VoLUME No. 3 (2012), I ssue No. 5 (MAY) | SSN 0976-2183

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE & MANAGEMENT

S

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories

Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell's Directories of Publishing Opportunities, U.S.Al
as well as inOpen J-Gage, India [link of the same is duly available at Infiibnet of University Grants Commission (U.G.C.)|
Registered & Listed at: Index Copernicus Publishers Panel, Poland
Circulated all over the world & Google has verified that scholars of more than 1388 Cities in 138 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

WWW.ijrcm.org.in



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183

CONTENTS

-~ TITLE & NAME OF THE AUTHOR (S) Fage No-

1. | MARKET INTELLIGENCE - AN EMPIRICAL STUDY OF MARKET BEHAVIOR OF AGRICULTURAL COMMODITY 1
S. P. BHARDWAJ, ASHOK KUMAR & K. N. SINGH

2. | CONSTRUCTING A MULTI-CRITERIA CO-BRANDING STRATEGY MODEL FOR FAUCET INDUSTRY 7
DR. CHAO-CHAN WU, MENG-CHEN CHANG & DR. HAO WANG

3. [ IMPACT OF ORGANIZATIONAL CLIMATE ON ORGANIZATIONAL LEARNING 16
HAMID REZA QASEMI & SAEED BONYADI

4. | BPOINDUSTRY IN INDIA: B2B MARKET TRANSFORMATION 22
DR. VIJU MATHEW

5. | DETERMINANT FACTORS THAT ATTRACT INTERNATIONAL TOURISTS TO VISIT ETHIOPIA 27

DR. GETIE ANDUALEM IMIRU

6. | NON FINANCIAL FACTOR OF MEASURING ORGANIZATIONAL PERFORMANCE BRINGS LONG TERM FINANCIAL CAPABILITY: AN EXPERIENCE 39
FROM BANGLADESH
MD. MONIRUZZAMAN SARKER, MD.SAHABUDDIN & NAFISA KASEM

7. | PREDICTORS OF WILLINGNESS TO ADOPT CUSTOMER RELATIONSHIP MANAGEMENT IN NIGERIAN ORGANIZATIONS: A FRAMEWORK 42
APPROACH
EKAKITIE-EMONENA, SUNNY.

8. [COMPARISON OF VALUE-RELEVANCE OF CASH FLOW AND OPERATING PROFIT IN EXPLANATION OF COMPANIES STOCK RETURN WITH 47
CONSIDERING INFORMATION ASYMMETRY: EVIDENCE FROM TEHRAN STOCK EXCHANGE
ROYA DARABI, B.ZANGANE & SHAHIN SAHRAE|

9. [CUSTOMER SATISFACTION SURVEY OF TRAINING AND DEVELOPMENT PROGRAMS FOR HUMAN RESOURCE DEVELOPMENT DEPARTMENT 52
OF MANUFACTURING ORGANIZATIONS
MANOJ MEHTA & GEETA DAWAR

10. |ACCESSING THE INTERNATIONAL CAPITAL MARKETS WITH DEPOSITARY RECEIPTS 61
DR. M. L. GUPTA & DR. SIMMI KHURANA

11. |ASTUDY ON THE MARKETING PRACTICES OF THE KOVILPATTI CO-OPERATIVE MILK SUPPLY SOCIETY LTD. 63
M. SEKAR & M. SHUNMUGA SUNDARAM

12. |IMPACT OF ORGANIZATION CULTURE ON EMPLOYEE MOTIVATION AND JOB PERFORMANCE 68
NIDHI MAITHEL, DR. D. S. CHAUBEY & DEEPAK GUPTA

13. | VALIDITY OF EFFICIENT MARKET HYPOTHESIS IN THE INDIAN STOCK MARKET 74
DR. RASHMI SONI

14. | ANALYSIS OF PERCEPTIONS OF INVESTORS TOWARDS MUTUAL FUNDS: AN EMPIRICAL INVESTIGATION 81
DR. S. 0. JUNARE & FRENA PATEL

15. | CUSTOMERS’ EXPERIENCE WITH SMALL SCALE RETAIL STORES — AN EMPIRICAL STUDY 86
DR. K. RAMA MOHANA RAO & DR. K. RATNA MANIKYAM

16. |INDIAN SPICES EXPORTS: THEIR GROWTH AND INSTABILITY 90
DR. D. SRINIVASA RAO

17. | STOCK PRICE RESPONSES TO THE ANNOUNCEMENT OF BUYBACK OF SHARES IN INDIA 95
DR. ISHWAR P & DR. I. B. CIRAPPA

18. |INVESTOR BEHAVIOR TOWARDS MUTUAL FUND SCHEMES: AN EMPIRICAL STUDY 103
SHAFQAT AJAZ & DR. SAMEER GUPTA

19. | MULTICHANNEL STRATEGY — A COMPETITIVE ADVANTAGE TOOL OF ORGANISED RETAILERS 109
P. SATHISH CHANDRA & DR. G. SUNITHA

20. |STUDY OF SAVING PATTERN AND INVESTMENT PREFERENCES OF INDIVIDUAL HOUSEHOLD IN INDIA 115
MEENAKSHI CHATURVEDI & SHRUTI KHARE

21. | DEVELOPING INFRASTRUCTURE FOR PROMOTION OF RURAL TOURISM IN THE STATE OF WEST BENGAL: A STUDY ON KAMARPUKUR 121

DR. DILLIP KUMAR DAS & NILANJAN RAY

22. | PROFITABILITY AND LIQUIDITY MANAGEMENT OF FMCG COMPANIES IN INDIA: A COMPARATIVE STUDY BETWEEN HINDUSTAN UNILEVER 128
LIMITED (HUL) AND ITC LIMITED
DR. BHASKAR BAGCHI & DR. BASANTA KHAMRUI

23. |A COMPARATIVE STUDY ON BUYING BEHAVIOR OF RURAL AND URBAN CUSTOMERS IN SELECTED DISTRICT OF GUJARAT 131
ARATI. TRIVEDI & PARIMAL. CHAVDA

24. | RETAILING STRATEGIES FOR CUSTOMER SATISFACTION: COMPARATIVE STUDY OF MORE AND FOOD WORLD 135
A. SANDHYA RANI

25. | DIRECT MARKETING OF AGRICULTURAL PRODUCTS - A STUDY OF RYTHU BAZAARS (FARMERS’ MARKET) IN ANDHRA PRADESH 137
DR. K. RAJI REDDY & DR. H. SATEESH

26. | NEED FOR A PARADIGM SHIFT IN MANAGEMENT TEACHING THROUGH PROFESSIONAL DEVELOPMENT OF FACULTY 142
AFREEN NISHAT A. NASABI

27. | CUSTOMERS’ SATISFACTION ON CORE BANKING: A STUDY WITH SPECIAL REFERENCE TO A NATIONALIZED BANK IN THIRUNELVELI 146
BIJU K, D. DEVANDHIRAN & SREEHARI R

28. | ASTUDY ON CUSTOMER SATSIFACTION OF GOODKNIGHT PRODUCTS IN ERODE, TAMILNADU 153
N.S.SUGANYA, P. SENTHILKUMAR & K.VISNUPRIYA

29. | ASSOCIATION BETWEEN DIVIDEND DECISION AND FINANCIAL PERFORMANCE: AN EMPIRICAL ANALYSIS 157
SANJEEV LALHOTRA

30. |AN EMPIRICAL INVESTIGATION OF CAPITAL BUDGETING PRACTICES IN INDIA 166
PREETI ARORA
REQUEST FOR FEEDBACK 170

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT i

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3 (2012), I ssue No. 5 (MAY) | SSN 0976-2183

CHIEF PATRON

PROF. K. K. AGGARWAL
Chancellor, Lingaya’s University, Delhi
Founder Vice-Chancellor, GuruGobindSinghindraprasthaUniversity, Delhi
Ex. Pro Vice-Chancellor, GurulambheshwarUniversity, Hisar

PATRON
SH. RAM BHAJAN AGGARWAL
Ex.State Minister for Home & Tourism, Government of Haryana

Vice-President, Dadri Education Society, Charkhi Dadri
President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. SAMBHAV GARG

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

ADVISORS

DR. PRIYA RANJAN TRIVEDI
Chancellor, The Global Open University, Nagaland

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal
PROF. S. L. MAHANDRU
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri

EDITOR,

PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.

DR. BHAVET
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD

DR. RAJESH MODI
Faculty, YanbulndustrialCollege, Kingdom of Saudi Arabia
PROF. SANJIV MITTAL
UniversitySchool of Management Studies, GuruGobindSinghl. P. University, Delhi
PROF. ANIL K. SAINI
Chairperson (CRC), GuruGobindSinghl. P. University, Delhi

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3 (2012), I ssue No. 5 (MAY) | SSN 0976-2183

DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

ASSOCIATE EDITORS

PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. ABHAY BANSAL

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity
University, Noida

PROF. V. SELVAM
SSL, VIT University, Vellore
DR. N. SUNDARAM
Professor, VITUniversity, Vellore
DR. PARDEEP AHLAWAT
Reader, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak
S. TABASSUM SULTANA

Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad

TECHNICAL ADVISOR.

AMITA
Faculty, Government M. S., Mohali
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar

FINANCIAL ADVISORS

DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS

JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183

CALL FOR MANUSCRIPTS

Weinvite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of
Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance
and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing;
Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International
Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy
Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management
Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-
Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational
Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small
Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical
Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing;
Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet;
Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific
Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design.
The above mentioned tracks are only indicative, and not exhaustive.

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission
guidelines duly available on our website wunder the heading guidelines for submission, at the email addresses:

infoijrem@gmail.comorinfo@ijrcm.org.in.

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject:  SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)
DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ ' for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mention the following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

C) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4, ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources of
data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

4 All works cited in the text (including sources for tables and figures) should be listed alphabetically.

4 Use (ed.) for one editor, and (ed.s) for multiple editors.

4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.

4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

4 The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.

o For titles in a language other than English, provide an English translation in parentheses.

4 The location of endnotes within the text should be indicated by superscript numbers.

BOOKS

4 Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.

i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

4 Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITE

Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT

A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories
WWWw.ijrcm.org.in

Vi



VoLUME No. 3(2012), Issue No. 5 (MAY) | SSN 0976-2183
PREDICTORS OF WILLINGNESS TO ADOPT CUSTOMER RELATIONSHIP MANAGEMENT IN NIGERIAN
ORGANIZATIONS: A FRAMEWORK APPROACH

EKAKITIE-EMONENA, SUNNY.
LECTURER
DEPARTMENT OF BUSINESS ADMINISTRATION/MARKETING
DELTA STATE UNIVERSITY
ASABA CAMPUS
NIGERIA

ABSTRACT

This study looked into the salient factors that predict or drive the willingness of organizations in the Nigerian Stock Exchange to adopt Customer Relationship
Management (CRM) as a competitive strategy. It used the Technology-Organization-Environment (TOE) framework developed by Tonatzky and Fleischer (1990)
and later adopted by Ramdani and Kawalek (2008) to ascertain which factors in the framework could predict adoption willingness in an African country — Nigeria.
Exactly 102 large enterprises in the Exchange were sampled randomly out of 115 enterprises. Using multiple regression 10 hypotheses were tested to ascertain
which predictor variable will be significant at 0.05%. The output revealed factors of relative advantage, complexity, triability and industry turn out to be
significant. Other factors of compatibility, top management support, information system experience, firm size, competitive pressure and external information
support turned insignificant. Recommendations made are to the effect that CEOs in the Nigerian business environment should deploy these factors in their
attempt to adopt CRM to drive competition in their industries. Again it was recommended that organizations should enhance their R&D units to improve and
derive the greater benefits of CRM usage.

KEYWORDS

Customer Relationship Management, Enterprise Systems, Technology-Organization-Environment framework, Large Enterprises.

INTRODUCTION

he 21% century business scholar and indeed captains of industries across the globe are daily strategizing on best methods to attain efficiency, improve
the level of productivity and ensure improved corporate governance. This tendency is driven by a holistic attempt to contribute to global economic
wellbeing. In striving to achieve these goals, many organizations are adopting emerging best practices not only to stave off competitors but to bootstrap
to fight environmental challenges and even overcome the global economic recession.
In this onerous task, organizations cannot but integrate customer-centric strategies to ensure that the customer, who many marketing scholars refer to as the
‘King’, will be inspired to continue to buy value laden products and services in the quest to discharge wants and need states (Kotler and Keller, 2008; Jobber,
2004). Hence the emergence of Enterprise Systems (ES) such as Customer Relations Management (CRM) is increasingly becoming a resourceful technique in
attaining corporate goals (Winner 2001, Sepulcri, 2003).
Essentially, CRM is an emerging competitive pattern among industries across the globe — it focuses on customer care and retention for profitable gains.
According to Rangone and Renga (2005), CRM in its traditional form is a business strategy. It is a systematic approach issued from relationship and one-to-one
marketing which is based on the integrated and active management of personalized and individualized customer profile.
In their argument, CRM conjures the orientation that such personal relationships leads to improved customer acquisition, satisfaction and loyalty, allowing
better returns to be achieved. To do so, the firm shall take advantage of every contact with customers to learn more about their needs, preferences and lifetime
value, so as to devise suitable ways to serve them with possibly tailored solutions.
However, certain factors or stimulus must be responsible for CEOs willingness to adopt or deploy the use of CRM as a competitive strategy. In the UK,
researchers such as Winners (2001), Ramdani and Kawalek (2008) etc., have studied certain factors that can predict adoption of best practices like CRM using
SMEs. Some of these studies have been predicated on the model developed earlier by Tornatzky and Fleischer (1990). In the Ramdani and Kawalek’s (2008)
study, 13 variables of the model were tested on the dependent variable of willingness to adopt CRM. Outcomes revealed certain variables were significant in
predicting willingness in the UK environment
However, the Technology-Organization-Environment (TOE) Model in this study will be tested on organization in the Nigerian Stock Exchange to find out which
will be significant in predicting willingness to adopt CRM. The outcome of this study will serve as a guide in the adoption prospect by Large Enterprises (LE) in the
Nigerian business environment. Its outcome will be informative — this is poise of this study.

THEORETICAL FRAMEWORK

Several dimensions have been adduced to explain the conceptual understanding of CRM. Davids (2001) defined CRM as a combination of policies, processes and

strategies implemented by an organization to unify its customer interactions and provide a means of tracking customer information. For him, CRM involves the

use of technology in attracting new and profitable customers, while forming tighter bonds with existing ones.

Markus and Tanis (2000) opines that ES are commercial software packages that enable the integration of transaction-oriented data and business processes

throughout an organization and eventually throughout the entire inter-organizational supply chain. One of such innovative technique is the Customer

Relationship Management (CRM) programme which Di’Maria and Micelli (2008) and Sepulcri (2003) identified as a technology-driven platform that firms are

increasingly adopting to secure competitive advantage.

Thus CRM includes many aspects that relate directly to one another (Davids, 2001):

=  Front office operations — Direct interaction with customers, e.g. face to face meeting, phone calls, e-mail, online services etc.

=  Back office operations — Operations that ultimately affect the activities of the front office (e.g, billing, maintenance, planning, marketing, advertising,
finance, manufacturing, etc)

=  Business relationships — Interaction with other companies and partners, such as suppliers/vendors and retail outlets/distributors, industry networks
(lobbying groups, trade associations). This external network supports front and back office activities.

=  Analysis — Key CRM data can be analyzed in order to plan target-marketing campaigns, conceive business strategies, and judge the success of CRM activities
(e.g., market share, number and types of customers, revenue, and profitability.)

The conclusion is gaining ground currently and Davids (2001) echoes it further by cautioning softly that it is important to note that while most consumers of CRM

view it as software “solution”, there is a growing realization in the corporate world that CRM is really a customer-centric strategy for doing business; supported

by software. Thus in the opinion of Lee (2008), CRM adds value to customers in ways that add value back to the company.

In light of this Lee (2008) identifies the variances/types of CRM.

Operational CRM: Operational CRM provides support to “front office” business processes, e.g. to sales, marketing and service staff. Interactions with customers

are generally stored in customers’ contact histories, and staff can retrieve customer information as necessary. The contact history provides staff members with
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immediate access to important information on the customer (products owned, prior support calls etc.), eliminating the need to individually obtain this
information directly from the customer. Reaching to the customer at right time, at right place is preferable.

Operational CRM processes customer data for a variety of purposes:

. Managing Campaigns

o Enterprise Marketing Automation

. Sales Force Automation

o Sales Management System

Analytical CRM: Analytical CRM analyzes customer data for a variety of purposes:

. Designing and executing targeted marketing campaigns

. Designing and executing campaigns, e.g. customer acquisition, cross-selling, up-selling

. Analyzing customer behaviour in order to make decisions relating to products and services (e.g. pricing, product development)

. Management information system (e.g. financial forecasting and customer profitability analysis)

Analytical CRM generally makes heavy use of data mining and other techniques to produce useful results for decision-making.

Sales Intelligence CRM: Sales Intelligence CRM is similar to Analytical CRM, but it is intended as a more direct sales tool. Features include: alerts sent to sales
staff regarding:

. Cross-selling/Up-selling/Switch-selling opportunities

. Customer drift

. Sales performance

. Customer trends

. Customer margins

. Customer alignment

Campaign Management: Campaign management combines elements of Operational and Analytical CRM. Campaign management functions include:

. Target groups formed from the client base according to selected criteria

. Sending campaign-related material (e.g. on special offers) to selected recipients using various channels (e.g. e-mail, telephone, SMS, post)

. Tracking, storing, and analyzing campaign statistics, including tracking responses and analyzing trends

Collaborative CRM: Collaborative CRM covers aspects of a company’s dealings with customer that are handled by various departments within a company, such
as sales, technical support and marketing. Staff members from different departments can share information collected when interacting with customers. For
example, feedback received by customer support agents can provide other staff members with information on the services and features requested by
customers. Collaborative CRM’s ultimate goal is to use information collected by all departments to improve quality of services provided by the company.

THE TECHNOLOGY-ORGANIZATION-ENVIRONMENT (TOE) FRAMEWORK MODIFIED

Organizational Context

4 N
Top Management
Sunnort )
Technological Context
4 N
( ) Information System
Relative Advantage (IS) Exnarience
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Source: Boumediene, Randani and Peter, Kawalek ‘Predicting SMEs Willingness to Adopt ER, CRM, SCM & E-Procurement Systems’ Revista Latinoamericana de
Administracion, 2008 : PP 47-70

In the original TOE Framework, there exist 13 factors. This researcher found it expedient to make a slight modification by eliminating three (3) variables whose
definitive meanings look similar during a pilot test on Nigerian businesses. Each is herewith discussed in turn under domain sub-heads.

TECHNOLOGICAL CONTEXT

Compatibility (CM): the compatibility of an emerging best practice is the degree to which a strategy is perceived as consistent with the existing values, past
experiences, and needs of potential adopters (Rogers, 2003) or as Premkumar (2003) puts it, it is an important determinant of ES and related systems adoption.
Complexity (CX): the degree to which a new strategy (innovation) is perceived as relatively difficult to understand and use (Rogers, 2003)

Triability (TR): the degree to which it may be experimented with on limited basis (Rogers, 2003). Kendall, et al (2001) found triability to be positively related to e-
commerce adoption.

Relative Advantage (RA): the degree to which an innovation is perceived as being better than the idea it supersedes (Roger, 2003).
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ORGANIZATIONAL CONTEXT

Factors of organizational import that came under their consideration in their study included the following:

Top Management Support (TMS): TMS is level of commitment of organizational leaders to adopt an innovation. Jeyaraj et al. (2006) found TMS to be one of the
best predictors of organizational adoption of ES. In the opinion of Thong (1999) TMS can stimulate change by communicating and reinforcing values through an
articulated vision for the organization.

Information System Experience (ISE): This is defined as previous use of similar or related information sharing/processing platforms. Thus firms that are unaware
of new strategies/technologies or who may not want to take a risk to adopt them will be unlikely adopters. Dholakia and Kshetri (2002) are of the opinion that
technologies already existing in an organization can influence the future adoption of a new techniques/ES.

Size: Size is defined as the scope of operation in the industry, Familoni (2001). Jeyaraj (2006) avers that size is one of the best predictors of technical innovation
by organizations. Although studies by Goode and Stevens (2002) show that business size was not significant in IS adoption, there seem to a general argument
that larger firms have a greater need, resources, skills and experience, including ability to adopt innovation than smaller firms.

ENVIRONMENTAL CONTEXT

In the Ramdani and Kawalek (2008) study, environment was seen to be factorial to adoption tendencies. In this regard they identified the following variables as
consisting in the environmental factors:

Industry: An industry constitutes the collection of firms producing similar or related products (Familoni, 2001). The argument among researchers is that the
operating industry for any firm influences its possible adoption of innovation (Levenburg et al. 2006; Raymond, 2001).

Competitive Pressure: This is conceived as the extent of jostling for patronage in a given industry (Chambers Dictionary, 2006). Jeyaraj (2006) opines that
competitive pressure is one of the best predictors of adoption tendencies. In the opinion of Gatignon and Robertson (1989), competition in the adopter’s
industry is generally perceived to positively influence the adoption of innovations of IT import.

External IS Support: This refers to the extent of support from vendor firms available to provide maintenance services to the innovation. It also refers to technical
infrastructural provision that will lend support to and fast-tract IT developments. Premkumar and Roberts (1999) avers that the availability of support for
implementing and using IS innovation is a prerequisite for success of technical best practices.

STATEMENT OF OBJECTIVES & HYPOTHESIS

This study is poised to ascertain which of the 10 variables as contained in the TOE framework above will serve as predictor of willingness to adopt CRM. Its
outcome thus will serve as a guide to managers in Nigerian Large Enterprises on which domain variables to pay attention to when considering the adoption of
CRM as a competitive strategy to drive their operations.

The following hypotheses are herewith stated for testing.

Hypothesis 1 (RA): The more relative advantage a competitive strategy like CRM has, the more willing organizations will be to adopt it.

Hypothesis 2: (CMP): The more CRM strategy is compatible with organizations’ operations the more organizations will be willing to adopt it

Hypothesis 3: (CX) The more an evolving enterprise strategy is complex the less organizations will be willing to adopt it.

Hypothesis 4: (TR) The more an enterprise strategy is amenable to trial and its outcome positively verified, the more organizations will be willing to adopt it.
Hypothesis 5: (TMS) The more top management support is offered the more willing organizations will be to adopt CRM as a competitive strategy

Hypothesis 6: (ISE) The more internal system experience an organization has the more it will be willing to adopt new competitive strategy like CRM

Hypothesis 7: (SIZE) The bigger an organizations size is the more willing its leaders will be at adopting better competitive strategies like CRM

Hypothesis 8: (Industry) Organizational scope and type are likely to be good influencers of willingness to adopt CRM within an industry.

Hypothesis 9: (CM) The stronger the competitive pressure found an industry the more its leaders are likely to be influenced to adopt CRM

Hypothesis 10: (EISS) The more organizations have access to external system support from their environment the more they will be willing to adopt better
competitive strategies like CRM

STUDY METHODOLOGY

This study focused on survey methods only. Essentially the study is driven by use of questionnaires and interview techniques to elicit primary data. As has been
said earlier, it is based on the Nigerian business environment sampling large enterprises (LE) in the Nigerian Stock Exchange. The Classification of these
organizations was drawn from the Stock Exchange Fact Book 2009 as published by the Exchange.

There were 22 industrial sectors as at time of sampling. Exactly 63% of these sectors were randomly selected for the study. The sectors include: Agro/Allied,
Healthcare, Commercial/Services, Packaging, Insurance, Petroleum, Printing & Publishing, Industrial/Domestic Products, Chemicals & Paints, Info-tech &
Communications, and Airline Services & Logistics. These make of 14 sectors in all. In these sectors there are a total of 151 large enterprises (LE). Out of these,
70% were sampled using random sampling techniques. This gives a figure of 109 organizations in the Stock Exchange that were sampled for this study. However,
during the field exercise, exactly 102 questionnaire instruments were returned. This represents 93 % response rate — whereas Curran and Blackburn (2001) in
their study says a good sample and standard response in any study should achieve a 60% response rate.

Measurement of the study construct is done using a 5-point Likert Scale. Method of entering data was from 5 (representing the strongest value of opinion) down
to 1 (representing the weakest value of opinion on any construct).

In terms of validity and reliability, face validity was ensured by carrying out a pilot test on the correctness of concepts, measures for each variable and also
passing the questionnaire instrument through screening by two professors of business management in Delta State University and the University of Benin, Benin
City Nigeria. In terms of validity, construct validity was ensured by taking into account the “usage” principle (Babbie, 2007) as the Technology-Organization-
Environment (TOE Model) has been used and tested by various researchers in published journals (Kwuan and Chau, 2001; Zhu et al, 2003; Premkumar and
Roberts, 1999; and lacovou et al, 1995).

Data analysis and presentation — these were done via tables, etc. Analysis were done using the multiple regression model and SPSS (Statistical Package for Social
Sciences) to manipulate the data thereof as collected from field.

PRESENTATION OF TABLES & ANALYSIS

Within the conception of lyoha and Ekanem (2002); Osuagwu (2006) the regression model is expressed thus:
CRM =Ry + R1.RA + B,.CM + R3.CX + R4.TR + Rs+.TMS + B;.ISE + R;.Size
+ Bg.Industry + Bg.CP + R10.EISE + €;

Where:

CRM = Willingness to Adopt CRM (dependent variable)
Independent Variables

RA = Relative Advantage

CM = Compatibility

CX = Complexity

TR = Triability

TMS = Top Management Support

ISE = Internal Information System Experience
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Firm Size = Firm Size

IND = Industry

CP = Competitive Pressure

EISS = External Information System Support

€, = Stochastic disturbance or error term

MODEL SUMMARY

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .643" 414 .349 .52886

a.  Predictors: (Constant), External information system support,
b.  Compatibility, Top management support, Triability, Firm size, Relative advantage, Complexity, Competitive pressure, Industry, Information system
experience.

Coefficients®

Model Unstandardized Coefficients Standardized Coefficients
B Std. Error Beta t Sig.
1 (Constant) 1.639 447 3.668 .000
Relative advantage .198 .096 .228 2.052 .043
Compatibility -.053 .083 -.060 -.636 .527
Complxity -.214 .087 -.259 - 2.455 .016
Triability .256 .106 .257 2.420 .017
Top management support -.119 .083 -.159 -1.429 .156
Information system experience 142 124 .165 1.148 .254
Firm size .003 .102 .003 .030 .976
Industry .253 112 .297 2.262 .026
Competitive pressure .150 .115 .162 1.300 .197
External information system support -.042 .094 -.049 -.453 .652

b. Dependent Variable: Willingness to adopt CRM

STUDY OUTCOME

From the table of regression model above, one can find that the predictor variables of Relative advantage, .043, Complexity 0.016,Triability .017 and Industry
0.026 are found significant predictors of willingness to adopt CRM as a competitive strategy in the Nigerian Stock Exchange. All other factors are found to be
insignificant.

Relative advantage: This factor is found in this study to be significant. Studies by Grandon and Pearson (2004) and Kuan and Chau (2001) found relative
advantage a significant predictor of adoption willingness. Their argument is that when an enterprise system (ES) is perceived to offer relative advantage over the
firm’s current practice, it is more likely to be adopted.

Complexity: In this study complexity turns out to be significant — this is in tandem with the outcome of the work of Lertwonstatien and Wongpinunwatana
(2003) and Thong (1999). They found complexity to be a major determinant on adoption willingness.

Triability: Triability as a driver of willingness is revealed to be significant — triability was conceived by Rogers (2003) as the degree to which an innovation may be
experimented with on limited basis. This study finds congruence with the work of researchers like Kendal et al (2001) who found triability to be positively related
with e-commerce adoption willingness. Here

Industry: This factor is found to be significant — it thus has strong capacity to influence adoption willingness. The outcome of this study agrees with studies by
Levenburg et al, (2006).

Having regards to the rest factors of top management support, internal information system experience, firm size, competitive pressure and external information
support (i.e. vendor support) — this study found them all to be insignificant. As a matter of fact, compatibility, top management support, internal information
system experience, competitive pressure, and vendor support were negatively correlated with the dependent variable. Whereas in studies by Rogers (2003) and
Premkumar (2003) found compartibility to be an important determinant of adoption tendencies. Top management support was found to be one of the best
predictors of adoption willingness (Jeyaraj, et al, 2006). As regards internal information system experience, Kuan and Chau (2001) and studies far back as that of
Fink (1998) found it to be a strong influencer of new ES technologies for which CRM is part. Having regard to firm size, Goode and Stevens (2000) show that
organizational size is the best predictor of adoption willingness. This confirms and even validates earlier study by Yap (1990).

As for competitive pressure, one of the predictor variables under the environment domain of the TOE framework, this study found it to be insignificant. This
contradicts studies by Premkumar and Roberts (1999), Delone (1988) and even Raymond’s (1985) far back. These researchers aver that competitive pressure is
positively related to adoption likelihood. Lastly, vendor support is found to be positively related to adoption willingness (Premkumar and Roberts, 1999). Their
reasoning is that with popularity of outsourcing and the growth in third party support, enterprises are becoming more willing to adopt new IS and ES innovations

CONCLUSION & RECOMMENDATION

This study set before itself the task of determining which of the 10 factors in the modified TOE model could predict adoption willingness of CRM among
enterprises in the Nigerian Stock Exchange. It has also discussed the outcome of these predictors using multiple regression model as analytical tools.

Salient conclusions that can be drawn is that of the 10 predictor variables, only 4 (i.e. relative advantage, complexity, triability and industry type) were found
significant at 0.05% level of significance. All the rest are not effective predictors of adoption willingness in respect of CRM as a dependent variable. Perhaps
logical reasons adduceable could lie in differences in environment and the types of organizations sampled. The initial study conducted by Ramdani and Kawalek
(2008) sampled organizations in the UK environment. Again, these enterprises were SMEs using logit regression. Whereas this study is based in the Nigerian
environment, enterprises sampled were LE in the Nigerian Stock Exchange. These in combination could be the reasons why these studies yield incongruent
results. A strong point to note in this study is that whereas the TOE model in the Randani and Kawalek (2008) study yielded a goodness of fit of 59% this study is
merely 27% - hence the TOE model applied to Nigerian environment can be considered a weak predictor of willingness to adopt CRM.
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A logical explanation in the opinion of this researcher is that within the Nigerian business environment, there exist obviously other factors which are not
contained in the TOE framework of predicting wiliness as regards large firms in the Nigerian Stock Exchange.

What CEOs in these enterprises can do in the meanwhile is to identify those significant factors in this study and use them in their decisions as they contemplate
adoption of CRM as a competitive strategy. Again researchers in Nigeria and indeed African countries academic institutions may wish to undertake studies on
CRM to evolve a better and more fitting model that can yield better predictive variables. It will also be useful for CEOs to strengthen their R&D units and cause
them evolve methods of bringing CRM on board to support customer centric functions and improving relations between organizations and their customers for
profitable gains.
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