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Abstract. The To remain competitive firms must develop and implement strategies to
attract and retain key suppliers and customers. Drawing on transaction cost economics
(TCE) and social exchange theory (SET), this study shed light on the link between
supplier relationship management (SRM) practices, customer relationship management
(CRM) practices and business performance. The paper uses surveys conducted on
microfinance banks operating in Nigeria. This study used correlation and regression to
analyse the direct influence of SRM practices and CRM practices on business
performance. Data from 307 respondents affirm that supplier relationship management
practices and customer relationship management practices increase business
performance. Furthermore, supplier relationship management practices and customer
relationship management are significantly correlated with financial health, market and
sales performance and operational performance. We conclude that implementing strong
collaboration with suppliers and customers can foster superior business performance.
Keywords: SRM, CRM, microfinance banks, business performance, financial health.

1 Introduction
In today's highly competitive environment, securing a competitive edge is crucial for
business expansion and survival. To manage business complexities and improve performance,
organisations need to execute strategies and policies that focus on service delivery. In this
context, customer relationship management (Eisingerich and Bell, 2006) and supplier
relationship management are such strategies. Strategic management of supplier-customer
relationships has emerged as a key consideration for producing superior market outcomes in
scholarly and practitioner literature. As a result, businesses must evaluate their investment
decisions around the supply chain to optimise supplier-customer processes (Hananiah, Miller,
Richards and Cavusgil, 2003; Silva, Bradley and Sousa, 2012). More so, inadequate resources
are exposing firms to production and distribution risks which are impacting negatively on their
business performance. Thus, optimising all available resources has become a challenge for
firms (Modi and Mabert, 2007). Nonetheless, this challenge also presents opportunities for
building supplier-customer relationships. Indeed, these relationships can enable firms to
effectively use their resources in managing successful transactions as well as encourage joint
performance and long-term exchange (Kremic et al., 2006).
By value co-creation, supplier-customer partnerships have the power to promote mutual
profitability (Lusch and Vargo, 2006; Enz and Lambert, 2012). Managers must do this by
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establishing long-term strategic relationships with suppliers and customers by proactive
supplier-customer relationship management.Supplier relationship management (SRM) focuses
on the preparation, execution, development, and tracking of a company's existing and future
supplier relationships (Akamp and Müller, 2013). Arguably, creating a relationship with the
best suppliers can facilitate the timely delivery of products and services and improve product
quality. Links between operations and suppliers have been shown to improve firm efficiency
(Swink et al., 2007; Singh and Power, 2009; Flynn et al., 2010) and the potential to co-create
value (Enz and Lambert, 2012). According to research, supplier partnership management has
become a challenge (Muhia and Afande, 2015), and company maturity is limited
(Klemettinen, 2018). Several scholars (e.g. Gatobu and Moronge, 2018; Njagi and Shalle,
2016; Kähkönen and Lintukangas, 2012) have called for further research on supplier
relationship management in different contexts. Customer relationship management (CRM), on
the other hand, is concerned with the direct relationship between consumers and advertisers, as
well as the retention of new customers and the development of long-term partnerships with
them (Sanzo and Vasquez, 2011). The opportunity for customer relationship management has
arisen as a result of the changing market climate (Soltani and Navimipour, 2016). Customer
relationship management (CRM) aims to boost customer loyalty by providing goods and
services that match or surpass their expectations.CRM has been shown to have an effect on
corporate success (Day and Van den Bulte, 2002; Reinartz, Krafft, and Hoyer, 2004), business
performance (Palmatier, et al, 2006), and consumer performance (Day and Van den Bulte,
2002). (e.g. Mithas, Krishnan and Fornell, 2005). Nevertheless, there is limited studies on
CRM process and firm performance in under-developed economies (Ngambi and Ndifor,
2015).
Intense competition has forced microfinance banks in Nigeria to seek a long-term
profitable relationship with suppliers and customers to deliver superior business performance.
Nwachukwu et al. (2017) opined that managers of microfinance banks need to execute
effective strategies and policies to improve performance and create value for their
stakeholders. Considering the dynamic nature of the Nigerian microfinance banking sector,
and the paucity of research on the subject (supplier-customer relationship management
practices), this paper intends to investigate the effects of SRM-CRM practices on the
performance of microfinance banks. The aim of this paper is to investigate the connection
between SRM-CRM activities and business results (financial health, market and sales
performance and operational performance). This paper makes the following important
contributions: First, the paper adds to the existing literature on supplier-customer relationship
management practices in microfinance banks in the emerging market contexts. As a result, this
paper adds to the discourse about how to build and maintain client relationships by offering
methodological observations into the effect of mixed supplier and customer relationship
management approaches on business success.By shedding light on how SRM practices and
CRM practice affect the performance of microfinance banks, this study enhances the
understanding of what drives the performance of microfinance banks. Furthermore, relating
SRM-CRM practices to operational performance extends the SRM-CRM literature (Arawati,
2011; Hamid and Hamid, 2014). Empirical studies on the impact of SRM practices, CRM
practices on operational performance is scanty, in establishing a positive connection between
SRM practices, CRM practices and operational performance, this study adds to empirical
findings on the relationship between SRM practices, CRM practices in operational
performance contexts (e.g. Shobayo, 2017). The below is the outline of the
document.Theoretical foundation, an overview of the literature on SRM practice-business
performance link, CRM practice-business performance link, and the research hypotheses.

Next, is the methodology used and the presentation of the research results. Finally, the
theoretical and practical implications of the results are discussed.

2 Theoretical foundation
The costs of creating, maintaining, and controlling a firm's commercial operation in a
market are known as transaction costs. Relationship interaction should be based on economic
considerations which organise and constrain a firm's behaviour and promote cooperation,
minimising partners' incentives for opportunism, disputes, and transaction costs, according to
transaction cost economics (TCE) (e.g. Luo et al., 2015).TCE can be used to explain how
various types of investments within firms can create long-term capabilities and foster
performance (Grover and Malhotra, 2003). Indeed, the ability of a firm to collaborate with a
strategic partner to provide them with services and maintain the relationship is a source of
competitive advantage. TCE can enrich our understanding of whether it is beneficial for firms
to maintain robust supplier relationship management practices. Besides, TCE can be used to
evaluate the quality and richness of the relationships as well as the value of creating
partnership between different firms. Social exchange theory (SET) is considered as an
appropriate theoretical lens to explain customer-supplier relationships because it offers social
ways to manage a relationship and enhance cooperation (Liu et al., 2009; Hawkins et al.,
2008; Li et al., 2010). SET is widely used to explain customer-supplier relationships (e.g.
Granovetter, 2005; Luo, 2002). SET suggest that actions of individuals are motivated by what
they get from others (Blau, 1964). The key drivers of relationship sharing are confidence and
loyalty, and SET focuses on reciprocating benefits between relationship partners (Blau, 1964;
Palmatier, 2008). TCE and SET have been used by academics to clarify how governance
considerations affect inter-firm results (e.g. Ferguson et al., 2005).As a result of research on
inter-firm relationship governance, the impact of relationships on business success has been
identified (Poppo and Zenger, 2002; Terpend, Tyler, Krause and Handfield, 2008; Dyer and
Chu, 2011; Liu, Luo and Liu, 2009; Luo, Liu, Yang, Maksimov and Hou, 2015; Liu et al.,
2017). Arguably, firms can use successful cooperation/collaboration (supplier-customer
relationship management practice) to reduce transaction costs and conflicts and improve the
performance of relationship exchange. In the context of this study, optimising SRM-CRM
practices can enable firms to reduce cost and enhance business performance.
Link between supplier relationship management and performance
Organisations are striving to create long-term strategic partnerships with innovative
suppliers and cooperate with them in providing solutions and responding to changing business
needs. Strategic supplier relationship management creates value to organisations through
creativity among suppliers (Tarafdar and Qrunfleh, 2013). Supplier relationship management
enables firms to optimize their supply base to achieve competitive advantage (Schuh et al.,
2014). Indeed, strategic partnerships with suppliers can enable firms to develop new and
efficient products and enhance their performance. Arguably, firms can reduce costs, create
new products and value by optimising long-term collaboration with key suppliers. Researchers
have reported that suppliers play a major role in driving firms’ operational performance (e.g.,
Wagner and Krause, 2009; Modi and Mabert, 2007). Tangus et al. (2015) found that supplier
relationship management activities were linked to manufacturing company success in Kenya.
Supplier partnership management affects procurement efficiency in fast-moving consumer
goods manufacturing companies, according to Gatobu and Moronge (2018). According to the

report, strong supplier coordination frees up managerial time, lowers job costs, and increases
organisational stability.Al-Abdallah et al. (2014) investigated the impact of supplier
relationship management activities on competitive success in Japan, Korea, the United States,
and Italy.They observed that firms cannot rely only on their internal resources and capabilities
but must strategically manage the relationship with their suppliers to achieve competitive
performance. Krause, Handfield, and Tyler (2007) found that firms' loyalty to long-term
partnerships with main suppliers, common priorities and principles with suppliers, and
participation in supplier growth programmes have a major impact on purchasing company
competitive success in the US automotive and electronics industries. In light of the above, the
following theories were suggested in this study:
H1.
Supplier relationship management practice significantly influences business
performance.
H1a. Supplier relationship management practice is positively correlated to financial
health.
H1b. Supplier relationship management practice is positively associated with market and
sales performance.
H1c.Supplier relationship management practice is positively correlated with operational
performance.
Link between customer relationship management and performance
Customer Relationship Management (CRM) is built on the ideals of Relationship
Marketing (RM) (Rahimi and Kozak, 2017). Customer relationship management focuses on
creating and improving the portfolio of customer relationships (Zablah et al., 2004). Customer
relationship management aims at creating and maintaining individual relationships with key
customers using the right information and communication technologies (Nguyen, Sherif and
Newby, 2007; Bose 2002). Customer relationship management emphasizes developing and
maintaining relationships with customers in every position to leverage relationship value
(Richards and Jones, 2008). CRM focuses on building and maintaining long-term relationships
with consumers (Josiassen, Assaf, and Cvelbar, 2014) and relies on data gathered prior to
making decisions (Khosravifar, Bentahar, Gomrokchi, and Alam, 2012). According to
Giannakis-Bompolis and Boutsouki (2014) CRM is “a comprehensive strategy and process of
acquiring, retaining, and partnering with selective customers to create superior value for the
company and the customer”. Arguably, CRM is a managerial activity that focuses on
optimising relationships with customers to maximize relationship value. Lambert (2010)
opines that the customer relationship management process is successful when there is a
positive impact on the proﬁtability of specific customer or segment of customers over time.
Customer relationship management practices can enhance product and service quality through
feedback from customers. Ramani and Kumar (2008) assert that customer relationship
management is effective and efficient in building innovation capabilities which help firms
achieve competitive advantage. Reinartz (2004) submitted that CRM activities lead to superior
business performance. Anuforo et al. (2015) investigated the interaction between customer
relationship management and commercial bank success in two cities in Nigeria's Abia State.
Customer relationship management (CRM) has a significant impact on customer satisfaction,
sales value, and market share, according to the researchers. To achieve their business goals,
commercial banks in Nigeria should sustain close cooperation with their customers, according
to the study.Simonet, Kamdem, and Nguefack (2012) reported that customer relationship
management is connected to the commercial performance of Microfinance institutions in
Cameroon. Contrarily, Ngambi and Ndifor (2015) found that CRM does not have a positive
effect on the performance of Microfinance Institutions in Cameroon. Customer relationship

management strategies, we conclude, would have a substantial and constructive effect on
company success.
H2.
Customer relationship management practice significantly influences business
performance.
H2a. Customer relationship management practice is positively correlated to financial
health.
H2b. Customer relationship management practice is positively associated with market and
sales performance.
H2c. Customer relationship management practice is positively correlated with operational
performance.
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Figure 1. Conceptual model showing the relationship between the research variables
Source: Authors elaboration
Note: SRMP= supplier relationship management practices, CRMP= customer relationship
management practices, BP= business performance, FH= financial health, MSP= market and
sales performance, OP= operational performance.

3 Methodology
3.1. Research questions
The aim of this research is to provide answers to the following questions;
o Does supplier relationship management practice influence business
performance dimensions (financial health, market and sales performance
operational performance)?
o Is customer relationship management practice related to business
performance dimensions (financial health, market and sales performance
operational performance)?
3.2. Sample data and demographics
The study used data obtained from microfinance banks operating in Nigeria. The survey
took place between the months of July and September 2018 covering MFBs located in 3
geopolitical zones in the country). Microfinance banks are well-represented in these
geographical areas. The existing state of microfinance in Nigeria, as well as potential

challenges, can be mitigated by developing novel skills (Nwachukwu et al., 2018). Nigeria has
one of Africa's biggest markets, with crude oil revenues being a main source of
income.Authors sent online survey to 450 respondents who were randomly selected. We sent
the survey connect to the respondents' e-mail addresses to ensure that only specific individuals
participated in the online survey.Completed responses from managers saddled with the
responsibility of managing suppliers and customers relationships of this MFBs were used in
this analysis.In the end, 307 completed responses from these ﬁrms were analyzed. The sample
size is appropriate and within the recommended sample size (Bryman, 2004). Patel et al.,
2015; Parida and rtqvist, 2015) found that a single industry analysis reduces the possible noise
that comes from many industry studies. This represents a 68% response rate which is
appropriate analysing the resultant data and for drawing conclusion (Bryman and Bell, 2015).
3.3. Measures and analytical approach
To address the needs of this report, the European Foundation for Quality Management
(EFQM, 2013) scale was adapted and updated. Part A of the questionnaire sought information
on supplier relationship management practises, customer relationship management practises,
and business performance. Part B of the questionnaire sought information on supplier
relationship management practises, customer relationship management practises, and business
performance. Part B gathered information on the firm's profile. Three questions were used to
assess supplier partnership management activities. Three items were used to evaluate customer
relationship management practices. Three questions were used to access supplier relationship
management practices, which includes: (i) We chose our suppliers based on our strategy and
manage our relationship with them accordingly, (ii) Our relationship with our suppliers is
based on mutual trust respect, and openness, (iii) Our cooperation with our supplier is based
on sustainable benefits. To evaluate customer relationship management practices, three
questions were used to collect information from respondents; (i)We handle and improve
customer relationships by understanding the needs and expectations of our various customer
groups; (ii) we establish and sustain a dialogue with all of our customers based on
accountability, honesty, and trust; and (iii) we conduct daily customer surveys with metrics
that track consumer satisfaction.Performance is a construct which has many definitions. It is
independent from the purpose and is something achieved by an individual or organisation
(Dugguh and Ayaga, 2014). Customer-related results of company success have been recorded
in the literature (e.g, Kaplan and Norton, 1996). To measure business performance, single
questions each was used to assess financial health, market and sales performance and
operational performance. As with multiple-item scales, single-item tests have a high statistical
validity (Bergkvist and Rossiter, 2007, 2009). A 5-point Likert scale ranging from 1 = strongly
accept to 5 = strongly disagree was used to evaluate supplier relationship management
activities, customer relationship practises, and company results. The subjective measure was
used to operationalised business performance because of lack of access to financial data.
Cronbach’s alpha for customer relationship management practices (0.71), supplier relationship
management practices (0.67), business performance (0.76) and the overall scale (0.80)
suggests that the questionnaire effectively measures the variables in this study (Zikmund et al.,
2013). The KMO and Bartlett's measure of sampling adequacy were both important (KMO:
0.776, P = 0.000 <0.05), and the sample size was greater than 0.5. (Hair et al., 2010). Experts
have checked the measurement scale's face truth, comprehensiveness, and coherency. For data
analysis, descriptive and inferential statistics were used. The relationship between SRM
practises, CRM practises, and financial stability, business and revenue efficiency, and
operating performance was investigated using correlation analysis.The role of supplier
relationship management (SRM) and customer relationship management (CRM) activities on

company success is determined using regression analysis. The data was analysed using the
Statistical Kit for Social Sciences (SPSS 25) programme.
3.4. Handling common method bias
Managers responsible for managing suppliers-customers collaboration can give reliable
information about the subject. Evaluation apprehension was minimized by assuring
respondents anonymity (Conway and Lance, 2010; Podsakoff et al., 2003). We used a cover
letter to keep it apparent that the independent variable measurements are unrelated to the
dependent variable measurements. To ensure comprehensiveness and coherency, a group of
six academic and non-academic experts carefully constructed and checked scale pieces.
Furthermore, correlations of more than 0.9 between the variables suggest typical process bias
(Bagozzi et al., 1991). The structures with the highest correlation (supplier relationship
management practise and customer relationship management practise) had a correlation of
0.494, indicating that there was no traditional process bias problem (see table 2).

4 Empirical Findings
In terms of employee numbers, 46 (15%) of MFBs have between 1 and 10 workers, 206
(67%) have between 11 and 20 employees, 49 (16%) have between 21 and 30 employees, and
6 (2%) have between 31 and 40 employees. Just 3 (1% ) respondents said their companies had
been in the market for 11 years or more, while 15 (5%) said they had been in the market for 0
to 5 years, 289 (94%) said they had been in the market for 6 to 10 years, and 15 (5%) said they
had been in the market for 11 years or more.

Table 1. Descriptive Statistics on supplier-customer relationship management
practice/ business performance
SA

A

U

DA

SD
F % F % F % F %
F %
1. We chose our suppliers based on our strategy and manage 93 30.3 158 51.5 - - 45 14.7 11 3.6
our relationship with them accordingly
2. Our relationship with our suppliers is based on mutual trust 94 30.6 147 47.9 - - 54 17.6 12 3.9
respect, and openness
3. Our cooperation with our supplier is based on sustainable 80 26.1 162 52.8 - - 56 18.2 9 2.9
benefits
4.We manage and enhance customer relationship by knowing 114 37.1 146 47.6 - 39 12.7
8 2.6
the needs and expectation of our different customer groups
5.We build and maintain a dialogue with all our customers 130 42.3 147 47.9 - 24 7.8
6 2
based on openness, transparency and trust
6.We hold regular customer survey, with indicators that
110 35.9 151 49.3 17 5.6 23 7.5 5
1.6
monitor the satisfaction of customers
7.We have positive trends over the past three years for the 88 28.7 146 47.6 11 3.6 55 17.9 7 2.3
indicators measuring our financial health
8.We have positive trends over the past three years for the 63 20.5 136 44.3 9 2.9 76 24.8 23 7.5
indicators measuring our market and sales performance.
9.We have positive trends over the past three years
45 14.7 168 54.9 9 2.9 69 22.5 154.9

for the indicators measuring our operational performance

Source: Own, 2019
Table 1 indicates the respondents' responses to the following comments about supplier
partnership management practice: We choose our vendors in accordance with our plan, and we
maintain our relationships with them accordingly(30.3 %) strongly agree, (51.5%) agree, (14.7
%) disagreed and (3.6 %) strongly disagreed, our relationship with our suppliers is based on
mutual trust,respect, and openness (30.6%) strongly agree, (47.9 %) agree, (17.6 %) disagreed
and (3.9 %) strongly disagreed, our cooperation with our supplier is based on sustainable
benefits (26.1 %) strongly agree, (52.8%) agree, (18.2 %) disagreed and (2.9 %) strongly
disagreed. With respect to customer relationship management practice: Knowing the interests
and expectations of our various client classes helps us handle and improve customer
relationships(37.1 %) strongly agree, (47.6%) agree, (12.7 %) disagreed and (2.6 %) strongly
disagreed, we establish and handle a dialogue with all our customers based on openness,
transparency and trust (42.3 %) strongly agree, (47.9%) agree, (7.8 %) disagreed and (2 %)
strongly disagreed, We hold regular customer survey, with indicators that monitor the
satisfaction of customers (35.9 %) strongly agree, (49.3%) agree, (5.6 %) undecided, (7.5 %)
disagreed and (1.6 %) strongly disagreed. In terms of business performance: We have positive
trends over the past three years for theindicators measuring our financial health (28.7 %)
strongly agree, (47.6%) agree, (3.6%) undecided, (17.9 %) disagreed and (2.3 %) strongly
disagreed, we have positive trends over the past three years for theindicators measuring our
market and sales performance (20.5 %) strongly agree, (44.3 %) agree, (2.9 %) undecided,
(24.8 %) disagreed and (7.5 %) strongly disagreed, we have positive trends over the past three
years for the indicators measuring our operational performance (14.7 %) strongly agree, (54.9
%) agree, (2.9 %) undecided, (22.5 %) disagreed and (4.9%) strongly disagreed.

Table 2. Correlation results
SRM
CRM
Financial health
Pearson Correlation
0.418 **
Sig. (2-tailed).
0.000
Market/sales performance
Pearson Correlation
0.271**
Sig. (2-tailed).0.000
0.000
Operational performance
Pearson Correlation
0.280**
Sig. (2-tailed).0.000
0.000
Supplier relationship management
Pearson Correlation
1
Sig. (2-tailed).
Customer relationship management
Pearson Correlation
0.494**
Sig. (2-tailed).
0.000
N= 307, **. Correlation is significant at the 0.01 level (2-tailed).

0.425**
0.000
0.233**
0.214**
0.494**
0.000
1

Table 3. Regression results
SRM/CRM/Bus.PefSRM practice/Business performanceCRM practice/Business performance

β
t
P-value
0.000
VIF
R
0.427
R2
0.183
F
33.712
Durbin Watson 2.060

0.287
4.797
0.000
1.323

0.205
3.423
0.001
1.323

N= 307, **. Correlation is significant at the 0.01 level (2-tailed). *. Correlation is significant at the 0.05
level (2-tailed).

Source: Authors, 2019
Presented in Table 2 is the results testing hypotheses 1a, 1b, 1c, 2a, 2b and 2c. The result
(R= 0.418**, P = 0.000 < 0.05) support H1a that supplier relationship management practices is
positively correlated to financial health. (R= 0.271**, P = 0.000 < 0.05) suggest that supplier
relationship management practice is positively associated with market and sales performance
(H1b). The (R= 0.280**, P = 0.000 < 0.05) support H1c, supplier relationship management
practice is positively correlated with operational performance. The R-value for customer
relationship management practice on financial health (H2a), is positive 0.425** with a p-value
of 0.000, suggesting that the relationship is statistically signiﬁcant. Furthermore, the R-value
for customer relationship management practices on market and sales performance has a
positive value of 0.233** and a p-value of 0.000 (H2b), indicating that customer relationship
management practice is positively associated with market and sales performance. Similarly,
the R-value for customer relationship management practices on operational performance
(H2c) is 0.214** with a p-value of 0.000, which shows that customer relationship management
practice is positively correlated with operational performance. Presented in Table 3 is the
results testing hypotheses 1 and 2. The coefficient value (β) for supplier relationship
management practices on business performance (H1) is 0.287** with a p-value of 0.000,
indicates that supplier relationship management practices influence the performanceof
microfinance banks. The coefficient value (β) for customer relationship management on
business performance (H2) is 0.205** with a p-value of 0.001, suggesting that customer
relationship management practices influence the performance of microfinance banks. The
result (R2 = 0.183) further shows that supplier relationship management practice and customer
relationship management practice jointly explain 18.3% variation in microfinance bank
performance.The variance inflation factor 1.323 is less than 5, indicating that there is no
multicollinearity problem (Ringle et al., 2015). These findings show that the method has
strong calculation properties. The lack of autocorrelation in the method is shown by the
Durbin-Watson test value of 2.060.

Table 4. Hypotheses test results/ decision
Hypotheses
H1
H1a
H1b
H1c
H20.001
H2a

P-value
0.000
0.000
0.000
0.000

Remark/decision
Accept
Accept
Accept
Accept

Accept
0.000

Accept

H2b
H2c

0.000
0.000

Accept
Accept

Source: Author, 2019

5 Discussions and conclusions
5.1. Key findings and implications
The objective of this study is to look at the connection between supplier and consumer
relationship management in terms of business performance. Survey data from 307
microfinance banks suggest an overall positive influence of SRM-CRM practices on business
performance. Given that this relationship has been a source of contention in the
marketing/supply chain management literature,(e.g., Muhia and Afande, 2015; Klemettinen,
2018; Gatobu and Moronge, 2018; Njagi and Shalle, 2016), the current findings contribute to
theoretical claims and limited observational research on the topic in the context of growing
markets.This research relates to the field of transaction cost economics (TCE) (e.g. Luo et al.,
2015) and social exchange theory (SET) (e.g. Liu et al., 2009; Hawkins et al., 2008) by
establishing that successful cooperation/collaboration (supplier-customer relationship
management) have positive effect on business performance. It was insightful to find that SRM
practices, CRM practices shows a positive and significant correlation with financial health,
market and sales performance and operational performance. This study reveals that SRMCRM practices are important for the performance of microfinance banks. Therefore, SRMCRM practices are key areas that should be considered in future studies in marketing/supply
chain management. The findings of the research support previous studies on the importance of
supplier relationship management in enhancing performance. For instance, Gatobu and
Moronge, (2018) who observed that that supplier relationship management foster procurement
performance in fast-moving consumer goods manufacturing firms, Tangus et al., (2015) who
reported that supplier relationship management practices impact performance of
manufacturing firms in Kenya, Al-Abdallah et al. (2014) who found that supplier relationship
management practices foster competitive performance selected manufacturing firms in Japan,
Korea, USA, and Italy and Krause, Handfield and Tyler (2007) who observed that supplier
relationship management practices are linked to firm competitive performance. This results
also support past empirical studies that reported a positive link between customer relationship
management and performance (e.g. Simonet et al., 2012; Anuforo et al., 2015; Reinartz,
2004). Indeed, improving the relationship with customers can lead to profitable and
sustainable performance. However, this finding deviates from the submission of Ngambi and
Ndifor (2015) who concluded that CRM does not have a positive effect on performance. The
paper also contributes to empirical research on microfinance banks, especially in Nigeria.
Microfinance banks provide services that support the growth and development of small
businesses as well as the Nigeria economy (Nwachukwu, 2018). However, MFBs are faced
with challenges that emanate from intense competition, sophistication in technology and
market uncertainties. Consequently, developing, executing and maintaining robust suppliercustomer relationship management practices can enable them to adapt to these challenges and
improve their performance.
5.2. Managerial Implications
The results have several implications for managers and executives of microfinance banks.
The important role of suppliers and customers need special attention from managers and

executives in delivering superior performance. In this context, microfinance banks in Nigeria
can take strategic decisions on how to develop a robust relationship/collaboration with their
suppliers and customers to achieve better performance. The future of firms depends on
creating and managing supplier-customer relationships that will meet current and future
business needs. Implementing strong collaboration can improve their ability to attract and
retain suppliers and customers. Firms should implement strong SRM practices as this directly
influences performance (financial health, market and sales performance, operational
performance). To achieve this, they should choose suppliers based on their strategy and
manage the relationship with them accordingly. It is important to build and manage the
relationship with suppliers’ base on mutual trust, respect, and openness. Trust, respect and
openness can foster a strong relationship with key suppliers, enhance value creation and
sustainable benefits. The supplier network contributes positively to the performance of firms
by making available quality products and services in a short time and at the lowest cost. Thus,
firms that aspire to be market leaders must adopt a strategic approach to managing the
relationships with suppliers. Strategically managing relationships with suppliers can lead to
product innovations that would make firms to achieve better performance. Indeed, firms with
robust supplier relationship management practices outwit their peers in term of performance.
To remain in business, MFBs need to create tactics to retain their customers, minimise the cost
of attracting new ones and reposition themselves towards the customer-focused business
philosophy. One way of doing this is for executives and managers to implement strong
customer relationship management practices. Creating and implementing effective and
efficient practices that focus on the customer relationship can lead to microfinance bank's
success They need to manage and improve customer relationship by anticipating the needs and
expectation of different customer groups. To cope with rapidly changing customer
expectations, firms must develop collaborative relationships with customers. This relationship
with customers should be based on openness, transparency and trust. Furthermore, it is
important to hold regular customer survey and monitor the level of customer satisfaction. In so
doing, the firms will be able to attract and retain their customers. Thus, reducing customer
attrition and improve business performance. Finally, failure to implement SRM-CRM
practices may lead to loss of important customers and suppliers which can be costly, both
directly and indirectly. Consequently, firms may fail to achieve their strategic objectives.
5.3. Limitations and outlook
This study has some shortcomings. First, subjective data on business performance
(financial health, market and sales performance, operational performance) was used. Future
studies can use objective data where available and additional indicators of business
performance using multiple scales. The use of larger sample sizes to examine the subject in
various contexts (industries and countries) might provide new insights. Future studies can
consider the use of longitudinal data sets to examine potential changes over time. Future
researchers should continue to search for moderating and mediating variables as this might
enhance our understanding of the SRM-CRM practice – performance relationship, particularly
firm-specific factors (e.g size, age). Despite these drawbacks, this section reviews the
literature by highlighting the important impact of SRM and CRM methods on successful
organization in a developing industry.
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