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ABSTRACT 

 
The Batho Pele principles (enshrined in our Constitution) redefined the relations between the users of 

municipal g oods and services and municipalities.  It compels local municipalities to comply with 

certain requirements such as providing tools and mechanisms to encourage citizens to participate in its 

decision making processes as well as improving relations with its customers.   eThekwini Municipality 

created two business units namely the Community Participation Unit and the Regional Centres Unit.  

The Community Participation Unit is responsible for mobilizing the local rural and urban communities 

to participate in local government elections.  The Regional Centres Unit is responsible for improving 

relations between the users of municipal goods and services and the municipality by providing access 

to local government services at the doorstep of citizens, improving customer relationships, identifying 

and implementing initiatives to enable customers to interact with the municipality when they want to, 

where they want to and how they want to. 

 

Citizens and municipal customers are a captive market.  Municipal goods and services in the main can 

only be  s ourced f rom t he m unicipality.  T he pe rceptions o f m unicipal c ustomers t owards t he 

municipality were mostly negative.  There were no precedents that could be learnt from and this was a 

paradigm shift f rom government to governance.  eThekwini Municipality l ooked to p rivate s ector 

practices for models, philosophies and practices that could be useful for achieving change as well as 

compliance with legislation.  Companies in the private sector have to compete for customers and whilst 

price m ay be  a d ifferentiating f actor, i t is n ot sustainable t o com pete on pricing al one.  To remain 

competitive and survive, companies are dependent on strategies that provide them with a competitive 

edge suc h as  C RM.  C RM i nitially w as us ed describe software that co llected and analysed data o n 

customers assisting companies to become agile in responding to their clients, to enable them to reward 

their l oyal cu stomers and  t o be abl e t o predict and pre-empt c hanges i n buy ing be havior a nd 

preferences of their customers.  It evolved into a philosophy on customer service focused on providing 

customers with a satisfying experience in every interaction with the company.  I t i s used to identify 

improvements in the business operating model to improve delivery to the customer and to the market.  

 

This study is based on a case study of the experiences of the eThekwini Municipality in implementing 

CRM i nitiatives a nd t he i mpact on r elations w ith m unicipal c ustomers.  T he s tudy i s ba sed on t est 

sampling, r eview o f do cumentation a nd i nterviews w ith s enior m anagement i n e Thekwini 

Municipality.  The results of the study are discussed with recommendations. 
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Chapter One 

 Introduction and Background  

1.1 

This study focuses on the impact that customer relations management (CRM) implementation has had 

in eThekwini Municipality and whether there has been an effective efficient improvement in delivering 

municipal services and goods to provide a satisfactory customer experience to ratepayers and residents 

in the eThekwini Municipal area.   Literature review will be conducted to define CRM and to review 

the e ffectiveness of C RM i n marketing, customer management and customer car e in a m unicipal 

context.  Da S ilva and B atista ( 2008) c ontend that g overnments c an d evelop e xpertise a nd m ore 

effective pr ograms i f they k now t he p references o f their constituents t hereby pr omoting m unicipal 

performance, pr oductivity a nd pr ovision of  e conomical m unicipal s ervices.  Da S ilva and Batista 

(2008) quote Burstein in observing that non-responsiveness may influence defeat in the next elections 

(local g overnment e lections i n S outh A frica w ill b e he ld in 2011 ).  This i mplies that municipal 

customers express satisfaction in voting patterns during election.  In South Africa, senior bureaucrats 

are appointed by the ruling political party and the link between the administration and political parties 

is strong.  The performance of the administration could exert a strong influence on election outcomes.  

It t herefore becomes very important for politicians and bureaucrats to r ealize the value of  Customer 

Relations Management (CRM) for securing and retaining the loyalty of voters and for the possibility of 

attracting new voters.  There are also legal imperatives upon local government making CRM an ideal 

vehicle t o achieve com pliance.  The White P aper o n Transforming P ublic S ervice D elivery (1997) 

provides a  policy f ramework a nd pr actical i mplementation strategy f or t ransforming publ ic s ervice 

delivery.  BathoPele meaning “people first” spells out transformation principles and focuses on citizens 

as customers compelling municipalities to take charge of the requirements of citizens not only as end-

users of  m unicipal services but  al so as c ustomers (BathoPele White P aper on  T ransforming P ublic 

Service Delivery 1997). 

Introduction 

 

To achieve these objectives, the restructuring of the municipality in 2000 resulted in the establishment 

of the Regional Centres Department.  This unit was given the accountability and responsibility to drive 

the CRM  strategy t hat would empower ci tizens and allow them to interact w ith the municipality in 

whatever manner they chose thereby strengthening the Local Government’s chances of succeeding in 

meeting its obligation to deliver services to all citizens. 
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1.2 

Durban, w ith its v ariety of  cultures, scenic s plendor, local government s tability and bus iness 

opportunities, is quintessentially the flavour of South Africa.  Toted as one of Africa’s fastest growing 

cities with a n annual budget exceeding R13 billion, it also has t he enviable st atus of a debt-free 

metropolis.  eThekwini Municipality appeared committed to deepening democracy.  Shortly after the 

restructuring, the Regional Centres Unit introduced as the department responsible f or Customer 

Relations Management f or t he municipality launched t he S izakala Customer Care P rogramme.  The 

approach of the municipality was in full accord with the national BathoPele initiative (which seeks to 

put “people first”) and it’s Integrated Development Plan. (eThekwini Municipality n.d.).  

 

Background of the Study 

 The Sizakala Customer Care Programme seeks to provide municipal goods and services to 

municipal customers in a manner that is “professional, practical and visible”  

 It is  a  tool  to illustrate t hat th e e Thekwini M unicipality is  c ommited to service de livery and 

improving the quality of life for its customers 

 It de monstrates that the M unicipality is  c ommitted to upholding the  p inciples of de velopmental 

local government 

 It is  e vidence that t he m unicipality is  a ttempting to provide a ccess to  a ll citizens to local 

government services 

 The Sizakala Customer Care Programme is supported by the Customer Care Policy, the Customer 

Service Charters and Customer Care Standards for the various service delivery departments which 

together represent the Municipality’s promise to deliver to its customers.  

 

It is  from thi s premise that this study a ttempts to evaluate the extent to which the Regional Centres 

Unit’s cr afted CRM strategy ha s be en a ble to s upport, a chieve a nd de liver the CRM  objectives o f 

eThekwini Municipality.  The study will investigate whether the strategy has improved the levels of 

customer satisfaction in the eThekwini Municipal area. 

1.3 

King ( 2007: 48 observed t hat a l ittle w ord like “ Choice” is inspiring a n e xtreme a mount o f “ UK 

government r hetoric” which c ould just a s e asily a pply t o South African municipalities.  O ne would 

tend to agree with King on his s tatement that the notion that c itizens should be able to choose what 

services a re pr ovided f or from the ‘ public purse’ would have be en dismissed as un realistic f or 

bureaucrats of t he pa st.  It w ould ha ve be en d ifficult f or them to imagine a f uture of c itizens as 

Motivation of the Research Study 



 - 3 -  

empowered consumers with rights embodied in legislation to hold a local municipality accountable and 

thereby demand a customer-centric local government that will add to the quality of their lives.    

 

Local government bureaucrats are more and more drawn to private sector management approaches in 

their e fforts t o improve a nd m odernize t heir service.   The e Thekwini M unicipality ha s a dopted a 

customer relations management strategy to enable it to comply with legislative imperatives to involve 

municipal customers in the processes that inform the delivery of municipal services 

1.4 Problem Statement 

Improving r elationships w ith society a s us ers of m unicipal g oods a nd s ervices t hrough a dopting 

private s ector, p rofit opt imizing C RM models, methodologies a nd s trategies w ould i ncrease 

the

1.5 

 efficiency of service delivery in eThekwini Municipality. 

The objectives of this study are:  

 

Objectives of the Study 

 To learn from the strategies, methodologies and models designed and implemented by eThekwini 

Municipality to improve their effectiveness in promoting customer relations management thereby 

contributing to the current we on this subject. 

 To critically ana lyse and  asses s how  t he roll ou t of t he B usiness O perating Mode l f or t he 

eThekwini Customer Service Centres has improved access to municipal information and services 

for a ll citizens a t ac ceptable s tandards a nd achieved its o bjectives of e nsuring t hat cons istent 

service is provided through the various channels viz. telephonically, electronically or face-to-face. 

 To cr itically ana lyse and  ass ess t he e ffectiveness of the pr ograms assoc iated with ch ange 

management, stakeholder involvement, branding and marketing of the Customer Service Centres to 

promote cu stomer relations m anagement i n achieving t he C RM ob jectives t argeted by  t he 

eThekwini Municipality. 

 To obtain responses from ratepayers and other users of municipal services and generate a report on 

their perceptions of the customer service provided by eThekwini Municipality. 
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1.6 Key Research Questions 

What can be l earned from t he s trategies, methodologies and models d esigned and implemented by 

eThekwini Municipality t o improve t heir e ffectiveness in promoting cus tomer relations management 

thereby contributing to the current body of knowledge? 

 

 Has the roll out of  t he Business Operating Model for t he eThekwini Customer Services Centres 

improved access to municipal information and services for all citizens at acceptable standards; and 

achieved its objectives of ensuring that consistent service is provided through the various channels 

viz. telephonically, electronically or face-to-face? 

 Are t he p rograms asso ciated w ith c hange m anagement, s takeholder involvement, br anding a nd 

marketing of the Customer Service Centres to promote customer relations management effective in 

achieving the CRM objectives targeted by the eThekwini Municipality? 

 How do ratepayers and other us ers o f municipal services r ate t he cus tomer service prov ided by 

eThekwini Municipality? 

1.7 Synopsis of Literature Review 

Research covered extensive review of s econdary data sources namely i nternet sources and websites, 

academic and organizational journals as w ell as t heses and papers written by other students and text 

books t o obt ain i nformation and i nsight. Review of  studies, r eports and documentation by N ational, 

Provincial and Local G overnments as well as information from t he R egional Centres Unit of the 

eThekwini Municipality was reviewed and included in the literature review.  Whilst there is a plethora 

of s econdary i nformation on C RM, s ome r elevant a nd ot hers not , a s w ell a s i nformation on C RM 

initiatives and  pr actices in ot her countries, t here i s a  de arth of  i nformation on CRM i nitiatives and 

practices in South Africa.  It was difficult to obtain information on the CRM initiative in eThekwini 

Municipality w hich may be  due  t o C RM being a recent a nd relatively immature concept in the 

Municipality.  Further, the CRM ini tiative in eThekwini Municipality is  a  complicated and complex 

concept t o review as t here ar e so many cus tomer f acing de partments a ll w ith their ow n peculiar 

customer relations management practices.  Whilst the Regional Centres Unit claims to own the CRM 

initiative, there is no evidence of any overlap or integration between the aforementioned unit and the 

rest of the Municipality’s units which interact and relate to the customer.  
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1.8 Research Methodology 

The Case S tudy M ethodology was adopt ed as i t is a  us eful ap proach when conducting r esearch on 

organisations that are unique in nature which are experiencing the implementation of new initiatives or 

changes within itself (Ghauri & Gronhaug 1995).  T he case study approach is suitable to analysing a 

management c ondition and i ncludes the collection of i nformation t hrough v arious s ources s uch as 

organisational reports and documents as well as verbal interviews. It is also suitable when researching 

an organisation t hat i s c omplex, multi-dimensional and yet i ntegrative su ch as a  l ocal g overnment 

organisation.  Research questions seeking answers to ‘how” and “why” questions are suited to the case 

study m ethodology a pproach ( Yin 1994).  The c ase study m ethod is b est suited to qualitative an d 

descriptive research but may also be used with quantitative research methods.  A case study involves 

the review of historical data (Ghauri & Gronhaug 1995).  

 

Kothari (2008) and Gronhaug et.al (1995) explain descriptive statistics as describing a si tuation as it 

currently exists which is useful for researching the preferences of people and analytical research as the 

critical evaluation of facts and figures on which conclusions are based.  Descriptive research is based 

on t est sampling as a more viable option as the population as a  whole cannot be t ested due  to size, 

costs, etc. and therefore a sample representing the population is defined by research parameters and the 

outcome is recorded in the form of a written report (Kothari 2008).  Applied research is undertaken to 

understand and solve practical social or business problems and quantitative research is a measurement 

research based on volumes and amounts.   

 

To achieve t he ob jectives of t he r esearch project, a  hy brid of these techniques w ill be  u sed in this 

study.  As a case study, it will involve analysis of reports, documentation, publications and results of 

surveys undertaken by the eThekwini Municipality.  

1.9 Research and Ethics 

The research design will include a survey in the 

form of  a s tructured questionnaire which will be  applied to a  sample of  participants drawn from the 

population. As existing theories will shape the approach of this study, the logic of the research process 

will be deductive and it will be predominantly quantitative.   

According to Ghauri and Gronhaug (1995) “Ethics are moral principles and values that influence the 

way a r esearcher or g roup of r esearchers con duct t heir research activities”.  The researcher s hould 

attempt to balance h is/her personal values w ith s ocial values a nd should be aware i f his research is 

harmful t o i ndividuals, whether it is  b iased or a ids i nterpretation to favour a ny organisation, e ntity, 

party, e tc.  T he research should not be harmful to any i ndividual by causing t hem e motional s tress, 
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deprive them of their constitutional rights or devalue any individual.  Respondents should be provided 

with the choice of anonymity, their consent obtained and be willing participants.  The researcher must 

assume responsibility to meet all costs associated with the research conducted.  Results of the research 

must be presented honestly.  The results must not be misinterpreted or distorted from what the reality 

is.  This research has ensured compliance with all these criteria for ethical research. 

1.10 Limitations of the Study 

1.11 Structure of the Research dissertation  

Government departments are generally reluctant to allow access to information and the research may 

be c onstrained du e t o the di fficulty e xperienced by the r esearcher t o access i nformation from 

departments other than the Regional Centres Unit within eThekwini Municipality. The findings of the 

research a re v ery s pecific t o t he g eography of  t he e Thekwini M unicipal R egion a nd ot her 

municipalities w ill need t o take t his in to consideration i f a pplying thi s to their r egion.  D etailed 

information will be provided in Chapter 3 of this research.  The limitations noted will be factored into 

the research and considerations will be made when drawing conclusions and recommendations. 

1.12 Conclusion 

The study comprises of abstract together with seven chapters.  In Chapter One the research study i s 

introduced.  Chapter Two sets out the literature review applicable to the research study.  Chapter Three 

is a case study of the eThekwini Municipality.  C hapter Four presents the research methodology and 

data collection.  Chapter Five is the presentation of the results.  Chapter 6 is a discussion of the results 

and in Chapter Seven conclusions and recommendations will be presented.  

In the chapter the research subject was introduced by focusing on the background, motivation, aim and 

objectives, pr oblem s tatement, research m ethodology a nd l imitations of  t he di ssertation.  The n ext 

chapter is a literature review that is based on the theories of CRM and its application in the 

environment of local government. 
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Chapter Two: Literature Review & Case Study of eThekwini Municipality 

Theories of CRM and its application to the Local Government Environment 

2.1 Introduction 

Cripps, e t.al. ( 2004) observed that although an amalgamation of sev eral municipal ent ities i nto one 

entity should improve the delivery of  community services through economies of scale and increased 

resources, however, a necdotal e vidence based on the r estructuring of  t he C ity of P erth in A ustralia 

indicates that m unicipal c ustomers w ere m ore satisfied with t he s ervices they r eceived under t he 

de-centralised, smaller local government structures.  Andreassen (1994) also opined that centralisation 

made organisations less adaptive to the market and the environment.  As a result of recommendations 

from the Demarcation Board, various small, decentralised municipalities throughout South Africa were 

incorporated i nto l arge, c entralised s ingle m etropolitan m unicipal s tructures in t he ye ar 200 0.  T he 

eThekwini M unicipality was one  o f t hese ne wly cr eated metropolitan municipalities an d was faced 

with t he c ontinuous c hallenge of  improving ef ficiency and effectiveness to enhance t he c ustomer 

experience of ratepayers and residents as users of municipal goods and services. As stated in Chapter 1, 

this study focuses on the impact of the use of CRM strategy on improving efficiency and effectiveness 

in the cu stomer sat isfaction experience of r atepayers ad residents i n the e Thekwini M unicipal area.  

This chapter will provide an overview of the review of literature consulted for that purpose as well as 

insight gained from the case study analysis of the eThekwini Municipality.  

2.2 Customer Relations Management (CRM)  

2.2.1 Defining CRM 

CRM is a popular approach used extensively in the private sector to address the challenge of firstly the 

acquisition a nd retention of c ustomers a nd m ore i mportantly bui lding a nd s ustaining l oyalty a nd 

relationships with these customers (Kotler 2003).  Kotler (2003) de fines c ustomer r elationship 

marketing as an  ena bler u sed by com panies to “….provide excellent r eal-time cus tomer se rvice by  

developing a  relationship with each valued customer through the e ffective use of individual account 

information”  and also notes that “winning companies are more productive in acquiring, keeping and 

growing cus tomers.”  CRM ha s been used to identify and implement service strategies that ensure a 

consistent satisfying experience for the customer across all channels of interaction with the company: 

 

 To develop and build a deeper insight into the customer,  

 To be able to predict changes in the future needs of customers, and  
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 To be in the position to influence the customer towards products and services that will meet those 

changed needs at the appropriate time (Kandell 2000).   

 

Buttle ( 2004) c ontended t hat CRM “ …is a bout t he r einvention of  ou r or ganizations a round t he 

customer.  I t i s ab out b ecoming and remaining cu stomer cen tric.  C ustomers want to deal w ith 

enterprises when they want, where they want and how they want.”  CRM, as stated by Dychè (2003) is 

“the infrastructure that enables the delineation of and an increase in customer value, and the correct 

means by which to motivate valuable customers to remain loyal, indeed to buy again.”   

 

These a uthors de monstrate c learly t hat C RM ha s t he e mbedded power t o t ransform t he r elationship 

between citizens and local government structures once i t is recognized to have the potential of being 

more than the simplistic notion of merely adding t echnological value.  It is widely accepted and 

acknowledged that t echnology by  i tself w ill no t r esolve the challenges experienced by  l ocal 

government and should such a silo view to adopted to identify and implement transformation tools , it 

will probably cause more damage than influence any improvement for a municipality.   

 

Many municipalities ha ve be gun to recognise t he st rategic t hrust and benefits of C RM and have 

adopted CRM phi losophies to a ffect t ransformation o n a ll s ections o f t he o rganisation.  The br oad 

categories of CRM solutions involve a set of integrated applications that embody different aspects and 

functionalities. CRM technologies can be classified in three general areas according to their roles or 

purposes (Dean 2001). 

 

 Operational: t echnologies that manage cus tomer service ac tivities in contact centres, call-centres 

and field service databases.  

 Collaborative: technologies that support field self-service applications, enabling different types of 

customers to work across a single service channel.  

 Analytical: te chnologies t hat pr ovide s ifting f acilities th rough data c reated during cus tomers' 

interactions to find or generate useful business information.  

2.3 Operational CRM versus Analytical CRM 

The distinction between operational CRM and analytical CRM is important as it is directly connected 

to the CRM strategy chosen for implementation by the eThekwini municipality.  Operational CRM is 

focused on the automation of the customer facing parts of the municipality.  Various CRM soft-wares 

enable the automation of functions such as marketing, selling and services (Buttle 2004).  The channel 
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in which a  customer chooses to interact with the municipality is known as a touch-point.  O ne such 

touch-point is the client facing offices available to consumers as contact centres, walk-in offices, front 

offices, etc. of the eThekwini municipality.  Other examples of touch points, in the municipality, are 

the call centres, cell-phones, email promotions, etc.  Whilst operational CRM is an enabler to simplify 

the communication and c ontact between t he cu stomer and the municipality, by de sign it w ill not  

improve service to its optimum levels (Dyché 2002; Reynolds 2002; Turban et.al. 2004).   An example 

would be a consumer paying his utilities bill on the local government’s internet site.  This interaction 

could not be used by the municipality to state undoubtedly that the client prefers web interaction over 

face to face contact.   

 

Analytical C RM i s st rongly assoc iated with strategy and is us ed to collect and analyse da ta o n 

customers’ activities (Wubben 2008).  Analytical CRM uses technology and new business processes to 

assist the company to understand and analyse all front office activities performed by the customer.  The 

analytical capa bility of t he soft ware con solidates an d proc esses t he cus tomer da ta and the bus iness 

process functionality assists with improving the customer facing processes to increase customer loyalty 

(Wubben 2008; Haag et .al. 2005; Peelen 2005).   T here have been large amounts of  investment into 

ACRM sof tware and i ndustry experts f urther predict that l arge s ums of f unds will continue t o be 

expended by companies for ACRM software (Wubben 2008).  There is a strong recommendation by 

experts that any organisation considering investing in CRM software should be based on a partnership 

between consultants, system integrators, the CRM vendor (Reynolds 2002) and Business Intelligence 

(BI) vendors to integrate the capabilities of all into a single joint offering (Payne 2006).  

2.4 CRM Insights 

Companies that were more concerned about what they were selling rather than who they were selling 

to have learnt the hard and expensive way (Gale 2004; Griffin 2001) that the purported conventional 

customer has died.  An analysis of the municipality’s bureaucratic structures, performance plans and 

job descriptions of its key representatives has revealed that it has embraced the need for change and for 

a higher performance culture.  Some divisions, like some product-centric companies, are perceived to 

continue to hold on to built-up and outdated practices (Chamberlain 2007).  Buttle (2004) observes that 

increasingly m ore a nd m ore companies a re b eginning t o a sk the “tough but  c orrect que stions a nd 

looking for the r ight answers” before they implement CRM.  In the concept stage companies should 

undertake ex tensive r esearch and investigation into work processes, business r equirements, system 

requirements, a lignment w ith c ontrols, pr ocesses, pe ople a nd s ystems before deciding to implement 
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CRM w ithin t he or ganisation.  Companies s hould b e c ertain t hat t hey w ill reap practical out comes 

from CRM initiatives and products (Foss et.al. 2002).   

 

CRM t herefore i nvolves m ore t han s imply i nformation technology a nd i s not s imply a qui ck w in 

solution for municipalities looking to improve customer relations (Chang 2004; Woodcock et.al. 2003; 

Newell 2003).  To choreograph the organisation’s business processes, people and systems to achieve 

superior cu stomer r elationships i s a d aunting t ask.  T o go fast the or ganisation must f irst g o s low 

requiring, i n a ddition t o time, hu ge f inancial ou tlays a s w ell as t he out lay of r esources (Greenberg 

2004; Haudan 2008).  R emembering that the business process should not  be manipulated to suit the 

software and putting in the effort to get this right is pivotal to the success of CRM.   C utting corners 

and taking shortcuts, sacrificing the steps where the value-add i s di fficult to quantify or  identify a re 

sure to doom any CRM initiative of a company.  Anglo Platinum allows up to 2 years for investigating 

requirements and undertaking process modelling of  a ll activities, systems, process and people in any 

initiative r ecommended f or r e-engineering i ncluding C RM p rojects and is ap tly sum marised by t he 

words o f the professional authors of the C RM H andbook ( 2001) w hen t hey w rite that “ Defending 

customers and profits w hile inspiring l oyalty t akes more t han just C RM v endor tools.  I t t akes 

understanding which type of CRM can best foster high-impact relationship improvements” (Addison-

Wesley Professionals 2001). 

2.5 CRM and Strategy 

According t o Buttle (2004;4), the term CRM can be t raced to 1993 when Tom S iebel set up S iebel 

Systems Inc.  Given the variety in the usage and application of the meaning of CRM, confusion and 

debate continues on the meaning of CRM.  Buttle (2004:4) recommends thinking about CRM at three 

levels “... strategic, operational and analytical”.  A t t he st rategic l evel, Buttle v iews C RM t o be 

“focused on the de velopment of a  cu stomer-centric business c ulture, this c ulture is dedicated to 

winning and keeping customers by creating and delivering value better than competitors.  You would 

expect resources to be allocated where they would best enhance customer value, reward systems that 

would promote employee behaviors to enhance customer satisfaction, etc.” 

 

Technology single-handedly cannot tackle important themes such as marketing, customer recruitment, 

customer r etention, e tc.  C RM is a s trategic t ool, a nd t herefore C RM i s more meaningful t han a ny 

discrete project accounted for by a single division within a company.  For the entire company, CRM is 

a bus iness phi losophy t hat a ffects e very branch, di vision, s ection a nd pe rson.  Most c ompanies will 

communicate their ul timate C RM v ision through internal and external m arketing and awareness 
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campaigns.  A ddison-Wesly ( 2001) lists the f ollowing t ypical ob jectives s et by  bus iness w hen 

formulating their CRM plans:  

 

 “We w ant to t horoughly unde rstand ou r c ustomer’ ne eds – even be fore t hey k now t hem 

themselves. 

 Decreasing customer churn by increasing customer satisfaction. 

 Motivating customers to initiate revenue-generating contacts with us. 

 Increasing the likelihood of the ‘right response’ by a given customer or customer segment. 

 To us e t echnology t o improve cus tomer s ervice a nd enable a g reater degree o f cu stomer 

differentiation in order to deliver unique customer interactions. 

 We want to attract customers – both old and new – through more personalised communications.”  

2.6 CRM and Leadership 

Myatt (2007:142) recommends that leaders should focus on customer experience management (CEM) 

which is a sub set of C RM and recommends k nowledge management as a t ool t o retain the l essons 

learnt and the skills acquired during CRM initiatives.  H e further states that great leaders will have a 

well functioning organisation and will understand their role in creating and contributing t o the r ight 

culture.  This requires leaders that are i nvolved in initiatives a nd areas t hat a re m ore t han simply 

having t heir na me a t t he t op of  a n or ganisation’s s tructure.  Members of  t he Combined Ratepayers 

Association threatened to withhold tax for poor service and what they experience as b eing inaccurate 

municipal e valuations of  pr operty (Cooke 2008) .  Durban’s s logan i s “ Durban, S outh A frica’s 

playground” which is aimed more at the visitors to the city than to the local residents that pay taxes and 

are dependent on the municipality for their day to day survival (Mapadimeng & Sultan 2010).  Whilst 

spending f unds t o e ncourage t ourism t o t he c ity doe s a ssist w ith economic g rowth a nd job 

opportunities f or residents in the c ity, it i s also important for f unds t o be spent on t he d elivery of  

municipal services.  The leadership in the Municipality is made up of the bureaucrats and the elected 

politicians.  Both have a responsibility to the people that appointed them and elected them into office.  

Their involvement in leading and driving CRM initiatives to improve and strengthen relationships with 

municipal customer  will result in the success of CRM in the municipality. 

2.7 CRM and ICT in the Public Sector 

CRM utilizes information and communications technology (ICT) to gather data for analysis to inform a 

more personal i nteraction with t he c ustomer (Swift 2001 ).  C RM ope rationally i ntegrates bu siness 

processes with technology to achieve the objectives of satisfying the customer’s needs (Bose 2002). It 
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is c ertain that there a re m ajor be nefits associated with CRM initiatives.  H owever, these initiatives 

must be  ca refully m anaged to achieve t he desired results and it is imperative t hat exp ectations a re 

clearly com municated a nd unde rstood.  I t i s e xtremely i mportant to include s ystem us ers g iven that 

business processes w ill ne ed to be c hanged in conjunction with technology c hanges.  Knowledge 

Management C RM i ntegrates k nowledge m anagement and interactions management a s t wo 

interconnected pro cesses necessary t o produce i nformation key that is  c ritical to building qua lity 

relationships i n a c ost ef fective way ( Shanmugasundaram 2008) .  The successful i mplementation of 

this al lows an organisation l ike a municipality t o generate and use i nsights i nto customers so as t o 

target products and services at the most correct and appropriate customer segments.  

 

Pan e t.al ( 2006) describes local g overnment a s “ one of the most primitive a nd predominant s ervice 

domains in any community, with a wide array of government services catering to all aspects of society 

and e conomy”.  T homas (1999) and G regory ( 1999) r egard t he r esponse of  the pub lic a s a  r eliable 

barometer to measure effectiveness and efficiencies of local government and whether the interests of 

the public are fulfilled.   

 

Zablah et.al. (2004) view knowledge management and interactions management as two interconnected 

processes that are central to the success of CRM implementation as these processes highlight the need 

to generate and use insights into customers so as to target products and services at the most profitable 

customer segments.   As observed at the beginning of this study, whilst the genesis of CRM is in the 

private sector to m aximise pr ofit g oals t hrough s ustained r elationships w ith priority c lients, these 

concepts have proven quite very relevant to the public sector (Pang 2002).   

2.8 CRM Technology and E-Government 

A good CRM software system should provide a si ngle, searchable knowledge repository on each 

citizen or  pub lic s ervice c ustomer ( White 2007) .  V an de n B erg ( 2006) r efers t o e -governance a s 

concerning public policy with regard to ICT.  He further observes that e-government goes beyond the 

take up of ICT by the local authority and includes the role of the local authority in influencing take up 

by the communities, business sectors and other relevant users.  Van den Berg defines e-government as 

“the capacity of l ocal administrators in a d ialectic e xchange w ith social org anisations, citizens an d 

firms, to deploy information and communications technologies to achieve urban policy goals.”  Silcock 

(2001) defined e-government as enhancing access to and delivery of government services to citizens, 

business partners and employees through the use of technology. 
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It has been argued that technology can be used to the benefit of ratepayers and citizens as it “… has the 

power to create a new mode of p ublic services where al l public organizations deliver a m odernized, 

integrated and seamless service f or t heir citizens” ( Silcock 2001).  The u tilisation o f t echnology 

provides a powerful tool to modernise and integrate public services to benefit all stakeholders, internal 

and e xternal.  A dvocates of e -government pos tulate t hat ICT i s t he ba sis of  modernism i n t he 21s t 

century a nd be yond ( Bannister 200 1; Margetts 200 3).  King ( 2001) l ists t hree out comes namely 

customer services that a re citizen oriented, cost effective and getting it right the f irst time, avoiding 

exclusion of communities from services and encouraging democracy, openness and accountability.   

2.9 Using CRM to Encourage Citizen Involvement 

2.9.1 Using the Internet to encourage Citizen Involvement 

The ability of the internet to convey infinite amounts of information, communication and transactions 

makes it a cost effective and viable medium.  A ccording to Schellong & Mans (2004) issues that are 

probably key for citizens are, amongst others, their experience of an existing public service, multiple 

channels for service acquisition, the adequacy of the service depth per channel, collaboration on data as 

well as "trust, costs or us ability.”  I mportant aspects f or t he success of C RM using t he i nternet ar e 

“channel adoption and assignment, collaborative data usage and privacy, cost reduction potentials and 

information policy (marketing) for e-government services” (Schellong & Mans 2004).  According to a 

survey by Schellong & Mans (2004) Germans appeared primed and ready to transact online for public 

services.  Germany’s one -stop g overnment has highlighted the ne ed t o integrate citizens into 

government’s d evelopment pr ocess.  The aim of  G ermany’s one -stop g overnment w as t o p rovide 

Germans with access to a medium of their preference to transact for all government services.  Through 

accessing t heir t ouch point of p reference, Germans eliminate unn ecessary and  m ultiple interactions 

with various authorities and government employees to obtain services.  Utilising collaborative CRM 

(CCRM) the German government aims to improve the communication channels between the customer 

and itself as the supplier.   

2.9.2 Using Good Governance to encourage Citizen Involvement 

A study conducted in Perth by Cripps et.al. (2004)  found that municipal interaction with respondents 

was the factor that had the greatest impact on customer sat isfaction.  Bingham, Natchi and O’Leary 

(2005) stated that “Citizens can and must play an important role in public policy and decision making” 

in their argument that “the new governance also involves people  - the tool makers and tool users - and 

the processes through which they participate in the work of g overnment” as ci tizens “have a r ight to 



- 14 -

decide w hat i s important t o them and how they ca n best ach ieve t heir ob ectives” In the e Thekwini 

Municipality’s 2009 I ntegrated Development Plan, the section pertinent to Good Governance defines 

good governance a s be ing “… participatory, transparent, democratic and  accountable.”  F urther, t he 

chapter gives a good indication of the various initiatives, channels and empowerment mechanisms the 

Municipality has provided to encourage communities to participate in the affairs of t he municipality.  

Rusimbi (2008) acknowledges the role played by civil society organisations in increasing the volume 

and participation of citizens in the utilisation of public resources and performance.  Da Silva (2007) 

uses a g raphical illustration to demonstrate the value added to public services and the opportunity for 

more effective and efficient performance of the municipality if citizens are allowed to participate and 

provide feedback (reproduced below).

Figure 2.1:  Effectively hearing from the Public (adapted from Kell 1993)

2.10 Building and Maintaining Positive Customer Relations Using CRM

Blattberg & Deighton (1996) and Ahn, Kim & Han (2003) argued that the approach of CRM has been 

based on maintaining positive relationships with customers, increasing customer loyalty and expanding 

the customer’s lifetime v alue.  K nowing a nd a ppreciating t he c ustomers’ ne eds a nd being a ble t o 

respond with value added services are key determinants of a company’s success or failure.  Evidence of 

success and failure would likely be  the public response to the initiatives of eThekwini Municipality.  

Some examples are the service delivery protests held in Umlazi on 23 August 2010, the strike action by 
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security guards at Moses Mabhida Stadium on 14 June 2010 (SAPA 2010) and the closure of roads in 

the Durban central business district area by protesting bus drivers on 29 June 2009 (SAPA 2009). 

 

Kotler (1997) observed that CRM is mainly rooted in marketing and following on that principal there 

should be a thorough analysis of how customers behave.  K ing (2007) recommends Chaffey’s (2004) 

three-stage model of  CRM depicting the management of cu stomer relationships which postulate that 

customers are initially acquired through communication of a powerful value proposition, are retained 

through good service and the relationship broadened by delivering tailored products/services to clearly 

defined customer segments. 

 

Holden and Fletcher (2001) argued that there are virtually no systematic research results justifying the 

transition of  CRM from the pr ivate sector into the public sector. Moon (2002) concluded that whilst 

CRM has been adopted by many local authorities, it is still at an early stage and has not yet achieved 

many of  the expected outcomes.  B eynon-Davies and Mar tin (2004) shared this view and suggested 

that local authorities are unlikely to achieve the radical and rapid transformation of services envisaged 

with CRM.  Collinge (2003) believes that local authorities are in a difficult position facing demanding 

targets, restricted budgets and political agendas.  These observations are pertinent to the situation of the 

of e Thekwini M unicipality, on the one  ha nd faced with demanding t argets, r estricted budgets a nd 

resource constraints whilst on the other hand faced with ratepayers and citizens demanding improved 

customer se rvice, asserting t heir r ights f or f air an d equitable se rvice de livery and government’s 

undertaking to provide access to government service on the doorstep of their customers.   

 

Greenberg (2004) opined that the success of CRM in the public sector should be aimed at restoring the 

faith of the populace in government and government agencies; and people should experience that what 

they believe in is actually happening.  G reenberg refers to a poll undertaken by Accenture in 2003 of 

15 countries and 140 g overnment agencies in which ninety percent believed that improved customer 

services i n g overnment s hould dr ive s ervice de livery but  onl y twenty e ight pe rcent testified to any 

success in using t his m ethod.  G reenberg al so encouraged the us e o f t he t erminology C onstituent 

Relationship M anagement i nstead of C itizen R elationship Management when r eferring t o the public 

government environment. 

2.11 Background of eThekwini Municipality 

The a rea g overned by  t he e Thekwini Municipality c overs 2,297k m², w ith e ighty pe rcent of  t he 

residents l iving i n 35%  of  t he ur ban l and i n t he m unicipality a nd t he r emainder of  t he land be ing 
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mainly rural ( eThekwini Q uality of  L ife S urvey ( 2005).  P re a partheid m ost of  t he infrastructure 

development and services w ere conc entrated to the cent ral a reas; t ownships and rural a reas w ere 

neglected.  Sixteen years after democracy the municipality continues i ts efforts to correct this.   The 

graphs b elow replicated f rom t he 2005  do cument o n Q uality o f L ife o f D urban’s P eople g ives a n 

indication of the race diversity of Durban’s Population as at 2005. 

Figure 2.2:  Population by Race (eThekwini Municipality 2005)

2.12 Drivers that influence municipal change

Traditionally, l ocal a uthorities h ave a  m onopoly on t he p rovision of  m ost services a nd are n ot 

pressured by private sector forces such as competition and profit to effectively and efficiently meet the 

customer’s needs (Caruana, Ramaseshan & Ewing 1998).  The municipality is  forced into change by 

other dr ivers s uch a s t he impact of  bound ary c hanges by  t he D emarcations B oard, ou tsourcing of  

municipal s ervices such a s w aste r emoval, c ompetitive t endering s uch a s bui lding of  l ow i ncome

houses, in its effort to provide efficient and effective municipal services (Cripps et..al. 2004).  All these 

changes a re p art of  t he f undamental shift to reform l ocal g overnments i n S outh A frica from be ing 

perceived a s p roviding municipal s ervices that a re simply ‘ rates, r oads a nd r ubbish’ t o pr oviding 

efficient an d effective m unicipal s ervices that m eet the needs o f m unicipal cu stomers.  L ocal 

governments are now required to be accessible to the public, to engage and consult with the public, to 

be open to public scrutiny with regard to their operations and to be accountable for using funds from 
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the ‘public purse’ and for the services that are funded from that purse (Marshall, Witherby, & Dollery 

1999).  Whilst a customer is traditionally the external purchaser of goods or services, local government 

can make a di stinction between the citizen and the client.  The citizen being the ratepayer who pays 

rates and t axes but does not necessarily derive benefit from a service and the client i s the direct 

recipient benefiting f rom the municipal service, e.g. rates a re used to build a  park which is used by 

young children and their parents (Schmidt & Strickland 1998).   The 2007-2008 Quality of Life survey 

conducted by  t he m unicipality pr ovided the f ollowing i nformation on  C itizen Satisfaction w ith 

municipal services provided to households: 

 

Table 2.1: Satsifaction with basic household services 

(eThekwini Municipality 2005) 

 

The reform of local government is influencing a gradual change from a transaction based approach to a 

relationship based approach to the users of municipal services (Cripps et.al. 2004:3).   For elected local 

government politicians, their partners are their constituents and the local government administrators are 

appointed t o carry ou t the m andate of the e lected.  A s a  r esult, what i s a ccepted as customer 

satisfaction for a adm inistrator m ay not be  acce ptable t o the ‘ customer’ ( Donnelly, Wisniewski, 

Dalrymple & Curry 1995).  The traditional local government organizational culture does not correlate 

to a customer centric culture and changing organizational culture has proven to be difficult (Blackman 

and Stephens 1993). 

 

People tend to consider government as a hierarchical bureaucracy (Bannister 2001; Margetts 2003) and 

atypical g overnment bur eaucracy i s f requently c ondemned f or be ing r igid, i neffective, i nefficient, 

procedural a nd una ble t o meet t he ne eds of  human c lients; r eferred t o a s t he W eberian M odel ( Ho 

2002).   

 

Whilst there is a large body of knowledge on the services provided by local government, there is very 

little on the transformation of local government and the consequent impact on its relationship with its 

Year Water Sanitation Electricity 
Refuse 
Removal Overall 

2007-8 79 64 81 71 74 
2006-7 73 71 77 78 74 
2004-5 71 62 81 70 71 
2003-4 79 64 77 68 72 
2002-3 75 69 82 77 76 
2001-2 63 76 77 76 76 
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customers.  I t i s also i ntended to c ontribute t o t he body of  k nowledge on service de livery a t l ocal 

government level and the perception of  the recipients of  local government services.  It i s hoped that 

this s tudy will be used by municipalities in South Africa to be in a  better position to understand the 

public and be able to customize service delivery geared for better value for money.  The aim of t his 

chapter is to investigate and understand the CRM e nvironment, i dentify t he p otential of  C RM to 

deliver improved services and to assess these against the CRM initiatives of eThekwini Municipality. 

2.13 Current Perceptions Of South African Municipalities 

Markinor conducts a bi-annual study known as the Government Performance Barometer.  A sample of 

3 277 respondents selected scientifically to represent South Africa's adult population voting age (18+) 

were i nterviewed b etween A pril a nd May 2007.   M arkinor r equested respondents to r ate t he 

performance of the national, provincial and local governments on a scale ranging from “ very well”, 

fairly well, “not very well” and “not at all well” and the constant among these respondents was that 

they rated the national government’s performance as better than that of local government.  The results 

indicate t hat S outh A frican c itizens of  v oting a ge ( 18+) c onsistently be lieved t hat t he l owest 

performing amongst the three spheres of government is the local government sphere (Markinor 2008). 

2.14 Quality Of Life Survey:  eThekwini Municipality 

The Q uality of  L ife S urvey i s t he m ain i nstrument used by  e Thekwini M unicipality t o e valuate i ts 

performance on the extent to which it achieved its objectives.  This satisfaction survey includes both 

qualitative a nd qua ntitative c omponents and its p urpose is t o g ain a nd i mprove t he m unicipality’s 

insight i nto the op inions and a ttitudes o f t he c onstituents a nd m embers of  the g eneral public.  The 

survey i s an applied que stionnaire and  se eks t o un derstand w hat issues have t he m ost i mpact o n 

people’s lives.  This information is for use by the decision makers in the municipality to guide them in 

critical de velopment d ecision making.  It i s al so a gauge t o measure w hether t he c ity i s m aking 

progress towards achieving its vision (eThekwini Municipality 2005).   

2.15 Integrated Development Plan and Performance Contracts 

The I ntegrated Development P lan (IDP) i s t he k ey s trategic dr iver of t he budg et and performance 

management system for eThekwini Municipality. The eThekwini Municipality ha s strong linkages 

between the Performance Contracts of i ts senior officials and the eight point strategic plan set out in 

the IDP.  T he K ey P erformance A reas ( KPA) of bu reaucrats pe rformance con tracts c an be di rectly 

linked to the IDP.  T he Performance Contract for the Regional Centres Unit and its senior managers 
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can be  l inked di rectly t o P lan 7:  G ood G overnance; P rogramme 2:  D evelop I mproved C ustomer 

Relations (IDP 2008; eThekwini Municipality).   

 

This section of the IDP led to the management of the Regional Centres unit tasked with establishing 

Customer S ervice C entres which they na med Sizakala C entres, meaning ‘ Get H elp’ t hroughout t he 

municipal a rea.  This s ought t o a ddress the g ap c aused by  c entralisation o f municipal of fices by 

establishing de centralised, l ocalised offices t hat p rovided access t o government ser vices on the 

‘doorstep’ of citizens thereby achieving the goal of ‘serving the community where they live.’    

 
A ba lanced scorecard approach to performance management i s k ey t o a suc cessful organisation.  I t 

compels managers t o identify dr ivers that w ill enable ach ievement of performance goals (Kaplan & 

Norton (2004).  The IDP also contains a template (copy below) that informs the corporate scorecard to 

measure and gauge the performance of the Municipality.  

2.16 CRM and Segmentation in the Public Sector 

Given the diverse communities serviced by the Municipality, the municipality needs to be familiar with 

peculiarities and similarities of these various communities. Prowle (2008) lists the following as basic 

principles for market seg mentation which are v ery r elevant t o a local g overnment org anisation 

embarking on a segmentation exercise: 

 

 “Segments should be identifiable and capable of measurement in terms of  numbers and types of 

consumers. 

 Segments should be distinctive enough to justify a different approach to marketing. 

 Segments should be  substantial enough in s ize to make the process of segmentation worthwhile.  

Marketing can be an expensive f unction and it w ould not b e econ omical to identify v ery s mall 

segments. 

 Market segments s hould be r eally a ccessible t o t he or ganisation which i s p lanning t o unde rtake 

marketing activity.” 

 

In terms of r esearch undertaken, it would seem that the municipality only conducted a segmentation 

exercise based on the geographical and sectoral levels between 2000 and 2004, as part of a workshop 

methodology to identify stakeholders for engagement in developing the strategy for the City (Moodley 

2004).  Research has revealed segmentation of domestic and international tourists but has not revealed 

any ot her f ormal doc umented m unicipal c ustomer s egmentation e xercise f or t he e Thekwini 
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Municipality.  The M unicipality ne eds to i nvest m ore t ime, f unds and resources into a  rigorous 

segmentation exercise for the City. 

 

For CRM to be effective, organisations should be able t o separate their multitude of customers and  

stakeholders i nto groups t hat a re s imilar i n their n eeds, wants, patterns, character, etc. (Da S ilva &  

Batista (2007;10).  A ccording t o A ndreassen ( 1994), t he h omogeneity of  publ ic s ervices is not 

reflective of market segments meaning that local government is not customer centric and the customer 

voice is not heard in such organisations and recommends that a municipality listen to the demands of 

the customer as this will provide it with valuable information to identify changes that can be made to 

improve cus tomer r elations.  D a S ilva &  B atista ( 2007) obs erve t hat m unicipalities ar e r equired to 

respond to a quantum of highly diversified customers in an unbiased manner.  They therefore 

recommend that these customers are segmented in terms of common interests, social groups, etc. which 

would enable t he m unicipality t o offer p roducts a nd services that a re tailored for t hese v arious 

categories t hereby i mproving t he responsiveness l evels, performance an d c ustomers r elations of  the 

municipality. 

2.17 Promoting a Customer Centric Culture  

Treating pe ople like c attle is  the  to tal opposite of  C RM; the  main dictum of  C RM be ing tha t e ach 

customer be affirmed as an individual and treated as one (Greenberg (2002).  It is important to ensure 

that e very e mployee of  t he m unicipality be ars this i n m ind i n de termining, e valuating a nd 

implementing standards and quality of customer service.   F utrell (2006) uses a cus tomer centric 

service model (Figure 2.3 below) to highlight the fundamentals that institutions which are, by necessity 

and design, required to satisfy needs of an individual, during that individual’s l ifetime, such as local 

government authorities may find as a useful tool to assist them with this goal. (Futrell 2006).  
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Figure 2.3: The Customer Service Solar System (Futrell 2006:22)

The municipal staff working in the Sizakala Customer Care Centres may feel pressured by the queue of 

customers waiting to be assisted.  They need to handle the pressure to demonstrate patience with the 

customer they a re d ealing w ith a nd ba lance the t emptation to r ush through the process w ith the 

customer in or der to r espond t o the qu eue o f pe ople w aiting f or t hem.  P resenting t he necessary 

information to the customer to assist the customer to make an educated decision and then providing the 

customer with the time that the customer needs to make the decision is vital to the relationship. Figure 

2.4 is a g raphical r epresentation of pe rsonal cha racteristics t hat c ustomer f acing i ndividuals shou ld 

possess:
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Figure 2.4: Personal Characteristics of Customer Service Staff
(Futrell 2006:20)

Some distinctive features of a customer contact person’s job are:

 They represent the municipality to the outside world and as a r esult shape people’s opinions and 

views of the municipality through the impression they make on the customer.  

 They may be required to work without close supervision or monitoring in their interactions with 

the customer.

 To be a successful customer contact person the individual has to have a high locus of control, be 

self-motivated and demonstrate that he/she is innovative, creative and persuasive 
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 The pos ition r equires t he individual to be t actful, d iplomatic and understanding more t han what 

may be required from other employees in the municipality.  The customer contact person will need 

to be both emotionally and socially intelligent in their interactions with the customers. 

2.18 CRM Implementation in eThekwini Municipality 

CRM is cited as a k ey strategy to improve and enhance relationships with citizens, business, visitors 

and other u sers of local government ser vices (Strydom 2008).  The Regional Centres Unit is the 

department responsible for CRM in the eThekwini Municipality.  S trydom outlined the main aims of 

successful implementation of CRM for the eThekwini Regional Centres Unit as providing municipal 

customers with excellent service experiences thereby fulfilling the eight BathoPele principles contained 

in the National Constitution.    S trydom hopes that by ‘getting it r ight the first time’ the municipality 

would be  de monstrating i ts c ommitment t o put ting t he c ustomer f irst.  ( eThekwini C ustomer C are 

Policy 2008).  In summary, t he objectives of  the Customer Care Policy for eThekwini Municipality 

are: 

 

 Customer Service: ci tizen-oriented services de livering “ right f irst time” ou tcomes tha t a re cost 

effective. 

 Social I nclusion: s etting u p customer ser vice centres i n areas t hat do not ha ve easy  acce ss to 

municipal offices, e.g. rural areas, townships, etc. 

 Democracy and Accountability: encouraging active participation and transparency.   

 

The Regional Centres Unit reported that most wards in the eThekwini Municipal Area had submitted 

positive responses to indicate their satisfaction with the new way local information and services are 

now delivered, and the ability of staff to respond to their needs.  This indicates the immense potential 

of C RM to improve g overnment pe rformance a nd p ossibly he lp r estore public c onfidence in pu blic 

institutions.   

2.19 Economical Impacts on CRM in the eThekwini Municipality 

The mandate of all municipalities in South Africa is to implement the policies as set out by National 

Government; and National Government policies are entrenched in legislation and laws which can be 

complicated.  Implementation of legislative imperatives has financial consequences and impacts on the 

budgetary a llocation of funds for the m unicipality ( eThekwini I DP doc ument (2009-2010).  In  
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comparison to the national GDP for the year 2006-207, Durban recorded an increase of 5.6%.  Table 

replicated from IDP document for eThekwini Municipality below: 

 

Table 2.2: GDP/GINI Coefficient & Unemployment Rate: 2006 To 
2007 (eThekwini Municipality 2009) 

 

The eThekwini Municipality out performed t he national trend over t he last de cade i n terms of  GDP, 

Gini C oefficient a nd t he unemployment rate ( eThekwini M unicipality I DP 2 009).  H owever, to 

implement the mandate of national government, the eThekwini Municipality had to redirect its funds 

for the 2009 to 2010 budget year towards infra-structure development.  The IDP document (eThekwini 

Municipality 2008:87) lists the following among the many financial challenges identified for the City: 

 

“The resolution of public queries, in keeping with the Batho Pele Principles, has placed pressure on the 

Municipality’s ability to render a uniform service at all its customer-care outlets.” 

2.20 CRM Models for Local Government 

Cripps, Ewing & McMahon (2004) observe that governments are increasingly focusing more attention 

on market orientation in their endeavours to reach and provide h igh customer service levels as t hey 

reform t heir administration structures and  pro cesses.  The increased pressure from com munity 

activism, compliance with legislative imperatives and, inter a lia, a genuine want t o provide t he best 

possible customer service at the optimum levels have compelled local governments to develop tools by 

which it can clearly measure, monitor and analyse the quality of the service it provides.  These tools 

can take the form of m odels which replaces an ad hoc response with a structured, formal, deliberate 

and methodical approach. 

Major South 
African Cities 

GDP (Constant, Rm) Gini Coefficient Unemployment Rate 
2006 2007 2006 2007 2006 2007 

South Africa 
1 175 216 
249 

1 236 626 
973 0.67 0.67 37.90% 36.90% 

Cape Town 133 665 584 142 866 856 0.59 0.59 25.40% 24.00% 
Johannesburg 196 215 201 206 774 733 0.65 0.65 29.30% 28.40% 
Durban 125 982 801 132 992 846 0.64 0.65 35.30% 34.80% 
Pretoria 109 176 658 115 699 697 0.63 0.63 24.40% 23.80% 
East London 39 915 335 41 677 549 0.63 0.63 42.30% 41.60% 
Ekurhuleni 75 396 000 79 516 520 0.64 0.64 34.80% 33.70% 
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2.21 The EFQM MODEL

Figure 2.5: EFQM Model

(European Foundation for Quality Management 2003)

The E uropean F oundation f or Q uality M anagement ( EFQM) w as f ounded in 1988 by  l eaders f rom 

fourteen companies to enable them to share ideas and give recognition.  This foundation developed the 

EFQM Model for use as a  management tool as w ell as an assessment tool to measure how well the 

organisation i s pe rforming.  T he m odel ha s a  “ non-prescriptive f ramework” t o enable t he 

understanding of  the c onnections between w hat t he or ganisation do es, how  i t do es i t a nd the 

organisation’s ca pacity to achieve r esults.  A s t he provision of effective m unicipal s ervices i n an 

efficient and cost effective manner is the result of the integrated efforts of many departments this tool 

could be used by the municipality to generate a logical and systematic audit of the final product of this 

collective e ffort.  The E FQM m odel c an also be  us ed to identify t he cap abilities and  r esources t he 

various business units within the municipality would require in order to meet its strategic goals.  The 

model i s d ivided into ni ne e valuation areas.  T he ini tial f ive would be  p ertinent to t he ope rational 

aspects o f t he municipality a nd i s known a s t he e nabler t hat looks a t w hat, how  a nd w hy t he 

municipality does what it does and the latter four would focus on results achieved by the municiplaity 
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in terms of  how i t performs on w hat it does.   A deeper investigation into the suitability use of  this 

model for eThekwini Municipality is beyond the scope of this study. 

2.22 Conclusion 

The literature review discussed in this Chapter indicates that a strong and deep understanding of all the 

elements of customer relations management is central to the success of implementing CRM strategies 

and has provided useful guidelines on designing, implementing and evaluating CRM strategy in a local 

government environment.  T his chapter has a lso a ttempted to provide an insight into the eThekwini 

Municipality and has touched on some key pertinent dynamics that impact and influence the eThekwini 

Municipality and has provided a review of tools, methodologies and strategies that have been used by 

other local government structures to improve their public image.  Strategies have been identified that 

can be used by eThekwini Municipality to eliminate cynicism from society, demonstrate that it intends 

to use i ts power for the benefit of  society and t o provide for t he involvement o f t he public in local 

government decision.   A n attempt has been made to demonstrate the value that private sector CRM 

can hold for t he pub lic sector t o improve org anizational p rocesses and performance and to build 

relationships with their ‘customers’.  The next chapter will discuss the results of the survey conducted 

to gauge the perceptions of citizens regarding the level of services, inclusion and information provided 

by the eThekwini Municipality to its constituents and customers.  
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Chapter Three 

Research Methodology and Data Collection 

3.1 
 

Introduction 

3.2 

For most people, research is a search for knowledge, a movement from the known into the world of the 

unknown and a journey towards acquiring knowledge (Kothari 2008).  Research is an academic study, 

it i s st eeped in science and it i s ba sed on a sc ientific and systematic manner t o collect, investigate, 

experiment with and interpret results.  This chapter reviews the objectives of t his study, the sampling 

technique chosen, a nd s uitability of  t he research instrument a nd outlines the m ethods e mployed i n 

collecting, analysis and interpretation of the data. 

 
Motivations for the Study  

 To learn from the strategies, methodologies and models designed and implemented by eThekwini 

Municipality to improve their effectiveness in promoting customer relations management thereby 

contributing  to the current body on knowledge on this subject. 

 To critically ana lyse and  asses s how  t he roll ou t of t he B usiness O perating Mode l f or t he 

eThekwini Customer Service Centres has improved access to municipal information and services 

for a ll citizens a t ac ceptable s tandards and achieved its o bjectives of e nsuring t hat cons istent 

service is provided through the various channels viz. telephonically, electronically or face-to-face. 

 To cr itically ana lyse and  ass ess t he e ffectiveness of the pr ograms assoc iated with ch ange 

management, stakeholder involvement, branding and marketing of the Customer Service Centres to 

promote cu stomer relations m anagement in achieving the  C RM ob jectives ta rgeted by  th e 

eThekwini Municipality.  

 To obtain responses from ratepayers and other users of municipal services and generate a report on 

their perceptions of the customer service provided by eThekwini Municipality. 

 

The following problem statement was formulated to concisely capture the motivations listed above: 

 

“Improving r elationships with s ociety a s us ers of  municipal g oods a nd s ervices through a dopting 

private sector, profit optimizing CRM models, methodologies and strategies would increase the 

efficiency of service delivery in eThekwini Municipality.” 
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3.3 
 

Research Type 

The basic types of research are: 

 

 

Descriptive or A nalytical: Descriptive statistics describe a si tuation as i t currently exists, there i s no 

control over the variables and it can be used to research the preferences of people.  Analytical research 

is the critical evaluation of facts and figures on which conclusions are based. Descriptive research aims 

to de scribe a nd d epict the c urrent s ituation a nd t o v erify t he hy pothesis.  R esearchers t hat us e t his 

method aim at “demarcating the population (representative of the universum) by means of perceiving 

accurately r esearch parameters; an d recording i n the f orm of a  w ritten report t hat w hich ha s be en 

perceived” (Nelson Mandela Metropolitan University n.d.).  This study is based on descriptive research 

as: 

 

 

The s ize of  t he p opulation of  eThekwini m unicipality is t oo large and far s pread t o h ave be en 

included in this study; therefore, this study has used a sample of the population.  Test sampling is 

an integral part of descriptive research.  Test sampling was adopted for this study due to challenges 

such as size and affordability. 

  

Descriptive r esearch is suits qua ntitative r esearch a s i t allows for t he d ata to be p resented 

graphically.  This study will graphically illustrate the results and data of the research undertaken.  

This a llows f or the s implification o f t he m easures, data and c onclusions reached and enables 

presentation in a format that is easily understood. 

 

Applied or  F undamental: A pplied r esearch i s r esearch unde rtaken t o und erstand a nd s olve a n 

immediate problem affecting society, business or any organisations and is used to solve practical social 

or business problems.  Fundamental research is used to produce broad theories and generalisations, and 

is best suited to areas such as m athematics, natural phenomena, etc.  This s tudy i s based on applied 

research as it is aimed at understanding a pr oblem that does affect both business and society and the 

research undertaken can be used towards solving the problem. 

 

Quantitative or Qualitative:  Quantitative r esearch is a measurement research based on volumes and 

amounts.  Research aimed at obtaining the opinions of pe ople is qualitative research. This research is 

based on quantitative research. 
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3.4 

Conceptual or Empirical: Conceptual research is based on abstract ideas or constructs which is used to 

form c oncepts o r t o review e xisting c oncepts.  E mpirical i s ba sed on e xperiments or  r esearch and 

allows the research to manipulate variables to gauge outcomes and to test hypotheses.  This research is 

empirical in nature as it is based on research and is a case study of the eThekwini Municipality (Ghauri 

& Gronhaug 1995).  

3.4.1 

Research Design 

 
The Research Instrument: Description and Purpose 

The method chosen was the employment of a structured questionnaire.  The advantages of a structured 

questionnaire are, amongst others, that they provide choices for selection in answer to the questions, 

they are suitable for large samples or ‘big enquiries’, they are free from the influence of the researcher, 

they are cheaper to apply, easier to reach respondents, etc. (Kothari 2008).  Some of the disadvantages 

of us ing t he qu estionnaire m ethod to co llect i nformation is, inter al ia, t he low r ate o f return o f 

questionnaires sent to respondents in the selected population, the respondents in the sample may not 

always be representative of the population, the differences in the interpretations of the questions by the 

respondents, the loss o f c ontrol ov er t he que stionnaires onc e t hey ha ve be en di spatched a nd t he 

slowness of the completion and return of the questionnaire, etc. (Kothari 2008).   

3.4.2 
 

The purpose of the questionnaire was to determine the customer satisfaction levels of respondents with 

municipal services provided by the eThekwini Municipality. The questionnaire is designed to evaluate 

information provided in terms of four main sections, namely: 

 

Construction of the Questionnaire 

 Background information of respondents 

 Part 1-General: To gather information on  whether respondents know what to expect f rom the 

municipality, knowledge of their ability to influence key municipal decisions and their rights to be 

kept informed. 

 Part 2-Contacting the Municipality: to gather information on reasons for contact, method of contact 

and perceptions of customer service received during contact with the municipality. 

 Part 3 -Involvement i n Local Municipality A ffairs: Respondents a nswers provide i nsight i nto 

society’s willingness to interact with municipal and social structures, to participate in bodies and 

forums t hat i nfluence m unicipal pe rformance, h ow w ell t hey r ate the pr ovision o f m unicipal 

services and the performance of the municipality. 
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The questionnaire used closed ended questions as these are easy and quick to answer, and this: 

 

 Makes it easier to compare answers across respondents, 

 Easier to analyse the answers on a computer, 

 The choices of the responses makes it easier to understand the questions, and 

 It makes it easier to replicate the study. 

 

The questions were based on a  f ive-point L ikert scale, multiple choice questions and a contingency 

question.  The c ontingency que stion in the qu estionnaire is q uestion num ber 17 i n P art 2  w hich 

covered Contact with the M unicipality.  This was i ntroduced in the questionnaire as it would be 

irrelevant for respondent’s that had not had contact with the municipality and therefore cannot answer 

such que stions.  A quasi filter w as a lso included t o provide for a ‘don’t know’ op tion in certain 

questions which would otherwise have been dichotomous questions (Cooper & Schindler 2001; 

Wuensch 2005). 

 

The intention was to allow respondents to answer as quickly as possible to encourage participation; to 

remove pressure associated with thinking and writing in answers and to reduce time taken to complete 

the questionnaire.  The questions were worded as simply as possible to remove different possibilities of 

interpretations.  

3.5 
 

Administration of the Questionnaire 

A pr oblem t hat a rose in i dentifying r espondents was t he initial intention of  di stributing t he 

questionnaire e lectronically.  It was impossible to obtain a da tabase or t o source email addresses of 

ratepayers and /or u sers o f m unicipal services.  To overcome t his p roblem, it w as d ecided t o v isit 

shopping centres within the municipal area and to request shoppers within those centres to participate 

in the research by completing and returning the questionnaire.   This option also assisted to counter the 

challenges associated with structured questionnaires.  Willing respondents were found in the Pavilion 

Mall in W estville, t he R idge S hopping C entre in S hallcross, the S anlam C entre in P inetown, the 

Malvern S hopping C entre i n M alvern a nd t he G ateway S hopping C entre in Umhlanga.  T his also 

ensured that questionnaires, once completed, were immediately returned, that respondents could ask for 

guidance in interpreting questions and given that the shopping centres were located in various areas of 

Durban, the sample of respondents were fairly of representative of the population group.  Two hundred 

and forty (240) respondents completed and returned the questionnaires. 
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3.6 
 

Statistical Analysis of the Questionnaire 

The questionnaire was structured to suit statistical techniques that would be employed in the analysis 

of t he qu antitative da ta.  Software u sed for t he a nalysis of  the data included both S PSS and E xcel 

software; b oth be ing s uitable to producing de scriptive, c omparative and inferential statistics.  T his 

software aided the editing, coding and capturing of data for analysis purposes.  The results are depicted 

graphically and visually.  Klopper (2006) recommends the guidelines outlined for determining sample 

size for research activities by Krejcie & Morgan (1970).  I n terms of this guideline, for a population 

size exceeding 100,000 a sample of 340 is recommended.  The 240 responses received reflect 70% of 

the recommended sample size and is considered a reasonable am ount of data to be analysed and 

interpreted to produce descriptive and inferential statistics. 

3.7 
 

This chapter described the research methodology and defined the research objectives associated with 

this study.  In t he next chapter, the da ta will be  presented i n order t o obtain deeper i nsight into the 

concepts of CRM in eThekwini Municipality.  I n Chapter four the data will be reviewed in order to 

provide recommendations and possible solutions and thereby fulfill the objectives of this project. 

 

Conclusion 
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Chapter Four 

Presentation of Results 

4.1 
 

Introduction 

4.2 

This ch apter pr esents and de scribes t he d ata, using de scriptive and inferential st atistics t hat w as 

collected f rom all t he r espondents.  T he primary data c ollection t ool used for this study was a  

questionnaire and the following data was generated. 

4.2.1 

Analysis of Data 

 
Descriptive Statistics 

The first part of  the questionnaire sought to obtain background information of  the respondents.

From the information gathered, 34.6% of the respondents were aged between 22-32, 24.6% were aged 

between 33-43 years, 15.8% were aged between 44-54, 12.9% were aged under 21 y ears and 11.7% 

were above 54 years of age.  52.5% of the respondents were males and 44.2% were females.  44.2% of 

the respondents are married, 41.7% were single, 7.1% were divorced and 2.9% were widowed.   42.5% 

of t he r espondents w ere m atriculants, 15% did not  p ossess a  matric qua lification and 37.5% of t he 

respondents indicated that they had post matric qualifications. 21.7% of respondents did not answer the 

question regarding income, 43.7% indicated that they earned less than R10, 000 per month and 4.6% 

responded that they earned more than R25, 000 per month. 

  The 

information gathered from this section is summarized below.  

 

4.2.2 

4.2.2.1 

Comparative Statistics 

 

The questions in this section was intended to gather information on whether respondents know what to 

expect from the municipality, knowledge of their ability to influence key municipal decisions and their 

rights to be kept informed. 

  

Part 1: General Section of the Questionnaire 
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Question 1:  I agree that I can influence decisions affecting my local area 

 
 

Figure 4.1: Influencing Municipal Decisions 
 

 

Forty three percent point three percent (43.3%) of respondents strongly agreed and twenty two percent 

(22%) somewhat agreed that they could influence decisions made by the municipality.  Twelve (12 %) 

were undecided.  Four percent (4%) of r espondents somewhat disagreed and sixteen (16%) strongly 

disagreed that they can influence municipal decisions. 

 
  

15.8%

4.2%

12.1%

22.0%

43.3%

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

50.0%

Strongly 
disagree

Somewhat 
disagree

Undecided Somewhat 
agree

Strongly 
agree

Pe
rc

en
ta

ge



 - 34 -  

Question 2:  I am well informed on how to pay eThekwini Municipality bills 

 
Figure 4.2: Paying Municipal Bills 

 

This question indicated that 59.2% strongly agreed with the statement, 23.3% somewhat agreed, 5.4% 

were undecided, 3.3% somewhat disagreed and 7.9% strongly disagreed. 
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Question 3:  I know how to submit my complaints to the council 

 
Figure 4.3: Submitting Complaints to Council 

 

 

This question revealed t hat 39.2 % of the respondents s trongly a greed t hat t hey knew how  t o pa y 

municipal bills, 20.4% somewhat agreed, 12.1% were undecided, 9.6% somewhat disagreed and 16.7% 

strongly disagreed. 
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Question 4: I am well informed on what standard of service I can expect from the  council 

 

 
 

Figure 4.4 Standards of Municipal Service Provided 
 

This question indicated that 19.2% of the respondents strongly disagreed that they were well informed 

on t he s tandards o f s ervice t hey c ould e xpect f rom t he m unicipality, 13.8% somewhat di sagreed, 

10.8% were undecided, 19.6% somewhat agreed and 34.6% strongly agreed. 
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Question 5:  I am well informed on how well the municipality is performing 
 

 
Figure 4.5:  Municipal Performance 

 

This question confirmed that 20.4% of the respondents strongly agreed that they were well informed on 

the performance of the municipality, 19.6% somewhat agreed, 9.6% were undecided, 20% somewhat 

disagreed and 29.2% strongly disagreed. 
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Question 6: I agree that the municipality keeps residents well informed about the services and benefits 

it provides 

 

This question indicated that 18.8% of the respondents agreed that they were kept well informed about 

the services and benefits provided by the municipality, 16.3% somewhat agreed, 8.8% were undecided, 

16.7% somewhat disagreed and 38.8% strongly disagreed.  

 
Figure 4.6: Informed on Municipal Services 
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4.2.2.2 
 

Part 2: Contacting the Municipality 

This section of the questionnaire sought to obtain information from respondents for their reasons for 

contact, m ethod o f c ontact a nd pe rceptions of  c ustomer s ervice r eceived dur ing c ontact w ith the 

municipality. 

 

Question 7: How many times have you contacted the municipality in the last year? 

 

Question 7 is a contingency question.  Those respondents that had not contacted the municipality were 

requested no t t o a nswer the r emaining que stions in t his section. Thirty s even poi nt ni ne pe rcent 

(37.9%) indicated that they did not know the number of contacts they had with the municipality in that 

last year, 15.4% indicated that they had contacted the municipality more than 5 times in that last year, 

15% had contacted the municipality between 3 to 5 t imes and 22.9% had contacted the municipality 

between 1 to 2 times in the year preceding this study. 

 
Figure 4.7: Contact with Municipality 
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Question 8: Which of the following describes the reason for your contact with the municipality? 

 

 
Figure 4.8: Reasons for Contact 

 

 

The municipality was con tact by  39.5% of the r espondents to complain or report a  p roblem, 22.9% 

sought advice or information and 21.3% to apply for services. The rest could not remember the reason 

for contact or initiated contact for other reasons than the options provided. 

 

39.5%

22.9%
21.3%

16.3%

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

Complain about 
service or report a 

problem

Ask for 
information

Apply for a service Cannot 
remember/Do not 

know

Pe
rc

en
ta

ge



 - 41 -  

Question 9: How did you contact the municipality? 

 

 
Figure 4.9: Method of Contact 

 
 

Fifty five point three percent of the respondents (55.3%) favoured contact via the telephone and 26.8% 

preferred direct c ontact.  Nine poi nt e ight pe rcent ( 9.8%) contacted t he m unicipality t hrough pos t, 

3.3% by fax, and 2.4% via the web and 1.6% via email. 
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Question 10: I am satisfied with the service I received the last time I contacted the municipality. 

 
Figure 4.10:  Satisfaction with Service 

 

This question revealed that of the respondents that answered this question, 29.9% strongly di sagreed 

that they were satisfied with the service they received in their last contact with the municipality, 11.8% 

somewhat disagreed, 6.3% were undecided, 27.4% somewhat agreed and 27.6% s trongly agreed that 

they were satisfied with the service they received in their last contact with the municipality. 
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Question 11: In my last contact with the municipality, I was with satisfied with finding the right person 

to assist me. 

 
Figure 4.11: Finding the right person to help 

 

This question indicated that of the respondents 12.5% strongly disagreed that they were satisfied with 

finding t he r ight pe rson t o a ssist them, 8.8%  s omewhat di sagreed, 3. 8% w ere unde cided, 1 2.5% 

somewhat agreed and 15.8% strongly agreed that they were satisfied with finding the right person to 

assist them. 
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Question 12:  In my last contact with the municipality, I was satisfied with the amount of time taken to 

deal with my matter (reason for contact). 

 
Figure 4.12: Satisfaction with Time Taken 

 
 

This question revealed that 14.6% of respondents strongly disagreed that they were satisfied with the 

amount of  time t aken to deal w ith their m atter, 7.9% som ewhat disagreed, 2. 5% w ere u ndecided, 

14.6% somewhat agreed and 14.2% strongly agreed t hat they were satisfied with t he information 

provided.  
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Question 13: In my last contact with the municipality, I was satisfied with the information I was given. 

 
Figure 4.13: Satisfaction with Information Received 

 

 

This question revealed that 12.9% strongly disagreed that they were satisfied with the information they 

were given, 4.6% somewhat disagreed, 6.3% were undecided, 15% somewhat agreed that they were 

satisfied w ith the i nformation they r eceived and t he remaining 15%  strongly a greed t hat they w ere 

satisfied.  
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Question 14 : I n my last c ontact w ith the m unicipality, I w as satisfied with the competency of t he 

municipal staff members. 

 
Figure 4.14: Satisfaction with competency of municipal employees 

 

This qu estion indicated that 13.3% s trongly di sagreed that they w ere s atisfied with the c ompetency 

demonstrated by the municipal staff members, 5.4% somewhat disagreed, 5% were undecided, 12.1% 

somewhat agreed and 17.1% strongly agreed that they were satisfied with the competency of the staff 

members. 
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Question 15:  I n my last c ontact w ith the m unicipality, I w as satisfied with the he lpfulness o f t he 

municipal staff members. 

 

Question 15 demonstrates that 13.3% strongly disagreed that they were satisfied with the helpfulness 

of t he municipal s taff member, 8.3%  s omewhat d isagreed, 33 % w ere unde cided, 10.4 %  s omewhat 

agree and 17.9% st rongly ag ree t hat t hey w ere sa tisfied with the h elpfulness of t he municipal s taff 

member. 

 
Figure 4.15: Satisfaction with Helpfullness of Municipal Employee 
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Question 16:  In my last contact with the municipality, I was satisfied with the final outcome of  my 

matter. 

 
The majority of  respondents, 26.6% and 28.9% respectively agreed that they were satisfied with the 

outcome whilst 28.1% and 13.3% were not happy with the outcome, whilst 3.1% were undecided. 

 
Figure 4.16: Satisfaction with Outcome 
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4.2.2.3 Part 3: Involvement in Local Municipality Affairs 
 

This section is aimed at obtaining insight into respondents’ willingness to interact with municipal and 

social structures, to participate in bodies and forums that influence municipal performance, how they 

rate the provision of municipal services and the performance of the municipality. 

 

Question 17:  In the past year, have you attended any of the following? 

 
This que stion de monstrated t hat of t he r espondents 28.4% ha d attended pub lic m eetings, 19. 8% 

attended community based organisation meetings, 18.0% had met with municipal officials, 20.3% had 

met with their ward councilor and 15.4% had met with other municipal representatives.  70.7% had not 

attended a ny pu blic m eetings, 79.3%  d id n ot a ttend m eetings o f c ommunity ba sed or ganisations, 

81.1% had not met with municipal officials, 78.9% had not met with their ward councilor and 82.9% 

had not met with any other municipal representative.   

 

 
Table 4.1: Interactions with the Municipality 

  

Interactions Yes No Don't Know Total 

Attendance at public meetings 27.50% 68.30% 0.80% 96.60% 

Attendance at CBO Meetings 18.80% 75.00% 0.80% 94.60% 

Meetings with municipal employees 17.10% 77.10% 0.80% 95.00% 

Meetings with ward councillor 19.20% 74.60% 0.80% 94.60% 

Meetings w ith other municipal 
representatives 14.60% 78.80% 1.70% 95.10% 
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Questions 18 to 21 
 

Question 18: In the past year, have you telephoned any municipal office to express your views on any 

municipal related matter or service? 

 
Figure 4.17: Expressing views telephonically 

 

This question revealed that 23.8% had contacted the municipality to express their views on municipal 

related matters or service. 
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Question 20:  In the past year, have you participated in any survey (excluding this survey that you are 

currently completing), in any focus groups, or telephone interviews on municipal related matters? 

 
Figure 4.18:  Participation in focus groups 

 
This question revealed that 14% of respondents had participated in focus groups relating to municipal 

matters and 86% had not. 
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Question 22:  In the last year, do you agree that the municipality has made adequate provisions for you 

to express your views on the municipal services and issues that affect you? 

 
Figure 4.19: Adequate provisions to express views 

 
This question indicates that 35.8% of respondents strongly disagree that the municipality has adequate 

provisions to enable them to express their views, 18.1% somewhat disagree, 17.7% were undecided, 

13.8% somewhat agreed and 13.4% strongly agreed that the municipality had adequate provisions for 

expressing views. 
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Question 2 3:  Are y ou s atisfied w ith the opportunities for pa rticipation i n local decision m aking 

provided by your municipality? 

 
Figure 4.20: Opportunities for participation in Local Government Decision Making 

 
This question revealed that 35%  of r espondents s trongly di sagreed that they were satisfied with the 

opportunities p rovided for pa rticipation i n l ocal de cision m aking, 17.5%  s omewhat d isagreed, 15 % 

were undecided, 15.7% somewhat agreed and 14.2% strongly agreed. 
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Question 24 :  Generally s peaking, w ould y ou l ike t o be  m ore involved i n t he d ecisions y our 

municipality make(s) that affect your local area? 

 
Figure 4.21 Willingness to become more involved in Municipal Affairs 

 
 
Of the respondents, 51.1% and 22.6% indicated that they would like to be more involved in municipal 

decision making.  Thirteen point six percent (13.6%) and 4 .7% answered that they w ould not be 

willing to increase their involvement and 8.1% were undecided. 
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Question 25:  To what extent do you agree with the following statements? 
 
a. eThekwini Municipality is working to make our area a better place to live in. 

b. eThekwini Municipality has upgraded the civic centres and community halls in our area. 

c. eThekwini Municipality is progressive. 

d. eThekwini Municipality is an engaging organisation. 

e. eThekwini Municipality listens to the concerns of local residents. 

 

eThekwini Municipality 
Strongly 
disagree 

Somewhat 
disagree Undecided 

Somewhat 
agree 

Strongly 
agree 

Is working t o make our  a rea a 
beter place to live in 32.50% 12.80% 9.80% 26.50% 18.40% 

Has upgrade the civic centres and 
community halls in our area 44.10% 13.60% 8.40% 15.70% 18.20% 

Is progressive 24.90% 15.50% 28.80% 18.50% 12.40% 

Is an engaging organisation 24.90% 15.50% 28.80% 18.50% 12.40% 

Listens to the concerns of local 
residents 34.50% 14.50% 13.60% 23.00% 14.50% 
  

Table 4.2: eThekwini Municipality  
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Question 27: Compared to a year ago the eThekwini Municipality is doing a better job 

 

 
Figure 4.22: Improvement in Municipal Performance over the last year 
 
 
This question indicated that 29.6% of the respondents strongly disagreed that the municipality is doing 

a better job compared to the year that had passed, 19.6% somewhat disagreed, 15.8% were undecided, 

20% somewhat agreed and 13.3% strongly agreed that compared to the year that had passed the 

municipality is doing a better job.  
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4.3 Inferential Statistics 

4.3.1 Correlation Tests 
 
Correlation t ests ar e us ed t o determine the existence and significance of relationships be tween 

variables (Cooper & Schindler 2001).   

 
The probability (p) value in tables 1 and 2 above is 0.000 which is less than 0.05 indicating that there is 

significant c orrelation between respondents t hat exp ressing t heir v iews and  t heir pe rception of the 

improvement of the municipality.  The Pearson correlation coefficients of 0.522 indicates a strong and 

positive c orrelation r espectively be tween the m unicipality pr oviding oppor tunities f or m unicipal 

customers t o pa rticipate a nd m aking a dequate provisions f or them t o e xpress their v iews f or these 

customers to agree that the performance of the municipality has improved.   
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There is a strong positive relationship which indicates that if one variable increases, then it will lead to 

an increase in the other variable as well.  One infers from this that for respondents to better rate the 

performance of the municipality they would need to feel more included in the municipal affairs, the 

municipality would need to listen more to its customers and the municipality has to continue working 

hard to demonstrate that it would keep promises made.  

4.4 Conclusion 
 

Descriptive, comparative and inferential s tatistics were used to inform an understanding of the data.  

The descriptive analysis provided insight into the respondents and their responses to the questionnaire.  

The inferential s tatistics pr ovided i nsight into v ariables i nfluencing r espondents’ pe rceptions o f 

improvement by the municipality in the job it did.  This is especially relevant as the municipality’s job 

is to deliver municipal services to customers and ratepayers.  In Chapter five the results of this study 

will be discussed further. 
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Chapter Five:  

Discussion of Results  

5.1 
 

Introduction 

5.2 

This chapter discusses the results of the statistics as presented in the previous Chapter.  The literature 

review contained in Chapter 2 will be used as the foundation.  This chapter will identify and discuss 

whether the results support or contradict the literature.  The research questions will be answered using 

the outcomes of the statistics as presented in Chapter Five.     

5.2.1 What can be learned from the strategies, methodologies and models designed and 

implemented by eThekwini Municipality to improve their effectiveness in promoting customer 

relations management? 

The Key Research Questions 

 

The literature research indicates that shor tly af ter a malgamating f rom 7 municipalities i nto a s ingle 

municipal entity, the Regional Centres Unit of the newly formed eThekwini Municipality embarked on 

a CRM project.  The project resulted in the introduction of customer care centres in various wards of 

the m unicipalities (attached a s A ppendix 1).  These cen tres w ere b randed Sizakala C ustomer C are 

Centres with vibrant bright colours and large signage.   

 

Given the con straints a ttached to rural ar eas, t he R egional C entres U nit d eemed it impractical an d 

economically unviable to provide the full range of s ervices in these areas.  Specialised services staff 

being costly to appoint to a location where the demand for such services was rare or infrequent led the 

municipality to opt for information centres in these areas.  These small customer care centres provided 

assistance to customers to apply for services, to obtain information on municipal accounts and other 

issues and to submit documents f or onward transmission to service de partments suc h as E lectricity, 

Water, Rates, etc.  I n the l arger urb an areas su ch as ce ntral D urban, Pinetown, Kingsburgh and 

Tongaat, the Regional Centres Unit implemented customer care centres that provided a ‘one stop shop’ 

for municipal customers.  A customer can access all and any current municipal service in these centres 

and can meet with staff from specialised departments such as engineering or town planning.   
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A customer care policy was developed and officially launched at a community function held in Umlazi 

in 2008.  This policy outlines the CRM objectives set for the municipality and makes certain promises 

to the municipal customer.  A ll municipal employees were given a copy of this policy to make them 

aware as employees w hat w as ex pected from t hem i n servicing cus tomer an d users o f m unicipal 

services.   

 

From t he l iterature r eview obt ained f rom t he e Thekwini M unicipality  a nd f rom t he r esults o f the 

survey, it can be inferred that making a single unit responsible and accountable for CRM has yielded 

results, removed internal politicking and negative competition amongst municipal units and improved 

access to the municipality.  T his is supported by  t he f indings a nd recommendations pr esented King 

(2006), Cripps et.al. (2004) and Caruana, Ramaseshan & Ewing (1998). 

 

By pool ing t ogether t he resources of  m any de partments i n a S izakala C ustomer C are C entre, t he 

municipality is able to achieve both productive and allocative efficiency as i t attempts to optimize the 

employment of resources to achieve the best possible mix of goods and services provided at the lowest 

possible cost ( McConnell & B ruce 2005) .  T he f ormulation of  a  c ustomer c are po licy g uides t he 

behavior of employees and outlines to customers what their expectations should be.  This supports the 

views expressed by Elliot (2000). 

 

However, this researcher is of the opinion that the process followed by the Regional Centres Unit was 

weak, unstructured and without any documented evidence to justify the reasons for the CRM processes 

adopted or identification of locations for the Sizakala centres. There is no evidence of segmentation, 

marketing strategy or other analysis which is critical to such initiatives as outlined by Prowle (2008).   

5.2.2 Has the roll out of the Business Operating Model for the eThekwini Customer Services 

Centres improved access to municipal information and services for all citizens at acceptable 

standards; and achieved its objectives of ensuring that consistent service is provided through the 

various channels viz. telephonically, electronically or face-to-face? 

 

According t o C ripps, E wing &  M cMahon (2004) t he a malgamation of  m any municipalities i nto a  

single s tructure provides t he ne w st ructure w ith ec onomies of  sc ale t hat i n turn provides t he n ew 

municipal structure w ith g reater resources t o i mprove de livery of  s ervices t o the c ommunity.  T he 

eThekwini Municipality resulted from an amalgamation of seven municipalities in the year 2000.  This 
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new s ingle municipal e ntity inherited the resources o f the  erstwhile municipalities thereby implying 

that municipal performance and services should have been improved. 

 

From the survey results, a significant percentage (50%) of the responses did not support the theory that 

municipal performance had improved.  A  third of  the responses felt that municipal performance had 

improved.  The research r esults infer a  st rong a nd significant relationship between l evels of 

involvement be tween the m unicipality and its c ustomers and the cu stomer’s pe rceptions of the 

municipality.  From the research results, it can be inferred that municipal customers want to improve 

the importance of their role in public policy and decision making, they desire to be involved with the 

municipality bu t f eel that t he p rocesses for p articipation s tifle t he a mount of i nvolvement a nd 

participation they can have with the municipality.  These findings support Bingham, Natchi & O’Leary 

(2005), Da Silva (2007), Cripps et.al. (2004) and Rusimbi (2008). 

 

From the findings of this research it can be inferred that municipal customers are aware of the standard 

of service they can expect from the municipality, are informed on the processes to submit complaints, 

believe t hat they can influence municipal decisions and know how to s ettle their m unicipal bills.  

Given that this research did include some of the areas that were part of erstwhile municipalities, there 

appears to be no confusion by the respondents in adjusting to a single municipal entity.  It can also be 

inferred further that most people prefer to contact the municipality through telephony or by visiting a 

municipal office.  The main reasons for contact with the municipality are to submit complaints, report a 

problem, and apply for services or to request advice or information. Therefore it can be inferred that 

access to municipal services and the standards of service provided are acceptable to municipal 

customers.  This finding does not support Beynon-Davies & Martin (2004) but does support Greenberg 

(2002). 

 

Overall, a s lightly higher pr oportion of  r espondents i ndicated s atisfaction with t he c ustomer service 

received, and a slightly lower proportion indicated the opposite.  Given the minimal difference between 

those that indicated satisfaction and those that did not, the researcher infers from these results that there 

appears to be inconsistency in the approach, competencies and attitudes of the service employee to the 

customer, in the time taken to resolve the issue, the quality of service provided and the outcome of the 

issue and therefore the model has not yet achieved its objective of providing consistent service which 

according to Kandell (2004) would have been an outcome of an effective CRM implementation. 
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5.2.3 Are the programs associated with change management, stakeholder involvement, 

branding and marketing of the Customer Service Centres to promote customer relations 

management effective in achieving the CRM objectives targeted by the eThekwini Municipality? 

 

According t o B lackman a nd S tephens (1993) e ffecting c hange i n or ganizational culture is far m ore 

difficult than improving customer services.  Futrell (2008) provides a list of issues that would need to 

be reviewed to bring about institutional change such as t raining, review of policies and programmes 

incorporating relevant and pertinent accountable procedures.  This research supports these authors as it 

can be i nferred by t he r esults t hat r espondents ar e g enerally sat isfied with the cus tomer ser vice 

provided and t hat the s ervice provided varies among the municipal employees.  T he researcher al so 

infers from the results that the municipality has not yet succeeded in providing enough or appropriate 

channels to encourage and allow municipal customers to participate in its affairs.  Stakeholder 

involvement is currently viewed as weak by the respondents.  From the results it can be inferred that 

CRM has not provided immediate quick win solutions for the municipality.  The municipality appears 

to be progressing well towards meetings its CRM objectives but has lots more work to do for the full 

CRM r esults a re a chieved.  T his f inding i s s upported by  C hang ( 2004), W oodcock e t.al. ( 2003), 

Newell (2004), Greenberg (2004) and Haudan (2008). 

 

The municipality embarked on a  strong branding drive.  I was surprised by the decision to develop a 

separate brand for the Customer Care Centres under the umbrella municipal brand.  T he municipality 

adopted a  new na me f or t he c entres a fter holding a  c ompetition inviting t he public to r ecommend 

suitable names t hat w ould be  strongly asso ciated with customer se rvices.  The na me S izakala w as 

adopted which is an isi Zulu word meaning ‘get help’.  The colour used for the brand is orange which 

is not associated with the traditional municipal colours.  All Sizakala Customer Care Centres (urban 

offices) and Information Centres (rural offices) were redecorated internally and externally in line with 

this br and.  The i nterior o f t hese c entres are o utfitted i n c ontemporary, c omfortable furniture w ith 

strong l ighting, of ficial c ounters a t s eating he ight a nd l arge l it di rectional a nd information signage.  

The interior was de signed to welcome cus tomers and  t o make t hem f eel as comfortable as po ssible 

whilst there. These centres are also branded in the colours of the Sizakala brand.   

 

As a l arge propor tion of r espondents i ndicated that t hey chos e f ace t o face cont act w ith the 

municipality during their interactions, they would have visited a Sizakala Centre for assistance.  From 

the results of the research it can be inferred that the Sizakala Branded centers are positively influencing 

the cu stomer se rvice e xperience g iven that a l arge pr oportion o f r espondents did r eport a  s atisfied 
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customer service ex perience.   The d ecision to brand t he cus tomer c are cen ters as a s eparate b rand 

under the umbrella brand of the municipality signaled a fresh new start to the public and is a key lesson 

learnt.  This is supported by Raju et.al.(1995), Buttle (2004), Dean (2001), Kotler (2001), Kotler 

(2002) and Dyche (2003). 

5.2.4 How do ratepayers and other users of municipal services rate the customer service 

provided by eThekwini Municipality? 

 
The most significant finding of the research was the responses to the customer service satisfaction level 

respondents experienced in their interaction with the municipality.  The factors surveyed were service, 

time, i nformation pr ovided, out come; a nd k nowledge, competency and helpfulness of e Thekwini 

Municipality s taff.  I n e very di mension the m ajority of  r espondents, m ore t han 50 %, a nswered 

positively, with 27% to 30% falling in the strongly agree category.  The factors that appear to be most 

valued and which received t he most positive responses were Information, Outcome, Competency o f 

Municipal Employee and Time.  The Information factor also received the scores for l east satisfying.  

This f inding s upports F utrell ( 2006) w ho not es t hat i t i s v ital for t he r elationship to present th e 

customer with the required information that will assist the customer to arrive at an informed decision 

(Section 2.10 of this study).  This finding also supports the outcomes listed by King (2001) which are, 

inter a lia, c ustomer s ervices tha t a re c itizen oriented, getting it right the f irst t ime a nd encouraging 

accountability.   

 

However, despite the aforegoing, the r esearcher no tes t hat a lmost as m any r espondents w ere not 

satisfied with the customer service provided in the factors listed.  The factors that received the least 

favorable responses were competency and helpfulness experienced from the municipal officials.  Given 

these findings, the r esearcher infers that municipal employees have a si gnificant influence on the 

service experience of municipal customers (Ling & Yen 2001; Elliott 2000; Da Silva 2007).  Blackman 

and S tephens (1993) observed that local government or ganization culture did not correspond to a 

customer cen tric cu lture whilst F utrell ( 2006) ob serves t hat c ustomer service pe ople sh ould have 

inherent c haracteristics of  wanting t o he lp people, must ob tain s atisfaction f rom he lping pe ople a nd 

must be  a ble t o put  t he needs of  t he c ustomer be fore t heir own pr ide e specially when de aling w ith 

unhappy or disgruntled customers.  Whilst this finding does not support the main aims contained in the 

eThekwini Customer Care Policy (2008) namely getting it r ight the first time, providing consistently 

excellent cus tomer service and B athoPele pr inciples, g iven t he significant pr oportion of  pos itive 

responses, this r esearcher is o f the opinion t hat the municipality i s on  t he c orrect track.  A  s imilar 

research in the near future may well reveal that the municipality has achieved these objectives.  The 
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Customer Care Policy (2008) provides a strong foundation in the form of a strong value proposition.  A 

strong value proposition attracts clients and customer behavior analysis, marketing and good service 

builds and maintains customer relations and loyalty.  This is supported by Ahn, Kim & Han (2003), 

Kotler (1997), Blattberg & Deighton (1996) and Chaffey (2004). 

5.3 Conclusion 

In this chapter it was illustrated that t here is a significant correlation between how the respondents’ 

rated the municipality’s performance against their own involvement in municipal activities.  One infers 

from this that when people become more involved in municipal affairs, they are more likely to rate the 

municipality’s pe rformance pos itively, they pe rceive the m unicipality a s being m ore inclusive a nd 

engaging a nd t heir t rust i n t he m unicipality i s hi gher t han those pe ople that are not  as i nvolved i n 

municipal a ctivities.  The vision f or t he m unicipality i s t o m ake D urban A frica’s m ost c aring a nd 

livable city by 2020.  The questionnaire was designed to test whether the municipality was progressing 

towards achieving this vision and the results indicate that the municipality still has a lot of work to do 

to achieve this vision.  Chapter six will provide recommendations and concluding remarks. 
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Chapter Six 

Recommendations and Conclusions 

6.1 Introduction 

The r esearch s tudy c arried out  on C RM in e Thekwini Municipality f orms t he f oundation o f the 

recommendations contained in this chapter.  These recommendations will fill the gaps identified in the 

literature review and is based on the findings from the questionnaire as well. 

6.2 Recommendations 

The following recommendations are made: 

6.2.1 Developing a CRM Strategy 

The researcher could not trace any documented evidence of any formal or adopted strategy that could 

be obt ained for research and analysis purposes dur ing t he literature review.  O n approaching t he 

management of the Regional Centres Unit for a copy of the CRM strategy, the researcher was informed 

that the strategy was not  written up and was the result of discussions and decisions made ‘along the 

way’.  As research cannot be based on hearsay only, it is strongly recommended that the eThekwini 

Municipality documents is strategy, processes, experiences and lessons learnt during its CRM journey 

to ensure that new and future management and employees can gain historical context and insight into 

reasons and decisions taken.  This would also assist with making available valuable literature that other 

municipalities can benefit from.  As CRM in South African municipalities is relatively new, the CRM 

results of the eThekwini Municipality indicate the immense potential of CRM to improve government 

performance and possibly help restore public confidence in public institutions. 

6.2.2 Segmentation 

It is strongly recommended that the municipality undertakes an exercise in segmentation to, inter alia: 

 generate k nowledge and  unde rstanding of pe culiarities and /or si milarities of t he v arious 

communities, individuals, sectors, etc. that it services,  

 to measure the numbers and types of consumers of municipal goods and services,  

 to develop unique marketing strategies for distinctive segments, 

 to develop product offerings suitable to each segment; 
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 to design and m ake av ailable d ifferentiated channel o fferings f or pa yment of u tility bi lls, 

submission of complaints, etc., 

 to identify and make available adequate, appropriate and different opportunities and channels for 

municipal customers to interact and participate in municipal affairs 

6.2.3 Identifying Suitable Methods to Increase Stakeholder Involvement 

From the results of  the research, i t can be  inferred f rom the respondents that the publ ic wants to be 

more participatory and involved; however, the current methodology employed by the municipality is 

restricting t heir involvement.  I t i s r ecommended that t hese be r eviewed once t he s egmentation is 

completed t o pr ovide alternatives t o m embers of the publ ic f or participation.  As an  i dea, perhaps 

people cannot attend any public meetings called by the municipality whether during or after working 

hours a s t hey ha ve ot her priority obl igations.  F or such individuals p articipation could be  t hrough 

surveys t hat can be com pleted at t heir ow n time and mailed back via pos t or  e lectronically to the 

municipality.   

6.2.4 Motivating and Recruiting Customer Service officials 

In the philosophy that a happy employee will show a happy face to the customer, it is important to keep 

employees m otivated and energized especially i f t hey a re r equired to d eal w ith unha ppy a nd i rate 

customers.  The Customer Employee Model by Da Silva (2007) is recommended for this purpose as it 

combines CRM and ERM (Employee Relationship Management) principles to: 

 

 Show empathy and care to employees, 

 To motivate employees, 

 To identify employees needs and preferences and fit with position. 

 

Futrell (2006) developed a model of personal characteristics that individual serving customers should 

possess and is also recommended to the municipality to guide the recruitment of individuals that would 

be i n di rect c ontact w ith members of  t he publ ic a s customers of  the municipality w hether ov er t he 

counter or telephonically. 

6.2.5 Implementing Organizational Change and Achieving Strategic Results 

The E FQM m odel de veloped by  the E uropean F oundation is r ecommended f or bo th or ganizational 

change and delivering on s trategy.  T his model will enable the eThekwini Municipality to understand 

the connections between all its processes and resources and will improve the municipality’s ability to 
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achieve results.  It is a tool that can be used to generate a logical and systematic understanding of the 

organization.  T his unde rstanding c an be  us ed t o i dentify w hat i s w orking w ell, w hat a re t he 

advantages the municipality has, where the gaps are to be filled, would be required to meet the strategic 

goals and it will also enable the municipality to measure the results achieved. 

6.2.6 

In order to achieve the research objectives, this study was very focused and specific.  The following are 

recommended as areas of future research on CRM experiences within eThekwini Municipality: 

Suggestions for Future Research  

6.2.7 

 The survey question did not ask respondents to indicate their religious or racial profiles therefore 

inferences c ould n ot be  m ade on how  di fferent e thnic g roups v iewed the pe rformance of  l ocal 

government. 

Demographics of Respondents 

 The s urvey di d no t obtain i nformation on  r espondents’ pr eferred first l anguage a nd if t here i s a 

difference between preferred language and perceptions of municipal service satisfaction. 

 The study also did not focus on identifying i f people that l ived or worked in different municipal 

wards experienced differences in satisfaction with municipal services.  

 A high pr oportion of  the respondents were aged between 21 and 43 years with a very small 

proportion representing the older and senior citizens ages therefore inferences could not be made 

on whether the different age groups have different views on municipal service satisfaction. 

6.2.8 

The local government structures in South Africa vary in size, budget, performance, service levels, etc.  

This s tudy is  f ocused only to eThekwini M unicipality a nd did not inv estigate similar initiatives by  

other S outh A frican l ocal governments or  c ompare e Thekwini’s e xperience w ith those of the ot her 

local government structures. 

Comparisons across Local Governments 

6.2.9 

The e Thekwini M unicipality pr ovides v arious channels for m unicipal c ustomers t o i nitiate contact.  

Telephony contact can be initiated through the eThekwini Water Department Call Centre, eThekwini 

Electricity D epartment C all C entre, Revenue D epartment C all Centre, e tc.  F ace to face co ntact is 

through the S izakala C entres w hich are de signed as one  st op shop centres i n t he urb an areas a nd 

information centres in the rural areas.  C ustomers can a lso visit the offices of  the various municipal 

units suc h as t he H ealth Department, Town Planning et c. for he lp with very spe cific issues.  T his 

Comparisons across Service Channels/Contact Points in the Municipality 
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research focused on the customer service experienced irrespective of the channel of contact and did not 

compare the service offerings provided through the various channels available to customers. 

6.2.10 

This study di d not unde rtake a ne eds assessment of us ers of  m unicipal se rvices and therefore it 

inferences cannot be made as to whether the current services meet the needs of municipal customers or 

whether customers would like to see extended services added, e.g. educational services, etc. 

Needs Assessments of Users of Municipal Services 

6.2.11 

As the questionnaire was applied to respondents in shopping malls in urban areas, it was not possible to 

obtain participation by residents in rural communities and therefore inferences cannot be extended to 

municipal customers and users of municipal services in rural areas. 

Rural Areas 

6.3 

The key r eason for choosing this research topic was due to CRM being newly introduced into local 

government i n South Africa dr iven by  key l egislation.  I n t he a bsence o f any pr evious local ( South 

African) experiences, municipalities had to find their own solutions and worked in isolation from each 

other a nd even their si ster m unicipal units d eveloping and implementing st rategies to ensure 

compliance with legislation to become customer focused.  Also, whilst there is a r elatively adequate, 

though not exhaustive, amount of literature available on CRM in l ocal government, t his literature is 

mostly referring to countries outside of South Africa, with very little literature available and relevant to 

South African experiences.   The reason for focusing on the eThekwini Municipality was influenced by 

the researcher’s interest in local government, its impact on the lives of society, its value to citizens and 

municipal c ustomers a nd its c ontinuous e volution to m eet t he e ver c hanging ne eds of  m unicipal 

customers and ratepayers.  This is a relationship that begins with our birth and ends with our death.   

 

The e Thekwini M unicipality i s m aking good pr ogress towards a chieving i ts ob jectives, a nd w ith 

continued focus and strategies aimed at customer service, will achieve targets set in the future.  The 

data collected and analyzed has contributed to the success of this study.  It can therefore be concluded 

that t his st udy ha s fully addr essed the research problem and provided answers to the research 

questions, within the limitations of the study.  

Conclusion 
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Appendix 1:  Distribution of Sizakala Customer Care Centres 
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Appendix 2:  Letter of Permission from eThekwini Municipality 
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Appendix 3:  Letter Accompanying Questionnairre 
 
UNIVERSITY OF KWAZULU-NATAL 
GRADUATE SCHOOL OF BUSINESS 
 
 
Dear Respondent, 
 
MBA Research Project 
Researcher: Sarasvathy Chetty (011 3742214 OR 011 7915005 OR 084 4053764) 
Supervisor: Maxwell Phiri ((033 260 5843) 
  

I, Sarasvathy Chetty, am an MBA student, at the Graduate School of Business, of the University of 
Kwazulu N atal. Y ou a re invited to pa rticipate in a  research project e ntitled C ustomer R elations 
Management within the local government environment: A Case Study of eThekwini Municipality.    
 
The aim of  this study is to evaluate the effectiveness of this Customer Relations Management in 
eThekwini Municipality towards: 
a. Strengthening and improving relationships with ratepayers and other customers,  
b. Providing its ratepayers and other customers with access to municipal information and services 

timeously and at acceptable s tandards w hilst m aintaining cons istent ser vice w hether t he 
request is c hanneled t elephonically, e lectronically or  by  t he c ustomer phy sically v isiting a  
municipal office. 

c. Improving quality of  service provided by improving collusion and collaboration between the 
various municipal s ervice delivery di visions to p rovide ho listic solutions to customer ne eds, 
and 

d. Improving response to requests for municipal services. 

Through your participation I hope to understand: 

1. Whether the i ntroduction of  C ustomer S ervices ha s i ndeed c ontributed to i mproving t he 
delivery of municipal services as well as increasing access to municipal information.  

2. Whether the introduction of Customer Service Centres has assisted to improve quality of life of 
all residents in the municipal area. 

3. The s trategy, methodologies a nd m odels de signed a nd i mplemented by  e Thekwini 
Municipality to inform their customer relations management model. 

 
The results of the survey are intended to contribute to identifying suitable strategies for customer 
relations management within municipalities by providing deeper insight into CRM within a 
municipality an d thereby s erve as  r eference material that cou ld be  u sed as  a g uideline by  ot her 
municipalities, (local, district or metropolitan). 

 
Your participation in this project is voluntary. You may refuse to participate or withdraw from the 
project at any t ime w ith no ne gative c onsequence. C onfidentiality a nd a nonymity of  r ecords 
identifying you as a participant will be maintained by the Graduate School of Business, UKZN.   
 
If you have any questions or concerns about completing the questionnaire or about participating in 
this study, you may contact me or my supervisor at the numbers listed above.   
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The survey s hould take you a bout ten m inutes t o complete.  I  hope  y ou will t ake t he t ime t o 
complete this survey.    

 
Sincerely 
 
 
Investigator’s signature :  Sarasvathy Chetty    Date : 25 September 2007 
 
______________________________________________________________________________ 
 
CONSENT 
 

I ________________ _________________ the und ersigned have r ead and u nderstand t he above 

information. I hereby consent to participate in the study outlined in this document.  I understand that 

participation is voluntary and that I may withdraw at any stage of the process.   

 
 
Participant’s signature____________________________________   Date________________ 
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Appendix 4:  Questionnaire 
UNIVERSITY OF KWAZULU-NATAL 
GRADUATE SCHOOL OF BUSINESS 
 
MBA Research Project 
Researcher: Sarasvathy Chetty (011 3742214 OR 011 7915005 OR 084 4053764) 
Supervisor: Dr Maxwell Phiri (033 260 5843) 
 

CUSTOMER RELATIONS MANAGEMENT WITHIN THE LOCAL GOVERNMENT 
ENVIRONMENT: A CASE STUDY OF ETHEKWINI MUNICIPALITY 

 
2. The purpose of this survey is to solicit information from employees, ratepayers, visitors, and 

other us ers o f m unicipal se rvices s uch as bus inesses, religious o rganisations, civic 

organisations and suppliers regarding their experience of the customer services provided by the 

eThekwini M unicipality. T he i nformation and r atings you pr ovide us  w ill go a  l ong way i n 

helping us identify the success and challenges associated with customer relations management 

in eThekwini Municipality. The questionnaire should only take 10-15 minutes to complete. In 

this questionnaire, you are a sked t o i ndicate what is true for you, so there are no “ right” or 

“wrong” answers to any question. Work as rapidly as you can. If you wish to make a comment 

please write it directly on the booklet itself. Make sure not to skip any questions. Thank you 

for participating! 

 

Background Information 

 

1. Your age-group is <  21    22 - 32    33 - 43    44 - 54    > 54     years. 

 

2. Are you ______male _______ female? 

 

3. Your marital status  Married   Single   Divorced  Widow  Other Specify. 

 

4. How many years of formal education do you have beyond secondary/high school?           <  

1    1 - 2      3 – 4      5 – 6       > 6      years. 

 

5. What is y our highest a cademic/professional qua lification?  Below Matric  Matric  

PostMatric Cert  Degree  PGDegree/Diploma   Other, specify 

 

6. For how many years have you been employed?  <  1  1 - 5  6 -10   11-15  > 16 years. 
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7. Your Gross personal income per month (per annum) < R5000  R5001-R10000  R10001-

R15000  R15001-R20000  R20001-R25000  > R25001 

 

 

8. Please indicate your main organizational function: 

________ Accountancy 

________ Administration 

________ Finance 

________ Human resource management 

________ Marketing 

________ Operations 

________   Production 

            ________   Customer services 

            ________   Other (Please specify): Motor Mechanics 
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PART 1: GENERAL 

 
1. I agree that I can influence decisions affecting my local area? PLEASE TICK ONE BOX ONLY  
 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

 Somewhat 
Agree 

Strongly 
Agree 

 
2. I am w ell informed on how to pay eThekwini Municipality bills. PLEASE TICK ONE BOX 

ONLY 
 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
3. I know how to submit my complaints to the council. PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

 Strongly 
Agree 

 
4. I am well i nformed on what s tandard of  s ervice I  c an e xpect f rom t he c ouncil. PLEASE T ICK 

ONE BOX ONLY 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
5. I am well informed on how well the municipality is performing. PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
6. I a gree t hat t he m unicipality k eeps residents w ell informed about t he s ervices and  be nefits it 

provides. PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
 
PART 2: CONTACTING THE COUNCIL 

 
7. How many times have you contacted the municipality in the last year? PLEASE TICK ONE BOX 

ONLY 
□1-2 times  □3-5 times □more than 5 times □Do not know 

 
If you have contacted the municipality within the last year, please answer the next 5 questions.  If you 
have not contacted the municipality within the last year, please go to question 17. 
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8. Which o f the f ollowing d escribes the r eason f or y our c ontact w ith the m unicipality? P LEASE 
TICK ALL THAT APPLY 
 
□To complain about a municipal service or to report a problem 
 
□To ask for advice or information 
 
□To apply for provision of a service 
 
□Cannot remember/Do not know 
 
□Other 

 
If other, please write the reason for contact in this space: 

 
………………………………………………………………………………………… 

 
9. How did you contact the municipality? PLEASE TICK ALL THAT APPLY 

 
□In person  □Telephonically    □By letter □ By Fax □By email  
□Via website/internet  □Other  

 
If other, please write method of contact in this space: 
……………………………………………………………………………………………… 
 
10. Were y ou satisfied with the ser vice y ou received the last t ime y ou contacted the m unicipality? 

PLEASE TICK ONE BOX ONLY 
Strongly   
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
11. In your last contact with the municipality, were you with satisfied with finding the right person to 

assist you? PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree   

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
12. In your last contact with the municipality, were you satisfied with the amount of time taken to deal 

with your matter (reason for contact)? PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree    

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
13. In your last contact with the municipality, were you satisfied with the information you were given? 

PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree   

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
 
 
14. In your last contact with the municipality, were you satisfied with the competency of the municipal 

staff members? PLEASE TICK ONE BOX ONLY 
Strongly  Somewhat   Somewhat Strongly 
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Disagree  Disagree Undecided   Agree Agree 
 
15. In your last contact with the municipality, were you satisfied with the helpfulness of the municipal 

staff members? PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
16. In your last contact with the municipality, were you satisfied with the final outcome of your matter. 

PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
 
PART 3: INVOLVEMENT IN LOCAL MUNICIPALITY AFFAIRS 

17. In the past year, have you attended any of the following? PLEASE TICK ONE BOX ONLY 
a. A public meeting 

  □Yes  □No  □ Don’t know 
 

b. A meeting of community based organisation of which you are a member? PLEASE TICK 
ONE BOX ONLY 
□Yes  □No  □ Don’t know 

 
c. A meeting with municipal employees? PLEASE TICK ONE BOX ONLY 

□Yes  □No  □ Don’t know 
 
d. A meeting with your ward councillor? PLEASE TICK ONE BOX ONLY 

□Yes  □No  □ Don’t know 
 
e. A meeting w ith any ot her r epresentatives f rom t he m unicipality? P LEASE T ICK O NE 

BOX ONLY 
□ Yes  □No  □ Don’t know 

 
18. In the past year, have you telephoned any municipal office to express your views on any municipal 

related matter or service? PLEASE TICK ONE BOX ONLY 
□Yes  □No  □ Don’t know 

 
19. In t he pa st y ear, h ave y our s igned a ny pe tition pertaining to the m unicipality? P LEASE T ICK 

ONE BOX ONLY 
□ Yes  □No  □ Don’t know 

 
20. In the past year, have you participated in any survey (excluding this survey that you are currently 

completing), in any focus groups, or telephone interviews on municipal related matters? PLEASE 
TICK ONE BOX ONLY 

□ Yes  □No  □ Don’t know 
  
21. Have y ou i nteracted i n a ny w ay, not  m entioned i n a ny of  the a bove q uestions, w ith t he 

municipality to express your views on any municipal related matters or service? PLEASE TICK 
ONE BOX ONLY 
□ Yes  □No 
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22. In the last year, do you agree that the municipality has made adequate provisions for you to express 
your v iews on  t he m unicipal services and  i ssues that affect y ou? P LEASE TICK O NE B OX 
ONLY 

Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree  

Strongly 
Agree 

 
23. Are you satisfied with the opportunities for participation in local decision making provided by your 

municipality? PLEASE TICK ONE BOX ONLY 
Strongly   
Disagree   

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
24. Generally s peaking, w ould y ou l ike t o be  m ore i nvolved i n t he de cisions y our m unicipality 

make(s) that affect your local area? PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree  

 
25. To what extent do you agree with the following statements? 
  
a. eThekwini Municipality is working to make our area a better place to live.  PLEASE TICK ONE 

BOX ONLY 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree  

Strongly 
Agree 

 
 
b. eThekwini Municipality has upgraded the civic centres and community halls in our area. PLEASE 

TICK ONE BOX ONLY 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree  

Strongly 
Agree 

 
c. eThekwini Municipality is progressive. PLEASE TICK ONE BOX ONLY 
Strongly  
Disagree 

Somewhat  
Disagree 

 
Undecided  

Somewhat 
Agree 

Strongly 
Agree 

 
d. eThekwini Municipality is an engaging organisation. PLEASE TICK ONE BOX ONLY 
Strongly   
Disagree 

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
e. eThekwini Municipality listens to the con cerns of local residents. PLEASE TICK ONE BOX 

ONLY 
 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 

 
 
26. eThekwini Municipality keeps its promises. PLEASE TICK ONE BOX ONLY 
 
Strongly  
Disagree  

Somewhat  
Disagree 

 
Undecided 

Somewhat 
Agree 

Strongly 
Agree 
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27. Compared to a year ago, is the municipality doing a better job? PLEASE TICK ONE BOX ONLY 
 
Strongly  
Disagree 

Somewhat  
Disagree  

 
Undecided 

Somewhat  
Agree 

Strongly 
Agree 

 
28. It may be necessary to re-contact some of the people who have completed this survey, in order to 

probe further your responses.  Your details will not be placed on any mailing list and you will only 
be contacted in relation to this questionnaire.   Would you be willing to help us further if need be?  
PLEASE TICK ONE BOX ONLY 
□ Yes   □No 
 
 
If yes, please provide your contact information and address in the space below: 
 
 
 
 
 

Thank you for completing this survey.  
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Appendix 4:  Ethical Clearance Approval 
 

 
 

RESEARCH OFFICE (GOVAN MBEKI CENTRE) 
WESTVILLE CAMPUS 
TELEPHONE NO.: 031 - U035aT 
EMAIL: ~lmNP@ullln.lc.u 

7 NOVEMBER 2007 

MRS. S CHrnY {203514851] 
GRADUATE SCHOOL OF BUSINESS 

ETHICAL CLEARANCE APPROVAl NUMBER: HSSI0630107M 

"Cu.tomer 1.1.\lon. m.n&gemtM within thelot.1 government environment 
Municipality" 

PlEASE NOTE. RHnrcli oata .lIould be securely slored in 1M IclIooUdepartmenl for I period 015 ynn 

Yours lali'luly 

Iil(; ,I" 
IllS PHllMElELE IOM8A 
RESEARCH OffICE 
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