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ABSTRACT
Over the years, customers’ preferences, segmentation and change in the business environment with
ease of penetrating the competitive market have placed an increasing demand on organizations to
provide excellent goods and services. This study was conducted to assess the relationship between
customer relationship management (CRM) and customer retention through the mediating role of
customer satisfaction in the telecommunication industry in Ghana. The objectives of the study
were; to assess the effect of CRM on customer satisfaction in the Telecom industry and assess the
effect of customer satisfaction on customer retention in the Telecom industry. The networks were
sampled using a probability and simple random technique. A questionnaire was utilized to collect
data from a sample size of 150 customers of MTN, Vodafone and AIRTEL TIGO. The data
acquired was examined using descriptive statistics in SPSS and SMART PLS V4. According to
the findings, customer relationship management has a significant impact on customer satisfaction
and customer satisfaction also has a significant effect on customer retention. The study also found
that the relationship between customer relationship management and customer retention was
mediated by customer satisfaction. The study recommends that the telecommunication industry
should focus and improve on aspects of CRM and satisfaction which customers use in criticizing

the credibility of the products or services provided.
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CHAPTER ONE

INTRODUCTION
1.0 Overview
The section presents the research's introduction. It entails the background, a problem statement,
objectives and research questions, as well as information about the study's relevance, scope,

organization, and limitations.

1.1 Study Background

The telecommunication sector has seen increased levels of competition as a result of globalization,
deregulation, escalating domestic and international competition, new technology, and e-
commerce. The sector competes for clients, market share, and long-term viability. According to
(Donoghue et al., 2018), customers' expectations, segmentation, and sophistication are increasing
and they have higher expectations about pricing, customization, uniqueness and quality. The
businesses in the sector must improve their innovation abilities to meet consumer preferences, and
market expectations and retain a long-term competitive edge (Panayides, 2006). Innovation helps

businesses to give specialized solutions to customers and adapt to the global market.

The main aim of customer relationship management (CRM) is to provide better customer service
by knowing your customers and earning their trustworthiness. (Ryals and Knox, 2001) define
CRM as a relationship orientation, consumer retention, and increased customer value provided
through process management. CRM is a management approach based on a consumer-driven
strategy that uses a variety of information technologies to provide all the information necessary,

leading to improved levels of customer satisfaction and loyalty (Soliman and J. Kamel, 2021).



Companies can develop client-focused strategies that lead to customer retention with the aid of
CRM. CRM is a consumer retention approach that involves employing several marketing
techniques to forge bonds with customers or maintain contact with them after sales. Therefore,
building individualized relationships with clients aids businesses in retaining their most precious
asset-their customers (Kyei and Bayoh, 2017). The basic purpose of relationship marketing
including CRM is to evaluate and continue collaborative and mutual partnerships between the firm
and its customers. These relationships are advantageous to both parties and are long-term in nature
(Soliman and J. Kamel, 2021). Businesses are focused on adapting and integrating new
technologies, processes, people, and relationship marketing for their advantage and to benefit their

customers by providing value and satisfaction to keep them for life (Kyei and Bayoh, 2017).

Retaining customers is crucial for building a sustainable business in a highly competitive market.
Marketers are using preventative and initiative-taking retention methods and as they are becoming
more conscious that; it is cost-effective to ensure that consumers never leave for competitors in
the first place (Soliman and J. Kamel, 2021). Marketers use proactive techniques when initial
defection signs such as complaints-about-service appear and decreased-service-usage rather than
pre-emptive strategies, which are implemented before customer defection signals are recognised.
According to research, businesses that thrive in this fiercely competitive climate are those that
manage their clientele by enhancing their core products with high-value services. As a result,
organisations only flourish by acquiring, retaining, and expanding their consumer base (Info et al.,
2021). A higher customer retention rate leads to high market share according to research and
increases revenue, this statement has been supported by numerous studies such as (Ghavami,
2006). One loyal client may be served five to six times less than one new customer can be attracted

and served, according to research (Ndubisi, 2003). Several studies have demonstrated the



connection between customer satisfaction and client retention (i.e., retention) and favourable

word-of-mouth(Daud et al., 2015).

1.2 Problem Statement

Presently, there has been an increase in telecommunication companies and other companies
providing internet services in the country. This has created competition among the industry
players. Though there is competition in the industry, some companies with a relatively larger
market share do not pay attention to customer relationship management. These companies come
up with all kinds of enticing offers, yet these offers are unable to retain customers for a long time.
Customers are typically thrilled with these “enticing products and services” from the
telecommunication companies which only last for a short while. The supposed “enticing products
and services” are either too expensive or piled with terms and conditions that do not favour

customers.

Numerous academics including (VVerhoef, 2003), have questioned the viability of several customer
relationship management systems. He evaluated the various outcomes of relationship marketing
techniques and consumer-connection perceptions on long-term customer share growth and
customer retention. He examined the various effects of relationship marketing techniques and
customer perceptions. The outcome showed that while loyalty programs that offer financial
incentives had a positive effect on both customer retention and customer share growth, direct

mailings still affected customer share development and emotional commitment.

The power of customer loyalty programs on consumer behaviour and retention should be further

studied, according to (Verhoef, 2003). On the contrary, (Almossawi, 2012) examined the



significance and effects of customer satisfaction in Bahrain's competitive telecom market.
According to the study payments and savings (like rents, bids, charges, etc.) are key factors in
ascertaining customer experience, loyalty, and a chance of transferring from one service provider
to the other. However, it was discovered that intercommunication factors like customer service,
amiable staff, and user-friendly websites were the least important. From the study, it was revealed
there is a weak relationship between loyalty, satisfaction and retention, while there was a positive

link between satisfaction and retention (Almossawi, 2012)

In Pakistan's telecom industry, (Soliman and J. Kamel, 2021) conducted research to examine the
connection between CRM and retention. The findings also revealed a high impact between the two
variables (CRM and customer retention), suggesting that maintaining healthy relationships with
consumers might help businesses attract and keep customers. According to a study (Kyei and
Bayoh, 2017), the main factors influencing customer retention are service innovation, process
innovation, and marketing innovation. According to the study, service innovation is a crucial factor
in customer retention. The literature is replete with several studies in other jurisdictions on the

correlation between CRM, satisfaction and retention (e.g., Ghavami A. and Olayaei A.).

Research on the impact on customer retention, (Ludin and Cheng, 2016) study a theoretical review
of the impact of CRM on customer satisfaction and loyalty and (Boateng, 2016) studies the
impacts of CRM on customer retention in the insurance industry in Ghana; the mediating role of
customer satisfaction, etc.). For the mediating effect of customer satisfaction on the relationship
between CRM and retention in the telecommunication industry in Ghana, there is little

information. Therefore, a need to conduct the study.



1.3 Main Objective
The main goal of the research is to assess the mediation effect of customer satisfaction on the
relationship between customer relationship management and customer retention in the Telecom

industry in Ghana.

1.3.1 Specific Objectives

The objectives to address the aim of the study are to:

I. Assess the effect of CRM on customer satisfaction in the Telecom industry.
ii. Assess the effect of customer satisfaction on customer retention in the Telecom industry.
iii. Determine the relationship between CRM and customer retention in the Telecom industry with

a mediating effect on customer satisfaction.

1.4 Research Questions
i. Inthe Telecom industry, what is the effect of CRM on customer satisfaction?
ii. Inthe Telecom industry, what is the effect of customer satisfaction on customer retention?
iii. What is the mediating impact of customer satisfaction between CRM in the Telecom

industry?

1.5 Relevance of the Study

The research will be useful to academics and students as a source of literature on CRM, customer
retention, and customer satisfaction. Furthermore, the study will lay the groundwork for future
research while also providing practical support for the mediating impact of customer satisfaction

on the relations between CRM and customer retention in telecommunications organizations. New



knowledge and insights will be gained on the relevance of CRM, customer retention and customer
satisfaction. Additionally, the results of the study will augment the already existing CRM practices
of the Telecommunication companies in Ghana to recreate and deliver customer value to enhance
customer retention. Furthermore, the study will help Telecommunication firms in implementing
various CRM practices such as information exchange, customer involvement, long-term

cooperation, network quality, etc. to retain subscribers.

1.6 Scope of the Study

The theoretical objective of the research is to find the mediating effect of satisfaction on
relationship management and retention in the telecommunication industry. The research’s goal is
to investigate these experimentally in the context of the subscribers of the telecoms. In that context,
the study sample will focus on the staff at Kwame Nkrumah University of Science and Technology
because the staff use telecommunication networks for their work and business activities. The
reason for the choice is due to their level of understanding, better representation and potential to
obtain quality data for analysis. The research's conclusions might apply to subscribers outside of
the study's focus area. The study will examine telecom industry subscribers and this will aid the
telecommunication companies to determine how to improve customer involvement, long-term

partnership and network quality.

1.7 Overview of Research Methodology
The study used a quantitative research method to determine the elements that eventually affected

customer retention. While the secondary data came from journals and website articles; the primary



data were gathered through the distribution of questionnaires. Data gathered was analysed using

SPSS and SMART PLS V4. The Analysed data was presented with a table and figures.

1.8 Limitations of the Study

The limits of the study are; the research took place solely at the KNUST campus and only staff
were of relevance to the researcher. As a result, the research was confined to a fragment of
subscribers of the telecoms. The findings did not apply to the GLO subscribers who were not
captured due to the insignificant number of subscribers. Furthermore, the issue of time was a
limitation of the study, considering the period to deliver the project for assessment. The other
limitation of the study was the availability of funds to execute the project. The issues of finances
made it quite impossible to widen the population to cover the entire country. Finally, the

availability of secondary data from telecommunication companies.

1.9 Structure of the study

There are five chapters in the study. The study’s background, problem statement, objectives,
research questions, significance, scope, and overview of research methodology were discussed in
Chapter One. Chapter Two was allocated to an assessment of significant literature in the field of
study. Chapter Three, which is the methodology comprised of the research design, data sources,
unit of analysis, study population, sample size and sampling technique, data collection tools, and
data analysis. The presentation of data, analysis of the study, and discussion of results were
highlighted in Chapter Four. Lastly, the study’s summary, conclusions and recommendations were

discussed in Chapter Five.



CHAPTER TWO
LITERATURE REVIEW

2.0 Introduction

The section provides an overall literature review of the study. Relying on extensive research and
a collection of related materials, the section begins with an introduction, definition of espoused
terminologies and empirical review of key themes related to the study. The chapter also builds on
the relationship between CRM and customer retention while explaining the mediation effect of
customer satisfaction. Finally, it highlights theoretical models leading to the development of an

appropriate model for the study.

2.1 Customer Relationship Management

Businesses are created to make a profit and expand their customer bases and maintaining
customers is important to every organization including the Telecom Industry. For this reason,
businesses are expected to come up with customer relationship management to maintain their
customers. According to (Anderson and Kerr, 2002), customer relationship management is the
holistic strategy for creating, sustaining, and expanding customer relationships. Furthermore, is a
comprehensive style to find, obtain, and retain customers. By ensuring businesses direct and
organize client relations across numerous channels, business lines and geographical
locations(Buttle and Maklan, 2015). CRM enables organizations to optimize the value of every

customer interaction while driving greater corporate performance.

Since an organization spends a huge amount of money to attract new customers. Organizations
need to create lasting relationships with customers to keep them coming back. (Kumar and

Reinartz, 2018) opined that customer value is critical to CRM thus the economic worth of the

8



consumer relationship to the business is defined as a contribution to margins or net profit.
Customer value in the marketing metric- provides a significant decision in addition to the capacity
to analyze marketing effectiveness. Generally, the importance of CRM is to recognize, attract and
gain fresh customers, nurture and retain those the companies already has, coax past clients, and

reduce marketing and client service cost (Zamil, 2011).

However, the notion of CRM can be looked at from two perspectives; either a strategy or a tool,
that is, if it is done correctly. CRM, as a strategy, can serve as a reference point for all other
approaches in the business; as the key aim of the business is to earn a profit. Hence, setting the
path for the organization to follow, if the strategy interferes with the customer relationship it will
send the organization in the wrong direction. On the other hand, CRM as a tool assists
organizations in better management of their customer relationships and eventually driving more
success, which is largely accomplished through software. This software enables businesses to
automatically track and handle incoming leads while also providing a platform for sales and
marketing to better evaluate their impact. (Kumar and Reinartz, 2018) further, underpin that
multiple software packages and technologies claiming resolutions to provide solutions for several

areas of CRM have been created for commercial use.

Considering today’s world, where businesses with individuals and organizations may never meet
or may not want to meet. Organizations need to create a high level of customer relationships.
Undeniably, customers would want to engage with businesses that understand their needs and
wants. According to (Vlahna et al., 2021), the four components to consider for any successful
implementation of CRM are technology (which comprises applications and infrastructure),
strategy (which comprises the business goals and objectives), process (which are procedures and

business rules) and lastly people (which includes the business structure, skills and incentives). The



overall benefit of implementing CRM in businesses is to attain customer satisfaction that leads to
loyalty (Keh and Lee, 2006). Customer Relationship Management can be divided into tangible
benefits and intangible benefits. According to (Ludin and Cheng, 2016), the tangible benefits are;
an increase in profitability, growth in labour productivity, reduction in marketing expenses,
increased client relations charges and high returns on marketing investment. The intangible
benefits are attaining customer relations, an increased impact of word of mouth, increased quality
of services given to consumers, high communication channels, consideration of customers’ wishes,
what the organization provides, and customer prospects. In summary, for a successful ongoing
relationship with customers, organizations must direct their focus to three components; value in
customer perception, answering to the customer desires and wishes to achieve customer

satisfaction and loyalty of the customer.

2.1.1 Customer Relationship Management Practices

According to (Gebert et al., 2003), CRM practices are methods that emphasize managing
relationships between organizations and their present and potential customer base, as keys to
success. They explain that it is about creating an all-inclusive representation of consumer demands,
behaviours and prospects and controlling those aspects to influence the performance of the
organization. Relationship management techniques foster long-term relationships which aid firms
in client retention. After all, loyal content customers are more valuable than ordinary customers.
(Kumar and Reinartz, 2018), further expand the idea of customer relationship management
practices (CRMP) as the strategies employed for creating value that results in customer behaviour
retention (such as retain, buyback, positive word of mouth), satisfaction and loyalty to a brand.

Frequency marketing, loyalty programs, cross-selling, up-selling, and collaborating with

10



customers including co-branding and joint selling are some of the techniques used. In summary,
businesses to a greater degree are developing or coming up with best practices to inspire clients to

constantly improve their rapport with the companies.

2.1.2 Customer Loyalty Program

It is a marketing style which identifies and compensates clients who make a repeat purchase or
engage with a company frequently. (SYED MAJID KHALIL et al., 2021), explained customer
loyalty as the behaviour of customers who favour a product over all competitors due to product or
service approval. (Ludin and Cheng, 2016) also defined customer loyalty as a continued
relationship between the consumer and the product. They went on to say that switching brands
might be difficult regardless of the problem experienced throughout the business procedure.
Furthermore, they define loyalty as repeat purchases of the same product or service from a similar
product. Similarly (Richard, 2007), establishes that the loyalty of customers is more than a
repetition of action. Thus, consumers can establish loyalty to price, product, business and other

clients.

The significance of client loyalty in a firm's productivity has been expansively recognized in recent
years. Businesses endeavour to develop lifelong relations with their customers because views of
attachment may lead to bigger pay hence the development of loyalty programs to create satisfaction
for customers. It is crucial for customers to be satisfied because that is what affect consumers to
be frequently coming back to the business. This supposes that consumer pleasure, emotional
attachment, trust, choice, reduction, and corporate history are important variables influencing

consumer loyalty (Ghavami, 2006). The loyalty programs provide customers with early access to

11



new products, unique promotions or free things (SYED MAJID KHALIL et al., 2021). According
to (Ghaleb Magatef Elham Fakhri Tomalieh, 2015), the types of CLP are as follows; points system,
tier system, charging an upfront fee for VIP benefits, non-monetary programs around your
customer’s value: providing value to customers in other ways than discounts and dollar rewards,
loyalty card program gift card, return policy for loyal customers and discount overtime or volume
of goods. (Hofman-Kohlmeyer, 2016), propounded that, there are components for developing
loyalty among customers and they are assurance, confidence, fulfilment and attitude. (Gomez et
al., 2006), explained attitude as a long-term liking of an item and a pragmatic opinion is certain to
build true loyalty. Subsequently, (Délarslan, 2014) further defines fulfilment as an assessment of
the supposed disparity between earlier expectancies and the product's real performance; hence the
supposed fulfilment is connected to the endorsement or rejection of anticipations. Confidence is a
vital aspect of ensuring client loyalty; businesses must earn a customer's trust and guarantee the

confidentiality of their information.

Lastly, (Gomez et al., 2006) defined assurance in a relationship as the presence of a cognitive and
affective bond, implying that loyalty cannot be sustained alone through repeated transactions.
Clients may move away from certain products and services for better prices from time to time.
From a business standpoint, the onus is on organizations to decrease these consumer movements.
Accordingly, (Bose and Rao, 2011) indicated that managers typically aim to outwit their

competitors by employing several marketing methods.
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2.1.3 Customer Relational Experience

According to (Parcell, 2007), is the personal reaction consumers have to any direct or indirect
contact with a firm. It encompasses all factors of what an enterprise is offering which includes
customer service quality, advertising, packaging, product and service characteristics, ease of use
and reliability. (Schmitt, 1999), also defined customer relational experience as the insight that trails
from an inspired enthusiasm of a client who witnesses or partakes in an occasion. Such insight
subsequently boosts the worth of products and services. Businesses use intangible services and
tangible products to produce unforgettable experiences for consumers (Tsaur et al., 2006).
Customer experience is important because it affects consumers’ psychological perception which
has a weighty impression on their consequent usage behaviours (Lin, 2016). Enhancing client
relational experience can allow marketers to uncover specialized markets rather than keeping
competitive charges or superior product functions and features (Kao et al., 2007). (Schmitt, 1999),
created an integrated framework for customer relational experience to assist marketers to assess

various types of relational experience.

Customer relational experience (CRE) is a process that generates a connection between the
consumer and the product and offers a remarkable experience for the consumer, in that way
enhancing the worth of the product. (Schmitt, 1999), proposed five types of CRE as a basis for a
comprehensive empirical marketing analysis. They are sensing, feeling, thinking, acting, and
relating. These five (5) senses are mostly in control of this type of experience (sight, hearing, smell,
taste, and touch). The senses can be used to manipulate a user's desire to purchase (Schmitt, 1999).
The feeling is the customer's emotions and inner sensations which are fueled by an experience.
According to (Amornpornwiwat and Kapasuwan, 2018), customers and service or product

providers form a bond through visuals and programs, etc. which help consumers to identify with
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the product and experience pleasant emotions. Also with the thinking, it targets the user to think
more imaginatively by employing artistic approaches. An understanding of the experience
supplied by the marketing operators is made possible by the creative integration of the user's habits
and experiences (Chen and Lin, 2015). Additionally, with acting, the experience mixes several
behavioural options, such as movement, habitation, and social interaction. Actions taken daily by
users can either leave a long-term imprint or trigger an involuntary instant response. (Ludin and

Cheng, 2016).

Lastly, relating experience transcends feelings and emotions, linking the idyllic self to other
individuals or cultures. Subsequently, a connection is made between the individual and a larger
social structure (Lee et al., 2016). The customer relational experience is presently common because
each encounter is instituted by different experience types, which businesses can exploit to create a
suitable experience prototype for their products. Furthermore, creating a positive customer

experience is imperative for every organization

2.1.4 Network Quality

According to (Haryadi, 2017), the quality of a network refers to a set of factors that affect how
well traffic performs on a telecommunication network. He explains further that the joint result of
service performance defines the extent of the service user contentment. Hence offering a
dependable service that can please customers is critical for any firm. Customer satisfaction is
largely dependent on a network’s availability, reliability, stability and the breadth of coverage of
the signal is a key factor in influencing the loyalty of customers. Therefore customer satisfaction

must be measured in network performance. (Parasuraman et al., 1985) created a service model
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called SERVQUAL,; the model outlines how service quality can be assessed. It is often quoted in
marketing and retailing literature and is also widely used in the industry. The means are tangibility,
reliability, responsiveness, assurance and empathy. The concept of tangibility clarifies why the
organization's physical environment appeals to customers, staff, communication materials, and
equipment collectively (Shava, 2021). Reliability refers to an organization's capacity to supply
services on demand when asked and with little tolerance for error (Shava, 2021). The SERVQUAL
model's responsiveness also explains why sometimes personnel are prepared to immediately
address problems with customers (Shava, 2021). The fourth component of the model which is
assurance also talks about the ability of employees to make clients trust and have confidence in
them that they have the requisite knowledge to effectively address client concerns (Shava, 2021).
The final element of the model is empathy; which is the capability of employees to offer care and
attention which is every customer’s desire (Shava, 2021). Delivering a service performance that
can please clients is essential for customer retention and a technique to guard against customer

churn.
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Source: Hashemi &Abbai, (2014)

2.2 Customer Satisfaction

(Kotler, 2000), defined customer satisfaction as an individual’s feelings of pleasure or
disappointment emanating from comparing a product’s perceived performance to his or her
expectations. (Guido, 2014) also explained customer satisfaction as a client's essential valuation
of his or her level of fulfilment about judgements made concerning the purchase and use of
particular goods and services. For many years, it has been believed that a company's ability to keep
its consumers happy is what ultimately determines whether they would leave or not. Even if
customers seem to be content, businesses still need to know how to maintain them. Customers play
a vital part in the business’s survival and sustainability without a customer, the business will not
be operating effectively. Therefore, consumers are the main source of business revenue. The
satisfaction of a client about a product or service is paramount to businesses and a satisfied
customer is imperative in the company since sustaining a pleased buyer is inexpensive than finding
a new one (Yussoff and Nayan, 2020). A pleased buyer will keep purchasing or using the same
products or services by a firm because of the efficacy of the company (Yussoff and Nayan, 2020).
Besides the repetition of sales, customers work as a link to reach other prospective customers by
sharing their experiences. There are a lot of theories underpinning customer satisfaction, for the
study the expectation theory will be used. According to (Sinclair, 1998), the theory is commonly
known as the Expectancy-Disconfirmation Theory. It is the most recognized theory regarding
customer satisfaction processes. The theory indicates that a consumer's pleasure or discontent is
assessed by comparing the performance of a product or service to predefined performance
standards. The prearranged criteria according to the viewpoint is the buyer's predictive prospects.
There are three possible outcomes of the comparison; the first outcome states that a positive

disconfirmation happens when performance is perceived to be better than those predetermined
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expectations. In that case, a customer is delighted. The second outcome states that a zero
disconfirmation happens when performance is perceived to be equivalent to the expectations; thus,
clients are most likely to be fulfilled. Consequently, a negative disconfirmation will lead to
discontented or unhappy customers. Customer satisfaction helps to provide comparisons to other
organizations(SS, 2018). Satisfaction is connected with acceptance, pleasure, enthusiasm and
happiness(Bauer et al., 2007). Some of the factors that affect satisfaction, according to (Bauer et
al., 2007), include courteous, knowledgeable and helpful employees, the accuracy of billing, good

value and billing clarity.
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Friendly
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Figure 2. Factors that affect customer satisfaction, Source: Hokanson (1995)
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2.3 Customer Retention

Customer retention (CR) is increasingly becoming a crucial managerial concern especially when
the market is saturated or the growth of new customers is sluggish. (Ghavami, 2006) indicated that
customer retention is been acknowledged as a key objective of CRM, especially given its ability
to provide larger relationship dynamics, i.e., the idea that keeping customers costs less than
acquiring new ones. Customer retention is described as focusing a business' selling efforts on its
current clients (Bateson and Hoffman, 2023). It justi fies the idea that businesses engaged in
customer retention initiatives should focus on keeping existing customers satisfied to create and
maintain long-term relationships rather than trying to attract new ones. Although many businesses
appreciate the value of client retention, only a small number of them are familiar with its internal
economics. From the beginning of the 1990s, research has determined the financial advantages of
acquiring customers as opposed to keeping existing ones. Research by (Kumar and Reinartz, 2018)
revealed the economic value of client retention; discovering that a little improvement in client
retention has a significant and favourable impact on productivity e.g. (a 5%-point gain in CR brings
about a significant enhancement in productivity in terms of current worth). The findings have
significantly contributed to highlighting the crucial part that client retention plays within CRM
strategy (Padilla-Meléndez and Garrido-Moreno, 2014). Traditionally, firms have placed more
importance on making sales than cultivating relationships, on up-selling and cross-selling than on
after-sale service. The definition of the phrase "customer retention™ in the telecommunications
sector could be changed to customers who are consistently and firmly committed to using the
company's goods and services and expressing satisfaction with them (Ouma et al., 2013).

Therefore, to guarantee the consumers’ continuous use of the telecom’s services, the telecom must
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first increase customer satisfaction and, as a result, client retention. Consumers are a firm's strength

and producing customers is the key goal (Ascarza et al., 2017).

2.4 Theoretical Framework

The section reviews the main theoretical framework that is relevant to the investigation and
comprehension of customer retention. The theory serves as a foundation for the research variables
and exemplifies how the theory may be used to elucidate the CRM phenomena. There are various
types of CRM models, but the researcher chose the Identify, Differentiate, Interact and Customize
method because of its modern ideology of CRM. This theory was propounded by Peppers and
Rogers. The IDIC model offers a solid background on which firms can navigate through
customers’ engagement and work to promote customer satisfaction and retention. The model
expatiates four (4) actions needed to foster closer one-to-one relationships with customers which

are as follows;

a. Identifying (I) the customers and having a thorough grasp of them.

b. Differentiating (D) customers to determine which ones have the greatest current worth and
future potential. Accordingly, the model will aid in customizing the management of each
client based on their association with the business and their desires. Also, the variation task
will comprise a business in categorizing their clients by both their value to the firm and by
what needs they have.

c. Interacting (I) with the customers to know customer prospects and how they relate to business

products and services
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d. Customizing(C) to meet the customers’ prospects. With the help of these four (4) actions, a
reasonable idea can be drawn for new approaches and product customization(Bolton and

Tarasi, 2007).

Information to the organization
about the customers and their needs

Identify _ _ Interact Customize
your Differentiate your with the your
customers customers by their customers products

. as value to the according to and
individuals- org_anlzatlon and their values services, to
and let them their need_s fr_om and their customers’

feel you the organization needs needs
know them

' :

Information to customers,
about your ability to cope
with their needs

The “value Sieve”

Figure 3. IDIC Model by Peppers and Rogers (1995)

2.5. Hypothesis Development

2.5.1 Customer Relationship Management, Customer Satisfaction and Retention
The core of the service industry is mostly customer relationship management. Customer

relationship management is all the actions, approaches and technologies that businesses use to
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manage their communications with their present and prospective customers. There is no doubt that
CRM helps organizations to understand their customers’ needs and also achieve their relationships
with the customer intelligently to envisage the future. Such knowledge offers a vital competitive
variation for businesses to increase market share and reduce operational costs. However, an
efficient customer relationship management implementation will likely affect customer
satisfaction for various reasons. The effect of CRM on satisfaction is influenced by a variety of
aspects, including brand building, brand loyalty, long-term market share and sales growth, creation
of a favourable external environment and proper workflow management (Mazikana, 2023). CRM
enforces the happiness of customers and this enhances the organizations’ connection with their
customers (Cavaliere et al., 2021). Furthermore, CRM practices, strategies and systems are
powerful tools in the arsenal of customer retention where businesses can capture, access and
analyze consumers’ data to determine which customers are most interested in retaining, (Ghavami,
2006). Accenture Consulting CRM study (2000) reveals that a US $1 billion company with an
increase of 10 % in CRM capabilities would rise by US$40 billion. According to Cook (2008),
CRM systems provide an opportunity for organizations to manage their relationship with
customers and the more information a business has about their customers the better. Given that,
businesses can identify the desirable customer segment or micro-segment on a one-to-one basis
and create unified programs to make the most of both value to the customers and the lifetime value
of clients to the organization enhancing retention (Cook, 2008). Undeniably, customers are excited
and satisfied when businesses can develop offers that suit their tastes and preferences. It lessens
the burden of choosing from many options, hence the key component of customer retention is
customer satisfaction which arises from efficient CRM systems. Therefore, a good CRM will

automatically lead to an increase in customer satisfaction which obviously will lead to customer
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retention. Because as the customers feel better about a brand, they are likely to repeat the process
(M. Kamrul Islam Shaon and Hasebur Rahman, 2015). This underlying idea cuts across every

institution.

On this basis, the subsequent hypothesis is stated:

H1: There is a significant and direct relationship between customer relationship management and

customer satisfaction.

H2: There is a significant and direct relationship between customer relationship management on

customer retention

2.5.2 Customer Satisfaction and Customer Retention

Although it is not always true that a happy client will stick with a telecoms service provider, there's
a chance they will be willing to put their trust in it if they need to make more purchases. In the
business world getting customers to buy is a challenge and objective of every company. Therefore,
if a customer purchases once, the company’s client satisfaction and retention actions change into
gear. To a get someone to try a firm is difficult and getting them to be a repeat customer is even
more difficult. That is the fundamental connection between customer satisfaction and retention
(Cruz and Vitales, 2015). (Jahroni dkk, 2021) also argues that in as much the two variables relate
in reality there may be cases where the variables show a distinctly opposite behaviour. Such that
dissatisfied customers may remain while satisfied customers may leave due to the market being
overly crowded and highly competitive yet the concept must stimulate businesses to seek new
opportunities and adopt new tools and techniques. Once more, a study was conducted by

(Alshurideh et al., 2012) to ascertain the extent to which satisfaction affects retention. It was
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discovered that there is a symbiotic connection between customer satisfaction and customer
retention. In the same vein, (Luo etal., 2011) propose that the satisfaction of the needs of customers
creates room to keep customers and foster loyalty for constant patronage. Certainly, there is a
significant relationship between the two if businesses can achieve their stated objectives because
the degree of retaining dictates the extent or degree of achicvement of the firm’s objective (Luo et
al., 2011). The relations between satisfaction and long-term retention of clients are generally
developed by marketing practitioners in a definite method and are therefore treated as the primary
point,(Hennig-Thurau and Klee, 1997). Their correlation is subject to many factors such as the
state of the market, fluctuations in price, service or products, customer support and target audience

and demographic.

Based on this discussion, the following hypothesis is stated:

H3: There is a significant relationship between customer satisfaction and customer retention

2.5.3 Mediation Effect of satisfaction on the relationship between Customer Relationship
Management and Customer Retention

Customer satisfaction and retention are the objectives of CRM programs (Almohaimmeed, 2019).
Research has established this claim that customer relationship management authorizes businesses
to develop effective management relations so that the actions of the various departments in the
business will aim at pleasing and retaining customers (Kotler, 2000). Furthermore, (Kumar and
Reinartz, 2018) describe CRM as the deliberate process of selecting clients that a company can
serve gainfully and shape relations between a firm and these clients and the main objective is to

heighten the present and prospective value of clients for the organization. According to the findings
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of a study, CRM has a positive impact on satisfaction and retention (Soliman and J. Kamel, 2021).
According to (Parvatiyar and Sheth, 2001), firms have utilized customer satisfaction and retention
as metrics to gauge the effectiveness of customer relationship management. (Hassan et al., 2015)
mentioned that CRM practices are meant to increase customer retention and satisfaction, which
will increase a company's income. According to (Bhatti et al., 2016) CRM significantly improves
customer satisfaction, customer retention, and all other variables because effectively tailoring
products, marketing and services to consumer needs by using data collected on their, purchases,
preferences, interests and other factors will increase profits. (Bhatti et al., 2016) suggested that
CRM impacts customer satisfaction and customer retention significantly. (Guo and Wang, 2015)
also revealed that unit growth in CRM affects customer satisfaction and retention positively.
Customer satisfaction is one concept that closely relates to customer loyalty and has a mediating

effect on the relationship between CRM and customer retention (Cavaliere et al., 2021).

The following hypothesis is stated based on the above discussion:

H4: There is a significant mediating effect of customer satisfaction between customer relationship

management and customer retention

2.6 Conceptual Framework

The conceptual framework proposed the relations between CRM, customer satisfaction and
retention to enhance the understanding of the study. Figure 4, presents the conceptual framework
of the study which suggests that the telecom companies’ effective customer relationship

management activities can result in customer satisfaction and ultimately customer retention. A
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repeated customer is most likely to be a satisfied customer. The conceptual model and assumptions

presented below are based on these arguments.

Customer
Satisfaction

Customer
Retention

Customer
Relationship
Manaaement

Fig. 4 Conceptual framework for the study

Source: Designed by the Author
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CHAPTER THREE

METHODOLOGY
3.0 Introduction
The section outlines the techniques that were used by the researcher to achieve the outlined
research objectives. The chapter highlights the design, study area, population and sampling

techniques, data collection, research instrument and analysis.

3.1 Research Design

According to (Collins et al., 2004), research design is a methodical concept to carry out various
tasks of the research. (Daud et al., 2015) also, state that is a blueprint that is followed to complete
a study. (Collins et al., 2004) highlights the types of research design; they are experimental,
observational, quasi-experimental and descriptive research designs. The study employed the use
of quantitative methodology and a descriptive research design to enable the researcher to test for

the hypotheses stated.

3.2 Profile of Study Area

The Telecommunication industry is one of the key drivers of Ghana’s economy. This is because
Information and Communications Technology (ICT) policy is liberal. ICT accounts for 65% of the
major investments, 8% of communications and public administration account for 27%,
(Telecommunications in Ghana, 2019). Since 1994, Ghana Post, Telephone and Telegraph- the
current government corporation, was in charge of the country's Telecommunication Industry.

Ghana's telecom market transitioned from being government-controlled to being competitive
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between 1994 and 2000, allowing for the operation of powerful internet and mobile telecom
network providers. Currently, the core governing bodies of Ghana’s Telecommunication industry
are The National Communications Authority and the Ministry of Communications in Ghana
(Mpwanya and Letsoalo, 2019). In 2010, six (6) mobile phone companies and two fixed lines had
been permitted to work in Ghana of which five (5) were effective. There were 13 permitted satellite
providers, and 8 of them were active. In addition, 176 VSAT providers were authorized of which
57 are in operation and lastly, 99 public and private network operators were also approved of which
25 are in operation. Ghana was among the first nations to connect to the Internet and has the third-
fastest speed on the continent of Africa with an average home download speed of 5.8 Mbit/s. In
February 2014, there were 110 countries with the fastest Internet speeds, compared to 188
countries worldwide. In 2009, there were 1.3 million users of the Internet. Among the authorized
telecom firms are MTN, Vodafone Ghana, Tigo, Bharti Airtel, Glo Mobile Ghana Limited, and
Expresso Telecom, which bought Kasapa Telecom. 2017 saw the merger of Tigo with Airtel
Ghana to establish AirtelTigo. The prefix code of Ghana for international calls is +233
(Telecommunications in Ghana, 2019). Currently, the major telecom operating companies in the

country are three (3); MTN, VODAFONE and AIRTELTIGO.

3.21MTN

Mobile Telecommunication Network (MTN) was listed as an establishment in the country in 1994.
After two years, in 1996 November, they started working with the brand name Spacefon. That is
how MTN's history began. The first GSM (Global System for Mobile Communication) service, as
well as improved features like call forwarding, call blocking, call waiting, Caller ID, and itemized

billing, were launched by Spacefon into Ghana's telecom industry. Scancom has witnessed a
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continual transition of its client offerings founded on advancing technology, from GPRS, EDGE,
2G, 3G, and HSPA to fiber optics and 4G capabilities, all driven by the desire to provide top-notch
services. They ushered the republic into a new era of technological development in 2009 with the

introduction of Mobile money and the launching of 3G services, (All Africa, 2021).

3.2.2 VODAFONE

On July 3, 2008, Vodafone announced that it had reached an agreement with the Ghanaian
government to buy 70% of Ghana Telecom for US$900 million, for a total firm value of around
US$1.3 billion. Later when the acquisition was completed, VVodafone owned 70% of the company,
while the Ghanaian government owned 30%. The transaction was completed on August 17, 2008.
In the seven years since, the fundamental mix of mobile and fixed offers has been supplemented
by several value-added services, particularly those linking mobile money and broadband data.
Being consistently at the forefront of innovation in Ghana makes it necessary for any Vodafone
company to stay ahead of the curve, but the Company's ability to act locally within a larger
organizational framework has allowed it to garner many awards and honours over the years. Its
mobile money platform is further evidence of this, with the development of M-Pesa, a service that
targets the specific demands of the home population and the local business sector (Vodafone

Ghana, 2019).

3.2.3 AIRTELTIGO

It is the 2" largest mobile network operator in the country according to AirtelTigo corporate

report. In November 2017, Tigo Ghana Limited and Airtel Ghana Limited merged, with equal
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ownership and governance agreed upon by the two parent organizations Millicom International
Cellular S.A. and Bharti Airtel Limited. The transaction suggested that AirtelTigo would now
function as a government-owned corporation in Ghana. According to the terms of the transaction,
the country’s government received 100% ownership of Airtel Tigo. The network is made up of
radio access networks that offer 2G GSM services across the 900 and 1800 MHz bands, as well as
3G UMTS on B1 (2100 MHz) with DC-HSPA+ data. There had been no deployment of 4G LTE
services. According to their Chief Information Officer, "With the merger concluded, the
organization is ready to deliver on their promises,” he stated. "They have opened up their entire
ecosystem for integration, payments, and delivery.” They were utilizing machine learning and Al
to better understand their consumers' needs and provide them with customized services. With this
background information on the telecom industry, the study will target users of the three major
telecom operators in Ghana. Qualifications for selection for the study participants will be based on

age and having in-depth knowledge (Bharti, 2017).

3.3 Study Population

According to (Daud et al., 2015) , a target population is a set of people or objects to which
researchers hope to generalize the findings of their research. The research's target population
consists of telecom subscribers who benefit from customer relationship management strategies.
The target population for this research consists of staff at Kwame Nkrumah University of Science
and Technology (KNUST) in Kumasi. According to KNUST’s Quality Assurance and Planning
Unit, the current statistics for working staff enrolment is Three thousand four hundred and

forty-four (3,444).
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3.4 Sample and Sampling Technique

According to (Canet et al., 2010), sampling is a method of selecting a smaller and more
controllable group of participants to participate in the study procedure and simplify the outcome
of the entire study populace. Due to the large size of the target populace, the sample magnitude
will be determined using the (Eisenstein et al., 2001) method. The formula indicates that for
surveys, a coefficient of variation of 21% to 30% and a standard error of 2% to 5% are permitted.
Regarding the stability of any probability distribution as a measure of variability, Nassiuma's
equations make no assumptions. In this study, a standard error of 2% and a coefficient variation
of 25% will be used. For a low inconsistency in the sample and reduced degree of error, the higher
perimeter for a coefficient of variation and standard error will be chosen. The formula will be;

r N(CV)2
T (CV)2+ (N=1)e2

Where:

S

S = the sample size

N= the population size (3444)

CV= the coefficient of variation (25%)
e= the standard error (2%)

Therefore, the sample size is

3444(0.25)?
= (0.25)2 + (3444 — 1)0.022
_215.25
1.4397

S=149.51
S=150 subscribers

Therefore, the sample size of this study is 150 subscribers based on the (Eisenstein et al., 2001)
formula for determining sample size as depicted above. Probability sampling was used for this

study since every person in the population has a chance of being chosen (Roberts-Lombard, 2002).
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Simple random sampling was used to choose a sample of 150 respondents. The purpose for the
choice of this method is because the population is made up of subscribers and it will eliminate bias
in the selection of sample elements. The sampling technique is the purest form of probability
sampling (Cooper and Schindler, 2006). Again, Pandey and Pandey, (2015) confirm that the

technique is free from subjectivity and personal error.

3.5 Data Sources

The study utilized primary and secondary data-gathering instruments. The primary data collection
focuses on subscribers’ demographic background, perceptions of customer relational experience,
customer loyalty program, network quality,) customer retention and customer satisfaction in the
telecom industry in Ghana. In addition, the secondary data were also obtained from published
information about customer relationship management. Responses were based on the English

language. Findings from the techniques were compared to allow for data cleansing and analysis.

3.6 Data Collection Instruments and Procedure

The data was accumulated through formally administered questionnaires to achieve the stated
goals of the research. Close-ended questions were used to obtain the respondents' unbiased
opinions, followed by follow-up inquiries to clarify any ambiguous issues and save time. It was
collected through face-to—face. The questionnaires were planned based on the five-point Likert
scale (1=Strongly Disagree, 2=Disagree, 3=Uncertain, 4=Agree, and 5=Strongly Agree), with high

scores indicating more certain comments. The reason for the chosen scale is to get the desired
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responses to the various questions and also enable the study purposes to be achieved. Additionally,

individuals will answer based on their perspectives.

3.7 Pre-Test of Instrument

To evaluate the rationality of the questionnaire, a trial test was undertaken using a small group to
represent the populace. A minimum of ten (10) participants were used to pretest the questionnaire.
The surveys were filled out by participants to improve the elucidation, interpretation, language,
and layout of the questions. It was based on the feedback and recommendation from the
respondents that revisions were made, therefore the vast survey respondents had no trouble

answering the questions.

3. 8 Data Analysis

A quantitative approach was used in the data analysis. The researcher assessed and entered the
data into the software to facilitate the statistical analysis. The quantitative data was organized and
analyzed using descriptive statistics with the help of the SPSS software. In addition, the statistical
procedure used to address the purpose of the research was a structural equation model (SEM) using
SMART PLSV4. The structural equation model (SEM) was utilized to assess several multiple
regressions at an instance and assess the strength of the relationship of the independent variables
on the dependent holding other variables constant. Moreover, to reduce the path models for the
variables measuring Customer Relationship Management a Higher-Order Constructs also known
as hierarchical model component (HCM) was used. One of the features of PLS-SEM is a generic

construct that is measured at a higher degree of abstraction while examining numerous sub-
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components simultaneously. (Md Salleh et al., 2021) describe HCM as specific features of a
broader conceptual variable of interest. There are four types of HCM they are reflective- reflective,
reflective-formative, formative -formative and formative-reflective. For this study, the researcher
explored the reflective-formative model because the reflective indicators are in the first order and
the dimensions in the second order are formative. Lastly, SMART PLS software was deployed to

test for the mediation of the research.

3.9 Reliability

Reliability explores whether a measurement tool yields constant results each time it is applied.
(Crick and Yu, 2008) outlines reliability as the degree to which a measuring device is constant and
consistent and repetition is the cornerstone of reliability. Cronbach Alpha and Composite
reliability are the often-used approaches for defining reliability. Cronbach alpha coefficient, which
is frequently used to evaluate reliability for measurement scales with multiple-point items was
used to conduct the reliability test (Whitley, 2002). It assesses the internal consistency among a
set of items (Hajjar, 2018). The set of items' homogeneity is indicated by a coefficient that ranges
from 0 to 1. (Hajjar, 2018) states that good reliability requires at least a coefficient value of 0.70.
Additionally, composite reliability was employed to test the degree to which the set of constructs
represented by the model is related to a certain latent variable in the structural equation modelling.
The PLS-SEM method prioritizes the items based on their dependability. Thus, the researcher
added the composite reliability to enhance the quantification of the internal consistency due to
Cronbach's alpha's drawbacks. The various exterior loadings of the construct's components were
taken into account by composite reliability. Hair et al. (2014) establish that the acceptable

composite reliability scores are between 0.60 and 0.70. Values less than 0.60 are unacceptable.
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3.10 Validity

The extent to which a collection of measurements correctly captures the notion of a study is stated
as validity, according to (Hair etal., 2010). Additionally, (Japhet and Usman, 2013) indicated that
it refers to how well a set of data collected for research covers the specific area of investigation.
According to (Field, 2005) it measures what is intended to be measured. The four (4) types of
validity are construct, face, content and criterion validity. Face validity measures the closeness of
specific constructs, in the judgement of non-expert (Field, 2005). Two types of validity were
conducted for the study; content validity and construct validity. According to(Straub and Gefen,
2004) content validity is the measurement of how closely an instrument item corresponds to the
topic it is designed for. Construct validity refers to how well one translates a concept or an idea

that is a concept into functioning and operating reality (Field, 2005).

3.10.1 Content Validity
For this study, content validity was used to measure the validity of the study. To establish content
validity, a trial study was carried out for on a pilot set of participants. The trial study responses

assisted the researcher in making necessary changes to the questionnaires.

3.10.2 Construct Validity

Furthermore, construct validity was employed to measure the extent to which the test items
evaluate the underlying theoretical construct it is intended to examine. Construct validity was
evaluated using PLS-SEM. To measure the construct validity, the convergent validity was first
established then the researcher tested for discriminant validity. The two together assess construct

validity
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% When an item can correlate favourably with additional items of the same construct is
known as convergent validity. The premise is that if two or more measures of the same
object are valid measures of the concept, they should covary substantially (Bagozzi et al.,
1991). (i.e., by determining the average variance extracted, (Hair et al., 2014) before testing
for the discriminant validity. The average variance extracted (AVE) of at least 0.50 is
recommended. (Hair et al., 2014) express that if the outer loadings of the elements are less
than 0.50, the researchers must eliminate them from the construct.

< Discriminant validity demonstrates how accurately a test captures the idea it was intended
to capture. The Fornell and Larcker Criterion was chosen because it is the most used
method.(Fornell and Larcker, 1981) state that the square root of the AVE for a concept
must be higher than the correlation with the other constructs for criterion discriminant

validity to be proven.

3.11 Higher-Order Construct (HOC) —Customer Relationship Management

For the higher-order construct (hierarchical model component) the reflective-formative model was
used. Based on three lower-order constructs, customer loyalty program, network quality, and
customer relational experience, customer relationship management was the higher-order construct

in the study. The higher-order formative construct was validated using a variety of techniques.

Redundancy analysis, which assisted in proving convergent validity, is the first step towards
validating customer relationship management as a higher-order reflective-formative construct.
Convergent validity in formative measurement model evaluation refers to how well the
formatively stated construct correlates with a different reflectively measured variable of the same

concept. Redundancy analysis is the term used to describe the process, which was first proposed
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by Chin (1995). According to (Duncan, 1995), a single item that encapsulates the essence of the
construct under discussion is enough as a substitute measure. According to (Hair et al., 2017), the
concept should correlate with the reflectively assessed item(s) of 0.708 or higher, meaning that the

construct accounts for more than fifty per cent (50%) of the variation in the alternative measure.

The statistical significance and relevance of the outer weights are next evaluated. If the outer
weight is significant. The higher-order formative construct of customer relationship management

is further validated.

3.12 Ethical Consideration

The main issues that were considered here were; confidentiality, informed permission, and secrecy.
The study's participants received enough information about the study. Participants were given
options to turn out of any activity that would influence them in any manner. Additionally, they
were informed about the nature of the research and its methodology, and given the option to ask
questions throughout the research. By making sure that respondents' identities were kept secret
during the data collection process and treating all participants equally and with respect, the
confidentiality of the information gathered from them was safeguarded. The above methodologies

and procedures were employed to gather the data required for discussion.
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CHAPTER FOUR
PRESENTATION OF DATA, ANALYSIS AND DISCUSSIONS
4.0 Introduction
The section comprises data analysis, presentation and interpretation gained from the survey. The
results are presented according to the objectives of the study. The chapter provides information

about the respondents’ demographics and other responses from the surveys conducted.

4.1 Demographics of Respondents

Table 4.1 summarizes the characteristics of the respondents’ population. Females make up the bulk
of respondents 52% (78) while males make up the remainder 48% (72). 42.7% (64) of the
respondents were between the ages of 22 years and 32 years. 20% (30) of the respondents were
between 33 years and 42 years, 28% (14) of the respondents were between 43 years and 52 years
and 9.3% (14) were over 53 years. Less than 10% (10) of the respondents had a Junior High
educational background, and 10.7% (16) had a Senior High education. 8.7% (13) of the
respondents had a diploma education, 34% (51) had a Bachelor’s Degree, 23.3% (35) of the
respondents had a Master’s Degree and 16.7% (25) of the respondents had a PhD. 25.3% (38) of
the respondents use all three networks, 24.7% (37) use MTN and VVodafone concurrently, 23.3%
(35) use MTN, 11.3% (17) use Vodafone, 11.3% (17) use Airteltigo whiles 2% (3) use Vodafone
& Airteltigo and MTN& Airteltigo. For the mobile money service used; MTN recorded 54% (81)
which means is the most preferred mobile service provider compared to Airteltigo (20%) and
Vodafone (18%). Over 50% (38) of the respondents had used the services of network providers

for over 11 years.
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Table 4.1 Demographic Background of Respondents

Variables

Male
Female
Total

22- 32 years
33- 42 years
43- 52 years
Over 53 years
Total

JHS/Middle School
SHS

Diploma /HND
Bachelor’s Degree
Masters’ Degree
PhD

Total

MTN

Vodafone

AirtelTigo

All Networks

MTN and Vodafone
Vodafone and AirtelTigo
MTN and AirtelTigo
Total

MTN
Vodafone
AirtelTigo
All Networks
Total

Frequency Percent

Valid Percent (%)

GENDER
72 48.0 48.0
78 52.0 52.0
150 100.0 100.0
AGE (YEARS)
64 42.7 42.7
30 20.0 20.0
42 28.0 28.0
14 9.3 9.3
150 100.0 100.0
EDUCATIONAL BACKGROUND
10 6.7 6.7
16 10.7 10.7
13 8.7 8.7
51 34.0 34.0
35 23.3 23.3
25 16.7 16.7
150 100.0 100.0
NETWORK USED
35 23.3 23.3
17 11.3 11.3
17 11.3 11.3
38 25.3 25.3
37 24.7 24.7
3 2.0 2.0
3 2.0 2.0
150 100.0 100.0
MOBILE MONEY SERVICE USED
81 54.0 54.0
27 18.0 18.0
30 20.0 20.0
12 8.0 8.0
150 100.0 100.0

38

Cumulative Percent (%)

48.0
100.0

42.7
62.7
90.7
100.0

6.7
17.3
26.0
60.0
83.3

100.0

23.3
34.7
46.0
71.3
96.0
98.0
100.0

54.0
72.0
92.0
100.0



YEAR OF USING NETWORK

1-3 years 17 11.3 11.3 11.3
4-7 years 29 19.3 19.3 30.7
8-10 years 26 17.3 17.3 48.0
Over 11 years 78 52.0 52.0 100.0
Total 150 100.0 100.0

4.2 Structural Equation Modeling (SEM)

The SEM was utilized to analyze hypothesized correlations. The statistical tool was selected
because it can evaluate several multiple regressions concurrently. Moreover, it provides a chance
to adjust the model, as well as the model's overall fit and residual errors associated with each scale
item (Hair jr et al., 2015). As recommended by (Hair et al., 2011), the SEM was carried out in two

phases; the measurement model and the structural model.

4.3 Measurement Model
The evaluation of the model was used to determine the quality of the constructs in the study. The
calculation of the factor loadings was the first step in the assessment of the quality criteria, which

was then followed by reliability and construct validity.

4.3.1 Factor Loadings

The term "factor loadings" describes how closely each item in the correlation matrix corresponds
to a specific principal component. The study had twenty-seven (27) test items in total. Due to poor
results of some of the test items seven (7) of those items were taken out. Table 4.2's findings
demonstrate twenty (20) variables that describe network quality, customer relational experience,
loyalty programme, retention and satisfaction. The matrix yielded a five-factor structure. Factor 1

is a customer loyalty program, factor 2 is customer retention, factor 3 is customer retention, factor
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4 is customer satisfaction and factor 5 is network quality. The loadings range between -1.0 and
+1.0, with larger complete values representing a stronger association between the underlying item
and the underlying factor"(Marsh et al., 2010). The findings established that the factors had a
loading above 0.50 no item showed factor loadings that were less than the suggested value of 0.50

(Hair jr et al., 2015) representing a good internal reliability. The table shows the factor loadings.

Table 4.2 Factor Loadings

SCALE FACTOR

1 2 3 4 5

CLP1 always accumulates rewards for customers 0.756

CLP2 offers discounts to their customers 0.673

CLP4 offers gifts such as call time, data and cash 0.772

CLP5 customer is regularly updated on service changes 0.691

CR1 consider service provider as my first choice 0.861

CR2 patronize my service provider in the next few years 0.794

CR3 encourage others to patronize my service provider 0.858

CR5 recommend the service provider to someone who seeks advice 0.829

CREL1 feel safe with the service provider 0.77

CRE?2 customer service is courteous 0.864

CRES3 service provider simplifies procedures in transaction 0.818

CRES5 makes it easy for electronic credit transfers 0.775

CS1 satisfied with this service provider's services 0.836
CS2 | get value for money with this service provider 0.752
CS3 1 will continue to use this service provider's services 0.753
CS4 my service provider meets my expectation 0.864
CS5 this service provider(s) has met my expectation 0.886
NQ3 ensures network clarity and speed for calls to other services

NQ4 service provider ensures prompt money transfer services

NQ5 connection to other networks from my service provider

NQ?7 have technological knowledge and skills in solving a customer problem
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4.4 Reliability Test

Table 4.4 displays the outcome for both approaches of reliability. Cronbach alpha values varied
from 0.695 to 0.877, whereas the composite reliability statistics ranged from 0.815 to 0.911. Both
reliability indicators have data greater than the acceptable level of 0.70 (Hair et al., 2011).

Construct reliability is thus proven.

Table 4.3 Construct Reliability Analysis

Variables Cronbach's alpha Composite reliability
CLP 0.695 0.815
CRE 0.821 0.882
NQ 0.787 0.862
CR 0.856 0.902
CS 0.877 0.911

FOOTNOTES: CLP- Customer Loyalty Program, CRE- Customer Relational Experience, NQ- Network

Quality, CR-Customer Retention, CS- Customer Satisfaction

4.5 Validity Test

4.5.1 Content Validity

To establish that a survey was created for a pilot set of respondents with all test items for an
appraisal of the test items. The feedback indicated that all test items were relevant to the targeted
construct designed to be measured. Furthermore, the test items were given to an expert for his
overall assessment, the outcome suggested that the questions reflect the domain of the variables
based on the literature. Based on the above it was confirmed that all the test items had been fairly

represented.
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4.5.2 Construct Validity

Table 4.4 displays the AVE value for each variable. When the AVE value exceeds the endorsed
value of 0.50, item coverage to measure the underlying construct is established (Fornell and
Larcker, 1981). Based on the statistics in Table 4.4 all the outcomes for the variables were greater

than 0.50.

Table 4.4 Construct convergent validity

Variables AVE
CLP 0.524
CRE 0.652
NQ 0.611
CR 0.698
CS 0.672

FOOTNOTES: CLP- Customer Loyalty Program, CRE- Customer Relational Experience, NQ- Network

Quality, CR-Customer Retention, CS- Customer Satisfaction

a. Discriminant validity - The notion is that if two or more concepts are distinct, appropriate
assessments of each should not be overly correlated (Phillips, 2016). The study found that
a construct's square root of AVE (bold) was bigger than its correlation with other
constructs, as shown in Table 4.5 As a result, there is significant support for the

establishment of discriminant validity
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« Fornell and Larcker Criterion

Table 4.5 Discriminant Validity

FORNELL & LARCKER

Variables CLP CR CRE CS NQ
CLP 0.724

CR 0.558 0.836

CRE 0.619 0.793 0.807

CS 0.535 0.773 0.681 0.820

NQ 0.47 0.498 0.497 0.515 0.782

4.5 Higher-Order Construct (HOC) —Customer Relationship Management

The formative model was tested for issues with collinearity, which entails assessing collinearity.

Values for the variance inflation factor (VIF) were examined. Collinearity increases as VIF values

increase. Collinearity issues are indicated by VIF values of 5 or above (Thompson et al., 2017).

Because the VIF values for the formative higher-order CRM were less than the suggested value of

5, collinearity did not present a threat in the current investigation. Outer loadings were found to be

higher than 0.50 and significant (Sarstedt et al., 2022). See Table 4.6

Table 4.6 First-Order Constructs

Constructs Beta T Statistics P Values Results

Customer loyalty program > CRM 0.821 18.918 0.000 significant
Customer relational experience > CRM 0.884 37.549 0.000 significant
Network quality > CRM 0.774 9.353 0.000 significant

Footnote: CRM -Customer relationship management, Relationships are significant at P <0.001
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4.6 Structural Model Assessment

After the assessment of the measurement model, the evaluation of the structural path for the path
coefficients (the relationship among the constructs) and the statistical significance was the next
step. For the structural model assessment, the statistical significance and relevance of the outer

weights were evaluated. The outer weight was significant.

H1 evaluates whether there is a significant impact between CRM and customer satisfaction. CRM
has a significant and direct impact on customer satisfaction, according to the findings (p = 0.709,

t=12.349, p< 0.001). As a result, H1 is supported. Table 4.7 displays the results.

H2 assesses whether CRM has a significant impact on customer retention. H2 is supported because
according to the findings, CRM has a moderate and direct impact on customer retention (p =0.435,

t=6.946, p< 0.001). Table 4.7 presents the findings.

H3 examines if there is a direct relationship between customer satisfaction and customer retention.
The findings showed that customer retention is directly impacted by customer satisfaction
(B=0.464, t=8.016, p= <0.001). H3 is therefore supported. Table 4.7 summarizes the findings. The

model is presented in the figure.5

Table 4.7 Direct Effects

Constructs Beta T Statistics P Values Remarks

HIl: CRM-> CS 0.709 12.349 0.000 supported
H2: CRM->CR 0.435 6.946 0.000 supported
H3: CS->CR 0.464 8.016 0.000 supported

Footnote CRM -Customer relationship management *Relationships are significant at P <0.001, CRM: Customer
Relationship Management, CS: Customer Satisfaction, CR: Customer Retention
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4.7 Mediation Analysis of Customer Satisfaction on the Relationship between Customer

A mediation analysis was carried out to ascertain the role of customer satisfaction (CS) as a
mediator in the relationship between CRM and customer retention (CR). The findings (See Table
4.8) showed that customer relationship management improved customer satisfaction, which in turn
increased customer retention (B =0.329, t=6.317, p<0.001). Thus, CRM influences customer
satisfaction, which influences client retention. The total effect of CRM on retention was significant
(B=0.764, t=17.531, p<0.001). This demonstrates that customer satisfaction plays a

complementary partial mediating role in the link between CRM and CR. As a result, H4 is



Table 4.8 Mediation Analysis

Hypotheses Direct Effect Indirect Effect Total Effect

H4: CRM->CS > CR | 0.435 (0.001) * 0.329 (0.001) * 0.764 (0.001) *

Note: *significant at 0.001

4.7 Discussions of Results

4.7.1 Assess the Effect of Customer Relationship Management on Customer Satisfaction in
the Telecom Industry

From the results, the elements of CRM boost customer satisfaction by 70.9%. Examining the
structural model, it is evident that network quality (NQ), customer loyalty program (CLP), and
customer relational experience (CRE) have a substantial impact on overall consumer relationship
management. This evidence shows that businesses concentrate on their CRMs since CRMs are
focused on creating a customer-focused organizational culture that is committed to acquiring and
retaining customers. It can assist firms in creating and delivering more value than their
competitors. Notwithstanding, the outcome of Network quality confirms (Pandanwangi et al.,
2023) assertion that the reliability, availability and constancy of the network are crucial to the
satisfaction of the client. Additionally, the measurement of satisfaction with network performance
is essential. Similar research by (Agyapong, 2011) also confirms that service quality which the
network falls under leads to consumer satisfaction. In furtherance, customer loyalty programs
(CLP) boost customer satisfaction, which confirms (Ghaleb Magatef Elham Fakhri Tomalieh,
2015). Subsequently, the regression results confirm that a rise in CLP will have an effective and

significant effect on customer relationships. Nevertheless, human interference has an immediate
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negative or positive effect on the customer. How well a customer is treated and relevant inquiries
or issues are solved will determine customer satisfaction and a “comeback”. Customer relational
experience (CRE) proved to have a higher effect on customer satisfaction. This confirms (Lin and
Ching Yuh, 2010) emphasizing that interactions amongst the business market stimulate purchase
and positive word of mouth. If approached from both the buyer and seller perspectives, successful
exchange events can result in a long-lasting buyer-seller relationship (Amalia Yunia Rahmawati,
2020). Because services are intangible and diverse, some service contexts suggest that customers
will be highly hesitant and jeopardize the transaction (Bose and Rao, 2011). Hence good
relationship quality can lower the risk and uncertainty to boost customer reliability and long-lasting
partnerships (Srinivasan et al., 2011). To a degree, the combination of these factors could be the
reason why 38 (26.7%) of the respondents use all three networks to maximize the full capacity of
the elements of the CRM which is understandable due to the number of years using the network
service. Moreover, all the elements of CRM combined give a comprehensive view that with an
effective CRM the telecom industry must be able to satisfy their customers to the maximum

capacity which confirms the assertions of (Keh and Lee, 2006).

4.7. 2 Assess the Effect of Customer Satisfaction on Customer Retention in the Telecom
Industry

From the findings, it was indicated that the beta is = 0.464 which shows a moderate but positive
relationship between satisfaction and retention. Even though both constructs tend to rise together,
their relationship is not strong. This confirms (Bergami and Bagozzi, 2000) assertion that the two
variables relate but show distinctly opposite behaviour. Thus, customers may be satisfied yet they

may leave due to an overly crowded and highly competitive market. The results also support
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previous studies that focus on client satisfaction and retention (CR) such as (Owusu-Manu et al.,
2019). Customer satisfaction gives businesses the chance to keep clients and foster a sense of
loyalty that encourages repeat business (Tepeci, 1999). Several mobile services are provided
directly to users and this affects customer satisfaction and contributes essentially to customer
retention due to the importance of customer retention (Edward and Sahadev, 2011). In addition,
customers who were satisfied by the services of the telecom services are most likely to be retained.
Happy and satisfied customers stick around but not always. Most customers are satisfied because
of the CRM systems assimilated in the delivery of service. (Cook, 2008) emphasized that once
businesses can manage their relationship with customers can identify the desirable consumer
segment and develop programs to maximize both value to the customers. They can have a lifetime
value for customers, hence enhancing retention. Irrefutably, customers are satisfied when telecoms
can develop offers that suit their tastes and preferences. Therefore, a good CRM leads to an
increase in satisfaction which also will lead to retention. Because as the customers feel better about
a brand, they are likely to repeat the process or move to other brands. The linkage is possible due

to the outcome of CRM on retention and satisfaction. Hence the null hypothesis is accepted.

4.7.3 Determine the Mediation Effect of Customer Satisfaction on the Relationship Between
CRM and Customer Retention.

The study suggested that there is a significant mediating effect of CS between CRM and CR. There
is a significant and indirect effect of satisfaction (mediator) and customer retention. Generally,
since both predictor factors predict the dependent variables, there is partial mediation. This
supports the claim made by (Kotler, 2000) that CRM enables enterprises to create effective

management relationships so that the various departments' operations are focused on maintaining
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and pleasing customers. This also endorses (Nikhashemi et al., 2013), the study results show that
CRM positively affects customer satisfaction which eventually results in retention. Finally, from
the results, customer satisfaction plays an important role as the key factor for CRM to achieve
customer retention as it takes a while to find a customer and seconds to lose one. CRM and
customer retention are interconnected, and satisfaction acts as a mediator in this

relationship,(Cavaliere et al., 2021).
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CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.0 Overview
The section comprises of summary of the results which conforms with the study objectives,

hypothesis conclusion and recommendations.

5.1 Summary of Findings

In the telecommunication industry, the study looked at the role that customer satisfaction plays as
a mediator in the relationship between CRM and customer retention. The following objectives
served as a guide for the research; to determine the mediation effect of CS on the relationship
between CRM and CR; to evaluate the impact of CRM on customer satisfaction in the telecom
industry; and to determine the effect of customer satisfaction on customer retention in the telecom

industry.

5.1.1 Objective 1: To Assess the Effect of Customer Relationship Management on

Customer Satisfaction in the Telecom Industry

To summarize, CRM has a remarkable and direct effect on customer satisfaction. The elements of
CRM combined give a comprehensive view that with an effective CRM, the telecom industry will
satisfy customers to their maximum capacity which confirms the assertions of (Mendoza et al.,

2007).
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5.1.2 Objective 2: To Assess the Effect of Customer Satisfaction on Customer Retention in
the Telecom Industry

Also, retention is directly and significantly impacted by satisfaction. CR is directly and
significantly impacted by customer satisfaction even though the relationship is not strong. This
supports the (Zineldin, 2006) assertion that customer satisfaction creates the potential for client

retention and fosters loyalty for continuous patronage.

5.1.3 Objective 3: Determine the Relationship Between CRM and Customer Retention in The
Telecom Industry with a Mediating Effect on Customer Satisfaction.

CRM and CR are significantly mediated by customer satisfaction. Customer satisfaction plays a
central part as the key factor CRM seeks to achieve to ensure customer retention. CS has a close
relationship and a mediation effect on the relationship between CRM and retention,(Cavaliere et

al., 2021)

5.2. Conclusion

In this study, the mediating role of satisfaction in the telecommunication industry’s relationship
between CRM and retention was examined. By examining the existing academic literature, the
results of the study validate the hypothesis relating CRM to customer satisfaction and retention.
The key issue for organizations; as the business space gets more competitive is not only to provide
exceptional facilities but rather to retain reliable clients who will subscribe to the organizations'

lasting profitability.
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Customer satisfaction was recognized as a significant differentiator and has progressively become
a vital component of organizational approach in a cut-throat environment where enterprises strive
for clients. In addition, the findings led to the continuous use of CRM strategies to solidify, long-
term relationships with their clients. Since relationship marketing’s goal is customer retention, it
is noticeable that CRM is concerned with increasing satisfaction by offering worth to groups

entailed in interpersonal relations.

In conclusion, CRM is creating a thorough understanding of the wants, expectations and
behaviours of customers and controlling those variables to influence corporate success (Abdullah
Al-Suraihi et al., 2020). It makes sense for businesses to use customer relationship management to
comprehend how relationships are managed in reality and how this kind of marketing works. More
companies are adopting CRM as a crucial business strategy in today’s competitive market as they

realize how crucial it is to become customer-focused (Wei and Wu, 2013).

5.3 Recommendations

Based on the results the following recommendations were made:

The outcome of the study indicated that there is a strong and direct relationship. Given that it is
recommended that:

The telecom should focus and improve on aspects of CRM and satisfaction which customers use
in criticizing the credibility of the products or services provided.

Secondly, the outcome indicated that there is a weak but significant relationship. Given that it is

recommended that:
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The telecoms should focus more on customer retention strategies because satisfied customers may
not necessarily give credit back to the network provider.

Finally, the outcome indicated that there is a partial mediation of customer satisfaction on the
relationship between CRM and retention. Given that it is recommended that:

The telecoms should give prior information on planned activities and translate this information
into all the Ghanaian languages. In addition, they should provide customers with a quality network
since most respondents indicated that they do not get value for money. Lastly, they should give

exciting freebies and offers to satisfy customers; these offers encourage retention.
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APPENDICES

APPENDIX I-SURVEY QUESTIONNAIRE
Kwame Nkrumah University of Science and Technology
School of Business
KNUST-Kumasi

Dear Respondent,
QUESTIONNAIRE

| am a postgraduate at KNUST in the School of Business. To complete my study, | am conducting
research titled “The Relationship between Customer Relationship Management Practices and
Customer Retention: The Mediating Effect on Customer Satisfaction in the Telecommunication
Industry”. T would be grateful if you could assist through the provision of answers to the questions
below. Each question is followed by a list of alternatives to choose from. Please tick the box where
appropriate. All information provided is strictly for academic purposes and will be treated with

confidentiality. Thank you.

SECTION A

DEMOGRAPHIC BACKGROUND DATA

Please tick [V] the appropriate box that best describes you

1. Gender []Male []Female

2. Age (Years) []22-32years []33-42years []43-52years [] Over 53 years

3. Highest Level of Education [ ] JHS/Middle School [ ] SHS [ ] Diploma /HND

[ ] Bachelor’s Degree [ ] Masters’ Degree [ ] PhD

4. Indicate all the network(s) you use [] MTN [] Vodafone [ ] AirtelTigo [] All three

networks
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5. Which of the Mobile service provider (s) do you use often? []MTN [] Vodafone []

AirtelTigo [ ] All three networks

6). How long have you used the services of the mobile service provider(s)? []1- 3 years

[14-7 years []8-10years []Over 11 years
SECTION B
CUSTOMER RELATIONSHIP MANAGEMENT PRACTICES

l. Network Quality
Please use the scale below to assess the quality of your mobile network in terms of the following
dimensions. 1-much worse than expected, 2-worse than expected, 3-equal to expectations, 4-better

than expected, 5-much better than expected

Please tick [\] the appropriate box that best describes you 112|345

1. | The service provider ensures the successful completion of calls, short

messaging/messaging service (SMS), line activation and credit loading

2. | The service provider has adequate network coverage

3. | The service provider ensures network clarity and speed for calls to other

services

4. | The service provider ensures prompt money transfer services

5. | There is an ease of connection to other networks from my service

provider

6. | Network innovativeness- the ability to use the current technology to

improve services
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7. | Employees have technological knowledge and skills in solving customer

problems

Kindly assess the extent to which you agree with the statements using the assigned Likert scale

ratings of 1-5. 1-strongly disagree, 2-disagree, 3-indifferent, 4-agree, 5-strongly agree

1. Customer Loyalty Programs

Please tick [\] the appropriate box that best describes you 1 12|3(4]|5

1. | The service provider always accumulates reward points for customers

2. | The service provider offers discounts to their customers

3. | The customer enjoys low charges during off-peak hours

4. | The service provider offers gifts such as call time, data and cash

5. | The customer is regularly updated on service changes

I11.  Customer Relational Experience

Please tick [V] the appropriate box that best describes you 1 12|3(4]|5

1. | I feel safe with the service provider

2. | The customer service is courteous

3. | The service provider simplifies procedures in transactions

4. | The service provider gives prior information on planned activities

5. | The service provider makes it easy for electronic credit transfers

SECTIONC

CUSTOMER RETENTION
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Please tick [\] the appropriate box that best describes you

1. | I consider the service provider as my first choice

2. | I'will patronize my service provider in the next few years

3. | I will encourage others to patronize my service provider

4. | 1 will say positive things about the service provider to others

5. | I will recommend the service provider to someone who seeks advice

SECTION D

CUSTOMER SATISFACTION

Please tick [V] the appropriate box that best describes you

1. | I am satisfied with this service provider’s services

2. | I get value for money with this service provider

3 | I will continue to use this service provider’s services

4. | My service provider meets my expectation

5. | Overall, this service provider(s) has met my expectation
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