy and tactics can be tailored accorttinpe value of these customers to the
company (Chen et al., 2003).

2.1.7.3 Technology
Technology refers to computing capabilities thdbvala company to collect, organize,
save, and use data about its customer. Technobglgei enabler for CRM systems to
achieve their objectives of collecting, classifyirmynd saving valuable data on customers.
Integration technology allows organizations to depebetter relationship with customers
by providing a wider view of the customer behavi{@hompson et al., 2006). Thus,
organizations are required to integrate IT to imprdhe capabilities of understanding
customer behavior, develop predictive models, buftective communications with
customers and respond to those customers withtinrealand accurate information (Chen

and Popovich, 2003). For an organization to inteegl®, concepts such as data warehouse,
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software customization, process automation, helgk dend call centers, and internet
influence should be addressed (Mendoza et al. 2007)

A. Network and Internet service
The Internet accommodates different languages, liegabanks to increase their market
share. Instead of geographical presence, the dgliok high quality services through
technology has become one of the main determinantempetition between banks. The
majority of banks view the Internet as an importtdl in reducing costs and increase
revenues (Buckley &Caple, 2004:64)

B. Application of Technology
The positive application of technology in the defiy of services can, however, is
restricted by various negative consequences ohtdobical advancement. Technological
advancement limits the possibility of human erfart requires more extensive training of
service employees. Banks need to more extensivhigade and train their employees to
adequately equip them with knowledge of the useheftechnology (Buckley &Caple,
2004:64; Hirschowitz, 1986:27).

C. Self —Service Technology
Presently (2005), self-service technology is cimglieg the service firm-client relationship,
for example, banking transactions can be condutttezligh the use of a telephone, the
Internet and television (Swartz &lacobucci, 200@)L0rhis decreases physical interaction
between a bank and its clients and may negativdlyence the relationships the bank has
with clients. The development of ATMs changed thethod of interaction between banks
and clients. Initially, ATMs were met with some istance, because people were not used

to interacting with a machine instead of a bankleyge (Buckley &Caple, 2004:64)

2.1.8 Performance Assessment

It is crucial to evaluate the success of CRM tosbkether it is helping the organization
meet its strategic aims and whether it will conéirto deliver looked for improvements.
The key actions involve understanding the driverstmareholder value, identifying the
appropriate metrics to measure the various CRMviie8 against and establishing an
effective performance monitoring system (Simon Kn8tan Maklan, Adrian Payne, Joe

Peppard and Lynette Ryals 2003.)
16



Shareholder Results:The ultimate objective of CRM is to increase shaleéér value.

Building value for employees and customers andrauttosts to improve profit margins all
contribute to shareholder value. Employees, custom&nd shareholders are an
organization’s key stakeholders. It is widely aoktexlged that good leadership and
management behavior lead to positive employeeudé#, customer satisfaction and

increased sales, profits and shareholder resuttso(BKnox, et.al. 2003).

Cost Reduction:Reducing costs is the time-honored way of growimgysterm profits.

In the context of CRM, there are two major oppaitiea to cut costs: reducing staff and
overheads by using electronic systems, such asnatgd telephony services; and using
new channels, such as online self-service faglitte reduce the costs of acquiring and

servicing customers (Simon Knox et.al. 2003).

Performance monitoring: The metrics available to companies wanting to naonit
their CRM activities are largely unsophisticatedr Example, there is no internationally
recognized set of standards for CRM against whiekt lpractice can be measured.
Historically, most companies’ performance measurgnsgstems have been functionally

driven. We advocate that companies consider theolg four main categories:

Strategic metricsmeasure the success of the organization’s stratggpcoach to CRM.

They measure, for example, the extent to which etar§ information is used when
developing the business strategy; the role of CRMpasitioning the organization in the
market place; and whether the vision and objectofethe company focus sufficiently on

the customer (Simon Knox et.al. 2003).

Customer metricsneasure the value delivered by the organizatidghéaustomer and the
value the customer provides to the organizatiores€hset Key Performance Indicators
(KPIs) to measure the levels of customer satisiactind customer retention, customer

acquisition costs, and customer lifetime value @irknox et.al. 2003).

Operational metricsmeasure both people and process performance. ePeoghsures
include the appraisal, compensation, recogniticaining and career progression of staff;

measures include employee retention, productieityployee satisfaction and performance
17



targets; process measures include customer sdexets, supplier performance targets,

and product and service development targets (Skmax et.al. 2003).

Output metrics measure the effectiveness of the CRM strategy oyanizational

performance by calculating the value delivered @acheof the three main stakeholders:
shareholders, employees and customers. Value isrndieed in terms of customer
satisfaction, increased key segment profitabilitgduction in operational costs, and

employee retention and productivity (Simon Knoxake003).

2.1.9 CSFs of CRM process

Previous Studies in CRM CSFsA variety of factors determine significant success
ingredients for successful implementing CRM in oigation. There are many pervious
researchers to identify critical success factorSKE). CSFs are described as “being in
necessary and sufficient for success: each factonecessary and the set of factors
aresufficient”. Many researchers have attemptst@bp a comprehensive list of CSFs for

CRM implementation.

There are great expectations for what CRM can aptism However, despite consider
able organizational and executive commitments tleegectations have not always been
met. The perception of a widening gap between thierpial of customer relationship
management (that is, what it can ideally achieva] ds actual accomplishments has
increased the need for better understanding ointtare of the problem and for better
measures of factors that influence outcomes (Pdorhel.D. and G.H. Stonhouse, 2000).
Failure rates of CRM projects are high. These fadureflect that CRM is too often
implemented with a focus on a software packageawitlan in-depth understanding of the
issues of integrating culture, process, people aachnology within and across
organizational context (Lave, J. and E. Wenger119%e following are summarized CSFs

of CRM from various researches:
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Dimensions

Factors

1. Support and Commitme
2. The link between business vision, mission and &éaskCRM strategy
Top Management o
3. Providing necessary resources and budget
4., Remove organizational constraints
1. Champions and leadt
Chief Executive 2. Defining CRM strategy and vision
Officer (CEO) 3. Network of experts
4. The pilot of formal CRM program, Communication edelgmentation
1. Strategic change to custor-focused cultur
Culture 2. Customer orientation and customer satisfaction
3. Acceptance of customer knowledge sharing with thetjye attitude
1. Establishing CRM roles and tea
Organizational 2. The CRM implement unit (department)
infrastructure 3. The unit (committee or team) to plan and promoté&/CR
4. Committees of practice and Having a flat or netwairkicture
1. Employee empowerment and involverr
Human resource 2. Employee training and development
management (HRM) 3. Employee recruitment and selection
4. Employee retention
Continuous 1. Measuremel
improvement (CI) 2. Benchmarking
Knowledge 1. Knowledgeenabled Customer Relationship Managel
management (KM) 2. Customer knowledge sources, management and corgpeten
1. Building ICT infrastructur:
Technical 2. Integrfating with current systems
i frastructure 3. Effective use of software tools
4. Security of data on internet
5. The database is updated periodically
CRM proces: 1. Acquiring customer relatic
According to Kim 2. Retaining customer relation
and Kim (2009) 3. Expanding customer relation

Table 2.1 Summary of CSFs for CRM from variousditees
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2.2Theoretical Literature
2.2.1 CRM implementation Models

2211 Payne’s Five-process Model
The first model was developed by Adrian Payne. Tislel identifies five core processes
in CRM: the strategy development process, the vateation process, the multichannel
integration process, the performance assessmec¢gg@nd the information management
process. The first two represent strategic CRM; indtichannel integration process

represents operational CRM; the information managerprocess is analytical CRM.

Strategy Value creation Multichannel Integration Performance
Development process Process Process assessment process
Business strategy Value customer I Sales Force Shareholder
: =) Results
. Business vision Receives = =) 8
. Industry & . 2 * Employer value
* Value proposition = Outlets
competitive = 0 o K=
characters % c * Customer value
K= Value assessment = g, K= e
3 ” 2 * Shareholder value
[} @
= Telephony g )
4 e * Cost reduction
. I
CCO creatiol E =
g &) o Performance
value [ % monitoring
Customer strategy Organization o) == prect marketng 5 * Standards
. 3 g
- receives (V] ©
. Customer choice < 5 * Quantitative and
and customer R 2 & 2
haracteristics Acquisition @ —] —| Electronic commerce = qualitative
(S:e ment = s g
g . Economics =) E measurement
granularity < >
* Retention o * Results & key
Mobile commerce
Economics Performance
indicators
E | Data repositorv |
IT Systems Analysis tools FronF Offlce Back Office
applications anplication

Information Manaaement Proces:

Figure 2.1 Payne’s model of CRM
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2.2.1.2 The Eight Building Blocks of CRM; Gartner Research

The eight building blocks in the model are the faméntal components for effective true
CRM. Beneath each component are a variety of intexti capabilities. A key feature of
the framework is to emphasize the need to crebtdaace between the requirements of the
company and the customer. Gartner estimates thaigh 2005, 90 percent of successful
CRM initiatives will have balanced the needs of ioygd customer experience with
improved organizational collaboration (0.8 probiéiles). Far too many CRM initiatives
suffer from an inward focus on the enterprise, wherthe point of CRM is to achieve a
balance between value to shareholders or stakelsodohel value to customers for mutual
beneficial relationships.

The Eight Building Blocks of CRM
1. CRM Vizion: Leadership, Market Position, Walue Proposition

2. CEM Strategy: Objectives, Szgments, Eflective Irteraction

3. Valued Customer
Experience

4. Organizational Collaboration

Culture and Structure:
Customer Understanding
People: Skills, Compelences
Satisfaction vs.Compeatition Incentives and Caompeansation
Collaboration and Feedbeck Emgloyee Communications
Customer Commumication Partners and Suppliers

Understand Reguiremeants
Monitor Expectations

2. CEM Processes. Customer Lifecysle, Knowlaedge Management

&, CRM Information: Data, Analysis, One View Across Channels

7. CEM Technology Applications, Architecture, Infrastructure

B. CRM Metrics: Value, Retention, Satisfaction, Loyalty, Cosl to Serve

Sl:;L_ICEI S Elr‘LnE.Tr Research

Figure 2.2. The Eight Building Blocks of CRM
2.2.1.3 Emerged frame of Reference basedon previous stydied experience
The figure below presents the research variables us the research questions and the

chosen operational definitions. It summarizes theefits as a result of the implementation
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process of CRM which includes the consideratiothef components (i.e. people, process
and technology, as well as the key factors to belistl (i.e. strategy, leadership and
integration. All this is the effort to answer thesearch problem (i.e. to gain a better
understanding of CRM).

Strategy

A

Leadership CRM Components Integration

A 4
A

People Process Technology

IMPLEMENTATION

\/

Company benefits /Customer

benefits

Figure 2.3: Frame of reference by Thomas KwakuOBgagrla Loria

2.2.1.4 A conceptual framework based on common sense, evistudies, and
experience
The framework integrates three major constru@BM implementation phases, CRM
major components, and CRM success factoree framework starts by agre-
implementation phasehere the organization has gain the support of top management
for implementing CRM before involving in the actualplementation process. Based on
gaining sufficient commitment by top managementplecess could precede to assessing
the readiness of the organization in terms of iméan, technological, and organizational
(process) capabilities to implement CRM. Therefotiee CRM strategy should be
developed, aligned, and communicated to staff. dinews reflect the flow of the process
implementation. Hence, the CRM strategy shoulduiemio action by implementing CRM
project focusing on the success factors within eammponent of CRM. Consequently,

implementing each success factors should be mahsuoe ensure successful
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implementation of CRM project. The final step o¢ tihamework focuses on measuring the
impact of CRM implementation banking and on markgiperformance to ensure realizing
the objectives of CRM strategy and to assess ftieetedf other possible external factors.
The ascending arrows reflect the process of feddmaw learning process of the
implementation which is based on measuring impléemgnCRM success factors and
measuring the performance of CRM project aftesifully implemented as a continues

process. The organization could use the feedbackretdesign and re-assess its
implementation process.

Top Management
Commitmen
Phase 1 Readines:
. Assessme
Pre-Implementation
Strateg’
Phase People Proces: Technology
CSFs CSFs CSFs
Implementation
CSFs MeaSl}BQents CMeasurements CSFs Measurer
J L \ &
Implemented CR!
Phase
Post-Implementation OVERALL PERFORMANCE ASSESSEMEN
Marketing Financt

Figure 2.4 Conceptual Frameworks for CRM by Payné Brown, 2005.
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2.3Frame of Reference

A frame of reference according to Miles and Hubanr{i1994) explains, either graphically or in
narrative form, the main things to be studies- kbg factors, constructs or variables and the
presumed relationship between them. Consequentitgnee of reference presents the theory and
models that are most suitable for the researchlgmolnd it also describes how the theories are
related to each other. There are three main affestsidy in this project which intends to gain a
better understanding of CRM implementation: i.ee fPre-implementation phase- Leadership
(Board of Directors and Top Management) and CRMat8gy (Business and Customer
Strategy); the implementation phase- CRM Compon@?esple, Process and Technology) and
Post-implementation phase-CRM performance measuntesnel feedback.

Leadership (BOD
and Top Mgt.)
Commitment
Phase 1 |
_ Business Strateg CRM Customer Strategy
Pre-Implementation Strategy <] <
N 2 / Y
<_~ People Proces: Technology
CSFs CSFs CSFs
Phase 2
Implementation
CSFs Measuwnts CSks Measurements CSFs Measuremel
\ v
[ Implemented CRI }

OVER ALL PERFORMANCE ASSESSMEN

Phase 3 Employee, Customer Customer Customer Customel Cost to
Customer & | Attraction Retention Satisfaction Loyalty Serve
Post-Implementation S/holder
value

|
Figure 2.5: The proposed Model for CRM Implemenptati
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The researcher proposed the above model to bevdlon Ethiopian banking sector. The
model integrates three major ide@RM implementation phases, CRM major components,
and CRM critical success factorShe model starts by are-implementation phasahere

the bank has to gain the support of top managerftentmplementing CRM before
involving in the actual implementation process. &hsn gaining sufficient commitment
by top management the process could precede tdopavg CRM strategy after assessing
its organizational business strategy and custoxygereence The arrows reflect the flow of
the process implementatiom implementation phasethe CRM strategy should be put
into action by implementing CRM program focusing the success factors within each
component of CRM (People, Process and Technold@pgnsequently, implementing each

success factors should be measured to ensure stuidéegplementation of CRM program.

The final step of the modé@Post implementation phasdbpcuses on measuring the impact
of CRM implementation interns of customers, empésyeand shareholders value; the
ability of customer attraction, retention, satisiac and loyalty; cost reduction to ensure
realizing the objectives of CRM strategy and tceasshe effect of other possible external
factors. The ascending arrows reflect the procédsenlback and learning process of the
implementation which is based on measuring implémgnCRM success factors and
measuring the performance of CRM program aftes ifully implemented as a continues
process. The organization could use the feedbackretdesign and re-assess its

implementation process.

2.4.1 CSFs drawn from the proposed model for CRM implementation

Dimensions Factors
1. Commitment and Support
_ 2. Develop CRM vision, mission and friendly organinatil culture
Leadership _ _ o o
3. The link between business vision, mission, and Ciisltegy
(BOD and Top o
4. Providing necessary resources and budget
Management) _ . _
5. Remove constraints such as rigid regulations, dlaséture, etc.,
6. Confirm CRM goals are congruence with corporatatsgic goals
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CRM Strategy

I. Business Strategy
Auditing the current position regarding customevalue, loyalty and
satisfaction.
Setting customer objectives (i.e., acquisitionemdbn and development
Defining metrics for monitoring the execution ofettstrategy (e.g.
acquisition, satisfaction, loyalty and cost to grv
Outlining the strategy for the customization bydwot segment, pricing
communication and contact, channel, customer ssnénd segmer
management
Restructuring organizational structure to alignhwagtistomer relationshig
CRM is a continues improvement process thereforesider it as

program to as a project

Il. Customer Strategy
Understanding customers’ requirements or wants
Monitor customers’ expectations and segmenting
Analyze customers satisfaction Vs. competition
Collaboration and feedback
Predicting change in customers’ future needs amt wa

Customers knowledge source, management and conapeten

People

Employee skill and competer

Employee attitude towards customer handling

Employee encouragement, empowerment and involvement
Employee training and development

Employee recruitment, selection and retention

Employee commitment and satisfaction

Employee incentives, compensation and reward system

Business Process

]

o 0 o~ w

N PN O O OD RO OO MNODDR

Re-engineering the processes that require too manpeg
Re-engineering the processes that don't add ame wal the custome
experience

Highly organized and carefully planned serviceasly

Considering process from customers perspectives

Efficient and full-fledged banking service delivery

Functional departments collaboration to work togeth

26

—



Technology

n

Building CRM infrastructure and integrating withroent syster
Updating the database periodically to give compmetve information to
customers to be responsive

Effective use of software tools and hardware

Providing channels to enable ongoing two-way comoation

Having the right technical personnel

Performance

Measurement

Pla ok w

Measurement of the effectiveness of CRM in termscaoftomers
employees and shareholders value.

Analyzing the causes of customer defection throegh interview and
lost customer survey

Measuring the role of CRM on company’s performance

Measuring the level of customer satisfaction, Ibyahd acquisition cost
Monitoring employees attitude and knowledge, bussnerocess an
technology performance

|72}

Table 2.2 CSFs for CRM derived from modified méaleCRM implementation

2.4SUMMARY

The beauty of true CRM is the promise that comganan now undertake business with

the right hand knowing what the left hand is doiserving the customer on his/her terms

using complete and meaningful information.

Clearly, embarking on a successful CRM implemeotatequires a great deal of research,

documentation, planning, and evaluation. The idleat successful customer relationship

management is a journey and not a destination, atatme emphasized enough.

Organizations need to be constantly aware of gm@iironment, the competition and their

changing customers' needs and wants. Without thezemess and constant attention to

detail, complacency will set in and that can be llkeginning of a dangerous, downward

spiral.
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

The previous chapter showed how the literatureble@sn condensed and conceptualized in
this study. This section of the study deals with tésearch design and methodology of the
study. It includes the research design, populaséiod sample size, sampling techniques,
sources of data,data collection instruments, andheds of data analysis and

interpretations.

3.1Research Design
Both qualitative and quantitative research methagdsed in the study through
guestionnaires, though, the type of the researekptanatory. The research purpose in this
study has been assessed as explanatory. It aims thie fact that knowledge about
implementing CRM is limited, fragmented and scafBuke study increases our knowledge
about CRM and implementation factors. Further, Xpl@ing it will enable an insight in to

the new phenomenon of CRM implementation and reélssues in banking sector.

In Ethiopia there are nineteen commercial banksto€h three are public sector banks and
the remaining sixteen are private banks. Currebtiyks in Ethiopia are categorized in two
groups: public sector banks and private banks.hEumore, the researcher classified
private banks in to two groups according to thesergage. The researcher has chosen
Commercial Bank of Ethiopia (CBE) from public secbhanks, Bank of Abyssinia (BOA)
from pioneer pear-age private banks and Zemen BaBKk from lately entered pear-age
private banks. Also, six branches of CBE, threentinas of BOA and the only branch of
ZB found in Addis Ababa only are chosen to undextdide research study. Thus, analyzing
the issues practically involved and rose in thelémgntation of the management system

aimed at creating customer value, and also puttongzard the experiences of three
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different banks in the same industry. Thereforekig into the challenges created for the
management, causes/factors associated with aniimgsn the success/failure of CRM as
a means of creating customer value, and overalngpce of the companies attempting to
implement CRM.

3.2 Population and Sample Size

A population consists of all elements: individuatems, or objects-whose characteristics
are being studied. The population that is beindistliis also called the target population
(Mann, 1995).The target population of the study poses Customer Service Officers, and
Managers and Customer Service Managers of threlesbzarefully chosen branches with

respect to the implementations of CRM.

Selection of sampling technique depends on thegtibty of collecting data to address
research’s questions & research objectives frometitee population (Saunders et al,
2000). In census, data is collected from entireutadmn, which is not possible for the
researcher due to resource constraints. It is osgiple for researcher to study all branches
of all banks serving in Ethiopia, hence a sampbnggrion is used as it provides valid
alternative to the census.

For achieving this research study's purpose, teeareher has chosen Customer Service
Officers, and Managers and Customer Service Masagdwo banking categories namely
public sector banks and private banks. Furthernmmieate banks are classified in to two
categories (Six pioneer private banks peer-agelaety entered private banks peer-age)
according to the following sampling criteria:

» Banks with considerable market-share

» Offering services to public at large, and

» Banks implemented CRM and at least one year ofreqpee with CRM.
According to the above mentioned sampling crite€@lammercial Bank of Ethiopia (CBE)
serving as public sector bank, Bank of Abyssini®fB from six pioneer private bank
peer-ages, and Zemen Bank from the lately enteriedtp banks peer-age. Debug Global

and Enat Banks were not fulfiled the above-mermtrsampling criteria hence this
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madethe sample representative of the populatioa abole. Based on the same criteria
mentioned above, the researcher chosen Six CBEl@anfrom the total 116 branches;
similarly, three BOA branches from the total 33rumfaes; and the only branch of Zemen
Bank at Head Office.

In this study Customer Service Officer (CSO) refemgployees hired by the banks to serve
in the front line and directly deal with customefdhe banks whereas Managers refers any
employees hired in the banks in any position taroband supervises the overall operation
of the banks. Therefore, the population of the wtuds divided into two: CSOs and
Managers. The selection of the sample will be Bahito CSOs and Managers, because, the
objective of the study is only assessing CRM frdmairt perceptions due to their direct
responsibility for CRM success. Therefore, sub-pajpons are individually more
homogeneous than the total population and seledgngs from each stratum constitute a
sample of the study. If each stratum is more homeges than the total population, the
researcher is able to get appropriate estimates.t®ihe homogeneity of the population
stratified random sampling is used to obtain moffecient results. The respondents
selected on the basis of a criterion which dematdsast two years experiences in their
current job.

3.3Sampling Technique

In selecting the research subjects, stratified samdampling used. When the population is
heterogeneous with respect to the variable or cheniatics under study, then the technique
of stratified random sampling is used to obtain enefficient results. Thus, stratified
sampling technique is generally applied in ordestitain a representative sample.

Considering the study, the researcher used praopattallocation method under which the
sizes of the samples from the different strata keget proportional to the sizes of the strata.
In this study, if “Ni” represents the proportion pbpulation included in stratum i and “n”
represents the total sample size, the number ofexlts selected from stratum Ni. The
researcher designed a sample of size n = 125 (68sijred to be more representative in
relation with population of the study size (CBE, B@nd ZB) and the population of the

study was represented as N1 = CBE, N2= BOA and MB~=The total population “P” of
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the study were 208 (primary data source from thuaeks) which were divided into three
strata of size N1 = 145, N2 = 47, and N3 = 16. Base proportional allocation, the
sample sizes under the different strata: For stratta N1 = 144, we had N1 = n(N1/P) =
125 (145/208) = 87; similarly, for strata with N24Z, then N2 = n(N3/P) = 125 (47/208) =
28; and for strata with N3=16, then N3 = n(N3/P)25{6/208) = 10 Thus, using
proportional allocation, the sample sizes for ddfé strata were 87, 28, and 10
respectively which was proportional to the sizeshefstrata viz., 145: 47: 16. Proportional
allocation is considered most efficient and anroptidesign when the cost of selecting an
item is equal for each stratum, there was no diffee within-stratum variances, and the
purpose of sampling happens to be to estimatedpalation value of some characteristic
(Kothari, 2004:63).

In addition, purposive/judgment sampling used fothbgroups of respondents, because it
is better control of significant variables, homogieyn of subjects and sample groups data
can be easily matched to those selected commergaiks with their head office and

branch banks. Accordingly, those respondents mgétim experience required selected.

3.4 Sources of Data

According to Walliman (2001) data may be collecsceither primary or secondary. In the
context of this study and for me to achieve itsppse both primary and secondary data
were used. The primary data is first-hand infororatof the situation, the information is
more reliable, and the only way of finding out dpims, personal qualities and attitudes,
etc. On the other hand, secondary data is cookkmtmation which supplements the

primary data collected through closeended questioesand dichotomy questionnaires.

Primary data collected through close-ended questioes in the form of Likert five scales
were designed and distributed to Customer Serviifieeds (CSOs). In addition to this,
dichotomy questionnaires prepared and distributedanagers and Customer Service
Managers (CSMs) to get further clarifications anddigonal information on CRM

practices. Secondary sources of data for the sindyde books, published journals,
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articles, web sites and relevant documents reltitedstudy were extensively reviewed as

references.

3.5 Method of Data Collection

Methods of data collection relatively dependentsteindard questionnaires prepared by
Swaminathan (2004) which was prepared in the fdriilkert five scales to measure CRM
dimensions by modifying in relation to the studyr Fhe purpose of data collection, the
researcher used close-ended questionnaires tha mrepared on the basis of CRM
practices of the study that helps measure resptsdinowledge about the topic. In
addition, the researcher incorporateddichotomy ftip@saires which require some
discussions with Managers and Customer Service {wsa(CSMs) of the banks’
assuming them as key informative to gather thessarg data. The managers provide their
opinion from the questionnaires which deems “Yes™Mo0” and they prescribed their
justification for saying “Yes” or “No” indicated uler each items.

3.6Methods of Data Analysis
The date analyzed through close-ended questiosnaith the aid of SPSS which consists
of descriptive statistics in terms of PercentageaM and Standard Deviation. For easier
understanding, the researcher used tables andedigatlowed by discussions on each
analysis. In addition to this, the researcher alsocerned with the interpretation and the
representation of justifications.
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CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND
INTERPRETATION

The first part of the questionnaire consists of tfemographic information of the
respondents of Commercial Bank of Ethiopia (CBEnBof Abyssinia (BOA) and Zemen
Bank (ZB). This part of the questionnaire requestdichited amount of information related

to personal and professional demographic charatitriof respondents. These variables
include sex, age, working experience in the baakd,their educational qualification under
each questionnaire. It was distributed to the redpots by categorizing them in to two.
The first type of the questionnaire was distributedCSOs while the second type of
guestionnaire was distributed to Managers and GwetGervice Managers (CSMs) those
are having work experience at least two years exdhrrent job. Out of 17 dichotomy
guestionnaires distributed to Managers and CSMs(824%) and 108 close-ended
guestionnaires distributed to CSOs 92 (85.2%) neded. The total response rate is 84.8%.

4. 1DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS

Table 4.1: Sex of CSOs, Managers and CSMs

Sex of Customer Service Officers

Name of Banks Male Female Total Remark
CBE 47(72.7%) 18 (27.3%) 65 (1009%)
BOA 12 (54.5%) 10 (45.5%) 22 (100%
ZB 2 (40%) 3 (60%) 5 (100%)
Total 61 (66.3%) 31 (33.7%) 92 (100%)

Sex of Managers and CSMs Remark
CBE 8 (88.9%) 1(11.1%) 9 (100%
BOA 3 (75%) 1 (25%) 4 (100%)
ZB 1(100) 0 1(100%)
Total 12 (85.7%) 2 (14.3%) 14 (100%)

Source own survey, 2013 G.C
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As indicated in Table 4.1 about CSOs sex catego§BE, 47(72.7%) of the respondents
are male and 18(27.3%) of the respondents are éenfbout, 12(54.5%) of the
respondents are male and 10(45.5%) are female . the other hand, 2(40%) of the
respondents are male and 3(60%) are female in Zédaek. From this datum, we can
easily observe most of the respondents of CBEale.ii&e male proportion is high in
CBE but almost the same in BOA and Zemen Bank.Ultimate goal of the study was not

considering the number of females and males buictrporate both sexes.

On the other hand, Table 4.1 specified about Masaged CSMs sex category in CBE,
8(88.9%) of the respondents are male and 1(11.1%)he respondentis female.
Conversely, 3(75%) of the respondents are malela(fb%) is female in BOA. On the
other hand, 100% of the respondents are male irageaial position from Zemen Bank.
From this datum, we can easily observe that mosegfondents are male. It is sufficient
number for the study to gather the desired data dltimate goal of the study is not

considering the number of females and males, buictrporate both sexes.

Table 4.2: Age of CSOs, Managers and CSMs

Age of CSO Respondents
Name of Banks 20-30 30-40 40-50 Above 50 Total
CBE 52 (80%) 12 (18.5%) 1(1.5% 0 (0%) 65 (0%)
BOA 14 (63.6%) 7 (31.8%) 1 (4.6%) 0 (0%) 22 (0%)
ZB 4 (80%) 1 (20%) 0 (0%) 0 (0%) 5 (100%)
Total 70 (76.1%) | 20 (21.7%) 2 (2.2%) 0 (0%) 92 (100)
Age of Managers and CSM respondents

CBE 1(11.1%) 5(55.6%) 3(33.4% 0 9(100%)
BOA 0 4(100%) 0 0 4(100%)
ZB 0 1(100%) 0 0 1(100%)
Total 1(7.2%) 10(71.4%) 3(21.4%) 0 14(100%)

Source own survey, 2013 G.C

According to Table 4.2, out of 65 CSOrespondent€BE, 52(80%) of them are between
the age of 20-30 years, 12(18.5%) of them are letwR0-40 years, 1(1.5%) is found
between 40-50 years and there is no responderiteirage interval of above 50 years.
Likewise, 14(63.6%) respondents are between agsgagt of 20-30 years, 7(31.8%) of

them are between 30-40 years, and 1(4.6%) of them0Oi50years and there is no
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respondent above 50 years of age in BOA. Besigepondents of Zemen Bank 4(80%) of
them are in between 20-30 years, 1(20%) of thenfoisid between 30-40 but no
respondent in the remaining age categories. Fra#ia the researcher can conclude that
most of the respondents of the selected bankseswaebn 20 to 30 years. Most of them are
young age group who can easily interact with cust@mactive and ready to accept
changes. It is obvious that, the level of the agferinines how to deal with customers and
contributes to the banks to attract new and presewisting customers. Therefore, the
researcher concluded that the age category of depondents is appropriate to CRM

implementation effectiveness.

As per Table 4.2, out of the Managers and CSM medgat of CBE, 1(11.1%) of them is

between the age of 20-30 years, 5(55.6%) of therbatween 30-40 years, 3(33.3%) of
them are found between 40-50 years of age and thame respondent above 50 years.
Also, all 4(100%) of BOA respondents are in betwege category of 30-40 years, and
there is no respondent above 40 years of age. Hawdy100%) of the respondent is
between 30-40 years of age intervals in manageosition from Zemen Bank. In general,
most of the respondents’ age of all banks is betwateto 40 years. This shows that, the
managers and CSMs are matured to handle interrdhleaternal customers properly.

Moreover, the level of age determines how to da#t wustomers and contributes to the
banks to preserve the existing customers andracathe new ones.

Table 4.3: Work Experience of Customer Service Odfis

Work Experience of CSOs
Name of Banks 2-10 10-20 20-30 Above 30 Total
CBE 59 (90.8%) 5 (7.7%) 1(1.5% 0 (0%) 65(100%
BOA 20 (90.9%) 2 (9.1%) 0 (0%) 0 (0%) 22(100%
ZB 4 (80%) 1 (20%) 0 0 (0%) 5(100%)
Total 83 (90.2%) 8 (8.7%) 1(1.1%) 0 (0%) 92(100%)
Work Experience of Managers and CSMs

CBE 3(33.3%) 3(33.3%) 3(33.4% 0 9(100%)
BOA 2(50%) 2(50%) 0 0 4(100%)
ZB 0 1(100%) 0 0 1(100%)
Total 5(38.5%) 6(38.5%) 3(23%) 0 14 (100%)

Source own survey, 2013 G.C
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As per Table 4.3, majority of the CBE CSO responsie59(90.8%) have working

experience of 2-10 years; 5(7.7%) of them have imgrlexperience of 10-20 years,

1(1.5%) has a working experience of 20-30 yearstiaa is no respondent above 30 years

of experience. Whereas, BOA respondents 20(90.9%)eon have a working experience

in the range of 2-10 years, and the remaining 2%9.of respondents have got work

experience of 10-20 years on the current job. Gn dther hand, from Zemen Bank

respondents; 4(80%) have working experience of eHis, 1(20%) has work experience

between 10-20 years; there is no respondent aldyed's of working experience. To this

end, the working experience of CSOs in the selediadks fulfilled the minimum

requirements of the study for the collected data.

As we can observe from Table 4.3, 3(33.3%) of CBih&bers and CSM respondents have
working experience from 2-10 years; 3(33.3%) ohtteee from 10-20 years, and 3(33.4%)
of them are from 20-30 years. Whereas, 2(50%) ofAB®spondents have working

experience from 2-10 years and the remaining 2(5&f%)e respondents from 10-20 years

on the current job. On the other hand, 100% of ZeBank respondents have working

experience between 10-20 years of age. To this teedexperience of respondents in the

selected banks fulfilled the minimum requirementshe study for the collected data &

shows that the respondents have sufficient workkperience to manage CRM effectively.

Table 4.4: Educational Qualifications of CSOs, Magars and CSMs

Educational Qualifications of CSO Respondents
Banks Technical College BA/BSC Masters’ Total
School Diploma Degree Degree
CBE 2 (3.1%) 3 (4.6%) 60 (92.3%) 0 (0%) 65(100%
BOA 0 (0%) 7 (31.8%) | 15 (68.2%) 0 (0%) 22(100%
ZB 0 (0%) 0 (0%) 5 (100%) 0 (0%) 5(100%)
Total 2 (2.2%) 8 (8.7%) 82 (89.1) 0 (0%) 92(100%)
Educational Qualifications of Managers and CSM Rgsondents
CBE 0 0 8 (88.9%) 1(11.1%) 9 (100%)
BOA 0 0 4 (100%) 0 4 (100%)
ZB 0 0 1(100%) 0 1(100%)
Total 0 0 13 (92.9%) 1 (7.1%) 14(100%)

Source own survey, 2013 G.C
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Table 4.4 indicates, 2(3.1%) of CSO respondentSRIE are Technical School graduates,
3(4.6%) of them are College diploma holders an®8@%) of them are BA/BSc holders.
On the other hand, in BOA 7(31.8%) respondentsdgsloma holders and 15(68.2%) of
them are BA/BSc holders. In addition to this, ainZen Bank respondents, 5(100%) are
BA/BSc degree holders. On average more than 89%heofrespondents in the selected
banks are BA/BSc degree holders. Thus, it can lbered that, the majority of the
respondents are first degree holders with littigateons between the selected banks. This
shows that, most of CSOs of the banks holds apiatepacademic qualification which
contributes a lot towards the collected data. @natiher hand, the educational status of the

given individuals has a great value to do witheéfeiency and effectiveness of CRM.

As far as educational qualification of Managers @8Ms is concerned in Table 4.4, from
CBE respondents 8(88.9%) of them are BA/BSc Debmtders, and 1(11.1%) of them is
Masters’ Degree holders. On the other hand, all B&A Zemen Bank respondents
4(100%) and 1(100%) are BA/BSc Degree holders wdsmdy. Almost all of the

respondents in all banks have educational qudiifica BA/BSc degree and above.
Definitely, the educational status of the given agarial staff has a great value to do with
the efficiency and effectiveness of CRM. Also, thgpropriate academic qualification

contributes a lot towards the collected data.

4.2 ANALYSIS OF DATA PERTAINING TO THE STUDY

4.2.1 SECTION II: CLOSE ENDED QUESTIONS FOR CSOs
Employees’ Perception on CSFs of CRM effectivenesd the Banks: Based on the

information gathered from Customer Service Officgrshe banks, the researcher tried to
discuss the employees’ perception on CSFs for CRkttereness. The questionnaires
were designed using Likert five scale where alnadisthe statements were measured on a
five point scale wittb = Strongly agree; 4 = Agree; 3 = Neutral; 2 = Bigree; and, 1 =
Strongly disagreeThe information obtained from the questionnaireensummarized and
discussed in tables below.
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4.2.1.1. The Employees’ perception towards LeaderghCommitment and Readiness

as per six questions asked under Appendix I.

Table 4.5: Leadership Commitment and Readinessffectiveness of CRM

Leadership (BOD and Top Management) Commitment andReadiness
Name of | Strongly Disagree Neutral Agree Strongly Total
Banks Disagree Agree
CBE 5(7.7%) 9(13.8%) 17(26.2%) 23(35.4%) 11(16.9995(100%)
BOA 1(4.5%) 4(18.2%) 6(27.3%) 9(40.9% 2(9.1%) M%)
ZB 0 0 2(40%) 2(40%) 1(20%) 5(100%
Total 6(6.5%) 13(14.1%) | 25(27.2%) 34(37%) | 14(15.2%) 92(100%)

Source own survey, 2013

As indicated in Table 4.5, about 21.5% of CBE resjemts disagreed with the statement of
leadership commitment and support for successfydlamentation of CRM. On the
contrary, 26.2% of them are neutral but 52.3% anthagreed with the statement.
Similarly, 22.7% of BOA respondents disagreed iith statement while 27.3 are neutral
and 50% of them agreed with statement. At the sime, not any of Zemen bank
respondents disagreed on this statement but 4QBef are neutral whereas the remaining
60% of them agreed with that of leadership commitmand support for CRM
effectiveness in their bank. From the above figurés possible to infer that all banks
leaders are committed for successful implementaifoGRM but the Zemen bank leaders
are more committed and ready to support the CRMIlation with CBE and BOA.

4.2.1.2. The Employees perception towards CRM stragly as per six questions asked
under appendix |.

Table 4.6: CRM Strategy (Business and Custometesjya

CRM Strategy (Business and Customer Strategy)
Name of| Strongly Disagree Neutral Agree Strongly | Total
Banks Disagree Agree
CBE 4(6.2% 7(10.7% 12(18.5% 26(40% 16(24.6% | 65(100%
BOA 1(4.5% 3(13.6% 5(22.7% 8(36.4% 5(22.7% | 22(100%
ZB 1(20% 0 1(20% 3(60% 0 5(100%
Total 6(6.5%) 10(10.9%) | 18(19.6%) | 37(40.2%)| 21(22@ | 92(100%)

Source own survey, 2013
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As indicated in Table 4.6, about 16.9% of the reslemts of CBE disagreed with the
statement of having clear CRM strategy for CRM iempéntation. On the contrary, 18.5%
of them are neutral but 64.6% of them agreed vhighstatement. Similarly, 18.1% of BOA
respondents disagreed with the statement while%227 them are neutral but 59.1% of
them agreed with statement. At the same time, 20Zemen bank respondents disagreed
but 20% of them are neutral whereas the remain0f% 6f them agreed with that of the
development of clear CRM strategy for successfplé@mentation of CRM in their banks.
From this information, it is possible to infer that banks have designed CRM strategy
before implementation of CRM that was driven bytooser needs and wants by setting
goals, restructured the organizational structui @nsidered future changes in business.

However, they are not updating it continuously.

4.2.1.3. The Respondents perception towards Emplo® attitude and knowledge as
per seven questions raised under Appendix I.
Table 4.7: People-Employee attitude and knowledg€ERM

People - Attitude and Knowledge on CRM
Name of| Strongly Disagree Neutral Agree Strongly | Total
Banks Disagree Agree
CBE 7(10.8%) 8(12.3%) 11(16.9% 25(38.5%) 14(21.5%65(100%)
BOA 3(13.6%) 3(13.6%) 3(13.7%) 10(45.5%)  3(13.6%) 2(1D0%)
ZB 0 1(20%) 1(20%) 3(60%) 0 5(100%
Total 10(10.9%) | 12(13.0%) | 15(16.3%)| 38(41.3%) 17(E06) | 92(100%)

Source own survey, 2013

Table 4.7 revealed that, 23.1% of the responddr®B& disagreed with employee attitude
towards customers and knowledge on CRM benefitsimpadrtance. However, 16.9% of
them are neutral whereas 60% of them agreed watlsttitement. On the other hand, 27.2%
of BOA respondents disagreed while 13.7% of thematdral and the remaining 59.1% of
them agreed on the statement. Moreover, on thigjs¥0% of Zemen Bank respondents

disagreed but 20% of them are neutral whereas Gabem agreed with the statement.
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From this data we can conclude that there is n@awan among the selected banks on

employees’ attitude towards quality customer servand their knowledge on CRM

benefits and importance, but it needs improvement.

4.2.1.4. Customer Service Officers’ Perception towds Business Process Re-

engineering as per six questioned raised under Appdix I.

Table 4.8: Business Process Re-engineering

Business Process Re-engineering
Name of| Strongly Disagree Neutral Agree Strongly | Total
Banks Disagree Agree
CBE 4(6.2%) 8(9.2%) 14(21.5% 27(41.5%) 12(18.5P0)5(160%)
BOA 2(9.1%) 3(13.6%) 5(22.7%) 9(40.9% 3(13.6%) 11M%)
ZB 0 0 1(20%) 4(80%) 0 5(100%
Total 6(6.5%) 11(12%) 20(21.7%) | 40(43.5%) 15(16.3%) 92(100%)

Source own survey, 2013

As depicted in Table 4.8, 15.4% of CBE respondeigagreed with the statement about
business process re-engineering to deliver effigervice in a carefully planned way and
the coordinated efforts among departments. Thigshtel give insight to the bank about the
need of employee involvement to modify businessgse. However, about 21.5% of the
respondents are neutral whereas 60% of them awigethe statement. On the other hand,
22.7% of BOA respondents disagreed but 21.5% an&raie Conversely, about 54.5% of
the respondents agreed with the statement indiediede. Moreover, on this issue neither
of the Zemen Bank respondents disagreed with théereent. About 20% of the

respondents are neutral whereas 80% of them agirigiethe statement.

In conclusion, most of the banks are continuoushemgineering the business process
through updating technology to address the neethefcustomers. CBE and BOA are
relatively similar in improving business processieneas, Zemen Bank is more exerted in

modifying business process demanded by the cussoménday’s banking industry.
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4.2.1.5. Customer Service Officers’ Perception towds CRM Technology as per five

guestions asked under Appendix I.

Table 4.9: CRM Technology utilization capacity

Technology
Name of| Strongly Disagree Neutral Agree Strongly | Total
Banks Disagree Agree
CBE 3(4.6%) 6(9.2%) 10(15.4% 26(40% 20(30.8%0) 16500)
BOA 3(13.6%) 6(27.3%) 3(13.6%) 8(36.4%) 2((9.1%) (11D%)
ZB 0 0 1(20%) 3(60%) 1(20%) 5(100%
Total 6(6.5%) 12(13%) 14(15.2%) | 37(40.3% 23(25%)| 2Z4100%)

Source own survey, 2013

As depicted in Table 4.9, 13.8% of the CBE respatgielisagreed with the statement
about technologically advanced service deliverytesysto enable on-going two-way
communication by availing different channels. Hoeg\about 15.4% of themare neutral,
whereas 70.8% of them agreed with the statementth®rother hand, 40.9% of BOA
respondents disagreed with the statement but 2ar&%eutral. Conversely, about 45.5%
of the respondents agreed with the statement iteticabove. Moreover, on this issue
neither of the respondents disagreed with the reté from Zemen Bank but 20% of

themare neither agreed nor disagreed whereas 8@émfagreed with the statement.

In conclusion, most of the banks are using modechriology to address the need of the
customers. CBE is relatively better than BOA; veae, Zemen Bank is more exerted in
providing technologically advanced service withioas channels those facilitates two-way

on-going communication to build worthy relationsbigtween customers and the bank.

4.2.1.6. Customer Service Officers’ Perception towds performance assessment of

CRM Effectiveness as per five questions asked undappendix I.
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Table 4.10: Performance assessment of CRM effeetbge

Performance assessment of CRM effectiveness
Name of| Strongly Disagree Neutral Agree Strongly | Total
Banks Disagree Agree
CBE 6(9.2%) 9(13.8%) 15(23.1% 25(38.5%) 10(15.4¥95(100%)
BOA 1(4.5%) 4(18.2%) 5(22.7%) 9(40.9% 3(13.6%) 11M%)
ZB 0 0 2(40%) 3(60%) 0 5(100%
Total 7(7.6%) 13(14.1%) | 22(23.9%)| 37(40.2%) 13(144) | 92(100%)

Source own survey, 2013

The above Table 4.10 shows that, 23% of CBE respusdlisagreed with the statement

about establishment of customer-centric performatardards to monitor all touch point

of the bank. This study helps the bank to meadugeetfectiveness of CRM and to get

feedback on performance improvement and other tpaeh and service issues. However,

about 23.1% of themare neutral; whereas, 53.9%earhtagreed with the statement. On the
other hand, 22.7% of the respondents of BOA disabreith the statement but 22.7% of

them are neutral. However, 54.5% of them agreeth Wie statement indicated above.

Moreover, on this issue, neither of the Zemen Bagdpondents disagreed with the

establishment of customer-centric performance stalsdand monitoring it in all touch

points of the bank. In reality, about 40% of thep@ndents are neutral, whereas, 60% of

them agreed with the statement.From the above eafiten we can infer that in CBE and

BOA average numbers of the respondents agreed @n blanks CRM performance

measurement practices; whereas, Zemen Bank resmsndalicated that their bank

properly monitors performance improvement as alresuCRM. However, all banks are

not properly monitoring CRM performance.

4.2.2 DICHOTOMY RESEARCH QUESTIONS FOR MANAGERS
AND CUSTOMER SERVICE MANAGERS (CSMs)

The researcher considered managerial respondekéy asformants of the study. Because

managers are most of the time responsible forpatations or activities taking place in the

banks. Thus the researcher distributed 14 ‘YES MO’ questions which require

justifications for why things were happened.
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4.2.2.1Do you think that, your bank top managements are atvely involved in CRM
leadership by understanding its competitive advantge, interacting with internal and
external customers and asking them for feedback andlea for current and future
success of CRM? YES, NO. If your answer is “No” W§? & if your answer is “Yes”,
would you please explain it.

Table 4.11: Leadership commitment and support

Banks Yes No Total Remark
CBE 8(88.9%) 1(11.1%) 9(100%)
BOA 3(75%) 1(25%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 12(85.7%) 2(14.3%) 14(100%)

Source own survey, 2013

As indicated in Table 4.11, 88.9% of CBE managads@SMs justified for their responses
regarding to YES. They stated that leaders are dtsdrand supportive, designed CRM
strategy, allocate fund, collect idea and feedlauk organize discussion forum to respond
ever changing customer needs and business corgdiBat the remaining 11.1% contrary
to this view and stated that, the CRM departmerthefbank is positioned at Head Office
level. They collect feedback, analyze and intergreind present to top management for
decision. However, they are pooled at Head offibéh is far from customers found and
mainly focusing on credit customers. We are not dbl see their clear involvement in

attracting new customers, retaining the existing) miaking them loyal to the bank.

On the other hand, 75% of the respondents of Ba#bgssinia said YES and stated that
the leadership of the bank is committed and supotb facilitate the CRM effectiveness
by allocating budget, training employees on custormandling, implementing Core

Banking Solution system, and preparing discussiomun with internal and external

customers to get feedback. However, 25% of thene lbantrary view. They raise the same
argument with CBE respondents that CRM departngeasiablish at Head Office which is
far from customers found and focusing only on dredistomers. Therefore, the bank

should open CRM section at branch level not onlgrexlit customers but also to address
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all customers. Besides, the only respondent of AeRank said that leaders of the bank are
committed to support the effectiveness of CRM. Thégcate budget, interact with key
customers including employees for the success dACRhe bank’s operation is fully
based on relationship. That is why the bank is essfal in operating with one
branch.From the above details we can infer thaetisteadership commitment & support

for CRM success in selected banks with some limiatexcept Zemen Bank.

4.2.2.2 Do you believe that, your bank has clearlyefined CRM business strategy?

Is it predicts your customers’ future needs & wantsand changes in business?

YES, NO. If your answer is “No” why? & if it is “Ye s” would you please explain it.
Table 4.12: CRM Business Strategy

Banks Yes No Total Remark
CBE 7(77.8%) 2(22.2%) 9(100%)
BOA 3(75%) 1(25%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 11(78.6%) 3(21.4%) 14(100%)

Source own survey, 2013

As indicated in Table 4.16, 77.8% of CBE managessifijed for their responses regarding
to YES that the bank benchmarked banks from abrtiexte implemented CRM

successfully, assessed the organizational readifoes€RM implementation, analyzed

business environment, and done competitor analysfere designing CRM strategy.
However, the remaining 22.2% of the respondentsanérary to this view. Some of them
stated that, the bank has designed CRM strateggdbais the government’s political and
economic policy without considering customers naad want, competitors, and current

and future business conditions.

On the other hand, 75% of the respondents of Ba#bgssinia said YES and stated that
the bank analyzed its internal and external enwremt, done competitor analysis, and
integration of functional departments before desigrCRM business strategy. However,

25% of them have contrary view. They stated thatehs CRM strategy but not yet fully
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applied. Besides, Zemen Bank’s respondent indictttatl the bank has well developed
customer handling strategy. We prudently analyeehihsiness environment continuously
to update our strategy based on customers’ prefesesnd business condition.

From the above explanation of the respondents we coaclude that all banks have
designed CRM strategy before implementation of CRBt is driven by customers need

and want with some limitations in execution.

4.2.2.3 Do you believe that, your bank’'s organizaihal structure, culture, and

others are driven by internal and external customes need and want? Yes, No. If

your answer is “No” why? & if your answer is “Yes”, would you please explain it.
Table 4.13: Organizational Structure, culture ahe tike

Banks Yes No Total Remark
CBE 7(77.8%) 2(22.2%) 9(100%)
BOA 2(50%) 2(50%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 10(71.4%) 4(28.6%) 14(100%

Source own survey, 2013

As indicated in Table 4.13, 77.8% of CBE managessifjed for their responses regarding

to YES that the bank restructured the organizatistmacture from top to bottom that holds

the CRM strategy. In addition to this, in orderdevelop good service culture the bank
gives continuous training to its employees. Toe@ase internal customers’ satisfaction the
bank gives monitory and non-monetary incentivespation, professional development,

and the like. However, the rest 22.2% of the raedpats were contrary to this view. Some
respondents stated that, the bank only focusedtmnal customers need and want. They
don’t care about internal customers. Thereforethallefforts of the bank were failed due to
resistance of employees.

On the other hand, 50% of the respondents of Ba#bgssinia said YES and stated that
the bank restructured the organization before implgation of CRM but the effort on
changing culture is not clearly defined. Howeveé&s%@2of them have contrary view. They
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argue that the restructured organizational strectofr the bank is not appropriate to
embrace the new CRM strategy and overall chandauginess environment. The effort
made to bring service culture is not effective doeleadership short sighted view,
inappropriate organizational structure and monetay non-monetary incentives attached
on each position. Moreover, the only respondent Zeimen Bank said that the
organizational structure of the bank is properlgigeed to develop relationship with key
customers. The bank has well developed servicaireulhan any other banks and we
proactively assess customers need and want tossdtireely.From this we can infer that
Zemen Bank proactively respond its customers neeldvaant, they have well organized
structure to facilitate relationship and have wielveloped service culture than other banks.
Still CBE and BOA have some limitations in this aed)

4.2.2.4 Do you believe that, the attitude of the guoyees of the bank towards
clients positively influences the relationship withcustomers? YES, NO. If your
answer is “No” why? & if your answer is “Yes”, would you please explain it.

Table 4.14: Employee attitude towards client

Banks Yes No Total Remark
CBE 7(77.8%) 2(22.2%) 9(100%)
BOA 3(75%) 1(25%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 11(78.6%) 3(21.4%) 14(100%)

Source own survey, 2013

As indicated in Table 4.14, 77.8% of CBE managestifijed for YES that the employees
of the bank are qualified, experienced, dedicatedatisfy customers need by meeting
service delivery time set by the bank. They argfaéland have good relationship with
them. However, the remaining 22.2% of the respotsdeere contrary to this view. Some
respondents stated that, some of the employedwediank are not committed, supportive

and willing serve customers due to dissatisfadingooor employee handling and attention.

On the other hand, 75% of the respondents of Babgssinia said YES and stated that
the employees of the bank are efficient, commitd experienced to deliver quality
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service. Moreover, they treat customers respegtand have good relationship with them.
However, 25% of them have contrary to this vieweylare not confortable on employees’
commitment, willingness and dedication on servingteamers. On the other hand, the only
respondent of managerial group of Zemen Bank reggmbthat the bank has well qualified,
experienced and motivated employees ready to seistemers beyond their expectations.
He further explained that the bank focuseson reuoent and selection stage, train
employees on customer handling continuously; threyweell paid and rewarded based on
their performance. However, it needs continuousawpment in the future.

From this, we can conclude that employees’ attitosards bank clients, commitment and
satisfaction level, empowerment and recognitiorexceed customers’ expectations, and
reward system of all banks seems good but needewament in the future.

4.2.2.5 Do you believe that, your bank frontline eployees are knowledgeable,
wise and empowered to exceed customer expectationéES, NO. If your answer is
“No” why? & if your answer is “Yes”, would you please explain it.

Table 4.15: Employee Knowledge and wisdom;

Banks Yes No Total Remark
CBE 8(88.9%) 1(11.1%) 9(100%)

BOA 3(75%) 1(25%) 4(100%)

ZB 1(100%) 0 1(010%)

Total 12(84.6%) 2(15.4%) 14(100%)

Source own survey, 2013

As indicated in Table 4.15, 88.9% of CBE managessifjed for YES that the employees
of the bank are knowledgeable to understand th&'$@olicy and procedures to respond
customers request properly, encouraged and empdvieranswer all the request of the
customers. They are capable to address customedsamel want. However, the remaining
11.1% of them were contrary to this view. Some oesients stated that, there is clear

knowledge gap and lack of willingness to addressauers request properly and timely.
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On the other hand, 75% of the respondents of Bérnkbgssinia said YES. They stated
that the employees of the bank are knowledgeabl®ank’'s policy and procedures to
respond customers’ request timely. Moreover, they empowered and encouraged to
decide by themselves on the spot. However, 25%eshtwere contrary to this view. They
are not confortable on some employee knowledgdingiless and dedication to serve
customers. Moreover, the only respondent of ZemankBstated that the bank has
knowledgeable employees to answer customers’ requdsy are encouraged and
empowered to take decisions by themselves.

From this we can infer that all banks employees larewledgeable, empowered and
encouraged to assist customers. Still there isigape degree of empowerment to take

decisions by themselves among the selected banks.

4.2.2.6Do you think that, your bank’s business pragss gives more emphasizes on
key customers and provides customized services fdhem? YES, NO. If your
answer is “No” why? & if your answer is “Yes”, would you please explain it.

Table 4.16: Business Process;

Banks Yes No Total Remark
CBE 6(66.7%) 3(33.3%) 9(100%)
BOA 3(75%) 1(25%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 10(69.1%) 4(30.9%) 14(100%)

Source own survey, 2013

As indicated in Table 4.16, 66.7% of CBE managessifijed for their responses regarding
to ‘Yes’ stated that CBE gives more attention andrjty to key customers of the bank.
Those are customers especially investing in expector, import substitution, corporate
credit customers and government organs. They gstowized service to support the
government’s development strategy and to minimigstamer turnover to other banks.
Some respondents stated that the bank consideksyitsustomers as “King” due to stiff
competition among banks. Without properly handleg customers there is no profit and

very difficult to achieve the goals of the bank.dih to this, the bank provides loans,
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holiday gifts to the key customers to make therfetd like their own business. However,
the remaining 33.3% were contrary to this view. 8aespondents of the bank argued that
the bank gives equal attention to all customerh®fbank. There is no clear differentiation

strategy among customers for the time being.

On the same issue in the above table, Bank of Amgssespondents forwarded their
justification for their relationship with key custers in the bank. Majority of the
respondents (75%) responded that their bank give® ramphasis to key customers by
giving loans and collecting cash from their premsisar deposit. However, the remaining
25% of the respondents argued that there is n@muiztd service delivery strategy to key
customers all customers are treated equally. Evengh, some managers and employees
are trying to give especial service to key cust@mm®r their own initiation. Likewise, the
only respondent of Zemen Bank stated that the lgiawvds more attention and priority to
key customers of the bank. The bank has clearrdiffation strategy among customers.

The bank delivers customized services to key custsimm their premises also.

From this we can infer that Zemen bank deliversaruized service to key customers
better than CBE and Bank of Abyssinia.

4.2.2.7Do you think that, in your opinion your organization provides channels like
customer call centers, direct mails, internet, et¢c.to enable ongoing two-way
communication between key customers? YES, NO. If yio answer is “No” why? &
if your answer is “Yes”, would you please explainti

Table 4.17: Channel of Communication

Banks Yes No Total Remark
CBE 6(66.7%) 3(33.3%) 9(100%)
BOA 1(25%) 3(75%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 8(57.1%) 6(42.9%) 14(100%)

Source own survey, 2013
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As shown in Table 4.17, 66.7% of the CBE resporslstated their views for question
above CBE currently providing channels of commutmea to its customers through
suggestion boxes, branch expansion that facilifaes-to-face communication, ATM, and
call center via free call line 951 to express tliealings about the services they get from
the bank. The bank has planned to implement elgictioail, mobile banking and internet
banking in the near future to expand its commuimacathannel with its customers and to
get feedback. Even though, 33.3% of the respondemie not satisfied with the
availability of communication channels of the bafkey argued that the availability of
channels by itself is a means not an end. The aténgoal is having appropriate strategy
that responds customers need and want based onfeduback obtained through

communication channels.

On the other hand, 25% of the respondents of B@#edttheir views that BOA currently
providing channels of communication with its cusessthrough suggestion boxes and
branch expansion that facilitates face-to-face comipation to express their feelings.
However, 75% of the respondents were argued thah B@s no available channel of
communication to interact with its customers toldbuelationship and to get feedback on
its service delivery. Therefore, they advised tlmkbto work hard to have various
communication channels like call center, ATM, elesic mail, mobile banking and
internet banking. Besides, the reflection of they @aspondent of Zemen Bank stated that,
the bank facilitates online banking service, mobdeking service, SMS banking and call
services. Thus, the customers forwarded any qureatiany given time and the bank solves
the problem back immediately. Finally, the level wmfcorporating communication
technology with available channels in the seledtaedks shows big variations among the
banks. CBE and Zemen Bank communicate with theitozners better that BOA.

4.2.2.8Do you think that, CRM practices helped yourbank in increasing
marketing performance in terms of increasing numberof customers, customer
satisfaction, market share, and growth in profit tran before? YES, NO. If your

answer is “No” why? & if your answer is “Yes”, would you please explain it.
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Table 4.18: CRM performance measurement

Banks Yes No Total Remark
CBE 6(66.7%) 3(33.3%) 9(100%)
BOA 2(100%) 2(50%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 9(64.3%) 5(35.7%) 14(100%)

Source own survey, 2013

As shown in Table 4.18, 66.7% of the respondenSRIE replied that the implementation
of CRM helped their bank to increase marketing grenfince in better way after dealing
more with customer relationship. The marketing @enance of the bank shows an
increment in terms of number of customers, markeres sales and profitability. On the
other hand, 33.3% of them have contrary view. Tiwvth in overall performance of the
bank is not due to CRM but rather it is the res@ilgovernment special support and huge
capital base. All the government operations ancehugplic sectors are forced to use the
CBE. The bank grants huge amount of loans to gowent projects like condominium
house building, infrastructure development project&thiopian Telecommunication and

Electric Power Corporation are the major sourcgz ofit.

In the case of Bank of Abyssinia, managerial redeats 2(50%) of them responded as the
practice of CRM helped the banks to increase itsketeng performance. They believe
that, CRM integrates the bank and the customerte Ipositive relationship among them.
This helped the bank to maximize its income byaating new customers and retaining the
existing ones. On contrary to this, the only resjgmt of Zemen bank articulated that the
practice of CRM helped them to increase their ntargeperformance in terms of
attracting new customer, customer satisfactionketeshare, sales growth and profitability.
This in turn helped the bank to minimize the numbérdissatisfied customers and
employees.From this, we can infer that, the impleat@n of CRM helped all banks to
increase their performance but they aren’t cerggunstify the increase in performance is
the result of CRM or not.
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4.2.2.9Do you think that, your bank measures the te of CRM in positioning the
organization in the market place in terms of marketshare, profitability, and the
like? YES, NO. If your answer is “No” why? & if your answer is “Yes”, would you
please explain it.

Table 4.19: The role of CRM on performance

Banks Yes No Total Remark
CBE 5(55.5%) 4(44.5%) 9(100%)
BOA 2(50%) 2(50%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 8(57%) 6(43%) 14(100%)

Source own survey, 2013

As shown in Table 4.19, 55.5% of the respondent<CBE answered that the bank
measures the role of CRM in market place by comgaits profitability against the budget
and previous year’s performance. On the contrady% of them argued that the bank is
not scientifically measure its performance. Thekbiamot sure that the increase in overall
performance from year to year is the result of CRBMother factors like government
special support, its huge capital base, and tlee likthe case of Bank of Abyssinia, 75%
of the managerial respondents agreed that the b@sures its marketing performance.
But they are not able to justify how the bank measuts performance However, 25% of
the respondents argued that the bank has not @esgrasurement methods and not able
to measure its performance. On the other handpnhe managerial respondent of Zemen
Bank agreed that the bank measures its overalletiagkperformance. But the bank is not
yet able to measure the contribution of CRM topsformance separately.From this, we
can infer that all the selected banks are not @blgroperly measure the contribution of

CRM for increase in marketing performance indepatige

4.2.2.10.In your opinion, do you think that customecentric performance
standards are established and monitored at all cusier touch points? YES, NO.

If your answer is “No” why? & if it is “Yes”, would you please explain it.
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Table 4.20: Establishing and monitoring of CRM pemfance;

Banks Yes No Total Remark
CBE 7(77.8%) 2(22.2%) 9(100%)
BOA 2(50%) 2(50%) 4(100%)
ZB 1(100%) 0 1(100%)
Total 10(69.2%) 4(30.8%) 14(100%)

Source own survey, 2013

As shown in Table 4.20, 77.8% of the respondent<CBE answered that the bank
established Service Delivery Time (SDT) standard rwnitor customer-centric
performance at all touch points. On the other h@a@d2% of them argued that even though
the bank has established SDT in all touch pointsnbt yet applied properly. In the case of
Bank of Abyssinia, 50% of the managerial resporslegjreed that the bank established
One Window service (OWS) for single point of comta¢th service delivery time standard
of 5 minutes to serve one customer. The bank m@nits service delivery efficiency
properly. On the contrary, 50% of the manageriapomdents argued that even though the
bank has established a single point of contact@erdice Delivery Time standard of five
minutes, it is not fully implemented and practidal monitor our service delivery
efficiency. On the other hand, the only respondériemen Bank answered that the bank
established Service Delivery Time (SDT) standard rwmonitor customer-centric
performance at all touch points. So far, it is setisfactory.

From the above statement we can conclude that tisevariation in establishing and
monitoring the customer-centric performance stashdiarall touch-points. They partially

established and monitor their performance at saumeht points.

4.2.2.11. What were the problems you faced when inghenting the CRM system?
» It lacks full understanding and commitment fromde=ship to lower employees,
» Lack of clear CRM strategy and poor communicatiatih wmployees,

» Lack of customers awareness and continues chartgeirmeed and want,
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» The employees are not yet clearly understood tip@itance of CRM,

» The CRM department is located at Head Office wisdlar from customers found
and mainly focused on Credit customers,

» Considering CRM as a project or one time activity.

» Lack of coordination among functional departments

» Absence of effective two way communication chanaeld Resistance to change.

4.2.2.12.What were the benefits achieved from adapg CRM concepts?
» Relationship between bank and its customers inetkas

* Number of customers, their satisfaction level anlty improved,

» Complaint handling efficiency improved,

» Service delivery efficiency enhanced,

* Two-way communication enhanced,

* Well-organized operation and service delivery attjv

» Helped to understand customers need and want,

» Scaled up two way communication to some extent,

* Increased market share, deposit, and profitability,

* Made us competitive in the market.

4.2.2.13.What ideas do you have for improving CRMnithe future?

* Work to increase the coordination between CoreSupport,

» Continuously revise the CRM strategy based on custs need and want and
properly communicate with all concerned parties,

* Provide professional development training contiraiypu

* Plan customers awareness training on CRM,

* Assign interested, qualified and experienced engaey

* Enhance communication skill of employees througining and development

* Analyze business condition and customers needragmisly to update CRM

strategy.

54



4.2.2.14.Do you have any other opinion and commentsncerning the topic under
study?

* CRM requires restructuring of the organizational&re,

» Update business process and technology

» Focus on developing customer-centric service cailtur

» Provide continues awareness training to all emp@synd customers about CRM
» Continuously assess the business environment atdroars preference,

» Revise the CRM strategy from time to time

* Enhance employee understanding on CRM importamoedh training.

4.2.3 Descriptive statistics Analysis in terms of an and Standard
Deviation (SD)

Annex-lll indicates that the Mean score of CBE eadership commitment and support is
3.446 with Standard Deviation 0.787 whereas thervigal Standard Deviation of BOA is
3.371 and 0.673 respectively. On the other haraiviban value and Standard Deviation of
Zemen Bank accounts 3.867 and 0.321 respectivédiyg Fhows that the Mean value of
Zemenbank is better regarding leadership commitinenthe degree of deviation for CBE

and BOA is comparatively the same but exceptiorfalijner than Zemen bank.

The Mean score of CBE on CRM business and custatnategy development is 3.697
with Standard Deviation 0.809 whereas the MeanStaddard Deviation of BOA is 3.591
and 0.798 respectively. On the other hand, the Medue and Standard Deviation of
Zemen Bank accounts 3.300 and 1.023 respectivebm Fhis we can conclude that the
Mean value of CBE is better than BOA and BOA istdretegarding CRM strategy
development and continuous update but the degreewétion for Zemen Bank is very
high as compared to CBE and BOA.

The Mean score of CBE on employees’ attitude anowedge is 3.478 with Standard

Deviation 0.804 whereas the Mean and Standard Dewiaf BOA is 3.361 and 0.864

respectively. On the other hand, the Mean value Staddard Deviation of Zemen Bank
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accounts 3.800 and 0.329 respectively. This cleadicates that the Mean value of Zemen
bank is better regarding employee attitude and kedge but the degree of deviation for
CBE and BOA is relatively the same but extremebhler thanZemen Bank.

The Mean score of CBE on business process re-asrgigeis 3.651 with Standard
Deviation 0.860while the Mean and Standard Dewumated BOA is 3.320 and 0.808
respectively. Besides, the Mean value and StanDandation of Zemen Bank accounts
3.533 and 0.594 respectively. From this we can locolecthat the Mean value of CBE and
Zemen bank is relatively the same and better th@®?A Begarding business process

reengineering but the degree of deviation for CB& BOA ishigher than Zemen Bank.

The Mean score of CBE to address the dynamic neeglstomers towards advancement of
banking technologies that make available channels ehable ongoing two-way
communication is 3.837 with Standard Deviation 8.¥#hereas the Mean and Standard
Deviation of BOA is 3.911 and 0.143 respectively e other hand, the Mean value and
Standard Deviation of Zemen Bank accounts 3.0800a582 respectively. From this we
can conclude that the Mean value of BOA and CBeter than Zemen Bank but the

degree of deviation for CBE is higher than othey tvanks.

The Mean score of CBE on CRM performance measuremectices is 3.428 with
Standard Deviation 0.901 whereas the Mean and &tdrideviation of BOA is 3.352 and
0.890 respectively. On the other hand, the Meanevahd Standard Deviation of Zemen
Bank accounts 3.520 and 0.414 respectively. Framvile conclude that the Mean value
ofZemenbank is slightly better than the two bankgarding performance measurement
practices but the degree of deviation for CBE ai@ABs extremely higher than Zemen
Bank.
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CHAPTER FIVE
SUMMARY, CONCLUSION & RECOMMENDATION

This chapter will present, firstly, a brief summanl/the research. Conclusions from the
empirical findings of the theoretical model willrfo the basis of this chapter. Then
limitations of the study the researcher faced durmiata collection briefly mentioned.
Finally, recommendations of the findings will beepented. The impact of the findings on
the acceptability of the conceptual model develofpedCRM implementation in Chapter
two, the achievement of the research objectivesthacanswer of the research questions
will be discussed in this chapter. Various recomdations that follow from these

conclusions will be made in order to assist bankkeir CRM implementation.

5.1SUMMARY
The main objective of this study is to assess tB&<affecting the effectiveness of CRM
and to justify and validate the summarized CSFsutin the empirical evidence and
suggest how to best reach success according te tlaesors. Then, it is to develop
conceptual model for successfulimplementation CR3dzally to Ethiopian banking
sector. Also, to highlight the assessment methddthe overall performance of CRM
effectiveness; because, the success and faillG&bdf implementation should be measured
to ensure realizing the objectives of CRM stratémt increase the knowledge of CRM in
Ethiopian banking sectors. Based on the resultseostudy, the following summaries were
forwarded:
+ The study indicated that the leadership commitnagt support for CRM success
in Zemen Bank is better than CBE and BOA with losvidtion. Moreover, Zemen
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Bank proactively responds customers need, have evgtnized organizational
structure that facilitates relationship than the tvanks.

+ The study indicated that, in all the selected bahkse is lack of understanding the
importance of CRM and its competitive advantageadudition, most of them are
not updating their CRM strategy. Besides, they weak in creating customer-
oriented friendly culture that initiate the needc&ate the awareness of CRM and
the importance of the main principles and valueSRM.

« The study illustrated that Zemen Bank employeesehaositive attitude towards
bank clients, committed,satisfied, and knowledgeatdl experiencedbut there is
some limitations in other two banks. Besides, alhks are relatively similar in
improving business processre-engineering and sti@agto eliminate extraneous
activities and unnecessary checksthrough One Win8ewice(OWS) and the
like.On the other hand, CBE and Zemen Bank ardivelg better than BOA in
providing technologically advanced service withigas channels those facilitates
two-way on-going communication to build worthy teaship.

+« The study disclosed that all the selected bankpayeng relatively high attention
on customer retention to reduce customer’s turn@ret improving marketing
performance through providing quality services b@RM effectiveness
measurement practices is not satisfactory andivelatsimilar. Besides, they have
tried to establish customer-centric performancadsed to monitor all touch points

but not yet accurately executed.

5.2CONCLUSSION

Based on the results and summary of the studyptlosving conclusions were forwarded:
* Leaders have limited understanding about CRM ingmae, therefore
commitment and support is limited,
» Lack of clear CRM strategy and poor communicatibntdao employees,
* In some selected banks employee attitude towardk lehients and their

knowledge is not at satisfactory level,
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* Focusing only on external customers by ignoringerimal customers /
employees

» Realistic business process reengineering practinod eedesigning the
organizational structure that support customeaticaiships

* Banks owned modern CRM technology infrastructuretbe utilization of all
the features is not up to the standard

» Lack of clear CRM performance measurement criterel banks

» All the selected banks are paying relatively higlration on customer retention

to reduce customer’s turnover

5.3LIMITATIONS OF THE STUDY
Even though the research has shown interestingtsesu terms of CRM successful
implementation, their critical success factorsfidilties and obstacles, some limitations
did emerge. The most significant limitation arosmnf the difficulties in getting timely and

reliable response, while trying to gain accesséodrganizations chosen.

Like all academic research, this research was agerupon the qualitative data given to
the researcher from the questionnaires, and hémegnalysis and results were dependent

on the data obtained and the secondary datacallectee area.

Another limitation that needs to be borne in minkdew assessing the current research is
that the model did not include any measurementicestror measurement tools. The
respondents have no intention to supply informadibout the measurement tools they have
for evaluating their CRM performance and some anthhave no clear and defined
measurement tools at all. They considered this kinchformation to be confidential and

hence not to be shared.

5.4RECOMMENDATION
During the study, the researchers found out sewtallenges facing the organization in
implementing CRM. Based on the conclusion of thelstthe researcher recommended the
CSFs for CRM effectiveness in Ethiopian Banking t8ecfocusing on Leadership
Commitment, CRM strategy, People, Business procégschnology, and CRM
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performance measurement. The three banks in Adoigb@ should pay attention on CRM
as it was found to have a direct, positive andiBagmt effect on their overall performance.
Therefore, the recommendation was mainly help piaio banking sectors to improve the
success rate of the CRM in the future and bankemuthe study may use it to improve their

CRM practices underway.

Critical Success Factor #1: Leadership

» Leadership plays key role for successful implemgortaof CRM within any type of
organization. It is very important to win the conimént of the Board of Directors
(BODs) and top management. They have to be totddgicated,“hearts-and
minds” commitment and support is required which needsb& extended
downwards across all the organization and custamers

» Leadership has to clearly understand the imporn@RM; develop its clear
vision & mission; set measurable goals and objestiprovide necessary resources
and budget; remove constraints such as rigid ruéggjlations, and closed culture,
etc., that hinders the CRM success rate.

» Leadership has to view the path to CRM as an eeoland be willing to make
mistakes, learn from them, and regroup to get cltsé¢he goal. Treat CRM as a
change effort, establish success measures, reeogmd reward successes, and

establish processes to ensure continuous improvemen

Critical Success Factors #2: CRM Strategy
2.1Business Strategy

» Audit the current position regarding customers’uealloyalty and satisfaction to
establish customer acquisition, retention and dgreént strategy. Besides, create
customer-oriented culture that initiate the need areate the awareness of CRM
and the importance of the main principles and \&ahfeCRM.

» Define proper and realistic business strategies lthge huge impact on the final
success of the CRM project. When the strategy sluétseal situation of the banks,
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it can enhance the customer satisfaction and ftightie relations between the
customers and the banks. Also, continuously upth&€RM business strategy

» Define metrics for monitoring the execution of t8&M business strategy (e.g.,
acquisition, satisfaction, loyalty and cost to ggrthat ensure alignment between

the organizational purpose and the CRM strategy.

2.2 Customer Strategy

» Understand customers’ requirements, needs and wlarisgh extensive survey.
Besides, monitor their expectations and segmenh thased on their needs and
wants. Then, evaluate customers’ satisfaction lévehddress their need timely.
Also, predict changes in their future needs andiness conditions based on
continuous assessment result.

» Put the customers at the center of all the busipessess, adopting the customer-
centric approach in every business activities,bituieks has to put its own interests
aside first to satisfy the customers’ needs andewgry possible measure to

guarantee the customer’s benefits.

Critical Success Factor #3: People/Employee/ - Attide and Knowledge

> Prepare clear employee recruitment, selection ametention strategyand
continuously assess employee skill, competence,ngonent, and satisfaction
level for further actions.

» Satisfactory incentives, compensation and rewastiegy encourage and empower
employees to involve in designing the CRM solutiBesides, give attention to
enhance employee performance measurement praaticeseeward them based on
their level of achievement in ensuing customerti@hahip.

» Provide the necessary resources to enhance thecskiipetence and behavior of
the employees to acquire customers and buildingnbaious relationships with
them by analyzing the training gap needs and imeigncost effective training

program for better competitive advantages.
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Critical Success Factor #4: Business Process

» Consider business process and work flow from custemperspectives and
redesign the organizational structure that suppgstomer relationships.

» Processes and workflows should be re-engineereds&medmlinedto eliminate
extraneous activities and unnecessary checks. dissires that communications
and transactions keep moving. It is also importandentify where the real “pain”
and root causes of problem are in the current ¢ipesaand eliminate them.

» CRM is a comprehensive project which requires ciffé departments in the bank
can work together; lack of effective communicatieifi hinder the success of the
CRM. So for certain issues which require the neagssooperation between
different departments, the management team shalesto create a harmonious

atmosphere.

Critical Success Factor #5: Technology

» Build CRM infrastructure, integrate with currentsgym and update the database
periodically to build the central access point &l customer interactions and
relationships to have comprehensive view.

» Utilize software tools and hardware effectively dddress the dynamic need of
customers towards advancement of banking techredoghat make available
channels like internet service, ATM, mobile bankirfigx, free call line to call
center and the like to enable ongoing two-way comigation through the right
technical personnel capable for utilization of cangps and banking technologies

to improve customer relationships.

Critical Success Factor #6: Performance Measurement
» Measure the effectiveness of CRM in terms of cusism employees and
shareholders value and analyze causes of custafestion through exit interview
and lost customer survey. Besides, monitor thelle¥ecustomer satisfaction,
loyalty and acquisition costs by assigning serdebvery time (SDT) standards of

customer-centric performance and monitor themlipa@ht of contact.
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» Measure the role of CRM on company’s strategicneaac, operational and output
performance by using matrixes and also monitor eyg@s attitude & knowledge,

business process and technology performance.

5.5FUTURE RESEARCH
Since CRM is new concept in Ethiopian banking sedteere still are plenty of untapped
research opportunities. With growing interest arghificant investments being made in
CRM systems, several research opportunities widrge.

It is difficult to statistically test the Criticabuccess Factors (CSFs) derived from the
proposed CRM model and the model itself in a tale# format. The present model is in

its present form a conceptual model developed &atuating various models designed
and proposed by different researchers. Moreovedeurpost-implementation phase -

performance measurement parts of it would lend Hetves well to quantitative tests.

Future research could statistically identify theeleof importance and influence of each

phase on the overall CRM implementation success.
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Appendix |

St. Mary’s University
Post Graduate Studies

MBA Program
Questionnaire to be filled by Customer Service Oftiers

Researcher: MetekuBogale
Contact Address:  Mobile: +251-913-172518; an@ffice: +251-112-770272
Email: meteku20@yahoo.com

Research Topic: FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). CASE OF SELECTED COMMERCIAL BANKSIN ETHIOPIA

Dear Respondents] would like to express my sincere appreciation dadpest thanks for
your generous time, frank and prompt responses.
Objective: The purpose this study in general and this quaséive in particular is
designed to collect data about CSFs for CRM sudeeBthiopian financial sector at CBE,
BOA and ZB. The information that you offer me vk used as a primary data in my case
research which | am conducting thesis for MBA atM8ary’s University; Post Graduate
Studies-MBA program. Therefore, this research isb® evaluated in terms of its
contribution to our understanding of the CSFs f&M success and its contribution to
improvements in the area. | would appreciate yaumg 30 minutes to complete the
attached questionnaire and answer the questiorsdedelto CRM practices in your
company. Results will be used to help and expamd&kiowledge and understanding of any
major shift in CRM practices.
Confidentiality: All answers will be used for academic purpose, letpttly confidential
and only aggregate results will be reported. No wilehave access the data collected. In
any sort of report | might publish, but, | will notclude any information that will make it
possible to identify any respondents.
General Instructions

* There is no need of writing your name.

« In all cases where answer options are availabkespléck {) in the box.



SECTION I: RespondentsBackground Information
1. Sex: Male Female
2. Which of the following age categories describes y@

20-30 30-40 40-50 50& above

3. Number of years you have worked for the Bank

1-10 11-20 20-30 30 years or more

4. Educational Qualification:

Technical schoc.. College Diplome BA/BSc Degree-—Master's Degre:

SECTION II: Questions related to CSFs for CRM implanentation.

Note: SDA=Strongly Dis-Agreed, DA=Dis-Agreed, N=Neutral, A=Agreed,
SA=Strongly Agreed

No

SDA | DA | N A
Research Questior 1 @ |3 (4

SA
(5)

Phase 1: Preamplementation Stage

1. Leadership (Board of Directors and Top Management

My bank Top Management team provides leadershif

support for building and maintaining CRM amajor goal.

My bank Top Management is including CRM as a pa
organizational vision and mission and developirfigesdly
culture through organizatic

My Bank Top Management team is eliminating consts
(such as rigid regulatiohierarchical bureaucracy, lack of
funding to CRM programs, closed culture and etcgtl by
organization when implementing CRM proc

My Bank Top Management understands proper budgefi

resources and allocation of fund is crucial for Csuccess.

My bank CRM strategy is developed based on theacatp
business strategy to confirm that CRM goals areyammnce
with the strategic goals of the fir




My Bank properly assessed organizational reedibefge

CRM project implementation.

2. CRM Strategy

My bank has a clearly defined CRM business stratédyen by

customer needs and wants.

My bank’s organizational structure is accuratédgigned

around our customers’ relationships.

My bank’s culture emphasizes the values of hgnest

transparency and fairness

My bank can predict our customers’ future needbsaan

change our business to meet them.

We established clear business strategies and geated to

customer acquisition, development, retention aadtreation.

My bank’s policies and procedures to managingocnsr
relationships are well-documented and consistansaall

customer touch points.

Phase 2: Implementation

1. People CSFs-Attitude & Knowledge

All my bank employees understand what CRM isladut and

its benefits

The attitude of the employees of my bank towatigsts

positively influences the relationship with custome

Employees of my bank are committed and satisfill their

jobs and feel more positive towards customers.

Employees of my bank have extensive knowledge and
experience regarding the banking products andcsvi

My bank’s knowledge management system providssoower
insight, profiles, habits, contact preferences amderstanding

to improve contact with the customer.




My bank frontline employees are encouraged angbgrared

to exceed customer expectations.

My bank recognize and reward successful employe&RM

initiatives

2. Business Process CSFs

My bank made business process re-engineeringebefo

implementation of CRM initiatives

My bank delivers efficient and full-fledged bangiservices tg

its customers.

We work in a highly organized and carefully pladmway

We have considered our processes from our cussbme

perspective and continuously re-engineers it

All functional areas in my bank works co-operely to

determine integrated customer contact strategies

We understand how process improvements relai&id

strategic objectives

3. Technology CSFs

My bank provides technologically advanced sewides

internet banking, ATM, etc.

My bank technology is designed to give compreivens

information to our customers, so that we can bpaesive

Our computer technology can help create custahofferings

to our customers.

My bank has the right technical personnel andware &
software to provide technical support for the métion of

computer technology in building customer relatiopsh

My Bank provides channels to enable ongoing tvey-w

communication between our key customers and us.




Phase 3: Post Implementation

4. Performance Assessment

My bank measures the effectiveness of the CRistegy on
organizational performance by calculating the valeévered
to each of the three main stakeholders: sharerglder

employees and customers.

My bank analyzes the causes of customer defetttrongh
exit interviews and lost customer surveys withaim to win

back customers who have strong profit potential.

My bank measures the role of CRM in positioning t
organization in the market place

My bank measures the levels of customer satisfaeind

retention, acquisition costs, and customer lifetirakie.

My bank measures people attitude and knowledgsinbss

process and CRM technology performance.

Thank you again for your cooperation!




Appendix Il

St. Mary’s University
Post Graduate Studies

MBA Program

Questionnaire for Managers and Customer Service Maagersonly
Researcher: MetekuBogale

Contact Address: Mobile: +251-913-172518; anOffice: +251-112-770272
Email: meteku20@yahoo.com

Research Topic: FACTORS AFFECTING CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). CASE OF SELECTED COMMERCIAL BANKSIN ETHIOPIA

Dear Respondentsj would like to express my sincere appreciation dadpest thanks for
your generous time, frank and prompt responses.

Objective: The purpose this study in general and this quaséive in particular is

designed to collect data about CSFs for CRM sudeeBthiopian financial sector at CBE,
BOA and ZB. The information that you offer me vk used as a primary data in my case
research which | am conducting thesis for MBA at8ary’s University; Post Graduate
Studies-MBA program. Therefore, this research isb® evaluated in terms of its
contribution to our understanding of the CSFs f&M success and its contribution to
improvements in the area. | would appreciate yqariag 25 minutes to complete the
attached questionnaire and answer the questiorsdedelto CRM practices in your
company. Results will be used to help and expamd&iowledge and understanding of any
major shift in CRM practices.
Confidentiality: All answers will be used for academic purpose, lgpttly confidential
and only aggregate results will be reported. No wilehave access the data collected. In
any sort of report | might publish, but, I will notclude any information that will make it
possible to identify any respondents.
General Instructions

* There is no need of writing your name.

« In all cases where answer options are availabkespléick {) in the box.

» For questions that demands your opinion, pleaswotipnestly describe as per the

guestions on the space provided.



SECTION- I: Respondents Background Informatior

1. Sex: Male Female

2. Which of the following agecategories describes you?

20-30 3C-40 40-50 50& above

3. Number of years you have worked for the Bank

1-10 11-20 20-30 30 years or more
4. Educational Qualification:

Technical schoc.. College Diplome BA/BSc Degree-—Master's Degre:

SECTIONS- II: Questions related to CSFs for CRM implementatian.

1. Do you think that, youbank top managements are actively involved in C
leadership by understanding its competitive adwgmtateracting with internal ar
externalcustomers and asking them for feedback and ideeufoent and futur
success of CRM?

Yes No
If your answer is “No” Why? & if your answer is 86", would you please explait

Do you believe that, your bank hclearly defined CRM business strategy? Is it pitsdjour
customers’ future needs & wants and changes imbss
Yes No

If your answer is “No” why? & if your answer is “Yes”, walijjou please explain

2. Do you believe that, your bankorganizational structure, culture, and ottare driven by
internal and external customers need and v
Yes No

If your answer is “No” why? & if your answer is “$& would you please explair




. Do you believe that, the attitude of the employafethe bank towards clients positive
influences the reteonship with customer:
Yes No

If your answer is “No” why? & if your answer is “¥& would you please explair

. Do you believe that, your nk frontline employees are knowledgeable, commi
encouraged and empowered to exceed customer etipest
Yes No

If your answer is “No” why? & if your answer is “¥& would you please explair

. Do you think that, your bank’s business processgimore emphasizes on k
customers and provides customized services for?
Yes No

If your answer is “No” why? & if your answer is “¥& would you please explain

. Do you think that, in your opinion your organizatiprovides channels like custor
call centers, direct mails, internet, etc., to éaamgoing tw-way communicatiol
between key custome

Yes No

If your answer is “No” why? & if your answer is “$& would you please explair

. Do you think that, CRM practices helped your bamkicreasing marketin
performance in terms of increasing number of custshtustomer satisfacticmarket

share, and growth in profit than befc

Yes No



If your answer is “No” why? & if your answer is “$& would you please explair

8. Do you think that, in your opinion your bank measuthe role of CRM in positionir
the organization in the market place in terms ofkeiashare, profitabilityetc.? How?
Yes No

If your answer is “No why? & if your answer is “Yes”, would you pleasesiy it

9. In your opinion, do you think that custor-centric performance standards
established andhonitored at all customer touch poir
Yes No

If your answer is “No” why? & if your answer is “$& would you please explair

10.What were the problems you faced when startingémginting the CRM solutic

system?

11.What were the benefits achieved from adopting CRKcepts

12.What ideas do you have for inoving CRM in the future?

13.Do you have any other opinion and comments conggithie topic under stud

Thank you again for your cooperation!



Appendix Il

Descriptive Statistics Analysis of three banks: Commercial Bank of Ethiopia, Bank
of Abyssiniaand Zemen Bank

Variables | measureme Bank Overall | Remark

nt CBE BOA ZB

Q211-Q216 Mean 3.4462 3.3712 3.8667 3.54511
SD +0.78733 | +0.67246 +0.32059 +0.745

Q221-Q226 Mean 3.6974 3.5909 3.3000 3.65
SD +0.80896 | +0.79803 +1.02334 | +0.81390

Q2 11-Q2 17 Mean 34777 3.3604 3.8000 3.4671
SD +0.80372 | +0.86399 +0.32888 | +0.80016

Q2 _21-Q2 27 Mean 3.6513 3.3197 3.5333 3.5656
SD +0.85953 | +0.80840 | +0.59395 | +0.84013

Q2 _21-Q2 27 Mean 3.8369 3.9114 3.0800 3.6288
SD +0.78334 | +0.14330 | +0.52154 | +0.95484

Q3 41-Q3-45 Mean 3.4277 3.35200 3.5200 3.4141
SD +0.90130 | +0.89002 +0.41473 | +0.87374
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