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[bookmark: OLE_LINK1][bookmark: OLE_LINK2]This paper seeks to advance the strategies which can be employed by small-scale retail outlets as they normally fight for survival. Many small firms face a number of challenges in terms of technology, economic strength, geographic expansion, human resources, and relationship marketing. These challenges emanate duly from the untrained and inexperienced workforce that knows little about the tools needed to market products and services successfully. Not only that, but even many small-scale retail service providers are pushed into their business with very little or actually without any marketing knowledge. They are driven some by seeing small niches in the market or just they have enough capital to start a small business. Little focus is actually made on the longer-term customer lifetime value; hence most of them fail and close down. This paper shall merge the literature review with the practical situation of what is currently happening on the ground. Questionnaires were designed and handed to small-scale retailers in Francistown, and follow-up interviews conducted to a randomly selected number of these retailers. The small retail outlets considered had less than 30 employees, meaning between one and 30 employees. This was done to ensure effective strategies are put in place not only to help new start-up retailers and existing ones, but also big firms that might have been neglecting the importance of relationship marketing. This paper reframes and redefines the strategies for winning small-scale retailers that will compete locally and globally.
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Relationship marketing became dominant in the 1980s and was exclusively applied to large firms. This study attempts to explore possibilities that can be derived from its full exploitation. Most small firms in Africa are facing mounting pressures to contain costs and improve quality given the dumping of mostly cheap Chinese products on the market. China’s expansion and ascension as the second largest economy after United States of America, has greatly affected the growth and sustenance of most small firms in Africa. So much pressure has been mounted to both small and big firms in most developing countries. Overnight, customers have so many different brands to choose from. This situation has also been compounded by the technological expansion and improved technologies. Most firms are left without choice but to impose survival strategies. The irony of it all is that, survival is hugely depended on improved technologies. The solution now lies on an integrated delivery network that involve customers/suppliers partnering and or any kind of alliances. Some authorities argue that partnering may be a solution as firms may utilize the facilities and expertise of other service providers.
[bookmark: OLE_LINK11][bookmark: OLE_LINK12][bookmark: OLE_LINK16][bookmark: OLE_LINK17]This paper tends to present the findings on how the level of education impacts on the relationship marketing (RM) strategies used by a small firm. Small firms in Africa in general are seen as the future power houses of development. Industry development in Botswana has been limited to government institutions and only recently the government has responded to the calls by the Bretton Woods institutions to give space to private companies. The impact of world recession and modern theories of how small firms can be a good source of employment has since seen the government of Botswana with one policy or the other. Recession has also eaten into the government reserves and as such, the government is no longer guaranteed of future earnings from diamonds. This is especially so during the current Euro zone crisis where the traditional markets of Botswana diamond have been heavily curtailed. This has naturally prompted a search for diversifying the economy and further stroke the local market into action. As such, there is need to promote growth of the local economic activities to kick-start the ambitious program of diversifying the economy.
[bookmark: OLE_LINK18][bookmark: OLE_LINK19][bookmark: OLE_LINK512][bookmark: OLE_LINK513]We intend to advance the strategies which could be employed by small-scale retail outlets as they normally fight for survival by enhancing relationship marketing. Many small firms face a number of challenges in terms of technology, economic strength, geographic expansion, human resources, and relationship marketing. These challenges emanate duly from the untrained and inexperienced workforce that knows little about the tools needed to market products and services successfully. Not only that, but even many small-scale retail service providers are pushed into their businesses with very little or actually without any marketing knowledge. Some have barely enough capital but are mere survivalist entrepreneurs who are more driven by the immediate need to feed the family and may not be called opportunity driven entrepreneurs (Venter, Urban, & Rwigema, 2008). Little focus is actually made on the longer-term customer lifetime value; hence most of them fail and close down. So the question is, how can they strategise for long term benefits in their relationships?
[bookmark: OLE_LINK424][bookmark: OLE_LINK425]The researchers address this issue by firstly defining RM and briefly touching on the discourse of RM which will show that RM has traversed many terrains, which when brought together fully explains the concept of RM. This is followed by a brief discussion of small firms so that the reader fully understands that our area of concentration is small firms in Francistown. Research questions are addressed and the methodology follows. Results, analysis discussions follow and we draw the conclusion. Finally recommendations follow.
Defining Relationship Marketing
[bookmark: OLE_LINK177][bookmark: OLE_LINK178][bookmark: OLE_LINK179][bookmark: OLE_LINK180]Relationship marketing is a highly mature discipline, which originated mostly from mature markets in the industrialised countries. It is observable that little evidence and applications of RM come from the micro-firms in developing countries. Generally, RM is a discipline which has got an evolutionary impact on the general marketing. Some authorities view it as a mere splitting of the hair and view it as a mere extension of marketing put in some difficult language. Various labels have been put forward. RM has been labelled by Berry (1983) as “... attracting, maintaining and—in multi service organizations—enhancing customer relationships”. Sorce (2002) echoed these sentiments and said it creates “mutually beneficial exchange between business partners”. Fitchett and McDonagh (2000) effectively captured the impact of RM on marketing and conclude that, “Relational marketing has come to dominate the (r) evolutionary imagination of marketing thought”. Gummesson (1999, p. 24) extended the concept of RM to “total relationship marketing” and maintained that it still remains a domain of marketing “based on relationships, networks, and interaction”. Gummesson (1999) concluded that “RM has given recognition to collaboration as part of the market economy”. This is a very crucial contribution to marketing. This recognition carries a lot of weight especially after a lot of debate of marketing tools. Previously these tools were not recognized as contributing anything to a firm but have been accused of siphoning a lot of resources and lacked measurement. RM, as a discipline, attempts to measure the contribution of RM to a business entity.
Discourse in Research Marketing
With so many varied definitions of RM, it is more effective and efficient to capture and summarize the various phases of RM. A good summary has been advanced by Fitchett and McDonagh (2000). Table 1 summarises the discourse.

Table 1
Historical Development of the Discourse of RM
	Industrial
	Emphasis
	References

	Industrial marketing and purchasing group
Business to business
Channel relations
Buyer-seller relationships
Relational resources
	Mutual interdependence consensus and collaboration closeness trust and satisfaction
Resource-advantage theory
	[bookmark: OLE_LINK43][bookmark: OLE_LINK44]Hakanson and Ostberg (1975) Ford (1980) Gummesson (1987)
Spekman et al. (1997)
Nielson (1998)
Selnes (1998)
Hunt (1997)

	Services
	Emphasis
	References

	Service markets
Small groups
Selling services
Forming relationships
	Coined term RM
Respect
Trust
Situation characteristics
	Berry (1983)
Gupta (1983)
Crosby et al. (1990) Gronroos (1990)
Barnes (1995)

	Consumers
	Emphasis
	References

	Quality service
Implementation
Advanced technology
Intrusion or intimacy
Definition confusion
Structure
Co-operation
Social networks
Consumer behaviour
Consumer marketing
Consumer survey
Rhetoric vs reality
	Consumer retention
Database use
Customer retention
Privacy
Value relations
Content analysis and concept categorization
Interpersonal vs. commercial
Customer as collaborator
Guanxivs RM
Equity of relations
Interaction and network approaches
Inappropriate metaphoric transfer
Review of business-customer relationship BCR
	Reicheld and Sasser (1990)
Petrison and Wang (1993) Patterson et al. (1996)
Pine et al. (1995)
Cova (1993) O’Maalley et al. (1997)
Tzokas and Saren (1996)
Harker (1999)
Iacobucci and Ostrum (1996)
Zineldin (1998)
Arias (1998)
Szmigin and Bourne (1998)
Pels (1999)
O’Malley (1999)
O’Malley and Tynan (forthcoming)


Note. Source: Fitchett and McDonagh, 2000.

For a long time, now, many authorities have been dealing with different facets of RM in an uncoordinated manner before it was developed as a fully fledged discipline. This previous approach to the discipline has generated a lot of weaknesses. However, these weaknesses are not the subject of discussion in this paper.
Small Firms
[bookmark: OLE_LINK49][bookmark: OLE_LINK50]Small firms in this study refer to organizations with less than 30 employees. This figure has been chosen for convenience and is close to the definition proposed by small, medium, and macro enterprise (SMME) taskforce of 1998 who say a small enterprise makes an annual turnover of between BWP 60,000 and BWP 1.5 million and employ not more than 25 people (Republic of Botswana, 1999).
Benefits Enjoyed by the Firm in the Relationship
Generally there are many benefits that can be enjoyed when a firm is in relationship. Fitchett and McDonagh (2000) put forward the following benefits:
· Terms of reference: The organization defines the interaction it has with its consumers as a relationship only if it is considered to benefit organizational interests (e.g., secure growth, increase repeat consumption);
· Relational basis: The organization defines and regulates the terms and conditions of the relationship. Consumers have little opportunity to specify their own terms and/or can alter them only if sanctioned by the organization;
· Opportunity to vary relational terms: The organization, due to the relational basis, can adapt, modify, and change the terms of a customer relationship without negotiation. Consumers are tied to relational terms;
· Relational conflict: When disagreement in the relationship emerges or either party fails to comply with the agreed relational basis, organizations have a greater opportunity to arbitrate on the resolution arrangements and have a greater capacity to improve penalties.
Questionnaire Development
The study was largely a descriptive research. The researchers trained six students to help in collecting data by using a questionnaire instrument coupled with a systematic observation during the administration of the questionnaire. The students were expected to write individual reports concerning their experiences during the data collection.
The assistant researchers moved street by street administering the questionnaire randomly selecting retail shops to administer the questionnaire. They were basically looking for volunteers who were prepared to administered the questionnaire. Each student had 15 questionnaires which he/she administered in a period between 09:30 and 17:00 hours.
[bookmark: OLE_LINK426][bookmark: OLE_LINK427][bookmark: OLE_LINK428]The questionnaire instrument had 24 questions on a Likert scale of 5. The responses were ranging from strongly disagree to strongly agree (see Appendix Table A1). The population of the establishment was 
All small firms in Francistown whose business ranges from small clothing/boutique (15), engineering (8), construction (2), finance/cash loan (5), entertainment (4), electrical/Chinese shops (16), grocery shops (9), hair saloons (6), car rental/filling stations (3), agriculture (4), health/opticians (4), car wash (4), furniture (5), café (4) and couriers (1). (Source:    , page number: )
Figures in the bracket are the actual number of firms in each category where the questionnaire was administered. The range covered fairly represents the many small firms that are in Francistown. The population of registered small firms in Francistown is about 400. The sample size represents 22.5% of the total small firms in Francistown. This is a fair representation. The researchers got 100% return on the questionnaire since the respondents were met during their normal working hours and the assistant researchers only administered only 15 questionnaires. They were persuading the respondents to fill in the questionnaire in their presence so that they would give them assistance since majority of the respondents have a language problem. Chinese nationals were responding to the questionnaire with the assistance of their shop assistance. The local business people were asked the questions through our trained assistants (who are students) at the Botho University and are also local citizens of Botswana.
The questionnaire was post coded to enable easier analysis on Statistical Package for Social Scientist (SPSS). Cross tabulation technique was used to cross one’s level of education with all the 24 questions that the respondents were subjected to. The questionnaire design was made with the consideration of the following research questions.
(1) How much is technology being used by small firms?
(2) What are the levels of management involvement of small firms in their business operations?
(3) To what level are the employees and management trained in small firms?
(4) What are the motivational levels practised in the small firms?
Sample Characteristics
Observation shows a lot of generation and death of small firms around Francistown. The rate of creation of small firms is almost equal to the rate of death of the small firms. This problem has been compounded by the world recession which has affected the buying power of customers. The growth of small firms in some areas of Francistown came about due to economic crisis that has reduced the neighbouring Zimbabwe to a basket case. In a way which has opened a lot of opportunities for most people with entrepreneurial minds such as Chinese nationals and Indian trophy hunters. The Indian communities have taken full residence of the country unlike their Chinese counterparts who are only starting to venture into mainstream Africa.
Indian nations seem to be pursuing business in many different sectors and have mostly started businesses in construction, education, retailing (especially hardware and electronic gadgets). Chinese individuals are also into retailing, especially clothing items and electronic gadgets. Nigerian nationals have invaded the car and pharmacy industries and Zimbabwean and Zambians expatriates are largely employees. It will be interesting to find how businesses are owned according to nationality. However, this is not a subject of study in this research.
Manufacturing Firms
Generally, manufacturing in Francistown is limited to small manufacturing plants which are hardly comparable to most world class manufacturing plants. Botswana generally imports most goods from neighbouring countries, largely South Africa. The manufacturing is limited to the production of school uniforms, overalls for mine workers, poultry producers. There is no wide variety of these producers.
Money Lenders
Money lenders play a major role in the economy of Francistown. Most small businesses get their capital requirements from these expensive sources. These financing sources have in a big way also contributed to the winding up of most small firms when they fail to pay back the expensive rates. In some cases, people lose some of their capital goods such as vehicles because they are usually used as some form of collateral when borrowing money from “Matshonisa” (Micro-lenders).
Construction Firms
[bookmark: OLE_LINK55][bookmark: OLE_LINK56]There is quite a lot construction going on in Botswana and more especially in the town. This construction is being done by Chinese companies. Most local companies are outsourced, and this affects the relationship marketing since the Chinese are not there to stay and the locals remain. Even so, the local firms are not local in the “real sense” but are foreign companies that are using local fronts. The nature of these fronts is basically politicians. It will be exciting to find out how these relationships can affect RM. So far construction industry is one of the major employers of most local people. However, the surprising part in the industry is that most employees are foreigners and the local people are muscling their way into the industry as they begin to appreciate the benefits of indigenization and empowerment programs that have been introduced by the government. In this area “malemasky” or “tenderpreneurs” (concepts explaining how the local people through their connections through political power become masters of tenders and generally make their money by being merely “omang” holders (local people/empowered by their national identity cards) rule the roost. Very few people are genuine business people.
Results, Discussion, and Analysis
This section summarises our results. We combined some of our findings, discussion, and literature review to present and analyse the results.
Regular Communication with Customers
[bookmark: OLE_LINK57][bookmark: OLE_LINK58][bookmark: OLE_LINK59][bookmark: OLE_LINK60]All categories (100%) indicated that they communicate with customers regularly. This is consistent with the spirit of RM. Gummesson (n.d.) emphasised the importance of networks. He argued that “if we dissolve the social networks or relationships, the earth is left with five billion independent and self sustaining hermits” (p. 75). Business people in Francistown are generally recognising the need to engage customers. Maybe the challenge is that you may “step on partner’s toes” (p. 75). Working with customers, may be described as some form of dance. It requires the dancing skill and the ability to manage what is communicated. This study did not cover “what is communicated” but rather how to “get into the dancing arena”. Communication is a prerequisite of successful RM.
Usage of Technology
[bookmark: OLE_LINK61][bookmark: OLE_LINK62]Generally business people in Francistown are sceptical about the use of technology. It appears that they rely more on traditional technology and are suspicious of the more recent technology. Telephone usage is high in all categories. This finding appears to be inconsistent with Cook (2011) who says “yet telephone contact is now being challenged by increasing use of the internet by consumers as a preferred method of interacting with businesses” (p. 24). Business people in Francistown appear to be going at a tangent with the trends in consumer requirement development. Modern social networks like Badoo, tagged, LinkedIn, have not been generally accepted. Figure 1 shows higher percentage of the diploma holders (55.6%) compared to certificate holders who do not use email. This is a surprising finding taking into consideration that diploma holders are likely to be exposed and more likely to accept new technologies due to their level of education.


Figure 1.Usage of social networks by the level of business education.

[bookmark: OLE_LINK63][bookmark: OLE_LINK64]Failure to adapt to technology keeps the business stagnant as the business is likely to maintain the old customers and fail to attract new ones, which may be a challenge in this revolutionary age. Cook (2011) reiterated that “Organisations that do not have a presence in terms of social networks run the risk of becoming the dinosaurs of their age” (p. 27). So, in the long term, in Botswana, the government is investing and promoting ICT uses and adaptation. To survive, therefore, there is need to positively respond to these technologies. Small firms need not adapt all of them at once, but could start say with the most popular ones in Botswana, that is, Face book or Google, and subsequently the others.
And some interesting results are as follows.
Targeted Marketing
In all categories, the results show that generally, business people understand the importance of targeting as a way of rewarding loyal customers, 92.3% of certificate holders tailor promotions on those customers that give them continuous business. The same trend can be observed in diploma holders (88.9%), degree holders (64.7%), master’s holders (77.8%), and even those without any qualifications (71.7%).
It is interesting to note that most owners and managers have a number of incentives that they used to retain their customers. Hair Salons offer free service after is a customer visits them for about four to five times. The same salons show adaptability to customer changing hair styles or fashion. The same can also be said about the car washes. Those who are into retailing indicated that they offer some month-end specials for the customers that give them more business. Results also show that those into health (opticians) offer free consultation to their regular customers. However, the rest only give incentives or offer presents during the festive season especially over the Christmas holidays.
Customer Suggestions and Follow-ups
There was almost a 100% agreement on this that small firms allow their customers to air out their views and suggestions in improving RM. Some small firms indicated that they even visit their customers at home. This is more prevalent among those who operate car washes, tailors of garments (manufacturers), and health facilities. These are also the few who use mobile Internet. Kotler, Keller, Koshy, and Jha (2007) noted that:
Salespeople working with key customers must do more than call when they think customers might be ready to place order. They should call or visit at the other times and offer free services, take customers to dinner, and make useful suggestions about business. (p. 525)
Communications
Most of the business owners in Francistown indicated that they communicate with their customers as often as possible, but further probes indicate that this is with regular customers who will be enquiring about the availability of certain goods they need. The owners hardly contact their customers any other time, and most are not concerned with having customer profiles except for the few that buy in large quantities. The owners hardly make use of either direct responses via the radios or television or using the local newspapers and magazines. Francistown has “The Advertiser” and “The Northern” magazines which are distributed weekly, but most of the small firms do not use these. However, internal communication is strong: managers, owners, and their staff always communicate business related issues from time to time as is supported by our results. These findings are described in Table 2 according to business owner qualifications.

Table 2
Responses on Communication
	Qualification
	Explanation of responses

	No qualifications

	No qualification category produced surprising results. It was expected that most users do not use most modern methods of communication. The results are competent and generally in the same trends with the other categories. The most plausible explanation is that, this is now the work of experience of the companies. Experience was not one of the variables studied in this study; therefore this is beyond the scope of this study.
No qualification category use: catalogues (30.4%), online (30.2%), mobile (67.4%), direct mail (17.4%), couponing (34.7%), telemarketing (47.8%), e-mail marketing (34.8%), direct response radio/TV (10.8%), magazine/newspapers (41.3%), and out of home (47.8%).

	Certificate holders

	The certificate holders do not use direct response television/radio (100%), catalogues (53.9%), direct response magazines/newspapers (53.9%), direct mail (92.3%), e-marketing (84.6%), bus shelters (69.3%) and are anti internet (69.2%). However, majority of them love the mobile (84.75) and to a certain extent use telemarketing (53.9%).

	Diploma

	Diploma holders are using the following communication strategies: Catalogues (55.5%), Mobile (77.8%), direct mail (33.3%), telemarketing (22.2%), e-marketing (33.3%), direct response magazines/newspapers (55.5%), out of home (11.1%). However, 0% is using couponing and direct response radio/television. These contrast to what we have in big shops where the managers with diplomas use these methods extensively. This could be explained by the fact that they are probably too cost conscious.

	Degree

	[bookmark: OLE_LINK65][bookmark: OLE_LINK66]Degree holders’ use less of catalogues (35.3%) compared to their diploma counterparts. They also use online (29.4%), mobile (76.5%), direct mail (47.1%), couponing (17.7%), telemarketing (35.3%), e-marketing (17.6%). 0% are using direct response television/radio, but 47.1% are using direct response magazines/newspapers. Diploma holders use more of out of home methods compared to diploma holders (29.4%).

	Masters/Doctorate

	Masters/Doctorate holders use catalogues (44.4%), online (33.3%), mobile (88.9%), direct mail (44.4%), couponing (22.2%), telemarketing (33.3%), e-marketing (33.3%), direct response radio (0%), direct magazines/newspapers (11.1%), out of home (11.1%).



[bookmark: OLE_LINK69][bookmark: OLE_LINK70]From these results, it is apparent that communication has to be enhanced and broadened for RM to be effective. Lamb, Hair, and McDaniel (2004) noted that: 
RM is a strategy that entails forging long-term partnership with customers. It begins with developing a clear understanding of who your customers are, what they value, what they want to buy, and how they prefer to interact with you and be served by you. (p. 12)
This means that a number of channels need to be opened so that strong relations are made strong with customers.
Training of Employees
[bookmark: OLE_LINK71][bookmark: OLE_LINK72]Generally all categories say staff is highly trained in handling customers: certificate holders (84.7%), diploma (88.9%), degree (70.6%), masters/doctorate (88.9%), and no qualifications (80.4%). Most of the training that was referred to is in-house training. Most organizations believe that employees can learn on their own how to build relations with customers. Certificate holders (84.7%), diploma (55.5%), degree (70.6%), masters/doctorate (88.8%) and with those without business qualifications (84.8%) saying employees can learn on their own
[bookmark: OLE_LINK73][bookmark: OLE_LINK74]Here are also responses on continuous staff development, firms holding meetings every morning before they start work to strategize customer handling techniques: certificate (61.6%), diploma (44.4%), degree (41.1%), masters/doctorate (77.8%), and no qualification (60.9%).
[bookmark: OLE_LINK75][bookmark: OLE_LINK76]It was observed during the interviews that the training for most workers is internal, and is done when the need arises. Given that most employees do not possess business related qualifications, training should encompass all things about customer care. According to Kurtz and Boone (2006), they noted that “Relationship marketing does not rest entirely on information technology; it also incorporates good manners, or etiquette, such as greeting people properly, with a firm handshake” (p. 27).
It was noted during the questionnaire process and interviews that management involvement of managers is on basic principles about keeping the business going. They hardly work on creating the organizational vision, mission statement, and company objectives that someone can easily read on visiting their offices. Unlike big businesses, on entering management offices one easily reads these. This is important in constantly reminding all stakeholders about the purposes of being in business. Cook (2011) emphasized this point by saying thus “The approach which many organizations adopt in formulating a customer service strategy can be outlined as follows; link to vision, values and corporate objectives” (p. 51).
Employee Motivation
The firm offers small tokens/rewards to motivate staff improve their attitudes to customer care. The results showed greater support of this: certificate holders (84.7%), diploma (88.9%), degree (82.3%), masters/doctorate (66.6%), and no qualification (69.6%) (see Figure 2) say they are offering small tokens to motivate staff. Figure 2 shows that all categories agree that their firms offer employee motivation in almost equal proportions. The levels of motivation are also enhanced by the empowering of employees to solve customer problems (which is also consistent with the offer of tokens).
Some of the items mentioned by the owners and managers to motivate their employees by offering transport to and from work, and allowing their workers to buy their products at reduced prices. They also offer bonus at the end of the year, and sometimes give the workers some food hampers. Some indicated that they review and increase the salaries of their employees. Sadly, however, some retail outlets said they offered these incentives when they were initially opening the shop, and have since stopped doing so.


Figure 2. Employee motivation response level.

[bookmark: OLE_LINK77][bookmark: OLE_LINK78]Any success of RM needs to be fully supported by a happy workforce. Kurtz and Boone (2003) further reiterated this by saying that “Employees can seldom, if ever, satisfy customers when they themselves are unhappy” (p. 321). Things which satisfy employees need not be big especially for small firms, but surprises in line with food hampers, lunch offers, and small presents as tokens of appreciation will go a long way in satisfying the employees. Even employee of the month awards without money will always make a difference.
Employees are also motivated by being empowered to solve some problems brought by customers. The researchers however found out that whilst employees are allowed to do this, this is very much restricted which is however, normal. Some indicated that it is only on minor problems, and or under supervision, otherwise management does this alone. Most foreigners owned small firms allowed employees to solve problems since they are the ones who will understand the local language (Setswana).
Figure 3 refers to objective awareness levels in the respondents. Generally all categories agree that, there is clear communication between management and staff as a sign of good motivation (Certificate holders (92.3%), diploma (100%), degree (82.4%), masters/doctorate (100%), and no qualification (73.9%), see fig 3 below).



Figure 3. Objective awareness response level.

Others Services Rendered
If the product is not available, management tries to make it available for the customer who gives continuous business. This follows the same trends as previously discussed above but however about the lessons learnt from big businesses, the percentages take a dramatic plunge to certificate holders (53.9%), diploma (66.6%), degree (64.7%), masters/doctorate (66.6%), and no qualification (54.3%).
Summary of Findings
· Business people in Francistown are generally recognising the need to engage customers;
· Most small retailers in Francistown rely more on traditional technology and are suspicious of the more recent technology;
· Level of education and experience affect the adoption of modern social network technologies which can be employed by small firms to enhance relationship marketing;
· Business people in Francistown appear to be going at a tangent with the trends in consumer requirement development;
· Business people understand the importance of targeting as a way of rewarding loyal customers;
· Small firms allow their customers to air out their views and suggestions in improving relationship marketing;
· Small firms in Francistown communicate with regular customers who will be enquiring about the availability of certain goods they need;
· Small firms in Francistown are not taking advantage of cheap and free magazines to communicate with their customers;
· Training used by small firms in Francistown is largely internal;
· Management in small firms are heavily involved in the process of relationship marketing;
· Employees are highly motivated.
Discussion
It appears that all sectors are generally doing well but the major challenge appears like, the companies lack capacity to expand in doing the things that they have set themselves. The following conclusions can be drawn from the discussion:
· Education is a success factor for small businesses considering, looking at those with diplomas, degrees, and higher degrees who tend to differ with those with certificates and without qualifications on how they employ RM and other marketing communication technologies;
· Most firms are being run by uneducated people. The lower the education, the lower the application of technology;
· Experience is a great player in the success of small businesses as they appreciate the importance of RM and do make effort to apply the minimum RM practices;
· Technology is not being used optimally;
· Most businesses are very slow in applying new technologies and cling to old technologies yet there are better and cheaper technologies which can be more efficient;
· The form of training being used is in-house training. This level of training is only capable of maintaining the status quo of the organization and does not aim out towards expansion and attracting new customers;
· Most small firms know what their customers expect from them;
· Given the level of management involvement, most small firms are likely to survive and maintain the same levels of operations.
Conclusions
[bookmark: _GoBack][bookmark: OLE_LINK90][bookmark: OLE_LINK91][bookmark: OLE_LINK92][bookmark: OLE_LINK93]Small business owners in Francistown have an idea of RM, however, they lag behind in terms of the technologies and other tools that are used to enhance the customer experience. They really need to consider some or all of the recommendations made in this regard to remain competitive. Failure to keep customers into the long-term future affects the business continuity and opens it to aggressive competition that eventually closes many such businesses out. RM needs to be invested into, through training of staff, continuous professional development of the owners, and taking advantage of the available RM tools. These small scale-scale business owners usually lack the long term focus. Without which, according to Katsande (2004), in quoting Wilson and Gillison (1995), wrote that “organizations that are efficient and effective thrive”, “organizations that are efficient and ineffective die slowly” (p. 15). Small scale businesses by virtue of lacking the skills that are required are normally found to be ineffective, that is they fail to get the required results and eventually close down.
Recommendations/Strategies
· There is strong need to consider using the off the job training method which will bring in fresh and new ideas in terms of RM rather than depending on internal training alone;
· There is need to tap into the use of mobile/cell phone internet which is becoming popular with the customers;
· Management and owners still need to expand their levels of education, and broaden their visions so that small firms are seen expanding;
· Owners and management need to build strong associations or ties with well established and big business managers instead of confining themselves to their territories;
· There is need to infuse new blood into the management of small firms in order to adjust and accept new technologies;
· Small firms need not adapt all of the modern social technologies all at once, but could start say with the most popular ones in Botswana, that is, Face book or Google, and subsequently the others;
· Further research is recommended to confirm that employees are well trained.
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Appendix A
Dear business owner:
[bookmark: OLE_LINK409][bookmark: OLE_LINK410]We are conducting a study on your experiences with relationship marketing in your business. We would appreciate if you would fill in the attached questionnaire and return it to us as soon as possible. Please tick the relevant response under the correct heading that best describes your response.
Table A1
Questionnaire
	
	
	Strongly disagree
	Disagree
	Neither agree or disagree
	Agree
	Strongly agree

	A
	Communication
	
	
	
	
	

	1
	We often communicate with customers
	
	
	
	
	

	2
	There is a lot of use of emails, SMS, telephone, in communicating with our customers
	
	
	
	
	

	3
	We make use of public relations quite a lot
	
	
	
	
	

	4
	Tailored promotions are used to keep customers who give us great business
	
	
	
	
	

	5
	The firm allows customers to air their views about business, as a two way communication process
	
	
	
	
	

	6
	Communication is enhanced by making follow-ups with clients after they buy from us
	
	
	
	
	

	7
	Catalogues and direct communication are heavily used in building strong relationships
	
	
	
	
	

	8
	
	
	
	
	
	

	B
	Training of employees
	
	
	
	
	

	1
	The staff is highly trained in customer care handling
	
	
	
	
	

	2
	Employees learn on their own how to build relations with customers
	
	
	
	
	

	3
	Managers and owners always talk to employees about building closer ties with clients
	
	
	
	
	

	5
	As part of continuous staff development, we hold meetings every day before start of work. These are meetings how to build a unified approach to customer treatment
	
	
	
	
	

	
	
	
	
	
	
	

	C
	Management involvement
	
	
	
	
	

	1
	Level of interaction with the owners and managers is high in the organisation
	
	
	
	
	

	2
	Owner and manager are coming up with initiatives in providing customer care
	
	
	
	
	

	3
	Management is interested a lot in customer complaint handling
	
	
	
	
	

	4
	
	
	
	
	
	

	
	Employee motivation
	
	
	
	
	

	1
	The firm offers small tokens/rewards to motivate staff and enhance their attitude on customer care
	
	
	
	
	

	2
	Employees are empowered to solve customer problems
	
	
	
	
	

	3
	Employees are aware of the objectives of the organisation and everyone works towards that
	
	
	
	
	

	4
	There is clear communication between management and staff as a sign of good motivation
	
	
	
	
	

	5
	Do staff get surprises from their bosses for behaviours that enhance good customer care, as form of encouragement
	
	
	
	
	

	
	Others services rendered
	
	
	
	
	

	1
	If the product is not available, effort is put get it for the customer that give us continuous business
	
	
	
	
	

	2
	Any lessons on how to care for customers learnt from big businesses that you practice, e.g., provision of chairs for customers before they are saved, as done by Barclays, PEP airtime customers
	
	
	
	
	

	3
	Use of the social networks in a dancing business-client interaction
	
	
	
	
	

	4
	Delivery is provided and is flexible and this is helping in keeping our customers
	
	
	
	
	

	5
	Our customer preferences is what determines what provide to them most
	
	
	
	
	



Employee motivation response level-agreeing
Employee motivation Response level-agreing	Certificate holder, 84.7%
Diploma holder, 88.9%
Degree holder, 82.3%
Masters/Doctorate holder, 66.6%
No qualification, 69.6%

Level of Qualification	Certificate holder	Diploma holder	Degree holder	Masters/Doctorate holder	No qualification	84.7	88.9	82.3	66.599999999999994	69.599999999999994	
Objective awareness response level-agreeing
Objective Awareness Response level-agreing	Certificate holder, 92.3%
Diploma holder, 100%
Degree holder, 82.4%
Masters/Doctorate holder, 100%
No qualifications, 73.9%

Level of Qualification	Certificate holder	Diploma holder	Degree holder	Masters/Doctorate holder	No qualification	92.3	100	82.4	100	73.900000000000006	Usage of Social Networks by Educational Level Certificate	Facebook	Twitter	LinkedIn	Myspace	Google+	Tagged	Skype	Myyearbook	Badoo	7.7	0	0	0	0	0	0	0	0	Usage of Social Networks by Educational Level Diploma	Facebook	Twitter	LinkedIn	Myspace	Google+	Tagged	Skype	Myyearbook	Badoo	33.300000000000004	11.1	0	0	33.300000000000004	0	11.1	0	0	Usage of Social Networks by Educational Level Degree	Facebook	Twitter	LinkedIn	Myspace	Google+	Tagged	Skype	Myyearbook	Badoo	29.4	11.8	0	5.9	23.5	0	5.9	0	0	Usage of Social Networks by Educational Level Masters/Doctorate	Facebook	Twitter	LinkedIn	Myspace	Google+	Tagged	Skype	Myyearbook	Badoo	22.2	22.2	0	0	11.1	0	0	0	0	Usage of Social Networks by Educational Level No qualification	Facebook	Twitter	LinkedIn	Myspace	Google+	Tagged	Skype	Myyearbook	Badoo	8.7000000000000011	8.6	2.2000000000000002	4.4000000000000004	8.6	2.2000000000000002	8.7000000000000011	2.2000000000000002	0	
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