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ABSTRACT

This study investigates the imperatives of effective management of customers
relationship marketing for efficient operations in industrial marketing
organizations. Sructured questionnaire was employed in the cour se of gathering
relevant data for the study and administered on ninety senior employees of six
industrial marketing organizationsin Delta State. Data analysis was made using
simple percentage and table. The results show that there is positive relationship
between effective management of customers relationship marketing and efficient
operationsin industrial marketing organizations. The study therefore concludes
that effective management of customers’ relationship marketing creates
opportunities for industrial marketing organizations to gain competitive
advantage, improvement in profitability and cost reductions. The study however,
recommendes provision of fast mechanism for managing and scheduling follow-
ups sales calls among other strategies for improved customers' relationship
marketing in industrial marketing organizations.
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INTRODUCTION
Inanindustrid market, thestrength of relationship between buyer and sdler isvery important,
asoftenthereishighlevel of involvement during and after the buying processisincluded.
A poor purchasing decision from an organizational buying perspective could befairly
catastrophic and therefore every opportunity hasto betaken to ensurethat therisk inherent
inthedecision, and thereforein therelationship, isreduced. According to Berry (1983)
and Theodore (1983), relationship marketing inindustrial markets can betraced back to
1980. Berry (1983) and Theodore (1983), amarketing theorist broadened the scope of
marketing beyond individua transactions. In practice, relationship marketing originatedin
industrial and businessto business marketswherelong-term contracts have been quite
commonfor many years. According to Berry (1983), rel ationship marketing can beapplied
whentherearedternativesto choosefrom; when the customer makesthesdlectiondecision
and when thereis an ongoing and periodic desire for the product or service. Fornell
(1987) used the term “defensive marketing” to describe attempt to reduce customer
turnover and increase customer loyalty. Thiscustomer retention approach was contrasted
with “ offensive marketing” which involved obtaining new customersand increasing
customers purchasefrequency. Defensive marketing according to Fornell (1987), focuses
on reducing or managing the dissatisfaction of your customers, while offensive marketing
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focuseson“liberating” dissatisfied customersfrom your competitorsand generating new
customers. Amue (2006) viewsrel ationship marketing asthe devel opment, growth and
maintenance of long-term and cost-effective exchange rel ationships with individual
customers, suppliers, employee and other partnersfor mutual benefit. In relationship
marketing, theterm customer takes on anew meaning, employeesal so serve customers
within an organization aswell asoutside; individua employeesand their department are
customersof and suppliersto one another. They must apply the same high standards of
customers satisfactiontointradepartmental relationshipsasthey doto external customer
relationship (Uturu, 2006). Olayinka (2006) definesrel ationship marketing asthe series of
activitiesdesigned to secure and maintain alonger-term commitment, through the creation
and delivery of valueto the customers. Foundationsfor acordial relationship with the
customersarelaid at the point of their acquisition.

On the other hand, Uturu (2006) views industrial marketing as a process of
marketing productsfor usein further production of goods and servicesto organizations
such asprivateand public commercia enterprises, government agencies, and institutions.
Hedso opinesthat industrial marketing isthemarketing of goodsand servicestoindudtrial
customersfor useinthe production of goodsand services, for usetofacilitatethe operations
of businessesand for useby non-profit ingtitutions. Industrial marketing thereforerepresents
activitiesof peoplewho purchase materia and servicein order to manufacture, assemble,
resdll, or facilitate bus ness operations. The participantsintheindustrial marketing process
aremanufacturers, wholesaers, retail ers, agents, government and non-profit institutions
who utilize the goodsand servicesto actuaizetheir businessneedsor public needsasthe
case maybe (Amue, 2006).

Bamgboye (2005) lisssomeof thecharacteridticsof theindustria market toinclude:
() theindustrial market dealswith very fewer but for larger buyer than the consumer
market does; (ii) it isover concentrated in one geographical location; (iii) demand for
product isderived demand; (iv) purchasesinvol ve more buyers and more professional
efforts; (v) thereisahigh degree of relationship that exists between the buyer and the
sdler; and (vi) greater emphasison personal selling. Firmson customer acquisitioninvest
substantia resources—men, materials, money andtime. Customer acquisitionfollowsthe
smple processof |lead generation, lead qudification, and account conversion. Whenthis
processiscarefully managed, it resultsin customer satisfaction whichinturnresultsin
customer loyalty. Worsam (2000) warnsthat asituation of customer defection facesevery
firmand thisshould be managed properly for thefollowing reasons; (i) the cost of acquiring
new customersishigher than that of retaining existing ones; (ii) acquiring new customers
and retaining old onesincreases customersbase and addsto salesvolume; and (jii) existing
customerswho are satisfied speak well of the organization. Osho (2005) listed systems
used in managing customers' reationshipinindustrial market toinclude:

i SalesForceAutomation (SFA): Thissystem automatessome of the organi zation
critical sdlesand saesforce management, contact management, quote management,
forecasting, salesadministration, keeping track of customer preferences, buying
habitsand demographicsaswell asstaff performance.
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ii. Customer sServiceand Support (CSS): Thissystem automates some services
requests, customers complaints, product returnsand information requests.

ii. EnterpriseMarketing Automation (EM A): Thisprovidesinformation about
the business environment, including competitors, industry trend, and macro
environmental variables. Theintent of EMA applicationsistoimprove marketing
campagnefficiencies.

Thisstudy thereforeexaminescustomer rel ationship marketing and industrial marketsfrom

various pointsof view. Theimportance of building customer relationship marketing, the

characterigticsof industrid marketing and syssemsused in managing cusomers' rdaionship
inindustrial market area so x-rayed.

METHOD

The population of the study consistsof industrial marketing organizationsoperatingin
DedtaState. The study made use of 90 employeesrandomly sel ected from six purposive
sampledindustrial marketing organi zationsfrom four townsof Warri, Sapele, Ughdlli and
Aladjain DeltaState. Thereasonsfor the use of thesetowns are becausethey are major
townsin Delta State where several businessesthrive. Structured questionnairewasused
for datacollection. Themethods of dataandysisincludesmplepercentage. Theandytica
detailsrelatingtothefindingsare presented ontables.

RESULTSAND DISCUSSION

Table 2 shows that 96.67% of the respondents are of the view that effective
management of customer relationship marketing has significant rel ationship with cost
reductionsinindustria marketing organizations while 3.33% stood againgt. Table 3 reveals
that 95.55% of the respondentsagreed that effective management of customersrel ationship
marketing has significant rel ationship with gaining competitive advantagein industrial
marketing organizationsas against "No" at 4.45%. It indicatestherefore, that thereis
sgnificant rel ationship between effective management of customersre ationship marketing
and cost reductionsinindustria marketing organizations. Improvement in customer service,
decrease customer turnover, decrease marketing cost, increase salesrevenue and thereby
increase profit margins. It iscost effective maintaining existing customersthan attracting
new ones. Effective management of customersrelationship marketing has significant
rel ationship with gaining competitive advantage. Relationship marketing givesacompany
new opportunitiesto gain acompetitive edge by moving customersup aloyalty hierarchy
from new customersto regular purchasers, thento loyal supportersof thefirmandits
goodsand servicesand to advocateswho not only buy its productsbut recommendsthem
toothers.
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Table 1. Industria marketing firms studied with number of respondentsin DeltaState

SIN  Organizations No. of Respondents
1. BetaGlassPlc, Ughdli 25
2. DdtaSted Complex,Aladja 24
3. Eternit NigeriaPlc, Sapele 20
4, Mix and Baker Ltd, Warri 6
5. Industrial GasLtd, Warri 10
6. VitaFoam Pic, Sapele 5
Total 90

Source: Survey, 2013

Table2: Effectivemanagement of customersrelationship marketing and cost reductions
inindustria marketing organizations

Option Frequency of Occurrence Percentage (%)
Yes 87 96.67
No 3 3.33
Tota 90 100

Source: Survey, 2013

Table 3: Effectivemanagement of customersrelationship marketing and itsrelationship
with gaining competitive advantage

Option Frequency of Occurrence Per centage (%)
Yes 86 95.55
No 4 4.45
Tota 90 100

Source: Survey, 2013
CONCLUSIONAND RECOMMENDATIONS

Thissudy amsat examiningimperativesof effectivemanagement of customersrdationship
marketing for effective operationsinindustrial marketing organizations. Itisasurvey of
selected organizationsin DeltaState. From the studly, it sufficesto concludethat effective
management of customer relaionship marketingisvery vita for cost minimization, cusomers
retention and to gain competitive advantagein industrial marketing organizations. Based
onthese, thefollowing strategiesare recommended based on thefindingsof thisstudy for
effective management of customers relationship marketing in industrial marketing
organizations.

I. Provision of product information: Products use information and technical
assistance on websites that is accessible 24 hours aday, 7 days aweek or 4
weeksamonth. Thisaccessibility hel pstoidentify potential problemsquickly,
beforethey occur.

. Provision of mechanism for handling problems: Another obviousstrategy of
improving customer relationship inindustrial marketsisproviding user-friendly
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mechanismfor registering customer complaints. Complaintsthat arenot registered
with the company cannot be resolved, and are a major source of customer
dissatisfaction. Management should provideafast reponsemechanismfor handling
problems and complaints. Complaintsthat are resolved quickly canincrease
customer satisfaction.

Provision of correctivedevice: Management of industrial marketsshould make
availableafast response mechanismfor correcting products/services deficiency.
Another sirategy of improving relationshipisthe provision of fast mechanismfor
managing and scheduling, mai ntenance, repair and on-going support (improve
efficiency and effectiveness).

Organizational buyer personal identification: Identification of how each
individual customer define quality, and then design aservice strategy for each
customer based on theseindividual requirementsand expectations.

Provision of mechanismtotrack all pointsof contact: Provision of mechanism
totrack al pointsof contact between anindustrial customer and the company and
it should bedonein anintegrated way sothat all sourcesand typesof contact are
included, and all usersof the system seethe sameview of the customer (reduces
confusion).
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