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Abstract: As the competitive environment becomes more turbulent, the most important issue the sellers face is
no longer to provide excellent, good quality products or services, but also to keep loyal customers who will
contribute long-term profit to organizations. CRM as a business strategy identifies, cultivates, and maintains
long-term profitable customer relationships. This study therefore sought to explore the influence of CRM
strategies on the performance of synthetic hair manufacturers in Kenya. The objectives of the study were to:
establish the influence of service quality on performance of synthetic hair manufacturing firms in Kenya, to
determine the influence of process automation on performance of synthetic hair manufacturing firms in Kenya,
to find out the influence of customer orientation on performance of synthetic hair manufacturing firms in Kenya
and to identify the influence of sales force involvement on performance of synthetic hair manufacturing firms in
Kenya. The study adopted a descriptive research design. The study targeted 90. The study used self-
administered questionnaire as instruments of data collection. The researcher used the SPSS to perform the
analysis.
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I.  Introduction

Rapid changes in the operating environment such as globalization, changing customer needs and
expectations and competition to provide innovative products have become the standard backdrop for many
organizations. To enable these organizations compete effectively, it is critical that they constantly enhance
quality of their products and services through various practices such as differentiation of products and services
and raising performance through reduction of costs (Chang & Huang 2005). To compete in such competitive
and interactive marketplace, marketers are forced to look beyond the traditional 4Ps of marketing strategy for
achieving competitive advantage. Therefore, CRM among other marketing strategies has become an alternative
means for organizations to build strong, ongoing associations with their customers (Andaleeb, 2006). The
development of CRM has received a lot of attention in both academy and practice areas in the last few decades.
It was during the last decade of the 20th century that relationship marketing began to dominate the marketing
field (Egan, 2001). During this period, relationship marketing became a major trend in marketing and
management of business applied and practiced by many all over the world.

1.1 Statement of the Problem

Hair is big business in Africa, and global brands are definitely starting to take notice. Despite limited financial
resources, Reuters reports of August 2014 that Africans are spending an estimated $7 billion on their hair.
According to Euromonitor International, people in South Africa, Nigeria and Cameroon alone spend about $1.1
billion on hair care products. That includes shampoo, lotions and relaxers. Reportedly, the dry hair (aka weaves,
wigs and extensions) industry is estimated to be around $6 billion a year. The African hair industry has become
so big that Unilever now has salon in Johannesburg boasting its full line of Motions products. For many African
women, the perception of having “Beautiful Hair” is an embedded part of their core being. Some cannot and
will not be seen without weave despite the high cost. Weaves and additions come in all different shades and
lengths and it usually takes long for you to grow your own hair to the length that you want. The durability of the
weave is usually up to 3 weeks depending on how well it is maintained. This poses a challenge to the buyers as
they have to make a purchase decision every two weeks. It is thus important that the organizations can lock such
customers for repurchase.

1.2 Specific Objectives

- To establish the influence of service quality on performance of synthetic hair manufacturing firms in Kenya.

- To determine the influence of process automation on performance of synthetic hair manufacturing firms in
Kenya.
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- To find out the influence of customer orientation on performance of synthetic hair manufacturing firms in
Kenya.
- To identify the influence of employee involvement on performance of synthetic hair manufacturing firms in
Kenya.

I1.  Literature Review
2.1 Theoretical Framework

The Six Markets Theory relaxes the assumption that companies marketing activities should concentrate
on creating, keeping and retaining profitable customers. Firms should focus on individual sales processes,
building long-term relationships with customers and generating repeat purchases. This will create stronger links
between the internal processes and the needs of customers, resulting in higher levels of customer satisfaction
(Christopher et al2002)

The Social Exchange Theory (SET) was based on the works of Homans (1974) and is widely viewed as
one of the most influential conceptual paradigms in organizational behavior. The theory suggests that to be an
effective competitor (in the global economy) requires one to be a trusted cooperator (in some networks)”. In the
social exchange model, commitment and trust are the key mediating variables because they encourage exchange
partners to preserve relationship investments, resist attractive short-term alternatives, and maintain the belief
that partners will not act opportunistically. As business partners interact with one another on a regular basis,
trust may develop.

According to Dettmer (2001), Theory of Constraint (TOC) is a set of concepts, principles, and tools
designed to help manage systems better. TOC adopts the common idiom "a chain is no stronger than its weakest
link." This means that processes, organizations, etc., are vulnerable because the weakest person or part can
always damage or break them or at least adversely affect the outcome.

2.2 Empirical Evidence
2.2.1 Effect of Service Quality on Firm Performance

Richard et al., (2000) describes quality as a process of delivering to satisfy the customer and adds that
quality is about how consistently a product or a service delivered meets or exceeds the external and internal
customers[] expectations and needs. The process of defining quality is abstract because how one defines it is
subjective because quality depends on one’s perception. Service quality is a concept that has aroused
considerable interest and debate in the research literature because of the difficulties in both defining it and
measuring it with no overall consensus emerging on either (Wisniewski, 2001).

Customer Satisfaction Indicators cover the key elements of how customers feel about interactions with
them. There are many different indicators that can assist track depending on the industry. Some attributes
include response time to customers query, call, email, or chat with questions (Evans, 2008). Reliability is the
ability to perform the promised service dependably and accurately and courtesy is the politeness, respect and
propriety shown by the service, usually contact staff, in dealing with the customer and his or her property. This
includes the ability of staff to be unobtrusive and uninterfering when appropriate (Preety et al., 2013)

2.2.2 Effect of Process Automation on Firm Performance

Johannesson et al., (2001) examine Process Automation is a business strategy where firms attempt to
gain a competitive advantage by ensuring organization activities are being performed in the best way possible
and focus on excellence in whatever the organization does to ensure efficiency in the operations. Business
Process Automation (BPA) solutions provide the tools, technologies, and infrastructure to automate complex
business processes end to end in order to help increase competitive advantage and deliver tremendous value and
visibility to your business, customers, and trading partners.

BPA boosts individual and team efficiency which enables organizations to deliver results faster and
greater predictability. It leads to better decision making by providing real-time insight into key business metrics
and gives broader insight into essential business processes critical to a business and provides real-time analytics
that enable you to make better decisions faster. BPA further leads to enhanced operational excellence
(Premaratne, 2009). Before automation of various services organizations normally experience problems in
service quality such as delay in service, lack of accuracy in the data due to manual transfer, lack of consistency
in handling data as a result of lack of standard and more so there is the problem of lack of completeness of data,
(Premaratne, 2009).

2.2.3 Effect ofCustomer Orientation on Firm Performance

Deming (2003) states the approach to quality and loyalty focuses on “customers" as measures of
achievement. In this sense, customers’ ideas must be taken seriously and transformed into actionable
information to evaluate the impact of the improvement efforts and to reinforce the customer focus within the
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organization. In order to achieve customer satisfaction, the quality process must be improved continuously until
customer demands are met (Crosby, 2000). Response of a customer request in a prompt and professional manner
is the keyingredient to effective customer service. Poor relations with clients has been proven to be an excellent
way of making sure that the business or service involved does not do as well as companies that put their
customer needs first.

Responding to a customer’s request in a prompt and professional manner does not mean that you have
to fawn all over them; it means that you are courteous and showing them that you are taking what they want
seriously. Employees provide an essential service for any industry. Whether a company is product or service
oriented, it usually relies heavily on employees such as sales force in order to identify and meet their customers’
demands. Companies today rely more on employees than ever before to improve service and cut lead time. Due
to this, every company’s approach to sales team should be part of their strategic plan.

2.2.4 Effect of Employee Involvement on Firm Performance

Lagrosen (2005) states that employee involvement was conceived to mean a ‘feeling of psychological
ownership among organizational members. The traditional employee involvement is narrow-minded and job-
centered rather than process centered. The main aim for the total involvement of employee is to boost internal
and external customer’s satisfaction by developing a flexible environment which allows for innovation and
improved service delivery. The CRM Practices approach involves achieving broad employee interest,
participation and contribution in the process of service delivery. The concept assumes a companywide quality
service culture, which gives freedom to employees in taking decisions that affect their job. Thus, employees are
encouraged to perform function such as information processing, problem solving and decision making. Amah et
al., (2013) similarly pointed out that intrinsic motivation is at the heart of improved organizational performance,
where empowerment and involvement in decision making is viewed as essential for sustained result.

I11.  Research Methodology

The researcher used descriptive research design a scientific method which involves observing and
describing the behavior of a subject without interfering with it in any way. ( Mugenda and Mugenda ,2008).The
study adopted a descriptive research design to investigate influence CRM components on organizational
performance of synthetic hair manufacturing firms in Kenya. Descriptive research method permits a researcher
to explore and describe the phenomena as it is and give actual information that can be used to solve some
problems (Ngechu, 2004). According to Cooper and Schindler (2003), it describes the characteristics of the
target group under study by focusing on the what, where and how of a phenomenon. Descriptive research
involves gathering data that describe events and then organizes, tabulates, depicts, and describes the data
collection (Bryman, 2008). Descriptive survey design allows for the collection of large data from sizable
population. This research method is proposed as it is the most effective method that would fit with the purpose
of the study.Reliability of the study was enhanced through pilot study that was conducted to enable the
researcher identify items that required modification. Regression Analysis was used to measure the degree of
correlation between independent and dependent variables. The Equation took the form:

Y=BO0+B1XI+B2X2+pB3X3+p4X4+E Where :

Y = Firms Performance (Dependent variable) ,0+ B 1 X1+ 2 X2 + 3 3 X3 + B 4 X4= Explained Variations of
the Model ,E = Unexplained Variation i.e. error term, it represents all the factors that affect the dependent
variable but are not included in the model either because they are not known or difficult to measure.

X1 = Service Quality,X2 = Process Automation, X3 = Customer Orientation, X4 = Employee Involvement,0 =
Constant,

01, 02, U3, 45 Regression Co-efficient. Define the amount by which Y changed for every unit change of
predictor variables. The significance of each of the co-efficient was tested at 95 percent level of confidence to
explain the variable that explains most of the problem

3.1 Reliability Analysis

Cronbach’s Alpha type of reliability co-efficient was used taking into account a value of 0.7 or higher
as being sufficient (Sekeran, 2003; Castillo, 2009).All variables were subjected to Cronbach’s Alpha so as to
ascertain their internal consistency. Cronbach’s Alpha was .778 which was above the minimum required and
therefore the data was considered as reliable.

IV.  Findings And Discussions
4.2.1 Service Quality
According to the findings, it was established that customer relationship marketing strategies influence
the firms’ performance as it provided customers with the information that they need on the product and thus
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increases sales thus promoting customer loyalty to the brand. Customers are much more likely to make a repeat
purchase if they product they bought meet and exceeds their expectations. The study confirmed those of Pretty
et al., (2013) who found that service quality is an entity that bears on the products ability to satisfy the stated
and implied needs of the customers

4.2.2 Process Automation

According to the findings, the respondents indicated that automation process was difficult and it would
impact negatively on firm performance. The study revealed that the process automation is only slightly of help
according to the respondents as most requirements were already met and that the process automation was too
slow or too late.

4.2.3 Customer Orientation

The study findings revealed that the organizations responded to the customers’ needs or complaints
very fast. The findings also revealed that the company makes the response to the customers’ complaints so as to
avoid conflict with the customers and create a good relationship with them through enhancing customer
satisfaction. The findings agree with those of Crosby(2000) that lack of attending to customers query results to
poor relations with clients has been proven to be an excellent way of making sure that the business or service
involved does not do as well as companies that put their customer needs first. The findings also showed that the
organization responds rapidly since it helps them in understanding the consumer behavior and their product
preference.

4.2.4 Employee Involvement

The study revealed that employees were involved in various decision making processes in the
organization. The findings revealed that they were involved since employee involvement in decision making
boosts their morale and thus increasing productivity. Amah et al., (2013) similarly pointed out that intrinsic
motivation is at the heart of improved organizational performance, where empowerment and involvement in
decision making is viewed as essential for sustained result The study also revealed that since employees deal
with the clients themselves they have a better insight on the behavior of the consumer and thus are involved in
decision making. From the findings it was also revealed that the employees are involved so as to improve
customer services.

4.25 Regression Analysis

The data findings analyzed showed that taking all other independent variables at zero, a unit increase in
service quality will lead to 0.037 increase in firms performance; a unit increase in process automation will lead
to 0.002 decrease in firms performance; a unit increase in customer orientation will lead to 0.003 decrease in
firms performance while a unit increase in free cash flow will lead to 0.119 in firms performance.

The Equation (Y=B0+pB 1 X1 +p2X2+p3X3+p4X4+E) becomes:

Y=0.443 + 0.037 X; - 0.002X;- 0.003X5+ 0.032X4+ [

Where: Y = Firms Performance,X1 = Service Quality,X2 = Process Automation,X3 = Customer
Orientation,X4=Employee Involvement,0 = Constant,

Table 1: Model Summary
R R Square Adjusted R Square Std. Error of the Estimate
0.863 0.746 0.472 0.13486

a. Predictors: (Constant), service quality, process automation, customer orientation, employee involvement

Table 2 ANOVA (Analysis of Variance)

Sum of Squares df Mean Square F Sig.
Regression 1.439 4 0.359 10.728 003"
Residual 1.491 52 0.029
Total 1.930 56

a. Dependent Variable: CRM strategies
b. Predictors: (Constant) service quality, process automation, customer orientation, employee involment
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Table 3: Regression coefficients

Unstandardized Coefficients  Standardized T Sig.
Coefficients

B Std. Error Beta
(Constant) 443 .363 1.218 .004
Service Quality .037 077 .087 485 .002
Process Automation -.002 .006 -.043 -.260 .001
Customer Orientation -.003 .031 -.020 -104 .000
Employee Involvement .032 .025 .226 1.276 .002

Dependent variable: ServiceQuality, Process Automation, Customer Orientation andEmployee Involvement.

V.  Conclusions

The study concludes that Customer Relationship Marketing strategies influence firm performance. The
study also concludes that service quality enables the company to maintain communication with the customers.
The study also concludes that customer service representatives have all queries resolved to the complete
satisfaction of customers. The study concludes that organization respond to customers’ needs or complains fast.
The study concludes that rapid response to customers’ needs avoids conflict with the customers, promotes
customer satisfaction and customer loyalty. The study also concludes Process Automation would hardly be of
any value to the organizations.

References
[1]. Andaleeb, S. S. (2006). An Experimental Investigation of Satisfaction and Commitment in Marketing Channels: The Role of Trust
and Dependence. Journal of Retailing, 72, 1, 77-93..

[2]. Body, L., &Limayem, M. (2004),The Impact of Customer Relationship Management on Customer Loyalty. NY: Awright.
[3]. Bryman (2008). Social Research Methods. 3rd ed. Oxford: Oxford University Press.
[4]. Buttle, F. (2004), Customer Relationship Management: concepts and tools, Oxford: Elsevier Butterworth-Heinemann.

[5]. Cai, J. Y. & Zhang, D. L. (2008). Business Performance Management Concepts, Methods, and Applications, Beijing: Tsinghua
University Press

[6]- Camp, W. G. (2001). Formulating and evaluating theoretical frameworks for career andtechnical education research. - Journal of
Vocational Education Research, Vol. 26, No 1.
[7]1- Chang, P., & Huang, R. (2005). Analysis of interactions among the variables of supply chain performance measurement system

implementation. Business Process Management Journal, 14, (4), 512-529.

[8]. Chaudhuri, A. (2001) Brand Equity or double jeopardy. Journal of Product & Brand Management, 4,(1), 26-32.

[9]. Christopher, M., Payne, A., &Ballantyne, D. (2002), Relationship Marketing: creating stakeholder value. Oxford: Butterworth-Heinemann

[10].  Chow, S., & Holden, R.(1997). “Toward an understanding of loyalty: The moderating role of trust”, Journal of Managerial Issues,
9(3), 275-298.

[11]. Cook, S. (2011) .Customer care excellence: How to create an effective customer focus. Kogan page.

[12]. Cooper, D. R., & Schindler, P. S. (2003). Business Research Methods (8"edn) McGraw-Hill: New York.

[13].  Crosby, P. (2002). Let’s talk quality: 96 questions that you always wanted to ask Phil Crosby, New York: McGraw-Hill.

[14]. Darling Kenya—Style Industries Limited website, (2014) www.darlingkenya.biz

[15]. Deming, W. E. (2003). Out of the crisis, Cambridge University Press.

[16].  Dettmer, H. W. (2001). Goldratt’s Theory of Constraints: A System Approach to Continuous Improvement, (Milwaukee, WI:
ASQC Quiality Press).

[17].  Doney, P.M., Cannon, J.P. (1997), "An examination of the nature of trust in buyer-seller relationships". Journal of Marketing, 61(4), 35-
51.

[18]. Doyle P.L,& Stern K. (2006). The Antecedents and Consequences of Customer Satisfaction in Firms. Marketing Science,
12125-143.

[19]. Dyer and Blair websites. (2012).

[20]. Edwinah, A., & Augustine, A. (2013). "Employee involvement and organizational effectiveness”. Journal of Management
Development, 32(7), 661 — 674.

[21].  Egan,J. (2001). Relationship Marketing: Exploring Relational Strategies in Marketing, Pearson Education Limited, ISBN0273-64612-5.

[22].  Eric (Er) Fang, Robert,W. P. &Rajdeep, G.. (2011). Effects of Customer and Innovation Asset Configuration Strategies on Firm
Performance. Journal of Marketing Research 48(3), 587-602.

[23]. Evans, J. R., &Laskin, R. L. (2008), “The relationship marketing process: A conceptualization and application”,
Industrial Marketing Management, 23(5), 439-452.

[24]. Evans,J. R., & Lindsay, W. M. (2008). Managing for quality and performance. Seventh ed. Canada: Thomson

[25].  Fawcett, V., Choisne, F., de Grosfoir, D. & Kumar, U. (2006). “Impact of TQM practices on company’s performance”.
International Journal of Quality & Reliability Management, 26 (1), 23-37.

[26].  Galvin E. & Evans, W.K, (2005). Fading Customer Relationships in Professional Services. Managing Service Quality, 15 (2), 156—
171.

[27].  Gefen, D. (2009), “Customer loyalty in e-commerce”, Journal of the Association for Information Systems, (3), 27-51.

[28].  Girishankar, S. "Companies Want CRM Tools to Manage Business Relationships," Information Week, 17 April 2009, pp. 65.

[29].  Goodhue, D.L., B.H. Wixom, & H.J. Watson. (2002). “Realizing business benefits through CRM: Hitting the right target in the right way”.
MIS Quarterly Executive 1(2): 79-94.

[30].  Gronroos, C. (2004). The Relationship Marketing Process: Communication, Interaction, Dialogue, Value, the Journal of Business &
Industrial Marketing, 19 (2), 99-113.

[31].  Hair Goods Industry Suppliers Directory website (2014)

DOI: 10.9790/487X-17456671 www.iosrjournals.org 70 | Page


http://www.darlingkenya.biz/
http://www.hairgoodswholesale.com/

Influence Of Customer Relationship Marketing Strategies On Performance Of ...

[32].
[33].

[34].
[35].
[36].
[37].
[38].
[39].
[40].
[41].
[42].
[43].
[44].
[45].
[46].
[47].

[48].
[49].

[50].
[51].
[52].
[53].
[54].
[55].
[56].
[57].
[58].
[59].
[60].
[61].
[62].
[63].
[64].
[65].
[66].
[67].
[68].
[69].
[70].
[71].
[72l.
[73].
[74].
[75].

[76].

Hosmer, D. W., &Lemeshow, S. (2003). Applied survival analysis: Regression modeling of time to event data. New York: Wiley
Kimani, D. (2010). Customer Relationship and Performance of Manufacturing Firms in Kenya. Unpublished MBA Project, University
of Nairobi.

Johannesson, P., &Perjons, E. (2001). Design principles for process modeling in enterprise application integration in information
systems, 26, 165-184.

Kinnear, P. R., & Gray, C. D. (2008). SPSS 15 made simple. Hove, East Sussex: Psychology Press.

Kotler, P. (2013), Principles of Marketing, 15" Edition, UK: Prentice-Hall.

Lam, S., &Erramilli, M.(2004). Consumers’ trust in a brand and link to brand loyalty. NY: Springer.

Loreal website, study by Consumer Insight for Global Payment Solutions Visa,(2012)

Matthias Meyer. 2005. “Multidisciplinarity of CRM Integration and its Implications”. Proceedings of the 38th Hawaii International
Conference on System Sciences — 2005

McDonald, L. (2002), “Customer Relationship Management - An Overview”, Available at
http://www.brillianceweb.com/betterwebdesign/tips48.aspx, Accessed on June 15, 2014
Madnani N, Khan K. Hair cosmetics. Indian J DermatolVenereolLeprol,2013Available

from: http://www.ijdvl.com/text.asp?2013/79/5/654/116734Accessed on July 15, 2014

Media usage - US. (2010 September). "Technological innovations have changed how consumers spend their free time" Retrieved
from Mintel database

Mendoza, L.E., Alejandro, M., Maria, P.,, & Anna, C. G.(2007). "Critical success factors for a customer relationship
management strategy". Information SoftwareTechnology, 49: 913-945.

Mertens, D.M. (2005). Research methods in education and psychology: Integrating diversity with quantitative and qualitative
approaches, 2nd Edition. Thousand Oaks: Sage.

Moorman, C., Deshpande, R., &Zaltman, G. (2005), "Factors affecting trust in market research relationships”, Journal of
Marketing, 57(1),81-101.

Morgan, R.M., & Hunt, S.D. (2004), "The commitment-trust theory of relationship marketing", Journal of Marketing, 58 (7),
20-38.

Moutinho L., & P.A. Phillips, (2002). "The impact of strategic planning on the competitiveness, performance and effectiveness of
bank branches: a neural network analysis". International Journal of Bank Marketing, 20 (3), 102 — 110.

Mugenda, O. M &Mugenda, A. G. (1999). Research methodology, Nairobi: Nairobi, Press.

Mungai, E.M. (2008). Factors that determine customer loyalty: a case of the Port of Mombasa. Unpublished MBA journal.
University of Nairobi.

Nelson, S. (2002), “What’s happening to CRM in 2002”, Gartner Group Research, January .

Newell, F.( 2009). Customer Relationship Management in the New Era of Internet Marketing. McGraw-Hill.

Ngechu, M. (2004). Understanding the research process and methods. An introduction to research methods. Nairobi: Acts Press.
Parasuraman, A., Zeithaml, V. A. &Malhotra, A. (2005). E-S-QUAL: A Multiple-item Scale for Assessing Electronic Service
Quality, Journal of Service Research, 7 (3), 213-233

Peng, Leong Yow & Wang, Qing (2006). Impact of Relationship Marketing Tactics (RMTs) on Switchers and Stayers in a
Competitive Service Industry. Journal ofMarketing Management, 22, 25-59.

Preety, A., &Purnima S. S. (2013). "The importance of value and context for mobile CRM services in banking". Business Process
Management Journal, 19 (6),864 - 891

Premaratne, S. (2009). "Business process integration, automation, and optimization in ERP: Integrated approach using enhanced
process models". Business Process Management Journal, 15(4),504 — 526.

Qingmin, H., Helmut, K., &Juergen, M. (2012). "How does organizational structure influence performance through learning and
innovation in Austria and China".Chinese Management Studies, 6 (1),36 — 50.

Rahman, S. (2001). The theory of constraints a review of the philosophy and its applications, International Journal of Operations
and Production Management, 18(4), 336—355.

Rainer Alt, Thomas Puschmann. 2004. “Successful Practices in Customer Relationship Management”. Proceedings of the 37"
Hawaii International Conference on System Science — 2004

Reinartz, W. J..& Kumar, V. (2003), “The impact of customer relationship characteristics on profitable lifetime
duration”. Journal of Marketing, 67(1), 77- 99.

Richard, W., & John, P. (2000). "Quality in scholarly publishing". Managing Service Quality, 10 (3), 151 — 155.

Richard et al. (2009): Measuring Organizational Performance: Towards Methodological Best Practice. Journal of Management
Robert, W., Rajiv, P. D., Dhruv, G., & Kenneth, R. E. (2006). Factors Influencing the Effectiveness of Relationship Marketing: A
Meta-Analysis. Journal ofMarketing: 70, (4), 136-153.

Rowley, J., & Dawes, J. (2000), “ Disloyalty: A closer look at non-loyals”, Journal of Consumer Marketing. 17(6), 538-549.

Saren, M. (2007). Marketing is everything: the view from the street’. Marketingintelligence & planning. 25(1), 11-16.

Shamoo, A.E., &Resnik, B.R. (2003). Responsible Conduct of Research. Oxford  University Press.

Sheth, E. Y., &Kellstadt, Q. (2002). Strategic Market Planning. Englewood Cliffs, NJ:Prentice Hall.

Sivasubramanian, R. et al. (2003). Optimum production schedule and profit maximization using the concept: theory of constraints,
International Journal of Manufacturing Technology and Management, 5(4), p. 325.

Stefan, L.(2005). "Customer involvement in new product development: A relationship marketing perspective". European Journal of
Innovation Management, 8 (4),424 — 436.

Swift, R.S. (2001). Accelerating Customer Relationships: Using CRM and Relationship Technologies. Upper Saddle River NJ: Prentice-
Hall.

Tseng, Yi, M. (2007). The Impacts of Relationship Marketing Tactics on Relationship Quality in Service Industry, The Business
Review, Cambridge. Summer, 7 (2), 310-314.

Weiss (2001) Fuzzy modeling Enterprise Resource Planning tool selection. Computer Standards & Interfaces, 30, (3), 137-147.

Wig Industry websites. (2009)

Williamson, 0.(2013). Markets and Hierarchies: Analysis and loyalty implications. New York: The Free Press.

Wisniewski, M. (2001) "Using SERVQUAL to assess customer satisfaction with public sector services". Managing Service Quality,
11 (6), 380 — 388.

Wolfgang, U., & Andreas, E. (2006). "Relationship value and relationship quality: Broadening the nomological network of
business-to-business relationships”. European Journal of Marketing, 40(3/4), 311 — 327.

DOI: 10.9790/487X-17456671 www.iosrjournals.org 71| Page


http://www.brillianceweb.com/betterwebdesign/tips48.aspx,
http://www.ijdvl.com/text.asp?2013/79/5/654/116734

