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Abstract 

 

Customer Relationship Management (CRM), also referred to as Relationship Marketing, is 

heralded by some marketing academics and practitioners as the new paradigm of marketing. 

However, despite the intense growth in the adoption of CRM practices by organizations all 

over the world and the widely accepted conceptual underpinnings of CRM strategy, 

conflicting opinions and increased pessimism about the effectiveness of CRM strategy 

abound the marketing literature. To this effect, scholars have called for more rigorous studies 

to establish the usefulness of CRM as a strategic orientation. 

 

The general objective of this study was to develop a comprehensive conceptual framework of 

the influence of CRM practices on organizational competitiveness and conduct an empirical 

assessment of the framework on the commercial banks in Kenya. The study utilized a 

descriptive correlational research design. A survey methodology was employed for data 

collection.  

 

The study found statistically significant positive linear relationships between CRM practices 

and organizational competitiveness. The study also established that the relationships between 

CRM practices and marketing productivity, marketing productivity and organizational 

competitiveness, organizational factors and marketing productivity and the moderating role 

of organizational factors on the relationship between CRM practices and marketing 

productivity were all significant. However, the relationship between organizational factors 

and organizational competitiveness was found not statistically significant. The overall 

conclusion of the study was that organizational competitiveness is not significantly 

influenced by the mere existence of a range of organizational factors within the firm such as 

age, size, and ownership structure, type of customers served, corporate reputation, and 

duration of CRM implementation or even technology level. Rather, organizational 

competitiveness is achieved through appropriate CRM practices and marketing productivity. 

Nonetheless, organizational factors positively enhance the relationship between CRM 

practices and marketing productivity thus indirectly influences organizational 

competitiveness. The results of the study have significant managerial and theoretical 

implications. 

 

Key words: Customer Relationship Management, Relationship Marketing, Organizational 

          Competitiveness, Marketing Productivity, Organizational Factors. 
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1.0 Introduction 

 

One of the major developments within today’s business practice is the increasing interest in 

CRM. Marketers continue to place increased strategic emphasis on building relationships 

with customers and investing in relational information technology. Recent literature on 

marketing theory and practice acknowledge the increasing emphasis on designing customer–

centric strategies and processes by organizations in order to realize lifetime value of 

customers (Coltman 2007; Hunter et al 2007; Jain et al 2007; Ramani and Kumar 2008).       

 

Traditional transactional underpinnings of marketing involved concepts such as market 

segmentation, target market selection, and strategy development for the marketing mix 

variables of product, price, place and promotion usually referred as the 4Ps. Using these 

concepts, marketers identified groups of customers with similar needs for which their 

companies could be especially relevant. The marketers then attempted to competitively meet 

each target group’s needs.  However, with increased competition and maturity of markets, 

these traditional marketing mix elements have become commoditised (Duncan et al 1998). In 

their new approaches to marketing, innovative managers have moved to more humanistic and 

relationship based models. The recent paradigm shift towards CRM has re-oriented marketing 

activities to emphasize relationships with individual customers as a means of developing 

sustainable competitiveness. As Rogers (2005) observes, some companies have created 

management positions for chief customer officers, chief relationship officers, directors of 

customer experience and even customer value officers. Even the traditional title of 

‘Marketing Manager’ in most service organizations has been changed to ‘Relationship 

Manager’.   

 

With the emergence of new technologies and processes, marketers are now beginning to 

understand each customer better than ever before and are choosing with whom to do business 

and how to manage customers’ behaviours and attitudes (Christopher et al 1991; Gummesson 

1994; Sheth and Parvatiyar 1995 and Gronroos 2000. As a result, the growth in demand for 

CRM solutions has been increasing. Gartner estimated that the global market for CRM 

software exceeded USD 7.4 billion in 2007, up 14 percent from 2006 ( Barker, 2007). In the 

same vein, Forrester estimated that worldwide revenues for CRM solutions would continue to 

grow to USD 10.9 billion by 2010 (Band, 2007).  This worldwide trend of CRM adoption is 

also evident in most Kenyan organizations.  
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Despite the intense growth in the acquisition of CRM systems in the last 10 years and widely 

accepted conceptual underpinnings of CRM strategy, critics point to the high failure rate of 

CRM implementations as evidenced by commercial market research studies (Foss, Stone and 

Ekinci, 2008; Petty, 2008).  For instance, in one survey of senior executives across five 

continents (North and South America, Europe, Asia and Africa), Bain and Company found 

that the use of CRM tools had increased from 35 to 78 percent between the years 2000 and 

2002, but satisfaction with the performance of CRM was below 50 percent (Ang and Buttle 

2006). An equally elaborate international survey by CSO Insights of 1,337 companies who 

have implemented CRM systems to support their sales force has estimated that only 25 

percent reported significant improvements in their performance (Raman, Wittmann and 

Rauseo, 2006). According to Jain et al (2007), 60-70 percent of CRM programs have resulted 

in either losses or no bottom line improvement in company performance.  

 

However, much as CRM initiatives at many companies have failed, more and more 

organizations worldwide continue to implement CRM strategy (Young 2003). Conflicting 

opinions and increased pessimism about the value of CRM abound the marketing literature. 

Given that CRM is widely adopted by many organizations as a strategic orientation, the 

conflicting academic and practitioner opinions on the performance of CRM strategy 

adversely affects the development of CRM theory and strategic marketing practice. It is 

therefore important to study the phenomenon of CRM in greater depth and especially its 

contributions to organizational competitiveness. This study gives insights into the influence 

of CRM strategy on the competitiveness of commercial banks in Kenya. 

 

2.0 Review of the Commercial Banking Sector in Kenya  

 

The commercial banks in Kenya are licensed and regulated pursuant to the provisions of the 

Banking Act and the Regulations and Prudential Guidelines issued there under. Since they are 

the dominant players in the Kenyan banking system, closer attention is paid to them by the 

Central Bank of Kenya (CBK) while conducting off-site and on-site surveillance to ensure 

that they are in compliance with the laws and regulations. CBK (2008) observes that 

competition in the banking sector in Kenya has recently intensified as Pan-African banking 

groups from South and West Africa target Kenya as their East and Central African regional 

hub. Diversification into other financial services such as insurance, securities and financial 

advisory services is also anticipated as customers increasingly seek ‘one-stop financial 



 

 

5 

supermarkets’. These developments are expected to enhance banking products being offered 

and bring more Kenyans into the banking space. 

 

In general, banking is a customer oriented services industry; therefore the customer is the 

focus and CRM the differentiating factor. To enhance their relationships with select 

profitable customers, some commercial banks in Kenya are now specifically targeting women 

and special segments of customers like Muslims. For instance, some banks such as Kenya 

Commercial Bank (KCB) and Barclays Bank of Kenya (BBK) have special accounts for 

Muslim clients that are ‘sharia’ compliant while other independent stand-alone banks namely 

First Community Bank and Gulf African Bank have been started specifically targeting the 

Muslim community. The Standard Chartered Bank also introduced in the market diva club 

account and diva chama account, the latter targeting women in investment clubs. Further, 

KCB introduced grace loans for women entrepreneurs while BBK recently launched Barclays 

Premier Life (formerly Barclays Prestige) which are exclusive customer-centered outlets 

targeting its high end customers. In general, most commercial banks in Kenya now have 

‘business clubs’ consisting valued customers that the banks even sponsor for foreign business 

exposure trips in order to maintain their loyalty. Equity Bank launched an aggressive multi-

million media campaign dubbed ‘Karibu Member’ in the year 2009, a clear demonstration of 

how banks are seeking closer relationships with target customers. Indeed, Kenya’s 

commercial banking sector is poised for major realignments on account of the stiff 

competition that the sector is witnessing. The need to invest in very expensive technology 

among other investments, amidst declining margins as banks try to out compete each other 

means that banks have to seek to understand fully their target customers and create superior 

value if they are to achieve market competitiveness.  

 

It would be important to establish whether the extent of the growth and developments 

witnessed in the commercial banking sector in Kenya in the recent past is a reflection of the 

banks’ implementation of appropriate customer centric strategies. The correct implementation 

of CRM strategy is essential if organizations are to attain sustainable competitiveness. Banks 

ought to identify who their potentially profitable customers are, understand their particular 

needs and offer the customized services needed to attract, retain and grow their relationships 

with them in order to attain competitive advantage. 
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3.0 Conceptual Framework and Hypotheses 

 

Conceptually, the study was based on the premise that CRM practices influence 

organizational competitiveness but this influence is intervened by marketing productivity and 

moderated by a number of organizational factors, namely: age, size and ownership of the 

organization; type of the customer market being served; corporate reputation; duration of 

CRM implementation; and technology level in the organization . The conceptual framework 

and hypotheses explaining the relationship among these study variables is depicted in Figure 

1 and described in subsequent sections.  

 

Figure 1 Conceptual Framework of Customer Relationship Management Practices and  

    Organizational Competitiveness 
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CRM Practices 
 
Organizational CRM 
implementation 
evidenced by; 
 

 Customer 
relationship focus 

 Customer-centric 
organization 
configuration 

 Customer contact 
platforms 

 Comprehensiveness 
of customer database 

 Integration of 
customer 
information 

 Analysis of customer 
Information 

 Access to customer 
information 

 Competitor focus 

 

 

Marketing Productivity 
 

Superior customer value 
delivery through attaining 
efficiency and effectiveness in: 
 

 Marketing value delivery 
 

 Service quality delivery 

 

 

Organizational Factors 
 

o Age of the organization 
o Size of the organization                                          
o Organizational ownership 
o Type of customer market 
o Corporate reputation 
o Duration of CRM implementation 
o Technology level 

 

 

Organizational 
Competitiveness 

 
Competitiveness as 
evidenced by: 
 

 Customer Behaviour 
Outcomes 

 

Relative to the competition, the 
organization achieves better: 
 

Customer satisfaction; 
customer commitment and 
loyalty; customer usage or 
purchase level; positive word 
of mouth or customer 
advocacy; cross- buying; and 
share of customer wallet 
 

 Market and    
   Financial Outcomes 
 

Relative to the competition, the 
organization achieves better 
performances on:  

Market share, market growth 
rate; operating income; net 
profit; return on assets 

(ROA); and liquidity.  
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3.1 Influence of Customer Relationship Management Practices on 

Organizational Competitiveness 

 

Ryals and Payne (2001) argue that the successful adoption of CRM strategy requires a 

relationship marketing focus in which the organization recognizes that it is long-term 

relationships with customers and not products that are the primary drivers of customer value. 

Successful implementation also entails cross-functional working and even structural 

organizational change. The firm should effectively utilize captured customer information 

within its data banks to build successful CRM strategies. Writing in the same vein, Baldwin 

(2006) suggests that CRM is the successful execution of customer–centric strategies through 

the careful integration of people, processes and technology. The end result is a customer 

centric business model in which organizational functions focus on identified customer needs 

through integrated processes and sharing critical customer information through common tools 

and information resources. Becoming a truly customer- centric business can help create a 

sustainable differentiated competitiveness.  Therefore, it is expected that commercial banks in 

Kenya with superior CRM practices are likely to be more competitive; thus the following null 

hypothesis is formulated: 

 

H01a: There is no relationship between the banks’ CRM practices and their competitiveness 

 

3.2 Effect of Customer Relationship Management Practices on Marketing 

Productivity 

 

CRM improves marketing productivity thus ensuring superior value creation. Relationship 

marketing has the potential to improve marketing productivity by making marketing more 

effective and efficient (Sheth and Sisodia 1995). Marketing practices become more effective 

because, on the one hand, the individual customers’ needs are better addressed, and on the 

other, consumer involvement in the development of marketing practices leads to greater 

consumer commitment to the marketer’s programs. As concerns achieving marketing 

efficiency, Sheth and Parvitiyar (1995) suggest that three important aspects of relationship 

marketing lead to greater marketing efficiency. First, customer retention economics suggests 

that when marketers direct greater efforts toward retaining customers, it should be less 

expensive to do business. Second, with cooperative and efficient consumer response, 

marketers will be able to reduce many unproductive marketing resources that are wasted in 

the system. Third, as cooperation develops between the consumer and the marketer, the 

consumer will be willing to undertake some of the value-creation activities currently being 
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performed by the marketer, such as self-service, self-ordering, and co-production. Ryals and 

Payne (2001) also argue that adoption of CRM enables and improves marketing effectiveness 

(by enabling the organization to select more attractive customers) and efficiency (by targeting 

them with appropriate offers and improving response rate).  

 

We therefore expect that to the extent CRM strategy is extensively implemented, the higher 

the firm enhances its capacity to create superior customer value through marketing 

productivity. Thus, CRM practices will be positively associated with a firm’s marketing 

productivity. The relevant null hypothesis derived from the above discussion is: 

 

H01b: There is no relationship between the banks’ CRM practices and their marketing 

           productivity 

 

3.3 Impact of Marketing Productivity on Organizational Competitiveness 

 

The company that systematically concentrates on its productivity is almost bound to gain 

competitive advantage. Woodruff (1997) argues that creating value, and more specifically 

customer value, is increasingly seen as the next source of competitiveness. In maximizing 

their subjective expected value, customers may decide to engage in a variety of relational 

behaviors. The decision to build a relationship with an organization will be associated with 

behaviors such as increased usage, positive word of mouth, multi-product purchases and 

customer advocacy in order to maximize on the value derived from the firm. 

 

Wilson (2000) concurs with the argument that relationship marketing can also lead to a 

competitive positional advantage by enabling the firm to perform various value activities at a 

lower cost and/or in ways that lead to advantageous differentiation. Baldwin (2006) suggests 

that getting close to customers enables organizations to be more proactive to customer needs. 

This improves the level of customer service and hence the chances of retaining customers and 

increased revenues. Likewise, Andrade (2003) argues that effective CRM benefits business 

through greater customer loyalty as a result of more personal and efficient service, more 

effective sales efforts through better management of the sales process and improved success 

rates for making campaigns through better targeting. Consequently, we expect that to the 

extent a firm can create superior customer value through enhanced marketing productivity, 

the more it is likely to attain sustainable competitiveness. The relevant null hypothesis is 

stated as: 
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H02: There is no relationship between the banks’ marketing productivity and their 

         competitiveness 

 

3.4 Effect of Organizational Factors on the Relationship Between Customer 

Relationship Management Practices and Marketing Productivity and on 

Organizational Competitiveness 

 

Organizational factors can significantly affect organizational performance. This study expects 

that organizational factors, namely, age of the organization, size of the organization, type of 

customer market, corporate reputation, the duration of CRM implementation as well as 

technology level affect the relationship between the banks’ CRM practices and marketing 

productivity as well as their marketing productivity and competitiveness. The following sets 

of null hypotheses are suggested: 

 

H03a: Organizational factors do not affect the relationship between the banks’ CRM practices  

          and their marketing productivity 

 

H03b: Organizational factors do not impact the banks’ marketing productivity  

 

H03c: Organizational factors do not influence the banks’ competitiveness 

 

 

4.0 Research Methodology 

 

4.1 Research Design 

 

The research was based upon the philosophical and methodological foundations of logical 

positivism. A logical positivist researcher deduces and formulates variables, hypotheses and 

operational definitions based on existing theory (Durgee, 1984). Contemporary social science 

and marketing research is dominated by logical positivism (Anderson, 1983; Hunt, 1991) 

 

The study utilized descriptive correlational survey research design as it sought to describe 

and establish the associations among the key study variables, namely, CRM practices, 

marketing productivity, organizational factors and organizational competitiveness. Finally, 

the study was cross-sectional (that is, snapshot or one-shot) as the research respondents were 

interviewed just once. Cross-sectional studies have been found to be robust for effects of 
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relationships studies (Coltman, 2007; O’Sullivan and Abela 2007; and Raman and Kumar, 

2008). 

 

4.2 Population of the Study 

 

This was a census study; all commercial banks operating in Kenya as at December 2008 and 

still in existence by the time of collecting data in the year 2009 were targeted. A complete list 

of the commercial banks operating in Kenya obtained from CBK indicates that there were 43 

registered commercial banks on December 2008. Data was successfully collected from 34 out 

of the 43 banks; a response rate 79 percent. 

 

The commercial banking sector was deliberately chosen for this study since service 

companies have a high propensity to relationship building than non-service companies 

(Berry, 1995, Ang and Buttle, 2006). Similarly, Kotler (2004) argues that CRM makes the 

most sense in data rich industries such as banking, insurance and telecommunications.  

 

4.3 Data Collection  

 

Both primary and secondary data were used for the study. The primary data were collected 

through a self-administered semi-structured questionnaire using the key-informant method. 

The marketing manager or a senior officer responsible for marketing strategy or CRM 

initiatives in each bank was the respondent. Only one respondent was interviewed in each 

bank. Where a bank has branches or subsidiaries, the group marketing director or the most 

senior officer responsible for marketing strategies was interviewed since he/she is conversant 

with the status of CRM strategies being implemented by the subsidiaries or branches.  The 

views of key informants are widely used in marketing studies (O’Sullivan and Abela, 2007; 

Ramani and Kumar, 2008) as they are deemed the most knowledgeable about the issues 

under investigation for which they are directly responsible. Secondary data relating to the 

banks’ published financial statements in national newspapers, bank websites’ information, 

CBK economic reviews, and published banking surveys that shed light on relevant 

performance indicators such as profitability, market share, assets employed, liquidity ratios 

and other important business disclosures were also collected. The secondary data were used 

to cross validate the collected primary data. 
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4.4 Validity and Reliability of Measures 

 

An extensive review of relevant existing conceptual and empirical literature on CRM, 

marketing strategy and organizational performance produced the measures for each variable. 

These measures were used to construct the questionnaire. Therefore, the measurement scales 

used in the questionnaire were deemed to have face and construct validity because they 

reflect the key components of CRM, marketing strategy and organizational performance as 

described in the extant literature and also since they are validated measures previously 

applied in related studies. In order to ensure content validity, the preliminary questionnaire 

was pre-tested on a pilot set of respondent managers for comprehension, logic and relevance. 

Respondents in the pre-test were drawn from two financial institutions, a mortgage finance 

and a pension fund management institution, which were similar to those in the actual survey 

in terms of background characteristics, familiarity with the topic of research and attitudes and 

behaviours of interest. The pre-tested financial institutions were not part of the target 

population of study as this would have brought about assessment biases. As recommended by 

Malhotra (2007), the questionnaire pre-tests were done by personal interviews in order to 

observe the respondents’ reactions and attitudes. All aspects of the questionnaire were pre-

tested including question content, wording, sequence, form and layout, question difficulty 

and instructions. The feedback obtained was used to revise the questionnaire before 

administering it to the study respondents.  

 

The reliability of the study measures was assessed by computing Cronbach’s Alpha 

Coefficients, which is used to assess the internal consistency or homogeneity among the 

variable measures (Sekaran, 1992). Cronbach’s alpha coefficients ranged from 0.6409 

(corporate reputation) to 0.9082 (market and financial outcomes) revealing a high degree of 

reliability. Since all the reliability results exceeded the 0.6 lower level of acceptability 

(Bagozzi and Yi, 1988; Sekaran, 1992; Hair et al., 1998), the internal consistency reliability 

of the measures used was considered to be sufficiently high and to have adequately measured 

the study’s variables. 

 

4.5 Data Analysis  

 

To establish the main characteristics of the study variables, descriptive statistics, t-tests, 

correlations as well as factor analysis were done and relevant tests conducted. To establish 

the statistical significance of the respective hypotheses, analysis of variance (ANOVA) or F-
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tests as well as simple and multiple linear regression analyses were conducted as appropriate 

at 95 percent confidence level (α = 0.05). In addition, all the regression models were 

subjected to statistical collinearity tests which established that the study variables had a high 

tolerance level and were free from multicollinearity; as none of the Variance Inflation Factor 

(VIF) for all the study’s regression models exceeded 10, the threshold beyond which 

multicollinearity is a problem (Anderson, Sweeney and Williams, 2003; Malhotra, 2007). 

The following sections present the results of the study. 

 

5.0 RESULTS AND DISCUSSION 

 

5.1 Characteristics of the Commercial Banks in Kenya   

 

The characteristics of the commercial banks in Kenya were captured by the survey through 

the main study variables of organizational factors, CRM practices, marketing productivity 

and organizational competitiveness. The main issues of concern under organizational factors 

were age, size, ownership structure, types of customer markets, and duration of CRM 

implementation, corporate reputation and technology level. The study established that the 

majority of the commercial banks in Kenya (67 percent) have been in existence for more than 

15 years. The size of the banks was measured in terms of number of branches, number of 

employees and total assets.  As concerns the number of branches, 50 percent of the banks 

have less than 10 branches. In terms of number of employees, 76.4 percent of the banks have 

less than 500 employees while with respect to total assets only 29.4 percent have assets in 

excess of KShs 40 billion.  

  

The findings on ownership structure reveal that the control of the banks is mostly in private 

hands with 32.4 percent being partly privately locally and foreign owned followed by 29.4 

percent that are wholly privately locally owned. As concerns the types of customer markets 

served by the banks, 80 percent of the banks serve a combination of customer segments and 

are thus regarded as mass marketers. Concentrated marketing is practised by a minority of the 

banks with 11.8 percent mainly targeting B2C markets and 5.9 percent targeting B2B 

markets. A further finding was that CRM strategy has been embraced by the commercial 

banks in Kenya for a considerable period of time as the majority of the banks (79.4 percent) 

reported to have been implementing CRM for duration of over five years. The banks 

conceive their corporate reputation to be mostly influenced by their customers’ belief in the 

banks future and customer experience. When it comes to technology, the most engaged 
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practices are real time transaction processing and automated branch integration while the 

least engaged are video conferencing and interactive voice response. 

 

The study established significant correlations among the organizational factors. Specifically, 

size of the banks in terms of number of employees and size of the bank in terms of number of 

branches were positively correlated. In addition, large banks in terms of assets have not only 

many branches but also many employees. The results demonstrate the low level of 

technology engagement by the commercial banking sector in Kenya thus leading to business 

expansion through opening more branches and hiring more employees especially for large 

banks with high total assets base. On the contrary, the study established that technology level 

positively correlates with corporate reputation. Hence, the banks’ business ought to be 

technology driven as this is the dimension that enhances their corporate reputation. 

 

Concerning CRM practices within the banks, the study results indicate that the most common 

practices are a focus on customer relationships, customer information access and customer 

contact touch-points. On the other hand, CRM practices that are moderately implemented are 

maintenance of customer databases, competitor focus and customer information analysis. 

These results reveal the need for banks CRM practices to move beyond the mere adoption of 

CRM practices philosophy to actual implementation.  The assessment of the banks’ 

marketing productivity was conducted at two levels, namely, marketing value delivery and 

service quality delivery. The results on marketing value delivery show that the banks 

marketing productivity is high in terms of delivery of relevant and timely information to 

customers and being able to identify their best customers. However, it is moderate in tracking 

CRM implementation costs and in assessing lifetime value of customers. Pertaining to the 

banks’ marketing productivity in terms of service quality delivery is high in service reliability 

and closeness to customers but is moderate in setting up loyalty and incentive programmes 

and employee satisfaction monitoring. 

   

The analysis of the banks’ competitiveness indicates that, in general, compared to direct 

competitors’ performance over the last three years, 89.5 percent of the banks felt their 

customer behavioural outcomes were slightly better or extremely higher while 74.0 percent 

regarded their market and financial outcomes to be slightly better or extremely higher. Hence, 

overall most banks felt their organizational competitiveness had improved more on the 

dimension of customer behavioural outcomes compared to market and financial outcomes. 

Customer behavioural outcomes were highest on achieving customer satisfaction and 
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increased customer advocacy while market and financial outcomes were highest on enhanced 

liquidity position and securing desired market growth rate. 

 

The results of factor analysis revealed the underlying forces or drivers of the banks’ corporate 

reputation, technology level, CRM practices, marketing productivity and organizational 

competitiveness. The study shows that the banks derive their corporate reputation primarily 

from offering competitive customer value and being competitive employers. Regarding 

technology, the key drivers are real time banking, electronic based customer interactivity, 

plastic money and telemarketing. The results on technology confirm the common observation 

on how integrated software is providing an edge to banks with huge networks in Kenya. It is 

also inconveniencing when a client’s deposit is not immediately reflected on their accounts, 

hence the huge adoption of real time banking for competitiveness.  

 

With reference to the banks’ CRM practices, key drivers are customer interactivity, customer 

contact platforms and CRM knowledge management. As for marketing productivity, the 

underlying forces driving marketing value delivery are customer value assessment, offer 

customization, effective communication and customer insight while the key forces driving 

service quality delivery are commitment to satisfy customers, respecting customers, customer 

loyalty incentives and reliable service. Finally, the results reveal the critical importance of 

customer behavioural outcomes and market and financial outcomes as the driving forces of 

organizational competitiveness. The next sections highlight the results of the hypothesized 

relationships. 

 

5.2 Influence of the Banks’ Customer Relationship Management Practices on 

their Competitiveness  

 

To assess the influence of the banks’ CRM practices on their competitiveness, aggregate 

mean scores of the banks’ organizational competitiveness measures (dependent variable) 

were regressed on the aggregate mean scores of their CRM practices measures (independent 

variable). The relevant results are presented in Table 1. 
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Table 1 Results of Regression of Organizational Competitiveness on Customer 

Relationship Management Practices  

 

    Goodness-of-fit 

 

Sample Size R R Square Adjusted R Square Standard Error of the Estimate 

34 0.544 0.295 0.273 0.42649 

     Predictors: (Constant)- Aggregate Mean of CRM Practices 

 

    Overall significance: ANOVA (F-test)  

 Sum of Squares Degrees of Freedom Mean Square F Significance (р-value) 

Regression 2.440 1 2.440 13.416 0.001 

Residual 5.820 32 0.182   

Total 8.261 33    

 Predictors: (Constant), Aggregate Mean for CRM Practices 

 Dependent Variable: Aggregate Mean for Organizational competitiveness 

 

     Individual significance 

 

Unstandardized 

Coefficients 
t-value 

  

Significance  (р-value) 

  

Collinearity Statistics 

  Beta Standard Error Tolerance VIF 

(Constant) 1.387 0.717 1.935 0.062   

Aggregate 

Mean- CRM 

Practices 

0.665 0.181 3.663 0.001 1.000 1.000 

     Dependent Variable: Aggregate Mean of Organizational Competitiveness 

 Level of significance, α = 0.05 

Source: Research Data 

 

The regression results in Table 1 reveal statistically significant positive linear relationship 

between CRM practices and organizational competitiveness (β = 0.665, р-value = 0.001). 

Hence, Ho1a is rejected since β ≠ 0 and p-value < 0.05. The results also show that CRM 

practices had moderate explanatory power on organizational competitiveness as it accounted 

for 29.5 percent of its variability (R Square= 0.295).  

 

      

5.3 Effect of Customer Relationship Management Practices on the Banks’ 

Marketing Productivity 

 



 

 

16 

To establish the effect of the banks’ CRM practices on their marketing productivity, the 

aggregate mean scores of their marketing productivity measures (dependent variable) were 

regressed against the aggregate mean scores of the banks’ CRM practices measures 

(independent variable). The relevant findings are presented in Table 2.  

 

Table 2 Results of Regression of Marketing Productivity on Customer Relationship 

Management Practices   

 

      Goodness-of-fit 

 

Sample Size R R Square Adjusted R Square Std. Error of the Estimate 

34 0.581 0.337 0.316 0.35341 

    Predictors: (Constant)- Aggregate Mean of  CRM Practices 

 

     Overall significance – ANOVA ( F-test) 

 Sum of Squares Degrees of Freedom Mean Square F Significance (р-value) 

Regression 2.033 1 2.033 16.281 .000 

Residual 3.997 32 0.125   

Total 6.030 33    

 Predictors: (Constant), Aggregate Mean for CRM Practices 

 Dependent Variable: Aggregate Mean for Marketing Productivity 

 

  Individual significance 

  

Unstandardized 

Coefficients 

t-value Significance (р-value) 

Collinearity Statistics 

  Beta Standard Error Tolerance VIF 

(Constant) 1.700 0.594 2.861 0.007   

Aggregate 

Mean- CRM 

Practices 

0.607 0.150 4.035 0.000 1.000 1.000 

     Dependent Variable: Aggregate Mean of  Marketing Productivity  

    Level of significance, α = 0.05 

Source: Research Data 

The research findings in Table 2 indicate a statistically significant positive linear relationship 

between CRM practices and marketing productivity (β = 0.607, р-value = 0.000). Hence, 

Ho1b is rejected since β ≠ 0 and p-value < 0.05. The study results also show that CRM 

practices had moderate explanatory power on marketing productivity as it accounted for 33.7 

percent of its variability (R square = 0.337). 

 

5.4 Effect of the Banks’ Marketing Productivity on their Competitiveness 

 

To determine the effect of marketing productivity on the banks’ competitiveness the 

aggregate mean scores of their organizational competitiveness measures (dependent variable) 
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were regressed on the aggregate mean scores of the banks’ marketing productivity measures 

(independent variable). The research findings are outlined in Table 3.  

 

Table 3 Regression of Organizational Competitiveness on Marketing Productivity  

    Goodness-of-fit 

 

Sample size R R Square Adjusted R Square Std. Error of the Estimate 

34 0.376 0.142 0.115 0.47072 

 Predictors: (Constant)- Aggregate Mean of Marketing Productivity 

 

    Overall significance: ANOVA (F-test) 

 Sum of Squares Degrees of Freedom Mean Square F Significance (р-value) 

Regression 1.170 1 1.170 5.281 0.028 

Residual 7.091 32 0.222    

Total 8.261 33     

  Predictors: (Constant), Aggregate Mean of  Marketing Productivity 

  Dependent Variable: Aggregate Mean of Organizational competitiveness 

        Individual significance 

 

Unstandardized 

Coefficients 
t-value 

 

Significance. (р-value) 

 

Collinearity Statistics 

  Beta Standard Error Tolerance VIF 

(Constant) 2.200 0.787 2.795 0.009   

Aggregate 

Mean- 

Marketing 

Productivity 

0.441 0.192 2.298 0.028 1.000 1.000 

    Dependent Variable: Aggregate Mean of Organizational Competitiveness 

 Level of significance, α = 0.05 

Source: Research Data 

 

The study results in Table 3 show that there is statistically significant positive linear 

relationship between marketing productivity and organizational competitiveness (β = 0.441, 

р-value = 0.028). Hence, Ho2 is rejected since β ≠ 0 and p-value < α. However, marketing 

productivity contributes only 14.2 percent of the variability of the banks’ competitiveness (R 

square= 0.142).  

 

5.5 Moderating Effect of Organizational Factors on the Relationship Between 

the Banks’ Customer Relationship Management Practices and their 

Marketing Productivity 

 

The determination of the moderating effect of the organizational factors involved conducting 

independent partial correlation analyses of CRM practices and marketing productivity using 

the respective individual organizational factors as controlling variables. The partial 

correlation coefficients were then compared with the simple correlation coefficient generated 
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from the direct correlation of CRM practices and marketing productivity (r = 0.581) in order 

to determine the magnitude and direction of the moderating effect of the organizational 

factors. Table 4 shows a summary of the moderating effect of each of the organizational 

factors on the relationship between CRM practices and marketing productivity. 

 

Table 4 Summary Results of the Moderating Effect of Organizational Factors on the  

             Relationship between Customer Relationship Management Practices and  

             Marketing Productivity 
 

 

Moderator  (Control Variable) 

 

First-Order 

Partial 

Correlation 

Coefficient, rxy.z 

 

Effect of Organizational 

Factor Moderation 

(Compared to Zero-Order 

Simple  Correlation 

Coefficient  of Customer 

Relationship Management 

Practices and Marketing 

Productivity,  rxy =  0.581) 

 

Significance ( p-value) 

( α = 0.05, 2 tailed) 

Age of the organization 0.5935 Slightly negative 0.000 

Size of the organization- number of 

branches 

0.5962 Slightly negative 0.000 

Size of the organization- number of 

employees 

0.5835 Slightly negative 0.000 

Size of the organization- total assets 0.5743 Slightly positive 0.000 

Organizational ownership 0.5978 Slightly negative 0.000 

Type of customer market 0.5888 Slightly negative 0.000 

Corporate reputation 0.5448 Positive 0.001 

Duration of CRM implementation 0.6109 Negative 0.000 

Technology level 0.4413 Substantially positive 0.010 

                                                                                                                                   Overall significance = 0.001 

Source: Research data 

 

The results in Table 4 suggest that on the whole, organizational factors significantly moderate 

the relationship between CRM practices and marketing productivity ( overall significance = 

0.001). However, the degree of moderation varies from one organizational factor to another. 

For instance, technology level has a significantly positive moderating effect on the 

relationship between CRM practices and marketing productivity (rxy.z =0.4413, р-value = 

0.010) thus indicating that the absence of technology level in the correlation model 

substantially suppresses the relationship between CRM practices and marketing productivity. 

The implication of this finding is that the presence of higher technology level within the 

banks greatly enhances the relationship between their CRM practices and marketing 

productivity. On the other hand, duration of CRM implementation has a significantly 

negative moderating effect (rxy.z = 0.6109, р-value = 0.000) meaning that the relationship 

between the banks’ CRM practices and marketing productivity is higher when the effect of 

the duration of CRM practices is removed from the relationship. Overall, we reject Ho3a since 
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overall p-value < 0.05. Therefore, organizational factors affect the relationship between the 

banks’ CRM practices and their marketing productivity. 

 

5.6 Effect of Organizational Factors on the Banks’ Marketing Productivity 

 

To assess the effect of organizational factors on the banks’ marketing productivity the 

aggregate mean score of marketing productivity measures were regressed against individual 

organizational factors measures. Table 5 shows the results of the analysis. 

 

Table 5 Results of the Regression of Marketing Productivity on Organizational Factors  

 

     Goodness-of-fit 

 

Sample 

Size R R Square Adjusted R Square Std. Error of the Estimate 

34 0.713 0.508 0.324 0.35149 

 Predictors: (Constant), Mean Score-Technology Level, Age of the Bank, Main Target Market, Ownership Structure, 

Mean Score- Corporate Reputation, Duration of CRM implementation, Size of the bank- Number of Branches, Size of 

the bank- Total Assets (Kshs.), Size of the bank- Number of Employees 

 

       Overall significance: ANOVA (F-test )  

 Sum of Squares Degrees of Freedom Mean Square F Significance (p-value) 

Regression 3.065 9 0.341 2.756 0.023 

Residual 2.965 24 0.124   

Total 6.030 33    

Predictors: (Constant), Mean Score-Technology Level, Age of the Bank, Main Target Market, Ownership Structure, 

Mean Score- Corporate Reputation, Duration of CRM implementation, Size of the bank- Number of Branches, Size of 

the bank- Total Assets (KShs.), Size of the bank- Number of Employees 

Dependent Variable: Aggregate Mean- Marketing Productivity 

 

     Individual  significance 

  

Unstandardized 

Coefficients t-value Significance (р-value) Collinearity Statistics 

  Beta 

Standard 

Error   Tolerance VIF 

(Constant) 2.571 0.756 3.403 0.002   

Age of the bank 0.049 0.134 0.368 0.716 0.705 1.419 

Size of the bank- Number 

of Branches 
-0.355 0.191 -1.857 0.076 0.178 5.629 

Size of the bank- number 

of employees 
0.124 0.185 0.674 0.507 0.179 5.588 

Size of the bank- total 

assets (KShs.) 
0.241 0.114 2.126 0.044 0.407 2.457 

Ownership structure -0.075 0.041 -1.844 0.078 0.519 1.925 

Main target market -0.021 0.024 -0.874 0.391 0.651 1.536 

Mean Score- corporate 

reputation 
0.261 0.184 1.418 0.169 0.738 1.355 

Duration of CRM 

implementation 
-0.054 0.102 -0.536 0.597 0.633 1.581 
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Mean Score-technology 

level 
0.246 0.103 2.379 0.026 0.687 1.455 

 Dependent Variable: Aggregate Mean of  Marketing Productivity  

 

Level of significance, α = 0.05 

Source: Research Data 

 

The research results in Table 5 reveal that overall, organizational factors have statistically 

significant impact on marketing productivity (p-value = 0.023). At the individual level, 

organizational factors that positively influence marketing productivity include size of the 

bank in terms of total assets (β = 0.241, р-value = 0.044) and technology level (β = 0.246, р-

value = 0.026). Variables with negative impact on marketing productivity include size of the 

bank in terms of number of branches     (β = -0.0355, р-value = 0.076) and on the bank 

ownership structure (β = -0.075, р-value = 0.078). Therefore, Ho3b is rejected since none of 

the βi’s ≠ 0 and overall p-value < α. In addition, the explanatory power of organizational 

factors on the variability of marketing productivity is moderate at 50.8 percent (R Square = 

0.508).  

 

5.7 Effect of Organizational Factors on the Banks’ Competitiveness 

 

To assess the effect of organizational factors on the banks’ competitiveness, the aggregate 

mean score of organizational competitiveness measures was regressed against the individual 

organizational factors variables. The analysis is shown in Table 6 which indicates that the 

overall effect of organizational factors on organizational competitiveness is not statistically 

significant (overall p-value = 0.422). At the individual level, apart from organizational size in 

terms of total assets whose effect on organizational competitiveness is positive and 

significant (β = 0.370, р-value = 0.030), the only other organizational factor with slightly 

positive effect on organizational competitiveness, though not statistically significant, is 

corporate reputation (β = 0.246, р-value = 0.353). The rest of the organizational factors have 

a negative effect on organizational competitiveness although this influence is not statistically 

significant. On the whole, even though none of the βi’s ≠ 0 we fail to reject Ho3c since overall 

p-value > 0.05. Thus, organizational factors do not influence the banks’ competitiveness. 

Indeed, the explanatory power of organizational factors on the variability of the banks’ 

competitiveness is a low of 28.5 percent (R Square = 0.285). 
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Table 6 Results of the Regression of Organizational on Competitiveness Organizational Factors  

 
 

     Goodness-of-fit 

 

Sample Size 
R R Square Adjusted R Square Std. Error of the Estimate 

34 0.534 0.285 0.017 0.49594 

Predictors: (Constant), Mean Score-Technology Level, Age of the Bank, Main Target Market, Ownership Structure, Mean Score- 

Corporate Reputation, Duration of CRM implementation, Size of the bank- Number of Branches, Size of the bank- Total Assets 

(Kshs.), Size of the bank- Number of Employees 

 

Overall significance: ANOVA (F-test )  

  Sum of Squares Degrees of Freedom Mean Square F Significance (р-value) 

Regression 2.358 9 0.262 1.065 0.422 

Residual 5.903 24 0.246   

Total 8.261 33    

 Predictors: (Constant), Mean Score-Technology Level, Age of the Bank, Main Target Market, Ownership Structure, Mean Score- 

Corporate Reputation, Duration of CRM implementation, Size of the bank- Number of Branches, Size of the bank- Total Assets 

(Kshs.), Size of the bank- Number of Employees 

 Dependent Variable: Aggregate Mean-Organizational competitiveness 

 

         Individual significance 

  

Unstandardized 

Coefficients t-value Significance (р-value) Collinearity Statistics 

  Beta Standard Error   Tolerance VIF 

(Constant) 4.026 1.066 3.776 0.001   

Age of the bank -0.348 0.189 -1.841 0.078 0.705 1.419 

Size of the bank- 

number of branches -0.092 0.270 -0.340 0.737 0.178 5.629 

Size of the bank- 

number of employees -0.073 0.260 -0.279 0.783 0.179 5.588 

Size of the bank- total 

assets (KShs) 0.370 0.160 2.311 0.030 0.407 2.457 

Ownership structure -0.067 0.057 -1.163 0.256 0.519 1.925 

Main target market -0.011 0.034 -0.307 0.762 0.651 1.536 

Mean score- corporate 

reputation 0.246 0.260 0.946 0.353 0.738 1.355 

Duration of CRM 

implementation -0.031 0.143 -0.218 0.829 0.633 1.581 

Mean score-technology 

level -0.053 0.146 -0.363 0.720 0.687 1.455 

Dependent Variable: Aggregate Mean of Organizational competitiveness 

  

 Level of significance, α = 0.05 

Source: Research Data 
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6.0 Managerial and Theoretical Implications  

 

A better understanding of CRM has in the recent past been a key area for marketing 

practitioners and researchers. Hence, the results of this study have significant managerial and 

academic contributions. First and foremost, the study gives managers some insights on how 

to effectively build their CRM strategy and leverage on their organizational factors to 

enhance the influence of CRM practices on marketing productivity and organizational 

competitiveness. 

 

The results of this study also address some of the existing knowledge gaps and thus 

contribute to the frontiers of knowledge. First, the study has not only advanced an elaborate 

conceptual framework of CRM strategy but has also empirically tested it. The findings of the 

study indicate that effective CRM practices not only contribute to organizational marketing 

productivity but also enhance organizational competitiveness. These empirical results are of 

great importance given the criticism of the validity of CRM strategy that abound the 

marketing literature (Morgan, 2000; Ryals and Payne, 2001; Rodgers, 2003; Young, 2003; 

Jain et al, 2007). Further, the fact that the study utilised a wide array of marketing and 

organizational performance metrics to assess the effectiveness of CRM strategy is also quite 

useful. For instance, organizational competitiveness was not only assessed with the more 

traditional quantitative market and financial measures but also qualitative measures of 

customer behavioural outcomes. There has been widespread concern that, in general, the 

metrics used by organizations to measure and monitor their CRM performance are not 

elaborate and appropriate ( Ambler, 2000; Payne and Frow, 2005; O’Sullivan and Abela, 

2007) 

 

Finally, this study makes a useful contribution to the advancement of academic knowledge on 

CRM strategy from the context of Sub-Saharan African setting and particularly on 

commercial banks in Kenya. The extant literature decries the lack of scholarly contribution 

on CRM from Sub-Saharan Africa (Thuo, 2006; 2010) and on the banking sector settings 

(Sarel and Marmorstein, 2007; Liu, 2007). It’s hoped that the study will stimulate more 

research on CRM and business strategy from Sub-Saharan Africa. 

   

7.0 Limitations and Further Research 

 

Although this study produced meaningful results, it was also subject to certain limitations 

which in turn provide avenues for further research. First, the selection of factors included in 



 

 

23 

the conceptual framework is not exhaustive. Certainly, other factors could provide additional 

insights into the influence of CRM on organizational competitiveness. For instance, the 

inclusion of more organizational factors not covered by this study such as the monetary value 

of resources invested in relationship marketing (Ganesan,1994; Palmatier et al, 2006) and  the 

calibre of employees engaged by the organization (Rootman et al, 2008) may also bring more 

insights. There is a strong theoretical basis for expecting these factors to influence CRM 

practices and organizational competitiveness.  

 

Also, there is no doubt that the factors used to measure the other study variables namely 

CRM practices, marketing productivity and organizational competitiveness are also not 

exhaustive. Future researchers may establish other relevant measures of these variables and 

even reconfigure the conceptual framework such that the interrelations between these 

variables may be set out differently in order to bring out more insights on the field of CRM 

strategy. The key underlying issues driving the study variables as identified by factor analysis 

could provide a good start. The inclusion of more variables and usage of more robust set of 

statistical tools from those used in this study could enhance the robustness of study models 

and thereby the validity of the results. 

 

Further limitations of the study included using a cross-sectional research design, relying on 

self-reported data mainly from the firm’s perspective alone and using a single industry 

setting. Future research could seek to address these limitations by establishing the 

antecedents of CRM practices; using a longitudinal research design; assessing external 

respondents such as customers, competitors and distributors on CRM strategy performance 

besides internal firm respondents; and using multiple industry settings to conduct their 

studies. This will enhance the validity and generalizability of future research findings on 

CRM strategy.  
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