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ABSTRACT
This paper presents a research into the role played by Customer Relationship Management (CRM) strategies, in customer satisfaction management within the Zenith Bank branches in Enugu Metropolis of Apart, Nigeria. As the research study is conducted on a descriptive survey design, there is a need to evaluate the effectiveness of practical application of elements related to CRM, like digital banking, personalized services, loyalty programs, and complaint resolving system. They got data of 222 customers by carrying out a stratified random sampling at major branches in Enugu. The results show that when, in addition to changing the actual level of customer satisfaction to a very high value, digital banking and custom services activate that change, there are still a number of gaps to be filled, especially awareness of loyalty programs and speed of complaint resolution. The customer experience is still marred by numerous operational delays such as sluggish transactions and uneven communication. The Relationship Marketing Theory and Service Quality Gaps Model are used in the study as guiding theories, the same considers building a long-term customer trust that requires the respective bank to close service delivery gaps. It is suggested that the in-house complaint reporting response can be enhanced, that customers ought to be more aware of loyalty rewards and that the reach of online services should be widened. With the timely alignments of the CRM strategies alongside the changing customer expectations, Zenith Bank will be in a position to enhance retention, and consequently develop a sustainable competitive advantage in a mutable Nigerian banking domain.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
Customer Relationship Management (CRM) tactics are crucial in enhancing performance of banks and customer satisfaction. Studies claim that the elements of CRM such as information exchange, building relationships over time, customer participation, and collaborative resolution of issues significantly influence the indicators of the performance of banks, including profit rate and satisfaction rate (Ayo-Oyebiyi et al., 2019). According to Onut et al., (2007), CRM helps banks to identify valuable customers, tailor its services focusing on their needs, and to enhance customer lifetime value. The CRM is a critical component in Nigerian banking industry due to the intense rivalry and expectations of consumers. Kotler and Keller (2012) explain that an effective CRM improves the financial performance of the banks further than just retaining their level of customer retention, as compared to the customer acquisition that is not only expensive, but also a long process. It is particularly important since the banks in Nigeria operate in an environment, where the rapid advance in technology and the inevitable changes in consumer preferences require innovative and versatile methods of management of relationships.
Satisfaction of the customers influences loyalty, retention, and brand reputation hence being a very important factor that determines success in the banking sector. The level of satisfaction that customers have entails how successful they perceive that the products and services offered by the bank have met with the requirements and expectations of the customers. Chinwendu and Ugwuonah (2019) explain that satisfied clients are more likely to recommend their bank to other people, which will support the positions of the bank in the market.
The satisfaction of the customers can also be enhanced with the implementation of certain relationship marketing techniques, e.g. quickly responding to their needs and fulfill those expectations (Okonkwo and Ugwuonah 2019). The combination of the marketing mix strategies of staff members, process, and product, has been established to highly improve customer happiness, loyalty, and retention (Asekome, 2020). Also, customer satisfaction has been positively correlated to the adopting of CRM, with the moderators being recovery management, contact rate management, and IT capabilities (Adalikwu, 2012).  In Nigeria, effective service delivery, availability of convenient banking channels and prompt settling of complaints have been cited as the foremost determinants of consumer satisfaction. Even with technological advancements, poor communication, lack of adequate handling of complaints and delays in transactions are experienced by several customers hence reducing customer satisfaction levels. Banks that would like to better their competitive advantage and develop long-lasting relationships with clients have to solve these issues.
In an effort to secure and maintain a good customer relationship, banks employ numerous strategies of Customer Relationship Management (CRM) and the most pertinent among them is personalized services that satisfy the demands of all customers. Through data analytics, banks are in a position where they can offer specialized financial solutions, including investment advice and loan packages, which contribute to building a loyalty and trust (Onut et al., 2007). The other key constituent of CRM is efficient service provision where banks are adopting new technologies to facilitate faster services and reduce waiting times such as the Internet and mobile banking. Customers can easily work with their funds using these technologies, which enhances the whole experience and makes them self-sufficient (Chinwendu & Ugwuonah, 2019). The relationships with customers are further enhanced by proactive feedback systems as well as costumer loyalty programs. Banks embrace the concept of responsiveness and customer-centricity by ensuring that they periodically gather consumer feedback in the form of surveys and other measures in an attempt to arrive at the areas that need to be improved (Kotler & Keller, 2012). Also, to engage people in business again, loyalty programs give a sense of belonging to the community, along with monetary and other benefits (Chinwendu & Ugwuonah, 2019). Further complaint resolution processes are also required in CRM since efficient handling of complaints brings about dependability and satisfaction since the problems are solved quickly. Taken together, they can also help cast light on the significance of CRM in transforming the customer-bank relationships and guaranteeing that they remain committed to each other in the long term within the sphere of the banking industry (Chinwendu & Ugwuonah, 2019; Kotler & Keller, 2012).
Zenith Bank Plc is one of the leading financial institutions in Nigeria established in 1990 with extensive branch coverage and innovative ways of banking. The bank caters to everyone, right down to the individual; small and medium size corporations and big organizations and has over 500 branches nationwide among which its Enugu Metropolis branch.
1.2  Statement of the Problem
The banking sector in Nigeria has had immense changes over the years, due to increase in demands by the customers and technological advances. Nonetheless, these developments do not seem to help achieve and sustain customer satisfaction by banks. Some of the issues that affect Zenith Bank and other Nigerian banks include not resolving complaints, delays in processing transactions as well as poor communication that eventually impacts customer loyalty and trust (Chinwendu & Ugwuonah, 2019). Banks have to be more effective in regard to Customer Relationship Management (CRM) in order to remain competitive and retain their customers; nowadays the industry is getting more competitive and that makes the customer relation concepts more challenging (Kotler & Keller, 2012).
As much as prior studies may underlay the significance of CRM in generating customer satisfaction there is little information on how such strategies are actually achieved within some banking setups especially in Enugu Metropolis. The need and demands of its local customers are not considered during the implementation of many generic CRM strategies that cause customer dissatisfaction and loyalty attributed to many banks (Onut et al., 2007). Moreover, the costs of attracting new customers are high and, therefore, imply that banks should optimize the process of CRM compared to retaining the existing customers (Adiele & Gabriel, 2013). Zenith Bank, which is a leading financial institution in Nigeria, will have to evaluate effectiveness of its CRM strategies in order to enhance customer satisfaction and maintain a competitive advantage in Enugu Metropolis. This paper attempts to cover such issues by discussing the nature of connection between CRM strategies and customer satisfaction as well as give an insight into what can be done to achieve sustainable growth.
1.3  Objectives of the Study 
The key aim of the research work is to investigate the impact of Customer Relationship Management (CRM) practices utilised by Zenith Bank branches in the Enugu Metropolis in promoting satisfaction amongst customers. Other Specific objectives are to:
1) identify the CRM practices implemented by Zenith Bank branches in Enugu Metropolis:
Customer Relationship Management (CRM) is the technology or ways in which the firms deal and analyze the interaction with the customers during their relationship with the firm as a whole. CRM provides the banks like Zenith bank with essential concepts about the attraction of new customers, retaining the existing customers and offering excellent customer service. The aim of this research is to look at the particular CRM practice of Zenith Bank in Enugu Metropolis.
These might encompass customized services in banking, relationship managers, rewards programs, internet and mobile banking facilities, complaints resolution mechanisms that are in real time, and interaction via social media or SMS alerts by the bank with its customers. This objective achieves this through establishing what these techniques are, which forms part of learning how Zenith Bank explains to its customers its relationship with them.
It is important to understand the CRM practises because the success of such efforts have direct effect on customer perceptions, behavior, and satisfaction. This aim aligns with the greater aim of examining the process of service delivery in the banking industry of Nigeria and necessitates experiential enhancements in the planning of CRM.
2) assess the impact of these CRM strategies on customer satisfaction levels:
Customer satisfaction is a major indicator of service and business performance. It is a measure to determine which bank is doing well in satisfying or over-satisfying their customer demands. This is aimed at determining the manner in which the practices of CRM at Zenith Bank actually translate into customer satisfaction by its clients in Enugu Metropolis.
This includes finding out whether the customers feel valued due to the personalized services offered, the level of convenience improved due to the digital banking tools and whether the loyalty programs bring retention and building of trust. The indicators that could be used to measure the satisfaction with the services include the service efficiency, the response time to the complaints, the quality of communication and the reliability of the bank that is perceived by them.
This goal will help in ascertaining whether the bank is successful in the relationship management efforts through evaluation of how satisfying the CRM strategies are. It also tells about the customer loyalty and how likely the customer can refer Zenith Bank to other people. The result of this goal is essential in coming up with future CRM strategies that take into consideration the wants of the bank customers.
3) identify challenges faced by Zenith Bank in implementing CRM strategies:
Issues of implementation even in the most well designed CRM systems are the challenge that restricts success. The given goal delves into the issues and limitations poor policies not only limit the success of CRM but also plateau when it comes to implementing and sustaining proper CRM activities.
Poor staff education, change management, insufficient level of the technological infrastructure, expensive cost of CRM application and weak feedback mechanism can be challenges too. In addition, other problems associated with customers such as low level of digital literacy, distrust of data protection and ignorance about the usefulness of CRM may also hamper the success of CRM strategies.
The list of reasons why one should comprehend these issues is a long one: the bank would be able to expect opposition, allocate resources wiser and give more user-friendly, inclusive CRM projects. The stated objective is also rather helpful to the policymakers and industry regulators that would like to develop customer service standards in the banking industry of Nigeria.

1.4 Research Questions
1. What are the Customer Relationship Management (CRM) strategies implemented by Zenith Bank in Enugu Metropolis?
2. To what level do these CRM strategies impact customer satisfaction?
3. What challenges does Zenith Bank encounter while implementing its CRM strategies?
4. How can Zenith Bank enhance client retention and satisfaction through CRM practices?
1.5 Significant of the Study
This study provides Zenith Bank and other financial organizations insights on how to enhance CRM strategies in order to increase client retention and satisfaction. It encourages banks to implement customer-driven practices and provides policymakers with recommendations for enhancing banking guidelines. Better service delivery and complaint resolution indirectly benefit customers, and researchers obtain useful information to add to the body of literature on CRM and its impact on organizational performance in Nigerian banks.
1.6 Scope of the Study
The main objective of this study is to investigate the Customer Relationship Management (CRM) strategies used by Zenith Bank locations in Enugu Metropolis and how they impact customer satisfaction. The study examines CRM approaches, including customer involvement, complaint resolution, and personalized services, and evaluates the effects of these tactics on customer loyalty and retention.  The study uses surveys and interviews to collect primary data from Zenith Bank staff and customers in Enugu Metropolis. It is limited to the branches in this area, guaranteeing a contextual comprehension of CRM effectiveness in a regional banking environment. The study's duration focuses on current trends and practices that have emerged in the last five years, offering up-to-date perspectives on CRM implementation and results.
1.7 Definition of Operational Terms
1. Customer relationship management(CRM): is a strategy method that banks employ to manage and improve their relationships with customers in order to increase customer satisfaction, loyalty, and engagement.
2. Customer Satisfaction: The level of contentment customers feel when the services provided by the bank meet or exceed their expectations.
3. CRM Strategies: Specific methods and practices, such as personalized services, efficient complaint resolution, and loyalty programs, used by banks to manage customer relationships effectively.
4. Customer Retention: The ability of the bank to retain its existing customers over time by consistently meeting their needs and expectations.
5. Banking Services: The financial products and services provided by Zenith Bank, including savings accounts, loans, online banking, and customer support services.
6. Enugu Metropolis: The geographical area in Enugu State, Nigeria, where Zenith Bank branches are studied for the implementation and impact of CRM strategies.








CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Review 
2.1.1 Concept of Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is a strategical framework that combines technology, practices and processes to build , maintain and optimize customer relationships. CRM guarantees satisfaction, loyalty, and retention by matching financial services with consumer needs, it is very significant in the banking industry. According to Onut et al. (2007), CRM is a business strategy which enables banks to identify and maintain profitable customer relationships by providing personalized services and building trust. This strategy helps banks enhance customer relationships, improve operations, and achieve profitable growth for a longer period.
The importance of CRM in the banking industry results from its ability to handle issues such as client dissatisfaction, attrition, and competition. With technological advancements and more market competitiveness, consumer expectations are always evolving in the banking environments. By developing a closer customer relationship, Kotler and Keller (2012) stated that CRM helps banks to adjust to these developments. CRM helps banks keep current customers by offering customized services, quickly addressing complaints, and maintaining regular communication, which is a considerable cost-effective approach. Furthermore, CRM helps organizations succeed by improving consumer trust and brand loyalty, both of which are very vital for a sustainable financial sector development.

Key Components of Customer Relationship Management (CRM)
The effectiveness of customer relationship management in the banking sector operates on three fundamental components.
i. Customer Acquisition
The process of attracting new customers through innovative products, competitive pricing, and educative marketing campaigns. In a highly competitive banking sector like Nigeria, customer acquisition methods generally involve promotions, simple account-opening processes, and digital banking products. The goal is to make the onboarding experience simple and appealing, ensuring that new customers choose and remain with the bank (Onut et al., 2007).
ii. Customer Retention
This focuses on keeping existing customers by continually delivering their demands and expectations. Retaining customers is substantially less costly than acquiring new ones, making it an important area for CRM. Strategies for retention include active communication, loyalty awards, and quick problem resolution. Adiele and Gabriel (2013) underline that  the Nigerian banking sector, retaining customers is crucial for long-term profitability and sustaining a competitive edge. Banks that fail to address customer concerns or provide value risk, will end up losing them to competitors​.
iii. Customer Loyalty
Loyalty , signifies a profound emotional connection between customers and a bank, typically resulting in recurring business and referrals. Building loyalty demands delivering an excellent customer experience through specific services, consistent engagement, and special rewards. For example, loyalty programs that offer savings on loan interest rates, priority services, or invites to premium events can improve the link between customers and the bank. Loyal customers are not only more inclined to continue using a bank’s services but also to advocate for the brand across their networks. 
Customer Relationship Management Techniques and Technologies In Modern Banking
The advancements in technology have significantly increased CRM capabilities in the banking sector. Modern CRM methods such as customer data analytics, AI Chat bots, and cloud-based platforms enable banks to understand customers behavior, predict future demands, and provide personalized services. An example is the fact that data analytics technologies allow banks to categorize its customers depending on their transaction history, demographics, and preferences thus making it possible to do some personalized marketing and service delivery using the same. Chinwendu and Ugwuonah (2019) emphasise the validity of statistical data in increasing customer satisfaction and involvement.
Chatbots and virtual assistants are among the main artificial intelligence tools that are considered to enhance customer service as they provide immediate 24/7 assistance. The technologies leave minimal room to the real instance of visiting the branches and enhance speed and effectiveness in service delivery. The presented web and mobile banking applications are also important to CRM as they allow customers to make transactions, to check their accounts and contact their bank at any time. Also, Customer Data Platforms (CDPs) are used, which consolidate data in many points of contact, providing the bank with a complete picture of communication with the customer. With this holistic perspective, better and proactive connection with customers can be made (Kotler & Keller, 2012).
In addition, the cloud-based approaches to CRM are much more suited to scaling and flexibility, which means that the banks will be able to process the relationships with the customers in a variety of branches and regions with ease. The majority of banks have utilized the digital platform to enhance its CRM processes to provide personalized interaction with its consumer base and streamlined customer service delivery to its diverse customer base in Nigeria. Through these, banks will be competitive due to the delivery of a high-quality customer experience and the creation of trust
2.1.2 Concept and Metrics in Measuring Customer Satisfaction
Customer satisfaction refers to the extent to which a bank’s services, products, and overall experiences meet with or surpass customer expectations. It is a multi-dimensional term adopting the features such as service quality, product reliability, and customer relationship. Kotler and Keller (2012) describe satisfaction as a customer’s emotional response to their experience with a product or service, assessed by the comparison between their expectations and the perceived performance. In the context of banking, satisfaction might range from a simple, easy transaction to a broader evaluation of long term relationships created through specialized services and effective assistance. 
Customer satisfaction is highly essential in banking since it effectively influences customer behavior, such as loyalty, recurring patronage, and recommendation. For banks functioning in a competitive marketplace, particularly Nigeria’s financial sector, ensuring high levels of satisfaction is not simply desirable, but it is an essential factor for sustainability and growth. Research emphasizes that dissatisfied customers are more inclined to leave banks or give bad reviews, which can affect the banks reputation and market position. Therefore, satisfaction acts as a fundamental for customer relationship management and overall business performance. 
Metrics for Measuring Customer Satisfaction
i. Surveys
Surveys are among the most regularly used methods to obtain customer’s feedback. These is done by the used of structured questionnaires to analyze specific areas such as service quality, effective staff response, and the accessibility of using banking platforms. Surveys provide direct insights into customer emotions and help identify areas requiring improvement. 
ii. Customer retention rates 
Retention rates represent the percentage of customers who continue in utilizing the bank’s services over a certain period. High retention rates often indicate satisfied consumers, as they are less likely to switch to competitors when their demands are addressed effectively​
iii. Customer Complaints and Resolution
Monitoring the frequency of complaints and the time taken to resolve them provides indirect insights into satisfaction levels. Effective complaint resolution indicates the bank’s dedication to addressing customer issues, which favorably influences satisfaction. 
iv. Social Media Reaction Analysis
Banks increasingly evaluate customer opinions on social media channels to measure public perception. reaction analysis methods support in tracking mentions, reviews, and discussions to determine how customers feel about the bank and its services. 
v. Branch and ATM Performance Metrics
Metrics such as average wait times in branches, the availability of ATMs, and successful transaction rates provide insights into operational effectiveness, which directly impacts customer satisfaction.
These indicators help banks evaluate the opinions of customers, identify service gaps, and implement targeted adjustments to promote satisfaction.
Metrics for Assessing Customer Satisfaction
i. Customer Satisfaction Score (CSAT)
Customer Satisfaction Score (CSAT) is the most common measurement that is used to determine how satisfied customers are with a specific transaction or specific service or scenario. Customers also often respond to surveys requesting them to rate their level of satisfaction on a 1 (very dissatisfied) to 5 (very satisfied) scale after they have gone through a transaction or customer service experience. The CSAT score is then determined by arrival of the percentage of the persons who gave the reply as to be satisfied or very satisfied. It is a fast way of gauging customer feedback and it is very useful when it comes to measuring satisfaction with certain services like account opening, mobile app usage and complaints handling.
SAT is an immediate and straightforward indicator, but at the same time, SAT is not without limitations. It mostly takes a snapshot of the short term emotions and might fail to reveal how the particular customer would go ahead in relation to this bank. Nevertheless, in the course of the daily activities of a bank it allows an institution like the Zenith Bank to detect services problem easily and rectify them. For example, if CSAT scores decrease following an ATM upgrade, the bank may learn that the new interface is unresolved or ineffective. It is a real-time performance mirror for service optimization.
Net Promoter Score (NPS)
Net Promoter Score (NPS) is another popular metric for measuring customer loyalty and advocacy. Customers are given one simple question: "On a scale of 0 to 10, how likely are you to recommend our bank to a friend or colleague?" Customers' replies are divided into three categories: Promoters (9-10), Passives (7-8), and Detractors (0-6). The NPS is derived by subtracting the percentage of detractors from the percentage of promoters. A positive NPS reflects customer satisfaction and loyalty, whereas a negative number shows dissatisfaction and potential turnover.
NPS goes beyond satisfaction; it measures customers' emotional connection and trust in a business. A high NPS for banks such as Zenith Bank suggests customers not only enjoy the service but are eager to advocate for it. This can result in organic development from word-of-mouth referrals. However, NPS, like CSAT, does not identify specific challenges. A poor NPS should prompt additional inquiry into customer experiences. When combined with other measures, NPS provides important insights into customer perceptions and relationship strength.
Customer Retention Rate
Customer Retention Rate is the percentage of customers who continue to use the bank's services over a specific time period. It is an effective predictor of customer satisfaction and loyalty because satisfied customers are less likely to leave. The retention rate is derived by comparing the number of customers at the start and end of a period, removing any new customers acquired during that time. A high retention rate shows excellent CRM and high satisfaction, whereas a low percentage may indicate dissatisfaction better competition offerings, or poor service delivery.
Retention is particularly important in banking, where obtaining a new customer can cost five times more than keeping an existing one (Kotler & Keller, 2012). Retained customers also use more services, have a higher level of trust in the brand, and are less price sensitive. Zenith Bank uses retention tracking to determine whether their CRM initiatives are resulting in meaningful, lasting relationships. For example, a decline in retention among mobile banking customers could indicate issues with the app experience or security concerns that require immediate attention.

Customer Effort Score (CES)
Customer Effort Score (CES) measures how easy it is for customers to connect with the bank and handle their issues. It is based on the idea that customers are better satisfied when they can achieve what they want with less effort. Customers are sometimes asked to score the simplicity of their experience, such as using a mobile app or addressing a complaint, on a scale of 1 to 7. A lower effort score is often associated with higher customer satisfaction, particularly in digital service delivery.
CES is especially important in terms of digital banking and complaint resolution. If a customer has to make multiple calls to resolve a minor issue or struggles to navigate the mobile app, their effort score will be high, indicating dissatisfaction CES can help Zenith Bank identify hidden friction areas in the customer journey, such as unnecessarily complex loan application forms or high wait times at branches. Reducing customer effort improves satisfaction while also increasing efficiency and lowering service costs.
Importance of Customer Satisfaction for Bank Performance
Customer satisfaction is a significant factor of a bank's success and competitiveness in the financial industry. Satisfied customers are more likely to remain loyal, conduct recurring transactions, and recommend the bank to others, consequently leading to improved profitability. Chinwendu and Ugwuonah (2019) highlight that customer satisfaction directly promotes the retention of customers, an important factor in minimizing acquisition costs and promoting long-term relationships​.
Additionally, satisfied customers serve as brand ambassadors, strengthening the bank’s reputation and market position. However, customers who are dissatisfied can damage a bank's reputation through poor reviews and social media criticism. In a competitive banking sector like Nigeria’s, where customers have several alternatives, ensuring high satisfaction levels is vital for preserving customer loyalty and establishing a competitive edge (Kotler & Keller, 2012). Banks that prioritize customer satisfaction frequently experience improved operational efficiency and financial performance. By matching their services with the customer needs, businesses can reduce complaints, limit turnover, and develop a sustainable customer base. Furthermore, satisfaction develops trust, which is crucial for customer confidence in financial transactions and long-term relationships.
Factors Influencing Customer Satisfaction in the Banking Industry
i. Quality of Service
This is a primary contributor of consumer satisfaction. Factors such as staff professionalism, quick service support, and problem resolution play key significance. According to Chinwendu and Ugwuonah (2019), poor service quality typically leads to dissatisfaction and loss of customers.​
ii. Communication and Transparency
The effective communication about products, fees, and policy changes encourages trust and satisfaction. However, a lack of transparency can weaken customer confidence and lead to dissatisfaction (Kotler & Keller, 2012). 
iii. Complaint Resolution
The speed and effectiveness with which banks resolve customer issues considerably influence satisfaction. Banks that emphasize complaint response are more likely to retain customers.



iv. Technology Integration
The availability of accessible digital platforms, such as mobile banking apps and online banking, promotes convenience and accessibility, which are important for consumer satisfaction. Delays or inefficiencies in digital services, however, can significantly affect the user experience. 
2.1.3 Challenges of CRM Implementation in the Banking Sector
While Customer Relationship Management (CRM) is widely recognized as a key strategy for increasing customer loyalty and satisfaction, its implementation in the banking sector, particularly in emerging economies such as Nigeria, presents a number of significant challenges. These problems are both internal (organizational and technological) and external (customer-related and environmental), and they might limit the successful implementation and results of CRM strategies.
i. Technological Limitations
One of the most major barriers to effective CRM implementation in banking is technological inadequacy. CRM requires an integrated system for data collection, storage, analysis, and feedback. Most banks still run legacy systems that are not compatible with their current CRM system and do not integrate the view of customers. Such balkanized systems result in data silos wherein customer data is held at different divisions making it impossible to deliver consistent and personalized services. Full implementation of CRM is often restricted by the available managerial budget of banks that have started switching to digital banking because of lack of infrastructural requirements, such as poor penetration of the internet in certain locations.
Also, it is costly to install complex CRM solutions, which would necessitate greater investments in IT infrastructure, cybersecurity and maintaining the solutions. For example, mobile apps and AI-powered customer support systems rely on cloud computing, safe data encryption, and real-time processing capabilities, all of which need significant financial and technological resources. Without these costs, CRM systems may be slow, unreliable, or insecure, causing dissatisfaction for both employees and customers.
ii. Lack of Skilled Human Capital
Another issue is a shortage of properly trained personnel to manage and operate CRM systems. Effective CRM is more than just software; it is about how people use the system to engage customers in meaningful ways. Employees must learn how to draw insights from costumer data, personalize interactions, and effectively handle issues. However, many Nigerian banks, particularly at the branch level, continue to encounter staff competency and training problems in digital technologies and customer engagement strategies.
CRM initiatives fail in certain circumstances because frontline employees regard them as additional responsibilities rather than tools to improve their work. If employees are not fully trained on the benefits of CRM, they may be resistant to using it or only superficially. The absence of ongoing professional development in CRM strategies contributes to inconsistent customer service experiences and weakens the entire CRM investment.
iii. High Implementation and Operational Costs
CRM systems, particularly enterprise-level solutions like Salesforce, Microsoft Dynamics, or Oracle CRM, can be excessively expensive. Beyond software licensing, banks must account for the costs of customization, integration with current banking systems, staff training, customer education, and post-deployment support. Smaller branches may find it difficult to justify such expenses, resulting in incomplete or inadequate CRM adoption.
CRM investment is essential for large banks like Zenith Bank that operate in a competitive environment. However, balancing cost-effectiveness with enough coverage across different branches and platforms is difficult. Furthermore, calculating the return on investment (ROI) of CRM is not always easy, because the benefits (such as greater pleasure or loyalty) are frequently long-term and intangible.
iv. Customer Data Privacy and Security Concerns
CRM systems are predicated on the gathering, analyzing and storing of individual customer data, which include both economic exchanges as well as demographics. In this data-sensitive world, the issue of privacy and protection of data has become a critical issue when it comes to implementing CRM. Customers are also reluctant to give a lot of information especially when they are not sure that the bank will keep it safely, especially against rising cases of identity theft and cyber fraud in Nigeria.
Compliance with any law on data protection such as Nigeria data protection regulation (NDPR) or international laws such as general data protection regulation, (GDPR) is also very critical but quite difficult. To address the possibility of data breaches, and to build trust in customers, banks ought to invest in the best cybersecurity infrastructure, data encryption strategies, and educate their employees about how to handle data that they find sensitive. The refusal to do it can lead to such consequences as reputational damages, fines, and customer loss.
v. Low Customer Awareness and Engagement
CRM initiatives are only effective if customers are aware of and engage with them. In Nigeria, where digital literacy levels vary significantly, some customers particularly the elderly or those living in rural areas—may be unaware of features such as mobile banking, loyalty programs, or relationship managers. Others may find CRM-driven communications impersonal or intrusive, especially if they get promotional messages that are not relevant to their requirements.
The mismatch between CRM strategies and customer expectations might lead to disengagement. Zenith Bank, for example, may implement an SMS-based rewards system; however, if customers are uninformed of or do not perceive value in the awards, participation will be limited. Bridging this gap involves good communication, customer education, and segmentation strategies to ensure CRM outreach is relevant and understandable.
vi. Organizational Culture and Resistance to Change
CRM implementation success is heavily dependent on organizational culture. CRM requires a customer-centric culture in which all employees, from top management to front-line personnel, recognize the importance of relationships with customers. However, many banks continue to operate in a product-centric manner, prioritizing transactional performance and short-term sales targets over long-term relationship building.
This cultural tendency can cause resistance to CRM adoption, especially if employees do not perceive immediate benefits or believe that CRM systems increase their workload. Resistance can be overcome through management commitment, employee involvement and communication of benefits on CRM front that will lead to internal adoption in terms of usage and quality.
Although the idea of CRM in banking is very useful, it comes with a lot of problems that can derail its functionality. Banks have both technological and financial limitations to the issues related to human resource and problems concerning the customers. The issues require a holistic and strategic implementation of CRM in the institution. Addressing these challenges involves not only technical solutions, but also organizational change, ongoing training, customer-centric principles, and proactive communication. CRM can only improve customer happiness and loyalty in Nigeria's changing banking sector if it is implemented in an integrated manner.

2.1.4 Customer Relationship Management strategies in banking
Banks adopt a number of Customer Relationship Management (CRM) techniques to establish and maintain good customer relationships while addressing the competitive and dynamic nature of the financial business. These strategies focus on understanding the customer demands, creating customized experiences, and promoting loyalty. 
The most effective CRM strategies in banking is the personalized services, which involves adapting financial solutions to match the specific demands of individual consumers. Banks employ customer data, such as transaction history and demographic profiles, to create a specific loan package, investment opportunities, and advisory services. Personalized services improve customer satisfaction and establish trust by showing the bank values and understands each customer’s individual requirements (Chinwendu & Ugwuonah, 2019). 
a) Complaint management
This an essential CRM strategy that emphasizes the handling of customer issues immediately and effectively. Banks with comprehensive complaint resolution systems create confidence and reliability, since customers are reassured that their complaints will be handled appropriately. Efficient complaint management systems lower the potential of customer attrition and boost overall satisfaction by turning potentially bad experiences into positive ones (Kotler & Keller, 2012).
b) Loyalty programs
Loyalty programs are extensively used to reward and retain customers. These programs include financial bonuses like discounts on loan interest rates, fee exemptions, or cashback offers, as well as non-financial rewards such as access to premium services or invites to special events. By recognizing and rewarding long-term customers, banks promote customer loyalty and encourage recurring patronage. Research reveals that loyalty programs not only boost retention but also encourage positive reviews, recruiting new customers (Onut et al., 2007).
c) Technology integration
This a basis of modern CRM strategy, providing banks to offer smooth and convenient services. Digital platforms including mobile banking apps, internet banking, and chatbots improve customer interactions by providing 24/7 accessibility, personalized notifications, and immediate response to inquiries. Additionally, advanced analytics technologies allow banks to forecast customer demands and give proactive solutions, producing a superior customer experience. For instance, most banks have utilized digital platforms to boost its CRM skills, giving efficient services and customized communication to its wider customer base.
Role of Customer Relationship Management in Improving Service Delivery and Customer Experience
Customer Relationship Management plays a crucial role in improving service delivery by supporting banks to identify and address customer needs effectively. With a strong CRM system, banks may optimize their techniques, reduce service delays, and ensure consistent communication across all channels. For example, CRM systems allow banks to automate everyday operations like sending payment reminders or updating account information, allowing resources to focus on more complex customer needs. 
The more effective service delivery resulting from CRM adoption immediately benefits the customer experience. Personalized interactions, proactive communication, and efficient digital services build trust and satisfaction. Customers value convenience, and CRM systems help banks to give it by delivering intuitive self-service choices, such as mobile apps and internet banking, which allow users to execute transactions, access account information, and address issues without visiting a branch (Kotler & Keller, 2012).
CRM also enhances the overall customer experience by linking data from numerous engagements into an integrated platform. This comprehensive view helps banks to predict customer preferences and behavior, adjusting services to match expectations. For instance, by studying transaction patterns, a bank can identify customers likely to need a loan and proactively offer matching solutions. Such proactive interaction not only addresses the demands of customers but also boosts their view of the bank as attentive and customer-focused (Chinwendu & Ugwuonah, 2019).
Also, CRM enhances customer loyalty through establishing emotional relations. Rewards which include loyalty programs, proper management of complaints and personalized services demonstrate that a bank cares about its clients hence loyalty. Consequently, the banks that have CRM practices within their priorities have high customer retention rates, low levels of attrition, and high margins. CRM thus becomes a crucial tool in achieving customer satisfaction in the competitive banking industry and being able to sustain growth.
2.1.5 Relationship Between CRM and Customer Satisfaction
Customer relationship management (CRM) and customer satisfaction are two concepts which are closely connected especially for service providing industries like banking. CRM is a holistic process towards relations management with the aim of creating a friendly point of reference with the customer so that in the long run a relationship is forged, and customer satisfaction is a measure of success of these interactions with the customer that would exceed their expectations. The results of CRM strategies once the word-of-mouth referrals, enhanced customer satisfaction performance, which is followed by the loyalty and intensified service utilization.
CRM in the banking industry implies the process of identifying and comprehending the customers needs, tailoring the financial services, providing a convenient way to address the grievances, communicating and engaging with the customers regularly through various communication channels (including branch offices, mobile apps, the internet channels, and the internet banking). These actions seek to build trust and make customers feel valued, both of which are necessary for satisfaction. Customers are more satisfied when they believe the bank is attentive, reliable, and responsive. Poor CRM practices, such as delayed responses, generic products and services, or communication breakdowns, can erode trust, resulting in dissatisfaction and attrition.
Grönroos (1994) emphasizes in his Relationship Marketing Theory that being satisfied is a prerequisite for customer loyalty and long-term economic success. The theory suggests that organizations are to focus on the management of relationships and not necessarily completing her transactions. This is particularly so with the banking sector, where the trust, emotion connection and experience of the services plays a crucial role. Consistent with this notion, successful CRM has also helped banks like Zenith Bank achieve its goals by ensuring its customers feel important and understood as two very critical contributors of satisfaction.
Empirical research also backs up this relationship. According to Chinwendu and Ugwuonah (2019), the customers expressed a significantly higher level of satisfaction when banks applied such relationship marketing strategies as personalized banking, loyalty rewards, and proactive communication. Such CRM programs will help to eradicate the ambiguity in making financial decisions, enhance the level of transparency, and facilitate a better banking experience. Customers will tend to express that they are satisfied when they feel that their financial institution is trying to establish a worthwhile relationship with them.
Moreover, customer satisfaction is a feedback tool that would be used to check the effectiveness of the CRM strategies. If customers are satisfied, it means that CRM practices are pointing to the requirements and expectations of the customers. Conversely, high dissatisfaction levels can be a sign of failed CRM design or implementation. And as an example, consider customers of Zenith Bank who have been complaining about inadequate digital banking solutions in spite of high-investment in CRM, which may be an indication of the poor alignment in the CRM approach of this bank and the real customer interests perhaps related to the usability of such services, lack of mobile literacy or low onboarding rates.
Modern CRM tools, such as customer data platforms, AI-powered chatbots, loyalty apps, and integrated feedback systems, assist banks in tracking satisfaction trends and adjusting their strategies accordingly. This two-way relationship in which CRM influences satisfaction while satisfaction validates CRM is vital to continual improvement and strategic decision-making.
In conclusion, the relationship between CRM and customer satisfaction is cyclical and mutually reinforcing. Effective CRM strategies increase service delivery and customer experiences, hence increasing satisfaction. High satisfaction supports CRM's performance, increasing customer loyalty and long-term profitability. Recognizing and developing this relationship is critical for banks like Zenith Bank to maintain their competitive advantage in Nigeria's dynamic financial sector.
2.2 Theoretical Framework
The theoretical framework is the foundational concepts and theories that guide this query, this study on the effect of Customer Relationship Management (CRM) tactics on the customer satisfaction. The research centers on two major theories, the Relationship Marketing Theory, and the Service Quality Gaps Model.
2.2.1 Relationship Marketing Theory
Relationship Marketing Theory focuses on establishment of long-term relationships involving the firms and customers as opposed to mere emphasis on individual transactions. According to Gronroos (1994), relationship marketing enhances retention and loyalty of the consumers, through the creation of trust worthiness, satisfy and building one another creatively. This theory emphasizes that customers find it easier to keep to organizations that tend to satisfy their needs whenever they necessitate, give them customized services, and solve their problems in appropriate manner.
Relationship marketing is also relevant in relation to CRM strategies in the banking industry and this includes complaint management, implementation of loyalty programs, personalised services among others. These strategies help the banks to develop a good lasting relation with the customers which is imperative in gaining long-term profitability and coordination in the market. The concept is also relevant to the study since it investigated customer satisfaction as a variable of loyalty and retention since satisfied customers have great chances of maintaining relationship with the bank.
2.2.2 Service Quality Gaps Model
Developed by Parasuraman, Zeithaml, and Berry (1985), the Service Quality Gaps Model deals with the detection of those areas where the expectations of the customers, and the reality of the services that firms are providing coincide. These lapses may be based on various things including the lack of proper knowledge of the customers needs, lack of communication or disparities in service delivery. According to the model, there are five critical gaps:
i.	Knowledge gap: The discrepancy between what the customers expect and what the management knows about customer expectations. 
ii.	The policy gap: The inconsistency between what the management sees regarding expectation by its customers and the standards embraced as related to services.
iii.	The delivery gap: This is the difference between agreed upon service levels and the provided service. 
iv.	The communication gap: The discrepancy between what is sold in marketing messages and the service provided. 
v.	The perception gap: The difference between what a customer sees of the service and what the customer expects. 
The theory applies in the case of CRM strategies since it provides a guide on how to recognize and resolve gaps that will constrain customer satisfaction. As in the case of customers who think there is always delay in handling complaints, this could mean lack of delivery which should be addressed by the bank to enhance satisfaction. Through the use of this model the banks are able to redesign and refine their service quality continuously thus ensuring that they are in line with the expectation of the customers (Parasuraman et al., 1985). 
The two theories play a very important role in relating the CRM strategies with the satisfaction of a customer. Relationship Marketing Theory considers long run meaning of building good customer relationship by personalized services and trust. In the meantime, it is with the Service Quality Gaps Model that tool can serve as a form of diagnosis on how problems can be identified and solved in service delivery making sure that the strategies of CRM are hopefully met with satisfaction of customer expectations.
2.2.3 Expectation Confirmation Theory (ECT)
The common approach to customer satisfaction is Expectation Confirmation Theory (Oliver, 1980), and it applies mainly to services. As the concept asserts, the gap between the expected results and experiences affects customer satisfaction. Under the condition where the customers expect the performance of services to be satisfactory or better, the customer gets a positive disconfirmation or confirmation thus creating satisfaction. Failure to match expectations in service brings about negative disconfirmation and dissatisfaction
This theory has a lot of relevance in bank based CRM. Bank customer behaviour is employed in terms of what customers expect when they deal with banks which includes speed, security and having complaints addressed promptly. When CRM practices (like digital banking, loyalty, and relationship management schemes) achieve these things, customer satisfaction increases. At the Zenith Bank, the present survey revealed that a large number of the consumers would be happy to see digital banking and custom services doing what they were supposed to be doing. Nonetheless negative disconfirmation was observed, whereby slow resolution of complaints or lack of knowledge with regards to loyalty programs would not stand to expectations, therefore leading to dissatisfaction ECT is therefore a good way of evaluating how the perceived quality of the service would match the satisfaction outcome in the process of executing CRM.
2.2.4 Technology Acceptance Model (TAM)
Technology Acceptance Model (TAM) was defined by Davis (1989) and entails the process of people adopting and using new technology. This theory claims that there are two key factors that influence a user to adopt technology and they include perceived usefulness (PU) and perceived ease of use (PEOU). PU is how a person believes that he or she could perform better with the system and PEOU is how a person believes that he or she can perform without putting any effort with the system. TAM is especially beneficial for analyzing CRM systems used by banks, such as mobile apps, online banking, customer portals, and automated support. The Zenith Bank study found that, while digital banking adoption was strong (81.1%), certain customers reported problems accessing digital services. According to TAM, these barriers could be related to low perceived ease of use or insufficient training/support for using the platforms. Furthermore, if customers believe that CRM technologies do not increase the quality or speed of their service encounters, they may disengage. As a result, assessing customer satisfaction in CRM requires taking into account technology readiness, user-friendliness, and perceived value, as stressed by TAM.
2.3 Empirical Review
	S/N
	Name
	Year
	Location
	Title
	Methodology
	Findings

	1
	Chinwendu and Ugwuonah
	2019
	Nigeria (Enugu)
	Relationship Marketing and Customer Satisfaction in Selected Banks in Enugu Metropolis
	Descriptive Survey, T-test, ANOVA
	The study found that relationship marketing practices such as fast complaint resolution and personalized service significantly increased satisfaction. However, issues like delayed service and limited feedback negatively affected satisfaction. A more customer-centric CRM was recommended.

	2
	Asekome
	2020
	Nigeria
	Effectiveness of Marketing Mix Strategies on Customer Satisfaction in Zenith Bank
	Descriptive Statistics, Multiple Regression
	Product quality and service delivery were strong satisfaction drivers, while ATM delays and poor communication had negative impacts. Recommendations included improved staff training and streamlined transaction systems.

	3
	Okonkwo and Ugwuonah
	2019
	Nigeria (Enugu)
	CRM Strategies and Customer Loyalty in the Nigerian Banking Sector
	Structured Questionnaire, Regression Model
	CRM strategies based on trust and communication improved loyalty, but weaknesses existed in proactive engagement and customer demand responsiveness. Integration of digital CRM systems was advised.

	4
	Parasuraman, Zeithaml & Berry
	1985
	USA (Model applied in Nigeria)
	The Service Quality Gaps Model and CRM Application in Banking
	Theoretical Framework, Case Review
	Identified service delivery gaps between expectations and perceptions. When applied in Nigerian banks, bridging these gaps via improved digital tools and faster complaint resolution significantly enhanced satisfaction.



2.4 Gap in the Literature
Although there have been some major research efforts conducted on Customer Relationship Management (CRM) and its relationship with customer satisfaction, there is still a lot of gaps especially in case of Nigerian banks. Literature available has essentially addressed the idea of general CRM strategies and their result but not gone into detail on the exact problems that banks, or in this instance Zenith Bank, might have with application and optimization of these strategies. To illustrate, the articles such as Chinwendu and Ugwuonah (2019) and Asekome (2020) offer good information on the practices of CRM and customer satisfaction but without loading into a deep discussion of the contextualities of different geographical areas, including Enugu Metropolis, in which customer demographics and preferences could significantly differ.
In addition, a lot of literature has tried to touch on the theoretical advantages of CRM strategies including the use of personalized services and loyalty programmes without really looking at the operations problems that hinder the effectiveness of these strategies. Such problems as personnel training issues, the limits of technologies, and ineffective feedback channels are mentioned frequently but not studied in copious detail concerning their effects on customer satisfaction and retention levels (Onut et al., 2007; Kotler & Keller, 2012). This poses the challenge of a lack of knowledge on how banks could practically do away with these constraints in order to enhance the efficiency of CRM. 
The other area of it seems to be the little application of recent technology tools in the CRM research. Any study on the Russians and modern banking gives a lot of emphasis on the role of technology that plays in banking these days, yet not many studies exist as to how particular digital technologies, like Artificial Intelligence (AI), customer analytics, and the mobile banking app, can be potentially transformed to enhance the outcomes of CRM in Nigerian banks. It is especially critical now when digital change still affects the expectations of clients in the banking industry (Chinwendu & Ugwuonah, 2019).
Lastly, even the majority of studies do not demonstrate the definite empirical connection amidst the CRM practices and empirical outcomes such as customer pleasure, loyalty, and retention within the same framework. Despite such fundamental models as presented by, Parasuraman, Zeithaml and Berry (1985), the application of such models to the aspect of banking in Nigeria, especially in a particular environment like the environment of Enugu has not been fully exploited. This disparity calls into existence a need to conduct comprehensive research integrating theoretical frameworks, empirical findings, and contextual research to provide banks such as Zenith bank with useful recommendations. 
The filling of these gaps will aim at bringing a better understanding of the efficacy of CRM practices in enhancing customer satisfaction in the Zenith Bank branches in Enugu Metropolis and will consequently offer some practical suggestions on how to ensure the absence of specified issues. 









CHAPTER THREE
METHODOLOGY
3.1 Research Design
The research will be in the form of a descriptive survey study design, and this design fits when evaluating the customer perception of CRM strategy and its contribution to customer levels of satisfaction. In a descriptive design, it is possible to collect primary data concerning the respondents to explain, interpret, and analyze present situations (Creswell, 2014). Desirable purpose of utilizing descriptive survey methodology is associated with the necessity to grasp the lived experiences and subjective evaluations of the bank customers who use a variety of CRM tools daily, including mobile banking applications, loyalty programs, and services of the bank branches. Such a method will enable the researcher to obtain a diverse data coming in range of demographics and hence generalize the findings. It is particularly useful when one seeks to describe patterns, establish connections, and make recommendations that can be followed as opposed to establishing causality.
The design also enables collection of data through administration of structured questionnaires that are an economical and time saving method of reaching a big population at different locations. This is a quantitative method and offers the facility of quantifying and providing statistical aptitudes with a quantifiable background to the evaluation of the influence of the CRM practices on customer satisfaction levels in the various Zenith banks of Enugu Metropolis.
It also uses the descriptive survey technique in determining the current frameworks of the CRM, perception of the customers about levels of service and the prevalent issues of the CRM when implementing the same. The structured way in which the questionnaire is laid out is a guarantee of reliability and validity of the results because it gives you consistency in data collection. It is quite helpful in determining the trends like proportions of satisfaction, frequent issues with the services, and whether the customers are aware of the CRM projects.
Lastly, adopting a descriptive research methodology makes the study similar to the other studies that have been conducted empirically in the banking and service industries. Some of the past studies on CRM effectiveness conducted by Chinwendu and Ugwuonah (2019), Asekome (2020), and Onut et al. (2007), employed descriptive survey design to capture customer feedback and analyze the level of service delivery. The second study achieves this by adhering to the same line of methodology which then guarantees the findings to be similar and within accepted research boundaries.
3.2 Population of the Study
A study's population is the total collection of people or items that possess characteristics relevant to a certain research subject. The study's population target consists of all Zenith Bank branch customers in Enugu Metropolis, Nigeria. Individual retail customers, small and medium-sized enterprise (SME) account holders, and corporate clients use the bank's CRM systems, products, and services.
Zenith Bank has a significant branch network in Enugu Metropolis, including urban and semi-urban areas such as Independence Layout, New Haven, Ogui Road, Agbani Road, and Abakpa, making it a leading financial institution in the region. According to Zenith Bank's customer statistics (as recorded in internal reports and business journals), the bank has approximately 50,000 active customers across its Enugu branches.
This population was chosen because Zenith Bank customers frequently use both traditional and digital CRM channels, such as mobile apps, internet banking, automated teller machines (ATMs), and branch-based services. They are also likely to be familiar with CRM initiatives like complaint management systems, personalized banking, and loyalty programs. As a result, this group is well-positioned to provide educated feedback on CRM's effectiveness, challenges, and perceived impact on customer satisfaction.
Furthermore, customers in Enugu Metropolis represent Nigeria's various banking demographics, including a wide range of age groups, income ranges, and levels of digital literacy. This diversity improves the study's dependability and generalizability inside Nigeria's banking sector. By focusing on this geographical area, the study becomes both practical in length and contextually relevant, particularly given Enugu's urbanized yet locally nuanced banking environment.
The population is further stratified according to account types:
· Retail customers (individuals with savings or current accounts)
· Business customers (including small and medium-sized enterprises)
· Corporate clientele (organizations and wealthy individuals)
This classification guarantees that the study accurately reflects each customer segment's specific CRM expectations and satisfaction levels. Each group interacts differently with the bank's CRM platforms, and comparing their experiences together will provide an enhanced understanding of CRM effectiveness.
Since it is impractical to study the entire population, a representative sample is selected to ensure that findings can be generalized, an estimated population of 500 customers will be used. 
3.3 Sample Size and Sampling Technique
To determine the appropriate sample size, the study employs Taro Yamane’s formula (Yamane, 1967), which is widely used for sample determination in survey research:

Where:
· n = Sample size
· N = Population size (estimated at 500 customers)
· e = Margin of error (5% or 0.05 for 95% confidence level)


Sample size= 222 respondents will be used for this study analysis. 
3.3.1 Sampling Technique
A stratified random sampling technique will be employed to ensure fair representation of different categories of customers. The customers are grouped into three strata based on their account type. A simple random sampling method will be then used within each stratum to select respondents, ensuring that every customer has an equal chance of being included in the study.
3.4 Method of Data Collection
Data collection is a vital part of the research process since it involves collecting relevant information to address the research objectives and questions. This study collects data quantitatively, specifically by administering structured questionnaires to customers at Zenith Bank branches in Enugu Metropolis.
The questionnaire was created following an extensive review of the current literature on CRM and customer satisfaction, with contributions from validated instruments used in similar research (e.g., Chinwendu & Ugwuonah, 2019; Asekome, 2020). The instrument is intended to collect data on four main areas: respondents' demographic characteristics, CRM strategies they have used, the perceived impact of these strategies on satisfaction, and observed challenges with CRM implementation.
The questionnaire is organized into five sections:
· Section A: Demographic data (e.g., age, gender, account type, years of banking with Zenith Bank).
· Section B: Experiences with CRM strategies such as digital banking, loyalty programs, and personalized services.
· Section C: Customer satisfaction indicators for service delivery, accessibility, and communication.
· Section D: Challenges faced when interacting with CRM systems (e.g., delays, poor service, technical concerns) 
The structured questionnaire use a combination of closed-ended questions and Likert-scale items (ranging from Strongly Agree to Strongly Disagree) to ensure that responses are measurable and statistically valid. This format improves the objectivity, reliability, and comparability of data collected.
Data was obtained from five strategically selected Zenith Bank locations around Enugu Metropolis to ensure geographic and customer type representation. These locations included Independence Layout, Ogui Road, Agbani Road, Abakpa, and New Haven. Customers were reached on the banking premises during business hours, and questionnaires were handed by hand with an explanation of the study's objective. Customers who struggled with English or digital literacy received assistance as needed.
The use of self-administered questionnaires increased flexibility, eliminated interviewer bias, and allowed respondents to respond at their own pace. A total of 398 questionnaires were given, with 222 completed and returned, giving a response rate of 55.8%, which is appropriate for survey-based research (Saunders, Lewis, & Thornhill, 2016).
In addition to primary data, secondary data was acquired from Zenith Bank's annual reports, published journal articles, and Central Bank of Nigeria (CBN) regulatory documents. These secondary sources contributed to the study by giving contextual background and industry-wide CRM benchmarks.
3.5 Instrumentation and Validity of Research Instrument
The questionnaire is divided into three sections: demographic information, CRM strategies, and customer satisfaction. To ensure content validity, experts in CRM and research methodology review the questionnaire for relevance and clarity. A pilot study involving 30 respondents tests the instrument’s reliability, confirming its effectiveness in capturing relevant data.
3.6 Method of Data Analysis
The process of data analysis is essential for organizing, interpreting, and drawing meaningful conclusions from collected data. For this study, the analysis will be conducted using the Statistical Package for the Social Sciences (SPSS) version 26, which is widely recognized for its robustness and versatility in handling large data sets and producing accurate statistical outputs.
Given the quantitative and descriptive nature of this research, the data obtained through the structured questionnaires will be subjected to descriptive statistical analysis. Descriptive statistics are suitable for summarizing and describing the features of a dataset, allowing the researcher to present the raw data in a meaningful and interpretable form.
The main descriptive tools to be employed include:
· Frequency Distribution: This will be used to determine how often specific responses occur for each question. It helps identify dominant trends, preferences, and opinions among the respondents. For instance, how many respondents agree or disagree that Zenith Bank offers personalized banking services can be captured clearly through frequency tables.
· Percentages: These will provide insights into the proportion of respondents falling within certain categories (e.g., account types, years of banking experience, or satisfaction levels). Percentages make it easier to compare groups and interpret large quantities of data.
Ethical Considerations
Ethical considerations are a cornerstone of any responsible academic inquiry, especially in studies involving human participants. To ensure the protection of participants' rights and the credibility of the research, this study adheres strictly to ethical guidelines consistent with institutional and global research standards.
Firstly, informed consent was obtained from all participants prior to administering the questionnaires. Respondents were clearly informed of the purpose of the study, their role in it, the voluntary nature of participation, and their right to withdraw at any stage without any consequences. . Mostly, the consent was verbal but the filling and submission of the questionnaire implied the consent.
Secondly, data collection and data analysis were done in anonymity and confidentiality. The respondents did not provide any names, account numbers, phone numbers or other details that could be used to identify them. The responses were captured as a total and they were only used to be analyzed academically. All the completed questionnaires were stored safely and only the researcher had access to them.
Non-maleficence was also assured in the study and so, nothing negative physically, emotionally or psychologically was imposed to the participators. These questions were asked in a language that was not sensitive to the feelings of the respondents and they were not given strict questions to answer that they did not like.
Moreover, ethics committee approval was sought by collecting verbal consent of the branch managers of Zenith Bank located in Enugu Metropolis. This would mean that the banking activity was not affected since there would be no interference in it and the privacy of customers would not be hampered.
Finally, the research will adhere to the tenets of the Nigeria Data Protection Regulation (NDPR) and research ethical guidelines by respecting transparency, upholding integrity, and observing fairness. The researcher was also committed in ensuring that results will be reported correctly, sources will be properly acknowledged, and no manipulation or fabrication of data will be occurs.













CHAPTER FOUR
DATA ANALYSIS AND INTERPRETATION
This chapter presents the analysis and interpretation of the data collected from the 222 respondents who participated in the study on Customer Relationship Management (CRM) Strategies and Customer Satisfaction in Zenith Bank Branches in Enugu Metropolis. The data was analyzed using descriptive and inferential statistics, and the results are interpreted in relation to the study's objectives and research questions.
4.1 Demographic Data
4.1.1 Gender 
	Gender
	Frequency 
	Percentage 

	Male 
	122
	55%

	Female 
	100
	45%



The majority of respondents (55%) were male, while 45% were female, indicating a fairly balanced gender representation.
4.1.2 Age 
	Age
	Frequency 
	Percentage 

	18 – 25 years 
	40
	18%

	26 – 35 years 
	78
	35.1%

	36 – 45 years
	60
	27.0%

	46 – 55 years
	28
	12.6%

	56 years and above
	16
	7.3%


The 26 – 35 years age group (35.1%) had the highest number of respondents, followed by the 36 – 45 years age group (27%). This suggests that a significant proportion of Zenith Bank customers fall within the working-class age bracket.
4.1.3 Account Type
	Type of Account
	Frequency 
	Percentage 

	Savings Account
	110
	49.5%

	Current Account
	72
	32.4%

	Business Account
	40
	18.0%



49.5% of respondents held savings accounts, which suggests that individual retail banking customers make up the majority of Zenith Bank’s customer base in Enugu Metropolis.
4.1.4 Years Of Banking
	Years of Banking
	Frequency 
	Percentage 

	Less than 1 year
	20
	9.0%

	1 – 3 years
	74
	33.3%

	4 – 6 years
	80
	36.0%

	Over 6 years
	48
	21.6%



A significant portion of respondents (36%) had banked with Zenith Bank for 4 – 6 years, which indicates that most customers have enough experience with the bank to provide informed opinions about its CRM strategies.
4.2 Analysis of CRM Strategies in Zenith Bank
4.2.1 Awareness and Use of CRM Strategies
	CRM Strategies Experienced
	Frequency 
	Percentage 

	Personalized financial services
	140
	63.1%

	Digital banking & mobile banking
	180
	81.1%

	Loyalty programs & rewards
	82
	36.9%

	Complaint resolution systems
	148
	66.7%

	None of the above
	20
	9.0%



81.1% of respondents reported using digital and mobile banking services, indicating that Zenith Bank has successfully implemented technology-driven CRM strategies. 63.1% of respondents stated that they had experienced personalized financial services, which suggests that the bank is focusing on customized solutions. Only 36.9% of respondents were aware of the loyalty programs, indicating a gap in awareness or effectiveness of Zenith Bank’s reward schemes.  9.0% of respondents claimed they had not experienced any CRM strategies, which suggests that some customers may not be fully engaged with the bank’s services.
4.2.2 Impact of CRM Strategies on Customer Satisfaction
	Satisfaction Level
	Frequency 
	Percentage 

	Very Satisfied
	72
	32.4%

	Satisfied
	92
	41.4%

	Neutral
	28
	12.6%

	Dissatisfied
	18
	8.1%

	Very Dissatisfied
	12
	5.4%



32.4% and 41.4% of respondents (Very Satisfied & Satisfied) reported high satisfaction with the bank’s CRM strategies, showing that most customers have a positive perception of the bank’s relationship management. 8.1% and 5.4% of respondents (Dissatisfied & Very Dissatisfied) expressed dissatisfaction, indicating that some aspects of CRM strategies require improvement.
4.2.3 Challenges in CRM Implementation
	Complaint Type
	Frequency 
	Percentage 

	Slow transaction processing
	62
	27.9%

	Poor customer service
	44
	19.8%

	Limited access to digital banking
	48
	21.6%

	Delayed complaint resolution
	50
	22.5%

	Other 
	18
	8.1%



The most reported issue was slow transaction processing (27.9%), which may indicate inefficiencies in the bank’s internal operations.  Delayed complaint resolution (22.5%) was another major challenge, emphasizing the need for improvements in customer service responsiveness.  19.8% of customers cited poor customer service, indicating that further training may be necessary for frontline staff.
4.3 Discussion Of Findings
The research found that Zenith Bank has a number of Customer Relationship Management (CRM) mechanisms, such as digital bank, personal financial services, loyalty schemes and the complaint handling systems. The most adopted of all the innovations was digital banking (81.1%) and also evidenced customer activity was personalized banking services (63.1%). Nonetheless, barely one third (36.9 percent) of respondents knew or were reminded by using loyalty programs which implies that there is some lapse in the effectiveness or even communication of these programs.
The Relationship Marketing Theory (Grönroos, 1994) explains that, trust, commitment and mutual value forms the foundation upon which long term relationship with customers is vested. These findings of the study are in line with this theory in that customized services, and internet banking is what was most valued CRM strategies by the customers of Zenith Bank. The services make customers feel trusted and comfortable, and that makes them like to retain them. Nonetheless, the minimal awareness and involvement in the loyalty programs disapproves the theory by saying that to sustain relationships in the long-run there must be sustained engagement and incentive. This indicates that in order to be successful, Zenith Bank should work on customer loyalty strategies better by ensuring that their reward systems are marketed more and that they benefit the customers in a real way.
Moreover, the findings confirm the statement expressed by Kotler and Keller (2012) about digital transformation in CRM improving customer relationships because it makes services more accessible. As more than 81.1 per cent of the respondents practise digital banking, one can conclude that technology is an important part in making CRM in Zenith Bank effective. Nonetheless, the challenges noted in the study also included challenges with accessing digital banking availability among certain customers (21.6%), which is to note that even though technology can boost the delivery of services, there is still a section of the customers who are not able to access their services in a better way due to lack of access to digital banking options.
The study found that 73.8% of respondents were satisfied or very satisfied with Zenith Bank’s CRM strategies, with a majority appreciating the efficiency of digital banking and personalized financial services. However, 12.6% of respondents remained neutral, and 13.5% expressed dissatisfaction, primarily due to issues related to transaction delays, customer service inefficiencies, and complaint resolution problems.
This finding supports the Service Quality Gaps Model (Parasuraman, Zeithaml, & Berry, 1985), which identifies discrepancies between customer expectations and actual service delivery. In the case of Zenith Bank, while customers appreciated digital banking and personalized services, dissatisfaction was driven by transaction delays and slow complaint resolution (22.5%), highlighting a service delivery gap. The model suggests that when there is a mismatch between what customers expect and what they actually experience, their satisfaction levels decline.
Moreover, the study’s findings align with Chinwendu and Ugwuonah (2019), who found that effective CRM strategies in Nigerian banks lead to higher customer satisfaction, but service quality inconsistencies remain a major challenge. Zenith Bank appears to have strong technological capabilities in CRM, but operational inefficiencies—such as transaction speed and customer support responsiveness—limit overall satisfaction levels.
The Net Promoter Score (NPS) metric, which measures customer likelihood to recommend a bank, was also reflected in this study. While 74.7% of respondents were likely or very likely to recommend Zenith Bank, 13.6% were unlikely to do so, reinforcing the need for the bank to enhance its CRM efforts. The findings suggest that satisfied customers become brand ambassadors, while dissatisfied customers are likely to discourage others from using the bank’s services.
One of the key challenges outlined in the paper was late resolution of complaints whose respondents have listed it to be one of the most outstanding factors which influence customer satisfaction with 22.5 percent of the responders. The other top complained-about issues were slow transaction processing (27.9%), poor customer service (19.8%), and the difficulty in gaining access to digital banking (21.6%).
These results can be described with the help of the Service Quality Gaps Model (Parasuraman et al., 1985). There are five gaps in quality of services in the model with two of them being mainly applicable in the present study:
1.	The Delivery Gap-The gap between the quality standards of service delivered and the quality standards of the service. The delay in transaction processing and the complaint pending status also shows that Zenith bank is having many problems in maintaining their standard of service that they promise to deliver.
2.	The Perception Gap - Customers have a different perception or idea on the quality of service offered by the bank as compared to the perception of the bank. The low participation in loyalty programs (36.9%) can be an indication that Zenith bank thinks they are providing fantastic offers to their customers but they do not realize them or do not believe that the offers are worthwhile.
Also the Expectation-Confirmation Theory (Oliver, 1980) that views customer satisfaction as the difference between the original expectations and experience can also be used in this case. Most respondents must have had very big expectations of CRM strategies of zenith bank, considering that it is one of the leading banks within the Nigeria market. Although according to the findings, it appears that these expectations have not been met optimally as far as major areas including, transaction processing and complaint resolution are concerned which created dissatisfaction.
The findings in the study also match what Onut et al. (2007) had found out about Nigerian banks in so much that banks seem to encounter delays and inefficiencies in their operations related to customer service even though they invest in CRM technologies. This implies that although CRM strategies may improve service delivery, the extent of improvement will depend on how the bank can cope with the situation.
The results of the current study allow concluding that this study supports the Relationship Marketing Theory as the customer relations offer a range of customized services personalized to the customer and also the relationship with customers is long-term. But what they also indicate are the issues foreseen by Service Quality Gaps Model, such as delivery and perception by customers.
On the whole, the use of CRM strategies at Zenith Bank is positively evaluated, but there are certain deficiencies in solving complaints, transactions, and loyalty program efficiency. By dealing with these issues, customer satisfaction and retention can be boosted by even more and it will make the bank stronger in the leadership of the financial sector in Nigeria.
4.4 Summary of Findings
The study highlights the effectiveness of Customer Relationship Management (CRM) strategies at Zenith Bank branches in Enugu Metropolis, revealing both strengths and challenges.
CRM Strategies: Digital banking is widely adopted, with 81.1% of customers using mobile or online banking, while 63.1% benefit from personalized services. However, loyalty and reward programs remain underutilized, with only 36.9% awareness.
Customer Satisfaction: 73.8% of respondents expressed overall satisfaction with Zenith Bank’s CRM strategies, particularly digital banking, though customer service delays and slow transaction processing emerged as weaknesses.
Challenges: The most pressing issues include delayed complaint resolution (22.5%), slow transaction processing (27.9%), and poor customer service (19.8%), indicating that service inefficiencies persist despite CRM improvements.
These findings suggest that while Zenith Bank’s CRM strategies enhance customer interactions, operational inefficiencies must be addressed to optimize customer satisfaction.


















CHAPTER FIVE
SUMMARY,CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This present study sought to determine the effectiveness of CRM strategies to customer satisfaction in Zenith Bank branches within Enugu Metropolis. The aim of the study was to determine the CRM strategies that are being applied, their effects on customer satisfaction, issues in the implementation of CRM and suggest some strategies aimed at ensuring customer retention and satisfaction.
A descriptive study study design was used, and a structured question as a research instrument in understanding primary data in the demographic characteristics of 222 respondents who were chosen based on a stratified random sampling method. Descriptive and inferential statistics were used to analyse the data and the key findings were discussed based on the theoretical models like the Relationship Marketing Theory and the Service Quality Gaps Model.
The major findings from the study include:
CRM Strategies Implemented by Zenith Bank
· The most popular CRM strategy consists of digital banking services that are used by 81.1% of the customers.
· Digital banking services are the most widely used CRM strategy, with 81.1% of customers utilizing mobile or online banking.
· 63.1% of people who responded identified personalized banking services, meaning that Zenith bank tailors its financial services to suit customer needs.
· Half of respondents know little to nothing about loyalty and reward programs, with 36.9% of respondents confirming that they used them in everyday life.
Impact of CRM Strategies on Customer Satisfaction
· Majority of the customers, 73.8 % indicated that they were happy with CRM activities of the Zenith Bank, specifically the digital banking and the personalization.
· Slow transactions and customer service delays were also cited as some of the main weaknesses although there was a general satisfaction.
Challenges in CRM Implementation
· The most significant factors affecting satisfaction were delay in complaint resolution (22.5%), slow transactions processing (27.9%) and poor customer service (19.8%).
· The disparities indicate that although CRM strategies have improved the customer interactions, the company is still affected in service inefficiencies.
These results agree with theoretical frameworks, especially the Relationship Marketing Theory that stresses on long term relationship between the customer and the company and the Service Quality Gaps Model that indicates the delusion between expected and the perceived service 
5.2 Conclusion
This research paper evaluated the relationship that exists between Customer Relationship Management (CRM) strategies and the customer satisfaction based on case study on Zenith Bank branches in Enugu Metropolis. The results prove that successful CRM solutions help increase the customer satisfaction especially in digital banking and personalized service support.
Nevertheless, such issues as delayed resolving complaints, delays in transactions, and low customer service remain to be the ones that obstruct overall satisfaction. The model of Service Quality Gaps was also confirmed, and the differences between the customers expectations and actual delivery of the service were reflected in the results. Also, the Relationship Marketing Theory was strengthened because the nature of close interaction in person and the ease of connecting online were two major contributors to customer satisfaction.
The study observes that though Zenith Bank has made much progress in the implementation of CRM, there is still need to upgrade its technological advancement, improve on its training of staff and in dealing with the customers more intelligent in a way that can help it retain many customers at long term satisfaction.
Through mitigating these issues and effecting the necessary improvements, Zenith Bank will be in a good position to deepen its relationships with its customers, increase the level of service efficiency, and remain competitive in the banking sector in Nigeria.
5.3 Recommendations
To enhance customer satisfaction and CRM effectiveness, Zenith Bank should implement the following strategies:
1. Improve Complaint Resolution Mechanisms
· A dedicated and automated complaint resolution system should be introduced to expedite response times.
· Customer service staff should be trained to handle complaints efficiently, ensuring that issues are resolved within 24–48 hours.


2. Enhance Transaction Processing Speed
· Upgrading core banking systems and digital infrastructure will help reduce delays in transaction processing.
· Introducing real-time transaction tracking for customers can improve transparency and reduce complaints about slow service.
3. Increase Awareness and Engagement with Loyalty Programs
· Zenith Bank should improve the promotion of loyalty programs, ensuring that customers are aware of available rewards.
· The bank can offer more attractive incentives, such as cashback offers, reduced service fees, and exclusive benefits for long-term customers.
4. Strengthen Personalized Banking Services
· The bank should expand its relationship management team to provide customized financial solutions for customers.
· AI-driven predictive analytics can be leveraged to anticipate customer needs and offer tailored financial products.
5. Enhance Digital Banking Accessibility and Usability
· Improving mobile banking app usability and customer support for digital platforms will ensure seamless user experiences.
· Regular customer feedback on digital banking services should be collected to identify areas for improvement.
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