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ABSTRACT

This research assesses the impact of Customer Relationship Management practices on product delivery and
sales performance at Shoprite Holdings PLC in Nigeria. Five dimensions of CRM like consumer
interaction, information sharing, long-term customer relationship, problem-solving and usage of technology
have been assessed to know its impact on product delivery and sales performance. This research has used
the quantitative approach for gathering the relevant data from the randomly chosen sample size of 100
employees working in various departments of Shoprite Holdings PLC. The results also show very strong,
positive correlations between all of the CRM practices investigated with business performance. Notably,
long-term relationships had the most profound impact on sales efficiency since its variance was 78.3%
explained by it. Mutual problem-solving activities impacted product delivery success very strongly since
its variance was 67.3% explained by it. Consumer interaction and information sharing also revealed positive
impacts on product delivery efficiency. While technology usage affected competitive advantage positively,
its influence was relatively moderate when compared to others. It applies to the results of this paper, which
show clearly the need for a holistic approach to CRM in retail. Based on this, strategies have to be long-
term in their orientation and be such that they foster customer relationships and solve problems together.
This study thus informs about how effective CRM is in developing markets. It holds valuable insights for
retail managers as well. This research provides guidelines about how to balance technology and human-

orientations, relevant in retailing practices, within their respective CRM strategies.
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CHAPTER ONE

INTRODUCTION

1.1 Background

Customer Relationship Management (CRM) has emerged as a vital corporate strategy, especially in the
retail industry, as organizations look for ways to improve customer satisfaction, customer retention and
organizational effectiveness (Gazi et al., 2024). This idea originated in the 1980s with the concept of
relationship marketing that replaced the view of a client as an occasional buyer, but a long-term partner
(Malhotra & Agarwal, 2020). The basic assumption was that the company could cut its costs significantly
if it focused on the clients it already had. Historically, these were simple systems that only documented
customer interactions and preferences. Still, with the application of information technology in the mid-
1990s, early CRM systems began to automate and integrate all customer-related processes (Edlund et al.,
2020).

CRM has always been a response to technological advancements, as changes in consumers' behavior impact
this concept. Al and machine learning are advancing CRM especially due to the possibility of engaging the
client in a highly targeted and preemptive manner. These technologies seek to utilize patterns and trends in
the large datasets collected to assist in the prediction of customer requirements (Reddy, 2021). Chatbot or
virtual assistant helps to answer the customer questions which is time-saving and also helps the customers

with their queries, thereby increasing customer satisfaction (Krishnan et al., 2022).

A second important and related emerging practice is omnichannel CRM which focuses on the synchronised
interconnection of many customer communication channels that include physical stores, websites, social
networks, and applications (Verhoef, 2021). It results in the customers' data storage in one place and their
availability across different communication channels used by a business, thus promoting consistent and
focused communication with clients. Additionally, the role of Customer Experience Management (CEM)
as a strategic management approach emphasizes the improvement of every interaction that a customer has

with the organisation from the beginning of their relationship until after the purchase (Hwang & Seo, 2016).

The retail sector is highly competitive and highly sensitive to change in every aspect of consumers' lives
and therefore is among the sectors that would greatly benefit from proper CRM techniques. It enables
retailers to acquire more insights about their customers, offer goods and services that are preferred by the

customers, and work in a more optimized manner (Kumar et al., 2023). Knowledge refers to customers'
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preferences, buying habits, and feedback about the products and services that the organization offers are
gathered by CRM systems, which means that retailers can get considerable knowledge, garnered from

customers that can be utilized to market and sell their products and services (Hossain et al., 2020).

CRM also promises better customer retention as customers are encouraged to stick with the supplier's
products by offering unique experiences. Mailing lists, promotional offers, and effective customer services
are some ways in which CRM can help increase the level of customer retention (Liljander & Tdrmélehto,
2008). Another advantage is increased operational performance, which CRM systems help achieve by
eliminating the inefficiencies associated with customer orders and delivery, inventory, and customer service
departments to increase operational expenses while enhancing the efficiency of the organizational
functioning (Bhadkamkar et al., 2022).

Even more, effective CRM strategies facilitate sales through the discovery of opportunities for upselling
and cross-selling. Direct recommendations, targeted advertisements and timely calls to action help
consumers make repeat purchases or recommendations, thus increasing sales and profitability
(Azizkhonovna, 2023). In a very competitive retail environment, effective customer management made
possible by CRM systems may help position retail establishments away from competitors while at the same

time improving customer satisfaction (Venkatesan, et al., 2022).

However, the implementation of CRM is not without its difficulties. One of the significant difficulties can
be seen in the migration of data from several databases into one CRM system. Inadequate or even
interrupted information can pose problems for the execution of CRM strategies (Zulyanti & Irawan, 2023).
Consumption constitutes another major concern since CRM success involves the use by all the members of
the organization. Employees at the Human Resources Management (HRM) end require training and
encouragement to adapt to using this new CRM system, which is a core part of change management
processes (Sittrop & Crosthwaite, 2021). The next challenge is customization, every company is unique
and functions differently, and this has to be incorporated into the CRM as most times, it is difficult to get
the right balance that is standard (Rane et al., 2023).

1.2 Justification for the Study

The justification for this study is grounded in both practical and theoretical considerations, emphasizing the

significant role of CRM in enhancing business outcomes, particularly in product delivery and sales.
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Practical Justifications

The retail industry constantly competes due to globalisation and advancements in digital commerce, thus
requiring constant strategy updates. CRM systems offer vital structures on mannerisms of customer
relations, which is important for customer loyalty and sales improvements (Homburg et al., 2017). Despite
literature outlining the versatility of CRM in recognizing customers' preferences and enhancing marketing
strategies, the literature has a research niche on analyzing its effects on SME retail businesses in developing
countries. This research therefore intends to fill this research gap by focusing on the subject of the
implementation of CRM in Nigerian retail SMEs given that the operational environments and resource
availability are likely to affect the application of CRM. Studying this under-researched context our research
may contribute to the understanding of how CRM is being adapted for similar emerging markets and may

shed light on new angles of CRM usefulness in the resource-scarce business contexts.

Theoretical Justifications

On a theoretical level, this research successfully fills gaps in the theoretical literature regarding the diverse
consequences CRM may have on getting products across to consumers and the process of selling them. As
for this present study, despite the little existing research in CRM, prior research leaned towards a mixed
perspective and analysed different sections of CRM on its own without simultaneously controlling for the
use of technology and operations together with the aspect of the customer relationship aspect as well as an
overall framework of CRM. This research study will seek to address this gap in the existing literature by
exploring how CRM not only impacts how customers are managed but also how it affects operations and

technology.

13 Scope and Site of the Study
Scope of the Study

This research aims at investigating CRM systems and the impact that they have on the delivery and sales
of products in the retail sector. Specifically, it investigates several key areas: First, it looks at how CRM
systems enable customer interactions which consist of personalized marketing techniques, improved
customer service, and feedback on product delivery and sales, then assesses the potential capabilities of the
techniques in achieving the sales goals of the firm. Second, the study examines how information sharing
using CRM contributes to marketing and sales to determine the impact of CRM on the general performance
and productivity of the organization as well as in the delivery of products. Third, it examines how CRM
systems enable organizations to foster and maintain customer relationships and directly examines the
systems' impact on repeat sales and loyalty. Fourth, the study examines how the implementation of CRM

systems supports the identification of problems collectively by companies and customers and possibly,
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improves product services and customer experiences. Finally, it evaluates the effects of adopting

sophisticated technologies such as Al and 10T in the delivery process of CRM systems and its sales results.
Site of the Study

The area of this research is a sample of cross-sectional retail firms in Nigeria. Given, Nigeria’s rapidly
growing economy and burgeoning retail sector, it seems a pertinent case to examine for current purposes.
In the general context of Nigeria's service industry, the supermarket retail chain Shoprite Holdings PLC
will be chosen as the primary subject of focus for the research (Shoprite, 2024). Based on the list of
characteristics, Shoprite remains an ideal research subject that has chain store operation, large market
coverage and evident CRM practices. Therefore, by concentrating on Shoprite as the respective
organization, the study will be able to obtain valuable information on how leading retail organizations

implement and use CRM systems.

1.4 Overview of the Dissertation Structure

This dissertation is organised into six chapters, each of which focuses on a different issue associated with
the goals of the research. The first chapter acts as an introduction, giving a summary of the study's history,
purpose, parameters, and research location. It presents the goals and research challenge, laying the
groundwork for the next chapters. The second chapter, the literature review, examines theories, models,
and empirical research to examine current knowledge on sales, product distribution, and CRM. Establishing
a theoretical framework and identifying gaps in existing research that the study seeks to fill are its two main
goals. Clarity and context for the inquiry are provided by Chapter Three, which expounds on the research
guestions presented in the study. The study's methodology, including research design, methodology, and
data collection strategies, is described in Chapter Four, Research Methodology. It covers sample plans, data
analysis techniques, and ethical issues in addition to defending the selected methodologies, which include
guantitative approaches. The results of the data analysis for the study are presented in Chapter Five, Data
Analysis and Findings. It provides a thorough examination of how CRM affects Shoprite Holdings PLC's
sales and product delivery in Nigeria. Results are analysed concerning the goals and study questions.
Discussion, Conclusions, and Recommendations are combined in Chapter Six. It summarises the study
results, makes judgements on how theory and practice should be affected, and offers doable suggestions for
improving CRM tactics at Shoprite Holdings PLC and other shops. The chapter also suggests some

directions for more study.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter offers an overview of Customer Relationship Management (CRM) by examining its conceptual
foundations, strategic applications, and empirical findings in a variety of sectors. Particular attention is
given to the implications of CRM for the retail industry. CRM is essential for improving organizational
performance, competitive advantage, and customer interactions. To highlight significant gaps and areas that
require more research, this paper synthesizes the available data on CRM techniques and their application

to retail settings.

2.2 Conceptual Review and Framework

As noted by Lindgreen et al. (2020), a conceptual framework can be regarded as a research summary.
Consequently, this concept serves the purpose of grounding the research in a specific framework. In this
particular research, the framework will include the following CRM components: information sharing,
customer interaction, long-term customer relationships, joint problem solving and technology against

product sales and delivery.
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Figure 1: Conceptual Framework

Source: (Author, 2024)

2.2.1 Customer Relationship Management (CRM)

Kumar and Misra (2020) propose a nuanced understanding of Customer Relationship Management (CRM),
delineating it into five distinct conceptualizations: from being an organized set of actions or steps used by
an individual or a team to being a way of approaching, and managing, and solving a certain kind of problem.
Both practices influence the way CRM is being rolled out by organizations and the general effectiveness of
such strategies. The process view looks at CRM as a set of processes meant for enhancing and maintaining
customer relationships that yield value. It aims for profitability and the strategic perspective considers CRM
as one of the most strategic company's strategies focused on the customers. The philosophical perspective
looks at CRM as an organizational culture aimed at creating long-term customer relations (Hanaysha et al.,
2022). From a capability perspective, CRM is defined as the activities and knowledge required to support

the creation and maintenance of such relationships in firms.
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On the other hand, Venkatesan et al. (2022) propose having a broader definition of CRM, where it is defined
as "the deliberate and company-wide activity of choosing customer segments that a firm can profitably
serve and managing the firm's relationships with these customers, to maximize current and future customer
value™ (p. 5). This definition builds on the fact that CRM is a strategic management method that is aimed

at obtaining the highest value for the client.

However, some research has shown that CRM as an idea is practiced poorly in some organizations.
Analyzing the literature, Deshmukh et al. (2020) found that more than half of the CRM projects are a failure,
which means that the intended CRM projects did not accomplish the set goals. This failure is blamed on ill-
defined objectives, technology dependency and lack of organizational accommodation. Such challenges
point out the fact that the implementation of CRM views into operation strategic business practices within

organizations has always been challenging.

2.2.2 Customer Relationship Management Categories

As suggested by Navarro et al. (2022), the CRM application framework should comprise both operational
technologies, or transaction-oriented business process management, and analytical technologies, or data
mart-centered business performance management. In addition, the organization needs to meet the
engagement requirement of its customers through multiple touch points using many forms of collaborative
tools. A balanced CRM strategy requires the implementation of all three sides of the CRM equation to

construct the CRM framework. CRM can be classified into three types:

Operational CRM: The objective is to integrate and deploy those firm processes which are otherwise
vertically integrated processes such as customer interfaces, sale points, accounts/Enterprise Resource
planning, and legacy systems (Tabim et al., 2021). Some of the most popular uses of CRM are related to
channel automation, call centre automation, sales automation, marketing automation, and proposal
generation. Operational CRM calls for technologies that directly relate to the customers, including sales
force automation to link the front, back, and mobile offices besides enterprise marketing automation, and
customer care support (Osterrieder, 2021). Operational CRM reflects the integration with finance and
Human Resource in Enterprise Resource Planning (ERP), offering full-cycle services from lead to order

managing (Navarro et al., 2022).

Analytical CRM: It is a strategic approach in which business organizations define customer data, access
data, and develop and implement strategies to benefit both the business and the customers (Khan et al.,
2020). CRM analytics can therefore be defined as all software applications that process and provide
information on customers of a company to enable management to make better and faster business decisions.

Today, most organizations have stored and maintained a massive stock of information regarding their
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suppliers, customers, and business associates (Navarro et al., 2022). The ability to find value in data
meanings and extract meaningful and valuable information makes the difference for a progressive and
successful enterprise. This involves collecting, retrieving, selecting, transforming, managing, and
interpreting data about the client for the corporate user. Among other things, the goal of these technologies
is to make customer preference, attitude, and behaviour inferences. They enable corporate customer service
managers to categorise and assess their clients as a strategic tool for competitive advantage (Annarelli et
al., 2020). Such a process demands that an organisation implement a customer intelligence management

framework.

Collaborative CRM: Collaborative CRM is about the systematic combination of methods and systems to
support business processes inside as well as among companies in marketing and managing customer and
partner relationships designed to create and sustain profitable business networks (Sarathy, 2022). In this
case, it further improves visibility relating to corporate activities such as sales, service, marketing, and
product development for better customer support. Some of them include partner relationship management
(PRM) software, portals and partners' consumer interaction centres (CIC), and partners' e-communities
(Udeh et al., 2024). Integrated CRM establishes the customer relationship system’s different interfaces for
direct customer engagement and supports cooperation among workers and interfaces. It is centred on
generating long-term business with customers by identifying their worth in repeat business past the first
sale. This approach provides a convenient way of working with customer data and communication with
other internal employees or divisions, mobile salesforces, partners, customers and so on (Whitburn et al.,
2020). In sum, the collaborative CRM enhances and diversifies customer service quality, customer
satisfaction, and customer loyalty across such departments as the sales department, the technical support

department, and the marketing department (Khatoon & Rehman, 2021).

2.2.3 Customer Relationship Management and Customer Knowledge Management

Managing customer knowledge is crucial for small and medium enterprises (SMEs), which rely on two
strategic resources: Customer knowledge management (CKM) and customer orientation (CO) (Fidel et al.,
2018). Several authors have noted that Customer Orientation and Innovation Orientation (10) are related
while Fidel et al, note that 10 can positively influence CKM and firm marketing outcomes. Customer
interaction and innovation sensitivity are considered crucial for improving business performance as a result
of better customer insight (Fidel et al., 2016). CKM is also identified as the resource, which has the strongest
positive relationship with the marketing operations of the firm, greater than Innovation Orientation, for
Castagna et al. (2020) and Fidel et al. (2016), enhancing the arguments for the integration and the
synchronised processes in the accumulation and use of customer knowledge.
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As a result of these global competitive challenges, firms are directing their attention to the management of
customer relations to maintain and increase revenues (Gomez, Cadogan, & Cullen, 2020). As a result,
organisational modelling has focused on customer-centered orientations as key tenets of contemporary
relationship marketing (Hamid et al., 2022). Some of the aspects stressed in relationship marketing include
the development of long-term business customer relations through constant enhancement of the quality of
customer service as it greatly influences customer satisfaction according to Mandal (2020). In the current
world, leading organizations employ CRM software systems to capture and analyze customers' data through
the application of IT support to improve customer relations (Batista et al., 2018). The last of the customer-
orientated marketing elements is customization, which is possible by the development of CRM systems and

their specific modifications to the customer's needs.

In the present context, CRM is a dominant tool in accomplishing and optimizing customer knowledge for
managing purchase-related experiences, and revenue generation and in increasing the overall level of
profitability (AlQershi et al., 2020; Diah et al., 2020). This is regarded as a competitive strategy aimed at
scouting, acquiring, nurturing, and maintaining strong customer relationships to increase customer loyalty
(AlQershi et al., 2020; Diah et al., 2020). It has been observed that effective organisations employ the most
profitable customers through usable CRM plans backed by customer databases and mass customisation
tools (Batista et al., 2018). Thus, the integration of CRM with CKM underlines its significance for updating
and utilising customers' knowledge for constant successful company functioning (AlQershi et al., 2020;
Diah et al., 2020).

2.24 CRM and Strategies

According to Mau et al (2018), CRM strategy entails using value to influence customer communications to
align them with the organization’s goals of promoting loyalty among the target consumers. Indeed,
organizations have positively transformed the ways they interact with their clients and realized their goals
with the help of CRM. The primary purpose of CRM is customer retention and satisfaction derived from
appropriate analysis of data and information regarding customers, which leads to the improvement of the
firms’ competitiveness on the international level (Soltani et al., 2018). It is possible to adopt CRM strategies
that integrate these aspects as the organizations’ personnel, processes, and technology work in harmony to

achieve this goal according to Byukusenge & Munene (2017).

CRM strategies are implemented based on the practices of customer relationship management and customer
orientation as several scholars have pointed out. Customer interaction and customer loyalty are central

measures in the assessment of the efficiency of CRM (Anees et al., 2020). Thus, the increase in customer
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retention and loyalty depends on the intensification of their relations because corporate strategies focused
on customer retention also impact cost reduction (Boadu & Achiaa, 2019). These CRM processes help
insurance firms to carry out customer-oriented activities, and solid customer relations, which are boosted
by effective communication due to advancements in technology (Anees et al., 2020; Hardjono & San,
2017).

Analyzing the need for CRM practices in competitive environments, it is stated that the practices in question
contribute to the creation of satisfied and loyal customers, as well as organizational development (Thaichon
et al., 2019). Strategic CRM approaches enhance the banks by improving customer loyalty, satisfaction,
efficiency, revenue, and organizational performance (Ackah & Agboyi, 2018). Nonetheless, some

advantages exist when it comes to the identification of bank fraud which is still a significant issue.

The appointment of service personnel for clients, information processing and control, CRM tools, and
techniques all help to determine customer loyalty levels and the rate of sales increase (Chetioui etal., 2017).
Finally, research has always revealed that customer acquisition and retention with banking organizations
require efficient and effective customer-focused services (Hafeez et al., 2018). Customers who are
effectively served by service staff that meet their needs help in customer retention and organizational
growth (Qi et al., 2020; Thaichon et al., 2019).

2.2.5 CRM in Retail Context

The retail industry especially emphasizes CRM because of the various and direct interactions between the
company and its customers. Cakiroglu and Cengel's (2020) retail customer experience management
framework includes all the retail mix components, although in this framework, CRM has a theoretical
perspective. This framework thus brings out the notion that it is possible to manage the whole journey of
the customer to improve their level of satisfaction and thus improve their loyalty. Omnichannel retailing is
another type of retail CRM, defined by Verhoefetal. (2015), where retailing is done using multiple channels
where channels and touchpoints have to be managed and coordinated. Such a model requires the integration
of data across the customer touch points in a manner that creates a harmonious environment for the customer
(Pantano & Milena, 2015).

Intelligent and self-learning capabilities have emerged as a key feature of the newer forms of retail CRM
offering customized customer experiences and experiences (Mishra, 2018; Grewal et al., 2017). Moreover,
loyalty programs that are not based on traditional methods but incorporate sophisticated analysis of the
customer database affect the enhancement of customer retention (Kumar & Reinartz, 2018). The use of

social CRM initiatives with the help of which organizations interact with the customers and capture
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feedback, has also become integrated (Alalwan et al., 2017). Moreover, mobile CRM techniques are more

significant as the customer is now relying more on mobile devices for shopping (Shankar et al., 2016).

Nevertheless, the discussed sophisticated CRM strategic approaches must consider the following ethical
guestions such as data privacy and data protection (Quach et al., 2022). These global trends present major
challenges in developing markets such as Nigeria, where there is low rigidity in technology and people’s
technological literacy differs from those in the developed countries as they call for adjustments in CRM
delivery. Consequently, the objectives of this study are as follows: To identify how these aspects of CRM
apply in the Nigerian retail context especially when examining Shoprite's operations to help fill the gap in
accurate understanding of CRM in more complex retail context. Thus, analysing Shoprite's business cases,
this research aims to enhance the knowledge of effective CRM implementations in the developing markets

category.
2.3 Theatrical framework
2.3.1 Relationship Marketing Theory

In CRM, a key theoretical model that originated from Berry (1983) and was later expanded by Gronroos
(1994) is known as the Relationship Marketing Theory (RMT). According to this theory, the idea is to
establish relationships that will endure with the customers, against fixing individual deals. Although RMT
gives sound grounds for applying CRM in retail, it is not without some issues. Harmeling et al. (2016) noted
that examining the existing body of research, the overall positive effect of relationship marketing on
performance is obvious; however, the variation of its effectiveness across contexts and relationship

marketing strategies is substantial.

The effect of RMT on the applicability of particular elements of RMT within the characteristics of retail
shops is expressed, in a study conducted by Gil-Saura et al. (2019), the authors point out that not all
customers are looking for long-term relationships with retailers especially in transactional retailing. This
implies that generality in relationship marketing within retail may not be useful. Additionally, due to the
increase in e-commerce, and the concept of omnichannel retailing, RMT becomes a bit unclear. Portes et
al. (2020) also admit that creating relationships with business partners in electronic networks that capture

face-to-face communication and raise the level of abased price transparency is not easy.

2.3.2 Resource-Based View (RBV)

The Resource-Based view developed by Barney (1991) explained that firms can attain sustainable

competitive advantage with the help of deploying valuable, rare, inimitable and non-substitutable resources.
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In the case of the current context which embraces CRM, the customer relationships besides the ability to
manage these relationships might be considered strategic resources. Thus, as an argument in favour of
investing in CRM capabilities, the RBV is rather persuasive, however, its practical use in the context of the
rapidly evolving environment of retail, as it was mentioned above, is not without problems. Concurring
with llmudeen (2021), it was highlighted that, sustaining competitive advantage from IT-enabled firm
capabilities such as CRM systems proves demanding because of the dynamic and fast-changing

environment filled with technological advancement and imitation rivalry from like-minded players.

However, the RBV has been criticised for the all-resources view being locked-in/static and not being able
to measure the 'flow' or dynamics of competitive spaces (Chumphong et al., 2020). Referring to Retail
CRM, this factor is rather crucial since the field is rather innovative and highly sensitive to changes in

technology as well as in the buyers' attitudes.

2.3.3 Technology Acceptance Model (TAM)

One of the most useful models, which sheds a lot of light on the factors that affect the adoption and usage
of innovative technologies, is the Technology Acceptance Model developed by Fred D. Davis in 1989.
TAM brings certain benefits when applied to the field of CRM in retailing organizations where technology
has become a key component of competing; the concept aids in providing information regarding adoption

problems and drivers.

According to TAM, perceived usefulness and perceived ease of use are cardinal influences on an
individual’s behavioural intention toward a technology. It has been used widely in the field of information
systems to forecast the acceptance levels as well as the actions of users. That is why its application to
complex, enterprise-wide, and comprehensive systems, for example, CRM has been a subject of criticism
concerning the oversimplified picture of the adoption. Academics such as Perez-Vega et al. (2022) propose
that this way, TAM is not sensitive to the various dimensions of the CRM adoption process, including the

organizational cultural ones.

Here CRM is not just a mere adoption of technology by the specific; it involves enormous cultural changes
among retail firms. Some of the challenges retailers may experience include: the following areas: how the
firm ensures that the CRM is integrated with the existing systems, attaining process alignment across the
departments of the firm, and the issue of culture to support customer-centre firm strategies. Although the
presented issues relate to organizations, these organizational difficulties cannot be solved with the help of

the traditional TAM model that targets acceptance on an individual level.
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However, Chen et al. (2021) stress that the original TAM can be limited to explain the organisations’ CRM
adoption. Elements such as top management support, personnel training, organizational readiness, and
perceived benefits of CRM implementations to the whole firm are some of the factors that define success
in CRM implementations in retail firms. These factors do not relate solely to perceived usefulness and ease
of use; therefore they are demanding additional perspective on the graduated acceptance of CRM in large-

scale organizations.

2.3.4 Stakeholder Theory

One of the most significant theories that can be applied to the field of CRM in retail environments is the
Stakeholder Theory that has been defined by Hannan and Freeman in 1984. Stakeholder Theory is similar
to the Shareholder Theory in the sense that it states that the main objective of businesses should be to
maximize stakeholders’ value. This can expand CRM strategies and how they are implemented since it
looks at relationships with employees, suppliers, the local community, and other stakeholders in addition

to the firm and its respective customers.

Failure to integrate Stakeholder Theory into CRM in retail results in adopting a limited perspective. Calza
et al. (2023) support the idea of stakeholder orientation in relationship marketing, pointing to the fact that
CRM agendas should also take into consideration the contribution of the stakeholders. It can contribute to
the development of more effective end lasting partnerships with all relation players and result in more

beneficial cooperation, commitment, and reinforcement from different groups for the retail organization.

However, as seen in this paper the management of the interests of multiple stakeholders within CRM
strategies raises several pertinent questions. It is recalled that self-interested behaviour by stakeholders may
make decision-making and business strategy formulation a thorny affair (Bongo & Sy, 2023). For instance,
when redesigning the CRM process to improve satisfaction levels, then it may sometimes conflict with
suppliers' or employees' conditions of work. Hence, conflicts of interest have to be managed wisely by the

retail organizations to seek a win-win solution to the satisfaction of all stakeholders.
2.4 Empirical Review
2.4.1 CRM Implementation in Retail

The relevant literature has explored the impact of CRM mainly in a retail setting. In a relevant review,
Jabado and Jallouli (2024) presented a systematic review of the CRM implementation regarding different
industries which involve the retail sector as well. Thus, they noted that the key factor in effective CRM
implementation is the understanding and management of technologies are offset by organizational factors

including culture, structure, and processes. However, they observed that most of the firm fails to attain this
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balance as most of them concentrate and buy different technologies forgetting organizational and strategic

aspects.

Dahab et al. (2023) provided an empirical study focusing on the retail industry and the implementation of
CRM with an emphasis on luxury retailing. They reported that despite organizations' widespread
implementation of CRM technologies, the adoption was mostly characterized by narrow applications of the
basic CRM capabilities including customer data management and categorization. Less developed and
frequently used applications involved operations such as the predictive analysis for targeted marketing.
This points to the fact that the potential for the use of CRM is not synchronizing with the actual usage of it

in retail contexts.

2.4.2 Impact of CRM on Customer Outcomes

Several works have been devoted to the analysis of the effects of CRM on customer-related performance
in the context of the retail industry. In a longitudinal study in the context of a retail environment, Gazi et
al. (2024) determined that affective commitment and perceptions of customer relations have positive effects
on customers' retention and customer share growth. Yet, the study demonstrated that CRM tools, namely
loyalty programs, barely influenced customer retention and did not affect customer share development to

the extent that was expected and believed among the firms applying these CRM instruments.

In another study carried out a few years back but relevant to this, Khan et al., (2020) in their conducted
analysis looked at the effect of CRM on customer loyalty specifically in retail banking. To their surprise,
they also discovered that CRM practices had a positive impact on customers' satisfaction and their level of
trust and therefore on their loyalty. They also found that CRM was effective in building customer loyalty
but they pointed out that this was contingency by customer value which means that probably CRM may

have to be done segment-wise.

Kumar and Mokha's (2022) research work measures the role of E-CRM on Customer Loyalty with the
mediating variable of Customer Satisfaction in the context of the Banking Industry. Consequently, the study
established that E-CRM and customer satisfaction influenced the customers' loyalty and customer

satisfaction partly explains the extent to which E-CRM affects customer loyalty.

Magatef et al. (2023) examined the effects of e-CRM strategies (functional and personal dimensions) on
the customer loyalty level in the Jordanian telecommunication industry. A functional dimension was a key
determinant of the customer loyalty levels and contributed positively to it while the personal dimension

produced an opposite effect on customer loyalty. Nevertheless, the functional as well as the personal
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dimension had a statistically significant impact on perceived CRM quality since it had a positive influence
on customer loyalty. It means that the functional dimension had an indirect effect on customer loyalty: the
improvement of the CRM quality has influenced the relationship between the personal dimension and

customer loyalty as well.

2.4.3 CRM and Sales Performance

Extensive literature lays down empirical research and analysis touching on CRM's effect on sales
performance. Menidjel and Khattak (2020) also supported the cross-industry study of the perceptual and
objective company performance with the help of CRM processes and their implementation among retail
firms, where it has been identified that there is a positive relationship between them. But they qualified this
by pointing out that the impact was stronger at the initiation of the relationship with the customer than at
the maintenance phase, they confirmed the view that CRM is most effective where new customers are being

recruited rather than where the organisation is striving to keep old ones.

Ahmad et al. (2021) investigated the role and effectiveness of CRM in the retail business with an aim of
sales performance bearing in mind that it is a business-to-business relationship. About the effects CRM
practices like customer knowledge management and technology-based CRM have on sales performance,
they discovered that there were gains. They also mentioned that the success of CRM is dependent on the

cultural context and thus emphasised a need to customise CRM strategies for culture.

244 CRM and Product Delivery

The effect of CRM on product delivery in the context of retailing has been less explored in the empirical
literature as compared to its effect on customer relationships and sales. However, some studies have looked
at related aspects. San et al. (2020) explored the relationship between order fulfilment service quality and
customer satisfaction in the online retailing context. Order fulfilment performance was identified as a key
factor having a strong impact on the dimension of customer satisfaction and repurchase intention, which in

turn presents a relationship between delivery processes and customer relationship consequences.

In a more CRM-oriented literature, Kumar and Misra (2020) investigated how CRM influences customer
awareness and customer satisfaction in the retailing industry as well as in other industries. They discovered
that the use of CRM applications was positively related to the enhancement of customer knowledge in
addition to customer satisfaction. However, this study did not seek to measure product delivery performance
Hence, increased customer knowledge could be translated to better means of product delivery.

245 CRM in Omnichannel Retail
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Omni channel retailing is one of the major factors that have influenced the evolution of the advanced
techniques of CRM. The concept of Omni channel retailing describes the utmost focus on achieving
customer value through structure and collaboration of a range of inter-connected shopping touch-points:
the physical store, the internet, applications on portable devices, and the social web (Verhoef et al., 2015).
The distorting of the multiple channels has resulted in changes in CRM strategies and technologies to

facilitate customer interaction at these various points.

The article by Huang (2021) includes a literature review of the concept of omnichannel retailing pointing
to the fact that there is a need for integrated CRM that would be able to manage customer relations in
multiple channels. He points out that while omnichannel strategies can add value to customer experience
and an organization's sales performance, they also offer several problems concerning data synchronization

and standardization of customer care services.

In an empirical analysis aimed at establishing the effects of omnichannel retailing, Gao et al. (2021)
determined that channel integration was positively associated with the firm's sales growth rate. They
contended that it is possible to enhance the customer experience on the channels of communication through
CRM practices and thus channel integration results in better performance on sales. However, they also
asserted that the intensity of these benefits may be due to the firm channel founding and market

characteristics.

24.6 CRM and Emerging Technologies

Some of the other recent empirical research that has been undertaken in the literature has also focused on
analyzing the effects of new media technologies on implementing CRM in retail business. Zimmermann et
al. (2022) discuss the opportunities of the Internet of Things (loT), augmented reality and artificial
intelligence in retailing. They claim that these technologies may improve CRM by providing better context
and thus better targeting of the customers. However, they also recall that the efficient operationalization of

these technologies entails enormous costs and organizational transformations.

In a study done on the application of Al in the field of CRM, Davenport, Almahairah et al (2022) look at
how organisations particularly the retail sector are deploying Al in their interaction with customers. As
indicated, they learnt that even though Al has the capability of drastically improving CRM capabilities, its
application in the current world is restricted to a few uses, including chatbots and recommendation systems.
They continue to posit that the potential of Al in CRM needs to be maximized and to do this there are key
issues that have to be addressed including the quality of data used transparency of the algorithms that are

used and privacy.
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2.5 Research gap

The analysis of the literature available on Customer Relationship Management (CRM) revealed several key
issues that are also objectives of the study. Firstly, despite a consensus that CRM is a vital way to improve
customer relations and the organization's performance, the implementation of the strategy in organizations
is not perfect. Deshmukh et al. (2020) noted that about 60% of CRM initiatives do not achieve the intended
outcomes because of aims’ vagueness, overreliance on technology, and insufficiency of organisational
adjustments. Thus, there is a concern for enhanced and more focused research concerning the
implementation of interventions while seeking to come up with better frameworks for overcoming these
challenges. Secondly, CRM literature mostly abstracts technical and analytical aspects of CRM like
operational and analytical CRM, but very limited research is found concerning the integration of
collaborative CRM that is used to address cooperation and communication both internally and cross-
functionally within and between organizations (Sarathy, 2022). Indeed, there seems to be a void in the
scholarly literature that would require future investigations into the advantages as well as recommendations

for the approach toward building the capacity of collaborative CRM for long-term business partnerships.

Furthermore, the retail industry has its own set of peculiar difficulties and complications, especially in light
of the growth of omnichannel commerce, which calls for a CRM strategy that is more centralised and
technology-focused (Verhoef, Kannan, & Inman, 2015). However, little study has been done on how retail
companies may best integrate CRM strategies across different consumer touchpoints to maximise customer
performance and experience. Moreover, little research has been done on the actual use of the Resource-
Based View (RBV), despite its theoretical foundations for comprehending CRM's function in gaining
competitive advantage in the rapidly changing retail environment (limudeen, 2021). Furthermore, it has
been noted that the Technology Acceptance Model (TAM) oversimplifies technology acceptance and
ignores organisational and cultural factors that are essential for CRM effectiveness in retail environments
(Chen et al., 2021). Accordingly, more thorough models incorporating elements such as organisational
preparedness, backing from upper management, and advantages felt by the company as a whole have to be
explored in future research. Ultimately, although CRM has been shown to have a positive influence on
customer outcomes like loyalty and retention, its benefits in other important areas like sales performance
and product delivery in retail contexts have not been empirically supported (Menidjel & Khattak, 2020; San
etal., 2020). A more comprehensive grasp of CRM's capabilities and constraints for improving many facets
of retail business performance may result from filling up these gaps.

Although, this study intends to fill the gaps found in the literature on CRM implementation in developing
markets; more specifically in Nigerian retail SMEs, it is necessary for this research to be conducted in a

specific organizational setting. Thus, selecting Shoprite Holdings as a case study of this research because
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of the following reasons: Shoprite is currently Africa's largest food retailer also with considerable exposure
to Nigeria, and it combines the multinational strategy with a high degree of local orientation (White and
Van Dongen, 2017). Recent experience of the company in the context of the Nigerian market and its plans
announced in 2020 to sell business in the country as well as restructuring activities that followed create a
tempting background for investigating CRM strategies in the context of an unfriendly and competitively
changing retail environment (Adedeji, 2021). Consequently, investigating how Shoprite has faced the strain
and resources within Nigeria's retail industry demonstrates a promising candidate to decipher the nature of
CRM's potentiality and challenge working with CRM, Shoprite has faced the strain and resources within
Nigeria's retail industry, making it an optimum candidate to establish the methodology of CRM and its
challenges in emerging markets. Since this study is contingent on Shoprite, it is hoped that the findings of
this research can present a study of Shoprite which is decidedly Nigeria-centric but can add to the

understanding of other multinationals in similar developing markets.

Due to its prominent position in the Nigerian retail industry, Shoprite Holdings PLC has been chosen as the
study's focal point. This presents a strong argument for looking at CRM techniques in the context of
emerging markets. Shoprite, one of the biggest retail chains in Africa with a significant presence in Nigeria,
offers a perfect setting for examining the use and results of CRM tactics in various retail contexts (Statista,
2022). The firm operates in many shop formats and locations across Nigeria, making it possible to conduct

a thorough examination of the coordination and adaptation of CRM activities in different contexts.

Furthermore, Shoprite is a great topic for researching the potential and difficulties of implementing CRM
in a rising market because to its significant expenditures in technology, including CRM systems. More so,
Shoprite's expanding omnichannel presence which includes both physical locations and online endeavors
provides insightful information on CRM tactics in a changing retail environment (Shoprite, 2024). In order
to fill in the research gaps that have been discovered and advance knowledge of CRM adoption in

developing market retail environments, this case study attempts to provide insightful information.
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CHAPTER THREE

RESEARCH QUESTION

The foregoing literature review seems to demonstrate that there is little understanding of the relationship
between CRM practices and their effects on product delivery and sales performance. The current research
thus seeks to explore the impact of CRM on these two elements (product delivery and sales). In doing so,
it will focus specifically on a company called Shoprite Holdings PLC, Nigeria, as a case study in this regard.

This review highlighted several key aspects of CRM that warrant further investigation in these contexts:

1. Customer Interaction: Although the literature highlights the value of customer involvement in CRM
(Gulfraz et al., 2022), little research has been done on how it specifically affects product delivery
and sales in emerging economies.

2. Information Sharing: Research has demonstrated the importance of information sharing in CRM
(Kumar et al., 2018), but more needs to be done to understand how it might enhance sales and
product delivery in retail environments like Nigeria.

3. Long-term Customer ties: Although the relationship marketing theory emphasises the need of
establishing enduring ties with customers (Guerola-Navarro et al., 2021), further research is needed
to fully understand how this theory applies and what impact it has in developing market retail
environments.

4. Joint Problem-Solving: According to Claro and Ramos (2018), collaborative methods to CRM,
such as joint problem-solving with customers, have been recognised as an area that needs more
investigation. Additional research is required due to the influence this factor has on retail sales
performance and product delivery.

5. Technology in CRM: Although Mekhum and Rajabhat (2020) have extensively documented the
importance of technology in CRM, a more thorough analysis of how technology specifically

improves product delivery and sales operations in developing market retail contexts is necessary.

Furthermore, this research, which is entitled The Impact of Customer Relationship Management on Product
Delivery and Sales: A Case Study of Shoprite Holdings PLC, Nigeria seeks to answer the following sub-

guestions:

1. How does consumer interaction at Shoprite Holdings PLC, Nigeria influence product delivery and

sales performance?
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2. What is the impact of information sharing within Shoprite Holdings PLC, Nigeria on product
delivery and sales outcomes?

3. How do long-term customer relationships at Shoprite Holdings PLC, Nigeria affect product
delivery and sales efficiency?

4. What is the significance of joint problem-solving efforts between Shoprite Holdings PLC, Nigeria
and its customers on product delivery and sales success?

5. What role does technology play in enhancing product delivery and sales operations at Shoprite
Holdings PLC, Nigeria?

Addressing these gaps will provide insights into optimizing CRM strategies tailored to enhance operational

efficiency and customer satisfaction in the retail sector in Nigeria.
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CHAPTER FOUR

RESEARCH METHODOLOGY

41 Introduction

In this chapter, the research methods employed are extensively explained to gather information and data.
These include research philosophy, the study population, study location, research design, sample size and
procedure, data collection method, validity and reliability testing, data processing strategies, and ethical
issues. The rationale for the study is to provide a comprehensive, fair, non-biased, systematic, and
augmented examination of how CRM has an effect on sales and product delivery, the aforementioned
methodology allows for such an array of statistical and analytical methods to be used in order to

methodically and rigorously capture the trends.

4.2 Research Philosophy

Research philosophy is a paradigm that defines how research is to be done and the view of reality and
knowledge acquisition where the research act belongs (Khatri, 2020). The research philosophy that is
applicable to this study is positivism. Positivism is based among others on the epistemology postulates of
objectivity; it postulates that reality is fixed and can be objectively studied and recorded (Omodan, 2022).
It places much importance on observation and measurement as a way of obtaining data. From the positivism
paradigm, it is possible to state that scientific techniques are used to analyse social occurrences, always

thinking about objectivity, measurability and reproducibility of the results (Omodan, 2022).

Using positivism is pertinent in this research since it enables the measurement of the CRM practices’ impact
and the organisation’s performance. In order to uncover basic causes and study findings that would be valid
for other samples of participants, this study employs structure instruments and statistical analyses. This
approach is also consistent with the objectives of studying the tangible utilitarian benefits of CRM in terms

of enhancing the effectiveness of product delivery and incrementing retail sales.

Likewise, interpretivism aims at discovering the purposeful constructions of the world through
understanding the aim and purpose of the phenomenon in question and appreciates the use of such
techniques as questionnaires, interviews, and case studies, to capture users’ perceptions and experiences
(Burns et al., 2022). For the interpretivists, the world is built through shared perceptions, and as a result, it
is relative and may change with time and between societies. This philosophy offers a rich understanding of

the social and cultural processes and stresses the context and subjective interpretation given by people.
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However, due to the contingent environment nature of interpretive research, often the generalization of
results might be a challenge, and the inherent subjectivity might lead to biases; which might have an overall

inclination to lessen the perceived reliability and validity of the generated insights (Burns et al., 2022).

More so, realism embraces the part of objectivity and the part of subjectivity admitting that both quantitative
and qualitative data sources contribute to the knowledge’s construction (Elder-Vass, 2020). Realists are of
the opinion that reality is out there though not seen as it really is due to human perception. This research
strategy is a joint of positivism and interpretivism and has the advantage of being able to suit all types of
guestions that may be asked in research. However, realism can be criticised for having no fixed
methodological orientation and may suffer from an issue in handling the topic of study’s subjectivity and

objectivity appropriately (Willis, 2022).

4.3 Study Area

The economy of Nigeria is the largest economy in Africa, it embraces some of the following; oil and gas,
telecommunications, agriculture, and retail (Statista, 2022). The retail industry has proven to be very active
with reasonable annual growth rates in Nigeria over the last decade due to factors such as the growing
middle-income earners, population, urbanization, and improving consumer expenditure. The economic
environment outlined above is useful in explaining the environment in which Shoprite operates as a retail
store. This is especially so because Shoprite is not just any retail chain, but one that has been dominant in
the market since its establishment, as it is realized that the Nigeria arm of the company plays a significant

role in determining retail trends and consumers' expectations in Nigeria.

In fact, the demographic characteristics of Nigeria as described by the Central Intelligence Agency (2022)
are that its population’s median age is approximately 18 years. This young population is properly connected
with technology and mobile internet and has a completely different attitude toward the shopping experience.
Linguistic and other cultural diversities exist in Nigeria and are home to over 250 groups and dialects that

affect consumer behaviour and marketing communication.

The structure of the retail sector of Nigeria involves traditional retailing systems like open-air markets,
informal retailing businesses, and modern retailers. Shoprite Holdings PLC came into Nigeria active in the
year 2005 and has grown its outlets throughout the country. Currently, Shoprite is a chain store which is a
large retailer in Nigeria; it provides various products, pocket-friendly prices, and quality services (Shoprite,
2024). Thus, investment in developing the infrastructure, supply chain management as well as customer
service makes the company an ideal candidate for studying the impact of CRM on improving product

delivery and especially sales. This observation is true when we look at the location of Shoprite outlets in
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major cities like Lagos, Abuja, and Port Harcourt among others to show that the structure of retailing is
gradually transforming in Nigeria. However, the study will only be conducted at the Lagos branch where
there is a difference in customers' preferences as well as different operational strategies of the branches,

which creates a entails a good ground for comparing the efficiency of the CRM systems.

4.4 Research Design

The study utilise a quantitative methodology to investigate the effects of Customer Relations Management
(CRM) on sales and product delivery at Shoprite Holdings PLC, located in Nigeria. In order to methodically
and impartially answer the research questions, this strategy was centered on gathering and evaluating

numerical data.

45 Study Population

The study subjects included 100 participants who were employees of Shoprite Holdings PLC in Nigeria
only. This population is well chosen in order to give a clear effect of the CRM on delivering and selling
products in the retail giant. The participants consist of employees from 4 departments; 24 from sales
department, 30 from customer service department, 28 from operation department, and 18 individuals from
marketing department. The roles of these employees are confined to customer service, sales, and product
delivery, which provide an internal perspective of CRM practices, implementation difficulties and impact
on the final sales and product delivery. The study use of these employees gives a complete picture of how
CRM works within the firm and how customers interact with the organisation in regard to their claims. The
heterogeneity of the studied population in terms of demographic and professional characteristics ensures a
variety of data and the consequent increased credibility of the outcomes. This approach is in line with the
study goal of evaluating CRM in the organisation in a balanced manner and offering directions on the strong

areas to enhance CRM in Shoprite Holdings PLC in Nigeria.
4.6 Sample Size and Sampling Technique
4.6.1. Sampling Technique

The best sampling technique that may be appropriate for the study is a convenience sampling technique.
Based on the design of this study and practical aspects which permit as many participants as possible on
the basis of their availability and willingness to participate. Considering that the research is aimed at
Shoprite employees, it can be relatively easy for researchers to have access to the target population.
Moreover, the most feasible way to make researchers ensure the involvement of participants is to select
them on the grounds of their availability. Thus, the findings obtained based on a convenience sampling

technique might be less biased compared to the findings of a study with fewer participants.
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4.6.2 Sample Size
Calculation using Taro Yamane's Formula

Taro Yamane's formula is:

e n=Sample size required
e« N = Total population size

e e = Desired level of precision (expressed as a decimal)

The total population size N is 1000, and aiming for a desired precision level e of 0.10 (which corresponds

to 10% precision):

o Total population size (N): 1000

o Desired level of precision (e): 0.10 (corresponding to 10%)

n = 1000/1+ 1000(0.01)2
=90.91

Rounding up to be 100 participants

4.7 Method of Data Collection

Online questionnaires through goggle form were used in order to collect data. The questionnaire is designed
to collect quantitative data on CRM practices, product delivery, and sales performance. It consists of closed-
ended questions with a Likert scale to measure the attitudes, perceptions, and experiences regarding CRM

systems.

The questionnaire was frame out by the research guided from the insight of similar literature that has
research on the subject matter. The questionnaire is divided into sections, each section carries 5 questions
focusing on a specific area of interest. Participants responded using a 5-point Likert scale for most questions

ranging from Section 2 to 5: 1 - Strongly Disagree 2 - Disagree 3 - Neutral 4 - Agree 5 - Strongly Agree.
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Section 1(Demographic Information): Gathers standard demographic information, including years of

experience, position, gender, and age.

Section 2 (Effect of consumer interaction on sales and product): Evaluate the degree and efficacy of CRM

deployment, encompassing frequency of customer interactions on sales and product delivery.

Section 3 (Information sharing on Product Delivery): Evaluate how CRM practices affect the efficacy and

efficiency of product delivery procedures.

Section 4 (Long- Term Customer Relationships on Sales and product delivery): Assesses how Long-term

CRM affects sales and product delivery.

Section 5 (Effect of Joint problem-solving efforts and its customers on product delivery and sales success):

Examine the effect of problem- solving efforts on sales effectiveness.

Section 6 (Impact of technology on product delivery and sales operations): Examine the role technology

plays in affecting the sales and product delivery.
4.8 Reliability and Validity Tests

In the study "The Impact of Customer Relations Management on Product Delivery and Sales: Case Study
of Shoprite Holdings PLC, Nigeria," ensuring the reliability and validity of data collection methods is very
important as far as the credibility and trustworthiness of the results from the research are concerned.
According to Wiernik and Dahlke (2020), reliability refers to the degree of consistency and reliability of
such measurements, while also refers to the degree to which these measures are interpretable and
appropriate to begin with. In this study, we would rely mostly on internal measures of consistency, then

there are to test not only for reliability but also validity.

The main sample reliability test was the Cronbach alpha coefficient, used to test how consistently items in
a survey measure the same thing across a whole range of respondents which is 0.743. To make sure that
replies are dependable and internally consistent, Cronbach's alpha may be used to assess constructs like
customer satisfaction with CRM activities or the perceived efficacy of information exchange. A high alpha
coefficient (usually more than 0.70) would suggest that the survey questions accurately evaluate the study's

target constructs (Mellinger & Hanson, 2021).

Additionally, validity tests, on the other hand, aim to ensure that the survey instrument accurately measures
what it intends to measure (Quintdo et al., 2020). Content validity, concerning the extent to which the survey
covers a representative sample of the behaviour or attribute to be measured, were addressed in a number of

ways.
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Figure 1: Reliability Test

Reliability Statistics
Cronbach's
Alpha N of Items
743 31

4.9 Pilot Study

To improve and validate the survey instrument and data collection methods for the research on the Impact
of Customer Relations Management on Product Delivery and Sales: A Case Study of Shoprite Holdings
PLC, Nigeria, a pilot test was carried out. A small, representative sample of ten to fifteen participants’ staff
took part in the pilot test. In this initial stage, the survey's validity and reliability are assessed, any faults
with its design are found and fixed, the time needed to complete the survey is estimated, and the survey's
clarity and comprehensibility are evaluated. The survey were completed by participants in the same manner
as the main study. Additionally, quantitative data were examined using content and concept analysis to look

for preliminary validity, internal consistency using Cronbach's alpha to have 0.743

4.10 Data analysis technique

Utilising statistical tools like SPSS 25 (Statistical Package for the Social Sciences), the data gathered from
the surveys is examined in order to derive significant findings on the influence of CRM on sales and product
delivery. The examination consists of:

Descriptive Statistics: To provide a general picture of the data distribution and core patterns, descriptive
statistics including frequency, percentages, tables, and charts will be used to summarise the survey
responses.

Inferential Statistics: To investigate correlations between variables pertaining to the study topics, inferential

statistical techniques including regression analysis were employed.

411 Ethical consideration

Ethical considerations are among the fundamental principles that define the framework of research
involving human participants (Arrant, 2020). The purpose of these regulations were to guarantee the rights
of participants and ensure their well-being. The chosen multi-case study met all of the necessary ethical
requirements by securing the principles of informed consent, confidentiality, voluntary participation, non-

maleficence, data protection, and ethical review board approval. First and foremost, informed consent were
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obtained by informing participants of the intent and purposes of the study. They were required to sign a
consent form that states their agreement to participate in the study. This research guarantee confidentiality
by stripping all data off its identifiers, using only codes, and storing all information on password-protected
computers that only the researcher have access to. Finally, participation, including that with regards to
taking additional surveys, were completely voluntary, with participants being allowed to withdraw from

the study at any point without compromising their rights and well-being.

4.12  Limitation to the Methodology

The potential drawbacks of the technique selected for this study were known to the researcher, who will
take precautions to avoid bias in the replies, lack of cooperation from respondents who are not physically
there with them, and unwillingness to divulge personal information. The results might be skewed by
respondents giving socially acceptable responses instead of their actual thoughts, which could lead to bias.
Furthermore, since there were no in-person connection, participants might not feel as pressured to finish
the survey, which might result in a lack of interest or lower response rates. Respondents may be discouraged

from providing all pertinent information if they have privacy or sensitive personal information concerns.
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CHAPTER FIVE

FINDINGS

51 Introduction

This section presents the findings of the respondents regarding how CRM practices have influenced product
delivery and sales at Shoprite Holdings PLC, Nigeria. The insights garnered from these findings offer an
in-depth understanding of the use of CRM strategies in enhancing operational efficiency and customer

satisfaction within the retail giant.

5.2 Demographic Information

The gender of the respondents

The chart below reveals the gender of the participants. 60% were male and 40% were female. This
establishes a male-dominated dimension of the respondents that may likely influence general perceptions
and responses in relation to the context of the study on the impact of Customer Relations Management

(CRM) practices on product delivery and sales at Shoprite Holdings PLC, Nigeria.

Figure 2: Gender of the respondents

Gender

M male
M remale
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Age of the respondents

The chart showed that approximately four of the largest-respondent age groupings fell between the ages of
35-44 (28%) and ages 25-34 (24%), closely followed by the 45-54 age group at 24%, tending to mean that
the representation of mid-career professionals is relatively quite balanced. It is only the less represented
groups forming the younger (18-24) category at 13% and those at 55 and above at 11%.

Figure 3: Age of the respondents

Age

M 18-24
W54
W35-44
[ 4554
155 and abova
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Educational Level of the respondents

Figure 4 below represents the educational background of the respondents. The majority of them have
advanced degrees: Master's degree 37% and Bachelor's degree 31%. A high school diploma and a doctorate
represent smaller portions with 21% and 11%, respectively. This implies a well-educated pool of
respondents, likely to impact the type and depth of insights elicited from the survey regarding the impact
of Customer Relations Management practices on product delivery and sales at Shoprite Holdings PLC,

Nigeria.

Figure 4: Educational background of the respondents

Educational Level

EHigh School Diplama
M Bachelor's Degree
M Master's Degree

[H Doctorate

Department of the respondents

The department in which the respondent works is indicated in the chart below. The responses cut across
departments, although the Customer Service Department is over-represented with 30%, followed by
Operations Management at 28%. The Sales and Marketing departments' representation stands at 24% and
18%, respectively. This implies and ensures a good view of the different functional areas of the business

organization.
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Figure 5: Departments of the respondents

Department

[ sals Department

Ml Customer Service Department
M Operations Management

[ Marketing Department

Years of Experience

The chart below reveals the experience levels of the participants, with the largest proportion having 4-6
years at 31%. Those having 1-3 years and more than 10 years of experience each make up 22% and 19%,
respectively, while less than 1 year and those with 7-10 years of work experience each had 9% and 19%
responses respectively. This combination therefore should give a balanced view that includes both relatively
new and very seasoned employees.

Figure 6: Years of experiment

Years of Experience

[ Less than 1 year
W 1-3 years

W46 years

E7-10 years
CIMare than 10 years

46



5.3 Findings Based on Objectives
5.2.1 Objective One: Consumer interaction on product delivery and sales performance at Shoprite
Holdings PLC, Nigeria

Table 1 below reveals the regression analysis on the effect of consumer interaction on product delivery
efficiency, the result showed there is a strong positive relationship between Consumer Interaction and
Product Delivery Efficiency with a correlation coefficient, of R = 0.686. The R Square value of this model
was 0.471, indicating that 47.1% of the variance in Product delivery efficiency could be due to consumer
interaction; thus, it has a significant influence. The ANOVA results proved the significance of the model
through its high F-value of 86.275 and the p-value of 0.000; therefore, it is statistically significant, and the
regression model can significantly predict product delivery efficiency given consumer interaction.
Coefficients analysis showed that with every unit increase in consumer interaction, there was a
corresponding 0.268-unit improvement in product delivery efficiency. This relationship is statistically

significant, thus stressing the importance of interactions for enhancing delivery efficiency.
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Table 1: Regression Analysis of the effect of Consumer interaction on Product delivery efficiency
Model Summary
Adjusted R Std. Error of
Model R R Square  Square the Estimate
1 .686% 471 465 .992
a. Predictors: (Constant), CUS

ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression  84.971 1 84.971 86.275  .000°
Residual 95.534 97 .985
Total 180.505 98

a. Dependent Variable: [Regular consumer interaction sessions contribute effectively to
improving overall product delivery efficiency at Shoprite Holdings PLC, Nigeria.]
b. Predictors: (Constant), CUS

Coefficients?
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant)  .436 323 1.349 181
CuUs .268 .029 .686 9.288 .000

a. Dependent Variable: [Regular consumer interaction sessions contribute effectively to

improving overall product delivery efficiency at Shoprite Holdings PLC, Nigeria.]

5.2.2 Objective Two: Impact of information sharing on product delivery and sales outcomes within
Shoprite Holdings PLC, Nigeria

Table 2 below shows how information sharing affects product delivery efficiency at Shoprite Holdings

PLC, Nigeria. The result of the regression analysis indicates that there is a high positive relationship
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between information sharing and product delivery efficiency, with a correlation coefficient, of R = 0.694.
The model R Square value is 0.482; this therefore explains that about 48.2% of variance in product delivery
efficiency can be attributed to information sharing, thus indicating its strong influence. The ANOVA results
also proved the significance of the model with a high F-value of 90.344 and a p-value of 0.000, indicating
that the regression model is statistically significant and efficient in terms of predicting product delivery

efficiency based on information sharing.

This implies that if the value of information sharing increases by one unit, then delivery efficiency in
products increases by 0.280 units. The relationship is significant both at a t-value of 9.505 and a p-value of

0.000, indicating information sharing is one of the important factors toward bettering delivery efficiency.

Table 2: Impact of information sharing on product delivery and sales outcomes
Model Summary
Adjusted R Std. Error of
Model R R Square  Square the Estimate
1 .6942 482 AT7 971
a. Predictors: (Constant), INF

ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression  85.136 1 85.136 90.344 .000°
Residual 91.409 97 942
Total 176.545 98

a. Dependent Variable: [Access to comprehensive information improves decision-making
processes related to product delivery at Shoprite Holdings PLC, Nigeria.]
b. Predictors: (Constant), INF

Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
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1 (Constant) .417 310 1.345 182
INF .280 .029 .694 9.505 .000

a. Dependent Variable: [Access to comprehensive information improves decision-making

processes related to product delivery at Shoprite Holdings PLC, Nigeria.]

Objective Three: Impact of Long-term customer relationships on product delivery and sales
efficiency at Shoprite Holdings PLC, Nigeria

The table below reveals the effect of long-term customer relationships on sales efficiency at Shoprite
Holdings PLC, Nigeria. Regression analysis demonstrated an excellent positive relationship between long-
term customer relationships and sales efficiency; the correlation coefficient was R = 0.885. For the model
R Square of 0.783, it is indicated that 78.3 per cent of the variation for sales efficiency was accounted for
by long-term customer relationships, and, therefore, this variable has a great influence. This is further
supported by the results of the ANOVA test, where the F-value is as high as 350.677, with a p-value of
0.000, thus showing that the regression model is statistically significant and the sales efficiency can be
effectively predicted based on long-term customer relationships. This implies that if long-term customer
relationships increase by one unit, then sales efficiency will improve by 0.337 units. This relationship is
statistically significant revealing a t-value of 18.726, and a p-value of 0.000. All these illustrate the critical
role of long-term customer relationships in enhancing sales efficiency. The constant value (-0.094) was not
statistically significant, indicating that the model's predictive power is largely driven by the variable of

long-term customer relationships.

Table 3: Impact of Long-term customer relationships on product delivery and sales efficiency
Model Summary
Adjusted R Std. Error of
Model R R Square  Square the Estimate
1 .885% 783 781 555
a. Predictors: (Constant), LONG
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression  108.162 1 108.162 350.677 .000°
Residual 29.919 97 .308
Total 138.081 98

a. Dependent Variable: [Long-term customer relationships positively impact sales
efficiency at Shoprite Holdings PLC, Nigeria.]
b. Predictors: (Constant), LONG

Coefficients?
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) -.094 183 -514 .609
LONG 337 .018 .885 18.726 .000

a. Dependent Variable: [Long-term customer relationships positively impact sales

efficiency at Shoprite Holdings PLC, Nigeria.]

Objective Four: Effect of Joint problem-solving efforts and its customers on product delivery and

sales success between Shoprite Holdings PLC, Nigeria

The results in table 4 below show a strong positive relationship between joint problem-solving and the
benefits of product delivery. Knowing the values of R = 0.820 and R2 = 0.673 indicates a strong relationship.
The R Square value of 0.673 implies that 67.3% of the variation in product delivery benefits is explained
by joint problem-solving efforts. This implicates a high impact created by collaborative problem-solving
on the enhancement of product delivery. The ANOVA results also go on to support the model, having a

very high F-value of 199.305 with a p-value of 0.000, showing that the regression model is statistically
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significant and effectively predicts product delivery benefits based on joint problem-solving. In addition,
as joint problem-solving efforts increase by a unit, benefits to product delivery also increase by 0.349 units.
The relationship is statistically significant: the t-value equals 14.118, and the p-value equals 0.000. At -
0.165, with a constant value that is quite non-significant, it indicates that it is the effect of joint problem-

solving on product delivery that drives the model.

Table 4: Effect of Joint problem-solving efforts and its customers on product delivery and sales

success
Model Summary
Adjusted R Std. Error of
Model R R Square  Square the Estimate
1 .820? 673 .669 .641

a. Predictors: (Constant), JOIN

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression  81.830 1 81.830 199.305  .000°
Residual 39.826 97 411
Total 121.657 98

a. Dependent Variable: [Customer input and collaboration in problem-solving initiatives
lead to innovative solutions that benefit product delivery at Shoprite Holdings PLC,
Nigeria.]

b. Predictors: (Constant), JOIN

Coefficients?
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) -.165 .255 -.648 519
JOIN .349 .025 .820 14.118 .000
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a. Dependent Variable: [Customer input and collaboration in problem-solving initiatives
lead to innovative solutions that benefit product delivery at Shoprite Holdings PLC,

Nigeria.]

Objective Five: Impact of technology on product delivery and sales operations at Shoprite Holdings
PLC, Nigeria

The results from the table below indicated that, indeed, there is a positive significant relationship between
technology usage and competitive advantage. The R = 0.672, which shows at least an average to strong
relationship, with an R Square value, R? = 0.452, interpreting that 45.2% of the variance in competitive
advantage is explained by technology usage. The results of ANOVA entail the goodness of the model with
an F-value of 79.873 and a p-value of 0.000. This large value of F shows that, in general, the model
significantly predicts the competitive advantage based on technology usage; hence, its validity is confirmed.
Additionally, coefficients indicate that for each unit increase in technology usage, competitive advantage
increases by 0.239 units. The coefficient is statistically significant: t = 8.937, p = 0.000 indicating a strong
effect due to technology on increasing competitive advantage. The constant value of 0.951, although not of
primary concern, is still statistically significant and gives the base level of competitive advantage when the

use of technology is zero.

Table 5: Impact of technology on product delivery and sales operations
Model Summary
Adjusted R Std. Error of
Model R R Square  Square the Estimate
1 6722 452 446 .893
a. Predictors: (Constant), ROLE

ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression  63.632 1 63.632 79.873 .000P
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Residual 77.277 97 797
Total 140.909 98
a. Dependent Variable: [Leveraging technology improves Shoprite Holdings PLC,

Nigeria's competitive advantage in the market for product delivery and sales.]

b. Predictors: (Constant), ROLE

Coefficients?
Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) .951 285 3.341 .001
ROLE 239 027 672 8.937 .000

a. Dependent Variable: [Leveraging technology improves Shoprite Holdings PLC, Nigeria's

competitive advantage in the market for product delivery and sales.]
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CHAPTER SIX

DISCUSSION
6.1 Introduction

This section entails the discussion of the findings on the analysis of how they interrelate with the existing
literature on customer relationship management practices, particularly with their effect on product delivery
and sales in Shoprite Holdings PLC, Nigeria. The key aims and objectives set within this research study
were to explore CRM and its role within the operational performance and retail context of Shoprite,
associated with customer satisfaction levels, and improvement in overall sales performance. In so doing,
the empirical findings were discussed against the insights on the previous studies as it is an endeavor to
gain a nuanced understanding of how CRM practices are implemented, their effectiveness, and the
challenges encountered. The organization is now structured to systematically present the discussion about

each of the goals of the study.

6.2 Discussion based on Objectives of the Study

Objective One: Consumer Interaction and Product Delivery Efficiency

The study revealed that there is a significant positive relationship between consumer interaction and product
delivery efficiency in Shoprite Holdings PLC, with 47.1% of the variance in product delivery efficiency
explained by consumer interaction. In many ways, this agrees with several key themes in the literature

review.

First, it aligns with the conceptualization of CRM as a strategic approach to establishing and maintaining
profitable relationships with customers, as propounded by Venkatesan et al. (2022) which reveals that
Interaction with the consumer and efficiency in delivery show very strong correlations. This suggests that
Shoprite's CRM practices seamlessly translate into concrete operational advantages a number-one goal of
strategic CRM implementation. Furthermore, this finding also agrees with the operational CRM category
described by Tabim et al. (2021) and Navarro et al. (2022), which emphasizes customer-facing processes
as an integral characteristic of this category. The improved delivery efficiency pinned as a result of better
consumer interaction shows that Shoprite does its CRM strategies in terms of smoothening customer-
oriented processes. The results also align with the collaborative approach of CRM suggested by Sarathy
(2022) which affirms that improving the line of sight across business operations' for serving customers

more effectively. A strong connection between consumer interaction and delivery efficiency could be a

55



pointer that Shoprite is making good use of customer interactions in fine-tuning its operational processes,

particularly vis-a-vis the critical area of product delivery.

However, it should be noted that although the results show a positive effect on delivery efficiency, over
50% of its variance seems to be explained by other variables rather than consumer interactions. This
therefore establishes concurrence with the observations made by Jabado and Jallouli (2024), who have
commented that effective implementation of CRM requires a proper balance between technological and
organizational aspects. It further suggests that the fact that Shoprite is enjoying the benefits from improved
customer engagement accordingly, may imply there is still some scope for an optimization of other

organizational aspects to improve efficiency in delivery.

These findings also agree with studies by San et al. (2020), on the quality of order fulfillment as inducing
factors in customer satisfaction regarding online retailing. Since this research was directed to physical
retailing precisely, the tight link between interaction and delivery efficiency established that Shoprite has
successfully combined its front-end with the back-end process. Such integration is also important in the

omnichannel retail environment (Huang, 2021).

Moreover, Customer satisfaction or loyalty was, however, not directly measured in this study. Prior research
conducted by Gazi et al., (2024) did find that CRM tools did have a positive effect on customer retention
but less than expected in increasing the growth of customer share. Further research may still determine if
Shoprite's strong consumer interaction-delivery efficiency link translates into better customer loyalty and

share-of-wallet management.

Objective Two: Information Sharing and Product Delivery Efficiency

The results indicated that information sharing explained about 48.2% of the variation in product delivery
efficiency at Shoprite, with a high positive relationship (R = 0.694). This result underscores the critical role

of information management in CRM, as underscored by the literature.

The result is consistent with the findings of Kumar and Misra (2020), wherein CRM applications relate
positively to enhanced customer knowledge and satisfaction. Since their study did not directly measure
delivery performance, current findings suggest that information sharing translates into tangible operational
benefits in enhanced delivery efficiency. This strong association between information sharing and delivery
efficiency also resonates within the conceptual framework of CRM set by Lindgreen et al. (2020), who

underscore information as one of the germane ingredients that have to go in the brew for effective customer
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relationship management. Success in this area by Shoprite suggests proper execution of the analytical CRM

described by Khan et al. (2020) in using data on customers to drive operational improvements.

Coupled with the great impact of information sharing is bringing out potential risks and challenges in the
management of data in retail CRM. According to Zimmermann, et al. (2022), even though new technologies
open possibilities for better CRM, they increase concerns related to data quality, algorithm transparentness,
and customer privacy. All this apparent success that Shoprite has had through leveraging information for
operational efficiency must be offset against such ethical considerations. The findings, however, raise
guestions about the specific mechanisms through which information sharing improves delivery efficiency.
Future studies could consider whether this benefit comes from improved demand forecasting, more efficient

inventory management, or better coordination between retail outlets and distribution centres.

Objective Three: Long-term Customer Relationships and Sales Efficiency

The study also pointed out that there was a very high degree of relationship between the long-term customer
relationship and the aspect of efficient sales (R=0.885), whereby the long-term customer relationship =
78% prediction. This suggests that gender explains 3% of the variance of the measure of sales efficiency.
This finding provides robust empirical support for the central tenet of CRM: a feature that is common to all
of them is that relationship management with customers for the long term is central to excellent business

outcomes.

This aligns with Gomez et al. (2020) and Hamid et al. (2022) who observe that the marketing of
relationships in today's world revolves around the development of customer-orientation dimensions and
long business customer relations. The theoretical in nature arguments made by these theorists are thus in
one way or the other supported by the relationship found in this study. Similarly, Mandal (2020) concluded
that the rise in the quality of customer service as a result of long-term relationships is essential for customers'
satisfaction and loyalty. The extent of association found in this rubbing supports the fact that throughout its

operations, Shoprite has been effective in the utilization of long-term stockholder relations for stock sales.

Especially, the illustrated connection between the portion of long-term customers and the effectiveness of
sales illustrates the strategic importance of relationship selling as a component of retail CRM. This is in
concordance with the definition of CRM as advanced by Hanaysha et al (2022) about the subject that it is
a philosophical approach that calls for culture creation as far as customer relations are concerned, are
sustainable. The same also supports the finding of Khan et al. (2020) research conducted on retail banking,
where they found that CRM practices had a positive impact on the customers on the dimension of

satisfaction, trust as well as loyalty.
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However, the current study builds on the insight by showing that long-term relationships are directly linked
with sales efficiencies; therefore lending a positive rationale towards the relationship-oriented CRM for
businesses. Notably, the nature and the intensity of this relationship are depicted by the coefficient of
correlation which is r =. 883,632, significantly explains 78. The correlation with consumers was identified
to account for 3% of the variance in the level of sales efficiency and is higher than what was seen with the
consumer's interaction or sharing information about delivery efficiency. This means that out of the
modalities that form CRM, which is a strategic concept that is a combination of many activities, perhaps
the building of relationship could be the most important aspect to sales performance in the Nigerian retail

Business environment.

Note, however, that this conclusion should be taken with a pinch of salt. According to Menidjel and Khattak
(2020), the effects of CRM are particularly significant at the beginning of customer relationships rather
than the sustaining stage of relationships. The current study does not differentiate between the two phases
and another study could find out whether the positive association between long-term customer relations and
sales efficiency tends to be the same for customers who are newly acquired as well as those who have been
with the business for quite a long time. As stated by Boadu and Achiaa (2019), it is necessary to understand
that customer retention strategies as such bear the potential to influence cost reduction, although at the same
time, they demand investment. Possible future research could study the net effect of the current long-term

relationship strategies pursued by Shoprite further as it concerns cost-benefit analysis.

Objective Four: Joint Problem-Solving and Product Delivery Success

The research also established that there was a positive correlation between efforts put in joint-problem-
solving and the level of product delivery success (R=0.820) and that the above variable accounted for 67
per cent of the variability of the total construct. By the same token, while recording a mere 3% improvement
in the delivery benefits variance. Thus, the issue emphasises the necessity of using collaborative strategies
in practising CRM, especially when it comes to solving operational problems. The obtained result
corresponds to the concept of collaborative CRM mentioned in Sarathy (2022), which speaks about the
systematic aspect of collaborating to support business processes. It can therefore be concluded that CRM
joint problem-solving has the strongest influence on delivery success, thus underlining Shoprite's successful

incorporation of collaborative CRM measures into the business.

The finding also has a good correlation with the existing literature on customer knowledge management
(CKM) under the CRM context. According to Fidel et al. (2018), the management of customer knowledge

is central to SMEs, and by implication, large retail stores such as Shoprite. Cascading through customer
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knowledge, it is evident that by joint problem-solving Shoprite seems to be benefiting. Consequently, the
findings of joint problem-solving and information sharing affirm the ideas of the literature regarding the
necessity of customer knowledge management in retail CRM, proving the works of AlQershi et al. (2020)
and Diah et al. (2020) right for integrating CRM and CKM. The case of Shoprite brings out an impression
of how the firm has been able to use customer knowledge to enhance operations, particularly in the delivery

of products.

However, the study is silent about the kind of processes or avenues through which this collaborative
problem-solving is carried out. , while cooperative CRM needs the tools to deal with customers' data and
interactions at each contact point conveniently, as stated by Whitburn et al. (2020). This paper could create
an avenue for future research on analyzing the particular tools that Shoprite deploys and pathways through
which it enables joint-gaining problems with customers. Joint problem-solving, and especially the strong
positive correlation found between it and delivery success, also sparks questions about this approach's
effectiveness in different areas of retail operations. Although the current research examined the efficiency
of collaborative approaches in delivering products to customers, future studies could look at adapting
collaborative techniques to other value-creating activities such as product design, stock supply and

management, or store layout and presentation.

Objective Five: Technology Usage and Competitive Advantage

The results showed a strong positive relationship between technology usage and competitive advantage on
product delivery and sales operations with an R-value of 0.672, where technology usage explained 45.2%
of the variation in competitive advantage. This result underscores the critical role of technology in any
modern retail CRM, and it is in agreement with a lot of the literature that was reviewed. This finding
reinforces the focus on technology-based CRM from past studies, such as Ahmad et al. (2021), which
established that technology-based CRM had a positive effect on retail sales performance. This research
takes it to the next step which indicates technology usage is related to broader competitive advantage and
suggests that proper CRM technology offers value beyond the direct impact made in sales. More so, the
rating for technology usage as a mode-rated to moderate effect on competitive advantage could support the
literature that particularly highlights technology as playing a major role in modern CRM but also suggests
that technology alone cannot ensure success with CRM. This is to the balanced view of CRM considered
by various researchers, such as Jabado and Jallouli (2024), where reasons for considering both technological
and organizational factors are presented in CRM. Although the relationship between technology usage and
competitive advantage was strong, it wasn't as strong as some of the other relationships identified in this

study, such as long-term relationships and sales efficiency. This corresponded to the observation of Jabado
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and Jallouli (2024) that most companies pay too much attention to technology and not enough to the
organizational and strategic aspects of CRM. To a great extent, Shoprite thus seems to have struck a balance

effectively harnessing technology without relying solely on it for competitive advantage.

This finding also creates some questions about the particular technology which are enabling this
competitive advantage. As Dahab et al. (2023) pointed out, however, most retailers tend to use only
fundamental CRM technologies with relatively more sophisticated applications of such things as predictive
analysis. Subsequent studies might analyze which of the implements of CRM technologies are giving
Shoprite a competitive edge and whether there is a possibility to use other advanced applications. More so,
the findings on technology usage also align with the literature on omnichannel retailing. Gao et al. (2021)
established that channel integration is associated positively with sales growth in an omnichannel context.
While the current study did not address the question of strategies for omnichannel selling, the relationship
observed here between technology usage and competitive advantage suggests that Shoprite may be using
technology effectively to integrate its many retail channels. The present research does not, however, bring
out challenges likely to be encountered and the costs to be incurred while putting the CRM technologies
into place. According to Zimmermann et al. (2022), even as new technologies offer the organization
immense opportunities, they come with high costs and huge organizational transformations. Further studies

may indicate how Shoprite balances the benefits with the challenges in implementing CRM technology.

6.3 Chapter Summary

These findings, taken together, portray the successful implementation of CRM in Shoprite Holdings PLC
Nigeria and very strong resultant positive impacts on most dimensions of the retailing business operations.
The results confirm that Shoprite has balanced these different components of CRM: from the interaction of
customers and information sharing to long-term relationship building and technology usage driving

improvements in both product delivery and sales performance.

Such findings broadly support the theoretical framework of CRM in the literature review, pointing out the
interplay among information sharing, customer interaction, long-term relationships, shared problem-
solving, and technology in driving performance. This study therefore extends our insight by providing a

quantification of the relative impact of these factors within a specific retail context.

It further enables one to recognize areas for future research. For instance, it indicates strong linkages
between CRM practices and operational outcomes in terms of delivery efficiency and sales efficiency, but
it does not directly measure customer-centric outcomes, such as satisfaction or loyalty. Future research
might then be done on how these improvements in operations are translated into perceptions and behaviours

at the customer end.
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CHAPTER SEVEN

CONCLUSION AND RECOMMENDATION

7.1 Conclusion

This study contributed valuable insights into how CRM practices influence product delivery and sales
performance at Shoprite Holdings PLC in Nigeria. More specifically, we contribute to the literature on
CRM driving features, namely, consumer interaction, information sharing, long-term customer
relationships, joint problem-solving, and the use of technologies in order to explain how these practices

impact retail operations and their outcomes.

The CRM practices that have been examined show positive interlinkages with the business outcomes,
directly relating to product delivery efficiency and sales performance. This underlines the criticality of
taking an all-round approach to CRM in the retail sector. It has been deduced that proper CRM implies not
only the adoption of fragmented tools or strategies but also deals with customer-centeredness that is likely

to diffuse into all aspects of retail operations.

One of the most striking findings of this research is the exceptionally strong relationship between a long-
term customer relationship and sales efficiency. This relationship, explaining 78.3 per cent of the variance
in sales efficiency, makes a case for the paramount importance of creating enduring connections with
customers in a retail setting. If retailers manage to build up and maintain long-term customer relationships,

therefore, they are likely to improve drastically in terms of sales performance.

Equally important is the strong impact of joint problem-solving efforts on product delivery success. This
finding, with a 67.3 per cent variance of product delivery success explained by joint problem-solving,
underlines the merit of collaborative approaches toward the solving of customer problems and the
enhancement of service delivery. In essence, it sSimply means that those retailers who put in sufficient effort

to engage the customers in problem-solving are likely to succeed in product delivery.

The results also show very strong positive correlations among consumer interaction, information sharing,
and efficiency in product delivery. These denote the proper means of communication and data sharing in
enhancing operational efficiency. They sensibly suggest that retailers who excel in these regards shall

experience tangible differences in smoothing product delivery processes and customer satisfaction.
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While technology use did have a positive effect on the competitive advantage in product delivery and sales
operations, what is rather worthy of note here is that this relationship, while significant, was not as strong
as some of the other CRM practices examined. This may point out that while technology is necessary, it
should be viewed as an enabler of effective CRM not a solution in itself. What retailers need to do is find a
balanced way that exploit the potential of technology without losing sight of those very human elements of

customer relationship management.

These findings have some useful implications for retail management and strategy. They do appear to make
a strong case for the development by retailers of comprehensive CRM strategies embracing all key areas
under study. Focus should be vested in building up and maintaining long-term Customer Relationships, as

this appears to have the most potent impact on Sales Performance.

This study does certainly come with its limitations, however. The generalizability of these findings to other
contexts may be limited because the research was focused on one retail chain in Nigeria. Cultural factors,
market conditions, and organizational characteristics peculiar to that context could have influenced it.
Further comparative studies across retail organizations, sectors, or geographical contexts will also decrease

this potential bias.

The paper provides some useful insights into how CRM practices are related to business outcomes and does
little to add to an understanding of the mechanisms by which all these relationships work. Perhaps
supplemented by qualitative methods or longitudinal designs, future research might be in a place to tease
out more nuanced understandings of the hows and whys that CRM practices influence business

performance.

7.2 Recommendation
From the results of this study, several points could be recommended to retail organizations in pursuit of

improved CRM practices:

1. Build long-term relationships: Since research demonstrated the effect of long-term customer
relationships had a hard and direct impact on sales efficiency, it is in the interest of retailers to
invest heavily in customer loyalty and long-term engagement strategies, including personalized
marketing approaches and enhanced customer service initiatives.

2. Implement Collaborative Problem-Solving Approaches: It has already been noted that due to the
high impact of co-problem-solving on product delivery success, retailers need to establish formal
channels through which customers can get involved in the company's problem-solving activities.
This would include opening channels for customer feedback, formation of a customer advisory

board, or even co-creation activities.
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7.3

Improve Consumer Interaction/Information Sharing: These findings suggest that retailers have to
enhance their ability to efficiently deliver products by engaging in practices that will improve their
communication channels with consumers and optimize their internal information-sharing
processes. This may require investment in customer service training, the adoption of robust CRM
systems, and laying down protocols on how to communicate with other departments effectively.
Leverage Technology Strategically: As mentioned earlier, technology use showed a positive force
on competitive advantage. This was, however, moderate in comparison to other factors. This means
investing in technologies should be wary. Any implementations of technology by the retailer must
ensure conformity with the overall CRM strategy and ensure that proper training of staff is
conducted, along with change management processes.

Integrated CRM Approach: There are strong relationships across all CRM practices explored,
indicating an integrated approach to CRM should be adopted by retailers. That is, all elements of
CRM consumer interaction, and technology use should be oriented and functioning cohesively to
drive improvements in customer relationships and business outcomes.

CRM Metrics and Performance Monitoring: All of this necessitates the building of a proper
measurement and monitoring system by the retailer for the effectiveness to be achieved in the
strategy. This could involve coming up with KPlIs that link CRM practices to the business outcome,
such as sales efficiency and product delivery success.

Investment in staff training and development: Of course, human factors in CRM success are
evidenced by strong impacts of long-term relationships and joint-solving problems that suggest that
retailers should have serious investments in the training and development of their employees. Such
activities might encompass training on customer services, relationship management capabilities,
and how to train and work professionally with CRM technologies.

Customize CRM strategies: The general insights to effective CRM practices knowledge that are
reported in this paper should be recognized as a platform on which retailers will develop the most
proper CRM strategy, attuned to their particular context, customer base, and business goals.
Customer research and analysis of performance can take on continuous fine-tuning of these CRM

strategies.

Suggestions for Future Research

Future research avenues derive from this study, specifically the following:

Studies across cultures and sectors: By researching different cultural contexts and retail sectors,

comparative work can focus on finding out the effectiveness of CRM practices in varying climates.
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e Longitudinal Research: Long-term research in this area that is, tracing the development of CRM
practices and their effects over time would contribute much to elucidating the sustainability or
otherwise, indeed the enduring benefits that derive from CRM approaches.

e Technology-oriented studies: Interactions between the effects of certain technologies like Al, 10T,
and blockchain on CRM efficiency may be relevant to guide some technology investment
decisions.

e Customer perspective research: Involving the customers' perspective would provide a more
direct measure and would be more comprehensive if measured by surveys or qualitative research
concerning the effectiveness of CRM.

e Omnichannel CRM: As retail becomes increasingly omnichannel, how CRM practices can be

effectively executed and integrated across channels (in-store, online, mobile) is important research.

In conclusion, these findings demonstrate fairly conclusively the strong impact of holistic CRM practices
on retail performance concerning product delivery efficiency and sales performance. It, therefore, brings
into focus the overall need for a strategy in CRM that contextualizes technology use with human-centred

practices such as relationship-building or problem-solving activities jointly carried out with customers.

The findings provide an extremely strong footing for retail managers to develop and build up CRM
strategies with precedence always accorded to CRM as a key potential driver of competitive advantage in
retailing. Equally, it was also established that CRM implementation is rather quite complex and calls for
retailers to carefully adapt these CRM strategies to specific contexts, and constantly update these strategies

based on performance data and changing market conditions.

Further research in this area will be socially necessary with further evolvement of the retail scene because
of the rapid growth in omnichannel retailing and new technologies. Results from this study shall give a
foundational baseline for future research in this area, while the recommended directions for further research
will be useful in building on these findings to better understand ways in which CRM could drive value in
retail contexts for retailers and their customers alike. This is far from the end of the journey to optimal CRM

in retail, but this research helps leave a meaningful roadmap for that journey.
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APPENDIX A

Questionnaire

Questionnaire
Diear Participarnt,

Thank you for taking the time to participate i this mancey. Your inzights are mvahable to our
=hdy on the impact of Customer Felations hanazement (CRL) practice: on produoct delivery and
zales at Bhoprite Holdings PLC, Migeria. This research aims to explore how CEMI strategies
influence custemer satisfaction, operational eficiency, and overall buziness performance.

Instruction: Please read each gquestion carefully and provide vour honest responzas bazed on vour
experiance: with Shoprite Holdime: FLC.

Section 1: Demographic Information
1 Cender:

o Male
o Femals

2 Ape:

18-24
25-34
35-44
45-34
35 and ahova

[= T T

3 Educational Level:

High School Diplama
Eachelar’s Degree
hlastar's Depres
Doctorats

[ T

4 Diepartment:

Sales Department

Customer Sarvice Department
Operations hianagsment
Mlarketing Departneant

O 000

i

Year: of Experience:

o Laess than 1 year
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(=T = = I =

1-3 years

4-05 years

T-10 yearz

hlore than 10 vears

Section }: Conzumer Interaction on Sales and product delivery

Select the appropriate

Statement

Strongly
AgTes

Apgres

euwtral

DCrisagres

Strongly
Drisagres

Inmteracting  effectively with  conswmers
pozitively  influences szles performamce at
Shoprite Holdings PLC, Wizaria.

The foeedback received fom consuemers
gignificantly  enhances product  deliveny
proceszas at Shoprits Holdings PLC, Migeria,

Consurper  preferemcer and  imsights  are
adequately considered in  decizion-mzking

proceszas ralated to praduct delivery 2t Shaoprite
Holdings PLC, Migeria.

Fegular  consumer  interaction — sessions
cantritnite  effectivaly to improving overall
product delivery efficiency at Shoprite Holdmes
PLC, Migeria.

10

Consumer Interaction is crecial for mproving
product delivery at Shoprite Holdimgs PLC,

Higeria.

Section 1: Information Sharing on Sales and product delivery

Select the appropriate

Statement

Sronghy
Apres

Apgree

eutral

Drisagres

Sronghy
Drsagres

11

Information sharing practices within Shoprite
Heldings PLC, INMigeria azre affsctive in
enhancing product delivery.
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12

Timely end acomsts infonmation sharing
positively impacts sales ontcomes at Shoprite
Holdings PLC, Migeria.

Information sharing fosters collaboration amang
departments and teams to achieve bettar product
dalivary at Shoprite Holdmes PLC, Wigeria.

14

Agcess to comprehensive mformation mproves
dacision-making processes related to product
dalivary at Shoprite Holdmes PLC, Nigeria.

Information charing inftistives =t Shoprite
Holdings PLC, Mizaria significantly contritnate
ta adapting to market changze: and customer
dernands.

Section 3: Long-Term Curtomer Relationzhips on Salex and product delivery

Statement

Songly

i
Bt
-,

&
Eh
-

:

Drisapres

Stronghy
Drisapres

18

Enilding znd mzaintzining long-term custamer
relationships is exzential for enhancime product
dalivary at Shoprite Holdmes PLC, Nigeria.

Lone-term customer ralationships positively
impact zales efficiency at Shoprite Holdings
PLC. Migeria.

18

The trust and lovalty establizshed through laas-
termn  customer  relatiomships  contribute
zignificantly to repeat business and customer
retention.

1%

Tailoring product offerings bazed on long-tenm
customer  relatiomships  emhances  overall
customer satisfaction at Shoprite Holdings
PLC, Migeria.

Lone-term customer relationships at Shoprite
Holdings PLC, Migeria foster 2 desper
understanding  of customer nesds  and
preferences, leading to improved product
delivery.

Section 4: Joint Problem-Solving Efforts on Sales and product delivery
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Select the appropriate

Statement

Sromghy
Apgres
ApTes
ewtral

DrisagTes

Stromgly
Drisagres

21

Collabarative problem-solving efforts betwaen
Shoprite Holdmgs PLC, Migsriz and it
Customers  are  imstraments]l in enhancing
product delivary.

Joint problam-solving efforts with customers
zsignificantly comtributs to achieving szles
=snccess at Shoprite Holdings PLC, Nigerna.

Imvolving  costomers in problam-solving
proceszes improves overall produoct delivery
effactivenssy at Shoprite Holding: PLC,
HNigeria.

Custornar input and collaborztion in problem-
zolving inftiztives lead to immovative solutions
that benefit product delivery =t Shoprite
Holdings PLE, Migeria.

Engaging customers im joint problam-solving
afforts fostars 2 sanse of parmership and motozl
success  in product delivery &t Shoprite
Holdings PLC, Migeria.

Section 5: Role of Technology on Sales and product delivery

Select the appropriate

Statement related to Task Performance

Sromgly
Agres
AmTes
ewtral

Drisagres

Sromgly
LCrisagres

Tachnology plays a cracial role m enhancing
oparationzl efficiency and product delivery at
Shoprite Holdings PLC, Migaria.

a7

The adoption of advanced technologies
zignificantly improves sales operations at
Shoprite Holdmes PLC, Nizaria.

28

Technological imnovations ansble Shoprits
Holdings PLC, Migeria to mest customer
darnands more effectively.

Contmuous techmological upzrades enhamce
the speed and acouracy of product delivery
proceszes at Shoprite Holdings PLC, IMigeria.

Leveraging techmolozy improves Shoprite
Holdings  PLC, IMigeria's  compefitive
advantzge in the market for product delivery
and zalas.
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APPENDIX B

THE DATA ANALYSIS ON THE IMPACT OF CUSTOMER RELATIONS MANAGEMENT
(CRM) ON PRODUCT DELIVERY AND SALES: A CASE STUDY OF SHOPRITE HOLDINGS
PLC, NIGERIA
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