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                                              Abstract
In marketing terms, it is commonly said that ‘Customer is King’ as firms exist because they have customers to serve.  However, the key to achieving sustainable competitive advantage lies in delivering high quality service which ultimately results in having satisfied customers leading to repeated sales. Implementing Customer Relationship Management (CRM) programs is one of the answers in satisfying customers who are key stakeholders in businesses. Many Public Service Broadcasters world over have adopted modern applications of CRM as  a way of responding to intense competition, but the country’s Service Broadcaster, the Zambia National Broadcasting Corporation. (ZNBC) has remained stuck with the old version dubbed ‘Collaborative CRM or manual system.’  The failure to embrace this new application is one of the factors contributing to challenges facing the broadcaster as marketing and sales processes are still on manual mode, resulting in inefficiencies in serving customers and some of them drifting away to competitors in the industry.  In this competitive market, modern marketing has re-focused their strategy from product oriented to customer centric thus investing in modern CRM programs in order to enable firms to acquire, serve, build and keep a good relationship with their customers in a click of a button. 
This study sought to evaluate the effectiveness of CRM applications on customer satisfaction. The Research design was by a case study using two approaches: descriptive sample survey and explanatory which was predominately quantitative in nature and data was collected using a structured questionnaire and an interview guide administered to the selected research participants. The study was conducted in Lusaka targeting ZNBC hundred (100) advertisers and three (3) Marketing and Sales Executives. Secondary data was collected from sales reports and other relevant documents, books, articles related to the study to provide information about the past sales performance and previous studies respectively.
The study revealed that there is a strong and positive relationship between customer relationship management and customer satisfaction. A simple linear regression results leading to this conclusion was based on examining some of the explanatory variables namely: product/service usage, length of doing business and rate at which advertisers placed their advertisements on ZNBC Radio and TV platforms with the dependent variable—Customer satisfaction.
In addition, the study revealed that the conduct of sales persons, complaints handling arising from customers and quality of service significantly influence the level of customer satisfaction. Input to output ratio on explanatory variables was high enough with responsiveness and reliability having the highest mean value and credibility scoring the lowest. The correlation test results were based on quality of service factors in relation to CRM compared with customer satisfaction scores with all the variables showing positive relationship. Sales performance over a period of five years was also evaluated and the results showed a decline trend year in year out with a significantly deeper decline in 2019 sales. The causes were not known, however an interview with the Sales Manager revealed that the Corporation was faced with intense competition coming from increased number of mushrooming media houses and high media fragmentation. He further admitted that the use of manual systems in their sales activities and lack of modern CRM application was also a drawback. 
Building on the findings of this study, recommendations are therefore made to ZNBC to quickly acquire and implement a CRM solution, learning from the case of South Africa’s Public Service Broadcaster—SABC as indicated in literature review. Future studies could focus on assessing the readiness to implement CRM Applications and also to establish why most firms particularly in Southern Africa are failing to make use of technologically advanced CRM solutions 
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CHAPTER ONE

INTRODUCTION

1.0 Introduction
The biggest challenge in today’s globalized and highly competitive markets is to serve, build and maintain good relationships with the customer. The most key aspect of the success of a business is a satisfied customer. Valdani (2009) once stated that customer is king and firms exist because they have a customer to serve, however the key to achieving sustainable advantage lies in delivering high quality service which ultimately results in having satisfied customers, Shemwell et al, (1998). 
Good quality of service and customer satisfaction is critical for the success of any business (Parasuraman et al., 1988 in George K. Amoako, et al, 2012) and this is achieved through the use of marketing strategies. One such important marketing strategy used to manage the company’s interactions with customers, customer needs, preferences, retention and ultimately grow a business is Customer Relationship Management (CRM). CRM originates from the branch of relationship marketing. Relationship marketing (RM) is defined as “approach to develop long-term loyal customers and thus increasing profitability,” Evert, (2008:6).
CRM is a broad concept with different definitions by various authors but each with one common function of primarily harmonizing customer strategies, customer support and business processes, all in order to increase customer loyalty and business profitability. This study narrowed this concept to sales CRM. That is, evaluating the needs, preferences and consumption patterns of the external customer of ZNBC called the advertiser—media buyer. 
Amoaka (2012:17) defined CRM from the balanced perspective as “ the philosophy, policy and coordinating strategy mediated by a set of information technologies, people, and processes which focuses on creating two way communications with customers so that firms have an intimate knowledge of their needs, wants and buying patterns." 
Croteau and Li (2003) cited in Wali, et al (2015) described CRM as a customer oriented strategy targeted at creating and increasing customer satisfaction, customer loyalty and customer retention by offering specific, responsive and unique services to individual customers.
The term CRM can also be used to describe either as software driven or the entire business strategy oriented on customer needs (Babu, 2016). Software driven CRM are made of applications which help most organizations to learn about their customers in a ‘push of a button’ enabling them to evaluate their purchase behavior across transactions through different channels and customer touch points (Sunil Mithas, et al, 2005). Touch points are simply links or front office from firm to customer, for example, email, sales office, call center and so on. 

Many firms world over are aware of the introduction of various CRM applications (Machal and Hana, 2019) as the market trends have given rise to digitalization, the use of technology, and the transformation of businesses in this competitive environment from being product to customer focus. In recent years, there has been an increased focus on the CRM as a strategy to technology and from the software point of view to cloud based (Machal and Hana, 2019). 
There have been various studies in CRM as a concept or as a business philosophy and its effect on customer satisfaction conducted in North Africa, Chinje (2010 in Ali and Brook 2009), Arsi´c et al. (2019); Siu ( 2016); Kotler(2006); Chinje (2013); Zafar, et al. (2015) while not so much on CRM as a technology. Sub-Saharan Africa was lagging behind in terms of the number of CRM initiatives as well as the number of studies published in academic literature with very few in the case of Zambia. Findings from these various studies have affirmed that there was a positive relationship between implementation of the CRM applications on customer satisfaction, service delivery and company performance in terms of increase in profitability and customer base. 

Based on the researcher’s observation and experience, ZNBC did not have any software driven CRM applications at the time of conducting this study. The failure to adopt CRM applications at ZNBC makes it difficult to know its effects on customer satisfaction. Marketing and sales activities were still being conducted using manual systems. This leaves doubts as to whether customers’ expectations and needs are met satisfactorily. As stated by many scholars and schools of CRM researchers, it is believed CRM strategies used to measuring and understanding customers’ expectations so as to serve them satisfactorily (Evert, 2008). 
This study was conducted by a student at the University of Zambia who is pursuing a Master of Business Administration (MBA) programme. The study is, therefore, a partial requirement leading to an award of the Master of Business Administration Degree. This Chapter provides an insight of the research area and defines key words of the topic; outlining the: background of the study; statement of the problem; purpose and objectives; research questions and hypothesis; significance of the study; definitions of operational terms; theoretical frameworks and delimitation of the study. 
1.1 Background of the Study

ZNBC is parastatal wholly owned by the Government of the Republic of Zambia. It was established by the Act of Parliament No. 13 of 1987 to provide broadcasting services through radio and television stations performing the mandate of educating, informing and entertaining the general population. 
It is also the oldest media house in Zambia dating back to 1941 when it was officially commissioned by the colonial masters under the name ‘Lusaka Radio,’ as a tool for propagating their preferred agenda. Over time it assumed several transitional names alternating status between a government department and a corporate body capable of generating and investing its financial resources.  Among the names the Radio Station assumed included Central African Broadcasting Services (CABS); Federal Broadcasting Corporation (FBC); Northern Rhodesia Broadcasting Corporation (NRBC); Zambia Broadcasting Corporation; Zambia Broadcasting Services  (ZBS) to now Zambia National Broadcasting Corporation (ZNBC) which gave it some commercial autonomy. The Corporation has two modes of funding that is public and commercial. The public funding of the Corporation is through TV Levy while the commercial aspect is done through sell of airtime to clients.  
The Corporation operated as a monopoly from inception, thus facing no competition in the provision of broadcasting and advertising services. However, the opening of the airwave to private investors in 1996, saw the establishment of several media houses in the country. The liberalization and change of some media regulations such as digital migration policy brought about media proliferation and growth which ultimately increased competition and changed consumptions patterns: from a single broadcaster to numerous and various alternative types, media fragmentation and increased spectrum enabling many players into the market (ZAMPS, 2017, MIBS, 2014). There are currently forty five (45) Television and more than hundred and forty (140) Radio stations operating in Zambia (IBA, 2020). This has increased competition and increasingly changed the way most media houses market their products and services from being product oriented to customer centric. 
Being product oriented entails believing customers prefer products of greater quality and price and availability do not affect their purchase decision. In traditional marketing, the marketer’s main focus is product quality and as such they fail to appeal to customers’ expectations and support programmes. Modern marketing on the other hand, emphasizes great recognition and importance in managing customer relationships thus treating customers as assets, moving from a brand-centered focus to being customer-centered (Sunil Mithas, et al, 2005). Being customer centred means recognising a ‘Customer as King’ acknowledging the fact that organizations exist because they have a customer to serve.
Customers are some of the key stakeholders and the survival of firms largely depends on their participation as buyers of products and services. A firm can survive as long as it is able to meet the customers’ needs and wants.  However, in the prevailing intense competitive environment, many businesses are confronted with a challenge of building intimacy customer relationship. Customers, just like any stakeholders expect an organisation to satisfy their respective needs. Being able to determine the consumer’s desires, requirements, wants and meeting them is one of the ways to achieve customer satisfaction. It is for this reason that it’s important to be in regular contact with the customers in order to follow their consumption behaviour closely. 
However, these customers should be continuously natured and maintained over time using various marketing strategies to retain and expand their brand’s share in their mind from use of attractive sales promotions schemes to loyalty marketing to customer relationship management (CRM) programs and or applications.  
The history of CRM as a strategy used to measure customer satisfaction levels dates as far back as the early 1970s where information about customers’ needs, preferences and expectations were evaluated using market surveys and data processed using stand-alone mainframe systems (Mix, 2007). However, the advancements in information technology has continued to improve and change CRM from one sided customer database management to an interactive customer contact management service to enterprise resource planning (ERP) to online, from dotcoms to cloud based and finally to mobile smart phone based CRM. These applications were was first coined and introduced by Kate and Robert D. Kestnbaum in 1982; Pat Sullivian and Mike Muhney in 1986 improved it, followed by numerous independent developers.  It was then later popularized in the 1997 by the works of Siebel, Gartner and IBM (Babu, 2016). 
CRM perhaps is one of the most important concepts of modern marketing which helps to develop a collaborative and cooperative relationship between firms and its customers (Jasmine, 2016; Armstrong and Kotler, 2010). Most firms are now expending considerable effort cultivating these relationships with customers rather than just focusing on developing and selling products which according to Levitt (1960 in Kotler, P. & Keller 2010) is being marketing myopia. In marketing myopia, organisations tend to incorrectly take a short-sighted approach to marketing, viewing it as merely a tool for selling products, ignoring other aspects of customers’ needs, satisfaction and expectations.
Customer satisfaction means that customer needs, wishes and expectations are met or overcome during the product/service period, giving way to re-purchasing and customer loyalty (Afthanorham, at el. 2019). Lemon et al, (2002:1) referred it as the assessment of the pre-purchasing expectations from the product, with the results reached after the act of purchasing. Kotler (2006: 48) stated that “a highly satisfied customer continues shopping for a long time buys more as long as the firm produces new products and the existing products are improved, speaks of the organisation and its products with praise. And also becomes uninterested to the trademarks that are in competition with the products of the firm, without placing the emphasis on the price and offers the firm suggestions and ideas about products and services.” In short a satisfied customer has no complaints about the product, has positive perception, good relationship with the organisation and the customer lifetime value is achieved on both ends. 
In this competitive environment, the Corporation in order to survive and perform better, perhaps should focus on satisfying customer needs rather than just focusing on selling specific products and services.  Such can be achieved by having an integrated marketing approach such as CRM. Failure to have CRM applications makes it difficult to evaluate its effectiveness on customer satisfaction and makes marketing activities difficult to manage an interactive customer data base and its touch points.  
The Marketing department therefore requires an effective customer database management system and a call centre where information about customers can be evaluated and refer their complaints or grievances to respectively. CRM application as once stated by Kotler (2006) is a customer data management activity. It helps speed up the management of individual customers’ detailed information electronically and systematically through firm’s ‘touch points’ to maximize operations efficiency, customer satisfaction and loyalty. 
The Corporation should adopt CRM initiatives specifically focusing on software driven operative and analytical CRM components which according to the researcher’s observation was lacking at the institution.  The CRM applications speeds up the collection of customer data through all the channels for storage to enable ZNBC to address problems of dealing with customers on a day-to-day basis as well as maintaining an updated customer database in a push of a button. CRM applications acts as a driving force to help firms assess customer loyalty and profitability on measures such as repeat purchases, dollars spent, and longevity in a push of a button efficiently and effectively. This in the end helps develop and manage a healthy and good customer relationship with all their stakeholders. Managing customer relationships effectively and efficiently boosts customer satisfaction and retention rates ((Machal and Hana, 2019). 
The area of this study was marketing and information systems. CIM define marketing as “the management process responsible for identifying, anticipating and satisfying customer requirements profitably” (CIM, 2015:2). Marketing is the cornerstone of all commercial aspects of ZNBC which include among others: managing customer relationships, branding, customer satisfactions, customer retention, and selling. Information systems is referred to as an integrated set of components used to collect, store, and processing data and for providing information, knowledge, and digital products (MBA Module, 2016). Business firms and other organizations rely on information systems to carry out and manage operations, communication and interact with customers and suppliers and also compete in the marketplace. 
In modern marketing, marketing activities are predominately technologically driven systems (Armstrong and Kotler, 2010). Information systems matter in modern marketing as it helps speeds up work processes as most of CRM strategies are technologically software driven. Software driven CRM have been necessitated by the advancement in information technology such as information management systems, improved analytics and systems integration.
According to Bose (2002), implementing this type of CRM apps provides efficiencies and effectiveness in business change initiated by customer demand for customised, personal service emanating from fast collection of historical data of customers’ transactions, demographics, psychographics, media and channel preferences. This data helps marketers to create personalized offerings to each and every customer as demanded and ultimately increase customer share, build customer loyalty and enhance profit over time (Kotler, 2002; Ling and Yen, 2001).
The findings of this research significantly contributed to the body of knowledge on the underlying factors supporting the two major concepts and establish the cause and effect relationship between the variables examined in retrospective. The findings helped ZNBC establish customer satisfaction levels based on product or service usage and provided a practical CRM solution enabling the firm to compete favorably with competitor channels.
The implementation of this marketing strategy will help the Corporation to acknowledge the significant role that the customers play in its survival and business growth. The growth emanates from a well belt customer relationship, higher customer value and customer satisfaction. Satisfied customers tend to come back for repurchases and in the end become loyal customers and give the firm a larger share of their business—profitability (Kotler and Armstrong, 2010). 
In order to answer the research questions, the study used two approaches: descriptive sample survey and explanatory research designs with mixed methods–quantitative and qualitative techniques. A case study of ZNBC was decided upon based on the researcher’s experiences and it was easy to answer research questions as the Corporation operates in the service industry. Service marketing is more driven by building customer relationships. More also, the media has highly dynamic and competitive customer needs which requires constant interactions (Evert, 2008) with customers and the environment. 
Data collection was by face to face administration of structured questionnaires to the selected ZNBC clients and in depths interviews to three key Marketing and Sales staff. The target population was Marketing staff and Lusaka based ZNBC Advertisers with a sample size of hundred (100) participants drawn using a purposive sampling technique called snowball and a probability sampling technique called stratified sampling. Data analysis was by a computer aided statistical package and verbal synthesis from quantitative data and narratives collected from qualitative data using open ended questions (Kazonga, 2019) respectively.  
1.2 Statement of the Problem
The entities that preceded ZNBC operated either as a parastatal or departmental public enterprise. However, the enactment of the ZNBC Act of 1987 saw a government department known as Zambia Broadcasting Service regaining its corporate status as a Public Service Broadcaster. The provision of the Act gives it the autonomous status to operate as public broadcaster as well as participating in commercial broadcasting activities, although with restrictive commercial time of fifteen (15) percent of its total broadcasting hours. It is funded through a mixed model of sale of advertising space/ airtime, commercial programmes and TV levy fees. 
Before the liberalization of the media, ZNBC enjoyed the status of being a monopoly—the only broadcaster operating in the country without facing any competition.  The digital migration transition and the advancements in the media technologies exposed the Corporation to stiff competition emanating from increased broadcasting spectrum which brought about new media platforms and numerous media houses (Digital Migration Policy, 2012). According to Independent Broadcasting Authority (IBA) Report (2019) there are currently 45 Television and more than hundred and forty (140) Radio stations operating in Zambia. 

As a result there has been an increase in competition among media players and spread inter-fragment mobility of consumption patterns from a single broadcaster to numerous and various alternative types (ZAMPS, 2019). In general, people tend to advertise or watch less programming of traditional public service genres when they have more media choices or alternatives (Tambini, 2004: 55). For example ZNBC has suffered a sharp audience decline in audience ratings from 76 percent on ZNBC TV1 in 2006 to 57 in 2017 and 22.9 percent in 2019 according to audience consumption studies (ZNBCARS, ZAMPS, 2006, 2017 and 2019). This could have been attributed to increased competition or failure to serve, maintain and build customer relationships according to the changing needs of the market trends. 
The major problem was failure to adopt software driven CRM applications to help speedy customer support programs. ZNBC was still using manual systems in almost all its marketing and sales activities and touch points. Despite the efforts by ZNBC the effect of CRM applications on customer satisfaction is not clearly known. The other problem was that, although there are various studies in CRM conducted in North Africa, Chinje (2010 in Ali and Brook (2009),  Arsi´c et al. (2019), Siu ( 2016), Kotler (2006), Chinje (2013), Farreh Zafar, et al. (2015),  as a concept or as a business philosophy and its effect on customer satisfaction, Sub Saharan Africa still lagged behind in terms of the number of CRM initiatives as well as the number of studies published in academic literature with very few in the case of Zambia.

The problem outlined herein necessitated the need to conduct this research study which among others provided information about customer relationship management and helped ZNBC be reinvented so that they much up with the changes in technology and business environment. The study hence evaluated the effectiveness of CRM applications on customer satisfaction.
1.3 Purpose of the Study
The purpose of this study was to evaluate the effectiveness of CRM applications on customer satisfaction. This helped determine whether the absence of CRM applications at the institutions has any effects on customer satisfaction levels which consequently may have affected its sales performance, customer satisfaction levels, audience levels, operational efficiency, effectiveness and shareholder’s value. 

1.4 Main Objective
The main objective of the study was to evaluate the effectiveness of CRM applications on customer satisfaction focusing on ZNBC advertisers as well as explain the attributes of CRM such as customer care, quality service, service delivery and complaints handling.
1.4.1 Specific Objectives
1. To determine customer satisfaction levels on the product/services offered at ZNBC; 

2. To evaluate ZNBC’s sales performance over a period; 

3. To establish quality service in relations to some of the CRM attributes such as: reliability, responsiveness, competence, credibility and communication.
1.5 Research Questions

1. What is the effect of customer relationship management applications on customer satisfaction at ZNBC?
2. What is customer satisfaction levels on the product/service offered at ZNBC?
3. How are ZNBC’s sales performance levels in the past five years?
4. Why rate quality of service through the five factors attributes of CRM, namely: reliability, responsiveness, courtesy, communication and credibility?

5. How does quality of service in relation to CRM attributes affect customer satisfaction? 
1.6 Research Hypotheses
1. 
H0: There is no relationship between CRM applications with customer satisfaction

H1: There is a significant relationship between CRM applications with customer satisfaction
2.
H0: There is no relationship between customer care, service quality, service delivery, and complaints handling with customer satisfaction.
H1: There is a relationship between customer care, service quality, and complaints handling with customer satisfaction.
1.7 Significance of the Study
CRM is a critical concept in relationship marketing and its relevance cannot be overlooked. The study greatly contribute to the body of knowledge on the underlying factors that might affect ZNBC’s customer satisfaction levels, sales performance, audience levels and other CRM attributes such as customer care, service delivery and complaints handling. 

The study is important as once submitted to management  would  provide information about ZNBC’s customer satisfaction levels, sales performance and quality service levels in relation to CRM attributes such as customer care (conduct of salespersons, courtesy), service delivery (reliability, responsiveness, access) and complaints handling. 
The study findings will help provide options for the development of an automated customer data management system, introduction of possible touch points such as call centre, complaint’s register and procedure handling for the Corporation.

The study provides recommended practical CRM solutions and innovative ways to ensure that the company will be able to compete favorably with competitor channels and acknowledging the significant role that the customer plays in its survival and business growth. 
The study was important as it added to the body of knowledge of the university and act as a partial fulfillment to attain Masters in Business Administration. 
1.8 Operational Definition of Terms and Concepts

Terms used in this study were defined as shown in table 1 below:
Table 1: Operational Definition
	Term/Variable
	Definition

	Applications
	Set of software systems or platform designed to help business manage work processes such as customer data, interactions, sales, tracking contracts and other customer support programmes.

	Customer
	Individuals or organisations or households that buy a product or service for either consumption, for further processing or use in production process or for resell at a profit (Armstrong and Kotler, 2006:66).

	Customer complaints
	Customers’ expression of lack of satisfaction with any product or service.  It may be made verbally, or in writing, and may come from an internal or external customer (ABE, 2011)

	Customer database
	Data warehouse of information about individual customers’ purchases, preferences, demographics and profitability (Kotler, 2001)



	Customer satisfaction
	Kotler and Armstrong (2006:13) defined customer satisfaction as a product’s/ service perceived performance relative to buyer’s expectations.Satisfying customers –giving them what they want –keeps them coming back and builds a very strong customer-business relationship.



	Customer service
	Means assisting customers, listening to and acting on their complaints, and generally using a variety of tactics to keep or retain them.



	Frequency of Ads placement
	Service/ product placement intervals (daily, weekly, monthly and annually) 



	Information Systems
	Integrated set of components used to collect, store, and processing data and for providing information, knowledge, and digital products



	Length of business
	Age of doing business with ZNBC



	Management
	Process of planning, directing, organising and coordinating customer support systems



	Product/service usage
	Service/product accessed by a customer. It is any activity or benefits that one party can offer to another that is essentially intangible and does not result in the ownership of anything (Kotler, 2006:464). 

-set of value, needs and wants to satisfy a customer



	Quality service
	The extent to which a service meets customers' needs or expectations (Kottler,  2002)



	Relationship
	Relationship in marketing perspective is a series of interactive engagements between a firm and its customers over a period of time (Morgan and Hunt, 1994). Relational exchanges of goods and services between buyers and sellers.



	Sales performance
	 Behrman & Perreault (1984) stated that it involves achieving sales objectives.

	Sector 
	Firm’s industrial category

	ZNBC Advertisers (Clients
	A person or an organization that place a product, service or event on any of the ZNBC media platform in order to increase sales or create awareness.(Sam Hill 2004).ZNBC Clients- Advertisers or customers who purchase ZNBC products.




Source: Author, 2020

1.9 Theoretical Framework

The theoretical frameworks, customer equity a relationship marketing theory was adopted and was supported by Barnes Social network theory.
Bull (2003), Payne and Frow (2004) depicted that CRM concept is strongly and directly associated with relationship marketing. This has been affirmed by many researchers and marketing scholars who have viewed CRM as ‘information-enabled relationship marketing’ (Ryalsand Adrian, 2001) and as ‘a concept that adds value to the meaning of customer orientation’ (Wright etal. 2002:340). Customer equity theory finds its roots in relationship marketing with the underlying principle to contribute to customer satisfaction.
According to Bennett, (1996 in Khadika, 2015:14), relationship marketing is “organisational development and maintenance of mutually rewarding relationships with customers achieved via total integration of information and quality management  systems, service support, business strategy and organisation mission in order to delight the customer and secure a profitable lasting business”. Evert (2008) defined it as an interaction in networks of relationships.
1.9.1 Customer Equity Theory

The theory of customer equity was proposed by Blattberg and Deighton (1996 cited in Hogan et al. 2002), defined it as the total of the discounted lifetime values summed over all of firm’s customers. They postulated the importance of understanding the value of a firm’s customer base and be able to determine optimal investments in customer acquisition and retention. Much of the later research into customer equity models has focused on the identification of antecedent variables and how to link them to customer profitability.

The antecedent of customer equity conceptual model and decision support system was later developed by Rust, Zeithaml, and Lemon (2000), Rust et al. (2001). The two systems allowed firms to focus on their marketing strategy and determine the financial impact of strategic investments on both their firm and competitors’ customer equity. Blattberg, Getz, and Thomas (2001 cited in Hogan et al. 2002) in addition introduced a model which provided an understanding into how organizations can manage investments as well as be able to understand the extent to which customer acquisition, retention, and customer add-on selling contribute to the firm’s overall customer equity. 
Customer equity theory is significant to this study because it offers a basic rationale for investing in customer relationships. This theory looks at the total customer life time value of all the firm’s customers. There is increasing recognition of the importance of managing customer relationships and customer assets from traditional marketing of selling a product to being customer focus. CRM takes a long term view on the importance of acquiring customers, keeping and growing them. The purpose is to produce high customer equity, that is, not just to keep profitable customers but to also own them for life, being able to capture their life time value and earn a greater share of their purchases. The more loyal these customers are the higher is the firm’s customer equity. Therefore the implementation of CRM is directly aimed at achieving firm’s customer equity. 
In relation to customer satisfaction, customer equity is important as the concept suggests that the ratio of outcomes to inputs should be constant across participants in an exchange. As applied in many customer satisfaction studies, satisfaction is thought to exist when the customer believes that his/her outcomes to input ratio is equal to that of the exchange person (Adee, 2004). Satisfaction is simply balancing the needs and expectations of the customer and the firm. A number of scholars and researchers recommends that by understanding the value of customer asset to the organisation and actively manage them as a strategic asset, they can increase customer total value of the firm which is achieved through increase sales performance, productivity and profitability Gupta, et al. (2001); Evert (2008); Afthanorhan, et al. (2019) and Senika, et al. (2019). 

1.9.2 Social Network Theory
The implementation of CRM largely depends on how well firms manage their relationships with its customers and which strategy they used to interact with them. Social network theory is one such which helps link these relationships. 
This theory was first coined by Barnes (1954 cited in Hogan, et al. 2002) who regarded social relationships in terms of nodes and ties. Nodes are the individual actors within the networks, and ties are the relationships between the actors. There can be many kinds of ties between the nodes tied in a form of a map of all relevant ties between the nodes being studied. A network is a set of multi-party relationships between customers, firm and suppliers (Evert, 2008). The networks can also be used to determine the social capital of individual actors. These concepts are often displayed in a social network diagram, where nodes are the points and ties are the lines. 
From the firms’ perspective, nodes represent individual customers and organisations while ties are relationships.  This social network interconnection can enhance relationship to customers (Cheung, Chiu, & Lee, 2010 in Kangu et al. 2017); (Cheung & Lee2009) as this web of network is used to collect and analyse customer information and be able to respond to customer complaints or queries faster.
This theory supports CRM system as it is necessary for any organisation to be able to capture their customers’ data, needs, preferences and complaints. A firm which is customer centric views CRM as a link or interaction between the nodes (actors) with a symbiotic relationship that the success of one largely depends on the other.
The Social Network Theory is therefore relevant in this study as it plays a role in the speedy interaction between the firm and its customers. Thus supporting the benefits of using automated CRM system.
1.10 Delimitation of the Study
The study was based on a case of Zambia’s only public service broadcaster—ZNBC which consists of seven functional departments, namely: Directorate of Programmes, Engineering and Technical Services, Finance, News and Current Affairs, Legal, Human Resources and Marketing and Sales. This investigation was focussed on the Marketing and Sales department a commercial arm of the Corporation which is vested with the responsibility of customer management and revenue generation. The other scope of the study included Lusaka based ZNBC advertisers who are commonly referred to as ZNBC Clients.
1.11 Chapter Summary
Chapter one introduced and contextualised the topic under study. It highlighted the research problem, purpose of the study, research objectives, research questions and hypothesis, significance and the scope of the study.

CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This chapter focussed on reviewing literature from related empirical studies that have been done around the research study with the purpose to identifying gaps and or similarities. Wimmer & Dominick (2000) stated that researchers often use previous research works as building blocks for their own study. For this reason, one of the fundamentals in conducting a research was to review the available published literature related to the topic so that the current study could compare and analyse its findings with the past research. 
The purpose of this study was to evaluate the effectiveness of CRM applications on customer satisfaction. There have been various studies in CRM as a concept or as a business philosophy and its effect on customer satisfaction conducted; Ali and Brook (2009 in Chinje (2013),  Ramadonna et al. (2019) Arsi´c et al. (2019), Siu (2016), Kotler (2006), Chinje (2013), Farreh Zafar, et al. (2015), most of which are from North Africa while Sub Saharan Africa lagging behind in terms of the number of CRM initiatives as well as the number of studies published in academic literature with very few in the case of Zambia. Findings from these various studies have affirmed that there is a positive relationship between implementation of the CRM applications on customer satisfaction, service delivery and company performance in terms of increase in profitability and customer base.
This chapter firstly define the two key concepts—CRM and customer satisfaction and its significance, secondly reviewed some past related research while citing examples of success stories from a global, regional and local perspective. Then finally concluded with a conceptual framework bringing to the fore the independent, moderating and dependent variables in this study.
2.1 Customer Relationship Management
The concept of CRM as a technology driven system was popularized in 1993 by Tom Siebel, the founder of Siebel Systems Inc and was later improved by Gartner and IBM in 1997(Babu, 2016). Siebel introduced first CRM application called Siebel sales in 1999 which assisted companies to automate their marketing activities (Khadar, 2015). CRM later experienced a major swing in 2008 from a strategy that focused solely on customer transaction to one that integrates customer interaction making it easy for marketing experts to extract first-hand information about customers. This information was then used by firms to achieve greater effectiveness in providing customer value Shokohyar, et al. (2017) also cited in Senika, et al. (2019). 
According to Forbes (2020) there are currently more than 100 great CRM applications. The commonly mentioned and implemented by most firms include, among others: Microsoft Dynamics, Sales force.com, Zoho CRM, Sales Boo, Sales logix, Goldmine, Civic CRM to mention but few. These applications have improved over the years offering mature similar level of features functionality and being able to integrate with other systems within the firm or interface with other firms. For example Sales Boo and Sales Logixis one of a few applications with fully functioned Enterprise Resource Planning (ERP) capabilities and are highly customized type able handle a large network of customers from customer acquisition, invoicing, receipting, inventory, complaints handling and other customer touch points of a firm (Gene Marks, 2020).

 Over the years various scholars and literature in CRM defined CRM differently. To Information Technology (IT) and software specialists, CRM refers to collecting marketing data and leveraging communication technologies to maximize customer’s lifetime value to an organization (Boulding et al., 2005; Kumar & Reinartz, 2006; Reinartz et al., 2004). Whilst to marketing perspective it’s from relationship marketing approach which supports a multi-stakeholder management approach looking at a broader view of customers to include the internal and external ones (Chinje, 2013). Relationship marketing is a concept that explains the management of customer relations, it focusses on the development of a lasting customer relationship which consequently builds customer loyalty (Evert, 2008). 

Padmavath et al. (2012:247) define CRM as a set of customer oriented programs supported by organizational strategy and technology, designed to improve customer interaction in order to build customer loyalty and increase profits over time. Frow and Payne (2009:10) define CRM as “the strategic management of relationships with customers, involving appropriate use of technology” this was supported by Rix (2007: 570) who defined it as a software-driven system for managing an organisation’s commercial relationships with customers. Berkowitz (2006:12) defines it as “Organization’s attempt to develop a long-term, cost-effective link with the customer for the benefit of both the customer and the organization”. 
Explaining all these definitions, it implies that there exist mutual benefits between the firm and the customer as they are in a relationship.  

Kotler and Armstrong (2010:10) stated that CRM is perhaps one of the most important concept of modern marketing and further described it as “the overall process of building and maintaining profitable customer relationships by delivering superior value and customer satisfaction (IBID, P. 13) dealing with all aspects of acquiring, keeping and growing customers. 
There are various definitions of CRM by different scholars, but all definitions view it as business philosophy and approaches to manage and build relationship between a firm and a customer using information technology to speed up the interactions and transactions. 
2.2 Customer Satisfaction
Kotler (2006:13) defined customer satisfaction as product’s perceived performance relative to buyer’s or customer’s expectations. Customer satisfaction is also referred to as conceptual response by the consumer to the purchase and use of a product which comes from the comparison of the rewards and cost of purchase relative to expectations (Churchill and Surprenant, 1982: 491).
Lemon et al, (2002: 1) defined customer satisfaction as the assessment of the pre-purchasing expectations from a product or service, with the results reached after the act of purchasing. According to Kotler (2000: 48) “a highly satisfied customer continues shopping for a long time buys more as long as the firm produces new products and the existing products are improved, speaks of the organisation and its products with praise. And also becomes uninterested to the trademarks that are in competition with the products of the firm, does not place the emphasis on the price and offers the firm suggestions and ideas about products and services.” In short a satisfied customer has no complaints about the product, has positive perception, good relationship with the organisation and the customer lifetime value is achieved on both ends.

Customer satisfaction is driven by the quality of service offered and how the needs of customers are managed above that of firm’s competitors. Other authors such as: Blanchard and Galloway, 1994; Heskett et al., 1990; Zeithaml et al., 1990) stated it as the outcome of customer perception of the value received in a transaction or relationship, where value equals perceived service quality, as compared to the value expected from transactions or relationships with competing firms.
2.3 Importance of CRM 
The importance of CRM initiatives cannot be underrated. CRM help organizations assess customer loyalty and profitability on measures such as sales performance, audience levels, repeat purchases, dollars spent, and longevity. CRM offers useful concepts and tools for modernisation of business strategies and transformation of work culture in any commercial or non-commercial organisation. It has become an asset in modern business theory offering a wide range of benefits in market positioning, competitive leadership, brand appreciation, market share and profitability derived from long lasting customer relations. 
Although CRM initiatives were originally inclined to commercial and private enterprise, its relevance is now extending to non-commercial and nonprofit making firms for example public service broadcasters (PSB). CRM offers useful concepts and tools for the modernization of strategies and transformation of work processes and culture. It helps the organization operate effectively and efficiently in servicing its customers (audiences and advertisers) as well as maintaining relationships (Lowe, 2015).
CRM is relevant to public service broadcasters (PSB) as they too think and act like a normal business if they are to survive and sustain its operations (Picard, 2005). Just like any private broadcasting firm, PSB has customers to service and be able to fulfill their expectations. They too need CRM for accountability, efficiency, productivity and transparency as all modern organizations, civil society or public owned are characterized under a rubric of marketisation (customer focus) and now practice standard of modernity and criteria of excellence to their customers (Coppens, 2005). Public or private broadcasters operate in the same business environment and competition; hence failure to take advantage of the CRM benefits could affect their audience levels, sales performance and customer satisfaction. 
Picard (2005) once noted that reach (audience rating) has been in decline among youth audiences due to new media fragmentation, TV license fee compliance lowering due to high penetration of pay TV offering paid video on demand (VOD), and media-use culture increasingly individualistic as a result of use of mobile phone and social media. He blamed a lack of interaction with audiences and institutionalized blindness. PSB audiences are defined as citizens but also understood as customers. CRM isn’t only for commercial firms as now the public administrators are increasingly recognizing the importance of viewing citizens as customers and using relationship management techniques such as CRM to improve participation and involvement” (Picard, 2005: 287).
2.4 Empirical Review

The Research of Budiman, et al (2010) cited in Ramadonna et al. (2019) found out that there is a positive and significant effect of CRM on customer satisfaction and has an impact on customer loyalty. Choi Sang Lang, et al. (2013) also postulated that there is a positive effect on customer satisfaction and customer loyalty. The above studies illustrated that CRM and its attributes such as customer service, service delivery and quality of service all are very influential in shaping customer satisfaction which ultimately customers become loyal. However literature gap from these studies were that they did not provide how the CRM was implemented in terms of technological software driven or as a business strategy. This study went further to look at CRM as a technologically driven marketing strategy.
Khedkar (2015) in the study Effect of CRM on customer satisfaction and loyalty acknowledged that CRM is a technology aided strategy that if practiced and implemented well may lead to profitability, increase sales volumes and operational efficiency in an organisation. Thus recommended that CRM is required in any firm to help meet the needs of the customer, optimize profitability and income. Once the needs and expectations of customers are met, they became satisfied. This is the ultimate expectation and reason for the existence of any firm to serve the customer and build a lasting relationship. The study findings revealed two important variables Customer satisfaction and Customer loyalty as the response of CRM. However the study failed to bring out other variables such as service delivery, quality service and customer service as other contributing factors to building up CRM.

Nketiah (2016) in his Doctor of Philosophy thesis postulated that globally, several firms are not able to harness the full benefit of the CRM applications as they acquire and implement the system without fully understanding the entire concept. He concluded that CRM capabilities have a positive impact on firm performance as a whole. However this study further narrowed the firm’s performance to evaluating sales performance and audience levels over a specific period. 
2.4.1 Global Perspective
Empirical evidence on some success stories at global level on the implementation of CRM applications was drawn from a research study by Zafar, et al (2015) titled “Effect of Customer Relationship Management on Customer Satisfaction. 
This research was based on a case of Shell and established different methods and techniques useful for effective CRM applications used to satisfy customers. The purpose of the study was to check the effectiveness of CRM in retaining and satisfying customers. The findings revealed that CRM has a significant effect on customer satisfaction and retention. This was also postulated by Reichheld, 1996 in Dwayne 2016) that effective management of customer relationships boosts customer satisfaction and retention rates. 

Satisfied customers tend to come back for repurchases and in the long run become loyal customers and give the firm a larger market share in terms of sales performance and increase audience (Kotler and Armstrong, 2010). Customer retention entails that the same customers will continue purchasing or consuming the product and services making it cheaper for a firm to serve these customers. Zafar, et al (2015) in the same study emphasised that it was cheaper to serve an existing customer than it was to acquire a new one. For example he stated that it takes eight (8) to twelve (12) physical calls in person to actualise a sell to a new customer whereas it only takes 2 to 3 calls to an existing customer, this was so because of a well-built relationship and loyalty.
As indicated in the study, Shell is on record having adopted and implemented CRM applications as far back as 1996 and is still simply improving upon the same applications. Shell introduced three types of software driven CRM applications, namely: Get Set Go, Real Time and JD-Edwards each performing marketing function of customer acquisition (recruitment), build customer database and planning.
These applications are integrated and use an integrated Microsoft Window called NT or CRM Clientele. CRM Clientele is an ward wining CRM solution which has helped a number of emerging business firms to manage and support their customers’ entire lifecycle—from the time a customer identified, acquired, relationship build, sales realized up to after sale service. CRM Clientele is a complete tool useful in the management of customer relationship with a focus on customer satisfaction and retention (Zaffaar, et al, 2015). 
This CRM solution helps Shell to have in depth knowledge, personal data of their customers at a click of a button collecting customer data, organize it, track and link each individual customer to the firm’s product and services as well as share relevant information about their offerings to their customers and vice versa. This is in line with Kotler (2006) definition of CRM as a customer data management activity. 
With this application in place, Shell conducts an in-depth analysis on individual customers after every six months assessing performance trends, service delivery and customer size. Ultimately giving them a clear picture of high value customers as the software is able to aggregate sales performance, number of customers’ complaints and service delivery across all Shell firms offering a world class service also stated by Amoaka (2012); Babu (2016).  
This software driven CRM is similar to the one popularized by Siebel in the early 1990s (IBID) introducing several types of CRM applications. Globally CRM applications help most companies to learn about their customers enabling them to analyze buying behavior across transactions through different channels and customer touch points (Sunil Mithas, et al, 2005).
However, the study failed to establish customer satisfaction levels and determine to what extend some of the CRM attributes such as service delivery, reliability, customer care and complaints’ handling influenced the firm’s sales performance and customer base (size).
2.4.2 Regional Perspective
Ali and Brooks (2009 as cited in Chinje, 2013) that although there are a number of studies in CRM conducted in Africa, most of them been conducted in North Africa while very few in Sub Saharan Africa. Southern Africa still lags behind in terms of CRM initiatives being implemented and published in the academic literature (Burgess and Steenkamp, 2006) and thus creating a significant literature gap in terms of understanding CRM applications and its underlying factors for successful CRM initiatives in the region.
South Africa Broadcasting Corporation (SABC) was cited as an example of a public firm in the SADC region which has so far introduced and implemented CRM applications. SABC is South Africa’s public service broadcaster with an estimated audience size 24.5 million adults tuning into its networks: eighteen (18) radio stations and three (3) free to air television channels with source of funding from sale of commercial air time and television license (SABC, 2018).

The Corporation worked with Microsoft Corp: IMMIX Solution (Pty) Limited to introduced and implemented CRM applications called Microsoft Dynamics CRM in 2007 across all its sales and marketing. The main aim of this application was to increase work-force productivity by automating the entire sales process and provide employees with easy access to real time customer data (Chinje, 2013). The dynamic nature of broadcasting and sales industry required a flexible system such as Microsoft Dynamic CRM which could easily be adapted to the ever changing broadcasting environment and customer consumption patterns as well as being able to make available a complete view of a customer’s life cycle in a push of a button. 
Literature gap was that there are few published research studies in the region on CRM applications except for a number of articles on CRM as a concept, this could have been because the topic was relatively contemporary and based on public broadcasters who operate with limited commercial independence (Picard, 2006). This study went further to explain why CRM applications are not adopted by many firms in the region.
2.4.3 Zambian Perspective
Patel and Chibomba (2018) in their article “the effects of customer relations on business success found out the gap in both implementation of CRM and literature in Zambia. They stated that they were very few firms which had implemented CRM strategy and its technology. The low uptake of technology was attributed to by a number of challenges, such as, lack of expertise, cost of software, non-availability of internet connectivity and resistance to change—failure to adapt with new business approaches.

They found out that the other barrier to building customer relations was lack of conducting after sale service thus following up on customers to find out the needs and expectations which affected high productivity and retention of customers (Armstrong and Kottler, 2010). 

The study did not bring out the capabilities of a well implemented customer relations strategy and how it could be used for customer support as well as drive the firm’s competitive advantage through profitability, increased customer based, interactive customer database, quick service delivery and customer care.

Mkokweza and Phiri (2016) in their investigation on the challenges of Enterprise Resource Planning (ERP) system implementation in Zambia revealed that most firms were faced with challenges when implementing this system and some of the identified challenges were: lack of expertise, erratic internet connectivity and services, network failure and lack of flexibility of systems to integrate it with. Despite these challenges the study revealed a number of intangible benefits resulting from the use of this system and these included among others: better customer satisfaction, reduced downtime and information accuracy.
The gap in this study was failure to explain CRM as mostly ERP system is integrated with functional systems for internal and external processes with core purpose to customer support. For example most CRM Apps such as Sales Boo, Sales logix and Microsoft dynamics function with ERP capabilities. 

Sited below are examples of firms with successful CRM Applications in Zambia:
National Pensions Scheme Authority (NAPSA), Multi Choice, Road and Safety Agency (RATSA) and many more other government institutions working with SMART Zambia. For example, NAPSA has a versatile customer service system that enables both the customer and the institution interact efficiently and effective. Once you log in a quest or query, it only takes 30 minutes to receive an SMS or email to inform you of the outcome or referral procedure using ICT solutions such as eNAPSA and SMS Application (NAPSA, 2017). 
The National Pension Scheme Authority is one of a few public institutions in the country with a robust CRM integrated systems. In order to enhance its service delivery, NAPSA introduced a number of digitalisation and automation programmes, organisational restructuring, established a customer contact centre and developed new customer interactive solutions (Director General, NAPSA, 2017). As a result the institution has performed exceptionally well that in 2017 at the customer management gala even scooped an award.
2.5 Conceptual Framework 
Based on the three research questions and the related previous research studies, the conceptual framework shows a graphical flow chart indicating the main concepts used in this study as illustrated below:



Figure 1: Conceptual Framework for effect of CRM on Customer Satisfaction








Source: Author (2020)
Figure 1 above represents a conceptual framework of the effectiveness of CRM App on customer satisfaction. It was interpreted to imply that the public broadcaster should adopt and implemented CRM system in its marketing activities to help improve customer satisfaction levels. CRM dimensions namely: customer care, service delivery, interactions, communication and complaints handling were identified as the explanatory variables to be used to establish the relationship with the dependent variable which is customer satisfaction. The use of technology in all marketing and sales ‘touch points’ would improve and speed the achievement of the above CRM attributes and in the end increase sales and audience size over time. 
The diagram above demonstrates the relationship between the independent and dependent variable in line with the alternative hypothesis that “there is a relationship between CRM and Customer satisfaction” and tries to explain how the three objectives will be achieved. It was seen from the diagram that, CRM applications alone does not have an effect on customer satisfaction unless combined with its marketing activities themed in fig 1 above and many other factors. The extent of the relationship is further affected by the moderating variable, which is technology.
Adopting technology as a moderating variable affects the degree of relationship between the independent (CRM) and the dependent variable (Customer satisfaction) as through adopting automation systems it helps speed up marketing operations and activities. Technology is useful for gaining competitive edge and maintaining customer relationship (Trainor, et al, 2014).
Figure 1, above constitutes independent, moderating and dependent variables. 

2.5.1 Dependent Variable(s)
Customer satisfaction was the dependent variable together with its three outcomes—customer loyalty, sales performance and customer size.
a) Customer satisfaction
Kotler (2006:13) defined customer satisfaction as product’s perceived performance relative to buyer’s or customer’s expectations. Customer satisfaction in this study was the response to good CRM practices.
b) Customer Loyalty
Customer loyalty is a measure of a customer's likeliness to do repeat business with a company or brand. A satisfied customer stays loyal longer because of high satisfaction.
c) Sales Performance
According to Behrman & Perreault (1984) sales performance involves achieving sales objectives. It involves measuring sales activities against the set sales target outlined in the revenue budget. A satisfied customer can boosts sales as they gladly repurchase the products and services. Overall, the total purchase and consumption of experience with a good or service over time is what makes a customer satisfied.
The findings other research studies (Srinivasan and Moorman 2005; Maryam Akram and et al, 2017) has indicated that CRM if well practiced generates stronger customer relationships that boost the performance of sellers in terms of their sales outcomes, market share and overall profit profits.
d) Audience Size (Customer size)
Audience size is demographic characteristics and size of the customers watching or listening or advertising on a media platform (Graham, 2006). ZNBC defines its customer size in terms of audience size thus constituting the advertisers and viewers/listeners.
Increasing clientele is a dream of every firm because it is these customers can buy the products and services offered. According to Kotler (2006) the key to customer expansion is customer satisfaction. A satisfied customer buys more as the company introduces new products (programmes, adverts) and upgrades existing products.
2.5.2 Independent/Explanatory Variables
Customer Relationship Management (CRM) was the independent variable in this study which was supported by Service quality attributes, namely: complaints handling, responsiveness, reliability, courtesy, access, communication and credibility.
a) Service quality

Service quality is the extent to which a service meets customers' needs or expectations (Kotler, 2002). Other scholars such as: Lucas (2005) citing Parasuraman et al (1994) states that service quality is the chasm gap between customer’s expectations and perceptions, on the quality of a service that the customer grades high when the delivered service is beyond the customer expectation and is low when the service delivery is below the customer expectation. Customer satisfaction is driven by the quality of service offered and how the needs of customers are managed above that of firm’s competitors. A firm which is consistent in its service quality delivery stands out above other firms-competitive advantage. It is for this reason that the Corporation can build an edge over competition using unique service quality delivery that meets customer expectations and this is achieved through adopting CRM principles of service quality. 
b) Complaints Handling

ABE (2011) defined a complaint as customers’ expression of lack of satisfaction with any product or service.  It may be made verbally, or in writing, and may come from an internal or external customer.In relationship marketing customer handling is a very important concept in building a relationship. Borrowing from Richard Branson quote, “A complaint is a chance to turn a customer into a lifelong friend." Therefore it is important to put in place complaints handling mechanism to ensure customers’ grievances are resolved if they are to remain satisfied. 
c) Responsiveness

Responsiveness relates to staff that interface with customers on personal willingness and staff readiness in helping customers and give prompt customer services. It also includes service being delivered on time (McDonald and Payne, 2010).
d) Reliability

Reliability as stated by McDonald and Payne, 2010 is the ability of employees to achieve quality service delivery as per promise dependably and accurately. Reliability is considered to be the most significant factor of perception in service quality (Beamish and Ashford, 2006). Reliability is also about consistency in providing service delivery performance thereby doing right it for the first time and an institution fulfils every service delivery.
e) Courtesy and Access
Courtesy refers to the politeness, respect, consideration and friendliness of contact personnel such as a salesperson or a receptionist. Accessibility refers to how easy it is to get service or product. 
f) Communication

Communication entails keeping customers informed and listening to anything they have to say. Communication is one of the most important elements of CRM which was used in this study to establish relationships with customer satisfaction. Other relationship marketing scholars refer communication as the ‘glue’ which holds relationships together, and that relationships would be impossible without good communication (Duncan and Oriarty, 1998 in Maryam Akram and et al, 2017), while others simply state ‘communication is the exchange of information between supplier and customer’, requiring an open dialogue to maintain the relationship and trust (Selnes, 1998, p. 310). It is an important attribute in maintaining and building relationships.

2.5 Chapter Summary
Literature reviewed was based on two key concepts: CRM and customer relationship management and the empirical review focused on previous studies at global, regional and local related studies. Evaluated in this chapter also was the conceptual framework explaining the independent, mediating and dependent variables.

CHAPTER THREE

RESEARCH METHODOLOGY
3.0 Introduction
This chapter discussed research designs and methods used in the study thus providing an action plan upon which the entire study was built; explaining the manner in which the study was conducted (Creswell 2003) in order to answer the research questions (Kothari 2004). The chapter was outlined as follows: research designs, target population, sample size and sampling procedure, data collection instruments, data analysis procedure, data validation and reliability, ethical consideration and limitations of the study.
3.1 Research design
This study employed a case study approach using two research designs: descriptive and explanatory with qualitative and quantitative methods to carry out the study. A case study of ZNBC was decided upon based on the researcher’s experiences and that it was easy to answer research questions as the media house is in the service industry practising service marketing. Descriptive survey design was used to describe and interpret data about the samplewhile explanatory was adopted generally to establish a causal relationship between the two variables CRM as the independent and customer satisfaction a dependent.

The qualitative approach involved collection of extensive narrative data in order to gain insights into phenomena of interest with the use of open ended questions to the key selected informants. According to Graham (2006) qualitative approaches endeavours to reveal or understand human attributes, attitudes or behaviour in a more exploratory or interpretative way thus to help the researcher to draw conclusions even at data collection stage and obtain an understanding of the study participants’ perspectives (Simwinga, 2019). Data analysis will involve categorising and coding of the data and production of a verbal synthesis, (Creswell, 2003).
Quantitative approaches involved the use of standardized measures, numbers, statistics and so on (Hebert, 1990). Using critical realism paradigm, quantitative data was used to incorporate some value assumptions and also test the three research questions. Quantitative data was analysed using descriptive statistics (simple frequency tables and descriptive statistics) and inferential statistics (simple Regression and Pearson’s Correlation).
3.2 Target Population
The target population constituted Marketing and Sales members of staff at ZNBC and its Lusaka based advertisers (ZNBC Clients), there are55 members of staff and 300 advertisers. The choice of the members of staff was based on their roles in the sales and marketing activities while the choice of advertisers was based on their sales volume contributions to ZNBC during the reference period. 
3.3 Sample Size and Sampling Techniques
The sample size of hundred (100) was drawn based on ‘rule of thumb’. Roscoe (1975: 161 cited in Sekaran and Bougie, 2010) recommends a rule of thumb for determining a sample size and posits that a small sample size of 30 - 500 is suitable for most academic research.
Systematic stratified sampling was used to select the 100 Lusaka based advertisers and a snowball technique was used to select members of staff to be interviewed as key informants. Stratified sampling is a probability sampling method which involves random selection of a certain proportion of a total population in classified segments of the population (Graham, 2006).Snowball is a purposive sampling technique by which you ask people with whom you make contact to suggest others they may know in the category you are looking for. 
Using stratified sampling the following assumption was used to determine the number of advertisers to be included in the sample as interpreted below:
The sampling fraction was (n/N) and the sampling interval (k), thus, calculated as K=N/n. where N is the population size, n is sample size and K is the constant sampling interval. 

The one hundred (100) advertisers (ZNBC Clients)were classified into non overlapping classes (strata), based on their historical sales records which were further classified into classes of small, medium and large scale. For example Clients with sales less than K10000monthly sales were classified under small scale, between K11000 and K50, 000 medium and greater than K51, 000 large scale (Corporate clients).

These methods were adopted because the selection is quick, simple and easy to use. Stratified sampling provides a more representative across section of the population and it is frequently regarded as the most efficient system of sampling. While purposive sampling is appropriate for a target population which is already defined and is recommended in most marketing research (Graham, 2006) such as this study. 

3.4 Data Collection Techniques
Primary data was collected using a structured questionnaire (quantitative) and in-depth interviews (qualitative) using semi structured interview guide while secondary data was through reviewing available literature on CRM, concepts and theories related to the study or past research and ZNBC sales reports.
3.4.1 Questionnaire

 Series of questions were administered to the study participants (Lusaka based ZNBC advertisers) asking them about their experiences, product usage, preferences and perception towards ZNBC’s offerings. Most of the questions were closed with possible options to be selected as responses for easy future coding, processing and analysis. 
3.4. 2 In-depth Interviews

Semi structured interviews (SSI)was conducted using an interview guide to the selected Marketing and Sales staff, individual by individual or one-on-one discussion. Individual in-depth interviews provides an opportunity for detailed understanding of the research topic in particular on how these key informants perceive the issue under study (Ritchie & Lewis 2003). 
3.5 Data Analysis
Quantitative data was analysed using SPSS version 20 (Statistical Package for Social Sciences) and Microsoft Excel for the presentation of charts. Variables were coded and entered into the system for processing and analysis. Of course, statistical measures, reliabilities and tests were done by the use of relevant inferential statistics according to the objective to be achieved and research questions answered. For instance, descriptive statistics was performed using SPSS for the demographic aspects and summary of findings. Some further analysis performed includes: Pearson Correlation analysis and simple Linear Regression.
Qualitative data analysis was done by firstly categorising data into themes which was later coded. Some responses were recorded verbatim for the production of verbal synthesis collected from narratives of open ended questions (Kazonga, 2019). 
3.6 Reliability and Validity
Research instruments and data collected were tested to check for reliability. To test a questionnaire, a quick pilot study was done to correct errors, gain consistency in the flow of questions as well as a rehearsal. In some selected instances interviews were repeated. In this case reliability was used as a measure of the extent to which a questionnaire produces similar results on different occasions from the same sample (Kitchens, 2002). 

Data collected was also subjected to the principal underlying sampling theory with +/ - 0.05% error of margin at 95% confidence level.
Validity in this study defined the quality of data ensuring that what was measured or described was reflected in reality and not only the consistency of results.
Validation at data collection was done by re-administering or repeated interviews to the same respondent by a different interviewer on a different day. At least 5% of the questionnaires were repeated randomly to ensure correctness and consistency in responses.
Validation at data entry stage was done by re-entering the questionnaire in the verification mode to check for consistency and error.
3.7 Ethical Considerations
When research subjects are human beings ethical considerations must be observed (Biggam, 2008). Prior permission and consent was obtained from the participants in the study in order to ensure that they understood the purpose of the study and their role. They were assured of protection from disclosure of information, respect for their privacy and the right to refuse responding to the questions in the questionnaire at any stage if they wanted to do so. Research ethics calls for high confidentiality, consentand non-discourser of study participants’ information, therefore the information obtained was not to be made available to anyone else who was not directly involved in the study and also not be traced back to the participants.
Official permission was obtained from ZNBC management to allow the researcher to use it as a case study and the Directorate of Research and Graduate studies (DRGS) for ethical clearance.
3.8 Limitations of the Study

The fact that the scope of the study includes ZNBC Lusaka based clients and Marketing Executives, the study suffered time constraints because of the complexity in nature of Lusaka socially, politically and the COVID 19 pandemic. 
It was difficult to conduct business research as the participants were rarely available for interviews due to their busy work or business schedules.
COVID19 pandemic also delayed the data collection process because most companies were not allowing entry to their premises so mostly the interviews were done by telephone, email or simply dropped at the reception to be collected on a later day.
3.9 Chapter Summary
Chapter three outlined the research methodology, explaining the research design, target population, sample size, sampling techniques, data collection instruments, analysis and quality controls employed to answer the research questions. This chapter is very important as it outlines the ‘how’ the research questions will be answered.
CHAPTER FOUR
DATA PRESENTATION AND DISCUSSION
4.0 Introduction

This chapter presents data collected from a descriptive sample survey and explanatory study design which was conducted to evaluate the effectiveness of CRM applications on customer satisfaction. The field survey was conducted in the months of July and August, 2020, covering a total number of hundred (100) participants drawn from ZNBC Lusaka based Clients and three (3) employees from Marketing and Sales Directorate. Data was collected using questionnaires and interview guide administered using quantitative and qualitative methods respectively. Data processing and analysis for the quantitative data was done using a statistical package, SPSS version 20 while qualitative data was recorded verbatim for the production of verbal synthesis from narratives collected from open ended questions. The findings presented herein: tables, charts/graphs and narratives.
The findings include key data elements derived from the three research questions and their respective Hypothesis test results.  The three research questions were as follows: What is customer satisfaction levels on the product/service offered at ZNBC? What are ZNBC’s sales performance levels in the past five years? How is the quality of service rated through some of the CRM dimensions?
A total of 100 questionnaires were distributed to the selected ZNBC Clients with 100 percent response rate and 3 interviews conducted to ZNBC Sales Manager, Sales Supervisor and Marketing Manager.
4.1 Demographic Characteristics
Demographic variables presented and discussed include among others: sex, occupation of the research participants, the sectors and classes of the firms they represented.
Table 2: Demographic Characteristics of Participants (N=100)
	Sex
	Occupation
	Class
	Industry/Sector

	Male
	69
	Communications Manager
	22
	Large Scale
	28
	Education
	25

	Female
	31
	PR/Corp Manager
	28
	Medium Scale
	31
	Financial
	13

	
	Marketing/Sales Manager
	38
	Small Scale
	41
	Government
	10

	
	Programmes Officer
	5
	
	Manufacturing/FMCG
	9

	
	Administrative Officer
	4
	
	NGO
	8

	
	Other
	3
	
	Professional Body
	6

	
	
	
	
	Church Organisations
	7

	
	
	
	
	UN Agency
	6

	
	
	
	
	Insurance/Pension
	7

	
	
	
	
	Automobile/Transport
	4

	
	
	
	
	Telecom
	2

	
	
	
	
	Energy
	3



Source: Author, 2020
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Figure 2: Demographics Characteristics (N=100)
Sixty nine percent of the participants represented male and 31 percent were female, occupation or job titles were mainly Public Relations and Marketing dominated with 28percent Public or Corporate Affairs Managers, Marketing and Sales Manager 38 percent, Communications Managers were 22 percent, Programmes Officers were 5 percent, 4 Administrative Officer and 3 percent constituted other Job titles not elsewhere classified in the marketing discipline such as: Church Pastor, Teacher and Insurance Officer.
Although the national statistical indicators (CSO, 2010) show that there are more females than males, this particular study showed more males than females because mostly decision making jobs are male dominated. Similar other research findings revealed these similarities, women were unrepresented in decision making jobs (Nyamuda, 2016) another by Louw (2012) showed that there were very few women in decision making in the media industry particularly the public media.

Demographic characteristics are crucial in analyzing customers as these variables form the basis for consumer buying behavior and decisions. The social class is a determinant of the buyer behavior as these influences tastes, purchase power, values and attitudes of customers. The frequency or ability to purchase advertising media space is largely driven by the firm’s financial status. Further analysis of the clients’ status will be discussed through a cross tabulation between product usage and the class of the particular customer.
4.2 Research Objectives/ Questions / Hypothesis
4.2.1 Effect of customer relationship management applications on customer satisfaction
In order to determine the effect of customer relationship management on customer satisfaction, the study involved asking customers on how they interacted with the Corporation through product/service usage, how long they conducted business with the Corporation, frequency of product placement, conduct of salespersons and customer satisfaction scores.
4.2.1.1Product/ Service Usage

ZNBC offers a wide range of broadcasting and advertising services across and beyond the country through four television, three radio and social media platforms. 100 research participants were asked as to which of the services they had accessed or used in the last four weeks during the reference period and table 3 below shows their responses: 
	Table 3: Product/Service Accessed[ Multiple Response](N=100)

	Product/Service
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Watched TV
	71
	71.0
	20.6
	20.6

	
	Listened to Radio
	85
	85.0
	24.6
	45.2

	
	Social media/online
	42
	42.0
	12.2
	57.4

	
	Advertised on Radio
	75
	75.0
	21.7
	79.1

	
	Advertised on TV
	67
	67.0
	19.4
	98.5

	
	Other studio Facilities
	5
	5.0
	1.5
	100.0

	Total
	
	
	100.0
	

	
	
	
	
	


Source: Author, 2020
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Figure 3: Participants’ Claimed Product/Service Usage

Eighty five percent of the respondents said they listened to the Radio followed by 75 percent who advertised on Radio, 71 percent watched TV, 67 percent placed an advert on TV, 42 percent visited online platform and 5 percent used other studio facilities such as dubbing, recording or camera booking.
The product usage was significantly high across all the platforms except for studio facilities, indicating that there was high interaction between the customers and ZNBC services or products. Just like other media studies have shown (ZAMPS, 2017, IPSOS, 2019 and ZICTA 2018, radio listenership has the highest media consumption pattern followed by TV viewership. 

High consumption level could be attributed to many reasons among them being: availability and accessibility, attractiveness or customers being satisfied with the services or products offered similarly as stated by Kotler and Armstrong (2006) that satisfied customers tend to come back for repurchases and in the end become loyal customers. The length of the period a customer continuously purchases or consumes a product is what builds up the relationship.
4.2.1.2 Period of Business Relationship
	Table 4: Length of Doing Business(N=100)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 1 year
	3
	3.0
	3.0
	3.0

	
	2 to 5 years
	31
	30.7
	31.0
	34.0

	
	6 to 10 years
	9
	8.9
	9.0
	43.0

	
	11 to 15 years
	19
	18.8
	19.0
	62.0

	
	16 years and above
	38
	37.6
	38.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	Total
	
	
	
	


Source: Author, 2020
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Figure 4: Period of Business Relationship
The results in fig 4 above show 38 percent of clients conducted business with ZNBC for longer than 16 years, followed by 31 percent who said 2 to 5 years, 19 percent 11 to 15 years, 9 percent said 6 to 10 years and 3 percent said less than one year.
Thirty eight percent of the respondents had been conducting business for longer than 16 years; this was because ZNBC is the oldest broadcasting media house that the 38 percent have become loyal customers as it was the only firm offering broadcasting services before the liberalisation and digitalisation of the broadcasting waves from one type to multiple and highly fragmented media types. The other reason could have been that they are satisfied customers. According to Kotler (2010: 48) “a highly satisfied customer continues shopping for a long time and buys more as long as the firm produces new products and the existing products are improved, speaks of the organisation and its products with praise”.
However the question to be addressed was why lower numbers (3%) of newly recruited customers? Could it be that those who have been transacting with the Corporation when it was still a monopoly have become loyal customers and do not seem to realise the failures in adopting technologically driven CRM while the new customer are technologically savvy that they preferred conducting business with other competitor firms and newer players in the industry emanating from new media platforms.
The length of conducting business helps to build customer relationship and makes the firm to remain relevant in the market place. However the increase in clientele and sales depends on how frequent these customers conduct business with the firm.
4.2.1.3 Frequency of Commercial Placement
	Table 5: How often place ads?(N=100)

	Frequency of Doing

Business
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	1 Day to 7 days
	25
	24.8
	25.0
	25.0

	
	Every 2 week to 4 weeks
	10
	9.9
	10.0
	35.0

	
	Every 1 to 3 Months
	15
	14.9
	15.0
	50.0

	
	Every 4 to 6 months
	23
	22.8
	23.0
	73.0

	
	Long ago
	27
	26.7
	27.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	
	
	
	
	


Source: Author, 2020
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Figure 5: Commercial ad Placement (N=100)
The results in fig 5 above showed that 27 percent of the customers placed their commercials ‘long ago’ followed by 25 percent daily to weekly transactions, 15 percent were one to three months (quarterly) and 10 percent one month to three months. 

The frequency or rate at which advertisers place their adverts on a particular channel determines sales turnover of a channel and as such contributes to the overall sales revenue for the Corporation. This together with the variable discussed in Table 3 determine repurchases which consequently increases sales revenue to high profits. 
Since the results above showed a higher percentage (27%) having conducted business long ago was an indication that sales activities were significantly low and this could have been attributed to failure of having a technological driven CRM strategy. For example Sales Boo and Sales Logixis one of CRM applications used by Shell with fully functioned Enterprise Resource Planning (ERP) capabilities and are highly customized type able handle a large network of customers from Customer acquisition, invoicing, receipting, inventory, complaints handling and other customer touch points of a firm (Gene Marks, 2020) could change this picture. The Corporation can adopt this app taking advantage of its integrated marketing and sales functions if it was to convert these dormant clients into active type. With this application in place a firm is able to attend to customers’ needs and preferences of each and every customer one by one in a push of a button. 
Taking advantage of the 25 percent active customers shown in table 5 above and 38 percent in table 4 who have been conducting business with ZNBC longer than ten year, the Corporation can be able to grow sales and at the same time satisfy its customer by adopting the theory of customer equity. According to this theory, it looks at a long term view on the significance of acquiring customers, building and retaining them, that is, not just to keep profitable customers but to also own them for life. The theory aims at capturing their life time value and earns a greater share of their purchases. The more loyal these customers are the higher is the firm’s customer equity. The theory suggests that the ratio of outcome to input should be constant across participants in an exchange—customer satisfaction, thus providing a win-win situation whereby a firm grows sales while a customer gets satisfied. However, how can a firm realize that customers’ expectations are being met, this can be achieved through measuring customers satisfaction levels.
4.2.1.4 Customer Satisfaction Scores

	Table 6: Satisfaction level?(N=100)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Extremely Dissatisfied
	10
	10.0 
	10.0
	10.0

	Valid
	Not Satisfied
	14
	13.9
	14.0
	24.0

	
	Neutral
	12
	11.9
	12.0
	36.0

	
	Satisfied
	43
	42.6
	43.0
	79.0

	
	Extremely satisfied
	21
	20.7
	21.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	
	
	
	
	


Source: Author, 2020
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Figure 6: Customer Satisfaction Scores (N=100)
The obvious way to determine what makes the customer satisfied is simply to ask them. The question which was asked to the research participant here was “the last time you used ZNBC service or product, how satisfied were you?” Using five point Likert type scale, the satisfaction levels were rated as shown in table 6 above as follows:
Forty three percent were merely satisfied, 31 percent were extremely satisfied, 12 percent average and 14 percent were not satisfied. 

Analyzing these results, 74 percent of the clients were satisfied and 26 percent were not satisfied. This is an indication that regardless of not having a CRM App, but instead used the traditional approaches of marketing they still managed to have a few customers satisfied.
This measure was screwed probably because the sampling technique was purposive. The selection of research participants was based on the ZNBC existing customers and such a sample is likely to be biased by not giving out the true expectations. The respondents may have said they were satisfied to just please the interviewer who also happened to work for ZNBC. Otherwise other media reports and perception studies have shown that the satisfaction index of the Corporation was below par (IPSOS, 2019). Perhaps the other reason satisfaction scores were high was caused by the corroborative CRM which was being practiced at the institution and the good conduct of the salespersons.
4.2.1.5 Salespersons’ Conduct

	Table 7: Salesperson's conduct (N=100)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Bad
	2
	2.0
	2.0
	2.0

	
	Neutral
	15
	14.9
	15.0
	17.0

	
	Good
	30
	29.7
	30.0
	47.0

	
	Extremely good
	53
	52.5
	53.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	
	
	
	
	


Source: Author, 2020
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Figure 7: Conduct of ZNBC Salespersons
Fifty three percent of the clients talked to say the conduct of ZNBC salespersons were extremely good, 30 percent said the conduct was good, 15 percent remained neutral and only 2 percent said it was bad.

A salesperson is a key point of contact in any business transactions; therefore his/her conduct or behaviour towards a customer should be responsive—always willing to serve and attend to their needs. Salespersons directly interact with the customers and their role is to satisfying customers. Sales conduct is also a dimension of service quality of any organisation, in its five components the variable ‘tangible’ looks at staff appearance and conduct of salespersons.
	Table 8: Relationship between Salesperson’s conduct and customer satisfaction Correlations

	
	Satisfaction level?
	Salesperson's conduct?

	Satisfaction level?
	Pearson Correlation
	1
	.353**

	
	Sig. (2-tailed)
	
	.000

	
	N
	100
	100

	Salesperson's conduct?
	Pearson Correlation
	.353**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	100
	100

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


In an attempt to answer the first research question on effect of CRM on customer satisfaction, some of the marketing activities which deal with customer satisfactions were identified and evaluated. The results indicated that: product or service usage was high with 85 percent listened to the radio, 71 percent watched TV, 75 percent placed their advertisements on radio, 67 percent on TV and 42 percent visited the site. This is an indication that there was high customer interaction, consumption and purchases. The frequency of advertisement placement was found to be high with 25 percent placed daily to weekly, 10 percent monthly, 23 percent in three months and 27 percent said they placed long ago.
CRM is also about building customer relationships, in this regard, the length of doing business with customers was found to be long with 67 percent of the customer said they conducted business with the Corporation for longer than 10 year and older. Satisfaction levels were scored at 74 percent said were satisfied and 26 percent said not satisfied. 
Hypothesis 1
To establish the relationship between the two variables (CRM and Customer satisfaction) in research question 1, a simple regression was conducted using SPSS and results were as shown in table 9 below:

Table 9: Estimated Regression Coefficients
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	2.952
	.685
	
	4.307
	.000

	
	How long conducting business with ZNBC?
	.048
	.070
	.065
	.688
	.493

	
	How often place ads?
	.188
	.062
	.293
	3.025
	.003

	
	Salesperson's conduct?
	.439
	.119
	.355
	3.702
	.000

	
	How rate service delivery?
	.048
	.116
	.041
	.417
	.677

	a. Dependent Variable: Satisfaction level?


From table 9, unstandardised coefficients β1= 2.952, β2=.048, β3=.188, β4 =.439, β5 = .048
The linear regression is stated as: Customer satisfaction =2.952+.048 period of r/ship +.188 purchase rate + .439 conduct +.048 service delivery.
	Table 10: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	19.801
	4
	4.950
	5.999
	.000b

	
	Residual
	78.389
	95
	.825
	
	

	
	Total
	98.190
	99
	
	
	

	a. Dependent Variable: Satisfaction level?

	b. Predictors: (Constant), How rate service delivery?, How long conducting business with ZNBC?, Salesperson's conduct?, How often place ads?


Decision on Hypothesis 1: Since F= 5.999>3.675, we reject H0, accept H1 and conclude that there is a relationship between the independent variables (length of conducting business, conduct of salesperson, frequency of ads placement) with customer satisfaction. This was also indicated in the hypothesis test summary—null hypothesis is rejected (see appendix iv).
The results show that length of conducting business, conduct of salesperson and how often a customer purchased a product or service has a significant effect on customer satisfaction. All the three variables contribute to building and retaining customers.  This positive relationship makes it imperative for most service marketing firms to keep improving their CRM programs if they are to make their customers satisfied. A satisfied customer is compelled to remain with the company and highly likely continue purchasing the products or services offered again and again, this consequently makes the company increase sales and increase customer loyalty. Similarly as established by Maryam Akram, et al (2017) in their study, CRM applications affects sales performance. Sales performance level is strongly and positively related to customer satisfaction.
4.2.2 ZNBC’s Sales Performance Levels in the Past Five Years

The second research question was to evaluate sales performance over a period of five. This question was answered with the use of five years sales records, product usage and frequency of commercial placements in comparison with the strata of ZNBC clients. 
Table 11 : Sales Performance Trend 2014 - 2019
	YEAR
	 SALES  ACHIEVED (K)
	% GROWTH/DECLINE

	2014
	78 085 845
	

	2015
	76 253 285
	(2%)

	2016
	78 934 816
	3%

	2017
	70,800,000
	(10%)

	2018
	70,880,548
	0.11%

	2019
	62, 000, 000
	 (12.4%)




Source: ZNBC Sales Reports (2015-2019)
Without doubt the primary objective of every business is to earn maximum revenue and sales function is the source of earning revenue. The sales performance is one indication that a firm is achieving its business goal. Results in table 11 above show 2 percent drop in sales in 2015, the trend continues with a 3 percent decline in 2016, again a higher decline in 2017 by 10 percent, to 12 percent in 2018. 

Sales trend analysis above show that sales performance significantly declined over the years, it is not known as to what could have attributed to the decline. But a number of factors such as competition, lack of marketing strategies and poor economy may have contributed to the poor sales performance. Many previous studies have shown that by maintaining the relationship with customers, sale performance can boost. As shown in the study by Maryam Akram, et al (2017), they postulate that there is a positive and significant relationship between CRM and sales performance. Therefore the failure to adopt software driven CRM system may have contributed to the decline in sales performance over the years. Sales activities could have been slow because of using of manual sales systems.
This slow sales trend was also evident in table 5 which showed the rate at which clients placed their commercials on ZNBC platforms was significantly slow, the highest percentage was 27 percent from value label ‘long ago’ indicating that sales were slow.
An interview with Sales Manager confirmed that sales were declining year in year out and he attributed the decline to number factors, and these were: competition, poor performance in the general economy, media fragmentation among others. He said before the proliferation of media platforms; ZNBC had it easy because all the advertisers had no choice but to promote their products or goods on ZNBC channels. According to IBA (2019) there are currently 142 radio and 45 TV stations operating in the country thus reducing further the advertising expenditure share meant for ZNBC to been shared among the numerous media platforms. He also further admitted that the failure to adopt CRM applications was another cause of sales decline as customer database and sales process were managed using manual systems. This affects operational efficiency.
A further cross tabulation analysis of table 3 (services/products usage) with the clients’ classification in Table 2 established that small scale clients constituted the highest proportion of customers who purchased mostly radio advertisements which according to the ZNBC pricing chart were cheaper than the TV rates. This could have also contribute to the lower sales achieved over the five year period. The quality of service in relation to CRM determinants was also assessed.
4.2.3 Determinants of Customer Relationship Management
In order to answer research question 3: How do you rate the service quality in relation to the following CRM attributes: customer complaints handling, reliability, responsiveness, courtesy, communication and credibility? Presented and discussed below were the responses as derived from the research participants.
4.2.3.1 Customer Complaints’ Handling Procedure at ZNBC

	Table 12: Complaints handling as Perceived by the Customers ( N=100)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Poor
	1
	1.0
	1.0
	1.0

	
	Average
	27
	26.7
	27.0
	28.0

	
	Good
	62
	61.4
	62.0
	90.0

	
	Excellent
	10
	9.9
	10.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	Total
	100
	100.0
	
	




Source: Author, 2020
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Figure 8: Complaint’s handling as perceived by Research Participants (N=100)
Customer complaints’ handling procedure at ZNBC was assessed and fig. 8 above shows the results as perceived by the research participants. 62 percent said the complaints handling procedure was good, 27 percent said average, 10 percent said excellent and only 1 percent said poor. 

As illustrated in the conceptual framework, customer handling is a very important concept in building a relationship. Borrowing from Richard Branson quote, “A complaint is a chance to turn a customer into a lifelong friend." Therefore it is important to put in place complaints handling mechanism to ensure customers’ grievances are resolved if they are to remain satisfied. Results in fig 8 above showed that ZNBC complaint handling met the customers’ expectations.
	4.2.3.2 Quality of Service in Relation to Reliability, Responsiveness, Competence, Access, Communication and Credibility
Table 13: Descriptive Statistics for CRM Variables

	
	Quality of service in relation to Reliability
	Quality of service in relation to Responsiveness
	Quality of service in relation to Competence
	Quality of service in relation to Access
	Quality of service in relation to Courtesy
	Quality of service in relation to Communication
	Quality of service in relation to Credibility

	N
	100
	100
	100
	100
	100
	100
	100

	
	
	
	
	
	
	
	

	Mean
	4.09
	3.54
	3.39
	3.87
	3.92
	3.54
	3.22

	Std. Error of Mean
	.078
	.085
	.099
	.077
	.092
	.103
	.117

	Median
	4.00
	4.00
	4.00
	4.00
	4.00
	3.00
	3.00

	Mode
	4
	4
	4
	4
	3
	3
	3

	Std. Deviation
	.780
	.846
	.994
	.774
	.918
	1.029
	1.168

	Variance
	.608
	.716
	.988
	.599
	.842
	1.059
	1.365

	Range
	3
	4
	4
	2
	3
	3
	4

	Minimum
	2
	1
	1
	3
	2
	2
	1

	Maximum
	5
	5
	5
	5
	5
	5
	5

	Sum
	409(81.8%)
	354(70.8%)
	339(67.8%)
	387(77.4%)
	392(78.4%)
	354(70.8%)
	322(64.4%)


Source: Author, 2020
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Figure 9: Factors of Quality of Service in Relations to CRM
Table 13 above show the mean value of the variables of the service quality framework rated in relation to CRM as perceived by the research participants. Reliability, courtesy and access scored the highest with a mean value of 4.09 and descriptive frequency of 81percent for reliability, courtesy with mean of 3.92 and 78.4percent, access with 3.87 and 77.4 percent.
The mean value of reliability was high signifying the ability of employees to achieve quality service delivery as per promise reliably and accurately (McDonald and Payne, 2010). Reliability is considered to be the most significant factor of quality service (Beamish and Ashford, 2006) used to achieve customer satisfaction. The reason was because ZNBC being the oldest and widest reaching advertising platform with most reliable staff, customers recognized staff ability to achieve service quality dependably and accurately as per ZNBC promise, easily accessed and also commends a high brand name to its customers. This analysis correlates with the findings in table 7 which indicated that the conduct of salesperson was extremely good with 52 percent contributed to high customer satisfaction scores. Responsiveness and communication scored a tie with a mean value of 3.54 and descriptive frequency of 70.8 percent.

Responsiveness is a very important variable in that being a statutory institution, its staff are governed by principles enshrined in the Act so they are bound by law to serve its customer for public interest and also very much willing to help and respond customers’  needs. Communication is key too, as many relationship marketing scholars refers to  communication as the ‘glue’ which holds relationships together, and that relationships would be impossible without good communication (Duncan and Oriarty, 1998), while others simply state ‘communication is the exchange of information between supplier and customer’, requiring an open dialogue to maintain the relationship and trust (Selnes, 1998, p. 310). It is an important attribute in developing, maintaining and building relationships.
Competence followed with a mean value of 3.39 and descriptive frequency of 67.8percent and the lowest was credibility with 3.22 mean value and 64.4 percent. 

Hypothesis 2

Further analysis of a nonparametric test was conducted and result showed all the five variables significantly showed a positive relationship with customer satisfaction leading to a decision to reject the null hypothesis (see appendix iv: Hypothesis test summary) and accepting the alternative hypothesis “there is a relationship between quality service variables (reliability, courtesy, access, responsiveness, communication, credibility) and customer satisfaction. Pearson correlation test results are as shown in table 14 below also affirmed the relationship.
	Table 14: Relationship of Reliability, Responsiveness, Competence with Customer satisfaction Correlations

	
	Satisfaction level?
	Quality of service in relation to Reliability
	Quality of service in relation to Responsiveness
	Quality of service in relation to Competence

	Satisfaction level?
	Pearson Correlation
	1
	.063
	.370**
	-.056

	
	Sig. (2-tailed)
	
	.536
	.000
	.580

	
	N
	100
	100
	100
	100

	Quality of service in relation to Reliability
	Pearson Correlation
	.063
	1
	.339**
	.684**

	
	Sig. (2-tailed)
	.536**
	
	.001
	.000

	
	N
	100
	100
	100
	100

	Quality of service in relation to Responsiveness
	Pearson Correlation
	.370**
	.339**
	1
	.384**

	
	Sig. (2-tailed)
	.000
	.001
	
	.000

	
	N
	100
	100
	100
	100

	Quality of service in relation to Competence
	Pearson Correlation
	-.056
	.684**
	.384**
	1

	
	Sig. (2-tailed)
	.580
	.000
	.000
	

	
	N
	100
	100
	100
	100

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


Decision on Hypothesis 2: Table 14 above shows the Pearson correlation results. The finding showed that there is a relationship between the CRM variables and customer satisfaction: responsiveness, r= 0.370**, reliability, r=.684, competence, r=.634, courtesy r=0.580** 
P (0.00) < 0.05 at 5% level of significance, indicating a positive relationship between with customer satisfaction, thus, the null hypothesis rejected and the alternative accepted. Although the results in table 14 above show a positive relationship between CRM variables and customer satisfaction, it was a weak accept for reliability and competence which had a strong relationship (r=68.4% and (63.4%) closer to 1 respectively.
Although quality of service is very difficult to measure, it can be examined through the performance in totality of features and characteristics of a product or service on the marketplace. This study looked at reliability, responsiveness, competence, courtesy, access communication and credibility as the key characteristics of service quality. The service quality is one such first supporting condition for CRM implementation and customer satisfaction. Quality of service in this context is the extent to which a service meets customers’ needs or expectations; thus, quality of service determines customer satisfaction.
	Customer Commendation
Table 15: Recommend ZNBC to a friend (N=100)

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Very Likely
	57
	56.4
	57.0
	57.0

	
	Somewhat Likely
	22
	21.8
	22.0
	79.0

	
	Neutral
	21
	20.8
	21.0
	100.0

	
	Total
	100
	100.0
	100.0
	

	Total
	
	
	
	


Source: Author, 2020

[image: image10.emf]57%

22%

21%

Recommend ZNBC To a Friend

Very Likely Somewhat Nuetral


Figure 10: Recommend ZNBC to a Friend

Fifty six percent were very much willing to recommend ZNBC products or services and the conduct of the salespersons to a friend, 21 percent remained neutral while 22 percent were likely to. This implies that ZNBC has 60 percent loyal customers who are willing to recommend the brand to a friend thus raising hope for the Corporation to grow its clientele through this multiplier effect. Such customers will not only become loyal, but will often act as advocates for the product or service by telling their friends, colleagues and acquaintances.
The survey looked at whether recommending ZNBC to a friend would spur customer relationships. Once a customer is satisfied is likely to pressure expectations of other existing and potential customers with whom they interact with recommending the service or product to them. However dissatisfied customer spreads the bad taste and is more likely to manipulate the expectations of others.On the other hand according to Churn estimate models (Keller and Kotler 2006), unhappy and dissatisfied customers are more likely to tell ten (10) or more people about the bad experience either about poor customer service or product performance.
4.2 Chapter Summary
Chapter four outlined data presentation and discussions: demographics characteristics of the research participants, findings as derived from the three research questions presented, analysed and discussed. 

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.0 Introduction

This chapter presents the summary, conclusion and recommendation of the study. 

5.1 Summary

This study was conducted to evaluate the effectiveness of CRM on customer satisfaction based on a case study of ZNBC. The target population was Lusaka based ZNBC Clients and key Marketing and Sales personnel who were selected using stratified and purposive (snowball) sampling respectively with a sample size of 100 clients and 3 Sales personnel. Data collection was employed using a questionnaire and an interview guide administered to the two groups of research participants. Data was processed and analysed using SPSS version 20 and data presented in tables and charts. 
The demographic characteristics and customers’ identification particulars were as follows: sex split was 69% male and 41% female, occupation was predominately Marketing and Sales Managers (38%), Public/Corporate Relations Managers (28%), Communications Manager (22%) and other media related job titles (12%). Classes of the customers were: 41% small scale, 31% medium scale and large scale 28%. Other identification particulars collected included: sector/industry, contact phone numbers and residential address.
In an attempt to answer the three research objectives/questions/ hypothesis, the results were:

Regression analysis results established that there was a relationship between customer relationship management with customer satisfaction. The results leading to this conclusion was based on product/service usage which was established to be high across all the ZNBC platforms with those who said they had listened to the radio was 85%, followed by 75% who said they placed their advertisements on Radio, 71 % said they had watched TV, 67% said they had advertised on TV, 42% said they visited online or social media and the least was 5% who said they used studio facilities. The length of doing business was found to be: 38% conduct business longer than 16 years, 31% was 2 to 5 years, 19 % said 11 to 15 years, 9% was 6 to 10 years and 3% was less than 1 year. The rate of placing advertisements is an indication of customer repurchases and was assessed as follows: those who said ‘long ago’ was the highest with 26%, followed by 1 to 7 days at 25%, 1 to 3 months at 15%, 2 weeks to four weeks at 10%.
The conduct of sales persons was also assessed:  10% said excellent, 62% said good, 27% said average and 1 % said the conduct was poor.

Customer satisfaction was measured using five pointer scale and the scores were as follows: 21% said extremely satisfied, 43% said satisfied, 12% said neutral, 14% said not satisfied and 10% said extremely dissatisfied. A simple linear regression analysis was used to establish the relationship between the two variables and the results were that there was a relationship between the independent variable (CRM) and dependent variable (customer satisfaction).
The second research question was to evaluate sales performance over a period of five years and the results were that, sales continued to decline over the years from 2% in 2015 to 3% in 2016, a slight growth of 0.11% in 2018 and a decline of 12.4% in 2019. An interview with the Sales Manager revealed that competition and other market forces contributed to the decline of sales revenue. He further admitted that failure to adopt CRM applications could have contributed to the slow marketing and sales processes.

The third research question was to rate the quality of service in relation to some of the CRM factors, such as: complaints handling procedure and the five service quality variables (responsiveness, reliability, courtesy, communication and credibility). Quality of service in relation to the five CRM attributes was high with: responsiveness with mean value of 4.09, reliability with 3.54, competence with 3.39, access with 3.87, and communication with 3.54 and credibility with 3.22. The correlation test results established that there was a positive relationship between the all the service quality factors with customer satisfaction. Results indicate that: responsiveness, r= 0.370**, reliability, r=.684, competence, r=.634, courtesy r=0.580** and credibility r=0.304**.
Finally the research participants were asked if they would recommend a friend to ZNBC and their responses were as follows: 57% said very likely, 22% said somewhat and 21% remained neutral.

5.2 Conclusion

The conclusion is that although the Corporation did not have an automated CRM system to enable them to link ‘touch points’ automatically to their customers, they too practiced collaborative CRM which made them experience a good relationship with their customers. The consumption patterns on products and services was rated high with radio listening and advertising being the highest followed by TV watching and advertising and the least was studio facilities. The study established that there was a strong and positive relationship between customer relationship management and customer satisfaction thus rejecting the null hypothesis (H0) and accepted the alternative (H1).
The correlation test results on quality service factors on customer satisfaction established a positive relationship with some of the variables showing a weak relationship.

Customer satisfaction scores were high and this could have been influenced by the good conduct of sales personnel and complaints handling procedure which was also perceived to be good. Finally most customers were willing to recommend ZNBC to a friend. 

There were some similarities of the findings in this study with some previous studies captured in literature review.
5.3 Recommendations

1. ZNBC to quickly acquire and implement a CRM solution, learning from the case of South Africa public service broadcaster—SABC as indicated in literature review. 

2. Once this CRM is implemented, there is need for the adherence and putting in place  an interactive and robust customer database system that can be used to manage profile customer data in relation to their preferences, buying behaviour,  needs and complaints as these play a role in mediating customer satisfaction.

3. There is need to constantly and consistently review sales strategies in order to boost sales. This could be done by diversifying revenue streams as currently the Corporation was over dependent on advertising expenditure.
5.4 Direction for Future Studies
1. Future studies could focus on assessing the readiness to implement CRM Applications
2. Establish why most firms particularly in Southern Africa are failing to make use of technologically advanced CRM solutions. 
3. Investigating the factors that constrain CRM practices in the media industry in the region. 
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Appendix I: ZNBC Advertisers’ Questionnaire
Effectiveness of Customer Relationship Management Applications on Customer Satisfaction

Introduction: This research study is undertaken by an MBA student of the University of Zambia for academic purpose only. The main aim of the study is to evaluate the effectiveness of CRM applications on customer satisfaction at the Public Service Broadcaster-ZNBC.

PARTICIPANT’S SELECTION CRITERIA (Ask only those reported having used ZNBC services and products in the reference period.)
[RECORD /TICK YOUR RESPONSE APPROPRAITELY]

1. ZNBC offers Radio and TV broadcasting and advertising services across the country, which of the following services/products have you accessed in the last 4 weeks?
[MULTIPLE RESPONSE]

	Service/Product

	Watched TV [   ]

	Listened to Radio [   ]

	Visited face book/website  [    ]

	Advertised on Radio [    ]

	Advertised on TV [    ]

	Used Dubbing/Recording Facilities [    ]


2. How long have you been conducting business with ZNBC?

1. [   ] Less than 1year
2. [   ] 2 to 5 years
3. [   ] 6 to 10 years
4. [   ] 11 to 15 years
5. [   ] 16 years and above
3. How often do you place your adverts on any of the ZNBC platform?

1. [   ] Every day

2. [   ] Every week

3. [   ] Every 2 - 3 weeks

4. [   ] Every month

5. [   ] Every 2 - 3 months
4. The last time you conducted business with ZNBC, how satisfied were you with your experiences with the service?

1. [  ] Extremely satisfied
2. [  ] Satisfied
3. [  ] Neutral
4. [  ] Not Satisfied
5. [  ] Extremely unsatisfied
5. How was the treatment from our company personnel?

1. [   ] Very Good

2. [   ] Good

3. [   ] Neither nor

4. [   ] Bad

5. [   ] Poor
6. How would you rate ZNBC service delivery?

1. [   ] Excellent

2. [   ] Good

3. [   ] Average

4. [   ] Fair

5. [   ] Poor

7. How would you rate the quality of service of ZNBC in relation to the following CRM attributes? (SCORE THE BEST WITH 5…AND THE LEAST WITH…….1) (CIRCLE APPROPRIATELY)

a. Reliability

[ 5, 4, 3, 2, 1]

b. Responsiveness

[ 5, 4, 3, 2, 1]

c. Competence

[ 5, 4, 3, 2, 1]

d. Access


[ 5, 4, 3, 2, 1]

e. Courtesy

[ 5, 4, 3, 2, 1]

f. Communication

[ 5, 4, 3, 2, 1]

g. Credibility

[ 5, 4, 3, 2, 1]

8. Would you say ZNBC handles complaints or queries satisfactorily and sufficient? 

1. [   ] Excellent

2. [   ] Good

3. [   ] Average

4. [   ] Fair

5. [   ] Poor

9. How likely is it that you would recommend ZNBC to a friend/Colleague?

1. [   ] Very likely

2. [   ]  Somewhat likely

3. [   ] Neutral

4. [   ] Somewhat unlikely

5. [   ] Very unlikely

Customer Demographics and Identification Particulars:

Sex: 
Male [   ]
Female [   ]

Company Name: ----------------------------------------------------------------------------
Sector/Industry-------------------------------------------------------------------------------

Occupation/Job Title: -----------------------------------------------------------------------
Phone No: -------------------------------------------------------------------------------------
Email address: --------------------------------------------------------------------------------
Location/Residential Address: -------------------------------------------------------------
Official Use Only 

Client’s Stratum:  
1[   ] Small Scale

2[   ] Medium

3[   ] High Scale
End of Interview- Thank You
Appendix ii: Marketing and Sales Staff Interview Guide
Effectiveness of Customer Relationship Management on Customer Satisfaction

Briefly describe some of CRM programmes you implement in the department?
........................................................................................................................................................................................................................................................................................................................................................................Describe how the CRM programmes may impact on your sales performance?
............................................................................................................................................................................................................................................................................................................................................................

Would you say your customer size (audience and advertisers) has increased in the last five years? Explain

.............................................................................................................................................................................................................................................................................................................................................................
Do you have a call centre or complaints’ handling platform?
[   ] Yes

[   ] No
Customer complaints and queries are one of the key components of CRM. Briefly explain how complaints and queries are handled in your institution?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………End of Interview!
Thank You

Appendix iii: Summary of Findings
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Male
	69
	68.3
	68.3
	69.3

	
	Female
	31
	30.7
	30.7
	100.0

	
	Total
	101
	100.0
	100.0
	


	 Client's Classification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Small scale
	41
	40.6
	41.0
	41.0

	
	Medium scale
	31
	30.7
	31.0
	72.0

	
	Large scale
	28
	27.7
	28.0
	100.0

	
	Total
	100
	99.0
	100.0
	

	Missing
	System
	1
	1.0
	
	

	Total
	101
	100.0
	
	


	Industry/sector

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	
	1
	1.0
	1.0
	1.0

	
	Association
	2
	2.0
	2.0
	3.0

	
	Automobile
	1
	1.0
	1.0
	4.0

	
	Church Org
	7
	6.9
	6.9
	10.9

	
	Communication
	1
	1.0
	1.0
	11.9

	
	Education
	25
	24.8
	24.8
	36.6

	
	Energy
	3
	3.0
	3.0
	39.6

	
	Financial
	13
	12.9
	12.9
	52.5

	
	FMCG
	2
	2.0
	2.0
	54.5

	
	FMCGs/Manufacturing
	1
	1.0
	1.0
	55.4

	
	Government
	10
	9.9
	9.9
	65.3

	
	Household Goods
	1
	1.0
	1.0
	66.3

	
	Insurance
	6
	5.9
	5.9
	72.3

	
	Manufacturing
	3
	3.0
	3.0
	75.2

	
	NGO
	8
	7.9
	7.9
	83.2

	
	Pensions
	1
	1.0
	1.0
	84.2

	
	Professional Body
	6
	5.9
	5.9
	90.1

	
	Tourism
	1
	1.0
	1.0
	91.1

	
	Transport
	3
	3.0
	3.0
	94.1

	
	UN Agency
	6
	5.9
	5.9
	100.0

	
	Total
	101
	100.0
	100.0
	


	Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	
	2
	2.0
	2.0
	2.0

	
	Admin Assistant
	1
	1.0
	1.0
	3.0

	
	Administrative Assistant
	2
	2.0
	2.0
	5.0

	
	Administrave Officer
	1
	1.0
	1.0
	5.9

	
	Ass Field Coordinator
	1
	1.0
	1.0
	6.9

	
	Commuincations Mgr
	1
	1.0
	1.0
	7.9

	
	Commuincations Officer
	5
	5.0
	5.0
	12.9

	
	Communications Officer
	15
	14.9
	14.9
	27.7

	
	Corporate Affairs Mgr
	1
	1.0
	1.0
	28.7

	
	Customer Care Officer
	1
	1.0
	1.0
	29.7

	
	General Mgr
	2
	2.0
	2.0
	31.7

	
	Head Teacher
	1
	1.0
	1.0
	32.7

	
	Insurance Officer
	1
	1.0
	1.0
	33.7

	
	Lecturer
	1
	1.0
	1.0
	34.7

	
	Loan Officer
	1
	1.0
	1.0
	35.6

	
	Maketing Officer
	1
	1.0
	1.0
	36.6

	
	Marketing Assistant
	1
	1.0
	1.0
	37.6

	
	Marketing Mgr
	4
	4.0
	4.0
	41.6

	
	Marketing Officer
	17
	16.8
	16.8
	58.4

	
	Marketing/PR Mgr
	2
	2.0
	2.0
	60.4

	
	Media Officer
	1
	1.0
	1.0
	61.4

	
	Media/Communications Officer
	1
	1.0
	1.0
	62.4

	
	Mgr Corporate Services
	1
	1.0
	1.0
	63.4

	
	Pastor
	3
	3.0
	3.0
	66.3

	
	Program Mgr
	2
	2.0
	2.0
	68.3

	
	Public Relations Mgr
	15
	14.9
	14.9
	83.2

	
	Public Relations Officer
	11
	10.9
	10.9
	94.1

	
	Registrar
	1
	1.0
	1.0
	95.0

	
	Risk Officer
	1
	1.0
	1.0
	96.0

	
	Sales Mgr
	1
	1.0
	1.0
	97.0

	
	Sales/Marketing Mgr
	3
	3.0
	3.0
	100.0

	
	Total
	101
	100.0
	100.0
	


	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Watched TV
	71
	1
	1
	1.00
	.000

	Listened Radio
	85
	1
	1
	1.00
	.000

	Online/social
	43
	1
	2
	1.02
	.152

	Advertised on radio
	75
	1
	1
	1.00
	.000

	Advertised on TV
	67
	1
	1
	1.00
	.000

	Studio facilities
	5
	1
	1
	1.00
	.000

	How long conducting business with ZNBC?
	100
	1
	5
	3.58
	1.350

	How often place ads?
	100
	1
	5
	3.17
	1.551

	Satisfaction level?
	100
	2
	5
	3.91
	.996

	Salesperson's conduct?
	100
	2
	5
	4.34
	.807

	How rate service delivery?
	100
	2
	5
	3.68
	.851

	Valid N (listwise)
	1
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