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ABSTRACT    

The banking sector in Ghana has witnessed significant improvement in relationship 

marketing. The purpose of this study is to bring deeper understanding and insight into the 

practice of relationship marketing and customer retention by banks in Ghana. For this study, 

12 out of the 27 banks in Ghana were selected as the sample size. The research explains the 

role of relationship marketing in customer retention and also demonstrates how relationship 

marketing is applied and practiced by the banks in Ghana. A qualitative research approach 

was chosen and deductive research was conducted based on twelve case studies from both 

local and international banks. The following research questions guided the study: 

I. What are the major reasons for the adoption of relationship marketing in customer 

retention in the banking industry in Ghana? 

II. How is relationship marketing applied to retain customers in the banking industry 

in Ghana? 

III. How is relationship marketing practiced to increase loyalty and improve customer 

retention in the banking industry in Ghana? 

The findings of the study showed that indeed, all the banks have reasons for adopting 

relationship marketing in customer retention. The most popular reason for believing in the 

success of relationship marketing is customer retention. On practice, even though all the 

banks are similar in terms of their capacity, human behaviour influence relationship 

marketing and therefore brought differences in practices. 

 The study found that banks apply relationship marketing in their customer retention efforts 

and all work towards retaining customers in order to make profit as it is more profitable to 

retain existing customers than to acquire new customers. As human behaviour is of great 

importance in relationship marketing activities of the banks, it was recommended among 

other things that banks staff training plan should be strengthened if they want success in their 

relationship marketing activities. 
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KEY TERMS 

Relationship Marketing: To establish, maintain and enhance relationship with customers 

and other partners at a profit and that the objectives of the parties involved are met. 

(Gronroos, 1994) 

Retention: The action of keeping something rather than losing it. 

Customer: Operationally, customer refers to organisations, individuals and businesses that 

patronise bank products and services. 

Customer Retention: The act of keeping customers rather than losing them. 

Bank Industry: A group of banks offering similar services. 

 

OPERATIONAL DEFINITIONS 

In the marketing literature the terms customer relationship management and relationship 

marketing are used interchangeably. As Nevin (1995) points out, these terms have been used 

to reflect a variety of themes and perspectives. Some of these themes offer a narrow 

functional marketing perspective while others offer a perspective that is broad and somewhat 

paradigmatic in approach and orientation.  

For the purpose of this research, relationship marketing will be defined as those marketing 

strategies involving establishing, maintaining and enhancing relationship with customers. 
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CHAPTER ONE 
 

1. INTRODUCTION 

Chapter 1 provides the reader with an overview of the research area within the banking sector 

with specific reference to Ghana. This is followed by discussions on customer retention and 

influential factors in the banking industry. Problem discussion which will help direct our 

focus to specific research problems is discussed. The research problem of this study 

introduces and gives reader a clearer picture of the areas covered by the study.  The purpose 

of the study, justification and organisation of the study conclude the chapter. 

1.1. Background: The banking sector in the past 

In the past it used to be very frustrating transacting business in Ghanaian banks particularly if 

one was not privileged to be a member of one of the few elite banks operating in the country. 

It was a common thing to see very long and winding queues extending several kilometres 

outside the banking halls of especially the Ghana Commercial Bank (GCB), the Social 

Security Bank (now SG-SSB) and Agricultural Development Bank (ADB).  

In Ghana, as in most parts of Africa, public sector workers receive their pay usually at the 

end of the month. With their low bank charges and also being state owned GCB, SSB and 

ADB were usually very crowded at the end of every month. For example, on the K.N.U.S.T 

campus, at the Commercial Area, GCB is next-door to Barclays bank, whereas long queues 

used to be the norm outside the banking hall of the former, the latter‟s banking hall was (and 

still is) less crowded. The reason is simple. For decades, the banking sector was dominated by 

Barclays and Standard Chartered banks. Barclays Bank (known as the Colonial Bank) in 

February of this year celebrated ninety years of its operations in Ghana and Standard 

Chartered bank (known as the Bank of British West Africa) has been operating in Ghana 

since 1896 (George& Milliar, 2007). 

These imperialists‟ banks exploited Ghanaians by charging exorbitant bank charges for every 

little service rendered. For example, in 2003 the minimum deposit in a current account 

acceptable to these two foreign banks was ¢1million (GHC¢ 100.00). How many Ghanaians 

could afford to lodge ¢1million (GHC¢ 100) in a current bank account considering the 

generally low incomes that public sector worker earn? These banks served the interest of the 

few elite and the expatriate community. The irony is that these imperialist banks have now 

adjusted to the new rhythm in the financial sector. Their claim to be leaders in the financial 
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sector is seriously threatened. Barclays and Standard Chartered banks are now opening their 

doors to Ghanaians within the low income group. This group of Ghanaians have been 

neglected by these banks for far too long. The low income group did not matter because with 

the few elites and other investments, these banks still declare large profits annually. On the 

other side of the coin were the emerging state owned financial institutions. These banks 

served the interest of most working class Ghanaians. Most have branches throughout the 

length and breadth of Ghana. With its 133 branches, GCB is very popular among low income 

Ghanaians. In most economies, the financial sector plays a central role in enhancing growth 

and development. For almost a century, the Ghanaian banking sector was dominated by 

foreign financial institutions (George& Milliar, 2007). 

Western businesses usually claim that the cost in doing business in Africa is too great, yet 

most declare huge profits every year. The “quick return” mentality practised by western 

financial institutions in Africa in order to satisfy their shareholders, means they usually 

looked for investments which provide the highest rate of return. This explains the neglect of a 

larger segment of the Ghanaian society by „old‟ Barclays and Standard Chartered bank. 

Again, some financial institutions were unwilling to commit to long term financing of 

development of projects in African countries where there is perceived high political risk. 

Perhaps, all these are about to end (Ibid). 

1.2. The New Order 

The Ghanaian banking sector is now very vibrant and modern. According to the second 

Deputy Governor of Bank of Ghana, Dr. Mahamadu Bawumia, bank branches in Ghana 

increased by 11.3 per cent from 309 to 344 between 2002 and 2004 with 81 new branches 

springing up from 2004 and 2006 indicating an increase of 23.5 per cent. Most banks now 

employ cutting edge technologies to roll out their products to their Ghanaian customers. 

Banking halls are housed in ultra-modern buildings, staffed with well-trained smart looking 

ladies and gentlemen. Ghanaians living in the big commercial towns are now spoilt for 

choice. Twenty seven banks (Daily Graphic, February08, 2011) are chasing the about 10 per 

cent of the bankable segment of the population. Nigerian banks are well represented in the 

new banking sector in Ghana.  

Nigeria has one of the largest banking sectors in Africa with over eighty banks in operation. 

The sector is one of the most competitive among emerging markets in most countries. It is 

also known for its innovation and resilience. According to the African Business 

Magazine,(October, 2007) Nigerian banks make up five of the top twenty banks in Sub-

Saharan Africa by capital. 
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Against this brief background, the entry of the number one bank in Africa, Standard Bank of 

South Africa (Stanbic Bank Ghana) and the Nigerian banks – Guaranty Trust Bank, Zenith 

Bank, Intercontinental Bank, United Bank for Africa, etc. – into the Ghanaian financial sector 

should be welcome. Because of the very fierce but healthy competition in the banking sector, 

daily newspapers are adorned with catchy adverts of re-branded or new products all in an 

attempt to lure new customers to their products and services. Many banks in the commercial 

centres now work half day on Saturdays, thus making it possible for busy workers to access 

banking services at the weekend. (George and Milliar, 2007). 

The Home Finance Company (HFC Bank) last year introduced the “Homesave Account”, a 

product which offers prospective homeowners the opportunity to save, in return for a down 

payment on a new house. In addition, HFC bank also grants long-term mortgage loan to its 

customers. This means that in the new Ghana one does not need to travel to Germany, UK, 

Italy, Canada or US, before one can own their dream home. There is an adage that says that 

“catch them young” and true to this adage CAL Bank invited tertiary students to a job fair. 

All participants were promised “zero accounts opened at CAL Bank, free ATM cards and 

SMS sign up”. Barclays Bank has just introduced a new product called "Aba Pa" savings and 

current accounts to encourage more Ghanaians to access bank services. The product advert in 

the Daily Graphic newspaper read like this; “Aba Pa you can also bank with us”. The 

product, which targets the employed with low-income levels below ¢500,000  now 

(GHC¢50.00)and the agricultural sector, offers customers low initial deposits, transaction 

costs and free bank statements to grow their savings balance on a graduated scale. "Aba Pa", 

which required a minimum opening balance of ¢400,000, (GHC¢40.00) would also provide 

funeral insurance cover, a Visa Electronic Debit card and access to loans for all its customers 

(GNA, April 16,2007).  

GCB has a product whereby money can be deposited at any of its branches and received on 

the same day anywhere in Ghana. No need for businessmen and women to carry huge sums 

of cash on business trips. ECOBANK‟s Auto Leasing promotion says that “walks in with an 

invoice for a new car from any car dealer of your choice and drive your dream car away at 

the Ecobank base rate” (Daily Graphic, April 17, 2007).Stanbic bank is also offering car 

loans, Standard Chartered, ADB and others are all introducing new products for the benefit of 

Ghanaians.  

The most significant thing is that whereas African politicians have failed in integrating 

African economies on the political front, the financial sector is moving closer to full 

integration. The banks are leading in the economic integration of Africa. Most of these banks 
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are Pan-African in nature with branches in several other African states. 

The banking industry is highly competitive, with banks not only competing among each 

other; but also with non-banks and other financial institutions (Kaynak and Kucukemiroglu, 

1992; Hull, 2002).Most bank product developments are easy to duplicate and when banks 

provide nearly identical services, they can only distinguish themselves on the basis of price 

and quality. Therefore, customer retention is potentially an effective tool that banks can use 

to gain a strategic advantage and survive in today‟s ever-increasing banking competitive 

environment (Hull, 2002). 

1.3. Definition of CRM and Relationship Marketing   

In literature, many definitions were given to describe CRM. The main difference among these 

definitions is technological and relationship aspects of CRM. Some authors from marketing 

background emphasize technological side of CRM while the others consider the IT 

perspective of CRM. From a marketing perspective, CRM is defined by Couldwell (1998) as 

“a combination of business process and technology that seeks to understand a company‟s 

customers from the perspective of who they are, what they do, and what they are like”. CRM 

according to Scott (2000) is a process designed to collect data related to customers, to grasp 

features and apply those qualities in specific marketing activities. A management approach 

that enable organisations to identify, attract, and increase retention of profitable customers, 

by managing relationship with them (Bradshaw and Brash, 2001).  

 By analysing the different CRM definitions, it is possible to conclude that they can be 

split into three main approaches. These three different perspectives on CRM are 

classified in:  

 CRM as a philosophy of doing businesses, which has to be considered above any kind 

of strategy or tool. A CRM philosophy is related to a customer-oriented culture keen 

on building and cultivating long-term relationships with customers;  

 CRM as a strategy, as an organizational strategy that will drive functional plans and 

actions toward building relationships with customers;  

 CRM as a tool, focused on the role of IT being used to gather, analyse and apply data 

to build and manage relationships with customers (Peppers and Rogers, 1997). 

Relationship marketing emerged in the 1980‟s as an alternative to the prevailing view of 

marketing as a series of transactions, because it was recognised that many exchanges, 

particularly in the service industry, were relational by nature (Berry, 1983; Dwyer et al. 1987; 

Grönroos, 1994; Gummesson, 1994; Sheth and Parvatiyar, 2000).Within a retail banking 
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setting, Walsh et al. (2004) define relationship marketing as “the activities carried out by 

banks in order to attract, interact with, and retain more profitable or high net-worth 

customers.” 

 Relationship management emphasizes the organisation of marketing around cross- functional 

processes as opposed to organizational functions or departments. These result in a stronger 

link between the internal processes and the needs of the customer, and result in higher levels 

of customer satisfaction. CRM evolves from business concepts and processes such as 

relationship marketing and the increased emphasis on improved customer retention through 

the effective management of customer relationship. Both relationship marketing and CRM 

emphasize that customer retention affects company profitability in that it is more efficient to 

maintain existing relationship with a customer than create a new one (Zineldin,2000,2005) 

sited by(Payne et al. 1999;Reichheld,1996).  Relationship marketing thus aims at increasing 

customer profitability while providing better services for customer. 

1.4. Problem Discussion 

During the past decade, the financial services sector has undergone drastic changes, resulting 

in a market place which is characterised by intense competition, little growth in primary 

demand and increased deregulation (Bloemer, RuyterandPeters, 1998).In the new market 

place, the occurrence of committed and often inherited relationships between a customer and 

his or her bank is becoming increasingly scarce (Levesque and McDougall, 1996). In the new 

market place, customers are seen as the reason for the existence of businesses, therefore 

several strategies have been attempted to retain customers (Meiden, 1996).  However, as such 

innovations are frequently copied by competitors; it has been argued that a more viable 

approach for banks is to focus on less tangible and less easy-to-imitate determinants of 

customer retention such as relationship marketing (Fornell and Wernerfelt, 1987). 

As several studies have indicated, retaining customers perhaps offers a more sustainable 

competitive advantage than acquiring new ones. What marketers are realizing is that it costs 

less to retain customers than to compete for new ones (Rosenberg and Czepiel, 1984). 

 

In addition, several marketers are concerned with keeping customers for life rather than with 

only making a one-time sale (Cannie and Caplin, 1991). There is greater opportunity for 

cross-selling and up-selling to a customer who is loyal and committed to the firm and its 

offerings. In a recent study, Naidu, Parvatiyar, Sheth, and Westgate (1999) found that 

relational intensity increased in hospitals facing a higher degree of competitive intensity. 
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Also, customer expectations have been changing rapidly over the last two decades. Fuelled 

by new technology and the growing availability of advanced product features and services, 

customer expectations are changing almost on a daily basis. Consumers are less willing to 

make compromises or trade-offs in product and service quality. In a world of ever changing 

customer expectations, building cooperative and collaborative relationships with customers 

seems to be the most prudent way to keep track of their changing expectations and 

appropriately influencing them (Sheth and Sisodia, 1995). 

People and organisations no longer face geographical constraints when carrying out 

transactions. Competition is escalating both from traditional players and new entrants owing 

to deregulation, changing consumer behaviour and needs. Disintermediation and emergence 

of new financial service models are all dynamics in the financial services industry (Park, 

1999). When customer‟s inquiries are not met easily or transactions are complicated, the 

customer will ask for new levels of services. Customers will only choose the institutions that 

are making a real effort to provide a high level of quality; fast and efficient services through 

all the banks touch points (Puccinelli, 1999). This has led to extreme competition and decline 

in customer loyalty especially in the financial service industry (Webb, 1997). Hildebrand 

(2000) observed that, it takes an average of 8-10 physical calls in person to sell to a new 

customer and 2-3 calls to sell to existing customers. He again observed that it is 5 times more 

expensive to acquire a new customer than to obtain a repeat business from an existing 

customer.  

A 5% increase in retaining customers translates into 25% or more increase in profitability. 

Averagely, businesses spend six times more to attract new customers. The average business 

never hears from 96% of their unhappy customers, 91% will never come back. A typical 

dissatisfied customer will tell 8-10 people about their problem with a company. Dissatisfied 

customers will tell thousands of people (Limayem, 2009). It is therefore important that 

businesses do all in their power to satisfy and retain existing customers.  

1.5. Purpose of the Study 

The overall purpose of this study is to bring deeper understanding and better insight into the 

practice of relationship marketing and customer retention in the banking industry in Ghana. 

The results will help identify gaps in the area of relationship marketing practice in the 

banking industry in Ghana, to contribute to narrowing gaps in knowledge in relationship 

marketing and customer retention and to suggest ways to improving relationship marketing in 

customer retention in the banking industry in Ghana.  
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To reach the purpose of this study, the following research questions are posed: 

1. What are the major reasons for the adoption of relationship marketing in customer 

retention in the banking industry in Ghana? 

2. How is relationship marketing applied to retain customers in the banking industry in 

Ghana? 

3. How is relationship marketing practised to increase loyalty and improve retention in 

the banking industry in Ghana?  

1.6. Justification for the Study 

CRM is an attractive area of research because of its relative novelty and exploding growth in 

a country such as Ghana where competition is escalating both from traditional players and 

new entrants owing to deregulation of the banking industry. 

Changing consumer needs, globalization, disintermediation and the emergence of new 

financial service models are all dynamics in the financial services industry and information 

technology  not left out are all impacting the industry (Park, 1999). 

Customer retention is a pre-requisite for any service providing organisation and is a criterion 

by which a business can be deemed successful. Researchers have proven that the cost of 

attracting new customers is much more than retaining an existing one. Hence, it has become 

necessary to enrich the customer experience day-by-day, thereby eliminating the chances of 

customer exit. 

The banking industry was chosen as the industry sector for this research as it presents rich 

information for relationship practices. 

Bank customers are “care conscious”. They will often switch banks simply because one 

provides good rates, and/or quick response over the other, there is therefore the need to 

improve upon relationship marketing in the banking industry in Ghana which has been seen 

to be important and also the fact that establishing relationship will be a reason for customer 

never to deal with your competitor again. 
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1.7. Organization of the Study 

The study is sectioned into six chapters.  

Chapter 1 outlines background, problem discussion and research questions of the study.  

Chapter 2 deals with literature review. It reviews various studies conducted on relationship 

marketing and customer retention in the banking industry in general and studies related to the 

theme of this study.  

Chapter 3 presents the conceptual framework for the various literatures reviewed in the 

second chapter. 

Chapter 4 outlines the methodology employed. It deals with the method of data collection; 

sources of the data employed and tools for analysis and justification.  

Chapter 5 presents results. Here, the major reasons for adoption of relationship marketing 

practice and application is presented. 

Chapter 6 presents analysis and summary of key results, recommendations and conclusions 

for the topic of study. 
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CHAPTER TWO 

2. LITERATURE REVIEW 

This chapter presents the literature relevant to the theme of this study: Customer relationship 

marketing, theories regarding customer relationship marketing objectives and reasons for 

adoption. Finally, studies on relationship marketing and customer retention are critically 

reviewed. 

2.1. Evolution of Marketing Thinking 

Customers are the reason why businesses exist. In the past, many companies took their 

customers for granted. Customers did not have alternative suppliers, or the market was 

growing so fast that the company did not worry about fully satisfying its customers. A 

company could lose 100 customers a week, but gain another 1000 customers and consider its 

sales to be satisfactory. Such a company believes that there will always be enough customers 

to replace the defecting ones (Kotler, 2001). In recent times, there has been a paradigm shift 

from transaction oriented to customer oriented strategies. Companies and organizations are 

focusing their attention on how to create a long lasting relationship with customers and how 

to retain them. Customer oriented companies and organizations provide additional services; 

cross selling, up-selling etc. recognizing the needs of customers (Wayland and Cole, 1997). 

This shift in organisational thinking which reinforces customer loyalty and satisfaction can 

only be successful when supported by an enterprise-wide customer relationship management 

strategy (Bee, 2008).  

As observed by Sheth and Parvatiyar (1995b) developing customer relationships has 

historical antecedents going back into the pre-industrial era. Much of it was due to direct 

interaction between producers of agricultural products and their consumers. Similarly, 

artisans often developed customized products for each customer. Such direct interaction led 

to relational bonding between the producer and the consumer. It was only after the advent of 

mass production in the industrial era and the advent of middlemen that interaction between 

producers and consumers became less frequent leading to transaction oriented marketing. In 

other words, the production and consumption functions became separated leading to the 

marketing functions being performed by middlemen. The middlemen, in general, are oriented 

towards economic aspects of buying since the largest cost is often the cost of the goods sold. 

In recent years however, several factors have contributed to the rapid development and 

evolution of business ecosystem. These include the growing disintermediation process in 

many industries due to the advent of sophisticated computer and telecommunication 
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technologies that allow producers to directly interact with end-customers. For example, in 

many industries such as the airline, banking, insurance, computer software, or household 

appliances industries and even consumables, the disintermediation process is fast changing 

the nature of marketing and consequently making relationship marketing more popular. 

2.2. Customer Interaction and Personalization 

With the advent of digital technology and complex products, the systems selling approach has 

become common. This approach has emphasized the integration of parts, supplies, and the 

sale of services along with the individual capital equipment. Customers liked the idea of 

systems integration and sellers have been able to sell augmented products and services to 

customers. The popularity of system integration began to extend to consumer packaged goods 

as well as to services (Shapiro and Posner, 1979). At the same time, some companies started 

to insist upon new purchasing approaches, such as national contracts and master purchasing 

agreements, forcing major vendors to develop key account management programs (Shapiro 

and Moriarty, 1980). 

 These measures created intimacy and cooperation in the buyer-seller relationship. Instead of 

purchasing a product or service, customers were more interested in buying a relationship with 

a vendor. The key (or national) account management program designates account managers 

and account teams that assess the customer‟s needs and then husband the selling company‟s 

resources for the customer‟s benefit. Such programs have led to the establishment of strategic 

partnering within the overall domain of customer relationship management (Anderson and 

Narus, 1991; Shapiro 1988). 

The idea of relationship marketing is that it helps businesses use technology and human 

resources to gain insight into the behaviour of customers and the value of those customers. If 

it works as hoped, a business can: provide better customer service, make call centres more 

efficient, cross sell products more effectively, help sales staff close deals faster, simplify 

marketing and sales processes, discover new customers, and increase customer revenues. It 

does not happen by simply buying software and installing it. Relationship technology leads to 

deep customer insight so useful in the formulation of effective marketing strategy. 

Information technology helps store and manipulate extensive information about the customer. 

This information about the customer is used in customer relationship management. Through 

the technology of customer relationship management, relationship marketing helps uncover 

customer insights. Also the technology of customer relationship management helps give 

attention from the perspective of the marketer to the perspective of the customer. 
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Database marketing uses database to hold and analyse customer information thereby helping 

in creating strategies for marketing. Database marketing usually uses personalise 

communication, data mining which refers to uncovering relationship about customers from 

customer data, advanced software and hardware have made it possible to extract consumer 

insight that might not have been possible otherwise. 

Apart from database marketing and customer relationship management, relationship 

technology also includes direct marketing. This individual attention to individual customer 

needs has been described as one to one marketing. This type of marketing implies the 

development of long term relationship with each customer in order to better understand that 

customer‟s and better deliver the “service” that meets the individual requirements. One to one 

marketing leads to better interactivity of the customer and the firm. The interactivity leads to 

high degree of dialog that leads to better understanding on the part of the firm. This leads to 

superior relationship and consequently a better dialog and understanding (Peppers et al, 

1999).             

Databases and direct marketing tools give these industries the means to individualize their 

marketing efforts. As a result, producers do not need the functions formerly performed by 

middlemen. Even consumers are willing to undertake some of the responsibilities of direct 

ordering, personal merchandising, and product use related services with little help from the 

producers. The recent success of on-line banking, Charles Schwab and Meryl Lynch‟s on-line 

investment programs, direct selling of books, automobiles, insurance, etc., on the internet all 

attest to the growing consumer interest in maintaining a direct relationship with marketers. 

 The disintermediation process and consequent prevalence of relationship marketing is also 

due to the growth of the service economy. Since services are typically produced and 

delivered at the same institution, it minimizes the role of middlemen. Between the service 

provider and the service user an emotional bond also develops creating the need for 

maintaining and enhancing the relationship. It is therefore not difficult to see that relationship 

marketing is important for scholars and practitioners of services marketing (Berry and 

Parasuraman, 1991; Bitner, 1995; Crosby and Stephens, 1987; Crosby, Evans and Cowles, 

1990; Gronroos, 1995). 

2.3. CRM Initiatives and Objectives 

The alignment of organizational mission, vision, technology and goals is an important CRM 

adoption issue (Chalmeta, 2006; Ryals and Knox, 2001). Frequently, the organizational goals 

do not reflect departments and employee‟s goals and metrics. In some companies, sales 
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departments are concerned with selling activities, since they are evaluated and rewarded only 

according to sales metrics. Due to this fact, sales people usually think that maintaining a close 

relationship with customers is not their responsibility. As a result, customers that complain or 

make suggestions do not receive a satisfactory amount of attention. 

 Regarding practical propositions, it must be considered that, prior to adopting a CRM tool, it 

is necessary to evaluate whether or not the organization is already oriented by a philosophy of 

CRM, whether the company is in fact customer-centred, and whether its culture and history 

show that collective efforts have been made to create and support long-term relations with 

customers. Of course, there will be different levels of engagement with CRM‟s philosophy. 

In some cases, a series of activities and changes will be necessary in order to prepare the path 

for CRM implementation. In others, the project must be postponed to avoid the CRM tool 

becoming an enemy. In the past, some companies had the excuse of not having enough 

data/information in order to understand and satisfy customers. 

 CRM tools can supply companies with a consistent database, but if the company is not 

prepared to use this information to provide a good service, the same tool can make this 

organization incompetent even more evident to customers. For instance, some companies 

create a Relationship Centre in the wake of a CRM tool adoption, but it is simply useless 

because either managers and employees (historically and culturally) are not concerned about 

customers at all, or the organizational structure is so thin and unprepared that there are not 

enough qualified people to serve clients properly via the new channels opened by CRM tools. 

Not to mention that resistance to CRM tools can be so intense that a lot of money and effort 

can be dramatically wasted. 

The impact of culture on attitudes and behaviours is particularly observable for services with 

medium and high levels of customer contact, such as professional financial services (Mattila, 

1999, Patterson, Cowley and Pransongsukarm, 2006). Changes in the organizational 

structure, levels of empowerment of people dealing with customers, rewarding and evaluation 

of staff systems connected to CRM goals, employees‟ selection and qualification. All these 

issues have to be linked to a CRM strategy that also has to support the adoption of a CRM 

tool. Even if the company is already customer-centred and has a CRM philosophy, an isolated 

CRM tool without process revision, adaptations and involvement of all areas and managers 

will not be efficient. 

For relationship marketing to be truly effective, an organization must first decide what kind 

of customer information it is looking for and it must decide what it intends to do with that 

information. For example, many financial institutions keep track of customers' life stages in 
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order to market appropriate banking products like mortgages to them at the right time to fit 

their needs. Next, the organization must look into all of the different ways information about 

customers comes into a business, where and how this data is stored and how it is currently 

used. 

 One company, for instance, may interact with customers in a myriad of different ways 

including mail campaigns, Websites, brick-and-mortar stores, call centres, mobile sales force 

staff and marketing and advertising efforts. Solid CRM systems link up each of these points. 

This collected data flows between operational systems (like sales and inventory systems) and 

analytical systems that can help sort through these records for patterns. Company analysts can 

then comb through the data to obtain a holistic view of each customer and pinpoint areas 

where better services are needed (Eckerson and Watson, 2000). The first step in managing a 

loyalty-based business system is finding and acquiring the right customers (Reicheld and 

Teal, 1996).  

Targeting, acquiring and retaining the “right” customer are at the core of many successful 

services firm. Building relationship is a challenge especially when a firm has vast number of 

customers who interact with the firm in many different ways from e-mail and websites to call 

centres and face to face interactions. When customer relationship management systems are 

implemented well, they provide managers with the tools to understand their customers and 

tailor their services, cross-selling and retention efforts, often on a one on one basis (Eckerson 

and Watson, 2000). 

The idea of relationship marketing is that it helps businesses use technology and human 

resources to gain insight into the behaviour of customers and the value of those customers. If 

it works as hoped, a business can: provide better customer service, make call centres more 

efficient, cross sell products more effectively, help sales staff close deals faster, simplify 

marketing and sales processes, discover new customers, and increase customer revenues. It 

does not happen by simply buying software and installing it. Relationship technology leads to 

deep customer insight so useful in the formulation of effective marketing strategy. 

Information technology helps store and manipulate extensive information about the customer. 

This information about the customer is used in customer relationship management. Through 

the technology of customer relationship management, relationship marketing helps uncover 

customer insights. Also the technology of customer relationship management helps give 

attention from the perspective of the marketer to the perspective of the customer. 

Database marketing uses database to hold and analyse customer information thereby helping 

in creating strategies for marketing. Database marketing usually uses personalise 
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communication, data mining which refers to uncovering relationship about customers from 

customer data. Advanced software and hardware have made it possible to extract consumer 

insight that might not have been possible otherwise. 

Apart from database marketing and customer relationship management, relationship 

technology also includes direct marketing. This individual attention to individual customer 

needs has been described as one to one marketing. This type of marketing implies the 

development of long term relationship with each customer in order to better understand the 

customers and better deliver the “service” that meets the individual requirements. One to one 

marketing leads to better interactivity of the customer and the firm. The interactivity leads to 

high degree of dialog that leads to better understanding on the part of the firm. This leads to 

superior relationship and consequently a better dialog and understanding (Peppers et al, 

1999).             

Databases and direct marketing tools give these industries the means to individualize their 

marketing efforts. As a result, producers do not need the functions formerly performed by 

middlemen. Even consumers are willing to undertake some of the responsibilities of direct 

ordering, personal merchandising, and product use related services with little help from the 

producers. The recent success of on-line banking, Charles Schwab and Merryll Lynch‟s on-

line investment programs, direct selling of books, automobiles, insurance, etc., on the internet 

all attest to the growing consumer interest in maintaining a direct relationship with marketers.  

The disintermediation process and consequent prevalence of relationship marketing is also 

due to the growth of the service economy. Since services are typically produced and 

delivered at the same institution, it minimizes the role of middlemen. Between the service 

provider and the service user an emotional bond also develops creating the need for 

maintaining and enhancing the relationship. It is therefore not difficult to see that relationship 

marketing is important for scholars and practitioners of services marketing (Berry and 

Parasuraman, 1991; Bitner, 1995; Crosby and Stephens, 1987; Crosby, Evans and Cowles, 

1990; Gronroos, 1995).  

2.4. Reasons for Adaptation 

In the competitive financial service industry, profitability and growth is largely dependent on 

client loyalty - thus making the client one of the most valuable assets (Oracle Corporation, 

2005).In order to distinguish themselves from the competition, companies build client 

relationship management solutions. Guy Riddies (2005) stated that there are three (3) key 

reasons why companies are adopting CRM: 
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 CRM- enables business to adopt a customer focused approach and build stronger 

customer relationship. 

 CRM- streamlines business processes and reducing operational cost and increasing an 

organisation‟s responsiveness to marketing development. 

 CRM- optimizes marketing, sales and customer service processes allowing businesses 

to identify new market opportunities, shorten sales cycles and increase customer 

retention. 

Kim et al (2008) maintained that by adopting CRM strategy financial institutions among 

other things can manage client data including preference transactions and communication 

history in a manner that enables executives and management have a 360 degree view of 

clients. It can also result in an increase in data accuracy with a common repository of client 

information that ensures all departments within the organization are working with the same 

data. It will again improve customer satisfaction, loyalty, retention and profitability using 

efficient tools that lower service cost. 

 The group noted that adopting CRM will enable a company to comply with the privacy and 

security requirement of the current regulatory environment. It will again eliminate 

inefficiencies with a solution that customize and integrate the firms‟ roles and workflow. The 

true value of a CRM strategy lies in its ability to transform strategy, operational processes 

and business functions (Airs Pantozopoulos, Founder, CRM Today). The effect he noted is 

that companies benefit from high retention of customers and increased customer loyalty and 

profitability. 

La Valle and Scheld (2004) stated that a durable profitable CRM value proposition leads to 

greater ability to serve customers more intelligently and more profitably. In the process, 

organizational barriers are eliminated and working relationships are enriched. Productivity is 

therefore improved while cost is reduced (Zabla, Bellenger and Johnston, 2004). CRM 

initiative brings to bear an increased customer penetration and share of wallet of existing 

customers, improved marketing effectiveness and campaign hit rates. 

 

Gray and Byun (2001) stated that the underlying benefit of CRM strategy lies in coordinating 

service functions like sales and marketing with the aim of improving a firms‟ ability to retain 

and acquire customers. Again, they maintained that companies can maximize the life time 

value of each customer while at the same time improve service without increasing cost of 

service. Another benefit the group noted is the reduction in sales and service operating cost. 

Again, a firm‟s ability to manage customer knowledge through CRM improves its 
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understanding of the customer and product profitability (Zabla et al, 2004).  In a summary, 

Swift (2001) emphasized that organization can obtain greater benefit from CRM initiatives 

with the following areas: 

 Higher customer retention and loyalty – Customer retention will increase when 

customer stay longer, buy more frequently. The customer takes more initiatives that 

increases bonding as a result of increasing customer loyalty. 

Zeithaml and Bittner (1996) identify five major important benefits of using relationship 

marketing: increased purchase, reduced costs, free advertising through word of mouth, and 

employee retention and lifetime value of customers. 

2.5. Customer Retention Defined 

Customer retention involves the steps taken by a selling organisation in order to reduce 

customer defection. Successful customer retention starts with the first contact an organisation 

has with a customer and continues throughout the entire lifetime of a relationship. Customer 

retention is important to most companies because the cost of acquiring a new customer is far 

greater than the cost of maintaining a relationship with a current customer (Ro King, 2005). 

Several studies put emphasis on the significance of customer retention in the banking 

industry (Dawkins and Reichheld, 1990; Fisher, 2001; Marple and Zimmerman, 1999; Page, 

Pitt, and Berthon, 1996; Reichheld and Kenny, 1990).  

The argument for customer retention is relatively straightforward. It is more economical to 

keep customers than to acquire new ones. The costs of acquiring customers to “replace” those 

who have been lost are high. This is because the expense of acquiring customers is incurred 

only in the beginning stages of the commercial relationship (Reichheld and Kenny, 1990). In 

addition, longer-term customers buy more and if satisfied may generate positive word-of-

mouth promotion for the company. Additionally, long-term customers also take less of the 

company‟s time and are less sensitive to price changes (Healy, 1999). These findings 

highlight the opportunity for management to acquire referral business, as it is often of 

superior quality and inexpensive to obtain. Thus, it is believed that reducing customer 

defections by as little as five percent can double the profits (Healy, 1999). 
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2.6. Influential Factors of Customer Retention 

The increasing competitiveness in the financial service industry is forcing organisations to 

place greater emphasis on building and establishing valuable customer relationship (Oracle 

Corporation, 2005).  

According to Canel, Rosen and Anderson (2000),considering the situation from a wider 

perspective maintained that with the expanding global competition, the emergence of new 

technology and improved communication have increased customers expectation for fuller 

satisfaction on their investment. A company‟s ability to attract and retain new customers is 

not only related to its product or service, but strongly related to the way it services existing 

customers and the reputation it creates within and across the market place. 

2.7. Service Quality 

The key factors influencing customers‟ selection of a bank include the range of services, 

rates, fees and prices charged (Abratt and Russell, 1999). It is apparent that superior service 

alone is not sufficient to satisfy customers. Prices are essential, if not more important than 

service and relationship quality. Furthermore, service excellence, meeting client needs, and 

providing innovative products are essential to succeed in the banking industry. Most private 

banks claim that creating and maintaining customer relationships are important to them and 

they are aware of the positive values that relationships provide (Colgate et al., 1996).  

Customers do not remain with an organisation just because of the discount offered or loyalty 

programme that is available. The service provided must also meet the expectations of the 

customer. An organisation building customer retention should enable customers to receive 

what they want, when they want it (just in time) and a perfect delivery each and every time 

with the desired level of service that appeal to the customer (Gronroos, 1997). 

Phelps and Graham (2001) also enumerated the two most effective methods of generating 

increased sales and customer retention as follows: 

 

(a) Give the customer a superior experience that they have no reason to or even look 

elsewhere. 

(b) Give them incentives to spend more, return, refer or buy more frequently. 
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2.8. Customer Loyalty 

Customer retention is more than giving the customer what they expect; it‟s about exceeding 

their expectation so that they become loyal advocates for your brand. Creating customer 

loyalty puts customer value rather than maximizing profit and shareholder value at the centre 

of business strategy. The key differentiator in a competitive environment is more often than 

not the delivery of a consistently high standard of customer service (ibid).  

Customer loyalty is the heart of retention. If an organisation is not able to keep customer and 

build long-term relationship, it will continue to operate with discrete one off transaction. 

Discussion of customer retention seem to be dominated by loyalty programmes and customer 

discounts. But research shows that what really makes a customer to re-purchase is high 

quality customer service and well managed formal and informal communication (Mcllroy and 

Barnett, 2000). 

Customer loyalty is strongly associated with customer‟s willingness to continue in the 

relationship; however, customer switching behaviour has a direct and strong effect on loyalty 

(Rowley, 2002).  

Loyalty can be understood in different ways depending upon the nature of the product or 

service which is being offered to a customer. For example, a bank customer is typically loyal 

as long as he holds an account with a bank and switches when he changes his account. On the 

other hand, the owner of a Mercedes can only show his loyalty to its brand when he makes a 

same purchase next. Furthermore, a customer can demonstrate his loyalty to a brand by 

showing his commitment and by providing a positive word-of-mouth to friends. In 

connection with loyalty, it is a general rule that service quality and customer satisfaction have 

strong effect on customer retention (ibid).  

Phelps and Graham (2001) are of the view that the more frequent a customer buys from an 

organisation the more their loyalty increases. A loyal customer will always pay more for 

services and be less sensitive to tactical discounting so that they will actually have more 

profitability than customers who are attracted by trade promotion and special offers. Such 

customers will be tempted to switch to other service providers. 

Mascareigne (2009) enumerated the following as the factors influencing customer retention: 

 Creating customer satisfaction 

 Creating customer trust 

 Customer involvement 
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 Creating switching barriers 

 Service quality and price 

 Communication effectiveness 

2.9. Increasing Switching Cost 

Increasing the loyalty of the customer actually means the retentiveness of the customer is 

increased. Loyalty is internal to the customer, it can only be changed by a shift in the 

customers own value system. Retention however can be manipulated by the provider through 

the application of incentives. Again, although internal loyalty intensity is generally constant 

in the short term, it may change overtime due to life experiences for the customer and market 

experiences for businesses particularly catastrophic ones. For these reasons, it is essential to 

perform customer segmentation on a dynamic basis as frequently as it is economically 

justifiable.  

Given the inherent loyalty intensity of customers, their action however can be influenced 

through external stimuli or incentives, such as product attributes, price and pecuniary costs of 

switching, communication and relationship management including customer care. While the 

internal loyalty intensity of customer cannot be imparted, external stimuli are within the locus 

of control of the provider. These are the instruments which the provider can manipulate to 

achieve the desired action from the customer. 

 According to Abdollahi (2008), retention is the outcome of the event that customers are 

retained or stayed with their current provider. Retention can be bought with the appropriate 

incentive or stimuli. Retention occurs due to the combined effect of two forces: the internal 

loyalty intensity of a customer and the external incentives or stimuli that they are subjected to 

in the form of product attributes, pecuniary switching costs, price, advertising, 

communication and customer care. 

Culture also moderates the effects of switching barriers on customer retention (Patterson and 

Smith, 2003).  

2.10. Satisfaction-Loyalty Construct 

In recent times, customer satisfaction has gained new attention within the context of the 

paradigm shift from transactional marketing to relationship marketing (Grönroos, 1994; 

Sheth and Parvatiyar, 1994),which refers “to all marketing activities directed toward 

establishing, developing, and maintaining successful relational exchanges” (Morgan and 
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Hunt, 1994). In numerous publications, satisfaction has been treated as the necessary premise 

for the retention of customers, and therefore has moved to the forefront of relational 

marketing approaches (Rust and Zahorik, 1993). Kotler sums this up when he states: “The 

key to customer retention is customer satisfaction” (Kotler, 1994). Consequently, customer 

satisfaction has developed extensively as a basic construct for monitoring and controlling 

activities in the relationship marketing concept.  

This is exemplified through the development and publication of a large number of companies, 

industry-wide and even national satisfaction indices (Anderson, Fornell, and Lehmann, 1994; 

Fornell, 1992; Fornell, Johnson, Anderson, Cha, and Bryant, 1996). The link between 

satisfaction and the long-term retention of customers is typically formulated by marketing 

practitioners and scholars in a rather categorical way, and it is therefore treated as the starting 

point, rather than the core question of the analysis, (Naumann and Giel, 1995; Quartapelle 

and Larsen, 1994, Engel, Blackwell and Miniard, 1993; Kotler, 1994; Woodruff, 1993). As 

LaBarbera and Mazursky point out: “The assumption that satisfaction/dissatisfaction 

meaningfully influences repurchase behaviour underlies most of the research in this area of 

inquiry” (Frazier,1983). 

The drawback absolutely critical to business decision making is the fact that the “complete 

satisfaction approach” ignores the inefficiency of the underlying economics of achieving 

completely satisfied customers. Although, completely satisfying customers is an admirable 

goal, it is not investment justified in the case of every customer and could bankrupt the 

provider which is not desirable for anyone. Instead, a mutually beneficial “win-win” 

relationship between provider and customer has to be achieved that takes into account in 

addition to the traditional revenue and cost measures, the differential cost of acquiring and 

retaining each customer (or group) on the basis of their internal loyalty intensity. 

2.11. Practice of Relationship Marketing 

Relationship marketing is emerging as a popular new paradigm due to shift in customer 

acquisition to customer retention. According to (Pilzer, 1990), the first law of modern 

business is no longer „find a need and fill it‟ but rather „imagine a need and create it‟. The 

objective of Relationship marketing is to maintain customer loyalty and retention by 

providing quality service to satisfy the needs of customers through service innovation (ibid). 

In order to understand the essence of relationship marketing in customer retention, the 

meaning of the concept of relationship has to be discussed. 
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The term relationship comes from the Latin word relatio, relation + onis which means 

carrying back, bringing back, also with the meaning of repetition and reference, resemblance, 

repayment (Random, 1999; Simpson, 1971; Simpson and Weiner, 2000; Woodhouse, 1972). 

Relation has the meaning of dependence between two things, liaison, and friendship, to know 

each other, intimacy, and reciprocity, political, commercial and cultural mutual interests. By 

analysing these different meanings of the term, it can be concluded that a relationship implies 

commitment, duties, mutual understanding and goals. In this line of thought, Ford, Gadde, 

Hakansson and Snehota (2003) claim that a company‟s relationship with its customers, 

suppliers and others is an asset for the company but is also a burden for it to carry. 

By exploring literature, a set of conditions and implications that a relationship demands can 

be pointed out; as characteristics of business relationships which are mutual knowledge, 

symmetry, long term orientation, communication, mutual benefit and satisfaction, mutual 

trust and fairness, mutual learning, mutual commitment and efforts from both parties, 

uniqueness, freedom and uncertainty (Ford et al, 2003, Britton and Rose, 2004).   

The way banking institutions understand and succeed to refer the products and services to the 

customers are conditions for the importance they play in the economy. The marketing could 

offer new solutions, if the banks shift the focus of their orientation and activities from 

transaction marketing towards the banking relationship marketing. Relationship marketing 

tries to establish an “intimacy” that is individualized, links with customers via strong personal 

appeal and continuing commitment (Lee and Carter, 2005). For loyalty and relationship to 

flourish there should be trust, commitment and communication between the interested parties. 

Relationship marketing offers new opportunities for banks, since it is loyalty marketing, 

within the framework of a partnership. This means that this kind of marketing aims to create, 

maintain and improve the customer‟s long-term loyalty (Gordon, 1998). Such a goal means 

that a bank should find a balance between customer satisfaction and profit of the bank. 

The change of focus toward customer satisfaction and loyalty is especially pregnant with new 

opportunities for relationship development. In relationship marketing; the banking marketing 

acknowledges the customer satisfaction throughout creating and delivering value under the 

form of banking services as the main goal of any banking institution. A bank really oriented 

towards customer is the one which believes that the financial objectives could be best 

achieved by the recognition and satisfaction of the customer‟s needs and expectations 

throughout the entire life cycle of the relationship. The loyalty gained through a higher 

customer satisfaction should be tracked down within the framework of the relationship 

development. 
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Ghavami and Olyaei (2006) studied relationship marketing process in customer retention and 

described the objectives of relationship marketing in customer retention as very important for 

the survival of companies in today‟s competitive environment. The study further identified 

“Customers” as very important factors in companies‟ management with the power to change 

their short-term and long-term policies and strategies. Therefore enough knowledge of 

environment, expectations, customers and their desires are very important to find the best 

solutions for facing unexpected behaviours of customers to satisfy them and thus be able to 

retain them for profit.  

Moreover, in order to develop a good relationship with customers, the internal relationships 

within afirm have to have a sustainable basis. To obtain a unified view of customers, different 

sectors have to exchange information about all processes and issues that involve them (Payne, 

2006). However, over the course of most companies‟ management history, the organizational 

chart has suggested that the boundaries between the different sectors have been rigid. These 

fixed barriers had resulted in different structures, languages, control systems, symbols, 

stories, paradigms, etc. in each sector (Payne, 2006). As mentioned above, there are different 

agents, interests and power games within the organization while a relationship marketing 

philosophy would demand putting the customer above all these differences.  

Bentum and Stone (2006) argued how difficult it is to have a relationship marketing culture 

diffused all over the organization, since organizations themselves are formed by subcultures 

and each one of them views the customer through different perspectives. 

 The information integration supported by the use of CRM IT tools has an essential role to 

play in this sense, but it cannot stand alone to promote a true and deep integration towards a 

customer centred organization. A true relationship marketing culture requires a sophisticated 

approach to integrate different subcultures and demands continuous leadership. Considering 

that some level or kind of relationship between a company and its customers is established 

ranging from a continuum of a very functional relationship to a very emotional one (Barnes, 

2004). 

It is also important to consider that the total management of such a relationship is not 

possible. To manage a relationship requires a very arbitrary and unilateral attitude which is in 

opposition to the very meaning of relationship. Barnes (2004) also criticizes the notion of 

relationship management since successful relationships are bidirectional. Much of what is 

labelled as customer relationship management in current business vocabulary is definitely 

one-sided, not rethink their processes in the face of a relationship marketing tool adoption.  
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2.12. Chapter Summary:  CRM Objectives, Goals and Strategies 

From the above, though views are diverse and fragmented about CRM, clear objectives, 

vision, factors that contribute to successful implementation of CRM strategy need to be 

considered before adopting CRM to obtain full benefit.  

In order to bring insight and deeper understanding into the objectives, strategies and expected 

benefit of CRM initiatives by particularly service organisations Amofa and Ijaz 2005, 

summarized customer identification, customer differentiation, customer interaction and 

personalization as the main strategies of CRM initiatives by service companies. The results of 

the study also indicated that the major objectives and benefit of CRM initiatives by these 

organisations were higher profit, cost reduction, customer retention and loyalty and the 

positive impact on the overall performance of the organisation in the long run. 

Sobotey and Senyah (2008) sought to unveil factors that contribute to the successful 

implementation of a CRM Strategy. They adopted a case study approach involving two 

financial institutions in Ghana and findings revealed that financial institutions adopt both 

“hard and soft” CRM skills as a means of ensuring the success of their CRM projects. Their 

findings also indicated that there are few challenges especially in the area of integration 

which tends to slow down the progress being made by companies and their CRM operations. 

Again, their finding underscores the benefits derived from CRM initiatives even at the initial 

stages of its implementation. Finally, they found that, contrary to other theories that CRM 

requires heavy initial capital investment, findings have indicated that CRM depends very 

much on the commitment from top management, employees as well as customers.  
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CHAPTER THREE 

 

3. CONCEPTUAL FRAMEWORK 

A conceptual framework or theoretical framework is defined by Miles and Huberman (1994) 

as “something that explains either graphically or in narrative form the main things to be 

studied, the key factors, constructs or variables and the presumed relationship among them”. 

A conceptual framework for this study will be done based on the theories reviewed in the 

literature review section. 

3.1. Choice of Theory 

The choice of theory was done from the perspective of the banking industry focusing on the 

point of view of banks. The theory is presented showing particular reasons for the adoption of 

customer relationships to understand the different aspects of relationship marketing that 

banks use. The section ends with application and practice of relationship marketing in the 

banking industry.  

 

Table 1. CRM Adoption 

Reason For the Adoption Authors 

 Profitability 
Dowling and Uncles (1997) Zabla et al 

(2004) Swift (2001) 

 Build emotional ties with customers 

and build client relationship through 

customer focus approach 

Barnes (2004) 

 Long-term relationship with customer Crosby (2002) 

 Marketing optimization, new 

marketing opportunities to increase 

retention 

Guy Riddies (2005) 

 Reduction in operational cost 
Crosby (2002); Zabla, Bellenger and 

Johnston(2004) 

 Efficient management of customer 

data with common repository 
Kim et al (2008) 
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Application of RM for Customer Retention Authors 

 IT support, human resource 

involvement 
Eckerson and Watson(2000) 

 Tracking customer life stages and 

preferences 
Ghavami and Olyaei(2006) 

 Customisation of services using 

customer data 
Abdollahi(2008) 

 Call centre, mobile sales force Pilzer (1990) 

How RM is practised to increase loyalty and 

retention 
Authors 

 High quality customer service and well 

managed formal and informal 

communication 

Mcllroly and Barnett (2000) Rust and 

Zahorik (1993) 

 Provide a perfect just in time services 

and meet customer expectation. 

Gronroos(1994) Shethand Parvatiyar (1994) 

Morgan and Hunt (1994) Kotler (1994) 

 Knowledge management Phelps and Graham, (2001) 

 

3.2. Conclusion 

The conceptual framework shows the relationship between the research question posed and 

the conceptualised theories in chapter two. Research questions are focused on the topic of 

discussion; relationship marketing and customer retention. 

The emerged framework indicates the theoretical pattern of the research and the various 

variables will guide our solution to the stated research questions. This is summarised in the 

table below:  
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Figure 1: Graphic Presentation of Conceptual Framework 

 

Graphical Presentation of Conceptual Framework 

RELATIONSHIP MARKETING

RQ1. Reasons for 
Adoption

-Profitability

•Build emotional ties 

with customers.

•Marketing optimization.

Reduction in operation 

costs.

•Efficient management 

of customer data.

RQ2.Application
IT support, HR 

involvement.

•Tracking customer life 

stages & preferences.

•Customization of 

services.

•Call centre and mobile 

sales force.

RQ3.RM practice for 
customer retention

•High quality customer 

service.

•Well managed informal 

and formal 

communication.

•Provision of perfect 

just-in-time services.

•Knowledge  

management.
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CHAPTER FOUR 

 

 

4. METHODOLOGY 

The previous chapter showed how literature has been conceptualized in this study and 

provided an explanation for the emerged frame of reference.  This chapter will cover the 

methodology used in this research. The selection of methodology was based on the stated 

research problem and stated research questions. The choice of methodology approaches will 

be explained and justified in order to answer the research questions posed.  

 

 

Figure 2: Outline of Methodology  

 

 

 

 

 

 

 

 

 

 

 

 

 

4.1. Research Purpose 

There are almost as many reasons to do a research as there are researchers (Kreuger and 
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what the researcher is trying to accomplish- explore new topic, describe a phenomenon, 

explain why something occurs or a combination of two or more of the above. The purpose of 

this research is to describe the banking environment and relationship marketing and explain 

how banks are using relationship marketing to retain customers, and compare relationship 

marketing programmes and activities of different banks and their retention levels to help 

explain what exist and how it can be improved. 

4.2. Types of Research 

There are various types of research depending on the area of research and relevance. Three 

types; exploratory, explanatory and descriptive are discussed   due to its relevance to the topic 

of study. 

4.2.1 Exploratory Research 

Exploratory research may be the first stage in a sequence of studies. In exploratory research, 

the researcher may need to conduct an exploratory study to know enough to design and 

execute a second more systematic and extensive study. Exploratory research employs 

investigation and explores all sources of information. Exploratory research uses qualitative 

data and is more open to using a range of evidence and discovering new issues (Kreuger and 

Neuman, 2006). 

Exploratory research is characterised by its flexibility when a problem is broad and not 

specifically defined, the researcher uses exploratory research as a beginning step. By an 

exploratory research we mean a study of a new phenomenon. Exploratory studies are a 

valuable means of understanding what is happening to seek insight: to ask questions and to 

assess phenomenon in a new light (Yin, 1994). 

Exploratory research has the goal of formulating problems more precisely, gathering 

explanation, gaining insight, eliminating impractical ideas and forming hypotheses. It can be 

performed using Literature research, surveying certain people about their experience, focus 

group and case studies. Exploratory research may develop hypothesis but it does not seek to 

test them (Darabi, 2007). 

4.2.2 Descriptive Research 

Here, you may have a highly developed idea about a phenomenon and want to describe it. 

Descriptive research presents a picture of the specific detail of a situation, social setting, or 
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relationship. The objective here is to portray an accurate profile of person, event or situation 

(Robson, 1993).  

Descriptive research focuses on “how” and “who” questions. Exploring new issues or 

explaining why something happens. Descriptive research uses most data-gathering 

techniques- survey, field research, content analysis and historical- comparative research 

(Kreuger and Neuman, 2006). Descriptive research approaches gives description of banking 

environment and relationship marketing and explain how banks are using relationship 

marketing to retain customers, and compares relationship marketing programmes and 

activities of different banks and their retention levels to help explain what exist and how it 

can be improved.     

4.2.3 Explanatory Research 

The desire to know “why”, to explain, is the purpose of explanatory research. It builds on 

exploratory and descriptive research and goes on to identify the reason something occurs. 

Going beyond focusing on a topic or providing a picture of it, explanatory research looks for 

causes and reasons (Krueger and Neuman, 2006). According to Saunders, Lewis and 

Thornhill (2007), explanatory research is practical when the aim is to clarify ones 

understanding of a specific problem. 

This research is a combination of exploratory, descriptive and explanatory research. 

Exploratory because it attempts to understand situations and gain more insight about the 

problem at hand and also know enough about the situation. Also it is appropriate to know 

enough about relationship marketing to be able to use it to build loyalty and improve 

customer retention. Descriptive because it involves investigation which provide detailed 

picture of the situation and answers “how” questions and explanatory since it will enrich and 

support the previous theories through comparing our findings with research questions.  

4.3 Research Approach 

In research, different approaches can be taken that is deductive or inductive and quantitative 

or qualitative. Research approach is deductive when theory and hypotheses are developed and 

research strategy is designed to test the hypotheses or it can be inductive when data is 

collected and theory is developed as a result of data analysis. The deductive approach owes 

more to positivism and inductive approach owes more to phenomenology (Saunders, 2000).  

Research approach mostly depends on the research purpose and accompanying research 

questions. According to Zikmund (2000), the objective of quantitative research is to 
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determine the relationship between one variable (independent variable) and another 

(dependent variable) in a population. Quantitative methods are often used within natural 

science, and the aim is usually explanatory to explain causal relationship, to facilitate 

generalization and also to predict the future. Quantitative research methods usually involve 

large randomised samples and more application of statistics. The method has precision, 

control and testing of hypotheses based on statistical analysis as some of its strength. 

Limitations of the method are denigrates human individuality and ability to think, less 

detailed on human behaviour, attitude and motivation (Zikmund, 2000). 

In contrast, qualitative approach is subjective in nature and is characterised by the nearness to 

the object of research (Zikmund, 2000). According to Zikmund (2000), it does not focus on 

numbers but on words and observation, stories, visual portrayals and interpretation. 

Qualitative method on the other hand aims at providing a complete picture of a situation with 

the objective of increasing the understanding of social processes and interactions. It is defined 

as a research to explore and understand opinions and have in-depth understanding of a 

problem. It provides abundant information and prerequisites for deeper knowledge of current 

problem. It also provides in-depth information about problem as respondents are closer to 

source of information. Findings are however not statistically reviewed (Zikmund, 2000). 

According to Saunders et al (2000), qualitative methods are strong in areas that have been 

identified as potential weakness with the quantitative approach. 

The focus of this study is on acquiring profound knowledge and understanding of the studied 

problem, as generalization is not the purpose of this study. The study further seeks to 

investigate and understand the phenomenon by an inside perspective. Therefore qualitative 

approach will be used. 

According to Miles and Huberman (1994), in qualitative research the data is well-grounded, 

rich in description and explanatory of the process in identifiable local context. 

Yin (1994) claims that qualitative methods are often related to case studies where the aim is 

to receive information and thereby obtain a deeper understanding of the research problems. 

From above discussion, a qualitative method will be the most appropriate method for this 

study as the purpose of this study is to gain a better understanding of the practice of 

relationship marketing in customer retention. Selection of qualitative method was found to be 

more appropriate to fulfil the stated purpose since case studies are being used and it requires 

assessing a lot of information. 
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4.4 Research Strategy 

Research strategy is a general plan of how research questions that have been raised will be 

answered (Saunders et al, 2000). It employs one of the following:  

 Surveys are usually associated with deductive approach. It is popular and common 

strategy in business research. It involves the collection of a large amount of data from 

a sizeable population in a highly economical way, based most often on questionnaires. 

Data are standardized and allow easy comparison and is easily understood. Other data 

collection devices that belong to the survey category are structured observation and 

structured interview where standardized questions are asked from all interviewees 

(Saunders et al, 2000). 

 Experiment is a classical form of research that owes much to natural science and also 

social science, particularly psychology. It involves the definition of theoretical 

hypothesis selection of samples and allocating them to different experimental 

condition, introduction of planned changes and measurement of some variables and 

control of other variables (Saunders et al, 2000).     

 Grounded Theory- where data collection starts without the formation of an initial 

theoretical framework. Theory is developed from data generated by a series of 

observation. The data leads to generation of prediction that are then tested in further 

observation (Saunders et al, 2000). 

 Action Research- where the researcher is part of the organisation within which the 

research and change process are taking place. Action research differs from others 

because of its explicit focus on action in particular promoting changes within the 

organisation (Saunders et al, 2000). 

 Ethnography where the purpose is to interpret the social world, the research subjects 

inhabit in the way in which they interpret. This is obviously a research process that is 

very time consuming and takes place over an extended period of time (Saunders et al, 

2000). 

 Case Study where Yin (2000), describes a case study as an empirical inquiry that 

investigates a contemporary phenomenon within its real-life context especially when 

the boundaries between phenomenon and context are not clearly evident. The case 

study will allow an investigation to retain the holistic and meaningful characteristics 

of real-life events. A case study can involve a single or a multiple case study. The 

single case study presents an in-depth investigation regarding only one entity but in 
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multiple cases study, two or more entities are investigated which gives the 

opportunity of comparisons (ibid). 

 

To achieve the research purpose of this study, the following questions should be answered: 

 Q1. What are the major reasons for the adoption of relationship marketing in customer 

retention in the banking industry? 

 Q2.How is relationship marketing applied to retain customers in the banking industry?  

 Q3.How is relationship marketing practiced to increase loyalty and improve customer 

retention in the banking industry? 

 

From above, case study was chosen since it will deal with the same kinds of evidence as 

history, but adds the possibility of making interviews and direct observation. In addition, 

choosing the case study strategy, it was considered that case studies are preferred strategy 

when “how” and “why” questions are posed. Again, when the investigator has little control 

over events and the focus is on a contemporary phenomenon with real-life context (Yin, 

2003). 

The multiple case studies had been chosen in order to give us the opportunity to conduct a 

thorough study, enhance the ability to compare the cases and investigate those cases from 

many aspects. It will therefore enable the researcher to see the differences and similarities 

among the cases and will increase the level of assurance to findings. The purpose of a case 

study is not to generalise the findings which is in line with the purpose of this study.                

4.5. Sample Selection 

When data is collected and analysed from every possible case or group member, is termed 

census. However, for many research questions and objectives like this research it will be 

impossible to collect and analyse all the data available owing to restriction of time and 

access. Sampling technique provide a range of methods that enables us to reduce the amount 

of data that is needed to be collected by considering only data from a sub-group rather than 

all possible cases  or elements (Saunders, 2000). 

Selection of unit of analysis or the case is crucial. Case selection must be determined by the 

research purpose, research question, proposition and theoretical context but there will also be 

other constraints that impact on case selection. These include accessibility (whether the data 

can be collected from the case (individual or organisation) resource (whether resources are 

available to support travel and other data collection and analysis cost and time available 

(Rowley, 2002). 
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According to Saunders et al. (2003), judgemental or non-probability is more frequently used 

for case study research. Also, judgemental sampling enables you to use your judgement to 

select cases that will best enable you to answer your research question(s) and meet your 

objectives. This form of sampling is often used when working with very small samples such 

as in case study research.  

Neuman(2003), argues that qualitative research rarely draw a representative sample from a 

huge number of cases to intensely study the sampled cases- which is the case in quantitative 

research. For qualitative research, it is rather their relevance to the research topic than their 

representativeness which determines the way in which the people to be studied are selected. 

Non- probability or judgemental sampling was used for this because it allows the researcher 

to use his/her judgement to select cases that are familiar with the concept. Enquiries were 

made about banks which were familiar with the concept and have adopted relationship 

marketing in one form or the other and were in a position to participate in sharing their banks 

information with us in relation to the research. 

After enquiries were made from bank branch managers and relationship managers, we the 

authors settled on 12 banks (6 local and 6 foreign). Also, based on our research questions, we 

have specifically chosen the 12 banks because of their reputation, involvement in retail 

business and relationship marketing. Most importantly, the banks are located in Ghana and 

there will be ease of access into the banks, as it is important that we have access into the 

banks. This will also enable us to easily find out differences and similarities in their 

relationship marketing activities and to do a comparison based on their perspectives. The 

study however does not include rural and community banks. Per the Bank of Ghana 

classification of banks, the study was intended to cover the universal banks (the first tier 

banks). 

Romano (1989) maintains that there are no precise guidelines to the number of cases to be 

included in the literature, and recommends the use of case studies as they hardly specify how 

many cases are to be developed. This decision is up to the researcher. There are 27 universal 

banks in Ghana; a study of 12 banks can be seen as an adequate representation of the 

population able to answer the research questions at hand. 

4.6. Data Collection 

According to Neuman (2003), data are empirical evidence or information that one gathers 

carefully according to rules/procedures. Every researcher collects data using one or more 
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techniques. The technique may be grouped into quantitative which collects data in the form 

of numbers and qualitative which collects data in the form of words and pictures. Some 

techniques are more effective when addressing specific kinds of questions.  

The data for this study was collected mainly qualitatively since it was given in the form of 

words and not derived from numbers. 

Yin (2003) discusses six main evidences to apply in a case study research. These are 

documentation, archival records, interviews, direct observation, particularly observations and 

physical artefacts. 

In this study, the two sources of evidence that are considered valuable are documentation and 

interviews. Information in document is likely to be relevant for every case study topic 

especially for confirming and supplementing evidence from other sources. Documents are 

important in the data collection stage in a case study due to their overall value. Care, however 

must be taken in the interpretation of documents since they are often prepared for another 

purpose other than that of the case study. There are a wide variety of documents for example 

letters, memoranda, and other communiqués such as statistics, official publication, diaries, 

journals, and brochures. They are mostly for collecting secondary data Yin (1984).       

Interviews according to Yin (2003) are one of the most important sources of case study 

evidence and define it as a two- way conversation that gives the interviewer the opportunity 

to participate actively in the interview. 

 Sources of data collection evidence, their comparative strengths and weaknesses. 

Table 3: Documentary source of evidence in data collection 

Strengths Weaknesses 

 Stable –can be reviewed repeatedly  Retrieve ability - may be low. 

 Unobtrusive- not created as a result of 

the case study 

 Biased selectively if collection is 

incomplete 

 Exact–contains exact names, 

references and details of an event 

  Reporting biases 

 Broad coverage   Reflects (unknown) bias of author  

 Long span of time, many events and 

many settings     

 Access may be deliberately blocked  
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  Adapted from Yin 2003, p.86   

Table 4: Interview as source of evidence, in data collection. 

Strength Weakness 

 Targeted- focus directly on case study 

topic 

 Biased due to poorly constructed 

questions 

 Insightful- provide perceived causal 

inferences 

 Response bias 

 Inaccuracies- due to poor recall 

 Reflexivity- interviewees give what 

interviewer wants to hear 

Adapted from Yin 2003, p.86  

Saunders (2000) believes that the use of interviews can help gather valid and reliable data 

that are relevant to the research questions and objectives. Chisnal (1997) has described two 

types of questions used in interview as open-ended or free response in which the interviewee 

can answer the question in detail using his own words. Close ended questions in which the 

interviewee has to make a choice Yes/No or Good/bad etc. 

Tull (1990) defined primary data as data collected expressly to help solve a current problem. 

He further described primary data as data that has been collected for the first time either by 

one or more by the use of observation, experience and questionnaires. Chisnal (1997) 

explained that secondary data is existing information that may be useful for the purpose of 

specific survey. This type of data can be reliable: internally and externally. 

We will use both types of data, primary and secondary since our face-to-face interview with 

bank relationship marketing managers will be source of primary data and website data will be 

our source of secondary data. The primary data can be considered as qualitative since the 

opinions and point of view of our correspondents are of great importance to the outcome of 

this study. The data is also based on meanings expressed through words and not derived from 

numbers.  

In this research we made personal interviews which were conducted in English which is the 

official business language in Ghana. In the interview, we followed the interview guide but we 

also asked few questions which we felt were relevant to the interview and research. 

4.7. Design of the Interview Guide 
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The interview guides were developed from the chosen theory in the frame of reference. 

Frame of reference is based upon the literature reviewed. The interview guides were 

compiled in strict adherence to the theory related to the research and pre-testing was done to 

further ensure a solid measurement instrument. Considering the research questions stated at 

the end of chapter one, the interview guides were designed with general questions for 

interviewees on areas listed below. 

 

 

Table 5: Research and Interview questions 

Research Questions  Theories Interview Question 

What are the major reasons 

for adoption of relationship 

marketing 

 Reasons 

 Initiatives 

Question numbers 1and16 

How is the bank applying 

relationship marketing to 

improve retention 

Application of relationship 

marketing 

Question numbers 2,3,4and8 

How can relationship 

marketing be practised to 

build loyalty and improve 

retention 

Relationship marketing, 

factors influencing loyalty 

and customer retention 

Question numbers 

6,7,9,10,11,12,13,14and15  

 

4.8. Data Analysis 

According to Yin (1994), the main aim of analysis is to treat the evidence fairly to produce 

compelling and analytical conclusion and to rule out alternative interpretations. It involves 

examining, categorizing, tabulating or otherwise recombining the collected data. He further 

states that every investigation should have general analytical strategy in order to determine 

what to analyse and why. The researcher further claim that before the data is actually 

analysed, the investigator can choose between two analytical strategies that is either relying 

on theoretical proposition or developing a case description (ibid). 

Yin (1994) further states that the most commonly used strategy is relying on theoretical 

preposition. The result of this is that, the collection of data is based on the research question 

taken from the previous studies. The result obtained from this study is then compared with 

the result and findings from the previous studies. Two general strategies are suggested either 
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theoretical proposition that led to the case study or developing descriptive framework to 

organise the case study. As a lot of research has been done within our area of research, our 

analytical strategy relies on theoretical preposition.  

Miles and Huberman (1994) explained qualitative data analysis as consisting of three (3) 

concurrent flows of activity: data reduction, data display and conclusion verification.  

They explained further that data reduction is the process of selecting, focusing, simplifying, 

abstracting and transforming the data that appear in written-up field note or transcription.  

Qualitative data can be reduced and transformed in many ways; through 

summary/paraphrase, through subsumed in a larger pattern and so on. They further defined 

data display as generically an organised and compressed assembly of information that permits 

conclusion drawing and action.  Data reduction is part of the analysis. Yin (1994) noted that 

in interpreting the data, when the mixed method is used, the following steps are 

recommended: 

 Look for patterns of agreement- across data sources, by mediating variables, with 

literature, experience etc.          

 Look for contradictions across data source by mediating variables with literature and 

experience.       

 Try to resolve contradiction- through alternative plausible explanation for findings by 

re-examining the data, by collecting specified data to test the alternative hypothesis.  

 Identify the most important findings- rank and organise them and present the findings 

simply through charts and tables, selected photos or videos that illustrate an important 

point.   

Miles and Huberman (1994) further point out that there are two types of data analysis:  with-

in case analysis and across- case analysis. The within case analysis is carried out when 

collected data in a single case is compared with the theory included in the frame of reference 

to identify the differences and similarities. In the cross-case analysis where several cases are 

involved, the objective is not only to compare those cases with each other but also to be able 

to generalise. 

We will use within-case analysis and cross-case analysis as discussed by Miles and 

Huberman (1994). A with-in case analysis will involve comparing collected data with 

theories used. Cross- case analysis will be used to compare data with one another to further 

reduce the data.   
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4.9. Research Quality Criteria 

4.9.1 Validity and reliability 

Raulin and Graziano (2004) believe that the term validity has different meanings. It basically 

refers to the soundness or appropriateness of a methodological issue. Validity is appropriate 

at different levels of a constraint but at the same time especially important in experimental 

research. 

According to Yin (1994), the role of reliability is to minimise errors and biases in a case  

study. Since case study researches are a type of empirical research, the quality of the research 

can be judged by conducting four specific tests: 

 

Table 6: Research Quality Criteria 

TEST DESCRIPTION 

Construct Validity 
Correct operational measures for the concepts being studied, which 

will enhance accuracy   

Internal Validity 

Building causal relationship whereby certain conditions are shown 

which lead to other conditions as distinguished from spurious 

relationship 

External Validity Building the domain to which a study finding can be generalised  

Reliability It is a measurement that demonstrates the operations of the study  

Source:  Adapted from Yin 1994, pp.33. 

 

Conscious effort was made to ensure validity of this study. The interview guides were 

pretested on experienced researchers who were not linked to this research to ensure validity. 

Our choice of approach was objective and use of documentation and interviews helped 

increase validity as more information could be obtained. Interview meetings were pre-

arranged to give respondents enough time to gather information. Interviews were conducted 

face -to-face so that any difficulty or ambiguity is explained. This also increased validity. We 
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collected most data during interview with the respondents at the banks. In order to improve 

the reliability of the interview, we sent the interview guides to our respondents in advance so 

that he/she will have time to prepare for the interview. Individual notes were taken and later 

compiled and discussed to ensure that everything was understood correctly. 

4.10. Conclusion 

The chapter highlighted on the research purpose, research types related to the topic of study. 

Research approach and strategy to have the research questions answered were employed. The 

chapter also touched on the sample selection and data collection procedures used. Finally, 

data analysis and research quality criteria were considered to ensure accurate data to answer 

the research questions posed with the aim of finding answers  to how  relationship marketing 

practice  in the banking industry in Ghana is helping to retain customers. 
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CHAPTER FIVE 

 

5. PRESENTATION OF DATA 

5.1. Data Collection 

Data used for this study has been collected through interviews. A total number of 12 

interviews were conducted with top level relationship marketing practitioners within the 12 

different banks. 

Empirical data that were collected during 12 interviews are presented in this chapter. 

5.1.1. Agricultural Development Bank Limited (ADB) (Branch Manager) date of 

interview 22
nd

 June, 2010. 

ADB was established in 1965 by Act of Parliament to meet the banking needs of the 

Ghanaian agricultural sector in a profitable manner. Before its current name, the bank was 

known as the Agricultural Credit and Co-operative Bank. The bank changed its name in 1970 

when the parliamentary statute was amended to grant the institution full commercial banking 

powers. Agricultural Development Bank of Ghana, commonly known as Agricultural 

Development Bank or ADB, is a government-owned development and commercial bank in 

Ghana. The bank is the first development finance institution established by the Government 

of Ghana. The bank is one of twenty seven (27) licensed commercial banks in Ghana. 

The Bank is a medium-sized development and commercial bank. As of April 2010, ADB was 

the leading financial institution in agricultural financing in Ghana responsible for 35% of the 

total bank industry financing of agriculture. 

A face to face interview with the branch manager revealed that the bank is a government 

owned development and commercial bank in Ghana. The bank was established in August 

1965. It was known through the interview that though the bank was established to help 

agricultural financing, it also now engage in other types of banking beyond making 

agricultural loans in order to mitigate risk and maximize profit. 

An interview with the branch manager revealed the reasons for adopting relationship 

marketing was basically to retain customers through customer relations. The manager stated  
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that strong customer relationship with customers leads to retention and it becomes difficult 

for competitors to imitate. RM activities are handled by relationship managers who have 

constant touch with customers; they call customers, share ideas on all issues at all times. 

These intimacies according to the managers urge customers on to also relate well with the 

bank and do not hesitate to put forward any challenges faced. 

The role of data for the bank is to have improved service delivery, customer data can be used 

to serve them better and their needs can be predicted. The branch manager indicated that the 

bank collect data and information from on-site and off-site that is in the office and from 

customer visits. The bank reaches its customers through sales and telephone calls.  The bank 

does not have electronic database application system; data is collected and managed 

manually. Customers are categorised based on high lifetime value. Again, customers are also 

grouped into corporate, retail and small and medium enterprises (SMEs) and tailor products 

and services to suit their needs. Regular monitoring is done by the bank as well as analysing 

customer behaviour; lifestyles, demographics, preferences and personal habits especially in 

granting credits. 

The manager stated that for the bank to prevent customers from switching to competitors, an 

intimacy has been created to the extent that customers are advised and assisted on issues 

pertaining to their businesses and suggest ways to improve through seminars. With retail 

customers, the bank advised them on various investment opportunities offered by the bank. 

The manager believed that the approach of customer tracking has really helped to reduce 

customer churn rate but could not give figures. 

 The interview highlighted that the bank uses relationship marketing in multiple channel 

customer management: telephone calls, client visits, among others. The bank reaches 

customers through marketing activities, sales force, advertising, telephone, and mails. It then 

uses data gathered upon interactions with customers and categorise them strategically: loyal 

customers as those who have been with the bank for over one year, early adopters as those 

who use new products shortly after introduction. 

The bank groups customers on the basis of historical records. The bank believes that it is 

through historical records that loyal customers, satisfied customers and profitable customers 

could be identified and served appropriately. This helps the bank‟s performance, as the needs 

of groups are identified and served better; encouraging customisation.  
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The bank also categorises customers on revenue side (behaviour) and cost side (service 

levels). The manager revealed that the bank closely monitor customers details and historical 

records. 

The bank provides core customers with specialised services such as mobile banking, Prestige 

Banking. Prestige banking is reversed for high net worth customers who deposit high 

volumes of money and are willing to pay extra to enjoy prestige services. The manager also 

believes that 10% retention leads to 80% profitability provided customers can be maintained. 

5.1.2 Amalgamated Bank Ghana Limited, (Relationship Manager) date of      

interview: 9th July, 2010 

Amalgamated Bank Ghana Limited was incorporated on May 29, 1997 under the Companies 

Code 1963 (Act 179) licensed by the Bank of Ghana on December 13, 1999 to carry on the 

business of merchant banking under the Banking Law 1989, PNDC Law 225 and started 

operations on December 20, 1999. Since acquiring the Universal Banking License in 2006, 

the Bank has grown significantly; climbing the ranks into the mid-tier of Ghana‟s Banking 

Industry. This is in line with the Bank‟s vision of becoming the leading financial institution in 

the country providing innovative and customer-focused solutions to meet their customers‟ 

needs. 

By the end of 2009, the business office (branch) network had expanded to eighteen (18) up 

from three (3) in 2006. This has broadened their footprints in Ghana‟s Strategic Business 

areas. The Bank has developed a focused approach to servicing its markets, the major 

fulcrum being relationship banking. They thrive on their core competence of meeting the 

financial needs of the un-served and under-served segments of the markets by providing 

quality and prompt service, through positive engagement with each customer.  

An interview with the relationship manager of the bank revealed that the bank adopted 

relationship marketing as a formal strategy in the year 2000. The initial motivation for the 

adoption of RM was to manage well customer data and build long term relationship with 

customers and also reduce cost of operation. All branches and channels (customer visits, 

telephones, e-mails, advertising and sales) establish relationship with customers for feedback 

on products and services. The bank collects and updates customer‟s information, historical 

records and monitor behaviors, lifestyle and spending habits. All branches use standardized 

relationship marketing guidelines system. Database is centralized. The bank collects and 

updates customers‟ personal information and historical records and also monitors behaviors, 

lifestyle and spending habits.  
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The internet plays a major role in the bank‟s communications with customers and improves 

sales approaches. It empowers the bank‟s relationship marketing activities.  

Relationship marketing is utilized by the bank to help bank staff do their work better. The 

bank through its CRM software and activities identify core customers. The relationship 

marketing department and the sales departments take action on core customers and allocate 

more personalized services to satisfy their needs. They do try to sell, cross sell and up sell 

more products and services to those groups. The bank rewards loyal customers by giving 

them additional services like negotiable rates, “pick up of customer deposits”, texting and 

telephone call for services.  

Relationship profit helps bank in deciding to continue or terminate relationship. The bank 

positively target, reach and proactively target or know customers and serve them to prevent 

defecting to competitors. 

The manager pointed out that yes; the bank believes that10% retention leads to 80% 

profitability. 

5.1.3 Merchant Bank Ghana Limited, (Direct Sales Manager) date of interview 14
th

 

July, 2010 

Merchant Bank Ghana Limited is a limited liability company incorporated in August 1971. It 

commenced business in March 1972 as the first Merchant Bank in Ghana. The bank provides 

a comprehensive range of banking services to customers and clients, using worldwide 

network of correspondent banks and their agencies. The bank to date has twenty one branches 

across the country and has multiplicity of experiences in relationship banking. The bank has 

net-worked all its branches, it also won the best bank in Customer services in 2004 and was 

adjudged CIMG Bank of the year and best bank in product innovation in 2005. The bank has 

fully computerized its operations and provides internet services for customers aimed at 

improving customer service delivery. 

The bank is committed to providing quality financial products and services to its customers 

across its chosen market and maintaining a place as a leading and preferred financial 

institution in Ghana. The bank to date has 23 branches across the country. 

 

An interview we had with the Direct Sales Manager at one of the bank branches revealed that 

the initial motivation for adopting relationship marketing  is to build ties with customers 

through knowing at first hand  the needs of customers and tailor products to meet their needs. 
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The manager indicated that customer relationship is a key feature in the banks‟ service 

delivery. Some of the banks relationship marketing activities includes collection of 

transactional details, client visits, phone calls among others. The Direct sales manager 

indicated that the bank does not have a comprehensive data base of all customers; it has data 

of all customers though not electronically. It is able to segment customers in the category of 

platinum, gold and silver depending on the volume of transactions.  

The manager again indicated that customer data play a major role in the bank‟s quest to serve 

customers better, the bank is yet to put in place a comprehensive data base of all customers to 

enable the bank sell the needed products and services to the various segments. Example is 

Merban saving plus where customers are required to leave a balance of GHC200.00 in their 

account for period of time. Customers who meet the requirement are given services such as 

sending cash withdrawals to the door-steps of customers. 

The Direct sales manager mentioned that the bank collect data for personal and transactional 

information which guides the bank in its service delivery. It also collects data for its 

marketing activities and for customer feedback. The bank reaches its customers mainly 

through customer visits and telephone calls. 

Further discussions revealed that the bank does not have any software to analyse customer 

data, though ICBA application is used for its transactions. Customer management is done 

through information gathered when an account is opened and the operations on the account 

also guide bank to strategically categorise its customers on the bases of lifetime value of the 

customers. 

An interview with the manager revealed that the bank reward loyalty by offering loyal 

customers with good interest rates and concessionary bank charges activities to entice 

customers to patronise the bank‟s products. Again, the bank categorised its loyal customers 

by considering top depositors and borrowers, their frequency of patronising the banks‟ 

products and services as well as their yearly average deposits and loan balance. 

Additionally, the bank provides personalised services such as cash collection services for 

clients, provide them with specially printed cheque books and diaries. The bank does not 

charge customers for those services. The Direct sales manager agree that 10% retention of 

customer leads to 80% profitability but said a lot needed to be done in order to keep  

customers due to the intense competition among banks. 
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5.1.4 Intercontinental Bank Ghana Limited (IBG), (Relationship Manager) date of 

interview 9th August, 2010 

IBG derives its strength from experienced, stable and visionary Board; as well as a crop of 

experienced customer-focused and industrious professionals committed to the highest ideal of 

service excellence. Their mission is to help their stakeholders build and preserve wealth. 

 Deliver quality services with courtesy, sensitivity and minimum delay. 

 Not only satisfy their customers but work hard to delight them. 

 Provide customers with information on their services. 

 Meet customers at the appointed time and be helpful in all their dealings. 

 Ensure that their reception and meeting facilities are clean, comfortable and safe. 

 Handle customer complaints professionally and revert promptly. 

IBG currently has 27 business offices and eight agencies across the country. 

The authors had the opportunity to speak with the relationship manager in his office. The 

manager said the bank‟s initial motivation for  adopting the practice of relationship marketing 

is to maintain and retain customers. 

RM activities undertaken by the bank help to keep track of personal data. Example, contact 

addresses, names and telephone numbers in order to have regular interaction with customers. 

In establishing long-term relationship with customers, regular interaction with customers 

helps the bank in establishing rapport between the bank and customers. The manager 

indicated that data and database help the bank to easily track and reach customers, and thus 

know their behaviour. The internet plays an important role in the banks activities in this 

regard.   

Regarding data and customer information collected, customer data is collected at the time of 

opening the account for customers. Data is analysed with the help of application network 

used by the bank while non – technological data is managed through filing systems. 

Customers are made to comment on products, services and the organisation through contact 

with Service Officers and suggestions from the bank‟s suggestion box. Customers are also 

encouraged to inform the bank about any information they receive from the general public 

concerning the bank. According to the Direct Sales Manager, the bank„s relationship 

marketing activities guide the bank to come out with products and services that meet the 
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needs of customers. The bank reaches its customers through sales activities, telephone and 

customer visits. 

On customer categorization, the Manager mentioned that the bank categorise its customers 

based on the high lifetime value of customers, loyalty and early adopters of new products. On 

revenue side it is based on volume of transaction for a period. 

Regular monitoring is undertaken by the bank. Through RM activities the bank is able to 

detect defecting customers easily by checking their pattern of operation, any change in 

customers operation prompt the bank for a follow-up to customers to verify why the change 

in operation and advice customers. The banks also listens to their grievance and forward it to 

the appropriate authorities to intervene to prevent losing customers to competitors. 

The bank provides core customers with additional specialized services, through interaction; 

the bank is able to identify customers who are willing and ready to pay extra for such 

services. The manager also agree that 10%  retention can lead to 80 % profitability but said 

the bank will strengthen its RM activities in order to reach greater number of customers so as 

to retain them. 

5.1.5 Barclays Bank Ghana Limited (BBG) Head of Personal Banking, date of 

interview 15th September, 2010. 

Barclays Bank Ghana is a major global financial services provider engaged in retail banking, 

credit cards, corporate banking, investment banking, wealth management and investment 

management services with an extensive international presence in Europe, the America, Africa 

and Asia. 

With over 300 years of history and expertise in banking, BBG operates in over 50 countries 

and employs nearly 147,000 people. The bank lends money; its principal strategy is to 

achieve good growth through the time by diversifying its business base and increasing its 

presence in markets and segments that are growing rapidly. 

 

 

This is driven by the Group‟s ambition to become one of a handful of universal banks leading 

the global financial services industry, helping customers and clients throughout the world 

achieve their goals. The strategy is based on the principles of earn, invest and grow. 

 The bank’s five (5) key guiding principles guides the way it operates: 

 Winning together – achieving collective and individual success.  
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 Best people – developing talented colleagues to reach their full potential, to ensure 

bank retains a leading position in the global financial services industry. 

 Customer and client focus – understanding customers and serving them brilliantly. 

 Pioneering– driving new ideas, adding diverse skills and improving operational 

excellence. 

 Trusted – acting with the highest integrity to retain the trust of customers, external 

stakeholders and colleagues.   

An interview with head of personal banking at a bank branch revealed that the bank started 

using relationship marketing in 2006 and about 80% of its customers have been with the bank 

for over one year. The initial motivation for adopting relationship marketing is the bank‟s 

quest to build ties with customers through relationship and better customer services. 

The bank‟s RM activities involves each customer being provided with a relationship manager 

or a manager who is in-charge of all service required by the customers. Thus, customers need 

not be in the banking hall before a service is provided. 

RM helps the bank to monitor customer account regularly to know more about their 

businesses. Again, relationship managers call customers to interact with them. The role of 

data in the bank‟s RM activities enables the bank to get detailed information on each 

customer and track them with the help of the internet and bank transactions. 

Regarding data and information, the bank collects personal data from customers and from 

daily transactions. The bank also uses RM as a means of targeting customers, serving and 

monitoring the bank‟s performance in the industry. 

The personal banker indicated that, the bank reaches its customer primarily through personal 

sales and marketing, advertising and telephone sales. Bank uses customer relationship 

management software tools to identify core customers and allocate more personalised 

services and resources to the profitable group. Strategically, customers are categorised by 

their lifetime value, loyalty and early adopters of new products. 

Customers are also grouped based on profitability and loyalty. Customer monitoring is 

handled by relationship officers and relationship managers through visits and telephone calls 

on regular basis. The bank provide their needs where practicable which helps to prevent 

customers from defecting to other banks. 
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First- class customers are provided with exceptional services such as, customized cheque 

books, internet banking and door to door services. The personal banker shared the view that 

10% retention leads to 80% profitability. 

5.1.6 Ecobank Ghana Limited (EBG) (Personal Relationship Consultant) date of 

interview 8
th

 October, 2010 

Ecobank Ghana Limited is a bank in Ghana in the Pan-African Ecobank chain which operates 

in twenty nine (29) countries. They are listed on the stock index of the Ghana stock exchange. 

It was formed in 1990. In the early 1980‟s the banking industry in West Africa was 

dominated by foreign and state-owned banks. There were hardly any commercial banks in 

West Africa owned and managed by the African private sector. ETI was founded with the 

objective of filling this vacuum. ETI commenced operations with its first subsidiary in Togo 

in March 1988. Today, the Group is a full-service regional banking institution employing 

over 11,000 staff in over 746 branches and offices in twenty nine (29) west, central ,east and 

southern African Countries. 

An interview with a Personal Relationship Consultant of the bank revealed that; initial 

motivation for the adoption of relationship marketing is a reaction to intense competition 

among the banks in Ghana and therefore the need for the bank to strategise to stay in 

business. They therefore adopted it as a new market opportunity. In 2002, the bank adopted 

CRM as a tool in order to serve customers better. 

The bank‟s relationship marketing activities includes advertising, corporate social 

responsibility, personal selling, courtesy calls, birthday wishes sent to customers and loyalty 

programmes. Data serves as a source of reference and information on the day -to- day 

activities of the bank. Personnel in relationship marketing units at all branches of the bank 

collect personal and transactional data which are either entered electronically in the banks 

system or filed. The relationship marketing department is used by the bank as an entry point 

where exchange of information between the bank and clients take place. The units do not 

work in isolation; they work in consultation with all other departments.  

The bank collects both personal and transactional information on customers through routine 

interactions and day to day transactions at the bank. The bank encourages bilateral win-win 

relationship and communication between bank and customers. The bank makes provision for 

customer feedback and suggestion through suggestions boxes, quarterly events and activities 

like customer appreciation nights among others.  
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Customer data is collected by the bank for segmentation and reward. The bank reaches its 

customers through sales visits, internet and telephone calls. The bank categorises its 

customers based on revenue; amount of deposits in value terms. Monitoring is done by 

considering the volume of transactions over a long period. Loyal customers are categorised 

by considering relationship value and profitability. Categorisation is also based on the type of 

account operated with the bank. Examples are savings account, current account, investment 

account and the volume of income to the bank. 

The bank groups customers on the basis of historical records and other related details, this 

grouping helps improve the banks performance and also to be able to proactively cross-sell 

and up-sell at the right time.   

Data gathered through interactions with customers serve as source of information in the 

design of relationship marketing activities, these allows products and services which meet 

clients‟ needs to be known proactively and served appropriately and help keep them satisfied 

and retained. 

The bank takes into consideration loyalty, customer average deposits and debits, volume of 

transactions, risks among others in categorising customers. This helps the bank in identifying 

profitable relationships and to decide whether to continue or terminate. This, they believe will 

help them to stay in competition as profitable ones are strengthened and non-profitable ones 

done away with.  

The bank provides its core customers with additional personalised services at extra cost for 

excel customers who are given first class services and need not to be present at the banking 

hall to request for services. 

The bank believes that yes 10% retention leads to 80% profitability that is why it adopted 

relationship marketing to improve client loyalty and retention. The bank hopes to strengthen 

its research department to be able to provide daily figures in these areas for broad 

appreciation by staff.   

5.1.7 Standard Chartered Bank (SCB), (Assistant Corporate Manager) date of 

interview 29
th

 October, 2010 

Standard Chartered Bank Ghana has been in operation since 1896 when it was known as the 

Bank of British West Africa. The Bank is 80% owned by Standard Chartered PLC, and the 

remainder of the stock is owned locally and traded on the Ghana Stock Exchange. They are 

the oldest bank in Ghana and ranked consistently amongst the top three banks locally. They 

provide a wide range of services in the consumer, corporate and institutional banking sectors, 
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including comprehensive trade finance, cash management services and foreign exchange 

products through its treasury operations. They have 19 branches and agencies located in the 

main regions of the country. These are fully computerized and networked; Automated teller 

machines are located at most branches. The bank offers a wide range of personal banking 

products and services nationwide through a network of 19 branches, 6 excel centers, 1 agency 

on the Kwame Nkrumah University of Science and Technology Campus and alternate 

channels such as ATMs, call centers, transactional banking, debit cards, personal loans, and 

SMS banking. SCB is the only bank which has 2 SME centers in the country.  

Customers enjoy the privilege of a banking partner that is flexible and tailors solutions to take 

care of their specific banking needs. SCB‟s services are backed by a strong commitment to 

providing its customers with effective and reliable banking services to meet their 

expectations. 

SCB offers its corporate and institutional clients comprehensive banking solutions with 

particular emphasis on relationship banking. Corporate clients benefit from a full range of 

flexible financial propositions that address individual needs. Clients can access traditional as 

well as structured products in the areas of lending, trade finance, cash management and 

treasury. Customers also have access to cross-border payments, treasury services, 

transactional banking and custodial services - all supported by electronic funds transfer and 

cash management systems. 

Wholesale Banking provides innovative solutions to address the needs of valued customers. 

An extensive knowledge of international markets combined with a deep local insight puts the 

bank in a unique position to provide quality advice and information on currencies, interest 

rates and risk management. The Bank has always been at the forefront of creative product 

offerings. Products offered include foreign exchange forwards and spots, high-yield deposits 

and foreign currency options. The Bank is an authorized Foreign Exchange Dealer of the 

Central Bank. 

The authors had the interview with the Assistant Corporate manager in his office.  

 The manager stated that the initial motivation for adopting RM is to grow deposits 

and assets and to retain good customers. 

 RM activities undertaken by the bank involves data collection at all points of contact 

with customers, communication with customers through all channels- telephone, e-

mail, and personal visits.      

 RM helps the bank to proactively identify customer needs and meet them. Issues 

relating to customer relationship are addressed quickly. With this RM strategy, the 
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bank is able to predict customer needs so their requests are attended to without delay. 

In some cases, negotiations between the bank and the customers are so informal that 

customers are free to pour their hearts out and therefore feel proud to be associated 

with the bank. 

 On the issue of database, the manager said database provides the foundation for 

customer relationship. With regard to personal and transactional information, the bank 

collects data during account opening process. Products, services and organisational 

information are also given during the process. Non-transactional customer feedback 

information is also collected through telephone calls, e-mails and suggestion box. RM 

activities are strengthened through visits, telephone calls and e-mails. 

 

 The bank uses RM in service delivery and in multiple channel customer management 

such as handling customer complaints, feedback to customer request, sending birthday 

and other messages etc., to customers. These activities strengthen the bond between 

customers and the bank. 

 The assistant corporate manager indicated that the bank reaches its customers mainly 

through face-to-face interactions, referrals, advertisement, visits and telephone calls. 

ICA application is used by the bank in its data analysis. Non- technological data such 

as call reports are written and kept in a file for reference. The bank strategically 

categorises its customers based on high lifetime value and loyalty. Customers are 

grouped into corporate client, local business clients and premier clients. This enables 

the bank to ascertain the contributions of each of the segment in terms of profitability 

and long-term relationship. 

 With the help of ICA application, customer transactions are analysed and monitored. 

Behaviour and lifestyles are also monitored especially where customers are 

committed (owe) to the bank. The manager believes that to prevent customers from 

switching, relationship and corporate managers have to have constant touch with 

customers via telephone calls, regular visits to customers in their shops and offices 

and in some cases visit their homes to interact with families. Above all, the bank also 

provides customers with perfect just in time services and gives recognition to 

customers for choosing the bank. 

 Loyal customers are categorized based on the frequency and volume of transactions. 

The bank manages its loyal corporate customers by organising seminars related to 

their line of business to improve on their performance. Again, the manager stated that 
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annual dinner dance is also given to all loyal customers of the bank. Awards are also 

presented to customers with the highest turnover in a financial year.  

 The internet plays a massive role in the banks relationship marketing activities as it is 

able to reach and interact with customers through e-mails, forums and advertisement. 

The internet is also helping the bank in serving customers better as it provide fast and 

efficient communication between bank and customers. 

 The manager believes that 10 % retention leads to 80% profitability if the right 

customers are maintained. 

5.1.8 National Investment Bank (NIB) (Business Banker) date of interview: 

1STNovember, 2010. 

Established in March 22, 1963, NIB was the first development bank in Ghana to promote and 

strengthen rapid industrialization in all sectors of the Ghanaian economy. NIB now operates 

as a universal bank and focusing on development/commercial banking activities. 

The bank has undergone management, institutional and financial restructuring, which has 

strengthened the organization and now, has 27 branches nationwide. 

The Bank was awarded the prestigious Euro Market Award in 1994 and recently won the 

2003 Best Bank of the Year for Long Term Loan Financing. 

NIB plays a leading role in developing a number of highly successful industrial projects in 

Ghana, through equity and debt financing. Some of these are Nestle Ghana Ltd., Nexans 

Kabel metal (Ghana) Ltd., Merchant Bank (Ghana) Ltd. and Total Ghana Ltd. Apart from its 

development banking activities; the Bank also provides corporate and commercial banking 

facilities involving both domestic and foreign transactions at very competitive rates and on 

flexible terms. They include Current and Savings Account, Call Deposits, Fixed Deposits, 

Loans and Advances, Personal Loans, Overdrafts, Western Union Money Transfer, Mobile 

Cash Management Services and Warehousing. 

 NIB is networked nationwide and renders efficient banking services. To ensure that their 

customers receive consistent and efficient services, highly trained personnel of the Bank 

attend to standard banking needs promptly. They also deliver quality service; tailored to meet 

requirements of customers. The authors interviewed the Business Banker of the bank. The 

bank‟s position on the adoption of CRM is for customer retention through building of ties. 

RM activities undertaken by the bank are customer visits, advertising, personal selling, 

complaints handling and management. 
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 The Business banker indicated that RM has helped the bank in establishing long term 

relationship with customers and also stated that through RM, customers have become 

partners of the bank, their needs are met, and the bank is ever ready to attend to their 

needs. 

 The role of data and database in the bank‟s RM activities affords the bank to know 

clientele base. Data is collected for personal and transactional information purposes. 

Interview on the bank‟s products and services   is done to predict customer needs. The 

bank also source information from other banks through banker‟s opinion requests. 

This enables the bank to know whether or not customers have accounts elsewhere. 

Highlights from the opinion poll serve as a guide for the bank to also know the kind 

of product or services to roll out to customers. 

 The internet helps the bank in its interaction and communication with customers who 

sign in to the bank‟s e-banking programme. The bank also capitalizes on the 

advantage of free advertising on the internet to reduce advertising cost. The bank 

again uses the internet as criteria in categorizing its customers.   

 The business banker mentioned that the bank uses RM to dazzle its clientele in order 

to boost market share. The bank reaches its customers through telephone calls, 

 Visitation, e-mails and advertising. Customers are categorized based on loyalty. 

Customer categorization helps the bank to increase its brand loyalty, profitability and 

customer base by ensuring satisfaction. 

 The business banker reiterated that the bank categorizes its customers based on 

revenue generation from the various segments. Customer monitoring and behavioural 

analysis is done by the bank. Example, preferences, demographics, lifestyles etc. so as 

to determine the type of products and services to be offered. 

 The bank uses RM to identify and prevent customers from switching by managing 

complaints satisfactorily and exceeding customer expectation; constant interaction, 

offering good exchange and interest rates to clients. 

 Loyal customers of the bank are segmented into various markets and their needs are 

met accordingly said the business banker. Core customers of the bank are provided 

with tailor made products such as premium accounts to business executives where 

interest rates are negotiable.  

 The business banker was of the view that 10% retention leads to 80% profitability if 

customer relationship is constant such that defection becomes unattractive. 
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5.1.9 SG-SSB, (Branch Manager,) date of interview12th November 2010. 

SG-SSB is a privately owned publicly listed company on the Ghana Stock Exchange with 37 

branches throughout the country. It is one of the most profitable banks in Ghana and the 

dominant bank in the Western Region. The Bank operates in the Retail, Corporate, Small and 

Medium scale Enterprise banking markets. Their mission is to create the preferred banking 

institution, which employs professionalism, teamwork and innovation to provide quality 

products and services that best satisfy the needs of our customers. The bank as part of its 

activities serves the following products to customers:  

-Doorstep banking, the physical collection of cash at the doorstep of corporate customers.  

-Special farmers‟ loans whereby cocoa farmers are given pre-harvest financing. 

-Consumer credit loan scheme for workers. 

-Sika card, the first electronic smart card in Ghana. 

-Sikatel, the first banking access by phone in Ghana. 

- Sikatext banking information by SMS. 

 The authors had a face to face interview with the branch manager. The bank‟s initial 

motivation for the adoption of CRM was to establish long term relationship with 

clients through appreciation of client business operations and to have a mutual 

understanding for each other‟s job. 

 The bank‟s RM activities involves periodic working visit to clients business premises, 

periodic request of reports from clients on their businesses such as, financial reports 

and many others. 

 According to the manager, RM enables both parties to feel the essence of the 

existence of each other and make sure each other‟s needs are met for mutual benefit.  

 Customer data he said, gives detailed information about the current happening on 

clients. It also helps the bank to strategise using customer data and to enhance the 

relationship. Personal information is collected during account opening procedures and 

transactional information is collected, such as export documents for verification. 

  The bank reaches its customers through marketing services, advertising, sales and 

telephone calls. The bank has a customised programme used by the entire bank to 

analyse data. With non- technological data such as call memos are prepared with 

detailed account on customer visit and filed accordingly. Customers are categorised 

based on high lifetime value and loyalty. 
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 The manager stressed that customers are grouped according to profitability. By these 

grouping, particular attention is paid to clients who rank high while solution is found 

for those at the bottom of the ladder. Regular monitoring and analysis of customer 

behaviour and characteristics is done by considering lifestyles and historical records. 

 The bank‟s RM activities help in identifying defecting customers. The manager 

indicated that the bank has constant touch with customers and this gives the bank 

first-hand information about their expectation. The bank also offers customised 

services quickly to meet the demands of customers. 

 Loyal customers of the bank are categorised first and foremost, with reference to the 

bank‟s corporate mission and therefore seek for customers who fit into the bank‟s 

vision. Loyal customers are also categorised according to the type of industry and 

business it belongs to with the help of the bank‟s Universal software grouping. 

 Core customers are provided with personalised services for free, this helps to improve 

on relationship with clients. The manager agrees that 10% retention leads to 80% 

profitability. 

5.1.10 United Bank for Africa (UBA) (Relationship Officer) date of Interview 15
th

 

November, 2010. 

UBA was initially incorporated and registered as Standard Trust Bank Ghana Limited at the 

Registrar General‟s Department. In December 2004, the Bank of Ghana issued the then 

Standard Trust Bank Ghana Limited with a license to operate as a universal bank. It was the 

first bank to be licensed under the Banking Act 2004 (Act 673) and the nineteenth bank to be 

licensed in Ghana. With an initial capitalization of US $10 million, UBA was the first bank 

with Nigerian majority shareholding to open shops in Ghana. 

 The bank in less than four years has pushed banking in the country to higher performance 

levels, where competition and innovation are now responding to the growing needs of 

consumers. The Bank's corporate identity, rest on four fundamental values with the acronym 

HEIR. Humility: they see and relate with the customer as the essence of their corporate 

being. Empathy: Do unto others as you would be done by. Integrity: they are transparent in 

their relationship with their customers. Resilience: they evoke their entrepreneurial spirit to 

excel in all challenging situations. An interview with Business development and relationship 

officer revealed that the bank started the practise of RM in 2008. The initial motivation for 

adopting CRM stems from the competition amongst banks. 
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 RM activities undertaken by the bank is done through customer visits and seminars. 

The business officer believes that RM helps in establishing long-term relationship by 

creating customer loyalty.  

 The role of data and data base in the bank‟s RM activities helps the bank in knowing 

the trend of customer growth and movement. The bank collects personal and 

transactional information at account opening period. Product and service information 

is also collected from business registration document of clients. Non –transactional 

customer feedback is collected through suggestion boxes. Customer information is 

also collected through customer visits form completed by visiting officers and 

managers based on the interactions with customers. 

 The bank uses RM to track customer satisfaction and dissatisfaction in order to serve 

customers better.  

 The bank reaches its customers mainly through telephone calls and branch networks. 

Strategically, the bank categorises its customers by their high lifetime value.  

 The internet helps in interactions with customers and other stake holders. Through the 

use of the internet, the bank is able to reach a large number of people through 

advertising on banks web site at a minimal cost.  

 Clients are also grouped based on loyalty and faithfulness. Loyal customers bring 

constant income and these customers must be encouraged to patronise the bank‟s 

products and services.  

 Customers are also categorised by the use of Pareto analysis, thus the bank considers 

20% customers who contribute 80% of revenue to the bank.  

 Analysis of customer behaviour; life styles and character are not considered in the 

banks RM activities. With RM in place, defecting customers are easily identified and 

their need satisfied without delay. Loyal customers are categorised based on their 

turnover over a period.  

 The bank does provide core customers with specialised services like negotiable 

interest rate. The business development manager believes that 10% retention leads to 

80% profitability when managed effectively. 

5.1.11 Fidelity Bank Ghana Limited (FBG) (Relationship Manager) date of 

interview 2nd December, 2010. 

Fidelity Bank Ghana Limited was issued with its Universal Banking License on June 28th 

2006, making it the 22
nd 

bank to be licensed by the Bank of Ghana. The Bank is owned by 



57   

Ghanaian, Foreign individual and institutional investors including ADB and SSNIT, and also 

by its Executives. 

The Bank was formerly a discount House, the leading discount house in Ghana. After 

operating profitably for 8 years, the business environment in the country drew investors to the 

idea of establishing a bank. Fidelity bank has a team of high calibre staff with diverse skills 

and experience. They continue to invest heavily in technology and training to ensure that they 

are at par with the best in the industry. 

To ensure the relevance of their comprehensive range of products and services, they 

continually review the demographics of their customer segments to ensure that their offerings 

meet the banking and financial needs of existing and potential customers. The bank‟s vision 

is to become a world-class financial institution that provides superior returns for all 

stakeholders. With People who are professional and proactive, state of the art Technology, 

exceptional Corporate Governance Standards, good knowledge of the Local Market, 

Financial and Capital markets and above all, a Customer-Centric Culture. The Bank is 

contributing its quota to the development of the banking industry and by extension the 

Ghanaian economy. 

 Our interview with the relationship manager of bank revealed that the bank started the 

practice of relationship marketing as part of it initial entry strategy. The initial 

motivation was to know their customers and continually review their needs and serve 

them better and to retain them. 

 Relationship marketing is helping the bank to establish long term relationship with the 

bank by the continuous provision of information on customer demography through 

the use of state of the art technology and highly trained personnel who have contact 

with clients through all the available communication channels. 

 The bank‟s relationship marketing activities starts with the manipulation of the 

marketing mix to attract new and existing customers. Once bank staff comes in 

contact with potential and existing customer through transactions or any of it 

numerous communication channels they collect information from customers. 

 Relationship marketing at the bank is defined as personal interaction with potential 

and existing customers. The bank segments its customers into gold, silver and 

ordinary. The bank sends out questionnaires to customers to evaluate themselves on 

how well its services meet their expectations. If not, the bank tries to find out why and 

ask what more they expect from the bank. The bank uses call centres, ATM, sales 

personnel, branch offices and internet to interact with customers. Within these 
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channels, a face to face interaction is always done by the bank. The bank thinks face 

to face discussion can help them gain better understanding of their customers and vice 

versa and also an easy way to communicate with them. 

 Relationship marketing technology empowers bank to carry out relationship 

marketing activities such as customer knowledge, customer segmentation and 

customer service effectively leading to greater customer satisfaction, loyalty and 

retention. Software used in managing customers and the internet allows customer 

activities to be monitored and needs determined and served appropriately. 

 Data and the internet play major role in the relationship marketing activities of the 

bank. The bank uses the internet in interacting with customers, advertising, and public 

relations among others. The bank through the internet has networked all branches so 

that customer data could be accessed across branches for efficient customer service 

and customer data management. The internet helps in centralizing data and database. 

 The bank collects personal and transactional information and any other in accordance 

with the bank‟s regulation. The bank also collects feedback from customers on 

products, services quality, customer service and satisfaction. 

 Relationship marketing is used to manage customers, build trust, and reduce cost and 

to maximise profit. 

 The bank reaches customers through e-mails, phone calls, personal visits, branch 

activities, advertising, corporate social responsibility and public relations.  

 Data from individual branches are centralised through the network of the bank. They 

are analysed electronically by software tools to identify patterns, cycles, changes 

among others. Non electronic data are kept in files. 

 Bank group customers according to volume of transaction, contribution to bank profit 

and amount of investment. This grouping help bank to be focused in customer 

management and profit maximization strategy. The bank also categorises customers 

according to service levels. For example, whereas gold customers have access to 

negotiable interest rate for investment, silver customers do not. 

 Bank regularly monitors customer records and update appropriately. 

 Relationship marketing is used to proactively identify customer needs and served 

appropriately. Example, cross-selling or up-selling to prevent defection. 

 Bank categorises loyal customers according to average deposit and profitability. For 

customers with low deposit, the bank offer incentives to encourage more deposit. 

 Bank provides core customers with additional services as they are ready to pay 

additional charges for those services. 
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 Yes, the bank believes retention leads to profitability as profit is made from low cost 

associated with serving already existing customers. 

5.1.12 Prudential Bank Limited (PBL) (Relationship Manager) date of interview 

21
st
 December, 2010. 

The bank was incorporated in 1993. It opened its doors on August 15th 1996 with the first 

branch in Accra. Prudential Bank is a medium-sized commercial bank specializing in meeting 

the banking needs of small and medium-sized businesses as well as those of individuals. 

An interview with the relationship manager revealed that the bank‟s goal in relationship 

marketing is to satisfy and retain clients in order to create long-term profitable relationship. 

They believe that the bank stands to gain a lot from relationship marketing, as marketing to 

existing customers will result in: happier customer who trusts you and your business, repeat 

and new business from existing customers means more profitable relationship. Client 

provided feedback and quality insight into their business, lot of mouth referrals and 

recommendations, willingness to pay more for their services, engagement in brand and 

loyalty. 

 The bank believes that a win-win situation will be achieved as they are not the only ones 

who will benefit as customer needs become primary focus in their business; they get better 

services, quicker response and have to do less work to make sure their needs are met.  

Their relationship marketing activities include. 

 Instituting a one-day response time on all calls/emails. 

 Sending relevant articles, tools and resources to their clients. 

 Asking clients for feedback (and using it to improve). 

 Offering incentives for referrals. 

 Distributing regular newsletters and bank updates. 

 Getting to know the client‟s business so they can anticipate their needs. 

 Handling dissatisfaction quickly and thoroughly. 

6 years ago, the bank realized that they will be at competitive disadvantage if they continued 

to treat all customers the same. They then decided to treat each and every customer according 

to his/her personal unique needs and demands and also his/her personal financial situation. 

The bank therefore categorises customers into groups and assign personal bankers to each of 

these groups. The personal banker attends to their individual banking needs. 
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The internet is used in most of the bank‟s communication and interaction with customers. 

The bank has a website where products and services information can be accessed. The bank 

also advertises on other websites. The site is well designed and monitored for customer 

information and data. 

The bank believes good customer relationship can be built if customers are satisfied. In their 

attempt to satisfy their customers, they proactively seek what their needs are and satisfy them 

to prevent defection .The bank categorises loyal customers according to the number of years 

that the customer has been with the bank, average annual deposit and contribution to profit.  

The bank though treats every customer as special; they provide additional services for high 

core customers.  

The bank, even though agrees that increase in retention leads to profitability is not able to 

give figures.  
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CHAPTER SIX 

6. DATA ANALYSIS 

This chapter of the work will compare data gathered during the research period with theory. 

A within case analysis, where data from each of the twelve case banks will be compared with 

theory, followed by cross-case analysis where all the twelve banks will be compared to each 

other to identify similarities and differences. The analysis opens with research question 

posed, followed by the findings of the comparison. 

6.1. What Are The Major Reasons For The Adoption Of Relationship Marketing In 

Customer Retention In The Banking Industry? 

6.1.1 Profit 

In the context of retail banking, Storbacka (1994) describes relationship costs as comprising 

direct variable costs, such as transaction related costs and costs related to specifics in addition 

to overhead costs that may or may not be attributable to particular relationships. Relationship 

revenue is split into volume-based revenue that is derived from interest margins, and fee-

based revenue. Customers‟ patronage concentration (Storbacka, 1994) or share-of-wallet 

(Keiningham et al., 2003) and pricing policies are important aspects of relationship revenue 

in banking. Since a large part of banks‟ revenues are received from interest margins, 

customers‟ volume of business has a major impact on profitability. If relationship costs are 

minimized and relationship revenue is maximized over time, long-term customers should 

generate greater profitability than short-term customers. 

 

Ecobank believes that marketing to existing customers will result in happier customers who 

trust you and your business. Repeat and new business from existing customers means more 

profitable relationship which will improve profits. Clients provide feedback and quality 

insight into their banks, lots of mouth referrals and recommendation which come with the 

wiliness to pay more for their services.   

Standard Chartered Bank focuses on finding new ways to advertise and promote products 

especially as these generate revenue and cost less to maintain. This in turn helps to increase 

the profits that are ultimately realised by the bank. By using the right advertising strategies 

and selling products at prices that consumers are willing to pay, the goal of profit 

maximization effort is reached. This is made possible by the perceived price insensitivity 

associated with loyalty and relationship management. 
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Prudential bank‟s relationship marketing activities involve understanding customer 

profitability and retention of profitable ones. To reach the full profit potential of customers, 

the bank tries to measure and use customer value in the management activities. This they trust 

will help build ties with customers who will give feedback to improve and give better 

services to satisfy customers, as satisfied customers are more willing to pay more for 

services. This will give them more revenue and thus profitability.  

Barclays Bank profits from relationship marketing by building loyalty with customers as they 

believe that it is cost effective to retain existing customers than to prospect for new ones. 

Customer loyalty they know brings some remarkable benefits such as lower price sensitivity, 

positive word of mouth, lower cost and higher efficiency.  

On the reasons for the adoption of relationship marketing for customer retention, 

investigations conducted indicate that all banks have ultimate aim to make profit and one or 

two other reasons for adopting relationship marketing. This is in line with what Dowling and 

Uncles (1997) state, that usually, a relationship program‟s goals are extremely clear in 

emphasizing companies‟ profitability. They point out that companies wish to maintain and 

augment their sales and profit levels to increase customer loyalty and value and to induce 

customers to buy through relationship marketing. They make profit because of reduced cost 

of sale associated with relationship marketing as cost of advertising is minimal and the banks 

are able to cross sell and up-sell to existing customers because of customer knowledge. 

Higher profits are obtained as wallet-share increases and more referrals come from existing 

customers. The focus is to minimize cost and maximize the returns from them. 

6.1.2 Maintenance of Relationship 

According to Sudarshan (1995), relationship marketing involves identification, establishment, 

maintenance, enhancement, modification and termination of relationship with customer/ 

consumers to create value for customers and profit for organisation by a series of exchanges. 

Sudarshan (1995) maintains that the role of relationship marketing in retention include (1) 

improved profit, (2) build ties, (3) address customers better, (4) buy in customer attention, (5) 

build trust with customers which are all  important in providing new opportunity in achieving 

competitive advantage in such competitive environment.  

Relationship marketing seem to be an important strategy for Agricultural development bank, 

Intercontinental Bank, Barclays Bank, Standard Charted bank and National investment bank 

as they all have special department for handling relationship marketing issue. Their goal is to 

build long term relationship with customers. 
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ADB is expanding its activities at branch level and is opening more branches in local 

communities so that clients can have close contact with their banks for effective relationship 

building. ADB believes that it becomes difficult for customers to switch to competitors when 

they relate closely with them. Even though ADB collects both onsite and offsite data, the 

bank does not have electronic database application system, this does not allow data to be 

managed effectively. The bank is however able to maintain very good relationship with 

customers as they are managed by local officials who are in constant touch with them. The 

local branch officials get to know customers on personal level and are able to provide them 

with specialized services like pre-harvest financing.   

Intercontinental Bank‟s reason for adopting relationship marketing is to maintain relationship 

with customers. This they have done by relying a lot on information management and 

customer knowledge management. This information is analysed and integrated into new 

product development process. They believe that customers might have better ideas about 

specific products as they are the users of the product or service. Customer interactions and 

interviews from time to time are done with the aim of extracting customer needs and 

understanding them. The procedure tries to translate the information into new products and 

improves on the existing ones to satisfy customers. This has helped to create loyal and happy 

customers for the bank. 

Ecobank and Fidelity rely on customer knowledge in maintaining relationship with 

customers. Customer knowledge refers to understanding ones customers, their needs, wants, 

and aims. It is a collection of information and viewpoints that an organisation has about its 

customers. The role of customer knowledge management is to capture and organise data to 

allow it to be shared and discussed throughout the organisation to build strong customer 

relationship. Even though Fidelity has put in place processes and systems to gather more 

information and data on customers; who they are, what they do, and how they think, not 

much information is gathered quantitatively to give insight on numbers and value of business. 

This makes knowledge about customers difficult to share/ analyse and often incomplete. The 

bank‟s continuous investment in technology and working environment, where the customers 

share new insight, knowledge and experience is effective. Customers of Fidelity Bank 

therefore do not see themselves as passive recipients of products and services offered and are 

committed and willing to collaborate. 

Ecobank and Fidelity‟s reason for adoption of relationship marketing, confirm theory by 

Crosby (2002) which stressed that by using customer information wisely firms can deliver 

their needs and thereby creates a profitable long-term collaborative relationship with the 

customer. The Fidelity Bank made the point that long-term customers are less costly to serve 
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and smooth running relationships are less resource intensive. CRM solutions for Ecobank is 

fostering more profitable and long-term customer relationship by addressing issues such as 

unified customer view, integrated multichannel customer, sales and service, targeted 

marketing for expansion, loyalty campaign and efficient management of distribution 

channels. As noted by Anderson and Mittal (2000), customer relationship profitability arises 

through the acquisition and retention of “high quality” customers with low maintenance costs 

and high revenue.  

6.1.3 New Market Opportunity 

Marketing approach in the banking sector has changed significantly over the period. New 

perceptions of customers, technology, globalization and deregulation have influenced banks 

to create new markets. Competition in the financial sector has become intense; banks both 

local and international need to protect and develop their market share and to survive 

competition. For UBA, quality customer service and relating to customer with humility is 

their way of overcoming competition and increasing their market share. The bank sees 

customers as the essence of their corporate being. They are also transparent in their 

relationship with their customers. Relationship marketing has created an opportunity for them 

to improve customer service and thus customer satisfaction and retention. Relationship 

marketing to them has shown to generate strong customer relationship that enhances 

customer loyalty and profit.       

Agricultural Development Bank, Merchant, Intercontinental, Ecobank, National Investment 

Bank, SG-SSB and UBA all believe that new market opportunities are one of the reasons for 

the adoption. They believe that relationship marketing in customer retention is a new 

marketing opportunity in such competitive industry. As competition becomes intense in the 

financial sector in Ghana with the increase in number of both local and international banks, 

the above banks believe relationship marketing generate strong customer relationship that 

enhance customer loyalty and profitability.  

ADB was originally established for agricultural financing but is now diversifying its 

operations into other types of banking beyond making agricultural loans. They believe that 

this will give them greater opportunity to satisfy more customers, build intimacies with them 

and build strong customer relationship with customers. These intimacies they believe will be 

difficult for competitors to imitate. ADB‟s approach is in agreement with Kandampully and 

Duddy (1999) who believe that for a firm to maintain long-term relationship with its 

customers, the firm needs to demonstrate the ability to think for the customer and to conceive 

and implement new ways to serve them better. 
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For MBG, their relationship marketing activities allow them to know the needs of customers 

and tailor products to meet them. This leads to the satisfaction of customer needs and thus 

decreases the probability of switching to competitors. They believe this provide new market 

opportunity as there is greater flexibility, enhanced market outreach, broader product lines 

and convenience.    

 

Table 7: Summary of banks’ reasons for adoption 

Bank Profit 
Build 

emotional ties 

Long term 

relationship 

New market 

opportunity 

Efficient 

management of 

customer data 

ADB √  √ √  

AMAL √   √ √ 

MBG √ √  √  

ICB √  √ √  

BBG √ √  √  

EBG √   √  

SCB √  √   

NIB √ √  √  

SSB √  √ √  

UBA √   √  

FBG √    √ 

PBL √  √   

 

 

6.2. Application of Relationship Marketing  

6.2.1 How is Relationship Marketing applied to Retain Customers in the Banking 

Industry? 

6.2.2 Information Technology Support and Human Resource Involvement 

Information Technology is empowering banks to carry out relationship marketing activities 

such as customer knowledge management, management of data, customer segmentation and 

customer service effectively.  

Information technology infrastructure allows all the banks to offer extended and better 

services. Standard Chartered, Ecobank, Amalgamated, Intercontinental, Fidelity and 

Merchant banks all are able to offer free bill payment services. This is a service that makes it 

easy for customers to pay utility and other bills at the bank branches anywhere in the country. 

This saves customer time and money (postage, penal rates, and cheque printing fees) for not 

dealing directly with the service companies. The banks do this for relationship value. 

Information communication tools allow customer data to be gathered and stored. It also 
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provides new opportunities for service distribution to increase customer satisfaction and 

loyalty.  

Fidelity, Ecobank, Standard Chartered and Barclays Banks‟ centralized operations and 

process automation using core banking applications and IP-based networks to improve 

efficiency and productivity levels tremendously. Core banking applications help the banks to 

shift from 'branch banking' to 'bank banking.' This basically means that a customer is treated 

as a bank's customer than just the customer of a particular branch which was the case earlier. 

Also, IP-based networks aid the banks to offer multiple services over the same network, 

resulting in costs savings. 

The internet is opening up new competition from unexpected sources. The internet makes it 

easy for bank customers to have access to information via the internet and SMS messages on 

products and services and make comparison. With technology, customers of these banks 

believe that they are saving time and money as well as receiving better information and 

special treatment. 

Data warehousing is helping Standard Chartered in providing better transaction experiences 

for customers over different transaction channels. This is made possible because data 

warehousing is helping to bring all the transactions coming from different channels under a 

common roof. Data mining is also helping the bank to analyze and measure customer 

transaction patterns and behavior. This is helping a lot in improving service levels and 

finding new business opportunities.  

It was noted that all the banks have realised the importance of technology and have 

computerised and networked their operations. This enables the banks to obtain 

comprehensive data about customers and use modern software that allowed management to 

keep of track customers.  

Risk Assessment is another area where technology is playing a major role. Using technology, 

UBA is able to better assess risks like interest risks, liquidity risks, Forex risks, etc. The other 

driver for using information technology by the bank is that the banks can reduce costs and 

reduce the time to market.  

6.2.3 Tracking Customer Life Stages and Preferences 

Customer tracking in the banking sector involves gathering information about customers and 

their activities in relation to the bank. Most banks have tracking systems to help them 

organize their information regarding their customers so they can provide quality customer 
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service. Once this information is well organized, customer analysis is enhanced and errors 

minimized.  

For Amalgamated Bank, the internet and customer tracking software provide historical 

customer service information. With these tracking information and guide, service officers 

have quick access to customer needs and efficiently meet the needs of customers.  

 

For Merchant Bank, Intercontinental Bank and SG-SSB tracking allow contact to be managed 

well and provide quick search. This reduces the burden of scanning loads of information.   

UBA and Amalgamated Bank‟s tracking system is a text based customer support system with 

e-mail and SMS to mobile phone notifying customers on activities or changes in their 

account. This has helped in building trust and confidence in the banking system and 

considerably reduced incidence of theft. This has tremendously improved services to 

customers. 

6.2.4 Customization of Service Using Customer Data 

Banks are looking at newer ways to improve customer banking experience and make it more 

convenient, efficient, and effective. They are using new technology tools and techniques to 

identify customer needs and are offering tailor-made products to match them. 

ADB, MBG, EBG, SCB, FBG and PBL all categorize their customers based on procedures 

and programs. The most attractive category comprises high volume and profitable customers. 

ADB categorises customers into corporate, retail, small and medium scale enterprises (SMEs) 

and tailor products and services to suit their needs. Regular monitoring of these groups is 

done by the bank as well as analysing personal habits. Granting of agricultural loans is 

usually done by taking into consideration the applicant farmer‟s cropping season. Loans are 

given to farmers at the beginning of their cropping season. For example, agricultural credit 

for maize farming is given in the month of May which has been determined to be the 

optimum time for planting of maize.  

The bank supports the nation‟s farmers during national farmer‟s day celebration by donating 

various prizes to hardworking farmers to boast the banks relationship with its farmer clients. 

This category also enjoys customised agricultural training programmes periodically organised 

by the bank aimed at boasting customer confidence and relationship with the bank. Other 

categories of customers also enjoy various customised services. 

Business customers; Institutional and corporate customers of MBG receive specialized 

services such as mobile banking, advisory services and many more. Barclays reserves 
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prestige banking for high net- worth customers. Prestige customers‟ needs are appreciated. 

The bank understands their business structures and details and therefore develops products to 

suit their needs. Customization is thus helping the bank to serve customers better and to retain 

them.     

Table 8: Summary of application of relationship marketing 

 

6.3. The Practice of Relationship Marketing 

6.3.1 How is Relationship Marketing Practiced to Increase Loyalty and Retention 

in the Banking Industry in Ghana? 

Banks are moving from the typical approach of quality management which emphasis on final 

inspection to assessing whether critical work processes are in control. Giving guidance to 

staff across departments is seen in all the banks as they receive guidelines on operations and 

relationship marketing from head office which gives directives on relationship marketing 

activities. 

 It was found that all the banks have standard guidelines for relationship marketing from head 

offices but modifications/ adaptations may be made at branch levels to suit the needs of 

customers/ branch. Examples of these guidelines are the banks‟ operations manual (internal 

document) and Bank of Ghana rules and regulations for banks in Ghana (external document) 

which spells out the processes and procedures to follow to guide the operations of banks. 

With modification for example, certain categories of customers are given concessionary (rate 

below the approved bank rate) interest rate considering the volumes of business and the 

relationship with the bank. 

Bank IT support Customer tracking Customisation 

ADB + + + 

AMAL + +  

MBG + + + 

ICB + +  

BBG + +  

EBG +  + 

SCB +  + 

NIB + +  

SSB + +  

UBA + +  

FBG +  + 

PBL +  + 
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Merchant Bank operational guidelines categorises the customers into small and medium 

enterprises (SME) Corporate and Institutional Banking and Retail. At the local branches 

however, they are categorised based on their deposit amount as follows: Retail GHC0-50000, 

SME GHC 50,000-200,000 Ghana Cedis, Corporate customers-GHC 200,000 and above. For 

the Corporate group, they are assigned relationship/ account managers/officers whose names 

and contact details are attached to the customer‟s account. This means that a click on the 

account by the customer /bank, will yield the name and contact of the account 

manager/officer and all inquiries are directed to the relationship/account manager/ officer. 

The head office deals directly with the relationship/account manager. When for example, a 

corporate customer of a bank, issues a cheque at branch different from his own, the other 

branch could call the relationship/account manager/officer for further information. 

Barclays has guidelines to give prestige customers good reception on visits to the bank but, at 

the local branch, modifications made include provision of snacks to customers on visits to 

banking halls, honouring overdrafts for customers though they are not stipulated in their 

guidelines but because of personal relationships at the local level, they are done for some 

customers for subsequent ratification by the head office. 

For most of the banks, like other services, banking services are intangible. Banking services 

are about money in different types and attributes like lending, depositing and transferring 

procedures. It was evident that the type and attributes of money are same for all banks. 

Differences are however observed in the speed, security, and ease with which the service is 

rendered and those are areas that they out compete one another. With Amalgamated bank, 

Barclays and Standard Chartered Banks, speed has become the competitive word when it 

comes to services.  

These banks now promise service in a minute upon entering the banking hall. The practice of 

relationship marketing, for most of the banks begins with the manipulation of the marketing 

mix. For the twelve banks studied, their relationship marketing activities begin with attraction 

of customers to the bank. They all have websites which are well designed, have all the 

information required by customers and are clear to attract customers.  

The website of Standard Chartered Bank (SCB) is designed with state of the art technology. 

The webpage is well laid out and simple to navigate. Customers can easily access annual 

reports, latest news, application forms, key people of the bank and other information about 

the bank. Ecobank (EBG) has a unique website. EBG‟s website has an enhanced feature with 

the option of French for customers who are non English speaking. The bank also has a well-
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equipped data centre where data for all the branches in Ghana and that of some West Africa 

sub-regional branches could be accessed to enhance its RM practice. 

Barclays Bank (BBG) and Fidelity have customer friendly websites, where close contact is 

always maintained by the bank officials with the webpage to meet all the enquiries by 

customers. Relationship managers work hard to maintain good relationship through their 

webpage. They also provide a comfortable banking environment for customers. This is to 

ensure that client always have memorable banking experience. BBG has centralized data base 

for its operations where all branches can access information for customer service. 

 The banks‟ premises are well decorated, fully computerised operations, staff smartly dressed, 

well trained and equipped. This is because as personal contact, employees are now required 

to be more knowledgeable about a wider range of products than before. Moreover, employees 

were not used to actively contacting customers and did not immediately feel comfortable 

doing it. Individual and group bonuses are used as incentives to entice the staff to give of 

their best to enhance the banks‟ RM practice. 

According to the managers, a potential problem in having a personal contact at the bank 

might be that customer satisfaction or dissatisfaction is too closely tied to the contact person, 

drawing away attention from the quality of the service or products. They are also given 

regular refresher courses so that they will always be abreast with new development. 

Attraction of customers to the banks is done through personal selling, advertising, public 

relations, promotions, and pricing.  

6.3.2 Personal selling  

Data indicates that personal selling is the way that the banks prefer in expanding selling. 

Usually, it occurs in two ways: face to face interactions, between bank personnel and 

customer at the bank branch, or customer representative of the bank go to the customers 

place.   

Intercontinental bank (IBG) United Bank for Africa (UBA) Ecobank, (EBG) Barclays bank 

(BBG) Amalgamated (AMAL) Merchant bank Ghana (MBG) and Standard Chartered Banks 

(SCB) use personal selling to attract customers. After attraction, personal information is 

collected at the time of opening account or transaction with the customer. Personal 

information collected on first encounter with customer based on the standard guidelines is 

used to create database for banks. 

Data on customers are centralised and regularly updated and monitored to know changes. 

Amalgamated Bank and Ecobank are doing well in the area of customer data management, 
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customer data is updated daily and necessary actions taken as soon as possible. The internet 

empowers all the banks in their relationship marketing activities. Internet facilities in all the 

banks help in the delivery of internet banking services like e-banking by Ecobank, Standard 

Chartered Bank, Intercontinental Bank, Barclays Bank, United bank for Africa and Fidelity 

Bank to all clients and encourage all to patronize by charging less to nothing for transactions 

online. For Amalgamated Bank, loan applications online attract interest rates 1-3% less than 

the normal rates if one walks in to the banking hall. Customer profile, as well as data on 

customer preferences is used as a source of information for improving products or designing 

new ones. They all have websites which are well designed, have all the information required 

by customers and are clear to attract customers. 

With SG-SSB, their drawback in this area is that, educating front-line employees in the new 

ways of working with customers was not always easy, according to the manager. This is 

because as personal contacts, employees are now required to be more knowledgeable about a 

wider range of products than before. Moreover, employees were not used to actively 

contacting customers and did not immediately feel comfortable doing it. Individual and group 

bonuses are used as incentives. According to the manager, a potential problem in having a 

personal contact at the bank might be that customer satisfaction or dissatisfaction is too 

closely tied to the contact person, taking attention away from the quality of the service or 

products. They are also given regular refresher courses so that they will always stay abreast 

with new development.  

6.4. Cross Case Analysis 

From our investigations, both local and international banks are adopting relationship 

marketing, the international Bank are however doing a lot better than the local banks. This is 

because most international banks bring a wealth of experience and support from mother 

Banks to the subsidiaries. Standard Chartered Bank is 80% owned by Standard Chartered 

PLC and the remainder of Stock is own locally and traded on the Ghana Stock Exchange. 

Because of their international knowledge and affiliation, the bank is able to provide clients 

with access to cross-border payments, treasury services, transactional banking and custodial 

services. Their wholesale banking provides innovative solution to address the needs of valued 

customers. An extensive knowledge of international markets combined with deep local 

insight puts the bank in a unique position to provide quality advice and information on 

currencies, rates and risk management.  

Ecobank Ghana is able to provide full service regional banking for customers. They employ 

over 11,000 staff over 746 branches and offices in twenty nine (29) West, Central, East and 
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Southern African Countries. They have representative offices and international banking 

facilities in the major financial centres that have substantial trading and transaction links with 

Africa, London, Paris, Dubai, and Beijing. 

Both Local and International Banks believe that it is profitable to retain customers through 

relationship marketing, their approaches are different. While most Local Banks build 

relationship through branches and traditional banking systems: increasing number of 

branches with the purpose of extending services. Most International Banks however build 

relationship by taking into consideration factors that affect business environment like 

globalisation, technology, customer behaviour among others. They thus, expand 

electronically by the use of technology such as e-banking. Such services employ mechanisms 

which allow customers to enjoy services at their homes and work places. Example, electronic 

card services, ATM and internet payments. 

The differences in the relationship marketing approach, application and practice of 

relationship marketing account for the high number of branches for local Banks traditional 

banking products compared with low number of branches of international Banks with more 

electronic products to suit the needs of the average customers who now have become 

sophisticated and wish to   have less time to access financial services. 

To achieve the full benefit of relationship marketing, a database is required which contains all 

sorts of useful data. Such data is available in more advanced and complete forms in 

International Banks, Standard Chartered Bank, Ecobank, Intercontinental Bank, and United 

Bank for Africa than in Local Banks. This is because they have advanced and technical 

know-how to gather diverse information from customers regarding their expectations. Some 

have subsidiary systems like CRM and management information system (MIS) to extract 

valuable data so they can create reports to develop robust system for its operations. This 

allows them to satisfy customer needs better leading to customer satisfaction, loyalty and 

retention. 

 Fidelity, a local Bank is however working hard to catch up with the International Banks in 

terms of information Technology infrastructure as they have built capacity and are able to 

gather complete data on customers. They are also able to generate reports but are not as 

advanced as Ecobank or Standard Chartered Bank.  

Ecobank and Standard Chartered Banks are able to rapidly adapt themselves according to 

customers‟ requirements and move towards achieving them, which is crucial in long term 

relationship building.   
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Most International Banks outsource some of their services to other companies so they 

concentrate on core business. Standard Chartered Bank for example has out sourced its cash 

collection services to Mantra Company in order to concentrate on its core business. This 

gives them enough time to generate ideas for more profitable relationship with Customers.  

Table 9: List of Local and International Banks 

                        Local Banks                 International Banks 

Agricultural Development Bank Amalgamated Bank 

Merchant Bank Intercontinental Bank 

National Investment Bank Barclays Bank Ghana 

SG-SSB Ecobank Ghana 

Fidelity Bank Standard Chartered Bank Ghana 

Prudential Bank United Bank for Africa 

 

Table 10:  Summary of Cross Case Analysis 

Research Question Local Banks 
International 

Banks 

Theory versus 

case 

Supported/Not 

Supported 

Reasons for Adoption Yes Yes Supported 

Application of relationship Yes Yes Supported 

Practice of Relation 

Marketing 
Yes Yes Supported 

 

 

6.5. Implications 

The main goal of relationship marketing is to retain customers for profit. This indirectly 

fulfils the requirement of the customers as well as their demands compared to their rivals. 
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Customer satisfaction as well as their retention becomes an important factor within the 

banking industry as customers tend to provide a large profit to the bank. This explains the 

reason for the adoption of relationship marketing ideas in both local and international banks. 

Relationship marketing as a focus of customer retention helps in the understanding of 

customer needs and wants which is useful in the implementation of profitable exchanges. 

Relationship marketing also helps in customizing solutions to important customers more 

efficiently, knowledge management and application of relationship marketing helps in 

customer acquisition, customer satisfaction and customer retention. In addition, relationship 

marketing helps in obtaining increased commitment from the customers. This is important if 

business have to be sustained for extended period of time.  

Banks believe that it is good to retain customers. They are therefore trying to manage 

relationships with customers well, as they believe that the benefits that come with long term 

relationship with customer is better than one with new customers. They therefore see loyalty 

and relationship building as crucial in customer retention. They rather spend much time 

concentrating on existing customers because it is more profitable to take good care of your 

existing customers than prospecting for new customers. 

Categorisation of customers is the main strategy for profitability since this allows most 

profitable customers to be identified and taken good care of for retention. 

Personalization /customization allow each and every customer to be treated according to his 

personal unique needs and demands to increase satisfaction and loyalty and retention. 

Relationship marketing applications employed by banks allow them to carry out relationship 

marketing activities such as personalization/ customization and serve customers effectively. 

Banks need a complete view of its customers across various systems that contain their data. If 

banks could track customer behaviour, it can have a better understanding to predict future 

behaviour and preferences.   

6.6. Recommendation 

Managers really need to look at areas where opportunity lies because industry consolidation, 

virtual delivery channels and the ability to move money around at the click of a mouse are 

making it easier for customers to pack their bags and say bye to the bank. Top level decision 

makers are needed to make substantial investment in developing business strategies, plans, 

programmes and infrastructure to address the “needs” and “preferences” of customers as 

opposed to deciding for them what they want and cajoling or coercing them into making 
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purchase decisions accordingly. Banks must constantly invest in relationship marketing to 

retain customers.  

Comprehensive programmes which involve identifying customer needs and tailoring services 

to meet their needs will allow quick design and development of value added products and 

services that lead to satisfaction and reduce customer churn rate will be a relief. Role conflict 

and role stress may result for banks which do not practice comprehensive relationship 

marketing as can happen in a bank which does not segment its customers as employees are 

asked to manage individual customers of different relationship marketing needs with different 

relationship marketing strategies. The implication is particularly difficult when customers are 

unaware of their (changing) status within the bank. This makes it difficult to direct customers 

to different contact persons/tellers. Bank personnel need to relate well with all customers 

according to required needs. 

Although the aim of relationship marketing is to build relationship with selected customers in 

order to retain them. Organisational systems and structures may be configured to support 

transactional exchange. Relationship marketing programmes which involve a series of 

processes need to be integrated within the bank to succeed.  

It is important that relationship managers respond to customers‟ needs and offer service 

according to standard criteria and desire of the customer. 

As human behaviours influence or have very important roles in customer relation, it is 

recommended therefore that staff training plan should include relationship marketing 

management activities.  

Relationship marketing seeks to integrate marketing, sales and services activities; it requires 

business processes that involve customers to be fully integrated. In the financial services 

networks, customer-oriented processes however lack integration. Strategies that seek to 

integrate customer-oriented processes need to be adopted.  

As competition has become intense in the financial sector due to the increase in the number 

of both local and international banks, banks need to adopt strategies like relationship 

marketing to protect and develop their market share and to survive competition. 

6.7. Conclusion 

Based on the analysis above, the following conclusions can be drawn concerning reasons for 

adoption: 
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All banks, both local and international have adopted relationship marketing, are applying and 

practicing relationship marketing. Both local and international banks are concentrating on 

securing their position on the market through relationship marketing. This way, the threat of 

losing customers to competitors is not encountered. They therefore emphasize largely on 

understanding the relationship between the quality of their service offers, relationship 

marketing, loyalty and profitability, evaluating them and modifying appropriately. The major 

drawback observed during the study is though level of use of technology in relationship 

marketing activities is high in both international and local banks; the level of human 

behaviour influence is still prominent. 

The results show that banks give major consideration in adoption of relationship marketing in 

customer retention that is profitability, building ties and maintenance of relationship, and new 

market opportunity.  

As building ties and maintenance of long term relationship ranked high on the reason for 

adoption, it shows that most banks are accepting the view that it is more costly to gain new 

customers than retaining existing ones. Banks perceive relationship marketing as a key 

element influencing customer retention. The result can therefore be used by banks to create 

plans for relationship marketing and customer retention.  

6.8. Relationship marketing Application in customer retention  

IT enables specific and immediate recognition of clients and provides employees with the 

right data immediately. This allows clients to be forwarded to the right people according to 

their need or importance. Relationship marketing application has made it possible to maintain 

single view of customers; as a result relevant products are offered which increases customer 

loyalty to the bank. This allows the benefit of customer loyalty such as lower price 

sensitivity, positive word of mouth and lower cost of maintenance to be enjoyed by the 

banks.  

Customer behaviour needs to be continuously monitored and tracked to identify customer 

behaviour patterns and trends, and to detect any abnormal behaviour or emerging trend for 

banks attention. Monitoring and tracking should be based on the use of intelligent and expert 

systems that can enhance detection, comparison, reasoning and alerting functions.     

6.9. Practice of Relationship marketing in Customer Retention  

It was found through our investigation that all the selected banks practice relationship 

marketing though they have different names and also varied in how they are practiced.  
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Relationship marketing managers of banks can strengthen their weak points in their 

relationship activities to improve customer relationship and hence retention.   

Obtaining the full benefit of relationship marketing adoption should be a major objective of 

banks, especially as relationship marketing play a major role in customer retention in the 

banking industry in Ghana.  

6.10. Suggestion for Further Research 

 The practice of relationship marketing in customer retention in banking industry Ghana has 

been dealt with in this study. The study however did not include the rural banks in Ghana. In 

future, it is recommended that a study be conducted on   the practice of relationship 

marketing in the rural banks and other service sectors in Ghana. 
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APPENDIX A: INTERVIEW GUIDES 

 

General Information 

 Name of the bank 

Number of employees 

Name of the respondent 

The respondent‟s position 

The first year of practicing relationship marketing as a formal strategy 

What are the number of customers who have been with the bank for over 1 year, and the 

percentage of that to the total number of customers? 

Q1. What is the initial motivation for adopting the practise of relationship marketing? 

Q2. Can you provide some information about your relationship marketing activities? 

Q3. How does relationship marketing help your bank in establishing long-term relationship 

with your customers? 

Q4.What is the role of data and database in your relationship marketing activities? 

Q5. Regarding customer data and information: Do you collect; 

 Personal and transactional information, if yes, How, if not, why?  

 Product, service and organisation information. If yes how, if not, why? 

 Non- transactional customer feedback information. If yes, How. If no, why? 

 Relationship marketing activities. If yes, how. If no, why? 

Q6.How do you use relationship marketing (service, multiple- channel customer 

management)? 

Q7. How do you reach your customers, (CRM touch points)? (Marketing services, 

advertising, sales, branches, telephone)? 

Q8. What applications do you use to analyse customer data? How do you manage customer 

data which is non-technological (e.g. face to face interactions?) 

Q9. How do you strategically categorize your customers? 

 High lifetime value customer. 

 Early adopters of new products.  

 Loyal customers.     
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 Customers with new ideas who find ways to improve quality or reduce cost. 

Q10.How do you group your customers on the basis of historical records and other related 

details (that is customer retention, satisfaction, loyalty and profitability)? How does this 

grouping improve banks‟ performance? 

Q11. In what other ways do you categorise your customers? 

 Revenue side (e.g. usage intensity and behaviour) 

 Cost side (e.g. product purchased, Channel used, intensity of customer care usage 

and service levels). 

Q12. Do you regularly monitor and analyse customers‟ behaviour and characteristics (that is 

customers‟ details, historical records, demographics, preferences, lifestyle and personal 

habits)    

Q13. How do you use relationship marketing to identify and prevent your defecting 

customers to switch to competitors? 

Q14. How do you categorise your loyal customers? Do you consider relationship volume 

(sum of the customers‟ yearly average deposit and loan balance) and relationship profitability 

(relationship revenue-relationship cost over a fiscal year). In categorising your customers? If 

yes how? How do you manage the different categories? How does this affect the banks‟ 

goals? 

Q15. Do you provide core customers with additional personalised services and extra control 

over their interaction while you know they are ready to pay additional charges for those 

services? If yes how? If no: why? 

Q16. Do you believe that 10% retention leads to 80% profitability? 

Is there anything regarding above mentioned matters that you would like to add?  
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APPENDIX B: LISTS OF ACRONYMS 

 

 

BOG- Bank of Ghana 

 

GCB- Ghana Commercial Bank 

ADB- Agricultural Development Bank 

ICB- Intercontinental Bank 

EBG- Ecobank Ghana Limited 

NIB- National Investment Bank Limited 

PBL- Prudential Bank Limited 

MBG- Merchant Bank Ghana Limited 

UBA –United Bank for Africa 

SCB- Standard Chartered Bank Ghana 

EBG- Ecobank Ghana Limited 

NIB- National Investment Bank 

AMAL- Amalgamated Bank 

FBG-Fidelity Bank Ghana 

CIMG-Chartered Institute of Marketing Ghana 

KNUST-Kwame Nkrumah University of Science & Technology 

ATM- Automated Teller Machine 

SSNIT-Social Security & National Insurance Trust  

SME- Small & Medium Enterprises 

HFC- Home Finance Company Limited 

HR- human Resource 

IP- Internet Protocol 

CRM: Customer Relationship Management 

RM: Relationship Marketing 

IT: Information Technology 
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