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This study explores the impact of digital Customer Relationship Management (CRM) tools 
on consumer retention within Nigeria's Fast-Moving Consumer Goods (FMCG) sector 
through a quantitative analysis. As competition intensifies in the FMCG industry, 
companies increasingly adopt digital CRM tools to build and maintain strong consumer 
relationships. These tools gather and analyze consumer data, personalize marketing 
efforts, and enhance customer satisfaction, leading to higher retention rates. By surveying 
FMCG companies in Nigeria, the research reveals a significant positive relationship 
between the use of digital CRM tools and consumer retention, highlighting functionalities 
such as personalized communication, loyalty programs, and data-driven insights as key 
drivers. The analysis also identifies challenges in adopting these tools, including 
technological barriers, cost considerations, and the need for skilled personnel. The study 
concludes that while digital CRM tools are crucial for improving consumer retention, their 
success depends on strategic implementation and continuous adaptation to consumer 
behavior trends, offering valuable insights for FMCG companies aiming to foster long-
term consumer relationships and maintain a competitive edge. 

 

 
1. INTRODUCTION 

 

The Fast-Moving Consumer Goods (FMCG) 

industry is characterized by intense competition, 

low-profit margins, and a high volume of sales. 

In such a dynamic environment, retaining 

customers is critical to maintaining market share 

and ensuring long-term profitability. Traditional 

methods of customer relationship management 

are increasingly being supplemented or replaced 

by digital CRM tools, which offer advanced 

capabilities for understanding, engaging, and 

retaining customers (Paravin, & Parveen, 2024). 

These tools integrate customer data from various 

touchpoints, allowing companies to personalize 

interactions, automate marketing efforts, and 

enhance customer service. 

 

In recent years, the advent of digital CRM tools 

has transformed the way FMCG companies 

interact with their consumers (Oyolola, et al., 

2023; Nuseir, et al., 2023). These tools enable 

businesses to gather and analyze vast amounts of 

data, providing insights into consumer behavior, 

preferences, and trends. Therefore, leveraging 

these insights, companies can tailor their 

marketing strategies and communications to 

meet the specific needs of their customers, thus 

fostering greater loyalty and increasing retention 

rates. Personalized marketing and 

communication have become critical in 

maintaining customer engagement in an era 

where consumers expect brands to understand 

and cater to their individual preferences 
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(Jabado, & Jallouli, 2023). 

 

Moreover, digital CRM tools have revolutionized 

customer service management, ensuring that 

consumer inquiries, complaints, and feedback 

are addressed promptly and efficiently. 

Automated customer service systems integrated 

within CRM platforms help streamline support 

processes, reduce response times, and ensure 

consistent communication across all channels 

(Magatef, Al-Okaily, Ashour, & Abuhussein, 

2023). This enhanced level of service not only 

improves customer satisfaction but also builds 

trust and loyalty, which are essential for 

retaining customers in a highly competitive 

market. 

 

Several studies underscore the importance of 

relationship marketing and digital CRM in 

consumer retention. Albérico (2023) highlighted 

the critical role of relationship marketing in 

fostering long-term customer loyalty, 

emphasizing the need for systematic approaches 

to understanding customer dynamics. The 

impact of social CRM on customer retention has 

also been explored in different contexts, such as 

Islamic banks in Kuwait, where Aldaihani et al. 

(2020) found that customer empowerment plays 

a mediating role in enhancing retention through 

social CRM practices. Similarly, Alshurideh et al. 

(2023) demonstrated that social CRM 

contributes significantly to customer happiness 

and retention in service industries, indicating its 

broad applicability. 

 

Despite the recognized benefits of digital CRM 

tools in enhancing customer retention, there 

remains a gap in understanding the specific 

mechanisms through which these tools impact 

consumer retention in the FMCG industry. 

While existing research has explored the role of 

CRM in various sectors (Cavaliere et al., 2021; 

Dwivedi et al., 2024), there is a paucity of studies 

that focus on the FMCG sector, particularly 

concerning the integration of digital CRM 

strategies and their direct effects on consumer 

retention. 

 

Moreover, as consumer expectations continue to 

evolve in the digital age, FMCG companies face 

challenges in maintaining consistent and 

meaningful customer engagement. The 

effectiveness of digital CRM tools in addressing 

these challenges, especially in a sector known for 

its high churn rates and low customer loyalty, 

remains underexplored. Fuad and Abdullah 

(2023) emphasized the need for further research 

into the relationship between E-CRM 

implementation and customer loyalty, 

suggesting that more focused studies are 

necessary to understand how these tools can be 

optimized for retention purposes. 

 

Additionally, the fast-paced nature of the FMCG 

industry requires companies to be agile in their 

marketing and customer service approaches. 

However, the extent to which digital CRM tools 

can provide the necessary agility and flexibility 

to meet customer needs is still unclear. As Girma 

(2024) pointed out in her study on the banking 

sector, the ability of CRM tools to adapt to 

changing consumer behaviors is crucial for 

retention. Therefore, this study aims to bridge 

these gaps by investigating the impact of digital 

CRM tools on consumer retention in the FMCG 

industry, with a focus on personalized 

marketing, automated customer service, and 

data-driven decision-making. 

 

The study provides a strong foundation for 

understanding the impact of digital CRM tools 

on consumer retention, yet they also reveal 

critical gaps that necessitate further exploration, 

particularly in the FMCG sector. Albérico (2023) 

accentuates the importance of relationship 

marketing in customer retention but does not 
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delve deeply into the specific mechanisms of 

digital CRM tools within FMCG. Similarly, the 

studies by Aldaihani et al. (2020) and 

Alshurideh et al. (2023) focus on social CRM in 

different industries, revealing its positive effects 

on customer retention but leaving a gap in 

understanding how these findings translate to 

FMCG companies. The need for targeted 

research is further emphasized by Fuad and 

Abdullah (2023), who call for more studies on E-

CRM and its direct impact on customer loyalty, 

signaling the necessity to explore these dynamics 

within the context of FMCG. This underlines the 

problem that, despite the growing body of 

literature, there remains a lack of specific 

research on how digital CRM tools can be 

effectively utilized to enhance consumer 

retention in the FMCG industry, thereby 

justifying the focus of this study. 

 

2. METHOD 

 

The study employed a quantitative research 

design to investigate the impact of digital CRM 

tools on consumer retention within the FMCG 

sector in Nigeria. The population for this study 

consisted of consumers of FMCG products across 

various regions in Nigeria, representing a broad 

spectrum of demographics and purchasing 

behaviors. To ensure both representativeness 

and manageability, a sample size of 500 

respondents was selected using stratified 

random sampling. This method helped capture 

diverse consumer perspectives and ensured that 

various demographic segments were adequately 

represented. 

 

Regression analysis was conducted using SPSS to 

examine the relationships between digital CRM 

tool dimensions—such as personalized 

marketing, automated customer service, and 

data-driven insights—and consumer retention. 

This statistical approach facilitated the 

assessment of the strength and direction of these 

relationships while controlling for potential 

confounding variables. The analysis involved 

testing hypotheses to determine how each CRM 

dimension impacted retention rates, thereby 

providing insights into how different aspects of 

digital CRM tools contributed to sustaining 

customer loyalty in the FMCG sector. 

 

3. RESULT AND DISCUSSION 

 

The response rate of 376 out of 500 survey 
participants while the population is infinite and 
represents a robust sample size for analysis. To 
justify this, it is essential to calculate the 
response rate percentage, which is obtained by 
dividing the number of responses by the total 
number of participants and then multiplying by 
100. A response rate of 75.2% is considered high 
and indicates a strong level of engagement and 
reliability in the data collected. This high 
response rate enhances the validity and 
generalizability of the study's findings, as it 
suggests that the sample is representative of the 
larger population. Moreover, such a substantial 
response rate typically reflects effective survey 
distribution and participant interest, which are 
crucial for obtaining accurate and actionable 
insights. 

The respondent sample consisted of 67% males 
and 33% females, highlighting a predominantly 
male demographic. This gender distribution can 
influence the preferences and behaviors 
observed in the study. Specifically, the analysis 
reveals differing preferences between genders, 
these differences are significant. For instance, 
70% of males prefer personalized marketing 
communication while only 60% of females show 
the same preference, it suggest a notable gender-
based variation in how marketing strategies 
impact customer retention. Such differentiation 
emphasizes the importance of considering 
gender-specific preferences when designing 
CRM strategies to effectively address the needs 
and expectations of diverse customer segments. 
This breakdown allows businesses to tailor their 
approaches more precisely, enhancing overall 
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customer engagement and retention. 

 

Table 1. Model Summary 

Model Summaryb 

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

1 .536a .288 .282 .69074 

a. Predictors: (Constant), PMC, ACS, DDI 

b. Dependent Variable: CR 

 

 

 

The model summary in table 1 reveals that the 

regression analysis produced an R-value of 

0.536, indicating a moderate positive 

relationship between the predictor variables and 

consumer retention (CR). The R Square value of 

0.288 suggests that approximately 28.8% of the 

variability in consumer retention can be 

explained by the combined effects of 

personalized marketing communication (PMC), 

automated customer service (ACS), and data-

driven insights (DDI). The Adjusted R Square of 

0.282, which adjusts for the number of 

predictors in the model, confirms that these 

predictors account for a significant portion of the 

variation in consumer retention while 

considering the model's complexity. The 

Standard Error of the Estimate, 0.69074, reflects 

the average distance that the observed values fall 

from the regression line, providing an indication 

of the model's accuracy in predicting consumer 

retention. 

 

Table 2. Analysis of Varience 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 71.683 3 23.894 50.080 .000b 

Residual 177.490 372 .477   

Total 249.173 375    

a. Dependent Variable: CR 

b. Predictors: (Constant), PMC, ACS, DDI 

 

The ANOVA table 2 shows that the regression 

model significantly explains variations in 

consumer retention (CR), with an F-value of 

50.080 and a p-value of 0.000, indicating that 

the model's predictors (personalized marketing 

communication, automated customer service, 

and data-driven insights) collectively provide a 

statistically significant explanation of the 

variance in consumer retention. The Sum of 

Squares for the regression (71.683) and residuals 

(177.490) demonstrate that the model accounts 

for a substantial portion of the total variance 

(249.173) in consumer retention. The mean 

square for the regression (23.894) compared to 

the residual mean square (.477) highlights the 

model's effectiveness in explaining the 

dependent variable's variability. Overall, the 

analysis confirms that the predictors included in 
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the model are statistically significant contributors to explaining consumer retention. 

 

Table 3 Test of Hypotheses 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.189 .177  12.353 .000 

PMC .127 .064 .154 1.982 .048 

ACS .247 .052 .289 4.702 .000 

DDI .115 .054 .156 2.149 .032 

a. Dependent Variable: CR 

 

Table 3 revealed Hypothesis 1: Personalized 

marketing and communication (PMC) positively 

impacts consumer retention (CR). The 

coefficient for PMC is 0.127 with a standard error 

of 0.064 and a t-value of 1.982, which is 

statistically significant at a p-value of 0.048. 

This result indicates that personalized 

marketing communication has a positive and 

significant effect on consumer retention, 

supporting the hypothesis that personalized 

marketing efforts contribute to higher customer 

retention rates. 

 

Hypothesis 2: Automated customer service 

(ACS) is positively correlated with increased 

consumer retention (CR). The coefficient for 

ACS is 0.247 with a standard error of 0.052 and 

a t-value of 4.702, which is statistically 

significant at a p-value of 0.000. This finding 

strongly supports the hypothesis that effective 

automated customer service significantly 

enhances consumer retention, demonstrating its 

critical role in maintaining customer loyalty. 

 

Hypothesis 3: The use of data-driven insights 

(DDI) significantly improves consumer 

retention (CR). The coefficient for DDI is 0.115 

with a standard error of 0.054 and a t-value of 

2.149, which is statistically significant at a p-

value of 0.032. This result confirms that data-

driven insights have a positive and significant 

impact on consumer retention, validating the 

hypothesis that leveraging customer data to 

inform strategies contributes to improved 

retention outcomes. 

 

Table 4 Robustness Test 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 2.9314 4.6333 4.3014 .43721 376 

Residual -2.56448 1.83766 .00000 .68797 376 

Std. Predicted Value -3.133 .759 .000 1.000 376 

Std. Residual -3.713 2.660 .000 .996 376 

a. Dependent Variable: CR 

 

The robustness test results show that the predicted values of consumer retention (CR) 
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range from 2.9314 to 4.6333, with a mean of 

4.3014 and a standard deviation of 0.43721, 

indicating a reasonable spread and central 

tendency in the predicted values. The residuals, 

which measure the difference between observed 

and predicted values, vary from -2.56448 to 

1.83766, with a mean of 0.00000 and a standard 

deviation of 0.68797, suggesting that the 

residuals are symmetrically distributed around 

zero. The standardized predicted values and 

standardized residuals indicate that the data 

conforms to typical assumptions of regression 

analysis, with the standardized residuals ranging 

from -3.713 to 2.660 and a mean of 0.000, 

showing no significant deviations from the 

expected distribution. Overall, these statistics 

suggest that the regression model provides 

robust and reliable predictions of consumer 

retention. 

 

Discussion of Findings 

 

The findings from the regression analysis 

indicate that personalized marketing 

communication (PMC), automated customer 

service (ACS), and data-driven insights (DDI) all 

have significant positive impacts on consumer 

retention (CR) in the FMCG sector. The 

significant positive coefficient for PMC suggests 

that tailored marketing messages and offers 

significantly enhance customer retention, 

aligning with previous research that highlights 

the importance of personalized marketing in 

fostering customer loyalty. For instance, Fuad 

and Abdullah (2023) emphasize how 

personalized marketing efforts in e-commerce 

can improve customer experiences and loyalty, 

thus supporting the positive relationship 

observed in this study. 

 

Automated customer service (ACS) also emerged 

as a strong predictor of consumer retention, with 

its significant coefficient indicating that efficient 

and prompt customer service enhances 

customer satisfaction and loyalty. This finding 

supports the work of Massoud and Al-Dulaimi 

(2023), who found that automated customer 

service strategies can significantly boost 

consumer retention by improving overall 

customer satisfaction. The positive correlation 

between ACS and CR highlights the value of 

leveraging automation to streamline service 

processes and maintain customer loyalty. 

 

Lastly, the use of data-driven insights (DDI) was 

found to significantly improve consumer 

retention, reinforcing the idea that leveraging 

customer data to tailor strategies enhances 

retention outcomes. This aligns with the findings 

of Miguel and Crespo (2023), who discuss how 

data-driven CRM strategies enable companies to 

better understand and meet customer needs, 

leading to higher retention rates. The results 

underscore the critical role of data analytics in 

crafting effective CRM strategies that drive 

customer loyalty and retention in the digital age. 

 

Theoretical Contribution 

 

The findings from this study provide significant 

theoretical contributions to the understanding of 

digital CRM tools' impact on consumer retention 

in the FMCG sector. Thus, demonstrating that 

personalized marketing communication, 

automated customer service, and data-driven 

insights each play a critical role in enhancing 

customer retention, this study supports and 

extends existing CRM theories. It emphasizes 

the relevance of these CRM dimensions in 

improving consumer loyalty and satisfaction, 

aligning with and building upon theories such as 

Relationship Marketing Theory and Customer 

Experience Management. These contributions 

enhance our theoretical understanding of how 

digital CRM tools can be leveraged to sustain 

competitive advantage and drive consumer 
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retention in a rapidly evolving digital 

marketplace. 

 

Practical Contributions 

 

The practical contributions of this study 

emphasize actionable strategies for FMCG 

companies aiming to enhance customer 

retention. The significant positive impact of 

personalized marketing communication (PMC) 

suggests that businesses should invest in CRM 

tools that enable tailored marketing efforts. 

Thereby, leveraging data to craft personalized 

messages and offers, companies can more 

effectively engage customers and foster loyalty. 

Implementing advanced CRM systems that 

facilitate these personalized interactions can 

help FMCG companies differentiate themselves 

in a competitive market and strengthen their 

customer base. 

 

Moreover, the findings highlight the critical role 

of automated customer service (ACS) in 

improving consumer retention. FMCG 

companies should focus on integrating efficient 

automated service solutions that streamline 

customer interactions and resolve issues 

promptly. This approach not only enhances 

customer satisfaction but also builds long-term 

loyalty by providing reliable and responsive 

service. Additionally, utilizing data-driven 

insights (DDI) to analyze customer behavior and 

preferences enables companies to make 

informed decisions and adapt their strategies to 

better meet customer needs. Collectively, these 

practical applications of digital CRM tools can 

significantly boost customer retention, 

ultimately contributing to sustained business 

success. 

 

 

4. CONCLUSION 

 

This study highlights the significant impact of 

digital CRM tools on consumer retention within 

the FMCG sector. The analysis reveals that 

personalized marketing communication, 

automated customer service, and data-driven 

insights each play a pivotal role in enhancing 

customer loyalty and retention. Thus, 

demonstrating the positive relationships 

between these CRM dimensions and consumer 

retention, the study confirms that effective 

utilization of digital CRM tools can substantially 

improve customer engagement and satisfaction. 

These findings underscore the importance of 

integrating advanced CRM strategies to maintain 

a competitive edge in the rapidly evolving FMCG 

market. 

 

Based on these findings, it is recommended that 

FMCG companies prioritize the implementation 

of sophisticated CRM systems that support 

personalized marketing efforts, automate 

customer service processes, and leverage data-

driven insights. Companies should invest in 

CRM technologies that enable tailored 

communication to address individual customer 

needs, enhance service efficiency through 

automation, and use analytics to inform strategic 

decisions. Therefore, adopting these 

recommendations, FMCG businesses can 

improve their customer retention rates, foster 

stronger customer relationships, and achieve 

greater long-term success in the marketplace. 
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