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This study was undertaken to evaluate the contribution of CRM strategies in enhancing customer loyalty 
in the motor industry. The motor industry is facing intense competition both locally and internationally. 
The paper analyses trust and commitment as antecedents of customer loyalty, the benefits of database 
marketing and key account management, categories of loyalty, as well as challenges affecting the 
effective implementation of database marketing and key account management. The research design was 
descriptive and exploratory. A sample size of 297 respondents was used which included 150 business 
customers and 147 employees. The major finding was that trust and commitment have a role to play as 
they led to customer loyalty. It was therefore concluded that CRM contributes significantly towards 
customer loyalty in the motor industry, thus it was recommended that the motor industry could make 
optimum use of information technology in order to fully implement CRM strategies.  
 
INTRODUCTION 
 

The automotive industry is facing new and pressing challenges: digitalization and increasing 
competition are changing the face of the industry (IBM, 2004). Despite the automotive industry spending 
vast amounts on advertising and despite a record number of new products launches (Phillips, 2007), 
customer loyalty is decreasing and brand differentiation is more difficult to achieve (Koslowski and 
Hagemeyer, 2006). As a consequence Bondar et al., (2007), suggests that it is worthwhile to revisit the 
question posed by business author and Professor Gary Hamel: “On the road to the future, who will be the 
windshield, and who will be the bug? According to Collins (2002), with the rise of the internet as a selling 
tool in the late 1990s, many traditional retail channels were branded as “Dinosaurs” and were thought to 
be facing extinction. 

Auto retailers were listed among those considered “doomed” by the internet as a result increased 
competition from online car-selling services and even more important and challenging is that customers 
want to tailor their options to what they want, where they want it, and how they want it (Collins, 2002). 
Capgemini (2009) argues that under the guiding principle of profitable growth, the automotive industry 
has long identified CRM as an indispensible practice. Original equipment manufacturers (OEMs) have 
discovered the CRM potential and have designed strategies to seize the expected benefits of customer 
loyalty. 

The motor industry in Zimbabwe is a complex and very competitive environment, which is dominated 
by many big and small players ranging from assemblers, assembling plants, dealers and services. Players 
in the motor industry include AVM Africa, Tandem Limited, Motec Holdings, Willowvale Mazda Motor 
Industries, Toyota motor city, Toyota Zimbabwe, Croco Motors, AMTEC, AMC, Puzey and Payne, 
Quest Motors, Dulys. Toyota Japan, Zimmoco, BMW, Ford, Land Rover, and General Motors (USA), to 
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name but a few. Competition in Zimbabwe has progressively intensified on both the international and 
domestic markets as tariff and non-tariff barriers have gradually come down. Operating in such an 
environment requires players in the motor industry to understand all the factors of relationship marketing 
that affect their success and market share.  

Levitt (1983) deems the most valuable asset of a company to be its relationship with its customers. 
Customers seem not to be loyal to the local car dealers and especially prefer to browse the web for cars 
instead of physically visiting the showroom. Poor service quality has also contributed to customers not 
making repeat purchases or servicing of their vehicles. This is due to the fact that the motor industry has 
been hit by a wave of brain drain as employees have “skipped” the border to neighboring countries where 
they are offered better remuneration and working conditions. However besides offering the same services, 
some motor car dealers are failing to retain their loyal customers especially the corporate customers 
because they may not have much knowledge of their customers’ needs and wants. 

Altran (2010) suggests that companies with solid CRM processes and technologies in place will better 
keep their existing customer base and relationships and suffer relatively less from the consequences of 
economic crisis. The motor industry was not spared during this global financial crisis especially in 
Zimbabwe where customers were now opting for cheap grey imports from Japan (Motor Trader, 2006) 
and as substitutes for the zero mileage (brand new) automobile in the showroom. This left the local car 
dealers in Zimbabwe jostling for the few most valuable customers with a potentially longer life-time-
value. 

Some Car dealers in Zimbabwe use key account management (KAM) as well as manual and 
computerized database marketing in order to retain customers. IBM (2004) states that size is no longer a 
guarantee of success, only companies that find new ways (such as CRM) to create value will prosper in 
the future. Barclay quoted in Carlson Relationship Builder, a research report by Carlson marketing and 
Peppers and Rogers group (2007) supports the IBM view by arguing that “in today’s automotive market, 
achieving competitive advantage on service quality or service features alone is increasingly challenging. 
Manufacturers who understand the importance of building 1to1 relationships will have the edge”.  
 
Customer Relationship Management 

CRM has attracted such great attention because of the emphasis that it can give mutual benefit to both 
the customer and the company (Gronroos, 1996). The term customer relationship management (CRM) 
gained widespread recognition in the late 1990s. Researchers and practitioners both in the academic area 
and the business field enthusiastically have shared their viewpoints and experiences in applying CRM 
(Swift, 2001; Barnes, 2001; Greenberg, 2001). Dimitriadis and Stevens (2008) also agree to the fact that 
there is no doubt that customer relationship management over the past years has been and still is a topic of 
high interest for both academics and practitioners. 

Chen and Popovich, (2003) view CRM as a combination of people, processes and technology that 
seeks to understand a company’s customers, while others (Ryals et al., 2001; Gummesson, 2002) view 
CRM as management approach that manages the relationships with customers, with particular emphasis 
on customer relationships turned into practical application. Schierholz et al., (2007) define CRM as a 
complex set of interactive processes that aims to achieve an optimum balance between corporate 
investments and the fulfilling of customer needs in order to generate maximum profit.  

Unlike the authors above, strategically Schierholz et al., (2007) consider CRM as viewing customer 
relationships as an investment that will contribute to the organization’s bottom line; that is strengthening 
an enterprise’s competitive position by increasing customer loyalty. Their view ultimately positively links 
CRM with customer loyalty. Bose (2002) defines CRM as an essential and vital function of customer 
oriented marketing, which is to gather and accumulate related information about customers in order to 
provide effective services. Bose’s (2002) definition therefore goes to show that the main thrust of 
Customer Relationship Management is to build and maintain relationships with customers. The discussion 
above shows that CRM can be defined in different ways. This diversity of definitions is a result of 
differences in perspectives.  It can be established that although CRM is concerned with relationship 
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building, these relationships can be enhanced with technology which will help in better understanding 
customers. 

For the purpose of this study, the following definition has been proposed: CRM is a technology based 
strategy that integrates the front office and back office functions with customer contact points. The 
definition was proposed owing to the literature which supports the fact that CRM is enhanced by 
technology, thereby giving mutual benefit to both the company and the consumer. 
 
Why Customer Relationship Management 

As the world economy becomes globalized, competition has intensified and the differences in 
products have faded. Consequently, businesses have become fixated on CRM as it has become a central 
orienting point in academia and business environment with organizations increasingly focusing on 
managing customer relationships as a strategy to achieve market leadership and profits (Kubi and Doku 
2010). Acquiring new customers is much more expensive than keeping them (Reichheld and Teal, 1996; 
Goodman et al., 2000), thus it costs 2 to 20 times as expensive to get a new customer as to retain an 
existing one. The arguments by Kubi and Doku (2010) that CRM has become the center of focus owing to 
the world economy that has become globalised with intense competition, and Reichheld and Teal (1996); 
Goodman et al., (2000) who are of the view that organizations have diverted their focus to CRM due to 
the fact that it is expensive to get a new customer that retain an existing one, show that different 
organizations are implementing CRM strategies due to different reasons such as market leadership, 
profits, and cost effectiveness. 

The IDM Guide to CRM Mastery (2002) shares the same views with Kubi and Doku (2010) by 
suggesting that CRM emerged as a way to leverage the new channels and encourage long term 
relationships and as a result it can create enhanced shareholder value through lower costs and higher 
profitability a view also shared by Reichheld and Teal (1996); Goodman et al., (2000). CRM is viewed as 
important because of the changes occurring in the competitive environment; nearly all brands need high 
technology solutions (IDM Guide to CRM Mastery, 2002; Sue and Morin, 2001). CRM is relevant to all 
businesses as it is about understanding who your customers are, what they want, and how best to meet 
their needs, (Longworth and Rogers 2004, and Meakins 2003), CRM strategies can be applied to vehicles, 
a concept that is being referred to as Vehicle Relationship Management (VRM). 

Interestingly Longworth and Rogers (2004), argue that CRM has suffered a backlash and has failed to 
make head way among small and mid-sized businesses, hence it has resulted in the low take-up of CRM 
strategies and IT systems. Meakins (2003) goes on to state that VRM works in conjunction with CRM to 
create an understanding of individual vehicles throughout their lifecycles and in addition to benefiting 
consumers of second hand cars with more reliable and trustworthy information, the greater depth of 
information gives dealers a powerful tool for managing pricing in one of the more profitable sectors of the 
industry. 
 
Database Marketing 

There is a great deal of similarity between database marketing (DBM) and direct marketing (Cooke, 
1994; Fletcher et al., 1992), today’s direct marketers see the database as a vital element in their strategies 
and the two are inseparable. In reference to direct marketing, database marketing may be defined as “the 
advertiser maintaining an active list of customers and prospects which is updated on a regular basis with 
information about the customers’ response to the message (Hughes1993). However, more specifically, 
database marketing has been defined by Jutkins, (1994) as gathering, saving and using the maximum 
amount of useful knowledge about your customers and prospects to their benefit and your profit”. When it 
comes to direct marketing, Hughes, (1993) suggests that database marketing may be explained as “the 
advertiser maintaining an active list of customers and prospects which is updated on a regular basis with 
information about the customers’ response to the message”. Hughes (1993) and Jutkins (1994) share the 
same view that the advertiser collects information about customers, saves it and uses it to the benefit of 
the customer as well as that of the organization.  
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Hughes (1993) and Jutkins (1994), in their definitions of database marketing did not emphasis on the 
importance of technology or the role it plays in enhancing relationships via database marketing. Rapp 
(1989), however defines database marketing as using technology to enhance relationships, while 
DiTienne and Thompson (1996), proposed the following definition of database marketing, “database 
marketing is the process of systematically collecting in electronic or optical form, data about past, current 
and/or potential customers, maintaining the integrity of the data by continually monitoring customer 
purchases and/or by inquiring about changing status and using the data to formulate marketing strategy 
and foster personalized relationships with customers”. 

DeTienne and Thompson (1996) and Rapp (1989) are of the view that database marketing aims at 
building a profitable individual relationship with each customer through the use of technology. This 
relationship should make the customer feel that he/she is recognized and should receive personalized 
service and attention. DeTienne and Thompson’s definition has been identified by the researcher as 
having its strengths which make it the most suitable definition for database marketing because of its 
processual perspective, its action bias and emphasis on customer relationship building. The three primary 
activities in DiTienne and Thompson’s (1996) definition i.e. collecting, maintaining and using the data, 
though basic constitute the necessary and sufficient components to comprise a database marketing 
approach. 
 
Key Account Management 

Key account management (KAM) also known as strategic account management (SAM) has evolved 
across the world as an approach to handling issues raised by very large customers (Piercy and Lane, 2006; 
Al-Husan and Brennan, 2009) and has attracted growing attention from both academics and from sales 
and marketing in recent years. Millman and Wilson (1995) describe key account management as a “seller-
initiated type of strategic alliance” and defined a ke y account as “a customer in a business-to-business 
market identified by a selling company as of strategic importance”.  Diller (1992), describes key account 
management as a management concept, including both organizational and selling strategies, to achieve 
long-lasting customer relationships, while McDonald et al. (1997) define key account management as an 
approach adopted by selling companies aimed at building a portfolio of loyal key accounts by offering 
them, on a continuing basis, a product/service package tailored to their individual needs. 

Other authors (Millman and Rogers, 1997; Ojasalo, 2001) argue that key account management can be 
said to be typically associated with the business-to-business context, and most of the Key account 
management literature deals with industrial relationships. Despite being associated with business-to-
business relationships, key account management has potential in any kind of business relationship. After 
all, most business relationships include both tangible and service elements (Gronroos, 1990). Although 
key account management has been defined as a way of achieving maximum sales from a identified 
specified group of external and internal customers (Wnek, 1996), a gap exists where authors (Millman 
and Rogers, 1997; Ojasalo, 2001) argue that key account management can be characterized as a 
relationship oriented marketing management approach focusing on dealing with major customers in the 
business-to-business market.  

The discussion shows that Wnek, (196) considers key accounts as stemming from both external and 
internal customers while most authors disagree with this view. The strongest argument therefore shows 
that key account management’s thrust is on relationships with business-to-business customers.  
 
Customer Loyalty 

Loyalty has a far wider connotation than just customer behavior. Rayner (1996) describes two 
dimensions of loyalty: one referring to the emotional side, for example faithfulness and allegiance, and 
the other based on the behavioral side, such as being constant i.e. frequently occurring behavior. Rayner 
(1996) defines customer loyalty as the commitment that a customer has to a particular supplier.  
According to Bothe (1996), customer loyalty means that customers are so delighted with a company’s 
product or service that they become enthusiastic word-of-mouth advertisers. However Reichheld, (2003) 
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views customer loyalty as the willingness of someone- a customer, an employee, a friend- to make an 
investment or personal sacrifice in order to strengthen a relationship.  

From the above definitions of customer loyalty, it can be deduced that loyalty is much more than just 
repeat purchases as inertia, circumstances, or exit barriers erected an organization may trap customers to 
continue buying its products and services.  
 
Categories of Loyal Customers 

Rowley (2005) proposed a model which seeks to further subdivide the category defined as loyals by 
Dick and Basu (1994) in their loyalty categorization. Organizations have the opportunity to develop life-
long relationships with customers in this group, and may therefore benefit from the lifetime business 
associated with that customer. These customers are those who have a high relative attitude and a high 
relative behavior. Rowley (2005) proposed that since the loyalty category is key in customer development 
and profitability, it is important to understand the loyalty condition for this category in more detail, and to 
use this understanding to develop further the relationship with customers in the loyal category. 

Increasing attitude strength is seen to be more predictive of behavior (Krosnick and Petty, 1995) in 
the sense that it describes the attitude’s durability and impact. Table 1 summarizes the four conditions 
related to loyalty as postulated by Dick and Basu (1994). 
 

TABLE 1 
CATEGORIES OF LOYALTY 

 
       Repeat patronage 
Relative attitude    High    Low 

High  Loyalty    Latent loyalty 
Low  Spurious loyalty  No loyalty  

Source: Dick and Basu (1994)  
 
 

The model in Table 2 below therefore, differentiates between positive loyalty, and inertial loyalty 
according to Rowley (2005).   
 

TABLE 2 
SEGMENTING LOYALS 

 
 Attitude 

Inertial     Positive 
 
Behaviour   Inertial  Captive    Contented 

Positive  Convenience-seeker   Committed 
Source: Rowley (2005) 
 
 

Rowley (2005) asserts that inertial loyalty on either dimension is associated with loyals who are 
neutral about their loyalty; they are consistent in behavior, but the fact that they do not switch does not 
signal any affinity for the business or brand. Table 2.2 identifies four categories of loyalty orientation: 
captive, contented, convenience-seekers, and committed. These all according to Rowley (2004) apply to 
customers who are loyal in both attitude and behavior to the brand, but the introduction of inertial and 
positive as ends of a scale in relation to both attitude and behavior, yield some categories which assist in 
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thinking about the nature of loyalty. Rowley (2005) further argues that this is a speculative model at this 
stage of development, which is intended to provoke further thought about the nature of loyalty.  

According to Knox (1996) to understand the dimensions of brand loyalty, managers must be 
cognizant of both the commitment and purchasing support shown by consumers towards their particular 
brand. Using these measures as necessary and sufficient conditions for brand loyalty to exist, a market 
model was developed by Rowley, (2005) from which the purchasing styles of consumers can be 
categorized and brand loyalty examined. However, the diamond of loyalty by Knox (1996) shows that 
customer groups have been designated as loyals, habituals, variety seekers and switchers, which reflects 
their purchasing motivations assessed by cross-tabulating the switching triggers of individual consumers 
within each group. Rowley (2006) shares the same insights of customer loyalty as Knox, (1998), in his 
diamond of loyalty model. The category, described as loyals (see figure 2), exhibits high customer 
involvement, and the brand is responsible for a high relative share of their purchasing. Dick and Basu 
(1994) agree to the fact that loyalty also involves a level of psychological commitment to a brand which is 
why they display the importance of loyals in their categorization. There is agreement among the authors 
that loyals are important for the future of the business, and that this category is deserving of special 
attention. 
 

FIGURE 1 
DIAMOND OF LOYALTY 

 
 
 

 

Brand                               Brand support 

    commitment                                                                                                

 

 

 

 

Brand support                  Brand commitment 

 
Source: Knox (1996) 
 
 

Knox (1996) argues that habituals are more likely to defect to other brands of purchasing their routine 
is disrupted for some reason, and in a sense, variety seekers are loyal purchasers that are polygamous – 
they simply buy from a wide portfolio of brands for differing usage occasions. Switchers, on the other 
hand, are motivated by price deals and promotional tactics, so their brand allegiances are transitory. 
Looking at the three models by Dick and Basu (1994); Rowley (2005); and Knox (1996) respectively, it 
can be noted that loyals are viewed as committed customers who show a positive attitude and behavior 
towards a company’s brands. 

Loyals 

Habituals Variety  
Seekers 

 
Switchers 
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Further breaking down the loyalty category as shown in the model by Rowley (2005) helps marketers 
know who their customers are and be able to segment them according to their loyalty. In the diamond of 
loyalty (Knox, 1998), the category, described as loyals, exhibits high customer involvement, and the 
brand is responsible for a high relative share of their purchasing. Therefore since this category is key in 
customer development and profitability, it is important to understand the loyalty condition for this 
category in more detail and to use this understanding to develop further the relationship with customers in 
the loyal category. Rowley’s (2005) categorization of loyalty is more self-exploratory as it further breaks 
down Dick and Basu’s (1994) model and is an improvement of Knox’s (1996) diamond of loyalty which 
does not give more detail on loyalty. 
 
Indicators of Customer Loyalty 

As relationship marketing shifts the focus of the marketing exchange from transactions to 
relationships, it is important for marketers to note factors that drive customer loyalty. Two major 
indicators and/or determinants of customer loyalty have been identified and these are; trust and 
commitment. 
 
Trust 

Trust is the willingness to rely on an exchange partner in whom one has confidence (Moorman et al., 
1993). This definition of trust is in contrast with that of Ganesan (1994) who argues that trust consists of 
two distinct dimensions: credibility and benevolence. Credibility refers to the extent to which the buyer or 
supplier believes that the other party has the required expertise to perform the job effectively and reliably 
i.e. an ability of the partner to deliver as promised (Ganesan, 1994). Prasarnphanich (2007) suggests that 
benevolence refers to the extent to which the buyer is genuinely interested in the other partner’s welfare 
and motives to seek joint gain. The definition of trust given by Ganesan (1994) gives more insight by 
further breaking down trust into components which vary according to individuals. For example one can 
earn credibility trust by delivering the promised goods/service as promised, and one can have 
benevolence trust on their supplier if they show concern over their welfare by consistently keeping in 
touch. 

The benevolence dimension according to Prasarnphanich (2007) is consistent with the issue of 
privacy and security concerns that vendors do their best efforts to protect customers’ personal information 
and prevent any personal losses due to their interaction with the vendors. The benevolence dimension of 
trust can exist even when the objective credibility of vendors is less than perfect (Ganesan, 1994), for 
example, customers might feel that the vendor is still concerned with their personal welfare, even though 
the vendor’s services are somewhat unreliable. Morgan and Hunt (1994) suggest that trust is the 
determinant of commitment, and commitment leads directly to cooperative behaviors and this enduring 
desire to maintain a valued relationship should, in turn, impact loyalty (Chow and Holden, 1997). 

It is believed that building trust in a long-term customer relationship is a critical factor for gaining 
customer loyalty (Prasarnphanich, 2007), thus as an advantage, the Internet is considered a powerful 
means to building a long-term relationship with customers through the employment of one-to-one 
marketing initiatives. Several researchers have found strong relationships between trust and customer 
loyalty (Chow and Holden, 1997; Morgan and Hunt 1994; Prasarnphanich, 2007). Trust is considered the 
most important factor for gaining customer loyalty in online business (Prasarnphanich 2007). This 
statement therefore means that organizations with CRM practices should be able to instill trust in their 
customers especially due to the fact that IT is a major enabler of successful CRM. Since privacy and 
security concerns are major barriers to the Internet channel, without trust customers will not be able to 
give personal information. 
 
Commitment 

Commitment implies unwillingness to consider other partners other than those in the current 
relationship (Moorman et al., 1992) as well as the enduring desire to maintain a valued relationship. 
Commitment has been defined as the parties’ intentions to act and their attitudes towards interacting with 
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each other (Storbacka et al., 1994; Liljander and Strandvik, 1995). Morgan and Hunt (1994) share the 
same opinion with Moorman et al., (1992) by characterizing commitment as follows: an exchange partner 
believing that an ongoing relationship with another is so important as to warrant maximum efforts at 
maintaining it; that is the committed party believes the relationship is worth working that it endures 
infinitely. However there is a gap between the definitions of commitment, however the definition which 
brings out a clear explanation is the one by Moorman et al., (1992) which shows that there is an enduring 
desire to consider maintain a valued relationship between the parties involved. 

Findings in research conducted by Strandvik and Liljander (1995) indicate that a customer may not 
even consider other alternatives as long as the current relationship is satisfying. From empirical 
examinations (Weinberg 1998) that the loyal behavior increases with age, is supported by the inclination 
to habits, and can be stabilized by an emotional conditioning. In the form of customer loyalty, brand 
loyalty or company loyalty, the business relationship can be influenced positively with strategies of 
customer commitment (e.g., the influencing of trust and loyalty). Strandvik and Liljander (1995) and 
Weinberg (1998) seem to share the same sentiments that as much as a customer may be loyal to an 
organization, it is possible though for a customer to be committed to a specific person in the company 
without being committed to the company per se.  

The more the customer commitment, aimed directly at the person, the more it fits to the individual’s 
value system (Weinberg, 1998). Customer commitment to the vendor has been found to mediate the 
effects of a number of transactional background variables such as quality, shared values, communication, 
and trust on a number of consumer behavioral intentions, including customer retention, advocacy, and 
acquiescence (Morgan and Hunt 1994). This implies that customer commitment to the service provider 
would be a very important driver of customer loyalty in services industries. Marketing scholars and 
practitioners have recognized that customer commitment is a complex, multidimensional construct that 
includes at least an affective and continuance component (Gruen et,al., 2000;Harrison-Walker 2001). The 
existence of a moderating relationship between components of commitment may also explain the mixed 
effectiveness of customer loyalty enhancement programs in services industries (Bolton et al., 2000; 
Deighton, 2000; Rigby et al., 2002).  

Despite the fact that commitment is a central construct in the area of relationship marketing, there is 
little agreement on the nature of the construct. Frequently, commitment is defined as a desire to maintain 
a relationship (Moorman et al., 1992; Morgan and Hunt 1994). Sometimes it is conceptualized as a 
“pledge of continuity” from one party to another (Dwyer et al., 1987). Others have put forward that the 
root of commitment lies in sacrifice or the potential for sacrifice that a party faces in the event that the 
relationship ends (Anderson and Weitz 1992) or the forsaking of alternative options (Gundlach et al., 
1995). 
 
Successful Customer Relationship Management Implementation 

Kovacs (2006) indicates that often, intelligent IT projects are doomed because of people problems. 
Bose (2002) agrees with Kovacs (2006) by arguing that CRM implementation may involve major IT and 
business process changes that all users must fully understand. Implementation of enterprise technology, 
such as CRM and ERP requires changes to organizational culture (Al-Mashari and Zairi, 2000). 
Consequently as suggested by Adebanjo (2003), the selection of CRM applications needs to be strategic 
and based on relevant criteria for implementation and stand a chance of success.  

In support of the above views Chen and Popovich (2003) proposed a CRM implementation model 
that integrates the three dimensions of people, process and technology within the context of an enterprise-
wide customer driven, technology integrated, cross functional organization. Figure 2 shows the CRM 
implementation model. 
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FIGURE 2 
CRM IMPLEMENTATION MODEL 

 
 
 
 
 
     
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Chen and Popovich (2003) 
 
 

Information technology (IT) has long been recognized as an enabler to radically redesign business 
processes in order to achieve dramatic improvements in organizational performance (Davenport and 
Short, 1990). IT assists with the re-design of a business process by facilitating changes to work practices 
and establishing innovative methods to link a company with customers, suppliers and internal 
stakeholders (Hammer and Champy, 1993). Chen and Popovich (2003) argue that CRM systems 
accumulate, store, maintain, and distribute customer knowledge throughout the organization, thus they 
share the same views with Peppard, (2000) who also argues that information is critical for product 
tailoring, service innovation, consolidated views of customers and calculating customer lifetime value. In 
their model, Chen and Popovich (2003) argue that as more and more firms entered the market, mass 
marketing and mass marketing techniques where the goal was to sell what manufacturing produced 
started to lose effectiveness. Target marketing, or segmentation shifts a company’s focus to adjusting 
products and marketing efforts fit customer requirements.  

However there is a divergence of views between Kovacs (2006) who indicates that people problems 
inhibit IT project, and Al-Mashari and Zairi, (2000) who argue that organizational culture needs to be 
changed for enterprise technology such as CRM to be a success. This shows that although IT is the major 
enabler of successful CRM implementation, there are other CRM strategies which require different 
factors such as change in organizational culture, people, and processes for their success. 
 
METHODOLOGY 
 

A combination of descriptive and exploratory research methods were used in order to come up with 
more realistic findings. Both qualitative and quantitative studies were conducted. Qualitative questions 
were asked in order to allow free response to questions, as they have no predetermined answers. 
Quantitative questions were also asked out to avoid too much variation in responses because the questions 
asked had predetermined answers, thus business customers and employees had to choose their response 
from these predetermined answers. 
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Exploratory Research 
Exploratory studies are undertaken to better comprehend the nature of the problem, since very few 

studies might have been conducted in that area (Sekaran, 2000).  The problem in this case is that the 
automotive industry in Zimbabwe is facing intense competition both locally and internationally.  

The researcher conducted an exploratory research in order to investigate why car dealers were using 
only database marketing and key account management as CRM strategies and benefits derived from them. 
Exploratory research was conducted as a preliminary research in order to find out if the area of study was 
indeed researchable, although subsequent research was later conducted in order to provide conclusive 
evidence. It was also undertaken because not much information was available to the researcher 
concerning the contribution of CRM strategies implemented in the Zimbabwe motor industry toward 
customer loyalty, thus the study helped to gain familiarity with the strategies being used and their 
benefits. Due to the fact that exploratory research was conducted as a preliminary research, the researcher 
found it necessary to conduct a descriptive research which gave more insight to the CRM strategies. 
 
Descriptive Research 

According to Sekaran (2000) a descriptive study is undertaken to ascertain and be able to describe the 
characteristics of the variables of interest in a situation. The researcher found descriptive research to be 
important as it provided the researcher with more information on CRM strategies offered by car dealers as 
well as the categories of loyalty for business customers in the industry. The descriptive study helped 
identify the business customers, as well as the front and back office employees who interact with 
customers as well as the methods of communication used in the motor industry such as e-mail, telephone, 
and direct mail together with the frequency of communication between the employees and business 
customers. Descriptive research helped in understanding the benefits of database marketing and key 
account management as CRM strategies in the motor industry. 

 
Population and Sampling 

The population constituted players in the motor industry and their key customers. A sufficient number 
of elements were selected from the population so that by studying the sample, it would be possible to 
generalize the characteristics of the population elements. The sample constituted 150 business customers 
and 147 employees including front and back office employees were included in the sample, which 
resulted in 297 respondents a the sample size. The sampling frame constituted of main branches and head 
offices of the car dealers in the three major cities. Business customers interviewed were those in and 
around the above mentioned cities. Non-probability sampling was used in order to obtain some 
preliminary information in a quick and inexpensive way; hence convenience and judgment sampling 
techniques were used.  

Convenience sampling was chosen which had the most accessible population members. This 
sampling technique was chosen based on business customers and employees who were deemed 
appropriate for the study taking into consideration the accessibility of both employees and business 
customers and their willingness to co-operate. Convenience sampling was used especially in the 
exploratory phase of the research project. It was also used during the research as a way of getting some 
information on how the motor industry is implementing database marketing and key account 
management. 

Instead of obtaining information only from those who are most conveniently available, the researcher 
found it necessary to obtain information from business customers and employees through judgmental 
sampling. Here the sampling was confined to specific types of people who were able to provide the 
desired information and these people were employees in the car dealers’ main branches as well as their 
major business customers. The researcher used judgment sampling as it involves the choice of subjects 
who are in the best position to provide the information required. 
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Research Instruments 
Questionnaires 

Questionnaires were used as the main research instrument because of flexibility and also because they 
are the most common instrument used to collect primary data. The researcher used a combination of 
dichotomous, open ended and likert scales. The scales helped the researcher to try and fully get the 
research problem answered. The researcher used undisguised questionnaires meaning that the purpose of 
the research was made known to both employees and business customers. 
 
Interviews 

Unstructured interviews were conducted whereby the researcher entered the interview setting without 
a planned sequence of questions which were asked to employees. This was so because structured 
questions were already asked in the questionnaires. Unstructured interviews helped to uncover some 
preliminary issues and this helped the researcher decide on variables which needed further investigation. 
These interviews were undisguised as the employees were enlightened on the purpose of the research. 
 
FINDINGS AND CONCLUSIONS 
 
The Role of Trust And Commitment As Indicators of Customer Loyalty 

It can be concluded that trust being the willingness to rely on an exchange partner in whom one has 
confidence in, has  a role in enhancing customer loyalty as evidenced in citations by Morgan and Hunt 
(1994) who argue that trust is the determinant of commitment and commitment leads directly to co-
operative behaviors which in turn impact loyalty. The major finding is that business customers agree that 
their car dealer is trustworthy when it comes to employing one-to-one marketing initiatives. Such a 
positive response entails that trust has a positive role to play as an indicator of customer loyalty. 

It can also be concluded that despite general customers buying their vehicles across the borders where 
they are cheap, business customers who agree to their car dealer being trustworthy still buy brand new 
vehicles from reputable car dealers. This stems from the CRM strategies (i.e. database marketing and key 
account management) their car dealers use, as well as the frequency of communication and mode of 
communication used. 
 
Benefits of Database Marketing and Key Account Management 

Employees were given an option to choose from what were considered benefits of database marketing 
and the options were: customer loyalty, increase in sales, customer satisfaction and competitive 
advantage. The most popular benefit of using database marketing was customer loyalty. It can be 
concluded that customer loyalty is the major benefit of database marketing. It can also be concluded that a 
significant percentage of employees however viewed competitive advantage as another benefit of 
database marketing. 

In the case of key account management, the most preferred benefit among the car dealers is increased 
profit margin. The next most realized benefit of key account management is relationship building. This 
finding therefore shows that key account management has contributed toward an increase in profit 
margins for car dealers. 
 
Categories of Loyalty 

AMC employees consider their customers as committed meaning that AMC employees view their 
customers as those who barely consider other brands and are prepared to add value to the AMC brand.  It 
can be concluded that commitment towards the AMC brand can be attributed to their frequency of 
communication with business customers as well as their ability to deliver product and services as 
promised.  

Comparing the views from business customers and employees, it can be concluded that some do not 
have a positive correlation, for example the majority of respondents consider their customers as 
committed while a majority of these customers when asked referred to themselves as convenience 
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seekers. For the car dealers whose results do not correlate with those of customers the researcher 
concludes that there is deviation somewhere along the lines of CRM strategies being implemented and 
interpersonal communication between the parties. 
 
Challenges Faced In Effective Implementation of Database Marketing and Key Account 
Management 

From the interviews conducted it can be concluded that the major challenge in the effective 
implementation of database marketing is lack of information technology (IT)and all car dealers are 
lagging behind in modern IT. It is concluded that the cost of setting up CRM systems is expensive thus it 
proves to be another challenge for database marketing effective implementation. It can also be concluded 
that co-ordination has emerged as the major challenge for effective implementation of key account 
management.  

The researcher found out that one fundamental problem for these car dealers is to obtain co-operation 
from other organizational members without having formal authority over them and this co-operation is 
needed for the success of key account management. The car dealers do not have key account managers 
save a customer service department at the car dealers’ head office. Poor Communication was also cited by 
most car dealers as a challenge in converting a business customer into a key account as it lengthens the 
process. The researcher concludes that this poor communication and lack of management commitment in 
spearheading the key account management process is mainly attributed to the employees who are not 
knowledgeable enough to handle the business customers’ needs and therefore poses as a challenge for 
effective key account management implementation. 
 
RECOMMENDATIONS 
 

The researcher recommends that car dealers could continue to improve on the medium of 
communications they use, taking advantage of modern information technologies. These technologies 
could in turn help in employing their 1-to-1 marketing initiatives. 

It is recommended that to maintain commitment, car dealers could mediate on a number of 
transactional background variables such as service quality, shared values, and communication.  
 
Other CRM Strategies 

It is recommended that the CRM strategies be fully implemented in order to increase benefits to the 
company. There are other benefits which cannot be established from database marketing and key account 
management alone. Information Technology and 1-to-1 marketing have become popular by the day as a 
result of increased competition thus the motor industry could secure a new system with more CRM 
strategies for today and tomorrow in tune with the evolving needs of customers as they take advantage of 
new technologies and media.  

Such strategies as sales force automation (SFA), personalization and e-mail marketing have been 
recommended. The researcher recommends SFA to all car dealers because it enables sales people to file 
regular reports electronically without having to travel to the central/ head office in person, thereby 
improving efficiency and productivity and also when a customer encounters a problem or has a query, 
they can interact with the organization via electronic means i.e. through SFA.  It is recommended that all 
players in the motor industry could implement personalization as a CRM strategy due to the fact that it 
treats each visitor on the company website as an individual, recognizing them when they revisit the site 
and serving them based on their explicit or implicitly stated preferences, thus personalization is about 
building customer loyalty by building a meaningful 1-to-1 relationship. 

E-mail marketing is also a recommended CRM strategy car dealers could adopt as it has a potential 
for maintaining customer loyalty. E-mail marketing offers potential for targeted and personalized 
communication and that e-mail marketing helps marketers keep in touch with their customers on a regular 
basis at a low cost. 
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Due to intense competition the researcher recommends that car dealers work toward having their 
customers in the committed category as it entails that their customers will barely consider other brands. 
This could be achieved through good customer relations and interpersonal communication with 
customers, and this will create a sense of belonging to customers thereby encouraging them to eventually 
see no reason to switch service providers. 

In principle Zimbabwe car dealers claim to have adopted CRM strategies but on the ground it is 
something else. Although car dealers say that they use database marketing and key account management 
as CRM strategies, most of their database marketing is manually done and some of them do not even have 
websites that are functional, yet they say they use database marketing as a strategy. It is therefore 
recommended that they could use the following recommendations: 

• Car dealers could adopt changes in information technology and make optimum use of new 
technologies in order to effectively implement CRM strategies. 

• Internal marketing strategies such as HR training on the use of new technologies and 
incentivizing employees, by giving them better remuneration and working conditions could assist 
in effective implementation of CRM strategies. 

• Effective implementation of enterprise technology such as CRM require changes to 
organizational culture, therefore top management could set the stage in CRM initiatives for 
leadership, strategic direction and alignment of vision and business goals in order to create a fit 
between organizational culture and CRM strategies. 

• Car dealers could adopt solid CRM processes and technologies to better keep their existing 
customers and they could also build in checks and measures to continuously improve their 
systems. 

• Car dealers could redesign their front and back offices and examine information flows between 
the front and back therefore top management commitment is expected to be apparent and 
plausible. 

• Business processes could be redesigned by facilitating changes to work practices and establishing 
innovative methods to link a company with its customers, suppliers and internal stakeholders. 

 
REFERENCES 
 
Abratt R and Kelly P.M (2002) Customer-Supplier Partnerships: Perceptions of A Successful Key 

Account Management Program, Journal of Industrial Marketing Management, Vol 31, pp467-
476. 

Adebanjo D (2003) Classifying And Selecting E-CRM Applications: An Analysis Based Proposal. 
Journal Of Management Decision. Vol 41. No.  6, pp. 570-577. 

Al-Husan F. B and Brennan R (2009) Strategic Account Management In An Emerging Economy, Journal 
Of Business And Industrial Marketing, Vol 24, No. 8, pp 611-620. 

Al-MAshari M and Zairi M (2000), The Effective Application Of SAP R/3: A Proposed Model Of Best 
Practice, Logistics Information Management, Vol 13, No. 3, pp156-66. 

Altran U (2010) CRM Pays Off In Times Of Economic Crisis, CIS Services 
Anderson E. and Weitz B (1992), The Use of Pledges to Build and Sustain Commitment in Distribution 

Channels, Journal of Marketing Research, Vol 29 (February), 18-34. 
Angle L. And Buttle F (2006) CRM Software Applications And Business Performance. Journal Of 

Database Marketing And Customer Strategy Management. Vol 14 pp4-16. 
Bailey C. (2008) Avoiding CRM’s Common Pitfalls Implementing: CRM Doesn’t Have To Be Painful; 

Learn From The Experience Of Others.  
Barclay E. (2007) Quoted In Carlson Relationship Builder, A Research Report By Carlson Marketing 

And Peppers And Rogers Group (2007). 
Barnes, J.G. (2001), Secrets Of Customer Relationship Management: It's All About How You Make 

Them Feel, Mcgraw-Hill, New York, NY. 

Journal of Marketing Development and Competitiveness vol. 8(2) 2014     81



 

Berson, A., Smith, S., and Thearling, K., (2000) Building Data Mining Applications for CRM, New York: 
McGraw-Hill.  

Boldfish Inc (2002) The E-mail Marketing Report, Adapted from www.1to1.com (accessed 30 August, 
2010) 

Boles J, Johnston W, and Garndner A (1999), The Selection And Organization Of National Accounts: A 
North American Perspective, Industrial Marketing Management, Vol 14 No.4, pp264-275. 

Bolton, R, Kannan P.K, and Bramlett M (2000), “Implications of Loyalty Program Membership and 
Service Experiences for Customer Retention and Value, Journal of the Academy of Marketing 
Science, Vol 28, No. 1, pp95-108. 

Bondar L. Wittkopf W. And Lacki T. (2007) Turning The Corner In Automotive Marketing. A Research 
Report By Carlson Marketing And Peppers And Rogers Group. 

Bose R (2002) Customer Relationship Management: Key Components For IT Success. Journal Of 
Industrial Management And Data Systems. Vol 102, No. 2, pp88-97. 

Bothe K.R (1996) Beyond Customer Satisfaction To Customer Loyalty: The Key To Greater Profitability, 
New York; AMA Membership Publication Division. 

Brondmo H.P (2000) The Engaged Customer: The New Rules Of Internet Direct Marketing, 
HarperCollins Publishers, New York, NY. 

Buchanan, R.W.T. and Gillies, C.S. (1990) Value Managed Relationships: The Key To Customer 
Retention And Profitability'', European Management Journal, Vol. 8 No.4, pp. 523-6. 

Buttle F (2004). CRM Concepts & Tools, Oxford: Heinemann. 
Cahill, D.J. (1998) Using Key Accounts As Partners To Get To The Learning Organization, International 

Marketing Review, Vol. 15 No. 3, pp. 205-14.  
Capgemini (2009) Automotive CRM Shared –Service Centres: Enabling Customer Dialogue. A Smart 

Approach To Fast, Efficient And High Quality CRM Execution. 
Cardozo, R.N., Shipp, S.H. and Roering, K.J. (1987), Implementing New Business-To-Business Selling 

Methods, Journal Of Personal Selling And Sales Management, Vol. 7, August, pp. 17-26. 
Catherine P (1997) Key Account Management in the Business to Business Field: The Key Account's 

Point of View, The Journal of Personal Selling and Sales Management, Vol 17, No.4,pp 17-26. 
Catherine P, Salle R, and Spencer R (1995) The Process of Key Accountisation of The Firm - A Case 

Study,  Industrial Marketing Management, Vol  22 No. 2, pp123-134. 
Chen I.J and Popovich K (2003) Understanding Customer Relationship Management (CRM): People, 

Process And Technology. Business Process Management Journal, Vol 9 No. 5, pp672-688. 
Chow, S. and Holden, R. (1997), Toward An Understanding of Loyalty: The Moderating Role of Trust, 

Journal of Managerial Issues Vol9, No.), Fall, pp. 275-298. 
Claeyssen Y, Deydier A, and Riquet Y, (2009) Marketingul Direct Multicanal: Prospectarea, Fidelizarea 

Si Recastigarea Clientului, Polirom, Translated And Published By Publishing House, Bucharest. 
Collins G.M (2002) Technology Opens Up Huge CRM Opportunities For Retailers. CRM Magazine. 
Colombo, G.W. (1993), The Next Generation, Sales and Marketing Management, pp. 67-9. 
Cooke S. (1994) Database Marketing: Strategy or Tactical Tool? Marketing Intelligence & Planning.  Vol 

12 No.4, pp. 4–7.  
Cooper D.R and Schindler P.S (2006) Business Research Methods, 9th Edition. MacGrawHill. 
Coupey, E (2001), Marketing and the Internet: Conceptual Foundations, Prentice Hall Inc. 
Cronin, J.J., Brady, M.K., & Hult, G.T.M. (2000). Assessing The Effects Of Quality, Value And 

Customer. 
Crown Copyright (2004) Customer Databases: Database Marketing And CRM - The Benefits. 
Dalton, P. (2003), Customer Loyalty: Value, Trust And Going The Extra Mile, ABA Bankers News, Vol. 

11 No. 9, pp. 1-4. 
Davenport T.H and Short J.E (1990) The New Industrial Engineering: Information Technology and 

Business Process Design. Sloan Management Review, Vol 13, No. 4, pp11-27. 
Deighton, J (2000), Frequency Programs In Service Industries, In Handbook Of Services Marketing & 

Management, T. Swartz And D. Iacobucci, Eds. Thousand Oaks, CA: Sage, 401-8. 

82     Journal of Marketing Development and Competitiveness vol. 8(2) 2014

http://www.1to1.com/�


 

Desai, C., Fletcher, K., and Wright, G., (2001). Drivers In The Adoption And Sophistication Of Database 
Marketing In The Services Sector. The Service Industries Journal, Vol 21, No. 4, pp. 17-32.  

DeTienne, K.N., and Thompson, J.A., (1996) Database Marketing and Organizational Learning Theory: 
Toward a Research Agenda. Journal of Consumer Marketing. Vol 13, No. 5, pp. 12–34.  

Dick, A. and Basu, K. (1994), Customer Loyalty: Toward An Integrated Conceptual Framework, Journal 
of Marketing Science, Vol. 22 No. 2, pp. 99-113. 

Diller, H. (1992), Euro-Key-Account-Management, Marketing: Zeitschrift Fu Èr Forschung Und Praxis, 
Vol. 14 No. 4, Pp. 239-45. 

Dimitriadis S. And Stevens E. (2008) Integrated Customer Relationship Management For Service 
Activities: An Internal/External Gap Model. Managing Service Quality, Vol 18. No5, pp496-511. 

Dumitrescu L and Fuciu M (2010) The Role Of Database Marketing In The Operationalization Of The 
Services Relationship Marketing. 

Dwyer, R. Schurr, P., and Oh, S. (1987), Developing Buyer-Seller Relationships, Journal of Marketing, 
Vol 51, No.2, pp. 11-27. 

Evans, J.R. and Laskin, R.L. (1994) The Relationship Marketing Process: A Conceptualization And 
Application'', Industrial Marketing Management, Vol. 23 No. 5, pp. 439-52. 

Fletcher, K., Wheeler, C. and Wright, J. (1992) Success In Database Marketing: Some Crucial Factors, 
Marketing Intelligence & Planning, Vol. 10 No. 6, pp. 18-23. 

Ganesan, S. (1994), Determinants of Long-Term Orientation in Buyer-Seller Relationships, Journal of 
Marketing, Vol 58, April, pp. 1-19.  

Goodman J. O’Brien P And Segal E. (2000) Selling Quality To The CFO. Quality Progress. 
Greenberg, P. (2001) CRM At The Speed Of Light: Capturing And Keeping Customers In Internet Real 

Time, Mcgraw-Hill, Berkeley, CA. 
Gronnroos C (1997). From Marketing Mix To Relationship Marketing: Towards a Paradigm Shift, 

Management Decision. 
Gruen, T, Summers, J. and Acito F. (2000), Relationship Marketing Activities, Commitment and 

Membership Behaviors in Professional Associations, Journal of Marketing, Vol 64, No.3,pp 34-
49. 

Gummesson E. (2002) Total Relationship Marketing: “Marketing Management, Relationship Strategy 
and CRM Approaches For The Network Economy”, 2nd Edition. 

Gundlach, G, Achrol, R and Mentzer , J (1995), The Structure of Commitment in Exchange, Journal of 
Marketing, Vol  59,No. 1,pp 78-92. 

Hakansson H, and Snehota I (1995) Developing Relationships in Business Networks, London; Routledge. 
Hammer M. and Champy J. (1993) Reengineering The Corporation, Harper Business New York, NY. 
Hand, D. J., (1998) Data Mining: Statistics and More? The American Statistician, Vol 52, No.2, pp. 112– 

118.  
Hanson, W (2000), Principles of Internet Marketing, South-Western College Publishing. 
Harrison T. (2000) Financial Services Marketing. Harlow, Pearson. 
Harrison-Walker, J (2001), The Measurement of Word-of-Mouth Communication and An Investigation of 

Service Quality and Customer Commitment as Potential Antecedents, Journal of Service 
Research, Vol 4, No. 1,pp 60-75. 

Herschel, G., (2001) Optimizing Customer Relationship Management through Every Interaction. 
Stamford: Gartner.  

Hirschowitz, A., (2001) Closing the CRM Loop. Journal of Targeting, Measurement and Analysis for 
Marketing. Vol 10, No.2, pp. 168–178.   

Hughes, A. (1993) Where Database Marketers Usually Go Wrong, Database Marketing, August, Vol. 8 
No. 2, pp. 1-3. 

Hunt, S. D. (2000), A General Theory of Competition: Resources, Competences, Productivity, Economic 
Growth, Thousand Oaks: Sage Publications. 

IBM (2004) Challenges For The Automotive Industry In An On Demand Environment: Seven Areas Of 
Strategic Action. Executive Brief. 

Journal of Marketing Development and Competitiveness vol. 8(2) 2014     83



 

IDM Guide to CRM Mastery (2002) Developing A CRM Strategy. Institute Of Direct Marketing. 
Jones, H. and Farquhar, J.D. (2003), Contact Management And Customer Loyalty, Journal Of Financial 

Services Marketing, Vol. 8 No. 1, pp. 71-8. 
Jutkins, R. (1994) Just Imagine! Database Marketing Targets The Right Customers And Keeps Them 

Coming Back, Direct Marketing, Vol. 12 No. 56, April, pp. 38-40. 
Kalawani M.U. and Narayandas N. (1995) Long-term Manufacturer-Supplier Relationships: Do they Pay 

Off For Supplier Firms. Journal Of Marketing, Vol 59, pp1-16. 
Karakostas B, Kardars D, Papathanassiou E (2004). The State Of CRM Adoption by Financial Services In 

The UK: An Empirical Investigation, Information & Management: Elsevier. 
Key J.P (1997), Research Design In Occupational Education, Oklahoma State University. 
Knox S (1996) The Death Of Brand Deference: Can Brand Management Stop The Rot? Journal of 

Marketing Intelligence And Planning. 
Kohli, R. and Gupta, J.N.D. (1993), Strategic Application Of Organizational Data Through Customer 

Relational Databases, Journal of Systems Management, October, pp. 22-41. 
Kotler and Keller (2005), Marketing Management, 12th Edition, Prentice Hall Of India. 
Kotler P (2000) Marketing Management, Millenium Edition, Prentice Hall Of India. 
Kotler W.G, Saunders J, Armstrong G (2005). Principles of Marketing, 4th Ed, Harlow, Pearson. 
Kovacs, J. (2006), How To Embrace E-Business And Make It Succeed, Destination CRM, Viewpoint, 

available at: www.destinationcrm.com 
Krishnamurthy, S (2003), E-Commerce Management: Text and Cases, Thomson Learning. 
Krosnick, J.A. and Petty, R.E. (1995), Attitude Strength: An Overview, In Petty, R.E. And Krosnick, J.A. 

(Eds), Attitude Strength: Antecedents and Consequences, Lawrence Erlbaum Associates, 
Mahwah, NJ, pp. 1-24. 

Kubi A.B and Doku A.K (2010) Towards A Successful Customer Relationship Management: A 
Conceptual Framework. 

Lam, S.Y., Shankar, V. and Murthy, M.K.E.B. (2004), Customer Value, Satisfaction, Loyalty, And 
Switching Costs: An Illustration From A Business-To-Business Service Context, Journal Of The 
Academy Of Marketing Science, Vol. 32 No. 3, pp. 293-311. 

Lambe, C. J, and Spekman, R.E. (1997), National Account Management: Large Account Selling Or 
Buyer-Supplier Alliance, Journal Of Personal Selling And Sales Management, Vol 17, pp 61-74. 

Law M, Lau T, Wong Y.H (2003) From Customer Relationship Management To Customer-Managed 
Relationships: Unraveling The Paradox With A Co-Creative Perspective. 

Lebon Y, Van Laethem N, (2003), Le Marketing Orienté, Dumond, Praris. 
Levin, N., and Zahavi, J., (1996) Segmentation Analysis with Managerial Judgment. Journal of Direct 

Marketing. Vol 10, No.3, pp. 28–47.  
Levitt T (1983) After The Sale Is Over. Harverd Business Review. September-October, pp. 87-93. 
Lewington, J., De Chernatony, L., and Brown, A., (1996). Harnessing the Power of Database Marketing. 

Journal of Marketing Management. Vol 12, pp. 329–346.  
Liljander V and Strandvik T (1995) The Nature Of Customer Relationships In Service. Advances In 

Services Marketing Management, Vol 4, JAI Press, London, pp.  141-167. 
Longworth D and Rodgers K. (2004) Redefining Customer Relationship Management: Pragmatic CRM 

For Small And Mid-Sized Businesses. 
Malholtra N.K (2007) Marketing Research: An Applied Orientation, 5th Edition. Prentice Hall Of India. 
Meakins C. (2003) Building Brand Loyalty By Improving The Customer Experience. Oracle, USA. 
Merisavo M and Raulas M (2004) The Impact Of E-mail Marketing On Brand Loyalty, Journal Of 

Product And Brand Management, Vol 13, No 7, pp 498-505. 
Millman A.F. and Wilson K.J. (1999) Processual Issues In Key Account Management: Underpinning The 

Customer-Facing Organization, Journal Of Business And Industrial Marketing, Vol 14, No. 4 
pp328-337. 

84     Journal of Marketing Development and Competitiveness vol. 8(2) 2014

http://www.destinationcrm.com/�


 

Moorman, C, Zaltman, G and Deshpande R. (1992), Relationships between Providers and Users of 
Marketing Research: The Dynamics of Trust within and between Organizations, Journal of 
Marketing Research, Vol 29 (August), pp314-29. 

Moorman, Ch., R. Deshpande and G. Zaltman (1993), Factors Affecting Trust in Market Research 
Relationships," Journal of Marketing, Vol 57, No.1,pp 81-101. 

Morgan, R and Hunt S. (1994), The Commitment-Trust Theory of Relationship Marketing, Journal of 
Marketing, Vol 58, No. 2, pp 20-38. 

Motor Trader, (Jan, 2006- August, 2010) 
Ojasalo J (2001) Key Account Management At Company and Individual Levels in Business-to-Business 

Relationships. Journal of Business and Industrial Marketing, Vol 16, No. 3, pp199-218. 
Oliver, R.L. (1999), Whence Consumer Loyalty? Journal Of Marketing, Vol. 63, pp. 33-44. 
Palmer (1994) Relationship Marketing Back To Basics? Journal Of Marketing Management Vol 10, No. 

7, pp571-9. 
Paltschik, M. and Storbacka, K. (1992) Monitoring The Customer Base To Achieve Profitability, 

Marketing And Research Today, August, pp. 155-66. 
Pardo C. and Ivens B.S (2004) Key-Account-Management In Business Markets: An Empirical Test of 

‘Theoretical Wisdom’ And ‘Common Wisdom’ Submitted As Competitive Paper For The 20th   
Annual IMP Conference. 

Pardo, C. (1999) Key Account Management In The Business-To-Business field: A French Overview”, 
Journal Of Business & Industrial Marketing, Vol. 14 No. 4, pp. 276-90. 

Pardo, C., Salle, R. and Spencer, R. (1993) The Key Accountisation Of The Firm: A Case Study, 9th 
Annual Industrial Marketing and Purchasing (IMP) Conference, Bath. 

Parthasarathy M and Sohi S (1997) Salesforce Automation And The Adoption Of Technological 
Innovations By Salespeople: Theory And Implications, Journal Of Business And Industrial 
Marketing, Vol 12, No. 3 /4, p196-208. 

Pearce J.E, Webb G.I, Shaw R.N, and Garner B, (2002) A Systemic Approach to the Database Marketing 
Process. ANZMAC 2002 Conference Proceedings. 

Peppard J, (2000) Customer Relationship Management (CRM) In Financial Services, European 
Management Journal, Vol 18, No3, pp312-327. 

Peppers and Rogers Group (2001) E-mail Marketing: Reaching Customers and Driving ROI.  Insight 
Report; Peppers and Rogers Group, Norwalk, CT. 

Peppers, D and Rogers M (1999), The One To One Future: Building Relationships One Customer At A 
Time, Doubleday.  

Phillips L.E. (2007) Automotive Online: The Race Is On. E-marketer. 
Piercy N and Lane N (2006) The Hidden Risks In Strategic Account Management Strategy, Journal of 

Business Strategy, Vol 27, No. 1, pp.18-26. 
Pirakatheeswari P. (2009) Database Marketing: Its Advantages and Disadvantages. Salem. 
Prasarnphanich P (2007) Does Trust Matter to Develop Customer Loyalty in Online Business? 

International Journal of the Computer, the Internet and Management, Vol.15 No. SP4, 
November, 2007. 

Ramnarayan S, (2005) Perceived Effectiveness of Personalization, Journal Of Business And Economics 
Research, Vol 3, No 9. 

Rapp, S. (1989) So What Is Direct Marketing Anyway? Direct Response, July, p27. 
Rayner S. (1996) Consumer Loyalty.  London: Financial Times. 
Reicheld, F.F. and Kenny, D.W. (1990) The Hidden Advantages Of Customer Retention, Journal Of 

Retail Banking, Vol. 12 No. 4, pp. 19-23. 
Reichheld F. And Teal T. (1996) The Loyalty Effect: The Hidden Force Behind Growth, Profits And 

Lasting Value. Harvard Business School, Boston. MA.  
Reichheld F.F and Sasser W.E. (1990) Zero Deffects Comes To Services, Havard Business Review No. 

September-October, pp105-11. 

Journal of Marketing Development and Competitiveness vol. 8(2) 2014     85



 

Reichheld F.F and Schefter P.E (2000) E-loyalty: Your Secret Weapon On The Web, Harvard Business 
Review, Vol 78, No 4, p 105-13. 

Reichheld F.F. (2003) The One You Need To Grow. Havard Business School Press. 
Reichheld, F.F., Markey, R.G. and Hopton, C. (2000), E-Customer Loyalty – Applying The Traditional 

Rules Of Business For Online Success, European Business Journal, Vol. 12 No. 2, pp. 169-88. 
Reicken, D (2000), Personalized Views Of Personalization, Association for Computing Machinery. 

Communications of the ACM, August, Vol. 43 No.8, p26. 
Reinganum, J.F. (1981), Market Structure And The Diffusion Of New Technology, Bell Journal of 

Economics, No. 12, Autumn, pp. 618-24. 
Rigby, D, Reicheld, F.F and  Schefter P (2002), Avoid the Four Pitfalls of CRM, Harvard Business 

Review, February, pp101-9. 
Rowley J. (2005) The Four Cs Of Customer Loyalty. Journal of Marketing Intelligence And Planning. 

Vol 23, No. 6, pp574-581. 
Ryals L., Knox S., Maklan S (2001) Customer Relationship Management (CRM): Building The Business 

Case. Pearson Education, Edinburgh. 
Ryals, L. (2000) Organizing For Relationship Marketing; In Cranfield School Of Management, Marketing 

Management: A Relationship Marketing Perspective, Macmillan, Basingstoke. 
Satisfaction On Behavioural Intentions In Service Environments. Journal Of Retailing, Vol 76, No2, 

pp.193-218. 
Schierholz R, Kolbe L.M. and Brenner W (2007) Mobilizing Customer Relationship Management: A 

Journey From Strategy To System Design. 
Schoenbachler, D. D., Gordon, G. L., Foley, D., and Spellman, L., (1997) Understanding Consumer 

Database Marketing. Journal of Consumer Marketing. Vol 14, No. 1, pp. 5–19. 
Sekaran U. (2000) Research Methods For Business: A Skill-Building Approach 3rd Edition. John Wiley 

and Sons, Inc. 
Shapiro, B.P, Benson, P. and Rowaland T. Moriarty. (1984), Organizing the National Account Force, MSI 

Report, No. 84-101, Avril, 38 pages. 
Shapiro, B.P., Rangon, K., Moriarty, R.T. and Ross, E.B. (1987) Managing Customers For Profit (Not 

Just Sales), Harvard Business Review, Vol. 65 No. 5, September-October, pp. 101-8. 
Sharma, A. (2003), Are You Selecting The Right Key Accounts? Examining The Relationship Between 

Account Sales And Profitability, The Journal Of Selling And Major Account Management, Vol. 5, 
October, Pp. 29-39. 

Shaw, R., (1993) Making Database Marketing Work. Journal of Information Technology, Vol 8, pp.110–
117.  

Slater, D. (1993), Payback Is Difficult To Quantify, Computerworld, No. 27, September 20, p. 129. 
Steel M. and Dapiran P. (2004) Customer Relations. Executive Summary, ICDPA. 
Storbacka K, Strandvik T and Gronroos C (1994) Managing Customer Relationships For Profit: The 

Dynamics Of Relationship Quality, International Journal Of Service Industry Management, Vol 
5, No. 5 pp. 21-38. 

Storbacka, K., Sivula, P. and Kaario, K. (1999), Create Value with Strategic Accounts, Multiprint, 
Helsinki. 

Sue P And Morin P (2001) A Strategic Framework For CRM.  LGS Group Inc., an IBM Company. 
Swift R.S. (2001) Accelerating Customer Relationships: Using CRM and Relationship Technologies, 

Prentice Hall, Englewood Cliffs, NJ. 
Taylor, T.C. (1994), A Handy Invention, Sales and Marketing Management, January, pp. 77-81. 
Trasorras R, Weinsten A, and Abratt R, (2009) Value, Satisfaction, Loyalty And Retention In 

Professional Services, Marketing Intelligence And Planning, Vol 27, No. 5, pp615-632. 
Verity, J.W. (1993), Taking A Laptop On A Call: Technology Is Turning Selling From A Black Art To A 

Science, Business Week, No. 3342, October 25, pp. 124-5. 

86     Journal of Marketing Development and Competitiveness vol. 8(2) 2014



 

Weilbaker Dan. C. and William A. Weeks (1997), The Evolution Of National Account Management: A 
Literature Perspective, The Journal Of Personal Selling And Sales Management, Vol 17, No.4, pp 
49-59.   

Weinburg P, (1998) Behavioral Aspects of Customer Commitment. Association For Consumer Research. 
Wnek, N. (1996) Cultivating Your Garden (Key Account Management), Marketing Business, June. p41. 
Wong Y.H (1998) Key To Key Account Management: Relationship (Guanxi) Model, International 

Marketing Review, Vol 15, No.3, pp. 215-231. 
Workman Jr, John, Christian P. Homburg, and Ove Jensen (2003), Intraorganizational Determinants of 

Key Account Management Effectiveness, Journal of the Academy of Marketing Science, Vol 31, 
No.1,pp 3-21. 

Yeshin T (1998) Integrated Marketing Communication: The Holistic Approach. Oxford: Butterworth. 
Zeithaml A.V, Bitner M.J, Gremler D.D (2006). Services Marketing:  Integrating Customer Focus Across 

Firms, 4th Ed, New York, Mcgraw-Hill.  
Zeithaml, V.A. (2000), Service Quality, Profitability, And The Economic Worth Of Customers: What We 

Know And What We Need To Learn, Journal Of The Academy Of Marketing Science, Vol. 28 
No. 1, pp. 67-85. 

Zineldin, M. (2000) Beyond Relationship Marketing: Technologicalship Marketing. 
 
 

Journal of Marketing Development and Competitiveness vol. 8(2) 2014     87




