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Abstract: This study investigates the impact of Client Relationship Management (CRM) on business growth within 

coffee franchisee outlets. In an increasingly competitive food and beverage industry, maintaining strong customer 

relationships has become crucial for franchise success and sustainability. The research explores how CRM practices—

such as personalized communication, customer loyalty programs, feedback mechanisms, and data-driven marketing—

contribute to customer retention, satisfaction, and increased sales performance. Using a mixed-method approach 

combining surveys and interviews with franchise managers and customers, the study identifies key CRM strategies that 

drive business growth. The findings suggest that effective CRM implementation correlates strongly with higher customer 

loyalty, repeat business, and overall franchise profitability. The study concludes with recommendations for enhancing 

CRM frameworks to maximize growth opportunities in the coffee franchise sector. 
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I. INTRODUCTION 

 

In today’s competitive and rapidly evolving food and beverage industry, coffee franchises have emerged as one of the 

most dynamic and customer-centric business models. As consumer preferences shift and market saturation increases, 

franchise outlets must not only focus on product quality but also prioritize building and maintaining strong customer 

relationships. Client Relationship Management (CRM) has therefore become a vital strategic tool for enhancing customer 

engagement, loyalty, and long-term profitability. 

 

CRM refers to the practices, strategies, and technologies that companies use to manage and analyze customer interactions 

and data throughout the customer lifecycle. For coffee franchisee outlets, which often operate under strict brand standards 

yet face local market challenges, the effective implementation of CRM can be a decisive factor in achieving business 

growth. Personalized marketing, loyalty programs, efficient feedback systems, and data-driven decision-making are 

among the CRM initiatives that can help franchisees retain customers and increase sales. 

 

Despite the recognized importance of CRM, its direct impact on business growth in the context of coffee franchises 

remains underexplored. This study aims to bridge that gap by evaluating how CRM practices influence the operational 

success and expansion potential of franchisee outlets. By analyzing real-world CRM implementations and their outcomes, 

this research seeks to provide actionable insights for franchise owners, managers, and stakeholders striving to optimize 

customer relationships and drive sustainable growth. 
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STATEMENT OF THE PROBLEM 

In the highly competitive coffee retail industry, franchisee outlets face the constant challenge of attracting and retaining 

customers while ensuring consistent business growth. While large franchises provide a strong brand identity and 

operational framework, individual outlets must still develop and maintain strong customer relationships to thrive in local 

markets. Despite the growing emphasis on Client Relationship Management (CRM) as a tool for improving customer 

satisfaction and loyalty, many coffee franchisee outlets struggle to effectively implement CRM strategies that translate 

into measurable business growth. 

There is a noticeable gap in understanding how CRM practices directly influence key performance indicators such as 

customer retention, sales growth, and overall profitability in the context of franchise operations. Additionally, the lack of 

standardized CRM implementation across outlets often results in inconsistent customer experiences and missed 

opportunities for growth. This study seeks to address this problem by evaluating the effectiveness of CRM in driving 

business growth at coffee franchisee outlets and identifying best practices that can be adopted for improved outcomes. 

 

OBJECTIVES  

1. To evaluate the implementation of Client Relationship Management (CRM) practices in coffee franchisee 

outlets. 

2. To analyze the relationship between CRM strategies and customer retention, satisfaction, and loyalty. 

3. To assess the impact of CRM practices on business growth indicators such as sales performance and customer 

base expansion. 

4. To identify challenges faced by coffee franchisee outlets in implementing effective CRM systems. 

5. To recommend best practices for optimizing CRM strategies to enhance business growth in coffee franchise 

operations. 

 

II. REVIEW OF LITERATURE 

 

In the food and beverage industry, especially in fast-paced environments like coffee shops, customer preferences are 

highly dynamic. Studies such as those by Reinartz, Krafft, and Hoyer (2004) have emphasized that CRM facilitates the 

personalization of services, which can lead to improved customer satisfaction and loyalty. Coffee franchises, which 

operate in a highly competitive and often saturated market, must leverage CRM to offer value beyond the product—

through service personalization, loyalty rewards, and brand engagement.Loyalty programs, often embedded within CRM 

strategies, have shown particular promise in this sector. According to Yi and Jeon (2003), well-designed loyalty programs 

can increase customer retention by fostering emotional attachment to a brand. In coffee franchises, where repeat visits 

are common, these programs become crucial tools for sustaining growth.Franchisee outlets operate within a unique 

business model where standardized branding meets local customer interaction. Dant and Kaufmann (2003) argue that 

while franchisors provide the overall strategic direction, it is the franchisee’s responsibility to adapt CRM tools to local 

preferences and behavior. The ability to localize CRM implementation while adhering to brand guidelines can 

significantly influence customer perception and outlet performance.However, literature also indicates that CRM 

integration across franchise networks is inconsistent. Chiou, Hsieh, and Yang (2004) point out that without centralized 

CRM systems or adequate franchisee training, the customer experience can vary drastically across outlets, leading to 

diminished brand trust. 

 

With the advancement of technology, CRM systems have transitioned from manual record-keeping to sophisticated 

software platforms capable of storing, analyzing, and utilizing vast amounts of customer data. Chen and Popovich (2003) 

highlight that modern CRM systems enable predictive analytics, helping businesses identify customer trends and 

personalize offers in real time. In the context of coffee franchises, mobile apps and digital ordering platforms have 

become key CRM tools, offering personalized promotions and tracking customer behavior.Moreover, digital feedback 

tools and customer sentiment analysis have emerged as new frontiers in CRM. These allow businesses to respond 

proactively to issues and fine-tune their offerings based on real-time customer input (Nguyen & Simkin, 2013).The 

connection between CRM and business performance has been a focal point of numerous studies. For example, Mithas, 

Krishnan, and Fornell (2005) demonstrated that firms with robust CRM systems tend to outperform their competitors in 

terms of customer satisfaction and financial results. Specifically, in service-driven businesses, effective CRM can lead 

to improved customer lifetime value, greater customer advocacy, and reduced churn.For franchisee outlets, CRM is not 

just about retention but also about growth. The ability to gather and leverage customer data can help identify 

underperforming segments, develop targeted marketing campaigns, and enhance decision-making. These outcomes 

contribute to both short-term gains and long-term scalability 
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RESEARCH GAP 

While there is extensive literature on the impact of Client Relationship Management (CRM) on customer satisfaction, 

loyalty, and overall business performance, most existing studies focus on large corporations or independent retail 

businesses. There is a notable lack of research that specifically addresses the unique challenges and opportunities 

associated with CRM implementation in franchise-based coffee outlets, where brand uniformity must coexist with 

localized customer engagement strategies. 

 

Furthermore, although CRM is widely recognized as a tool for enhancing customer loyalty and repeat business, its direct 

correlation with business growth metrics such as sales performance, customer retention, and profitability in the context 

of coffee franchises remains underexplored. Limited academic attention has been given to how franchisees, operating 

under centralized branding and guidelines, adapt CRM strategies to suit local markets, manage customer data, or 

overcome operational constraints in implementing CRM tools effectively. 

 

This gap highlights the need for a focused study that examines CRM practices at the franchisee level, evaluates their 

impact on business growth, and identifies both best practices and barriers in the coffee franchise industry. By filling this 

gap, the present study aims to contribute practical insights for franchise managers and strategic guidance for franchisors 

seeking to optimize CRM across their networks. 

 

III. RESEARCH METHODOLOGY 

 

RESEARCH DESIGN 

Evaluating the effectiveness of Client Relationship Management (CRM) and its impact on business growth at coffee 

franchise outlets requires a comprehensive research design that integrates both quantitative and qualitative methodologies 

SAMPLING TECHNIQUE 

Convenience sampling A focus on franchisees who have been operating . Questionnaire about my Topic when you use a 

questionnaire, the way you distribute and select participants can vary widely, leading to different sampling methods 

Data collection 

• Instrument: Structured Questionnaire   

• Format: Likert scale   

• DATA ANALYSIS  

• Software: SPSS • Tests:  

 Correlation  

 Frequency Table 

 Regression  

 

IV. RESULT 

 

CORRELATION 

Correlations 

 14. In your 

opinion, does the 

use of CRM help 

employees 

improve 

customer service 

quality? 

15. How confident are 

employees in utilizing CRM 

tools to manage customer 

relationships? 

14. In your opinion, does the 

use of CRM help employees 

improve customer service 

quality? 

Pearson Correlation 1 .611** 

Sig. (2-tailed)  .000 

N 100 100 

15. How confident are 

employees in utilizing CRM 

tools to manage customer 

relationships? 

Pearson Correlation .611** 1 

Sig. (2-tailed) .000  

N 100 100 
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**. Correlation is significant at the 0.01 level (2-tailed). 

 

INTREPRETATION 

There is a statistically significant positive correlation (r = 0.611, p < 0.01) between employees' confidence in 

utilizing CRM tools and the perception that CRM helps improve customer service quality. 

  

REGRESSION 

 

Model Summary 

Model R R Square 

Adjusted 

R Square 

Std. 

Error of 

the 

Estimate 

1 .216a .047 .037 1.005 

a. Predictors: (Constant), 6. How would you rate the CRM 

system’s ability to capture and store customer data (e.g., 

contact details, preferences, purchase history)? 

 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 4.849 1 4.849 4.803 .031b 

Residual 98.941 98 1.010     

Total 103.790 99       

a. Dependent Variable: 9. How would you evaluate the CRM system's ability to improve customer 

satisfaction at Coffee? 

b. Predictors: (Constant), 6. How would you rate the CRM system’s ability to capture and store 

customer data (e.g., contact details, preferences, purchase history)? 

 

 

 

INTREPRETATION 

The regression analysis shows that the CRM system's ability to capture and store customer data significantly predicts 

customer satisfaction at Coffee franchise (R = 0.216, R² = 0.047, F(1,98) = 4.803, p = 0.031). The predictor variable (B 

= 0.344, p = 0.031) indicates a positive relationship, meaning better data capture and storage is associated with higher 

customer satisfaction. 

 

 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.269 .620   3.658 .000 

6. How would you 

rate the CRM 

system’s ability to 

capture and store 

customer data 

(e.g., contact 

details, 

preferences, 

purchase history)? 

.344 .157 .216 2.192 .031 

a. Dependent Variable: 9. How would you evaluate the CRM system's ability to improve customer 

satisfaction at Coffee? 
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FREQUENCY 

 

AGE 

  Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid UNDER 

18 
1 1.0 1.0 1.0 

18-24 23 23.0 23.0 24.0 

25-34 18 18.0 18.0 42.0 

35-44 28 28.0 28.0 70.0 

45-54 30 30.0 30.0 100.0 

Total 100 100.0 100.0   

 

      
GENDER 

  Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid MALE 45 45.0 45.0 45.0 

FEMALE 55 55.0 55.0 100.0 

Total 100 100.0 100.0   

 

INTREPRETATION 

The sample consists of 100 respondents, with 45% male and 55% female participants. In terms of age distribution, the 

majority of respondents fall within the age groups 45–54 (30%) and 35–44 (28%), followed by 18–24 (23%), 25–34 

(18%), and only 1% under the age of 18. This indicates a predominantly adult demographic with a balanced gender 

representation. 

 

V. FINDINGS 

 

The study reveals a statistically significant positive correlation between employees' confidence in utilizing CRM tools 

and their perception of CRM's effectiveness in improving customer service quality. Specifically, the Pearson correlation 

coefficient is r = 0.611, with a p-value less than 0.01 (p < 0.01), indicating a strong and significant relationship. 

The regression analysis reveals a statistically significant positive relationship between the CRM system’s ability to 

capture and store customer data and customer satisfaction at coffee franchisee outlets. With an R-value of 0.216 and an 

R² of 0.047, the model suggests that approximately 4.7% of the variance in customer satisfaction can be explained by the 

effectiveness of the CRM system in collecting and managing customer information such as contact details, preferences, 

and purchase history. The analysis further indicates that the model is statistically significant (F(1,98) = 4.803, p = 0.031), 

and the unstandardized coefficient (B = 0.344, p = 0.031) confirms that better data capture is associated with higher levels 

of customer satisfaction. These findings suggest that enhancing CRM data capabilities can lead to meaningful 

improvements in customer experience and satisfaction within franchise operations. 

 

The demographic profile of the study consists of 100 respondents, providing a balanced representation of gender and age. 

Among them, 55% are female and 45% are male, indicating a relatively even gender distribution. In terms of age, the 

majority of participants fall within the 45–54 age group (30%) and the 35–44 age group (28%), suggesting that most 

respondents are mature adults likely to have established preferences and purchasing habits. Additionally, 23% of 

respondents are aged 18–24, and 18% are between 25–34, reflecting a fair representation of younger adult consumers. 

Only 1% of the respondents are under the age of 18. Overall, the sample is predominantly composed of working-age 

adults, which enhances the relevance and applicability of the study to customer relationship management practices in 

coffee franchise outlets. 

 

SUGGESTIONS 

Enhance CRM Training for Employees 

Since a strong correlation exists between employee confidence in CRM tools and improved customer service quality, 

coffee franchise outlets should invest in regular CRM training sessions to boost employee proficiency and engagement 

with the system. 
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Leverage CRM Data for Personalized Marketing 

Franchisees should use CRM-collected customer data (e.g., purchase history, preferences) to develop personalized offers, 

loyalty programs, and targeted communication, which can significantly increase customer retention and satisfaction. 

Standardize CRM Implementation Across Outlets 

To avoid inconsistencies in customer experience, franchisors should develop a standardized CRM protocol that ensures 

each outlet follows best practices while allowing flexibility for localized customization. 

Encourage Real-Time Feedback Through CRM Platforms 

Implementing digital tools within the CRM system to gather and respond to customer feedback in real-time will help 

identify service issues early and allow outlets to take corrective action promptly. 

Monitor and Analyze CRM Performance Metrics Regularly 

Franchise managers should routinely assess CRM effectiveness using KPIs such as customer satisfaction scores, repeat 

visits, and sales growth. Data-driven reviews can help refine strategies and improve outcomes. 

Invest in Scalable CRM Technology 

Given the positive relationship between CRM data management and customer satisfaction, franchisees should consider 

adopting scalable, cloud-based CRM platforms that support growth and data integration across locations. 

 

VI. CONCLUSION 

 

This study confirms the vital role of Client Relationship Management (CRM) in driving business growth within coffee 

franchisee outlets. The findings demonstrate a statistically significant relationship between effective CRM 

implementation—particularly in data capture and employee proficiency—and enhanced customer satisfaction and service 

quality. The research highlights how CRM strategies, when executed effectively, can foster stronger customer 

relationships, improve service delivery, and contribute to increased loyalty and sales performance. 

 

Moreover, the study identifies challenges in consistency and training, underlining the need for franchise-level 

standardization and employee development to fully leverage CRM potential. As customer expectations evolve in a 

competitive coffee retail landscape, CRM emerges not just as a tool for retention but as a core growth enabler. By adopting 

data-driven, customer-centric CRM practices, coffee franchises can achieve greater operational efficiency, customer 

loyalty, and long-term profitability. 
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