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Abstract: The Banking sector is one of the backbones of major nations'
economies; it influences economic and export growth. Banks'
Performance highly rests on formidable and realistic customer
relationship management (CRM) through corporate image building. This
present study aims to investigate the effect of customer relationship
management on a Bank's Performance, as well as the mediating role of
corporate reputation on the relationship. Data were sourced from 243
bank employees and analyzed using both descriptive and inferential
statistics. The findings revealed a positive and significant relationship
between CRM and financial Performance, while operational
Performance was deemed insignificant. CRM positively relates to
corporate reputation, while CR significantly relates to both financial and
operational Performance. Corporate reputation significantly mediates
the relationship between CRM and bank performance. Based on the

study's findings, relationship management is key in bank operations since Keyword:
the presence of a good corporate reputation dwells largely on Customer Relationship;
relationship building with bank customers. Bank Performance;

Corporate Reputation.

This work is licensed under a CC BY -4.0

INTRODUCTION

The continuous proliferation of commercial banks and microfinance agencies has significantly
intensified competition in Cameroon's banking industry. Banks need decent revenues as well
as clientele to survive under current conditions. Cameroonian financial institutions are pursuing
strategies to boost customer satisfaction and loyalty in order to boost earnings and preserve

their long-term existence (Mohsan et al., 2011).

Adopting a customer-centric strategy allows businesses to better compete in the complex

marketplace, retain and grow their current customer base, and reduce their overall cost of
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customer acquisition and retention. Effective customer relationship management (CRM) can
give you all of these benefits (Newell, 2000). CRM is an increasing trend in the banking
business, especially in electronic environments, and substantial investments have been made to
keep clients delighted. Also, it's a major priority for banks' implementation initiatives, which
can be seen in e-banking (Blery & Michalakopoulos, 2006). High client satisfaction is vital for
the bank to achieve profitability against strong opposition. This is why financial institutions
listen to what their customers say: to improve the quality of what they have to offer (Haridasan
& Venkatesh, 2011). Commercial banks offer similar products and services to their consumers,

S0 assessing customer satisfaction is vital (Zopounidis, 2012; Beard, 2014).

Cameroon, in particular, faces issues like meeting financial targets and delighting customers.
Long et al. (2013) mentioned that these changes have made the banking industry more
competitive as banks add services and improve quality to meet customer needs. Cameroonian
commercial banks must understand their clients' financial demands to be competitive and
maintain long-term customer relationships (Sin et al., 2009). Customer relationships and
management are realized as an important key to successful Performance, especially in e-

banking, where face-to-face encounters are rare.

A common feature of Cameroonian banks is large queues of clients at banking premises. Banks
in Cameroon have been known to shut down operations because of a lack of internet access,
resulting in failed transactions for consumers. Customers in the Buea municipality also have
difficulty understanding the bank menus, which are written in French. Bank information is

inaccessible because of the language barrier.

Cameroonian banks risk losing customers to competitors if they fail to address issues regarding
clients' dissatisfaction, such as cooperative societies. Despite ample research on CRM across
diverse industries, hotels (Abdul & Basri, 2012; Nazir et al., 2014; Sayani, 2015),
telecommunication (Khaligh et al., 2012), and banking, no detailed research had been
conducted considering the image of the banks' serving as an asset to improve their performances
from customer's perception. Customer relationship management (CRM) has been developed to
help the banking industry address these difficulties, but none have examined how corporate
reputation affects financial and operational Performance, especially in Cameroon. This study
uses a heuristic model to investigate the effect of customer relationship management on a Bank's

Performance, adapting a mediating role of corporate reputation on the relationship.



LITERATURE REVIEW

Kincaid (2003) defined CRM as "the strategic use of information, process, technology, and
people to manage customer relationships across the customer life cycle.” CRM is also referred
to as "a coherent and full collection of processes and technologies for managing connections
with present and potential customers and corporate associates” (Injazz & Karen, 2004). CRM
gives banks a competitive advantage (Parvatiyar & Sheth, 2004; Sin et al., 2005). CRM is a
widely established tool for customer-focused enterprises, and it is seen as a valuable method
banks utilize in improving Performance and attaining sustainability (Kasim & Minai, 2009;
Mohammed et al., 2014; Sigala, 2005).

The resource-based view holds that an organization's competitive edge originates from its
possession of rare, non-replicable, and non-substitutable resources and knowledge (Barney,
1991). Some businesses can have an advantage because they have more resources to use.
Various resources and structures must be used to fulfill organizational strategies and goals. In
times of rapid change, companies with a variety of strategy options should do better (Grewal &
Tansuhaj, 2001; Miles & Snow, 1978). According to the RBV, a company's short- and long-
term success depends on its ability to capitalize on its unique resources and competencies
(Barney, 1991). The way RBV is shown right now, there is no direct link between resources
and Performance, and strategic resources can only help put strategic decisions into action.

Effective use of resources can give a competitive edge (Ketchen, Hult, and Slater, 2007).

Customer Relationship Management Perception

According to various viewpoints, CRM can be viewed as a technology, a collection of
operations that focus on managing the customer's experience, or even a strategy that helps retain
customers (Hoseini & Naiej, 2013). CRM allows companies to learn more about their
consumers and change their offers to fit their demands better than their competitors, boosting
their commercial viability (Campbell 2003). In order for businesses to accomplish their desired
outcomes, they should follow a set of processes (Sable et al., 2004). A number of scholars
consider CRM to be a macro-level activity with sub-processes, including prospect identification
and customer knowledge creation (Srivastava et al., 1999). A number of studies have referred
to CRM as a process that cuts across departments. Maintain communication with clients, single
out your most valuable customers, and tailor your efforts to better suit their wants and needs in

order to forge lasting, mutually beneficial bonds with them (Day & Van den Bulte, 2002; Kohli
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et al.,, 2001). That's why we're emphasizing the CRM process as a core business strategy
(Lindgreen et al., 2006). Thus, this study hypnotized that;

Hla: There is a positive and significant relationship between customer relationship

management and the financial Performance of banks in Cameroon

H1b: There is a positive and significant relationship existing between customer relationship

management and bank operational performance in Cameroon

Bank performance

The term "bank performance” is used to describe the extent to which a bank achieved its
objectives during a certain trading period, as revealed by the bank's financial statements.
Aribaba et al. (2019) say a fair appraisal of a bank's success should start with whether it met
management and stockholder goals. Banks have special goals. Some want to grow quicker and
attain a long-term growth goal, while others desire a calm life, reducing risk and portraying a
strong bank but with modest shareholder profits. Stock prices and behavior usually reflect a
company's Performance. This market indicator isn't always reliable. Size, deposit volume, and
profitability are more dependable performance metrics. This study uses profitability measures,
specifically ROE and ROA, to assess bank performance. These ratios measure management and
return efficiency. These profitability criteria fluctuate over time and between banking markets
(Aribaba et al., 2019; Rotimi et al., 2021).

Corporate Reputation

Economists, organizational theorists, and marketers studied corporate reputation. Economists
study product reputation, quality, and pricing (Shapiro, 1983; Wilson, 1985). Reputation is seen
as a social identity that can aid in an organization's success and survival by scholars in the field
of organizational studies (Fombrun & Shanley, 1990; Rao, 1994). Company history is reflected
in the corporate reputation, which conveys to consumers how the company's products and
services stack up against those of its rivals (Yoon et al., 1993). Herbig and Milewicz (1993)
said that an entity's reputation is something that stays the same over time. "Corporate
reputation” is the long-term evaluation of a company by its stakeholders, as defined by Gotsi
and Wilson (2001). Stakeholders' personal experience with the company, including indirect
information and symbols or comparisons with other leading competitors, are all factored into

the assessment. Wartick (1992) described corporate reputation as "a single stakeholder's view



of how successfully organizational actions meet numerous organizational stakeholders' requests
and expectations.” A company's reputation isn't universal. According to attributes and
stakeholder groups, the firm might have numerous reputations. Herbig and Milewicz (1993)
say that a company's reputation is built by the assessments of different groups over time.
Analyze business reputation and trustworthiness to better comprehend this process. A
company's credibility is determined by its claimed goals' believability. Contrasting a company's
promises with its actions determines its credibility. Credible behaviors build a company's
reputation. It's delicate because a negative action has a greater impact on the client than a good
one (Herbig and Milewicz, 1994). These views support the notion of corporate reputation in

regard to firms' Performance, hence the hypothesis;

H2: Corporate reputation (CR) is positively influenced by customer relationship

management (CRM)

H3a: Corporate reputation (CR) is positively related to the financial Performance of banks in

Cameroon

H3b: Corporate reputation (CR) is positively related to the operational Performance of banks

in Cameroon

H4a: Corporate reputation mediates the relationship between customer relationship

management and the financial Performance of banks in Cameroon.

H4b: Corporate reputation in Cameroon mediates the relationship between customer

relationship management and operational Performance.
METHODOLOGY

A quantitative approach was deemed appropriate for this study based on the fact that the data
collection endeavor adopted a numerical approach as well as a statistical examination.
According to Hair et al. (2007), researchers can choose between quantitative and qualitative
research methods. Statistical analysis can be used to determine the qualities of almost anything
based on quantitative data. Furthermore, this study employed a cross-sectional descriptive
design, which stipulates data collection over a specified period of time, in this case, 03rd of
October 2022, with emphases on reliability as well as utilization of valid scales. This research
adopted a convenience sampling technique, where voluntary and available respondents willing

to participate in the research were only considered. A multi-stage sampling technique was
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adopted, with the first stage involving selecting four districts out of the ten districts contained
in Cameroon, namely Douala, Bamenda, Yaounde, and Buea. Stage two involves selecting five
banks out of the ten banks existing in Cameroon, and the third stage involves selecting two
branches, each of the banks domiciled in the four districts due to the economic and
administrative region. The final stage involved the purposive selection of 10 employees in each
of the banks, totaling 400 samples for the investigation. Adjusted for a 95% Cl and a 5% margin
of error, Survey Monkey's sample size calculation showed that only 197 of the reported

responses seemed to be real (see Figure 3.1).

Measurement scales

Customer relationship management: in accordance with a study conducted by Sin et al. (2005)
and Kebede and Tegegne (2018), CRM was operationalized as a multidimensional construct
having 20 items with four dimensions (key customer focus: KCF-5-items); CRM organization
(CRMO-7-items); knowledge management (KM-3 items) and technology-based CRM
(CRMTECH-5 items). Participants were asked to evaluate their Performance in line with the
dimension of the CRM construct on a 5-point Likert scale ranging from; (1 = strongly disagree

to 5 = strongly agree).

A 5-item scale from previous research (Rautenbach & Rothmann, 2017; Rautenbach, 2015) was
used to measure the reputation of the company. Meanwhile, bank performance was
operationalized in line with operational and financial Performance. Operational Performance
(OP) was measured using a scale developed by Selim, Ashour, and Bontis (2007), Matina,
Mazyar, and Iman (2020), as used by previous studies which contains five (5) items, while
financial Performance is measured using four items as studied by Nyamao et al (2012), where
growth in FP indicators is given responses to, on the basis of 1 (not at all) to 5 (very large
extent).

This study uses descriptive and inferential statistics with SPSS software. The descriptive
analysis described and summarized the research sample. Frequency and percentages were used
to describe respondents' gender, age, education, and job position. The inferential statistic
involved identifying the association of variables and the "Partial Least Square Structural
Equation Modelling technique (PLS-SEM)" to assess the anticipated structural model,

"psychometric and multicollinearity.”" Atwo-step approach is needed to assess the measurement



model and the assumed structural model's psychometric quality (Anderson & Gerbing, 1988;
Chin, 1998). Henseler et al. (2009) suggested bootstrapping the structural model to understand

path coefficients and figure out what they mean.

RESULTS AND DISCUSSION

There was a 60.75 percent response rate among the 400 questionnaires sent out within 4 months,
as 261 were returned, 18 responses were discarded, and the remaining 243 were usable for the
study. Descriptive statistics provided information on the socioeconomic status and
demographics of the sample, which we used to determine the influence of customer relationship
management on the Bank's Performance, with the mediating role of corporate reputation on the

relationship.

Gender parity in the banking industry of Cameroon is indicated by the fact that male
respondents accounted for 48.6% of the total responses obtained, while 51.4% are female, as

shown in Table 1 below.

Table 1: Demographic Information by Gender

Indicators Frequency Percentage
Male 118 48.6
Female 125 51.4
Total 243 100.0

Common Method Bias (CMB)

Instrumental response fluctuations characterize the CMB. Because cross-sectional data is
collected just once from a given source, it is vulnerable to the effects of common method
variance (CMV). All participants were shielded from social pressure and carried no identifying
information to prevent social desirability (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003).
The primary contributor to variation among study components was determined using Harman's
one-factor test. Independent variables suggest that the methodology may be biased (Podsakoff
et al., 2003). The percentage of variation explained by the single factor in this study was
29.549%, well below the 50% threshold, below which CMV is not a major problem (see
Appendix B).

Normality Test and Distribution

Like most statistical evaluations, the initial step is to assess the normality of data because the

normality test is a postulate for parametric testing. Most tests assume sampled data is normally
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distributed. Instead, it's important to assess the collected data's normalcy. Scholars claim that

non-normal data distribution might inflate or deflate significance levels, impairing statistical
analysis (Seier, 2011; Thode, 2011). PLS-SEM examines data. This study uses SmartPLS
version 3 to test normality against the (2.00) and (t = 1.96; p 0.05) skewness and kurtosis
thresholds. The study's skewness and kurtosis ranged from -0.401 to -1.239 and -1.062 to

0.956. Based on these results, the trend is skewed to the left because the skewness coefficients

are less than zero and the kurtosis coefficients are less than 2. Hence, data are partly skewed

and flattened within social sciences' normal distribution criteria (George & Mallery,

2010). Table 4.6 summarizes normality test findings.

Notes: ST - Standard Deviation; EK - Excess Kurtosis; SK — Skewness; NV - Number of

Observations

Table 2: Test for Normality

Indicator Mean Median Min | Max | Standard | Excess | Skewnes | Number of
Deviatio | Kurtosi S Observation
n S S
OP1 3.519 4.000 1.000 | 5.000 0.838 -0.539 -0.333 243
oP2 3.457 4.000 1.000 | 5.000 0.827 -0.375 -0.234 243
OP3 3.613 4.000 1.000 | 5.000 0.805 -0.060 -0.372 243
OP4 3.543 4.000 1.000 | 5.000 1.097 -0.774 -0.356 243
OP5 4.025 4.000 1.000 | 5.000 1.038 0.706 -1.116 243
FP1 3.325 4.000 1.000 | 5.000 0.924 -0.652 -0.155 243
FP2 3.572 4,000 1.000 | 5.000 0.869 -0.027 -0.375 243
FP3 3.494 4.000 1.000 | 5.000 0.927 -0.038 -0.481 243
FP4 3.979 4.000 1.000 | 5.000 1.167 -0.501 -0.835 243
KM1 3.646 4.000 1.000 | 5.000 1.213 -0.947 -0.449 243
KM2 3.856 4.000 1.000 | 5.000 1.162 -0.821 -0.619 243
KM3 3.572 4.000 1.000 | 5.000 1.080 -0.455 -0.621 243
CRMO1 3.646 4.000 1.000 | 5.000 1.227 -0.883 -0.496 243
CRMO2 3.457 4.000 1.000 | 5.000 1.321 -1.062 -0.401 243
CRMO3 3.646 4.000 1.000 | 5.000 1.203 -0.571 -0.647 243
CRMO4 3.461 4.000 1.000 | 5.000 1.180 -0.871 -0.307 243
CRMO5 3.757 4.000 1.000 | 5.000 1.105 -0.349 -0.631 243
CRMO6 3.650 4.000 1.000 | 5.000 1.001 -0.137 -0.493 243
CRMO7 4.066 4.000 1.000 | 5.000 1.008 -0.001 -0.933 243
KCF1 3.819 4.000 1.000 | 5.000 1.179 -0.850 -0.598 243
KCF2 3.782 4,000 1.000 | 5.000 1.121 -0.755 -0.548 243
KCF3 3.325 4.000 1.000 | 5.000 1.053 -0.834 -0.149 243
KCF4 3.255 4.000 1.000 | 5.000 0.921 -0.829 -0.052 243
KCF5 3.510 4.000 1.000 | 5.000 0.957 -0.065 -0.723 243
CRMTECH1 3.119 4.000 1.000 | 5.000 1.041 -0.840 -0.175 243
CRMTECH? 3.305 4.000 1.000 | 5.000 1.037 -0.765 -0.103 243
CRMTECHS3 3.465 4.000 1.000 | 5.000 0.948 -0.703 -0.263 243
CRMTECH4 3.675 4.000 1.000 | 5.000 0.937 0.286 -0.819 243




CRMTECH5 | 3436 | 4.000 |1.000][5.000| 1154 | -0.858 | -0.360 | 243

The results of the measurement model are summarized in Table 3 below. This includes the use
of "partial least square structural equation modeling” (PLS-SEM) to investigate the
psychometric features of the variables, such as customer relationship management, company
reputation, and Performance (financial and operational). As a means of validating the
measurement model, all latent variable constructs are subjected to psychometric testing.
Convergent validity of construct-related items is examined along with outer loadings, average
variance extracted (AVE), composite reliability (CR), Cronbach's alpha (CA), and rho A values
(Hair et al. 2017).

To improve the index of best model fit, scale items with loadings of less than 0.4 were
discarded, removing two items from key customer focus (KCF3 & KCF5), two items from
operational Performance, and one item from financial Performance. Wang and Lin (2012)
reported that all retained items had outer loadings larger than 0.5, and other sister indicators
had values above 0.7, which implies the presence of convergent validity (Dijkstra & Henseler
2015). Because all AVEs except financial Performance (AVE = 0.405) and CRM (AVE =
0.453) are greater than the threshold (0.5), but their sister indicator, composite reliability (CR),
is greater than 0.6, providing support for the convergent validity (Fornell and Larcker, 1981).

Table 3: Results summary of the measurement model

Convergent Internal Consistency Discriminant Validity
Validity
Latent Loading | AVE | CA Rho_ | CR Fornell- Cross HTMT
Variables s4) A Larcker loadings Criterio
Criterion n
"VAVEis | "All cross-
higher loadings are
than the lower than 85 -
correlation | their outer 90”
with other loadings."
latent
constructs.
Indicators "
Corporate 0.835** | 0.64 | 0.86 0.864 0.90 Yes Yes Yes
Reputation CR1 * 8 4 ' 2
CR2 0.798**
*
CR3 0.770**
*
CR4 0.762**
*
CR5 0.857**
*
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CRM 0.45 | 0.91 0.93
3 7 0.920 1
0.765** | 0.61 | 0.89 0.894 0.91 Yes Yes Yes
CRMO1 * 2 4 ) 7
CRM CRMO2 0.723**
Organization
CRMO3 0.821**
*
CRMO4 0.802**
*
CRMO5 0.771**
*
CRMO6 0.791**
*
CRMO7 0.731**
*
CRMTECH | 0.832** | 0.68 | 0.84 0.89 Yes Yes Yes
* 0.854
1 7 9 8
CRMTECH | 0.811**
Technology- 2 *
Based CRM | CRMTECH | 0.830**
3 *
CRMTECH | 0.843**
4 *
KCF1 0.825** | 0.75 | 0.83 0.90 Yes Yes Yes
- 0.852
7 8 3
Key KCF2 0.940**
Customer *
Focus KCF3 -
KCF4 0.842**
*
KCF5 -
KM1 0.923** | 0.86 | 0.92 0.95 Yes Yes Yes
* 5 5 0.922 1
Knowledge KM2 0.925**
Management *
KM3 0.942**
*
FP1 0.827 0.40 | 0.64 0610 0.65 Yes Yes Yes
Fi ial 5 4 0
inancia FP2 0.847**
Performanc *
¢ FP3 0.877%
*
FP4 -
Operational OP1 0.822 0.53 O.gZ 0.840 0.589 Yes Yes Yes
Performanc opP2 0.868*
e *
OP3 0.859**
OP4 -
OP5

Note: *** = p < 0.01. —* discarded items during confirmatory factor analysis due to poor
loading




Discriminant Validity

According to Table 4 below, the Fornell-Larcker (1981) criterion is met since the square root
of the AVE (presented diagonally in bold style) for each latent variable is larger than the inter-
construct correlation for each construct in the measurement model. To further demonstrate its
superiority over the Fornell and Larcker (1981) method, the heterotrait-monotrait (HTMT)
correlation ratio was offered as an alternative (Henseler et al., 2015). Values for HTMT in the
measurement model are shown to be less than 0.9 in Table 4.9, as recommended by Kline

(2005). This proves that our model's variables can be clearly separated from one another.

Table 4: Discriminant Validity (Fornell-Larcker Criterion)

Variables CR CRM FP OP
a

Corporate Reputation 0.805

Customer Relationship Management (CRM) 0.544 0.673

Financial Performance 0.409 0.352 0.647

Operational Performance 0.488 0.303 0.637 0.860

Table 5: Discriminant Validity (HTMT ratio)

Variables CAD CSR EDIT FRP

Corporate Reputation

Customer Relationship Management (CRM) 0.616

Financial Performance 0.597 0.550

Operational Performance 0.567 0.348 0.626

Collinearity Test

Finally, the variance inflation factor (VIF) is calculated for each independent variable to
evaluate collinearity between and among predictors. All VIF values in Table 6 below were less

than 5.0, so collinearity and multicollinearity are not present, as reported by Hair et al. (2017).

Variables CR CRM FP OP
CRM Organization - 2.262

Corporate Reputation - - 1421 1.421
Customer Relationship Management 1.000 - 1.421 1.421
Financial Performance - - -
Key Customer Focus - 4524 - -
Knowledge Management - 4.394 - -
Operational Performance - - - -
Technology-Based CRM - 1.067 - -

Structural Model Assessment
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The model depicted in this study is being evaluated using the R2, beta, and t-values, as well as
the effect size (f2) calculated by bootstrapping with 2,000 replicates. This is in accordance with
Hair et al. (2019). Customer relationship management (CRM) was found to have a positive and
substantial influence on financial Performance (FP: = 0.185; t: = 2.187) but no effect on
operational Performance (OP: = 0.035; t: = 0.580). Moreover, the study found that CRM has a
favorable effect on CR (= 0.544; t = 7.382), validating the second hypothesis. Nonetheless, H3
testing revealed that CR had a positive and statistically significant effect on both FP and OP (=
0.308; t = 4.589; t = 8.757).

Hypothesis 4 also found that there is a substantial indirect association between the CRM-FP
path (= 0.158,t=3.912, p 0.05) and the CRM-OP path (= 0.223, t = 5.501, p 0.05). The overall
impacts of the exogenous latent variables were found to be modest, with an R2 value between

0.191 and 0.296, and the study's hypothesized routes are supported with the exception of H1B.

Consequently, in addition to the beta coefficients, statistical significance (P-value), and
variance explained, Sullivan and Feinn (2012) recommend reporting the substantive
significance (f?) to indicate the genuine size of the observed effects (R-square). The relative
sizes of the direct and indirect impacts are displayed in Table 7 below. Cohen (1988) suggests
using a f-square value between 0.02 and 0.15 to measure the effect size of a causal pathway; in
this case, the effect sizes of the CRM FP and CR FP pathways were moderate (f2 = 0.295) and
high (f2 = 0.296), respectively.

When considering the global goodness-of-fit (GoF), which can be obtained by model fit tests
or the application of fit indices, indicators like the SRMR and the normal fit index (NFI) become
important. Model fit was determined to be statistically significant (SRMR =0.073; NFI =0.725)
by Henseler, Hubona, and Ray (2016).

Table 7: Results of the Path Analysis

Hypothesis Model Fit Indices: SRMR=0.073; NFI = 0.725; Chi-square =1592.041
Direct Effects Std. t-value | P-values 2 R? Decision
Beta
Hila: CRM—=FP 0.185 2.187*** 0.029 0.030 0.191 Supported
Hib: CRM—O0OP 0.053 0.580*** 0.562 0.003 0.240 | Not Supported
H2: CRM—=CR 0.544 7.382%*%* 0.000 0.421 0.296 Supported
H3a: CR—FP 0.308 4.589*** 0.000 0.083 0.191 Supported
H3b: CR—=0OP 0.459 8.757*** 0.000 0.195 0.240 Supported
Indirect effect (Mediation)




H4a: CRM—CR—FP 0.158 3.912%**

0.000

Full mediation

Supported

0.223 5.501***

H4b: CRM—=CR—OP

0.000
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DISCUSSION OF FINDINGS

Empirically, the existing literature confirms that CRM techniques improve organizational
Performance and bank reputation (Akroush et al., 2011; Sin et al., 2005). Furthermore, result
confirms the role of company reputation as a mediator between CRM practices and bank
profitability. The research didn't fully support the positively insignificant link between CRM
and OP, implying that the operational Performance of banks in Cameroon is not adequately
influenced by CRM practices, whereas CRM practice has been shown to significantly influence

the financial Performance of banks.

Napra's (2000) and wang et al. (2002) research strongly confirms and supports the second
hypothesis revealing that a good CRM practice improves the reputation of the banks. The ability
of the bank employees to be customer-focused, CRM organized, highly knowledgeable in CRM
practices, and ability to employ technology-based CRM will definitely create a distinct good

image, which will help to create high retention among actual customers and potential customers.



Hypothesis three depicts the relationship between corporate reputation and the Performance of
banks. However, it was evidenced that CR greatly influences financial Performance and
operational Performance. This is supported by studies conducted by Napra (2000) and Rose and
Thomsen (2004), revealing that a good reputation improves financial Performance, as well as
operational Performance is greatly improved as a result of good corporate reputation by the

employees of the banks and organization at large.

The fourth hypothesis seeks to assess the impact of a company's reputation on CRM and bank
performance. Figure 4.2 shows that CR mediates the link between CRM and FP (B = 0.158,
t=3.912, p<.001) and OP (B = 0.223, t=5.501, p<.001).

This study investigated whether corporate reputation may explain how customer relationship
management influences both financial and operational Performance and, if so, to what extent.
Customers and bank workers must have a high level of customer focus in order for CRM to
have much of an impact on bank performance, according to the study's findings. To put it

another way, CR acts as a buffer between CRM and the bank's Performance.

According to Eberl and Schwaiger (2005), this study found that corporate reputation has an
indirect impact on CRM and bank performance. The Cameroon setting, on the other hand,
showed that the reputation of banks as corporate entities indirectly influences and instills the
skill of creating relationships with customers to increase Performance and sustain competition.
It is evident that banks support their workers in creating an interpersonal environment for
clients, where customer satisfaction is high, and retention is considerably achieved through the

crucial function of the bank image (CR).

CONCLUSIONS

This research backs up the resource-based view theory's claim that effective customer
relationship management is a significant sign of business success, which in turn leads to better
financial Performance but doesn't have much of an effect on operational Performance in
Cameroonian banks. The researcher concluded that the links between CRM and Performance
are highly significant with the presence of a good corporate reputation. Possible methods of
implementing CRM practices are suggested based on the study's inferences; as a result, the bank
needs encouraging policy, procedure, and working guide recommendations to boost its

Performance, especially operational Performance, as the sole goal of CRM is to build and
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maintain a base of committed, profitable customers. According to the description, retail banks
in Cameroon could benefit from better customer relationship management strategies that would
make them more sustainable in the long run, as well as a reevaluation of their policies for
attracting and keeping customers. The study's conclusions affect bank managers. According to
conceptual and empirical studies, the researcher determined the important CRM dimensions
needed to improve bank performance: CRM organization, including customer focus,
knowledge management, and technology-based CRM. These dimensions help bank managers
construct a CRM that builds lasting client relationships. The researcher recommends the usage
of data from approaches such as longitudinal survey design to address the drawbacks of cross-

sectional and self-reported approaches adopted in this study.

BIBLIOGRAPHY

Abdul Alem, M & Basri, B,R. (2012). Customer Relationship Management (CRM) in the Hotel
Industry: A Framework Proposal on the Relationship among CRM Dimensions,
Marketing Capabilities and Hotel Performance. International Review of Management
and Marketing, 2(4) 220- 230.

Adiele, K.C. Revd. J. M. & Didia, J.U.D, (2011). The Impact of Corporate Citizenship on
Business Performance: Marketing Implications for Nigerian Organizations. Benin
Journal of Social Sciences, 19(1 & 2), 319-330.

Akinboade, O. A., & Kinfack, E. C. (2014). Financial sector development indicators and
economic growth in Cameroon and South Africa. Social Indicators Research, 115(2),
813-836.

Anderson, J. C. & Gerbing, D. W. (1988). Structural equation modeling in practice: A review
and recommended two-step approach. Psychological Bulletin, 103(3), 411.

Aribaba, F. O., Ahmodu, O. A., Olaleye, B. R & Yusuff, S. A. (2019). Ownership Structure and
Organizational Performance in Selected Listed Manufacturing Companies in Nigeria.

Journal of Business Studies and Management Review, 3(1), 9-14.

Aribaba, F. O., Oladimeji, M. S., Ahmodu, O. A,, Yusuff, S. A. & Olaleye, B. R. (2019). Fraud

Occurrence and Financial Performance of Listed Deposit Money Banks in Nigeria.



POLAC International Journal of Contemporary Accounting and Security Studies
(PIJOCASS), 4(1). ISSN: 2636-7076, Nigeria.

Arilesere, M.S., Olaleye, B.R., Asaolu, A.A., & Akienabor, E. (2021). Digital Electronic
Payment and Bank Performance in Nigeria. Annals of Spiru Haret University. Economic
Series, 21(4), 327-340.

Asiegbu, F.,Awa, H.,Akpotu, C., &0Ogbonna, U.(2011). Salesforce competence development
and marketing Performance of industrial and domestic products firms in Nigeria. Far East
Journal of Psychology and Business, 2 (3), 43-59.

Avom, D., & Eyeffa, S. (2007). Quinze ans de restructuration bancaire dans la CEMAC:

Qu’avons-nous appris?. Revue d’e’conomie financie're, 89, 183-205.

Bhattacharya, A. (2011) Preeminent Analysis of Customer Relationship Management (CRM).

International Journal of Research in Management & Technology, 1 (1),45-51.

Blery, E. & Michalakopoulos, M. (2006). Customer relationship management: A case study of
a Greek bank. Journal of Financial Services Marketing, 11(2), 116-124.

Bohling, T., Bowman, D., LaValle, S., Mittal, V., Narayandas, D., Ramani, G., & Varadarajan,
R. (2006). CRM implementation: Effectiveness issues and insights. Journal of Services
Research, 9(2), 184-194.

Boulding, W. & Staelin, Ehret, M. & Jonson, W. (2005). A Customer Relationship
Management Road Map; What is Known, Potential Pitfalls and Where to Go. Journal of
Marketing, 69(4), 155-166.

Brassington, E., & Pettit, S. (2000) Principles of Marketing (Tenth Edition), London: Prentice
Hall.

Campbell, A. J. (2003). Creating Customer Knowledge Competence: Managing Customer
Relationship Management Programs Strategically. Industrial Marketing Management,
32(5), 375-383.

Chan, J. O. (2005). Toward a unified view of customer relationship management. The Journal

of American Academy of Business, pp. 32—38.

Chin, W. W. (1998). The partial least squares for structural equation modeling. In Marcoulides,
G.A. (Ed.), Modern Methods for Business Research, Mahwah, NJ, Erlbaum, pp. 295-336.



GAU Journal of Social Science
ISSN: Pending E-ISSN: Pending | Volume 01: Issue 01

Davenport, T. H., & Beers, M. C. (1995). —Managing information about processes. Journal of

Management Information Systems, 12: 57— 80.

Day, G. S., & Van den Bulte, C. (2002). Superiority in customer relationship management:
Consequences for competitive advantage and performancel Working paper, Wharton

School of Economics, University of Pennsylvania

Dijkstra, T. K. & J., Henseler (2015). Consistent Partial Least Squares Path Modeling. MIS
Quarterly, 39(2), 297-316.

Drew, J. H. & Buttle F. (2001). Targeting Customers with Statistical and Data Mining
Techniques. Journal of Service Research, 3, 205-220.
Dutu, C., Halmajan, H. (2011). The Effect of Organizational Readiness on CRM and Business

Performance. International Journal of Computers, 1(2), 106-114.

Eberl, M., & Schwaiger, M. (2005). Corporate reputation: disentangling the effects on financial

Performance. European Journal of Marketing.

Etzion, O. & Gummerson, E. (2005). E-clu: A Modeling Approach for Customer Lifetime

Evaluation in e-commerce Domains with an Application and Case Study for Online action.
Information systems frontiers, 7:421-434.

Farrell, M., & Oczkowski, E. (2002). Are Market Orientation and Learning Orientation
necessary for superior organizational Performance? Journal of Market Focused
Management, 5, 197-217.

Fornell, C. & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable

Variables and Measurement Error. Journal of Marketing Research, 18: 39-50.

George, D., & Mallery, M. (2010). SPSS for Windows Step by Step: A Simple Guide and
Reference, 17.0 update (10a ed.). Boston: Pearson.

Giannakis, C., & Boutsouki, C. (2014). Customer relationship management in the era of social
web and social customer: an investigation of customer engagement in the Greek retail

banking sector. Procedia-Social and Behavioral Sciences, 148(2), 67-78.

Gotsi, M. and A. M. Wilson (2001). Corporate reputation management: living the brand.
Management Decision, 39: 99-104.



Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The effects of customer satisfaction,
relationship commitment dimensions, and triggers on customer retentionl. Journal of

Marketing, 69(4), 210—-218.

HairJ. F.,G. T. M. Hult, C. M., Ringle & M., Sarstedt (2017). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM), 2nd ed., Sage, Thousand Oaks, CA.

Hair, J. F., Sarstedt, M. & Ringle, C. M. (2019). Rethinking some of the rethinking of partial

least squares. European Journal of Marketing, Forthcoming.

Hair, Jr JF, Money, A. H., Samouel, P & Page, M. (2007). Research Methods for Business, John
Wiley and Sons Ltd. Chichester, UK.

Hammer, M. (1996). Beyond Reengineering: How The Process-Centered Organization Is
Changing Our Work and Our Lives. New York: HarperCollins

Henri, J.F. (2004). Performance measurement and organizational effectiveness: bridging the
gap. Doctoral Thesis.Université Laval. Québec. Canada.

Henseler, J., Hubona, G. & Ray, P.A. (2016). Using PLS path modeling in new technology
research: updated guidelines. Industrial Management and Data Systems, 116(1), 2-20.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant
validity in variance-based structural equation modeling. Journal of the Academy of
Marketing Science, 43(1), 115-135.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path
modeling in international marketing. In: Sinkovics, R.R. and Ghauri, P.N. (eds.), New
Challenges to International Marketing. Bingley: Emerald Group Publishing Limited, pp.
277-319.

Hoseini, S. H. K., & Naigj, A. K. (2013). Customer relationship management and organizational
Performance: A conceptual framework based on the balanced scorecard (Study of Iranian
banks). IOSR Journal of Business and Management (IOSR-JBM), 10(6), 18-26.

Igbinoba, E. (2020). Cameroon's banking sector - weathering the storms of COVID-19 and low

oil prices. 22 July 2020 https://www.diligenciagroup.com/blogs/cameroon-s-banking-

sector-weathering-the-storms-of-covid-19-and-low-oil-prices



https://www.diligenciagroup.com/blogs/cameroon-s-banking-sector-weathering-the-storms-of-covid-19-and-low-oil-prices
https://www.diligenciagroup.com/blogs/cameroon-s-banking-sector-weathering-the-storms-of-covid-19-and-low-oil-prices

GAU Journal of Social Science
ISSN: Pending E-ISSN: Pending | Volume 01: Issue 01

Injazz, Karen, J. Perrien, P. Filiatrault, & L. Ricard. (2004). Relationship Marketing and
Commercial Banking: A Critical Analysis. International Journal of Bank Marketing, 10,
25-29.

International Monetary Fund (2007). Cameroon: Selected Issues. Working paper Country
Report No. 07/287.

International Monetary Fund (2021). World Economic Outlook: Managing Divergent
Recoveries. Washington, DC, April.

Irigat, R. A., & Dagar, M. A. A. (2017). The Impact of Customer Relationship Management on
Long-term Customers’ Loyalty in the Palestinian Banking Industry. International
Business Research, 10(11), 139.

lyer, P., Arezoo, D. & Paswan, A. (2016). Green products: Altruism, economics, price fairness,

and purchase intention. Social Business, 6(1), 39-64.

Jones, E., Sundaram, S., & Chin, W. (2002). Factors leading to sales force automation use: a
longitudinal analysis. Journal of Personal Selling and Sales Management, 22(3),
145-156.

Kamakura, W. A., Mittal, V., de Rosa, F., & Mazzon, J. A. (2002). Assessing the service profit
chain. Marketing Science, 21(3), 294-317.

Kasim, A., & Minai, B. (2009). Linking CRM strategy, customer performance measure, and
Performance in the hotel industry. International Journal of Economics and Management,
3(2), 297-316.

Kebede, A. M. & Z. L. Tegegne (2018). The effect of customer relationship management on
bank performance: In the context of commercial banks in Amhara Region, Ethiopia,
Cogent Business & Management, 5:1,1-9.

Kebede, A. M., & Tegegne, Z. L. (2018). The effect of customer relationship management on
bank performance: In the context of commercial banks in Amhara Region, Ethiopia.
Cogent Business & Management, 5(1), 1499183.

Khaligh, A., Miremadi, A., & Aminilari, M. (2012). The Impact of eCRM on Loyalty and
Retention of 90 mas.ccsenet.org Modern Applied Science Vol. 11, No. 12; 2017



Customers in lranian Telecommunication Sector. International Journal of Business
Management, 7(2), 150-162.

Kline, R. B. (2005). Principles and Practice of Structural Equation Modeling. Fourth Edition,
The Guilford Press, New York London.

Kohli, R., Piontek, F., Ellington, T., VanOsdol, T., Shepard, M., & Brazel, G. (2001). Managing
customer relationships through e-business decision support applications: A case of

hospital— physician collaboration. Decision Support Systems, 32(2), 171- 187.

Kotler, P. & Armstrong, G. (2010) Principles of Marketing 13th edition Pearson Education, Inc.
Upper Saddle River New Jersey USA. ISBN-13:978-0-13-700669-4/10987654321.
Kotler, P. John T. Bowen & James C. Makens (2010). Marketing for Hospitality and Tourism.
5t edition, Pearson Education, Inc. Upper Saddle River, New Jersey, USA. ISBN-13:
978-0-13-245313-4.

Lindgreen, A., Palmer, R., Vanhamme, J. & Wouters, J. (2006). A relationship management
assessment tool: Questioning, identifying, and prioritizing critical aspects of customer

relationships. Industrial Marketing Management, 35(1), 57-71.

Lorino, P. (2001). Le Balanced Scorecard revisité :Dynamiquestratégique et pilotage de la
performance. 22éme Congrés de 1’ AssociationFrangaise de Comptabilité. Metz. France.

Martin, R. Oliver, S. & Jacquelyn S.T. (2010). Customer Relationship Management and Firm
Performance The Mediating Role of Business Strategy. Journal of the Academy of
Marketing Science, 38: 26-346.

Matina G., Mazyar, G. N., & Iman A. (2020). Knowledge management orientation and
operational performance relationship in medical tourism (overview of the model
performance in the COVID-19 pandemic and post-pandemic era. Health Services
Management Research. 0(0) 1-15.

Mithas, S., Krishnan, M. S., & Fornell, C. (2005). Why do customer relationship management
applications affect customer satisfaction? Journal of Marketing, 69(4), 201-209.

Mohammed, A., Rahid, B., & Tahir. (2014). Customer relationship management (CRM)
technology and organization performance: Is marketing capability a missing link? An
empirical study in the Malaysian hotel industry. Asian Social Science, 10(9), 197-212.

Nakra, P. (2000). Corporate reputation management: CRM with a Strategist Twist. Public
Relations Quarterly, 35-42.



GAU Journal of Social Science
ISSN: Pending E-ISSN: Pending | Volume 01: Issue 01

Nazir, S., Khan, S., Jamil, R. A., & Mehmood, Q. S. (2014). Impact of customer relationship
management on customer gratification in the hoteling industry. Journal of Management
Info, 3(1), 84-98.

Newell, F. (2000). Loyalty.com: Customer Relationship Management in the New Era of Internet
Marketing, McGraw-Hill, New York, NY.

Niculescu, M., Lavalette, G. (1999). Growth strategies (in Romanian Strategii de croissance).
Bucharest. Economica Publishing House.

Njinkeu, D. (1997). Impact of the banking sector reforms in francophone Africa. African
Development Review, 9(1), 113-155.

Nwokah, G. & N. Opara (2004) Customer Relationship Management and Banking Performance
in Nigeria.

Nyamao, N. R., Patrick, O., Martin, L., Odondo, A. J., & Simeyo, O. (2012). Effect of working
capital management practices on financial Performance: A study of small-scale
enterprises in Kisii South District, Kenya. African journal of business management,
6(18), 5807-5817.

O'Sullivan, D. & Abela, D. (2009). Marketing performance measurement ability and firm
Performance. Journal of Marketing, 7, 79-93.

Olaleye B. R. (2017). Inventory Management and Performance in Agro-allied Industry in
Southwestern Nigeria. M.Sc. Thesis, Department of Management and Accounting,
Obafemi Awolowo University lle-Ife, Osun State/Nigeria.

Olaleye B. R. (2022). Strategic Thinking and Innovation Performance; The Mediating Role of
Absorptive Capabilities. PhD thesis submitted to the Institute of Graduate Studies and
Research, Girne American University Cyprus. Pg 1-143

Olaleye, B. R., B. O. Ali-Momoh, A. Herzallah, N. Sibanda & Aminat F. A. (2021).
Dimensional Context of Total Quality Management Practices and Organizational
Performance of SMEs in Nigeria: Evidence from Mediating Role of Entrepreneurial
Orientation. International Journal of Operations and Quantitative Management, 21(4),
399-415.



Olaleye, B. R., Bojuwon, M., Ibrahim, R. I. M. & Ali-Momoh, B. O. (2021) Nexus between
strategic thinking, competitive intelligence, and innovation capability: Managerial
support as a moderator. Journal of Intelligence Studies in Business, 11 (3) 27-41.

Olaleye, B. R., M. Akkaya, O. L. Emeagwali, R. I. Awwadd & S. Hamdane (2020). Strategic
Thinking and Innovation Performance; The Mediating Role of Absorptive Capabilities.
Revista Argentina de Clinica Psicoldgica, 29(5), 2030- 2043.

Oliver, Richard L. (1999). Whence Customer Loyalty? Journal of Marketing, 63, 4 (Special
Issue), 33-44.

Palmatier, R. W., Scheer, L. K., Houston, M. B., Evans, K. R., & Gopalakrishna, S. (2007). Use
of relationship marketing programs in building customer-salesperson and customer-firm
relationships: Differential influences on financial outcomes. International Journal of
Research in Marketing, 24(3), 210—223.

Parvatiyar, A. & Sheth, J. (2004). Conceptual framework of customer relationship management.

Payne, A. & Frow, P. (2005). A Strategic Framework for Customer Relationship Management.
Journal of Marketing, 69:167-176.
Plakoyiannaki, E., & Tzokas, N. (2002). Customer relationship management: A capabilities

portfolio perspectivel, Journal of Database Marketing, 9(3), 228-237.

Podsakoff, P., MacKenzie, S., Lee, J., & Podsakoff, N. (2012). Sources of method bias in social
science research and recommendations on how to control it. Annual Review of
Psychology, 63, 539-69.

Reinartz, W. J., Krafft, M., & Hoyer, W. D. (2003). Measuring the customer relationship
management construct and linking it to performance outcomes. Working Paper Series of

the Teradata Center for Customer Relationship Management, Duke University.

Reinartz, W., & Kumar, V. (2000). On the profitability of long lifetime customers: An empirical

investigation and implications for marketing. Journal of Marketing, 64: 17-35.

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The customer relationship management
process: Its measurement and impact on Performance. Journal of Marketing Research,
XLI, 293-305.

Rigby, D. K., Reichheld, F. F. & Schefter, P. (2002). Avoid the four perils of CRM. Harvard
Business Review, 80(2), 101-109.



GAU Journal of Social Science
ISSN: Pending E-ISSN: Pending | Volume 01: Issue 01

Rose, C., & Thomsen, S. (2004). The Impact of Corporate Reputation on Performance: Some

Danish Evidence. European Management Journal, 22(2), 201-210.

Rotimi, O., Olusola, I.E., Olusegun, E.A., Oluwayemisi, A.M.B., Rildwan, O.B., Rahmon,
T.A., & Gbenga, A.C. (2021). Public financial management tools and Performance in
Nigeria's public sector. Academy of Accounting and Financial Studies Journal, 25(S4),
1-15.

Sayani, H. (2015). Customer satisfaction and loyalty in the United Arab Emirates banking
industry. International Journal of Bank Marketing, 33(3), 351-375.

Seier, E. (2011). Normality Tests: Power Comparison. In: Lovric M. (eds) International
Encyclopedia of Statistical Science. Heidelberg: Springer.

Selim, A., Ashour, A. & Bontis, N. (2007) Human Capital and Organizational Performance: A
Study of Egyptian Software Companies. Management Decision, 45, 789-801.

Sigala, M. (2005). Integrating customer relationship management in hotel operations
managerial and operational implications. International Journal of Hospitality
Management, 24(3), 391-413.

Sin, L. Y., Alan, C. B., & Yim, F. H. (2005). CRM: conceptualization and scale development.
European Journal of Marketing, 39 (11/12), 1264-1290.

Sullivan, G. M., and Feinn, R. (2012). Using Effect Size-or Why the P-Value Is Not Enough.
Journal of graduate medical education, 4(3), 279-282.

Thode, H. C. (2011). Normality Tests. International Encyclopedia of Statistical Science,
999-1000.
Verhoef, P. C. (2003). Understanding the effect of customer relationship management efforts
on customer retention and customer share development. Journal of Marketing, 67: 30—
45,

Vilain, L. (2003). Le pilotage de [’entreprise :['utilisation d’un tableau de bordprospectif.
These professionnelle.MastereSpécialiseHEC. Ecole des Mines de Paris.

Wang, C. L., & Ahmed, P. K. (2004). The development and validation of the organizational
innovativeness construct using confirmatory factor analysis. European Journal of

Innovation Management, 7:303-313.



Wang, K., & Lin, C. L. (2012). The adoption of mobile value-added services: Investigating the
influence of IS quality and perceived playfulness. Managing Service Quality: An
International Journal, 22(2), 184-208.

Wang, Y. Lo, H.P.; Chi, Y.Y. (2004) An Integrated framework for customer relationship
management performance: A Customer-Base perspective from China.

Wang, Y., Kandampully, J. A., Lo, H. P., & Shi, G. (2006). The roles of brand equity and
corporate reputation in CRM: a Chinese study. Corporate Reputation Review, 9(3), 179-
197.

Winer, R. S. (2001). A framework for customer relationship management. California
Management Review, 43(4), 89—105.

Wunde, K. (2001). An analysis of deepening in the Cameroon’s financial sector. South African
Journal of Economic History, 16, 224-238.

Wurgler, J. (2000). Financial markets and the allocation of capital. Journal of Financial
Economics, 58, 187-214.

Yao, H. I., & Khong, K. W. (2012). Customer relationship management: is it still relevant to
commercial banks in Taiwan? International Journal of Business and Management, 7(1),
151-160

Yi-Feng Y. (2012) Service capabilities and customer relationship management: an investigation
of the banks in Taiwan, The Service Industries Journal, 32:6, 937-960.

Zhihong, L., & Djondzo, A. (2019). The impact of customer relationship management on
enhancing the customer's loan satisfaction in commercial banks in Cameroon. European

Journal of Business and Management, 11(12), 190-201.

Zikmund, W. (2000). Business research methods, 6th ed, The Dryden Press.



	BIBLIOGRAPHY

