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Abstract

Purpose — This study explores how system trust affects customer relationships management in
the Nigerian retail-banking context, a country with weak institutions and infrastructure.
Design/methodology/approach - this is an exploratory study based on qualitative research using
semi-structured interviews with 27 managers, and a review of documents on the Nigerian retail
banking system. Findings — The major findings of the study is that weak system trust - due to the
weak legal framework, low literacy level and ineffective policing, has an influence on technology-
dominated relationship marketing and reinforces interpersonal trust in the Nigerian retail
banking context. Practical implication- the findings are significant to research and practice
concerning how system trust affects the relationship management strategy of retail banks in the
Sub-Saharan African market, and how banks mitigate the effect of system trust through staffs’
interpersonal trust-building effort. Originality/value — This study is among the very few studies
that link CRM implementation and system trust in the retail banking context that operate in the
Sub-Saharan African market.
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Introduction

This study aims to explore the impact of institutional/system trust - a trust that arises from the
regulatory agencies and legal framework’s ability to enforce rules and trust in the business
context (Barbara, Ojijo, and Alemu, 2016). On customer relationship management in retail
banking context of Sub-Saharan African (5SA) market. Beck, Chapman, and Palmatier, (2015)
identified the need to understand the influence of system trust on selling organisations. In doing
so, this research sought to explain and provide deeper insight into how the business context
(external factors) of the organisation influence the trusting behaviour of customers. While some
of these studies have examined how institutions and infrastructure within the business context
influence brand trust, customer satisfaction and loyalty to the organisation (Beck, and Cull, 2013),
others have examined how system trust influence banking relationship during a period of
uncertainty (Breidbach, Kolb and Srinivasan, 2013), and the extent of such influence on banks
and their representative (Carson, Gilmore, Perry, and Gronhaug, 2001). Creswell (2012), believe
trust in a company and its representative is a necessary mediator of system trust. Although in
another proposition. Creswell (2012) argue that both narrow trust — trust on the organisation and
its representative that they can be trusted to deliver on their promises- and system trust is
interwoven and one mediates the other, overall system trust moderates the effectiveness of
narrow trust on the organisation. Crotty (2014) trust not only relates to customer trust in
individual companies but also relates to the broader business context (system trust) in which
consumers may plan and carry out their financial behaviour. In an environment with declining
system trust during and after the 2008 financial crisis) customers may cease to trust the company
and its representative (Dalziel, Harris, and Laing, 2011).

Still, other research extends this view and attempted to highlight how trust in the business context
affect the marketing capabilities of a firm and their influence on the marketing approach of the
organisation (EFInA. 2014). The underlying idea these studies tend to promote is that customer’s
trust in the business context, based on the perception that there is a strong regulatory oversight
by government agencies and institutions to protect his investment, has a strong influence on
narrow trust. EFInA. (2016) argued that institutions that regulate trustworthy behaviour and
define acceptable and unacceptable acts affect trust in a firm and its representative.

While understanding the influence of system trust on narrow trust provides deep insight on
customer relationship management in the banking context, with a few exceptions (Grayson,
Johnson, and Chen, 2008). Consumer trust in the broader business context (i.e., system trust) has
received very little attention (Hansen, 2012). However, all the above-mentioned research is
Western-centric in origin and application (an environment with strong and relative development
in infrastructure and institutions that generate trusting behaviour (Hansen, 2017).Specifically,
they are focused mainly on how the financial crisis of 2008 generated weak system trust in the
banking relationship. In particular, there is a paucity of research that examined this concept from
SSA market perspectives. The fact that institutions and infrastructure that generate system trust
in SSA are weak and provide weak confidence for people toward the business context that formal
financial institutions operate. Hasan, Hasan, Lowe, Rahman, and Rahman, (2017) reflects the
need for such research. Likewise, the fact that Nigeria, the context of the study, has high
uncertainty avoidance that signifies low system trust. Lauckner, Paterson, and Krupa, (2012)
signifies the gap of the study.

Sub-Saharan Africa, a marginalised continent with less economic attention from corporations and
nations, is emerging and attracting the attention of large corporations and foreign direct
investment (Mark, Philip and Adrian, 2016). This development is in tandem with the increased
level of economic growth being registered by SSA countries (Marshall, and Rossman, 2011). For
instance, Nigeria, the largest country in the region, recorded steady economic growth in recent
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times. Between 2009 and 2014, the Nigerian economy grew between 5% and 6.2% per annum.
Although Nigerian economic growth fell below 3.0% in 2015 and 3.8 in 2016, as the Nigerian
economy is expected to grow by 5.0% in 2017. This projection is reinforced by Marshall, and
Rossman, (2014) who argues that despite challenges, emerging Sub-Saharan African countries
stand a better chance of economic recovery and growth than many developed countries.

Despite growing economic activity (The Economists, 2015), the Sub-Saharan African market is
substantially different from the Western, high-income market because of weak external variables
- infrastructural challenges, weak legal framework, low level of literacy and low level of
technological capital (Mauro, Daniela, and Rodolfo, 2015). Marketing strategies of the firms that
focus on the SSA market should therefore be made to suit the SSA own market and its
surroundings because this market is also collectivist in nature. It is significantly different from
Western-developed nations based on uncertainty avoidance. Informal cues that define acceptable
and unacceptable behaviour reduce the level of uncertainty and complexities of economic life.
These infrastructural/institutional challenges of SSA countries raise interesting points on how
Sub-Saharan African external variables influence ‘system trust/, and trusting measures of
customers towards banks in the SSA market. To address this gap in the literature, this paper aims
to explore how weak institutions that generate system trust can affect customer relationship
management in the retail-banking context of SSA, in the context of Nigeria. The study makes a
significant contribution to the literature. First, based on empirical data, the paper extends
marketing literature to cover the role of system trust in Nigeria, a non-Western context where no
related research has been published (Merriam, 2014). Almost all institutions that generate system
trust are weak in this context, and customers were reluctant about the ability of these institutions
to protect their investment, which affects trust in the formal banks. However, staff Interpersonal
trust-building effort reinforced by informal links that exist between customer and staff created a
source of trust and confidence, and thus moderate the effect of system trust on banks. From a
managerial perspective, an understanding of the impact of system trust, in this case, weak system
trust is likely to provide banks with an opportunity to develop other measures (e.g., strong
satisfaction measures) that will reduce the impact of weak system trust on the narrow trust. This
is significant because most of the literature on system trust sought to examine system trust from
a Western-based context. This paper seeks to understand the role of system trust in a context
where high uncertainty avoidance exists, impersonal structures are weak and provide weak
support for building narrow scope trust. Thus, institutions that generate system trust remain an
important antecedent to effective CRM implementation in the SSA market. The remainder of this
paper is organised into five sections. The second section discusses the research context; section
three reviews the literature; Section four describes the data collection and analysis methods;
section five reports the study findings and; section six discusses findings and conclusions from
the study.

Literature review

As marketing scholars argued relationship marketing is not restricted to the exchange of service
and money but rather how banks and customers can sustain ongoing and even trusting
relationships over a long period of time. Trust is the central element in relationship marketing,
and it is determined by not only narrow trust- trust on the bank, but also how business context is
able to reduce business complexities and uncertainties in the economic life of a business.
Consequently, effective management of the relationship is not restricted to internal processes that
generate satisfaction, trust and loyalty alone. Scholars believe effective system trust in the
business context influence effective management of the relationship between customer and the
bank. Several theories have been advanced to describe the relationship between system trust and
relationship marketing, and these theories focus on how customer trust in the broader business
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context that moderate market exchanges influence trust on firm and its representative. System
trust literature found variables within the external environment to be the main drivers of system
trust. Scholars that share this view believe the external environment —institutions, infrastructure
that serves as guidance of trust - provides effective reasons for people to trust a firm and initiate
a relationship with the organization (PwC, 2015). Institutions represent regulative agencies, legal
framework and infrastructural development that create a climate of trust within the business
context. Researchers describe the role of institutions in generating trusting behaviour from two
perspectives. Some studies describe how a strong legal framework and regulative agency
influence relationship marketing and create trusting relationships with the bank by inculcating a
feeling of security, positive political atmosphere and certainty within the broader business
context organisations operate. One of the issues considered is the strength of institutions in
identifying untrustworthy behaviour and punishment; and how such an act influences customer
decision to trust formal institutions and engage in a business relationship. In line with Burgess
and Steenkamp. Wallace, (2014), argued that in an environment with weak institutions and low-
level technological development relationship marketing implementation may yield a different
result. They argue that trust in those institutions increases firm performance and a reduction in
their operation and customer management cost. Thus, in an environment with weak institutions
— legal framework, policing and low public trust, uncertainty exists and customers’ belief
informal institutions are reduced which eventually may affect the development of the effective
customer-buyer relationship.

In addition, some of these studies on system trust specifically focus on the perception of security
and confidence customers have in the regulative agencies during a time of uncertainty.
Laukkanen, (2015) believe in the most developed nation due to strong institutions, the relevance
of system trust is highly acknowledged in times of crisis only. System trust creates a climate of
certainty in the business context during uncertainty, when a customer’s narrow trust in a bank
disappeared. Although the impact of system trust is contextual, Grayson et al. believe in a time
of uncertainty, the customer may expect system trust to be more relevant in mediating buyer-
seller relationship. Customers rely more on regulatory bodies and institutions that identify
untrustworthy to act and create confidence in the market. However, institutions and
infrastructure that drive system trust are weak in Nigeria, and uncertainty avoidance that
encourages acceptance of formal business is high in Nigeria, a typical sub-Saharan African
country. Therefore, their impact in building confidence and system trust is perpetually weak.
Consequently, system trust or the ability of regulatory bodies and intuitions that identify
untrustworthy behaviour to act and create confidence is likely to be essential in sustaining narrow
trust and profitable relationships between organisations and customers. Though this observation
was suggested in prior research. Yin, (2010) research on system trust and banking relationships
in a country with high uncertainty avoidance is very scant. Prior research in system trust
literature explore this concept mostly after the 2008 financial crisis, their study is limited to
Western-developed nations that have low uncertainty avoidance, strong institutions and
infrastructure that support broad context trust (system trust) generation.

Likewise, also generally cited is the role of institutional frame in creating confidence within the
business context and hence narrow trust in the banking relationship. In line with institutional
theory, Inoue and Hamori. Kendall, Clark, Rhymer, Kuznesof, Hajslova, Tomaniova, and Frewer,
(2019) describe the level of education as an important cue in promoting system trust in an
environment dominated by uncertainty and weak regulative agency. In the SSA context, it is
expected that those with low literacy levels are more likely to have a negative perception of
formal banking and its product. Consequently, they tend to avoid and sometimes engage banks
through interpersonal means level of education support customer cognitive effort, easy
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acquisition of financial knowledge and acceptance of formal banking product. Customers with
Western-based education can comprehend banking product attributes easily and behave in a
financially responsible manner. As discussed previously, literacy reduces such negative
perceptions on banks that dominate the SSA context and encourages trust in the business and
banking relationship. To improve banking relationships, acknowledge the need for reducing the
barriers to low education in Sub-Saharan Africa. Consequently, a low literacy level is likely to
mediate system trust and banking relationships. However, its impact on system trust and
relationship marketing in the retail banking context that operates in the SSA market remain
sparse. The level of literacy is high in Western developed nations, and its ability to influence
cognitive knowledge on financial literacy and hence its influence on system trust has been
explored in context with a high level of literacy. One challenge is a low level of literacy may likely
influence system trust and banking relationships in Nigeria, given the existence of high
uncertainty avoidance and low infrastructure that promote system trust and banking
relationships in the SSA context (Lee, Kim, Lee, and Shin, 2015).

In addition, there is a large distance between Western-developed countries, where all the studies
on system trust and banking relationship were conducted, and the SSA market. Economically,
culturally and technologically, they are different, and these differences could affect the ability of
institutions that generate system trust to protect and safeguard customer investment. Given the
importance of infrastructure and institutions in the generating system and the role of system trust
in mediating narrow trust on bank and relationship marketing, it is surprising that there is very
little work that explores how system trust affects banking relationships in Nigeria, a typical SSA
market. In the present research, the role of system trust has been explored in an effort to
understand its relationship with customer relationship marketing. To explore this concept, the
study is guided by the research questions below:

e How do institutions that generate trust affect relationship management implementation
in the Nigerian retail banking context

¢ How do interpersonal trust-building activities of staff influence and negate the impact of
weak system trust in a banking relationship?

Methodology

The methodology of this paper is based on qualitative research that seeks to explore the role of
system trust on banking relationships in Sub-Saharan Africa. This approach was selected based
on a reported paucity of relationship marketing research that focuses on the SSA market. This
approach allows authors to undertake in-depth study and uncover how the business context in
which banks operate affect the banking effort of relationship marketing by affecting trust
formation antecedents. Similarly, it’s the viable methods that enable researchers to uncover
context-dependent knowledge because the context and the phenomena are interwoven
(Nwankpa, and Datta, 2021), and context influences different meanings and perceptions that
participants ascribed to trust formation and relationship management. Thus, one of the
researchers personally participated in data collection by visiting the setting of the study and
interacting with managers in a face-to-face manner. The researcher who acted as a research
instrument is fluent in the local language and English and share a similar culture with most of
the participants.

Three major banks were selected based on their concerted effort to strengthen their relationship
with retail customers because of Government policy that has led to a reduction of public sector
investment that many banks rely on. In 2013, CBN introduces a Cash reserve ratio of 75 on public
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sector investment. In 2015, another government policy was introduced that moved all public
sector account to CBN. For this study three best performing banks with wide coverage, based on
The Banker Magazine review of the top twenty banks in Africa in 2013, were selected. Similarly,
these banks made a huge investment in building a relationship with customers. The research
participants were purposefully drawn from these banks because they are expected to have first-
hand experience and understanding of the research problem and phenomena in the study. In
each of these banks, potential research respondents with knowledge of the research area were
identified (Odusanya, Aluko, and Lal, 2020).

Primary data collection involved the use of semi-structured, face to face interviews with twenty-
seven managers (Table 1). The use of semi-structured interviews is to uncover new issues not
discovered before. Therefore, the most important thing, in this case, is the selection of managers
who are skilful and are willing to offer insight on the issue or subject of discussion. Specifically,
mindful of explanation, the interviews assumed informal discussion patterns and used simple
language to enable respondents to respond to questions being asked in their words. The
discussion with the managers was moderated by the principles of saturation when additional
interviews failed to generate additional insight.

Managers view was further triangulated with qualitative data; banks reports, KPMG annual
report on banking in sub-Saharan Africa (KPMG, 2014), Nigerian banking industry customer
satisfaction survey (KPMG, 2014), financial inclusion studies in the Nigerian context (EFInA,
2014, 2016), and literature on banking sector reforms in Sub-Saharan Africa formed the main
sources of secondary data. Further validity measures were enhanced by interviewing a different
set of managers, both senior and middle managers in these three banks. In consonance with,
managers were chosen based on acquaintance and convenience with the interviewer.

After the collected interview data were transcribed, the dissembling and reassembling method
outlined by (Ciampolini, Tozetto, Milan, Camiré, and Milistetd, 2020) was used to analyse the
data. At disassembling stage, data is broken down into codes. While at reassembling stage, codes
were grouped into subcategories and categories to identify key themes. As potential categories
and themes emerged from the early stage of data analyses, a back and forth procedure: within
and between categories to confirm and validate emerged themes was conducted. As final themes
emerged, further clarification and understanding of collected data were strengthened by
revisiting various literature on customer relationships. Emerged themes were presented and
discussed as research findings. Pseudonyms are assigned to describe participating managers as
a condition for anonymity.

Table 1 Participants Description

Code Respondents

R1 General Manager

R2 Deputy General Manager
R3 Deputy General Manager
R4 Deputy General Manager
R5 Assistant General Manager
R6 Assistant General Manager
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R7 Assistant General Manager
R8 Assistant General Manager
R9 Senior Manager
R10 Senior Manager
R11 Senior Manager
R12 Senior Manager
R13 Senior Manager
R14 Senior Manager
R15 Relationship Managers
R16 Relationship Managers
R17 Relationship Managers
R18 Relationship Managers
R19 Account Managers
R20 Account Managers
R21 Account Managers
R22 Account Managers
R23 Middle Level Manager
R24 Middle Level Manager
R25 Middle Level Manager
R26 Middle Level Manager
R27 Middle Level Manager
Designed by Author
Findings

Weak technological capital and legal framework

A question “how does the external environment affect bank effort in relationship management
guided data collection. The findings supported the view that technology penetration is an
important prerequisite for effective relationship management in the retail banking sector. The
feeling is that when a customer can access technology-enabled channels, access to bank products
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is made easy; and banks’ ability to relate with customers and offer differentiated service can be
facilitated with ease, as customers can engage with the bank in several ways and enable the bank
to collect and store customer data for future reference and strategic customer decision
formulation and implementation. This can further facilitate the excellent customer-bank
relationship and strengthen narrow trust in banks and its representative. Managers felt that an
environment that supports multiple channels’ use in smooth service delivery is essential, and this
is not within the powers of the banks to improve.

“Poor technology penetration is also a challenge. Of cause the number of internet users is growing
we are still not there yet. So, that is also another challenge, especially in our mass retail segment.
You find out that if you have the basic phone that may not be able to deploy some of the
applications that we send out to our customers (R11)”.

Analysis has further revealed that anxiety and lack of confidence that originate from the weak
trust people have in institutions that support trust in the business context weaken customer
ability to into banking relationships. The insecurity of such channels discourages satisfaction and
increases costs that banks incur when customers, persistently, use the branch and other
interpersonal channels to conduct banking transactions. What is more concerning is the fact that
there is a negative perception towards technology-enabled channels given the weak trust in the
government ability to protect citizens’ investment, and the environment is beyond bank control.
Its impact affects customer satisfaction measures of the bank, and the banks’ ability to develop
and build an excellent brand relationship with the few customers that can afford banking
products. This perception increases apprehension of interpersonal channels, as the general public
displays low satisfaction and a low level of apprehension in the use of several banking products
(e.g., credit card, Internet banking, and call centre) (EFInA, 2014, 2016; KPMG, 2014, 2016) that
are vital for brand relationship in the retail banking context. As emphasised by managers,
institutions of trust-building, such as police, legal framework and political environment inhibit
system trust formation and create an environment of fear and lack of trust in other non-personal
means of customer interaction.

“We have a justice system that is not effective and efficient. There are instances where banks need
protection from a customer or need redress for the customer. For instance, customers who
attempt to make fraud in the system even affect some of your customers. The judicial system does
not confer banks in Nigeria the advantage of easily bringing those kinds of characters to
justice...There are a lot of tedious processes. You approach a court of law, the case will be
adjourned, and the judgement will be delayed for a month if not years and others. So this kind of
delay affects customer patronage and respond to customer complaints (R8)”.

In consonance with the above-mentioned view, lack of system trust creates a lack of structural
assurance and lack of situational normalcy of customer-facing channels, which affect customer-
bank interaction and put more pressure on the bank’s single most patronised channel of
communication, that is, the branch. This in turn affects integrity and benevolence created by the
organisational processes via customer-facing channels that are technologically enabled and hence
the banking relationship, subsequently, increase the cost of interpersonal relationships between
customers and banking staff.

“They are always in our branch. Yes! Customers. We don’t want it because it costs us money to
maintain a branch. But they are not using other channels. We always encourage them to use our
call centre for whatever complain they have (R6)”.

Linked with this view and inconsonant with EFInA a review of financial inclusion status,
“Technology-enabled channels, ATM card, point of sales terminals are not totally trusted In
Nigeria given the internet challenges”. The significant influence of system trust as an important
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antecedent to a brand trust formed a challenge to effective CRM implementation in this context.
This further reflects the significant role of the external environment in banking relationships.

Low Literacy level

The acceptance of formal banking service and the willingness of a customer to retain constant
business interaction with the bank in an environment with a low level of literacy formed a voice
of concern among several managers interviewed. Insight from the interview reveals open
viewpoints concerning its impact on a bank’s CRM strategy because it delays service delivery
and trust in the formal financial institutions. Some customers, especially in mass, tier one and tier
two, find it difficult to read or write since they lack formal education, which affects their cognitive
ability to analyse financial offers, and thus banks require boundary spanning capability to
manage the customer relationship. Employment of staff that are conversant with local language
and reflect the acceptable norm and culture in the bank’s location prove important in
communicating to customers.

“Literacy in terms of the level of education is a major challenge. Because most of our product
offerings require that you have that basic literacy level to be able to read and write, to be able to
sign to read an account opening package, understand your obligation and what is expected of
you from the bank. So that is a challenge to customer engagement effectively. For some
customers, you have to interpret every bit of what you do to them. Every corresponds you have
to sit down and interpret to them (R10)”.

Customers’ inability to communicate in formal language limited their trust in the bank, and link
their allegiance to staff that understands local language and has some link with them religiously
or based on some cultural link. By implication, the low literacy level renders the trust they have
informal institutions weak. They have a negative perception of Western education. Couple with
the weak institution of the legal framework and policing, customer ability to a bank is weak, it
increases their lack of apprehension on technology-enabled contact channels and distances them
from using them. This aligns with Zins and Weill argument that as Western education increases
among people in Sub-Saharan African, their level of financial education and confidence/ trust in
government increases. Conclusively, views from managers further suggest that low public
satisfaction with the performance of the institution in generating trust affects how customers
perceive and use technology-enabled channels, thereby reducing the impact of bank information
systems on customer data generation, and hence relationship management. At the same time,
they inhibit relationship quality by compromising truth and commitment that form major factors
in the banking relationship.

Interpersonal trust

The interview data revealed yet another finding that system trust does not affect the general
acceptance of the formal banking system but rather weaken the brand relationship that the
technology-dominated relationship marketing strategy intends to achieve. It promotes
interpersonal trust effort and depicts bank CRM strategy as a relationship marketing strategy that
focuses on customer-front line staff relationships. As customers felt unsure about the use of
technology-enabled channels that tend to isolate contact with staff, customers tend to favour
direct relationships with staff. Given the overwhelming presence of banking staff that are
conversant with the local language, and customers that are sensitive to ethnic and religious links,
there is genuine trust to staff than the bank as a brand.

“If you are my brother (share of religious and ethnic affiliation) you will feel more relaxed and
comfortable than when someone who is not your brother is managing your relationship. As a
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customer, you have more trust in someone who is linked to you culturally than someone who is
not (R14)".

This perception reflects that many customers have a strong belief in the trust they build with
people rather than with financial institutions. The effort of marketing staff and their link with the
environment where banks operate suppress weak system trust impact. People need to see people
they know promoting financial service, and in return boundary spanning capability remain a
source of competitive advantage to the bank. Specifically, banks focus on fronting people that
originate from the surroundings as a way of marketing banks and their product because
customers link the presence of staff they see a part of them in the bank with a measure of trust,
and their lack of confidence in the institution that generates trusting believe is reduced. So what
interpersonal trust measure did is to induce and strengthen banking acceptance through a
representative of the bank. “There is nothing as important as a person to person interaction in
offering bank competitive advantage (R13)”.

These views were triangulated by several responses that show how bank staff engages in acts of
personal trust-building (e.g., frequent customer visitation) to negate weak system trust and
encourage banking acceptance. As part of banks effort to encourage acceptance to negate weak
system trust, interpersonal trusting efforts extend to phone calls, visiting small businesses that
were owner-managed businesses in nature and engaging with customers personally to build a
relationship. Indeed, due to the low confidence people have in the formal banking system, banks
developed a marketing strategy that focuses on trust-building efforts to strengthen trust,
confidence and customer loyalty. Findings revealed that all commercial banks in the industry
engage and promote laundry spanners’ capability in interpersonal trust-building and see it as a
strategic effort that reduces the challenge of system trust and banking patronage by customers.

Discussion

This qualitative research based on semi-structured interviews explored how weak system trust
affects the customer relationship management strategy of the banks in the SSA market. Within
the SSA market context, the study explored how the Nigerian external environment affects a
generation of institutional trust that significantly mediate the effectiveness of narrow trust on
banking relationship. The finding has so far revealed that although customers patronised retail
banks, low technological capital, weal legal framework and low literacy level weaken customers’
system trust, and his ability to engage into a brand relationship that relationship management
effort of the bank intends to achieve.

In consonance with the finding reflected a typical weakness of antecedent to narrow trust —a trust
that boosts brand and banking relationship. At the same time, it reflects how the lack of structural
assurance and lack of situational normalcy — an environment that creates security while in
banking relationship, generated through the effectiveness of legal framework and institutions
that strengthen system trust and customer confidence in formal financial institutions, create weak
system trust, and hence promote trust at the personal level. This finding was supported by the
inability of institutions to create confidence in technology-enabled channels that link customers
with a bank and create a brand relationship, importantly in the retail banking context because, in
this context, banks deliver essential banking services to customers via such channels. The inability
of such institutions to offer confidence in the business context generates a negative perception
towards technology-enabled channels and the bank. Thus, as noted by highlighting the weak
system based trust, it can be concluded that institutions that create system trust have a significant
influence on the relationship management strategy of the bank in the SSA market. This
contribution is significant since very few studies identify the link between CRM implementation
and system trust in the retail banking context that operates in a SSA market.
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Finally, the study findings as reported here believe in an environment with a high level of literacy
people have weak trust in the formal system and their anxiety about the bank is high. However,
an interpersonal trust-building mechanism based on boundary spanning capability, due to
cultural linkages that create trusting measures among people, can reduce the level of anxiety and
make people bank. This development reflects the important role of lower-level managers and
frontline staff in the relationship management effort of banks that operate the SSA market. Senior
managers need to provide training and time for lower-level managers, and the CRM strategy of
the banks should adopt a bottom-top approach where input from the low-level managers remain
of primary importance.

Managerial implication

As the aim of the study indicated, it explores the significance of system trust on customer
relationships management in the context of retail banks. Insight from the interviews explains how
institutions that generate trusting measures in the business context affect narrow trust on banks
and relationship management. Weak institutions that are prevalent in the SSA market reduce
system trust and create anxiety and weaken customer trust informal banking and banking
relationships. In this case banks in Nigeria deploy interpersonal trust-building efforts to
illuminate boost trust, since customers are receptive to cultural links, and they see them as an
important trusting measure in building a relationship. The major implication and more
concerning is that this finding is based on retail banking context that is supposed to focus on
creating a brand relationship and direct trust to the bank; because most investment in customer
relationship management is aimed at reducing the cost of interpersonal trust and building trust
on the bank. This suggests that as adoption of interpersonal trust mechanism in banking
relationships is reasonably low in a retail context in comparison with key account management
(KAM) context, the challenge may even greater in the KAM context. This signifies opportunities
for future research.

Table 2 Summarised Analyses based on supported Code

S/N | Observed Supported codes | Position taken
areas
Weak R6,R11,R8 Thus low technology acceptance affect broad
1. technological context trust on retail bank and hence relationship
capital and legal management strategies of the bank. However, due
framework to weak broad context trust on retail banks

interpersonal relationship continue to dominate
banking relationship in SSA context, which shows
that the effectives of strategies design to build
brand trust, is determined by strong technological
acceptance and high literacy level

Low Literacy level | R10 The low literacy level renders the trust they have
2. informal institutions weak

Interpersonal trust | R13, R14, This perception reflects that many customers have
3. a strong belief in the trust they build with people

rather than with financial institutions.
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