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Abstract 

This study is a descriptive research aimed at accessing and describing the CRM 

practices of hotels in Ghana. The main objective of study was to classify the hotels in 

Ashanti region of Ghana into two categories - low CRM conscious and high CRM 

conscious with respect to the four behavoural components of CRM   (Key Customer 

Focus, CRM Organization, Knowledge Management, and Technology-based CRM.) 

proposed by Sin, Tse and Yim (2004) . 

The target population of the study was hotels in Ghana. Hotels in Ashanti region was 

taken as the sample size of the study. 

The major findings of the study  are that  hotels with high ‗star ratings‘ reported high 

level of CRM practices, consciousness and orientation than the hotels with low ‗star 

ratings‘.  It was found that the level of CRM consciousness and orientation of the hotels 

vary with respect to the four dimensions (Key Customer Focus, CRM Organization, 

Knowledge Management, and Technology-based CRM. ). The Technology-based CRM 

dimension recorded the lowest level of orientation among the hotels and the Knowledge 

Management dimension recorded the highest level of orientation. 

Again, the results of the study suggest that significant majority of the hotels exhibit     

high level of orientation to the Key Customer Focus dimension and Knowledge 

Management dimension of CRM. Likewise, the findings suggest that a significant 

majority of the hotels exhibit low level of orientation towards the CRM Organization 

dimension, and the Technology-based CRM dimension of CRM.  

The study recommends that the government of Ghana should consider a policy that will 

encourage management of hotels to practice CRM. For example, government could 
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institute a day to create awareness and to award hotels for best CRM practice as in the 

case of farmers and teachers. The hotel industry could also institute award night to 

create awareness of the importance CRM practices to the industry and to encourage 

good CRM practices among hotels of the industry as in the case of the Ghana music 

industry. This will go a long way to encourage the hotels and make them conscious of 

their customers. It is recommended that since majority of the customer service officers 

of the hotels have low level of education and experience, management of the hotels 

should consider engaging more qualified and experienced CRM officers or train the 

existing CRM officers to handle CRM issues of the hotels. Against the findings that the 

use of technology is low among the hotels, it is recommended that the hotels should 

make maximum use of the existing level of information technology to leverage 

effective and efficient CRM practice.  
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

In the midst of global competition, the acquisition and retention of customers have never 

been more important. In the past, mass marketing was the order of the day especially in 

industrial region. In this era of sophisticated and well informed consumers, information 

technology, service driven economics and intensive global competition, mass marketing 

techniques are proven to be highly ineffective. 

 

Firms identified customer satisfaction as an alternative means to business success. In market 

competition, scholars identified the major indicator of competitiveness as the ability to retain 

existing customers and obtain more. The global and worldwide service organizations such as 

banks, airlines, telecom firms and hotels pioneered these strategies (customer acquisition and 

retention). These service organizations were the first to introduce customer relationship 

practices.  The banks established customer relationship units to deal with key customers; the 

airlines designed frequent programs to reward loyal customers; the telecom service firms 

designed customized service for heavy users and the hotels introduced personal user service 

for regular customers. 

 

In today‘s marketing literature, the practices of maintaining a long-term relationship with 

customers are designated relationship marketing and more recently customer relationship 

management (CRM).  This two concepts are used interchangeable (Parvatiyar and Sheth 
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2001).  To marketing practitioners, CRM is an emerging marketing domain especially for 

firms in highly competitive business environment. However, scholars view it as a new 

marketing discipline focus on managing long-term profitable relationship with customers by 

giving customers the best of value.  

 

CRM is considered as the most important benchmark of competitive advantage and has a 

positive impact on organizational performance (Sin, Tse and Yim, 2004). According to 

Mehta, Sharma and Mehta (2010), the success of an enterprise principally depends on the 

effectiveness of its CRM. The issue of CRM has become a serious marketing consideration 

because of several factors among which are, continuous complexity of the customer, 

globalisation of firms, fierce competition, low cost of retaining customers and the success of 

firms that have practiced CRM. Gruen (1997) noted that on average firms spend six times 

more on acquiring customers than they spend on retention of customers. Gordon (2002) 

observed that while a good fraction of firms that practice CRM achieve designed goal others 

fail in the practices of CRM because of lack of knowledge on how to establish and manage 

CRM. He noted that this is as a result of lack of laid down CRM practices, procedures, and 

guidelines to follow. 

 

A couple of studies have been conducted on the practices of CRM in service firms of various 

countries. The majority of these studies are cross-sectional since CRM is still at the 

explorative and descriptive stage. 
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This study will be a contribution to the existing literature on CRM practices of service firms 

with specific reference to Hotels in Ashanti region of Ghana. It will examine CRM practices 

of hotels in Ashanti region of Ghana with respect to the four behavioural components of 

CRM proposal by Sin, Tse and Jim (2004): key customer focus, CRM organization, 

knowledge management and technology-based CRM.  

 

Thus, the study will answer questions such as what is the status of CRM in hotels in Ashanti 

region?, Are hotels in Ashanti region customer focus?, Are hotels in Ashanti region 

organized to support effective and efficient CRM practice?, Are hotels in Ashanti region 

receptive and responsive to customer needs?, Do hotels in Ashanti region use technology to 

enhance their customer retentions efforts? 

 

1.2 Hotels in Ghana 

Hotels are increasingly challenged to find ways to reduce costs without sacrificing the quality 

standards imposed to consistently meet guest expectations. ―The idea of ―doing more with 

less‖ requires managers to think about ways to operate more effectively (in other words to 

―do the right things in the right way‖) and to examine possibilities for cost savings that will 

not affect the guest‘s perception of value‖ (Jin-Zhao and Jing, 2009). Thus, though cost 

reduction is a key profit maximization factor in the hospitality industry, customer satisfaction 

should not be undermined.   
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The issue of customer satisfaction in the hotel industry has become more paramount in the 

midst of the global competition in the industry. All over the world, communities are packed 

with some sort of hospitality accommodation leading to the situation of more available 

accommodation over demand for the accommodation (Jin-Zhao and Jing (2009). Jin-Zhao 

and Jing (2009) noted that ―the resulting competition, which often involves price cutting in 

efforts to provide greater value to guests, further reduces the profits generated‖.  They also 

observed that ―a steep fall in occupancy ratio in the wake of the global slowdown and tight 

competition among hospitality operators in a shrinking market have brought down hospitality 

room rents drastically across many countries. The competition in Europe has resulted in low 

occupancies and as a result, the average room rate has taken a beating of almost 30 percent in 

all major leisure markets. Rooms are now sold not only for less but also bundled with 

packages like breakfast, airport transfers or a day‘s sightseeing. Competition calls for 

innovation in hospitality industry‖. 

 

In Ghana, the number of hotels has increased over 120% within a decade. The number of 

hotels in the country increased from 580 in 1995 to 1,313 in 2004, registering 126.4 percent 

increase, at an average annual growth rate of 9.2 percent. Similarly, the number of 

accommodation rooms grew from 7,618 in 1995 to 18,022 in 2004, registering 136.6 percent 

increase, at an average annual growth rate of 7.7 percent. The country‘s capacity for 

accommodation expressed in number of bed-places increased from 11, 938 in 1995 to 25, 430 

beds in 2004, registering 96.3 percent increase, at an average annual growth rate of 6.8 

percent. Greater Accra region recorded the greatest number of accommodation establishment, 

rooms and bed-places during the period. ―It is followed by the Ashanti Region, Eastern 
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Region, Central Region, Western Region, Brong- Ahafo, Volta Region, Northern Region, 

Upper East Region and Upper West Region‖ (Ghana Statistical Service, 2007). 

  

Hotels in Ghana are classified into categories depending on the facilities available in the hotel 

–five-star hotels, four-star hotels, three-star hotels, two-star hotels, one-star hotels guest 

houses and budgets. In 1995, Ghana could boast of only three (3) five and four-star hotels, 

seven (7) three-star hotels, 49 two-star hotels, 480 one-star, 41 guest houses with unknown 

number of budget. According to Ghana statistical Service (2004), by 2004, the number of five 

and four star hotels increased to five (5), three-star hotels increased to 23, two-star hotels 

increased to 133, one-star hotels increase to 950 and guest houses increased to156.   

 

The distribution of the demand for accommodation in Ghana by domestic and international 

tourists indicates that, five-star hotels have the highest level of utilization of hotel rooms with 

utilization rate of 80.8% (Ghana Statistical service, 2007). Ghana Statistical Service indicated 

that the next highly utilized category of hotels is the four-star hotels (80.6) followed by three-

star hotels, (69.2 percent) and two star hotels (65.1 percent). 

 

According to Jin-Zhao and Jing (2009), the competition in the hotel industry world-wide is 

reaching a level where lodging Chains now concentrates on specific market segments and 

niche of travelers. The competition is intense that almost the same package of services is 

offered and product differentiation becomes increasingly a fiasco. Firms have resorted to 

brand expansion and this strategy worsens the ability of consumers differentiated the brands.  

Jin-Zhao and Jing (2009) note that recent fear of industry observers is that if cure is not taken, 
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franchisers may expand to the level that they may be in direct competition with their 

franchisees.  

 

Consumers have become complicated in terms of their needs and expectations. An attempt to 

satisfy their complicated needs and expectations is a cost driving move. Hotel guests expect 

variety of facilities and amenities such as exercise and recreational facilities, business centers, 

and guest-room innovations. Giving the consumer value requires the provision of some of 

these facilities. The facilities to be provided will definitely increase cost of service and so 

they must careful selected to avoid non-value added amenities that may not appeal to most of 

the guests (Jin-Zhao and Jing, 2009). 

 

1.3 Statement of Problem  

CRM is an emerging marketing activity or function which has gained prominence among 

academics and practitioners. The adoption of CRM as tool of competitive edge is in 

ascendance worldwide (Parvatiyar and Sheth, 2001). They noted that most of the firms 

adopting CRM are yet to benefit from it because there are no laid down guidelines on 

adoption, implementation and practices.  

 

Different firms view and practice it differently. Yet there is no doubt that an effective and 

efficient practice of CRM is crucial in successes of a firm. Customer relationship 

management practices of a firm can be thought of as a continuum ranging from very low 
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customer relationship management practice conscious firms to very high customer 

relationship management practice conscious firms (Grönroos 1991; Webster 1992) 

 

The problem of this study is ―how are hotels in Ashanti region of Ghana practicing CRM?‖ 

―To what extent are hotels in Ghana conscious of CRM?‖  ―What policy recommendations 

are relevant for improving CRM practices of hotels in Ghana?‖Hussain et al (2009) examined 

the CRM strategies and practices of selected banks in Pakistan and Mehta, Sharma and Mahta 

(2010) described CRM practices of state tourism service in Madhly in India. Indeed, you 

need to know the current practices to be able to make recommendations for improvement. 

The major issue in this study is to understand the orientation of CRM practices in Ghanaian 

hotels and then make recommendations for improvement. 

 

1.4 Purpose of the Study 

The study is a descriptive research aimed at accessing and describing the CRM practices of 

hotels in Ghana as well as making policy recommendations for the improvement of CRM 

practices in hotels in Ashanti region of Ghana in particular and service industries in general 

especially those service firms with similar operations like that of hotels. The main objective 

of the study is to classify hotels in Ashanti region of Ghana into a category of low, middle, or 

high customer relationship management conscious. To achieve this purpose the following 

objectives must be achieved. 

i. To examine the extent to which hotels in Ashanti region of Ghana are CRM 

oriented. 
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ii. To examine the extent to which hotels in Ashanti region of Ghana are customer 

focused. 

iii. To examine the extent to which the management of hotels in Ashanti region of 

Ghana are structured and organized to support CRM. 

iv. To find out whether hotels in Ashanti region of Ghana are receptive and 

responsive to customer needs. 

v. To examine the extent to which hotels in Ashanti region of Ghana adopt 

technology- based practices to enhance customer relationship. 

vi. To make policy recommendation on CRM practices of hotels in Ashanti region of 

Ghana. 

 

1.5 Research Questions  

Considering the purpose and objectives of the study the following research questions are 

deemed value for the study. 

1. To what extent are hotels in Ashanti region of Ghana CRM oriented? 

2. To what extent are hotels in Ashanti region of Ghana customer focus? 

3. To what extent are CRM a firm-wide organizational goal and supported by all levels 

of management of hotels in Ashanti region of Ghana? 

4. To what extent are hotels in Ashanti region of Ghana conscious and responsive to 

customers need? 

5. To what extent do hotels in Ashanti region of Ghana adopt technology in their attempt 

to enhance long-term relationship with customers? 
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6. Which of the behavioural components of CRM proposed by Sin, Tse and Yim (2001) 

is well practiced by hotels in Ashanti region of Ghana? 

 

1.6 Hypothesis  

1. H1: Hotels in Ashanti region of Ghana are not CRM oriented. 

2. H1: Hotels in Ashanti region of Ghana are not customer focused. 

3. H1: CRM is not a firm-wide function of hotels in Ashanti region of Ghana. 

4. H1: Hotels in Ashanti region of Ghana are not conscious and responsive to customer 

needs. 

5. H1: Hotels in Ashanti region of Ghana do not use technology in their CRM efforts.   

 

1.7 Significance of the Study 

The findings of this study have diverse importance to stakeholder of the hotels in Ghana 

especially hotel owners and Ghana tourist board. The findings and recommendations of the 

study will serve as empirical information to the management of hotels in Ghana for their 

customer relationship policy formulation.  

 

The importance of this study to the Government is substantial. The findings and 

recommendations of the study will inform the Ghana tourist board on the nature and level of 

CRM practices in the hotel industry. This information will be relevant to them because, it is 

expected that effective CRM in the hotel industry will have a positive effect on tourist 

attraction in the country.  
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Finally, the study will be a contribution to the existing literature on CRM practices of service 

firms with specific reference to hotels in Ghana.  Thus, the findings of the study will be 

relevant to future researchers of CRM.  

 

1.8 Scope of the study  

Most of the studies on CRM practices are country specific and so will this study be. It will be 

specifically carried out in the context of Ghana. In terms of variables to be considered, the 

study will examine CRM as a four-dimensional behavioural concept as proposed by Sin, Tse 

and Yim (2004). The study would not be concerned with comparing the CRM practices of 

hotels in Ghana neither will it examine the most effective customer service practices of 

hotels. It will only describe the CRM practices of hotels in Ashanti region of Ghana. 

 

1.9 Organization of the Study 

The study is presented in five chapters.  Chapter one is the introduction to the study.  It 

covers the background to the study, statement of the problem, objectives of the study, 

research questions, significance, scope and organization of the study. Chapter two covers the 

review of the related literature.  Chapter three presents the methodology of the study.  It 

covers the research design, population, sample and sampling techniques, instruments for data 

collection and data collection procedures and data analysis of the study.  Chapter four covers 

the results of the study; whiles Chapter five contains the summary of findings, conclusions 

and recommendations of the study. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

Customer satisfaction is a key success factor of every venture. Every enterprise views the 

satisfaction of its customers as the very reason for its existence. However, the satisfaction of 

customers is a function of the relationship that exists between the customer and the firm. The 

satisfaction customers derive from a relationship depends on how the relationship is managed 

and the benefit of the relationship to the customer (Parvatiyar, Biog and Wathnee 1998). It is 

therefore acceptable to view CRM as the one of the most crucial branch of marketing in this 

era of mountain-moving competition.  

 

 Effective and efficient CRM creates competitive advantage and improves the performance of 

firms (Sin, Tse and Yim, 2004). Scholars of marketing, management, and IT, and 

practitioners in these fields make numerous references to the impact of customer relationship 

management on business orientation and performance (Richard et al., 2007; Payne & Frow, 

2004). CRM practices increased revenues, profits, and customer service.  Winer (2001) noted 

that, the ultimate reason for CRM practices is greater profitability by reducing customer 

acquisition costs, increasing repeat purchases, and charging relatively higher prices (Sun, 

2006). According to Richard et al. (2007), the rapid growth of CRM can be attributed to (a) 

fierce business competition for valuable customers, (b) economics of customer retention (i.e. 

life-time value) and (c) technology advances (Buttle, 2004). In the same vein, Thompson 

(2005) found evidence that some of the reasons for the use of CRM in organizations are: 

increased customer satisfaction: reduced costs of sales, service and marketing; increased sales 

revenues; reduced costs of other operations; increased profit per customer; and increased 
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customer retention. Given these important benefits of CRM, more and more firms are 

adopting CRM strategies, tools, programs and technologies to ensure business success 

(Parvatiyar and Sheth, 2001). 

 

2.2 The Concept of CRM 

 CRM is a new perspective of marketing which emerged from the incident of three marketing 

paradigms - the relationship marketing paradigm of Berry (1983), the one-to-one marketing 

theory of Peppers and Rogers (1993) and Reichheld (1996) and theory of customer lifetime 

value (Hart 2006). These three perspectives together form the foundation of CRM and of 

course are integral parts of the CRM process. 

 

The behavioural component model of Sin, Tse and Yim (2004) is based on the view that 

CRM is ―a comprehensive strategy and process that enables an organization to identify, 

acquire, retain, and nurture profitable customers by building and maintaining long-term 

relationships with them.‖  This view of CRM reflects ideas from the three marketing 

paradigms identified above. 

 

 

 More recently, Yim, Anderson and Swaminathan (2005) identified three marketing concepts: 

customer orientation, relationship marketing and database marketing as the antecedent of the 

idea of CRM. Sun (2006) observed that the rapid development of Information technology has 

transformed the paradigm and perspective of CRM. First, CRM is no longer the dispensation 

of the service sector. The development in IT have made it possible for all kinds of firms 

irrespective of their activities, to exploring service led growth as a promising means of 
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differentiation (Sawhney et al. 2004 as in Sun, 2006). Again, CRM is no longer handled as a 

separate marketing activity aimed at increasing customer satisfaction. In this era of advanced 

IT, CRM activities are integrated into every step of the marketing process — handling 

product inquiry, telemarketing, advertising, sales, transaction, service, and survey. In 

addition, he noted that, with the advancement in IT, CRM has shifted from static relationship 

to dynamic "learning relationship," from mass-marketing to customer-centric marketing, and 

from reactive service to proactive relationship building. Yim, Anderson and Swaminathan 

(2005) indicated the foundation of the paradigm of CRM is the belief that CRM can be 

developed and managed in an organization like any other important asset of the organization. 

 

It is an undeniable fact that CRM is gradually becoming the most important paradigm of 

marketing. Yet CRM as a marketing discipline is still in the books of debates regarding its 

meaning, conceptual frame work, guidelines for implementation and evaluation. CRM 

scholars have observed that the meaning of CRM (what is and what is not CRM) is 

ambiguous (Parvatiyar and Sheth, 2001). Nevin (1995) described CRM as a buzz-term used 

by various professionals to express different themes and perspectives.  

 

At different levels of management CRM may be used to express different perspectives. For 

instance, at the tactical level of management CRM may be equated to data-base marketing or 

electronic marketing; at the strategic level, CRM may be interpreted as customer retention or 

partnering with customers (Peppers and Rogers 1995, Parvatiyar and Sheth, 2001). 
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At the theoretical level, it may be seen as an emerging research paradigm in marketing most 

often loosely equated to existing perspectives. For instance, CRM is widely used 

interchangeably with relationship marketing (Sin, Tse and Yim, 2004) and sometimes 

described as IT-enabled relationship marketing (Hart, 2006). 

 

However, CRM is quite a distinct paradigm of marketing despite the fact that it has 

significant common thematic characteristics with earlier marketing perspectives such as 

relationship marketing, one-to-one marketing and customer lifetime value theory. According 

to Sin, Tse and Yim (2004), the common thematic characteristics of CRM and relationship 

marketing revolve around three perspectives. These are: 

1. They both focus on individual customer-seller relationship. 

2. They are both long-term oriented.  

3. They both have the aim of benefiting customers and sellers. 

In other words, both CRM and relationship marketing regard corporative and collaborative 

customer relationship as the core marketing strategies.  

 

Despite these common features of CRM and relationship marketing, the difference between 

them is not far fetching. The literature reveals three distinctions between CRM and 

relationship marketing. Royals and Payne (2001) observed that whiles relationship marketing 

is strategic in nature; CRM is more tactical in practice. Relationship marketing is said to be 

more emotionally and behaviourally centered on variables such as bounding, trust and 

empathy whiles CRM is more focus on managerial strategies directed towards establishing, 



15 

 

maintaining and enhancing customer relationships (Yau et al 2000). Lastly according to 

Gummessson (2002), relationship marketing is more comprehensive and encompasses more 

than customer-seller relationship. Morgan and Hunt (1994) indicated that relationship 

marketing include the building of relationship with stakeholders such as suppliers, 

employees, government as well as society. However CRM is more dedicated to building 

relationship with key customer (Tuominen et al, 2004). 

 

 According to Parvatiyar and Sheth (2001), one of the unique features of CRM is customer 

selectivity. All customers are not equally profitable to the organization (Storebacka, 2000). 

Thus, effective and efficient CRM must involve customer selection. Long-term relationship 

should be built with only customers who are more profitable enough to ensure win-win 

situation in the CRM process. This may be the one of the points that links CRM to the 

customer lifetime value theory. 

 

In the light of the ongoing discussions of the meaning  and scope of CRM, Parvatiyar and 

Sheth (2001) defined CRM as a comprehensive process of acquiring, retaining and partnering 

with selected customers to create value for the firm and the customer. 

 

 According to the definition of CRM by Mehta, Sharma and Mehta (2010), the value CRM 

will create for the firm is nothing but competitive advantage. They defined CRM as a 

business strategy aimed at gaining a long-term competitive advantage by delivering customer 

value and extracting business value simultaneously. In similar perspective, Sin, Tse and Yim 

(2004) define CRM as a comprehensive strategy and process that enables an organization to 
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identify (select), acquire, retain and nature profitable customers by building long-term 

relationship with them. The definition of Sin et al (2004) is a summary of the former two 

definitions because it presents CRM as both a strategy and a process.  

 

Zablah et al. (2004a) proposed this definition: ‗CRM is an ongoing process that involves the 

development and leveraging of market intelligence for the purpose of building and 

maintaining a profit-maximizing portfolio of customer relationships‘. Jain, Jain, and Dhar, 

(2007) defined CRM as ‗a customer centric strategic business process, aimed at establishing, 

nurturing, enhancing and terminating relationship with customers, at a profit, so that the 

objectives of both the partners involved are met through mutual exchange and fulfilment of 

promises.‘ 

 

The definition of CRM is not concrete and continues to differ from author to another. Zablah 

et al. (2004a) analyzed the definitions of CRM in the literature and classified the perspectives 

of the definitions into five. These five classifications of CRM include CRM as a process, 

CRM as strategy, CRM as a philosophy, CRM as a capability, and CRM as a technological 

tool. Hart (2006) indicated that some authors (e.g. Rigby et al., 2002) combine two or more 

of these. The process perspective is described as the only perspective that recognizes and 

acknowledges CRM lifecycle (Reinartz et al., 2004 as in Hart, 2006).   

 

In another context, CRM is regarded as a strategy, a business process, hardware, software or 

an integrated approach, which blend together skills, functions and technology for building 

lifetime bonds with customers (Jain, Jain, and Dhar, 2007). CRM is fundamentally cross 

functional customer focused business strategy (Buttle, 2000). Kellen (2002) defined CRM as 

―a business strategy aimed at gaining long term competitive advantage by delivering 
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customer value and extracting business value simultaneously.‖ First and foremost, CRM as 

an ancient business philosophy places highest value on customer services and proposes 

organization wide customer centric approach (Jain, Jain, and Dhar, 2007). Gronroos (1994) 

and Morgan and Hunt (1994) have defined CRM as a set of activities directed towards 

establishing, developing and enhancing customer relationship for mutual exchange and 

fulfillment of promises. As a strategy, CRM is said to aim at establishing long-term 

committed, trusting and cooperative relationship with customers, characterized by openness, 

genuine concern for delivery of high quality services, responsiveness to customer 

suggestions, fair dealings and willingness to sacrifice short-term advantage for long-term 

gains (Bennett, 1996). CRM has been considered as a core business process to create and 

deliver customized solutions on one-to-one basis with personal touch.  

 

With regard to the purpose of this study, Tse and Yim (2004) view of CRM [‗a 

comprehensive strategy and process that enables an organization to identify, acquire, retain, 

and nurture profitable customers by building and maintaining long-term relationships with 

them.‘]  and Jain, Jain, and Dhar (2007) view of CRM [‗a customer centric strategic business 

process, aimed at establishing, nurturing, enhancing and terminating relationship with 

customers, at a profit, so that the objectives of both the partners involved are met through 

mutual exchange and fulfillment of promises.‘] are very encompassing and thus reflects our 

conceptualization of CRM.  
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2.3 CRM Practice, Process and Strategic Models 

2.3.1 CRM Practice 

The identity of CRM has become intangible (you can feel it but you can‘t see it).  The 

problem is worsening off by the volume of quite distinct definitions and perspectives of CRM 

in the books of marketing management. The definitions of CRM range from very narrow 

interpretations to very broad ones with no two being the same (Yim, Anderson and 

Swaminathan, 2004). They observed that ―the lack of consensus on the meaning of CRM not 

only impedes academic discourse on the subject, but also adds to business practitioner 

skepticism and indecisiveness in establishing CRM systems.‖ Consequently, generally 

accepted CRM process and practices are yet to be established.  

 

However, many scholars have made great efforts to describe the CRM practices of firms and 

had interesting findings. Mehta Sharma and Mehta et al (2010) found that customers select 

services base on CRM practices of the service provider. They identified amenities, comfort, 

timely services, supportive staff and trust as the most valuable CRM practices in the transport 

business. Gaur and Waheed (2003) observed that technology-based CRM is prominent in 

service firms. Pathak and Modi (2004) observed that quality of service is one practice of 

CRM that customers give much attention. Vijayadrai (2008) identified service delivery, 

reliability, assurance and responsiveness as factors that influence customers‘ perception of 

service quality. Jain and Jain (2006) found that customers give high ranks (value) to value 

preposition and low ranks to personalization from a list of seven variables related to customer 

satisfaction(value preposition, recognition, customer orientation, reliability, relationship 

oriented, credibility, personalization and gestures). 
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Bennett, (1996) identified openness, genuine concern for delivery of high quality services, 

responsiveness to customer suggestions, fair dealings and willingness to sacrifice short-term 

advantage for long-term gains as the characteristics of CRM strategy and practices. Reinartz 

et al, (2004) described CRM as systematic process which encompasses managing customer 

relationship initiatives (maintenance, and termination across all customer contact points) in 

order to maximize the value of the relationship portfolio. 

 

In the same vein, Schneider and Bowen (1999) indicated that retaining customers and 

achieving profitability largely depends on practices such as building reciprocal relationships 

founded on safeguarding and affirming customer security, fairness and self esteem. It is also 

observed that maintaining life long relationships has its roots in values and practices such as 

mutual exchange, fulfillment of promises, ethical business practices, effective communication 

and emotional bonding (Bejou et al, 1998; Jain and Jain, 2003). ‗Trust‘ and ‗commitment‘ are 

noted as key elements in the practice of managing relationship between the customers and the 

organization (Jain, Jain, and Dhar, 2007; Wetzel, et al., 1988; Morgan and Hunt, 1994; 

Lindgreen, 2001). Successful implementation of CRM programs require a strategic approach 

in carrying out  activities such as developing customer centric process, selecting and 

implementing technology solutions, employee empowerment, customer information and 

knowledge generation capabilities to differentiate them, and the ability to learn from the best 

practices (Shainesh and Mohan, 2001).  

 

2.3.2 CRM process 

The concept of process approach of CRM maintains that relationships evolve over distinct 

phases, which require different levels of interactions and actions between customers and 

organizations. The process perspective of Reinartz et al., 2004 is noted as the  only 
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perspective of CRM that  acknowledge the lifecycle aspect of the relationship, and has been 

examined at two levels – one is managing interactions with the customer, the other at a 

broader macro level incorporating a wider range of activities (Zablah et al., 2004a). 

 

One of the notable contributions in this respect is the CRM process framework model of 

Parvatiyar and Sheth (2001). They designed a four-stage process frame work for the 

formation, maintenance and promotion of effective and efficient CRM. The four processes of 

the model are designated as:  

i. Customer relationship formation process, 

ii. Relationship management and governance process, 

iii. Relationship performance and evaluation process,  

iv. CRM and evaluation enhancement process. 

 The model portrays the above processes as sequential and less interactive. However it must 

be noted that the processes of the model should be interactive and circular in design rather 

than sequential. Payne and Frow (2004) identified five important cross-functional processes 

of CRM and they include strategy development, value creation, multi-channel integration, 

information management, and performance assessment. 

 

2.3.3 Models of CRM Strategy 

Various models and frameworks have been proposed to show how CRM can be effectively 

implemented and managed, and to illustrate the process (Zablah et al., 2004a). Many of these 

stress the need for sound vision and strategy, followed by proper assessment and setting of 

business objectives and processes required, before any consideration of technology. 
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Goodhue, Wixom, and Watson (2002) identified three important CRM targets. They are as 

follows. 

 ―Applications – Individual CRM applications that deliver business value‖ 

 ―Infrastructure – A data, software, and hardware infrastructure that supports CRM 

applications and will also support future applications‖ 

 ―Transformation – An organizational transformation made possible through 

comprehensive CRM efforts‖. 

They noted that CRM effort of a firm must ultimately address these three proposed targets 

and firms‘ often puts special emphasis on one. They indicated that companies can minimize 

their risk of failure by first having a clear vision for their CRM target – application, 

infrastructure, or transformation – and then by understanding and addressing the issues 

typically associated with it. 

 

Sin, Tse and Yim (2004) reported that Fox and Stead (2001) asserted that successful CRM 

depends on how four key components: strategy; people; technology; and processes are dealt 

with. Day (2003) observed that when all the four key areas are well addressed, a higher 

customer-relationship competence may emerge. In a more recent study  Yim, Anderson and 

Swaminathan, 2004) reported that an analysis of relevant marketing and IT literature by Yim 

(2002) found (1) strategy, (2) people, (3) processes, and (4) technology as the four necessary 

key factors or dimensions of successful CRM implementation. Day (2003) and Kotler and 

Armstrong (2004) are said to have indicated that superior customer relationship capability 

will be achieved when the four work in harmony or as a unit. In other words success in one of 

the key factors may not necessarily enhance effective and efficient CRM. 
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Yim, Anderson and Swaminathan (2004) in his own words observed that ―CRM 

implementations usually involve four specific ongoing  strategic activities: (1) focusing on 

key customers (Srivastava, Shervani, and Fahey 1999; Vandermerwe 2004), (2) organizing 

around CRM (Homburg, Workman, and Jensen, 2000; Langerak and Verhoef 2003), (3) 

managing knowledge (Stefanou, Sarmaniotis, and Stafyla 2003), and (4) incorporating CRM-

based technology (Bhaskar 2004; Chen and Ching 2004)‖.  

 

With reference to the assertion of Fox and Stead (2001) and review of other relevant 

literature, Sin, Tse and Yim (2004) in the same vein, hypothesized that CRM is a multi-

dimensional construct consisting of four broad behavioral components: key customer focus, 

CRM organization, knowledge management, and technology-based CRM. They illustrated 

the model as shown in Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Four Behavioural Dimensions of CRM. 

Source: Sin, Tse and Yim (2004) 
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Sin, Tse and Yim (2004) opined that ―for a business to maximize its long-term performance 

in such aspects as customer satisfaction, trust, return on sales, and return on investment, it 

must build, maintain, and enhance long-term and mutually beneficial relationships with its 

target buyers‖. 

 

Key Customer Focus 

Ryals and Knox (2001) indicated that a customer-focused structure, culture, policy, and 

reward system should permeate any organization that strives to implement CRM successfully 

(Yim, Anderson and Swaminathan, 2004). Jain and Singh (2002) as in Yim, Anderson and 

Swaminathan (2004) noted that the firm-wide CRM spotlight ought to replicate in all 

interactions with ‗key customers‘. According to Yim, Anderson and Swaminathan (2004) the 

key customers are usually identified through customer lifetime value analysis. Vandermerwe 

(2004) asserted that the fundamental goal of key customer focus is to achieve a deep 

customer relationship that makes an organization a necessary partner to its most profitable 

customers. Company-wide understanding and support for key customer focus motivate sales 

force to cultivate long-term customer relationships by offering more personalized products 

and services (Yim, Anderson and Swaminathan, 2004; Armstrong and Kotler 2003). 

 

Fichman and Goodman (1996) noted that because firms are engaged in numerous transactions 

with significantly diverse customers in terms of their needs and expectations, they consider 

CRM as quite challenging. To reduce the CRM challenges, most of the firms have resorted to 

formal customer relationship management (CRM) programs.  CRM programs are generally 

classified as ―either database-driven (i.e., identifying profitable segments through statistical 

techniques) or customer-needs-driven (i.e., the use of database to supply information that aids 
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in the development and maintenance of long-term relationships with key customers) 

(Dowling 2002; Zablah, Bellenger, and Johnston, 2004)‖ (Arnett and Badrinarayanan, 2005). 

Dowling (2002) observed that ―customers-needs-driven CRM‖ programs are common with 

firms that adopt business-to-business marketing strategies because ―customers-needs-driven 

CRM‖ programs boost inter-firm relationships.  

 

 According to the CRM behavioural component model of Sin, Tse and Yim (2004), Key 

customer focus is a composition of dialog with customers on customizing their needs, 

customizing products, customer needs assessment, and implementation of customer needs 

information.  Arnett and Badrinarayanan, (2005) indicated that ―customer-needs-driven 

CRM‖ strategy involves two steps: ―(1) uncovering insights regarding customer needs, and 

(2) special programs are developed to meet the discovered needs (e.g. the development of 

customer-specific processes and procedures) (Dowling 2002)‖.  Customer-needs-driven CRM 

strategy should be an important constituent of the overall business strategy of firms (Arnett 

and Badrinarayanan, 2005). Therefore, firms, as part of their CRM practices, ought to 

―develop CRM strategies that are capable of delivering both economic and non-economic 

benefits to key customers‖ (Arnett and Badrinarayanan, 2005). 

 

CRM Organisation  

The CRM behavioural component model of Sin, Tse and Yim (2004) measures CRM 

organization around  availability of sales and marketing experts, Employee training on 

customer relations, evaluation and rewarding of customer performance in customer relations, 

clear goals of CRM and CRM oriented organizational structure.   
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Yim, Anderson and Swaminathan (2004) observed that ‗with a strong focus on key customers 

deeply embedded throughout its CRM system, the entire company should be organized 

around cultivating these valuable relationships‘. ―The organizational structure needs to be 

flexible and, if necessary, reconstructed to generate customer-centric values and improve 

coordination of customer-focused, cross-functional teams (Brown 2000; Homburg, 

Workman, and Jensen 2000; Sheth and Sisodia 2002)‖ (Yim, Anderson and Swaminathan, 

2004).  

 

The success of customer relationship management programs call for commitment of 

resources at all levels and functions of the firm (Yim, Anderson and Swaminathan, 2004). 

They noted that ―with concerted efforts by all organizational functions to continuously 

provide a stream of value-rich actions and customer outcomes (Ahmed and Rafiq, 2003; 

Grönroos 1990), the company and its sales force are assured that they can satisfy customers‘ 

needs and enhance customer relationships‖. 

 

Knowledge Management  

A firm cannot be customer focus without knowing the needs of customers. Customer –needs-

driven CRM strategies requires uncovering customer needs through the analysis of customer 

information. According to Yim, Anderson and Swaminathan (2004), scholars of CRM 

including Freeland (2003); Peppard (2000); Plessis and Boon (2004); Stefanou, Sarmaniotis, 

and Stafyla (2003); Stringfellow, Nie, and Bowen (2004); asserted that effectively 

transforming customer information to customer knowledge is an indicator of successful 

CRM. In their own words, Yim, Anderson and Swaminathan (2004) noted that ―information 

about customers should be gathered through interactions or touch points across all functions 
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or areas of the firm (Brohman et al. 2003), so that a 360-degree customer view is established, 

maintained, and continually updated (Fox and Stead 2001)‖.  

 

Firms must become proficient at managing knowledge about their customers and knowledge 

that is useful to their customers in other to be customer focus (Zablah, Bellenger, and 

Johnston 2004). ―Such knowledge includes, but is not limited to, knowledge about one‘s 

company, industry, competitors, customers, the procedures and processes that allow firms to 

work well with partners, and the organizational structures that allow firms to be efficient and 

effective‖ (Arnett and Badrinarayanan 2005). Zablah, Bellenger, and Johnston (2004) as in 

Arnett and Badrinarayanan (2005) indicated that every firm has a unique level of knowledge 

management proficiency. They added that knowledge management ―provides firms with 

market intelligence that can be used to maintain and build profitable portfolios of customer 

relationships‖.  Consequently, it is asserted that a superior knowledge management capability 

is an important foundation and platform for building a sustainable competitive advantage 

(Arnett and Badrinarayanan, 2005; Hunt 2000; Reed and DeFillippi 1990). Janz and 

Prasarnphanich (2003) identified three facet of knowledge management competence. They 

are (1) knowledge development, (2) knowledge dissemination, and (3) knowledge application 

(Arnett and Badrinarayanan, 2005).  

 

One important feature of knowledge development is the fact that knowledge is not found in 

the data base of any firm and can only be created from information that may be found in the 

data base or else where. Knowledge in general is created in diverse ways. Arnett and 

Badrinarayanan, (2005) reported that Nonaka (1991) identified four distinct forms of 

knowledge creation or development which include: 
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o ―Tacit to tacit (i.e., acquiring someone else‘s tacit knowledge through 

observation, imitation, and practice)‖;  

o ―Explicit to explicit (i.e., forming new explicit knowledge by combining 

existing discrete pieces of explicit knowledge)‖;  

o ―Tacit to explicit (i.e., developing useful rules and procedures that stem from 

tacit knowledge)‖ and 

o ―Explicit to tacit (i.e., incorporating explicit knowledge into one‘s routines, 

where it is adapted and added to through trial and error)‖.  

Generally, explicit knowledge is very important because of its simplicity and ease of 

transferability, yet, tacit knowledge, despite the fact that it is difficult to codify and can only 

be acquired on the job (learning by doing), usually ―plays an important role in the knowledge 

creation process‖ (Arnett and Badrinarayanan, 2005). Moreover, because tacit knowledge is 

difficult to develop and learned, it could be promising source of sustainable competitive 

advantage (Hunt 2000).  

 

The value of knowledge is enhanced by its level of accessibility. The more accessible 

knowledge is, the more valuable it becomes (Davenport and Prusak 1998). ―Customer 

knowledge thereby generated needs to be shared and disseminated throughout the 

organization (Peppard 2000; Ryals and Knox 2001) to address customers‘ current and 

anticipated needs‖ (Yim, Anderson and Swaminathan, 2005). Explicit knowledge is better 

disseminated through IT systems. However, ―Dissemination of tacit knowledge is a social 

process‖ (Lee and Yang 2000). Hence, Yim, Anderson and Swaminathan (2005) observed 

that ―successful dissemination of knowledge requires firms to develop both information 

technology systems, such as marketing management support systems (MMSSs) (to 
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disseminate explicit knowledge) and other processes and procedures to encourage the 

dissemination of tacit knowledge‖.  

 

The ultimate outcome of knowledge management programs is the application of knowledge 

in a way that creates additional value for the firm and its customers. As Janz and 

Prasarnphanich (2003) stated, ―It is widely accepted that organizational performance depends 

more on the ability to turn knowledge into effective action than knowledge itself‖. Holsapple 

and Joshi (2002) called attention to the importance of ―externalizing‖ knowledge. They 

explained ‗knowledge externalization‘ as the ―activity of using existing knowledge to 

produce organizational outputs for release into the environment‖.  

 

Technology-Based CRM  

Many CRM-oriented activities, such as knowledge management, cannot be optimized without 

leveraging the latest technology. Zeblah, Bellenger, and Johnston (2004) described CRM 

technology as one of the organizational resources that serves as an input into the CRM 

process and is intended to enhance firms‘ ability to productively build and maintain a profit-

maximizing portfolio of customer relationships. Although the specific CRM tools individual 

firms choose to deploy are likely to vary significantly, CRM technology can be categorized 

according to the organizational function it is intended to support and by its functionality 

(Zeblah, Bellenger, and Johnston (2005). ‗More specifically, CRM tools are designed to 

support sales (e.g. opportunity management), marketing (e.g. campaign management), and 

service and support tasks (e.g. case management), and serve to either (1) enable the 

coordination of tasks within a process or across functions, (2) automate routine tasks, (3) 

provide detailed insight regarding organizational and individual employee performance, or 

(4) standardize common tasks and processes‘ (Zeblah, Bellenger, and Johnston, 2005). 
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No wonder, it is said that ―most CRM applications take great advantage of technology 

innovations, with their ability to collect and analyze data on customer patterns, develop 

prediction models, respond with timely and effective customized communications, and 

efficiently deliver personalized value offerings to individual customers (Peppard 2000; 

Vrechopoulos 2004)‖ (Yim, Anderson and Swaminathan 2005). They noted that the 

expansion of ―sophisticated information management tools, such as database marketing, data 

warehousing, data mining, and push technology‖ keep firms in a continues such for  the latest 

technology that could be built-in  into their CRM systems. 

 

With the right CRM technology, firms are able to collect, analyze, and distribute information 

firm-wide. Yim, Anderson and Swaminathan (2005) asserted that with appropriate CRM 

technology for data collection and distribution, firms will be in the position to enhance 

prospecting, improve communication and sales presentations, and able to customize their 

product configurations. Another advantage of CRM technology is that it aids cross-

referencing of customers of the various sections of a firm to identify trends of customer 

buying behaviour and this is a potential source of more sales opportunities. ―Butler (2000) 

identified enhanced customer satisfaction, higher customer retention, and more profitable 

long-term customer relationships as the main expected outcomes of CRM-based technology‖ 

(Yim, Anderson and Swaminathan, 2005). 

  

 In summary, Yim, Anderson and Swaminathan (2005) uphold that ―successful CRM 

implementations depend on combining the four aforementioned dimensions - focusing on key 

customers, organizing around CRM, managing knowledge, and incorporating CRM-based 
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technology - into an effective overall CRM strategy‖.  They opined that ―deficiencies in any 

of these areas can render the firm‘s CRM endeavors attenuated or even ineffectual‖. 
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CHAPTOR THREE 

METHODOLOGY 

3.0 Introduction 

This chapter of the study deals with the methodology of the study and consists of the research 

design, population, sample and sampling techniques, data collection instruments, data 

collection procedures and methods of data analysis of the study. 

 

3.1 Research Design 

This study is more descriptive in nature as CRM is a relatively new area of interest among the 

hotels in Ashanti region of Ghana. Both qualitative and quantitative research approaches are 

employed in this study to get a better understanding of the research issue.  The study is 

conducted by employing the cross sectional survey technique.  Generally, surveys are fact 

finding studies meant to describe or explain social variables.  The purpose of descriptive 

surveys, according to Ezeani (1998) is to collect detailed and factual information that 

describes an existing phenomenon. 

 

Another assumption is that, the researchers as objective analysts interpret collected data in a 

free manner emphasizing the use of highly structured method and quantifiable observations 

that uses statistical analysis. Under positivism approach, knowledge builds from using 

quantitative data which undergoes statistical processing, analysis and interpretation. Since the 

hypotheses of the study are to be tested and analyzed statistically, positivism approach is 

selected for the development of knowledge of this study.  
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With the research philosophy for the study in place, choice of research approach is the next 

logical step. Saunders et al. (2003) identified two research approaches: deductive and 

inductive. Inductive approach first collects data and develops theory based on the results of 

analyzed data. The deductive approach on the other hand explains causal relationships 

between variables. Research hypothesis are developed and research strategies designed to test 

them. Quantitative data is used in testing hypotheses. Qualitative data can also be used. In 

deductive approach, the researcher is independent of observed phenomenon and the research 

uses highly structured methodology to facilitate replication (Gill and Johnson 1997; cited by 

Saunders, et al. 2003). The deductive approach is therefore appropriate in this study 

 

3.2 Population 

The population of the study consists of all customer relations officers of registered hotels in 

Ghana. The population size of the study is 872 consisting of Budgets, 1 Star Hotels, 2 Star 

Hotels, and 3 Star Hotels. The population is a composition of males and females of varied 

ages, level of education and experiences.  

 

3.3 Sample and Sampling Technique 

The sample size of the study is 142 customer relations officers of hotels in Ashanti region of 

Ghana. Ashanti region was selected out of the ten regions of Ghana because of convenience. 

The researchers are residence of the region and are much familiar with cities and towns in the 

region for data collection. Besides, the Ashanti regional city (Kumasi) is the second largest 

city in Ghana after the capital city of Ghana. 
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  All the hotels of the sampled region were considered because the researchers think it is 

financially and economically feasible to collect data from all hotels of the sampled region of 

the study. 

  

3.4 Data Collection Instruments 

The questionnaire guide developed by Sin, Tse and Yim (2004) was adopted to collect the 

required data of the study. The questionnaire are specifically designed to measure CRM 

practices of firms in relation to the four behavioural components of CRM - Key Customer 

Focus, CRM Organisation, Knowledge Management and Technology-based CRM - proposed 

by Sin, Tse and Yim (2004). It is made up of five sections. The first section collected data on 

the profile of respondents. The rest of the four sections contained 18 five-point scale 

questionnaire items. The second section collected information on the key customer focus 

practices of the hotels. The third section collected data on whether the organisational 

structures of the hotels support CRM. The fourth section collected data on customer 

knowledge management practices of the hotels. The fifth section collected data on 

technology-base CRM practices of the hotels. See appendices for sample of the questionnaire 

guides. 

 

3.5 Data Collection Procedures 

Data is collected mainly from field survey through the use of the questionnaire.  The 

questionnaires were sent to the sampled hotels through their emails. The email addresses of 

some of the hotels were not available. The questionnaires were sent to such hotels through the 

post. Self addressed EMS envelops in which the answered questionnaire will be sent to the 
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researchers were added to the questionnaire.  The package of the items sent to the respondents 

included an introductory statement that informs the respondents of the purpose of the 

questionnaire so that they could feel free to respond to the questionnaires. The particulars of 

the University were also made available to the respondents to verify the identity and 

personality of the researchers. 

 

However, not a single responds was received. As a result   the services of research assistance 

were engaged to visit the hotels and collect the answered questionnaire guides. This was 

practicable because the greater proportion of the hotels is in Kumasi, the capital city of 

Ashanti region. This new procedure yielded over 80% responds rate. 

 

3.6 Data Analysis 

The data will be quantitatively presented in tables. Descriptive statistics (mean, standard 

deviations and median) are employed to analyse the collected data. ANOVA analysis was 

also carried out to see if there is any significant difference in the orientation of the hotels 

towards the four behavioural dimensions of CRM used in the study as well as among the five 

classes of hotels. Customer relationship management can be thought of as a continuum 

ranging from very low customer relationship management conscious companies to very high 

customer relationship management conscious companies (e.g., Grönroos 1991; Webster 

1992).  The main objective of study is to classify the hotels in Ghana into a category of low, 

middle, or high customer relationship management conscious.  

 



35 

 

The analysis to address the research questions was done by first calculating the median score 

of the total sample and the individual score achieved by each respondent hotel. Base upon the 

median score and individual score all respondent companies were classified as low, medium 

and high CRM conscious hotels with respect to the four behavioural dimensions of CRM 

proposed by Sin et al (2004). Companies scoring below the median score were classified as 

low CRM conscious and companies falling within the boundaries of median score were 

classified as medium CRM conscious companies. All the companies who scored above the 

median score were classified as high CRM conscious companies.  
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CHAPTER FOUR 

ANALYSIS AND DISCUSSIONS OF DATA 

4.0 Introduction 

This chapter is devoted to the presentation, discussions and analysis of data collected for the 

research. The information is summarized by means of descriptive statistics, distribution tables 

and graphs. The analysis is based on the questionnaires and interviews administered.  A total 

of 142 questionnaires were administered on hotels in Ashanti region of Ghana. In all, 124 

(87.3%) of the administered questionnaires were retrieved and validated for the analysis. The 

initial procedure of data collection [administering questionnaire through the mail (email and 

post)] yielded not a single response. However this high rate of response was achieved by 

engaging the service of research assistants who went round the hotels to collect the answered 

questionnaires. This was practicable because about 70% of the hotels in the region are located 

in the regional capital, Kumasi. 

 

4.1 The Background of the Respondents. 

Table 4.1 presents a summary of the characteristics of respondents of the study. Seventy-one 

percent of the respondents were males, and the remaining twenty-nine percent were females. 

This could be interpreted to mean that majority of the respondents were males. 

 

The respondents represented a group of low level of education with majority (64.5%) having 

below a four-year college degree experience. The remaining respondents (35.5%) have first 

degree and post graduate qualification and experience.  
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More than half of the respondents (54.9%) were marketing and customer service/relations 

related officers.  The remaining 44.1% of the respondents consisted of 32.2% directors and 

12.9% administrators. The distribution of the positions of the respondents indicates that all 

the respondents were in the right position to answer the questionnaire items. The staff 

category distribution of the respondents indicated that 90.3% of the respondents were 

managerial staff and the remaining once were supporting staff. 

 

Table 4.1 shows that four categories of hotels are involved in the study..  Ghana has four ‗4 

Star‘ hotels and two ‗5 Star‘ hotels and they are all in Accra the capital of Ghana.  Majority 

of the hotels involved in this study are budgets (45.2%) and ‗1 Star‘ hotels (33.1%). The rest 

consist of 14.5% of ‗2 Star‘ and 7.3% ‗3 Star‘.  
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 Table 4.1:  

Background Characteristics of Respondents   

Categories of hotels Budget 56 45.2 

1 star 41 33.1 

2 star 18 14.5 

3 star 9 7.3 

Total 124 100.0 

Source: Fieldwork, 2011 

 

4.2 Level of Practice of the Components of CRM  

The main focus of the study was to explore the extent to which hotels in Ghana practice CRM 

within the context of the four behavioural dimensions or components. To achieve this 

purpose, the management of hotels were asked to rate the level of practice of CRM activates 

on a Liker scale of 1 through 5. This part of the chapter deals with the analysis of the data 

collected. 

Variable Categories Frequency Percent 

Gender Male 88 71.0 

Female 36 29.0 

Total 124 100.0 

Educational level below degree 80 64.5 

first degree 36 29.0 

Postgraduate 8 6.5 

Total 124 100.0 

Current position Director 40 32.3 

Administrator 16 12.9 

Customer  relations officer 56 45.2 

Marketing manager 12 9.7 

Total 124 100.0 

Staff category non managerial 12 9.7 

Managerial 112 90.3 

Total 124 100.0 
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4.2.1 Level of Practice of the Components of CRM by Categories of Hotels 

Data was analyzed to ascertain whether the category a hotel belongs to (budget, 1 Star, 2 Star, 

and 3 Star) influence the extent to which the hotel practice CRM within the framework of the 

behavioural components of CRM. Table 4.2 shows the summary of the data collected. 

Table 4.2:  

Level of Practice of the Dimensions of CRM by Categories of Hotels  

Behavioural Component Hotels N Mean Std. Dev. Minimum Maximum Ranking (mean) 

Key Customer Focused 

(KCF) 

Budget 56 3.7634 .29932 3.25 4.25 4 

1 star 41 3.8841 .29100 3.50 4.50 3 

2 star 18 4.0556 .10695 4.00 4.25 2 

3 star 9 4.4444 .52705 4.00 5.00 1 

Total 124 3.8952 .34790 3.25 5.00 - 

CRM Organisation (CRMO) Budget 56 3.4000 .59939 2.40 5.00 4 

1 star 41 3.7268 .47277 3.20 4.80 3 

2 star 18 3.8111 .59199 3.20 4.80 2 

3 star 9 4.0222 .21082 3.60 4.20 1 

Total 124 3.6129 .57240 2.40 5.00 - 

Knowledge Management 

(KM) 

Budget 56 3.8795 .36925 3.25 4.50 4 

1 star 41 4.0061 .45582 3.25 4.50 3 

2 star 18 4.2083 .37622 3.75 4.75 2 

3 star 9 4.4167 .59948 3.75 5.00 1 

Total 124 4.0081 .44395 3.25 5.00 - 

Technology-Based CRM 

(TBC) 

Budget 56 2.9500 .70556 1.80 4.20 4 

1 star 41 3.4488 .82071 2.00 4.40 3 

2 star 18 3.6000 .51791 3.00 4.20 2 

3 star 9 4.2444 .37118 3.80 4.60 1 

Total 124 3.3032 .79326 1.80 4.60 - 

CRM Budget 56 3.4982 .34501 3.13 4.25 4 

1 star 41 3.7665 .41926 3.25 4.45 3 

2 star 18 3.9188 .37326 3.54 4.50 2 

3 star 9 4.2819 .40322 3.89 4.70 1 

Total 124 3.7048 .43817 3.13 4.70 - 

Source: Fieldwork, 2011 
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From Table 4.2 it is observed that the average reported level of practice or orientation of each 

of the component of CRM considered in this study rises as the rating of the hotels increase 

from low rating to high ratings. The results indicated that the ―3 star‖ category of hotels has 

the highest reported level of practice of and orientation to the four behavioural components of 

CRM and CRM in general. The trend is such that the higher the ratings of the hotel, the 

higher the reported level of practice of each of the four behavioural components of CRM and 

CRM as a whole.  Figure 1, 2, 3, 4, and 5 show the mean plots of the reported level of 

practice of the four behavioural components of CRM and CRM as a whole by the categories 

of hotels. 

 

 

Figure 2: Mean Plot of Level of Practice of ‘Key Customer Focus’ by Categories of Hotels  
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Figure 3: Mean Plot of Level of Practice of ‘CRM Organisation’ by Categories of Hotels  

 

 

Figure 4: Mean Plot of Level of Practice of ‘Knowledge Management’ by Categories of 

Hotels  
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Figure 5: Mean Plot of Level of Practice of ‘Technology-based CRM’ by Categories of 

Hotels 

 

 

Figure 6: Mean Plot of Level of Practice of CRM by Categories of Hotels  
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4.2.2 ANOVA of Level of Practice of the Dimensions of CRM by Categories of Hotels  

In order to be able to draw conclusions about the reported level of practice of the four 

behavioural components of CRM, ANOVA was carried out on the mean level of practice of 

the components to know whether there is any significant difference between the levels of 

practice of the components. Table 4.3 shows the results of the ANOVA. 

Table 4.3:  

ANOVA of Level of Practice of the Dimensions of CRM by Categories of Hotels 

Dimensions  Sum of 

Squares df 

Mean 

Square F Sig. 

Key Customer Focus Between Groups 4.156 3 1.385 15.490 .000 

Within Groups 10.731 120 .089   

Total 14.887 123    

CRM Organisation Between Groups 5.286 3 1.762 6.038 .001 

Within Groups 35.014 120 .292   

Total 40.299 123    

Knowledge Management Between Groups 3.151 3 1.050 5.976 .001 

Within Groups 21.091 120 .176   

Total 24.242 123    

Technology-based CRM Between Groups 17.414 3 5.805 11.612 .000 

Within Groups 59.985 120 .500   

Total 77.399 123    

CRM Between Groups 6.368 3 2.123 14.768 .000 

Within Groups 17.247 120 .144   

Total 23.615 123    

Source: Fieldwork, 2011 

From Table 4.3 it is observed that there is a significant difference between the reported level 

of practice of key customer focus, CRM organization, knowledge management, technology-

based CRM, and CRM of hotels groups at the level of 0.01. This implies that the difference 

between the reported levels of orientation of each of the four behavioural components of the 
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category of hotels is not by chance but as a result unique qualities of each category of hotels. 

It may therefore be said that the hotels with high ratings are more likely to be customer 

relationship conscious than the hotels with low ratings. The results support the expectation of 

getting high customer service from the high rating hotels. 

 

4.2.3 Level of Practice of the Components of CRM Irrespective of the Category of 

Hotels 

This part of the analysis deals with the analysis of data collected on the average level of 

practice of the four behavioural components of CRM and CRM as a whole without regard for 

the classification of the hotels. Table 4.4 shows summary of the data collected. 

 

  Table 4.4  

Descriptive Statistics of Level of Practice of CRM Irrespective of the Category of Hotels  

 

N 

Mini

mum 

Maxi

mum Mean 

Std. 

Dev. 

Ranking 

(mean) 

Level of 

Orientation 

Key Customer Focus (KCF) 124 3.25 5.00 3.8952 .34790 2 moderate 

CRM Organisation (CRMO) 124 2.40 5.00 3.6129 .57240 4 moderate 

Knowledge Management (KM) 124 3.25 5.00 4.0081 .44395 1 high 

Technology-based CRM (TBC) 124 1.80 4.60 3.3032 .79326 5 low 

CRM 124 3.13 4.70 3.7048 .43817 3 moderate 

Source: Fieldwork, 2011 
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From table 4.4, it is observed that the hotels reported moderate average level of practice of 

the ‗Key Customer Focus‘ component (mean score = 3.8952), ‗CRM Organization‘ 

component (mean score = 3.6129), and CRM as a whole (mean score = 3.7048). The results 

indicate that the hotels reported a high average level of practice to the ‗Knowledge 

Management‘ component (mean score = 4.0081). All CRM components have a mean score 

higher than 3.5 (the simple average of the scale scores). However the results indicate that the 

hotels reported a low average level of practice and orientation to technology-based CRM 

(mean score = 3.3032). This variable recorded a mean score less than 3.5. In summary, it may 

be asserted that the less practiced component of CRM among the four components is the 

technology-based CRM component. Likewise, the most practice CRM component is the 

knowledge management component. 

 

4.2.4 The Relationship between the Levels of Practice of the Components of CRM 

As part of the study correlation analysis was carried out on the four components of CRM to 

see if there is any relationship between them. Table 4.5 shows the results of the correlation 

analyses of the four component of CRM. 
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Table 4.5 

 Correlation Analysis of the Level of Practice of the Four Components of CRM  

  KCF CRMO KM TBC 

Key Customer Focus (KCF) Pearson Correlation 1 .382
**

 .440
**

 .328
**

 

Sig. (2-tailed)  .000 .000 .000 

CRM Organisation (CRMO) Pearson Correlation .382
**

 1 .511
**

 .705
**

 

Sig. (2-tailed) .000  .000 .000 

Knowledge Management (KM) Pearson Correlation .440
**

 .511
**

 1 .607
**

 

Sig. (2-tailed) .000 .000  .000 

Technology-based CRM (TBC) Pearson Correlation .328
**

 .705
**

 .607
**

 1 

Sig. (2-tailed) .000 .000 .000  

**. Correlation is significant at the 0.01 level (2-tailed) 

Source: Fieldwork, 2011 

 

From Table 4.5, it is observed that all the four behavioural components are positively and 

significantly correlated at 0.01 level of significant. However, the key customer focus 

component has a weak relationship (r < 0.5) with the other three components. The other three 

components are strongly correlated with the correlation coefficient (r) > 0.5.  

 

4.3 Level Orientation of Hotels towards the Four Components of CRM  

The main focus of the study was to explore the extent to which the four behavioural 

components are practiced in hotels in Ashanti region of Ghana and examine the level of 

orientation (low or high) of hotels in Ashanti region to the four behavioural dimensions of 
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CRM considered in this study. The results of the study are presented, analyzed and discussed 

below.  

 

4.3.1 Distribution of Low-High Orientation of the Hotels to CRM  

The Hotels were classified as having low orientation or high orientation towards the four 

dimensions of CRM using the reported average scores of each hotel for each of the variables 

(Key Customer Focus, CRM Organization, Knowledge Management, Technology-Based 

CRM, and CRM). Hotels with the lowest average score through an average score of 3.99 are 

classified as hotels with low orientation toward CRM and its components and the hotels with 

average score of 4.00 through the highest average score are classified as hotels with high 

orientation toward CRM and its components. The level of orientation to each of the variable 

of the study describes the level of practice of the variable.  The figures below (figure 1, 2, 3, 

4, and 5) show the distribution of the hotels in terms of the level of orientation to each of the 

variables under study. 
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From figure 6, it is observed that 64.5% of the hotels under study have high orientation 

towards the key customer focus component or dimension of CRM. In other words 64.5% of 

the hotels are key customer focused. The remaining 35.5% reported low orientation to key 

customer focus. 

 

Figure 7 indicates that majority (80.65%) of the hotels reported low orientation to the CRM 

organization component. This implies that the extent to which majority of the hotels practice 

the dimension of CRM organization of CRM is low. The remaining proportion of the hotels 

(19.35%) reported high level of orientation to the practice of CRM organization of CRM. 

 

It is observed from Figure 8 that 64.5% of the hotels reported high level of orientation to 

knowledge management component or dimension of CRM. In other words 64.5% of the 

hotels practice the customer knowledge component of CRM. The remaining 35.5% reported 

low orientation to customer knowledge management. 

 

Figure 9 show that 64.5% of the hotels reported low level of orientation to technology-based 

CRM dimension of CRM. In other words 64.5% of the hotels are less conscious of the 

technology-based CRM component of CRM. The remaining 35.5% reported high orientation 

to technology-based CRM. 
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The simple average of the results of the four behavioural components or dimensions of CRM 

is taken as a proxy measure of the level of orientation to or practice of CRM as a whole. 

Figure 10 indicates that 22.58% of the hotels reported high level of orientation to the practice 

of CRM as a whole. The remaining 77.42% reported low orientation to CRM as a whole. 

 

4.3.2 Chi-Square Test of the Distribution of Low-High Orientation of Hotels towards 

CRM  

To test the hypotheses of the study, chi-square test was carried out on the level of orientation 

of each of the four components of CRM. The test was to ascertain whether there is any 

significant difference between the distributions of the two levels of orientation (low 

orientation and high orientation) for the purpose of drawing conclusion on the extent to which 

the hotels considered in the study practice the four components of CRM. If there is a 

significant difference between the distributions of the two levels of orientation, then the level 

of orientation with the highest proportion of distribution is the dominant level of orientation 

of the hotels. Table 4.6 shows the results of the test. 
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Table 4.6 

Chi-Squire Test of the Low-High Orientation of Hotels towards CRM 

Behavioural Components of CRM  Observed N Expected N Residual 

Orientation to Key Customer 

Focus (ORKCF) 

LOW  ORIENTATION 44 62.0 -18.0 

 HIGH ORIENTATION 80 62.0 18.0 

 Total 124   

Orientation  to CRM Organisation 

(ORCRMO) 

LOW ORIENTATION 100 
         62.0 38.0 

 HIGH ORIENTATION 24 62.0 -38.0 

 Total 124   

Orientation to Knowledge 

Management (ORKM) 

LOW ORIENTATION 44 
62.0 -18.0 

 HIGH ORIENTATION 80 62.0 18.0 

 Total 124   

Orientation to Technology-based 

CRM (ORTBC) 

LOW ORIENTATION 80 
62.0 18.0 

 HIGH ORIENTATION 44 62.0 -18.0 

 Total 124   

Orientation to CRM (ORCRM) LOW ORIENTATION 96 62.0 34.0 

 HIGH ORIENTATION 28 62.0 -34.0 

 Total 124   

 ORKCF ORCRMO ORKM ORTBC ORCRM 

Chi-Square 10.452
a
 46.581

a
 10.452

a
 10.452

a
 37.290

a
 

Asymp. Sig. .001 .000 .001 .001 .000 

 

 From Table 4.6 there is significant difference between the two levels of orientation(low and 

high) for each of the variables (orientation to key customer focus, orientation to CRM 

organization, orientation to knowledge management, orientation to technology-based CRM 

and orientation to CRM). This means that the difference in the level of orientation for each of 

the variables is not by chance. 
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Consequently, the results indicate that majority of the hotels in Ashanti region have high 

level of orientation to key customer focus. The implication of this finding is that the hotels 

are conscious of the customers and offer services that meet the demand of key customer. 

Indeed this is the first step in CRM. Company-wide understanding and support for key 

customer focus motivate sales force to cultivate long-term customer relationships by offering 

more personalized products and services (Yim, Anderson and Swaminathan, 2004; 

Armstrong and Kotler 2003). 

 

The results shows that majority of the hotels in Ashanti region are less oriented to the practice 

of organizing the activities of the hotels around CRM. Despite the high level of 

consciousness of key customers, CRM is yet to be firm-wide strategy and process of 

managing customers. The CRM behavioural components model of Sin, Tse and Yim (2004) 

measures CRM organisationn around  availability of sales and marketing experts, employee 

training on customer relations, evaluation and rewarding of customer performance in 

customer relations, clear goals of CRM and CRM oriented organizational structure.  The 

implication of this finding is that hotels in Ashanti region of Ghana reported low levels of all 

the measures enumerated above. In this case the reported high level focus on key customers is 

limited to a particular function, most probably, the marketing function. The level of 

effectiveness of functional strategies in CRM is questionable, especially with hotels since 

every aspect of the organization in one way or the other affects the quality of service to be 

delivered to the customer. 
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Regarding customer knowledge management, significant majority of the hotels reported high 

level of consciousness of and responsiveness to customers‘ needs and expectations through 

customer knowledge management. The result of the knowledge management dimension of 

CRM is incidentally the same as that of the key customer focus dimension in terms of the 

distribution of the reported level of orientation of the hotels. This tend to confirm the 

assertion of Zablah, Bellenger, and Johnston (2004) that firms must become proficient at 

managing knowledge about their customers and knowledge that is useful to their customers in 

other to be customer focus. This also supports the idea that a firm cannot be customer focus 

without knowing the needs of customers. Customer –needs-driven CRM strategies, indeed, 

requires uncovering customer needs through the analysis of customer information.  

 

According to Yim, Anderson and Swaminathan (2004) the success of CRM largely depend 

on how effective customer information is transformed to customer knowledge. They 

maintained that ―many CRM-oriented activities such as knowledge management cannot be 

optimized without leveraging the latest technology‖. Zeblah, Bellenger, and Johnston (2004) 

described CRM technology as one of the organizational resources that serves as an input into 

the CRM process and is intended to enhance firms‘ ability to productively build and maintain 

a profit-maximizing portfolio of customer relationships. The results of the study show that a 

significant majority of the hotels under study reported low orientation to technology-based 

CRM. The implication of these results is that the ability of majority of the hotels to build 

profitable portfolio of customers is low.  
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CHAPTER FIVE 

SUMMARY, CONCLUSIOS AND RECOMMENDATIONS 

 

5.0Introduction 

The fundamental objective of the study was to classify the hotels in Ashanti region of Ghana 

into a category of low, middle, or high customer relationship management orientation or 

consciousness. The specific objectives of the study were to examine the extend to which 

hotels in Ghana are CRM oriented or conscious, to examine the extent to which hotels in 

Ghana are customer focused, to examine the extent to which the management of hotels in 

Ghana are structured and organized to support CRM, to find out whether hotels in Ghana are 

receptive and responsive to customer needs, to examine the extent to which hotels in Ghana 

adopt technology-based practices to enhance customer relationship, and finally to make 

policy recommendation on CRM practices of hotels in Ghana. 

 

Indeed every single objective of the study outlined above was pursued and was achieved 

through perseverance to overcome the numerous challenges posed. The major challenge 

posed was the difficulty in getting the hotels to respond to the questionnaire guides, but this 

was not allowed to impede success of this study. The summary of findings, conclusions and 

recommendations of the study are presented below.  

 

5.1 Summary of the Findings 

The study aimed at examining the extent to which CRM is practiced in hotels in Ashanti 

region of Ghana. The respondents were the CRM officers, marketing officers, or any 
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designation of officers of the hotels with relevant information to answer the questionnaire. 

The hotels were to decide who respond to the questionnaire items. It was found that majority 

of the respondents were males. The educational qualification and experience of over half of 

the respondents was below four year first degree. An analysis of the position held by 

respondents indicates that 54.9% of them were marketing and customer service/relations 

related officers, 32.2% were directors and 12.9% were administrators. The distribution of 

position held by respondents indicates that all the respondents were in the right position to 

answer the questionnaire items. In terms of staff category, 90.3% of the respondents were 

managerial staff and the remaining 9.7% were supporting staff. It was found that there are 

four categories of hotels in Ashanti region of Ghana.  Majority of the hotels are budgets 

(45.2%) and ―1star‖ hotels (33.1%). The rest consist of 14.5% of ―2star‖ and 7.3% ―3star‖. 

All the 4 star and 5 star hotels in Ghana are located in Accra, the Capital city of Ghana. 

 

The results of the study reveal that the average reported level of practice or orientation of 

each of the four dimensions of CRM considered in this study rises as the rating of the hotels 

increase from low ratings to high ratings. The highest rated hotels category ( ―3 star‖  hotels) 

have the highest reported level of practice of and orientation to the Key customer focus 

component, the CRM organization component, the  knowledge management component, the 

technology-based CRM component, and CRM in general. It may therefore be inferred that 

the level of practice of CRM in hotels in Ashanti region in particular and Ghana as a whole 

will improve as the industry grow and the existing hotels raise their ratings. The results 

indicated that there is a significant difference in the level of practice of each of the four 

components of CRM across the different rating categories of hotels.  It may therefore be said 

that the hotels with high ratings are more likely to be customer relationship conscious than 
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the hotels with low ratings. The results support the expectation of getting high customer 

service from the high rating hotels. 

 

On average, the hotels reported moderate levels of practice of the key customer focus 

component, the CRM organization component, and CRM as a whole. The results indicated 

that the hotels reported high average levels of practice of the knowledge management 

component and low average level of practice of technology-based CRM. Knowledge 

management is reported to be the CRM dimension with the highest level of practice. The four 

behavioural components are positively and significantly correlated at 0.01 level of 

significant. However, the key customer focus component has a weak relationship (r < 0.5) 

with the other three components. The other three components are strongly correlated with the 

correlation coefficient (r) > 0.5.  

 

It was found that From Table 4.6 there is significant difference between the two levels of 

orientation for each of the variables (orientation to key customer focus, orientation to CRM 

organization, orientation to knowledge management, orientation to technology-based CRM 

and orientation to CRM). This means that the difference in the level of orientation for each of 

the variables is not by chance. 

 

Consequently, the results indicate that majority of the hotels in Ashanti region have high 

level of orientation to the key customer focus dimension of CRM and the knowledge 

management dimension of CRM. The implication of this finding is that the hotels are 

conscious of the customers and offer services that meet the demand of key customer. Indeed 
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this is the first step in CRM. It also implies that a significant majority of the hotels are much 

informed about customer needs and expectations and have high level of consciousness of and 

responsiveness to customers‘ needs and expectations through customer knowledge 

management.  

 

The findings indicate that majority of the hotels in Ashanti region have low level of 

orientation to and practice of organizing the activities of the hotels around CRM. Despite the 

high level of consciousness of key customers, CRM is yet to be a firm-wide strategy and 

process of managing customers. Similarly, the results of the study show that a significant 

majority of the hotels reported low orientation to technology-based CRM. The implication of 

these results is that the ability of majority of the hotels to build profitable portfolio of 

customers with technology is low. 

 

5.2 Conclusion  

With reference to the findings of the study, the following conclusions are drawn on the study 

 

In the fist place the findings suggest that about eighty percent of the hotels in Ashanti region 

are either budgets or ‗1 star‘ and there is not a single ‗4 star‘ or ‗5 star‘ hotels in Ashanti 

region of Ghana. 

 

Secondly the results of the study suggest that the hotels with high ‗star ratings‘ have high 

level of practice, consciousness and orientation to CRM  than the hotels with low ‗star 

ratings‘. In other words the higher the ‗star ratings‘, the higher the level of practice of CRM 
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Moreover, CRM as a whole is likely to improve over time as the ‗low-star rating‘ hotels 

obtain high ratings through improved facilities. 

 

It is also suggested by the findings that the level of practice or orientation of the hotels to 

CRM varies in terms of the four dimensions. The level of practice of technology-based CRM 

dimension is low among hotels. The level of practice of the key customer focus dimension 

and CRM organization dimension is moderate among the hotels. Knowledge management is 

the only dimension of CRM with high level of practice among the hotels. The level of 

practice of CRM as a whole is moderate (not low and not high). 

 

  

The findings suggest that the hotels in Ashanti region are more oriented to and conscious of 

the practice of knowledge management than the other three dimensions. Likewise the hotels 

are more oriented to the key customer focus dimension and CRM organization dimension 

than technology-based CRM dimension. 

  

Again, the results of the study suggest that significant majority of the hotels have high 

orientation to the key customer focus dimension and knowledge management dimension of 

CRM. 

 

In addition, the results of the study suggest that significant majority of the hotels have low 

orientation to the CRM organization dimension, and technology-based CRM dimension of 

CRM.  
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Finally, the findings suggest that significant majority of the hotels have low orientation to 

CRM as a whole. 

 

Recommendations 

To begin with, the hotels in Ghana are necessary for the growth of the tourism industry of 

Ghana. CRM practice in the hotels is generally low especially with the majority low rated 

hotels. This could have serious adverse bearing on tourism in Ghana. The government of 

Ghana should consider a policy that will encourage management of hotels to practice CRM. 

For example, Government could institute a day to create awareness and to award hotels for 

best CRM practice as in the case of farmers and teachers. The hotel industry could also 

institute award night to create awareness of the importance CRM practices to the industry and 

to encourage good CRM practices among hotels of the industry as in the case of the Ghana 

music industry. This will go a long way to encourage the hotels and make them conscious of 

their customers.  

 

 Secondly, the majority of the customer service officers of the hotels have low level of 

education and experience. Management of the hotels should consider engaging more 

qualified and experienced CRM officers or train the existing CRM officers to handle CRM 

issues of the hotels. 

 

More over, CRM is found to be functional strategy and process rather than a firm-wide policy 

and activity. The hotels should develop a firm-wide culture of CRM by organizing all 

structures and functions and levels of management of the hotels to support effective and 

efficient CRM practice. Effective and efficient CRM is crucial to the profitability of all 

service firms and hotels are not an exception. 
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In addition, the use of technology to enhance profitable customer need recognition and 

satisfaction is low among the hotels. This may be blamed partly on the low level of 

technological development in Ghana. However, it is necessary for the hotels to make 

maximum use of the existing level of information technology to leverage effective and 

efficient CRM practice. The use of appropriate information technology will further strengthen 

the level of key customer focus and customer knowledge management.  

 

Finally, a further research should be conducted on the effect of level of CRM orientation on 

the performance of the hotels for proper understanding of the relevance of CRM to the 

success of the hotels. In that case, question of whether it is justifiable to invest in CRM may 

be answered.  
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APPENDICES 

APPENDIX A 

Dear Respondent,  

Survey: Firm’s Customer Relationship Management (CRM) Practices 

In this 21st century, many changes have taken place across the marketing landscape, from 

promotion to direct marketing to the incredible growth of the World Wide Web and E-

commerce. In the marketing scenario this has led to a major shift from a seller‘s market to a 

buyer‘s market. Nowadays, due to this shift, the consumer‘s significance in determining a 

firm‘s marketing strategies has assumed greater importance. It is the consumer who 

increasingly dictates the terms of marketing transactions.  

 

Due to this shift, companies are considering formulating business strategies that incorporate 

increased consumers‘ roles. The shift in this strategy is a new phenomenon, and many 

companies have started formulating strategies along this line. There are, however, some 

companies who develop strategies and tactics based on traditional marketing philosophies.  

 

To date, not much research has been done to explore the marketing practices of firms in 

Ghana. This project explores whether the perceived shift in marketing philosophy is a reality 

or a myth. To investigate this we need to (a) obtain data on your perceptions of your firm‘s 

CRM orientation. 
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We need your help and would appreciate your sparing 15 minutes to complete the attached 

questionnaire and answer the questions related to CRM practices in your company. Results 

will be used to help and expand our knowledge and understanding of any major shift in CRM 

practices. All answers will be kept strictly confidential and only aggregate results will be 

reported.  

 

To thank you for your participation in this study, we will send you free of charge (and only 

for survey respondents) a summary of the results from the completed questionnaires we 

receive. Simply return the completed survey to the senders email. Thanks for your help.  

Evelyn and Hamdallah 

MSc. Students  

Lulea University of Technology 

Sweden 
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SECTION ONE 

QUESTIONIARE 

The following statements concern the CRM practices of your firm. Please indicate the 

extent of your agreement or disagreement with each statement by typing ‘x’ in the box 

corresponding to a number from 1 to 5 that represents your level of agreement or 

disagreement. 

Key 

1 2 3 4 5 

Strongly 

Disagree 

Disagree 

 

Neither Agree Nor Disagree 

 

Agree 

 

Strongly Agree 

 1 2 3 4 5 

(1) Through ongoing dialogue, we work with individual key customers 

to customize our offerings. 

     

(2) My organization provides customized services and products to our 

key customers. 

     

(3) My organization makes an effort to find out what our key customer 

needs. 

     

(4) When my organization finds that customers would like to modify a 

product/service, the departments involved make coordinated efforts to 

do so. 

     

(5) My organization has the sales and marketing expertise and 

resources to succeed in CRM. 

     

(6) Our employee training programs are designed to develop the skills 

required for acquiring and deepening customer relationships. 

     

(7) My organization has established clear business goals related to 

customer acquisition, development, retention, and reactivation. 

     

(8) Employee performance is measured and rewarded based on meeting 

customer needs and on successfully serving the customer. 

     

(9) Our organizational structure is meticulously designed around our 

customers. 
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(10) My organization’s employees are willing to help customers in a 

responsive manner. 

     

(11) My organization fully understands the needs of our key customers 

via knowledge leaning. 

     

 (13) My organization provides channels to enable ongoing, two-way 

communication with our key customers and us. 

     

(14) Customers can expect prompt service from employees of my 

organization. 

     

(15) My organization has the right technical personnel to provide 

technical support for the utilization of computer technology in building 

customer relationships. 

     

(16) My organization has the right software to serve our customers.      

(17) My organization has the right hardware to serve our customers.      

(4) Individual customer information is available at every point of 

contact. 

     

(18) My organization maintains a comprehensive database of our 

customers. 

     

Source: Sin, Tse and Yim (2004) 

 

SECTION TWO 

DEMOGRAPHICS OF RESPONDENTS 

The following questions concern the demographics’ of your firm and yourself. 

Completion of this information is voluntary and confidentiality is assured. No 

individual data will be reported. Please respond by typing ‘x’ on that correspond to 

your choice. THANK YOU! 

 

Gender of Respondent 

Male   

Female   
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Categories (Rating) of the Hotels 

1 star  

2 star   

3 star  

4 star  

5 star  

 

Level of Education of Respondent 

Four years degree / equivalent experience   

Postgraduate work   

Below first degree  

 

Current Position of Respondent 

Director  

Administrator  

Customer service officer  

Customer relations officer  

Marketing manager  

 

Staff Category 

Managerial  

Non managerial  
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APPENDIX B 

POST HOC TEST (Multiple Comparisons) 

LSD 

Dependent 

Variable 

 Rating(I) Rating 

(J) 

 95% Confidence Interval 

Mean Dif. (I-J Std. Error Sig. Lower Bound Upper Bound 

KCF Budget 1 star -.12075 .06147 .052 -.2425 .0009 

2 star -.29216* .08103 .000 -.4526 -.1317 

3 star -.68105* .10739 .000 -.8937 -.4684 

1 star Budget .12075 .06147 .052 -.0009 .2425 

2 star -.17141* .08455 .045 -.3388 -.0040 

3 star -.56030* .11008 .000 -.7782 -.3423 

2 star Budget .29216* .08103 .000 .1317 .4526 

1 star .17141* .08455 .045 .0040 .3388 

3 star -.38889* .12208 .002 -.6306 -.1472 

3 star Budget .68105* .10739 .000 .4684 .8937 

1 star .56030* .11008 .000 .3423 .7782 

2 star .38889* .12208 .002 .1472 .6306 

CRMO Budget 1 star -.32683* .11103 .004 -.5467 -.1070 

2 star -.41111* .14636 .006 -.7009 -.1213 

3 star -.62222* .19399 .002 -1.0063 -.2381 

1 star Budget .32683* .11103 .004 .1070 .5467 

2 star -.08428 .15273 .582 -.3867 .2181 

3 star -.29539 .19884 .140 -.6891 .0983 

2 star Budget .41111* .14636 .006 .1213 .7009 

1 star .08428 .15273 .582 -.2181 .3867 

3 star -.21111 .22052 .340 -.6477 .2255 

3 star Budget .62222* .19399 .002 .2381 1.0063 

1 star .29539 .19884 .140 -.0983 .6891 

2 star .21111 .22052 .340 -.2255 .6477 

KM Budget 1 star -.12663 .08617 .144 -.2972 .0440 

2 star -.32887* .11359 .005 -.5538 -.1040 

3 star -.53720* .15056 .001 -.8353 -.2391 

1 star Budget .12663 .08617 .144 -.0440 .2972 
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2 star -.20224 .11854 .091 -.4369 .0325 

3 star -.41057* .15432 .009 -.7161 -.1050 

2 star Budget .32887* .11359 .005 .1040 .5538 

1 star .20224 .11854 .091 -.0325 .4369 

3 star -.20833 .17115 .226 -.5472 .1305 

3 star Budget .53720* .15056 .001 .2391 .8353 

1 star .41057* .15432 .009 .1050 .7161 

2 star .20833 .17115 .226 -.1305 .5472 

TBC Budget 1 star -.49878* .14532 .001 -.7865 -.2111 

2 star -.65000* .19156 .001 -1.0293 -.2707 

3 star -1.29444* .25390 .000 -1.7972 -.7917 

1 star Budget .49878* .14532 .001 .2111 .7865 

2 star -.15122 .19991 .451 -.5470 .2446 

3 star -.79566* .26026 .003 -1.3110 -.2804 

2 star Budget .65000* .19156 .001 .2707 1.0293 

1 star .15122 .19991 .451 -.2446 .5470 

3 star -.64444* .28864 .027 -1.2159 -.0730 

3 star Budget 1.29444* .25390 .000 .7917 1.7972 

1 star .79566* .26026 .003 .2804 1.3110 

2 star .64444* .28864 .027 .0730 1.2159 

CRM Budget 1 star -.26825* .07792 .001 -.4225 -.1140 

2 star -.42054* .10272 .000 -.6239 -.2172 

3 star -.78373* .13615 .000 -1.0533 -.5142 

1 star Budget .26825* .07792 .001 .1140 .4225 

2 star -.15229 .10719 .158 -.3645 .0599 

3 star -.51548* .13955 .000 -.7918 -.2392 

2 star Budget .42054* .10272 .000 .2172 .6239 

1 star .15229 .10719 .158 -.0599 .3645 

3 star -.36319* .15477 .021 -.6696 -.0568 

3 star Budget .78373* .13615 .000 .5142 1.0533 

1 star .51548* .13955 .000 .2392 .7918 

2 star .36319* .15477 .021 .0568 .6696 

*. The mean difference is significant at the 0.05 level. 


