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ABSTRACT

The objective of this contribution is to work out
the customer relationship management and the
commercial performance of the institutions of
microfinance (IMF) in Cameroon in order to show
its impacts on the performance indicators of the
latter. To achieve this goal, we have
simultaneously applied the nonparametric method
of the Data Envelopment Analysis (DEA) and the
censored Tobit model on a sample of 60 IMF
belonging to the Cameroon Cooperative Credit
Union League (CAMCCUL) network. The
different statistical tests carried out have first of
all permitted us to estimate the IMF performance
levels and then to assess the different factors
which influence the commercial performance of
the IMF, taking into account the indicators
obtained from the literature review. As a general
rule, we have realized from our results that the
IMF of the CAMCCUL network are globally
inefficient as  regards the  commercial
performance, the women influence on the scores
of performance being very significant, insofar as
the IMF which are in majority made up of women
have relatively been more impressive compared to
those which are in majority made up of men.
Among the factors influencing the performance,
we have noted that the computerized management
of the customer relationship and the proximity
(closeness) of the social contacts exert a positive
influence on the performance, while the
satisfaction towards the past experiences with the
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IMF exerts a negative and very significant
influence on this one.

Keywords management of the customer
relationship, commercial performance, DEA,
censored Tobit model.

1. INTRODUCTION

The economic expansion of all the nations
generally depends on the health and the dynamism
of their financial system. The strong development
of this sector as well as the numerous innovations
in the financial markets during the last two
decades are based on the privatization of the key
sectors, combined with the process of
liberalization of the capital movement and on the
accelerations of the technological process linked
to the communication and to the transmission of
information in real time (Pereira, 2011). This
phenomenon, more developed in the developed
capitalist economies (Waofo, 2011) has ended in
Cameroon from the outset of the 1990s by the
hardening of the access conditions to credit, and
this is due to the restructuring of banks, following
the failure of the structural adjustment
programmers (SAP) and the public development
aid (Ckouekam, 2008). All these measures have
contributed to limit (restrict) more the access to
the banking services to the underprivileged
sections of the population (the poor). In the
concern to correct this imbalance (disequilibrium)
and owing to the laws n° 90/053 of the 19"
December 1990 on the freedom of association,
and n® 92/006 of the 14™ August 1992 relative to
cooperative firms and to the common initiative
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groups, the microfinance is going to develop and
experience a real (genuine) opening in Cameroon
(Ngnodjom, 2005). The boom of this new
financial industry has been at the origin of the
unprecedented disruption of the financial services
section, which has seen the hardening of the
competition conditions through the threat of the
potential competitors who are becoming more and
more numerous. Parallel to this arrival of new
competitors, the institutions of microfinance are
concentratedl. The market seems to be saturated;
the rate of the proportion of the population having
a bank account is at its maximum level and the
customer does not hesitate to change bank if
he/she is unhappy, or to multiply the number of
his/her accounts (Des Garet, 2000). This being,
the taking into account of the customer has
therefore evolved and his/her satisfaction has then
become an important aspect of business. From a
product vision, the firm has developed a customer
vision. In the perspective of protecting their
market shares and after the observation that the
development of customer loyalty costs cheaper to
the enterprise than the search for new clients, the
development of customer loyalty through a good
management of its clientele (customers) has
increased in scale for, the consumer is today at the
center of the strategy of the organizational
development of the firms; and that is why in
future it becomes necessary for the IMF to invest
in a customer relationship of quality, aiming at
targeting, attracting and conserving good
customers in order to maximize their profits. This
is what is called the customer relationship
management (CRM). The marketing literature
review relating to the relational and transactional
approaches  attempts to  apprehend the
development and the amelioration of the customer
relationship as source of competitiveness or the
gap between this virtue stemming from the
exploitation of the relationship and the limit of its
treatment in the works justify the problem of the
customer relationship management in the firms in
general and could find its judiciousness in the
Cameroon microfinance institutions in particular.

! That is to say that they increase in proportion in the
market; they are saturated.
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As a matter of fact, the IMF today looks more and
more for addressing the following issues: how to
develop customers’ loyalty? What tools should be
used? How to develop a profitable and durable
customer relationship? (Simonet, 2011). These
questions (interrogations) which raise the sensitive
problem of the banking marketing could be

justified in the environment of the IMF2 which the

number3 has considerably increased these last
years in Cameroon. Moreover, this sector equally
experiences a strong competition of the banking
sector which operates in an environment impelled
(sustained) by a high presence of subsidiary
companies of foreign banks (banks of French and
English origin) and of the local banks (with
national capital). These banking institutions
propose offers which are more or less similar and
are characterized by a marked proximity with the
customers. This bitter competition in the market of
the IMF of Cameroon brings up at once the
problem of the efficient and rational management
of the customer relationship.

Furthermore, in spite of the fact that it has been
observed that more and more Cameroon firms and
precisely the IMF operating in an environment
highly influenced by the  sophisticated
technologies  of  the information and
communication, develop and put in place policies
and strategies in connection with the CRM, no
study has been yet carried out as to its impact on
their commercial performance in the context of
Cameroon. Nevertheless, such a study could be of
great interests. Therefore, we find it interesting to
carry out a study on the following topic: impact of
the customer relationship management on the
commercial performance of the institutions of
microfinance in Cameroon: the case of the IMF of
the CAMCCUL network.

2 The environment of the IMF experiences an
unprecedented development. Since the liberalization of
the financial sector, it has gathered progressively a great
number of banking customers (see Simonet’s works,
2011; and those of Bekolo and Onomo, 2008)

% The survey of the Banking Commission of the Central
Africa (BCCA) of 2000 has made a census of 652 IMF
on the Cameroon territory.
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The present article is organized as follows: the
first section presents the panorama of the
microfinance in Cameroon and the measure of the
performance. The section two describes the
methodology used and the sources of data. The
third section presents the results as well as the
suggestions aiming at the improvement of the
supply of microfinance services.

2. PANORAMA OF THE

MICROFINANCE IN
CAMEROON AND THE
MEASURE OF THE
PERFORMANCE

2.1 Panorama of the Microfinance
in Cameroon

According to a study carried out by Creusot
(2006), the microfinance under its traditional form
(tontine) dates back to more than a century in
Cameroon. It has started under the formal form in
1963 with the creation of the first cooperative of
saving and credit (« Credit Union » or people’s
fund) in the English-speaking zone of Cameroon
through the impetus given by the Dutch
missionaries  (these cooperatives are today
gathered within the Cameroon Cooperative Credit
Union League — CamCCUL-, the biggest network
of the IMF of Cameroon. This network has even
created a commercial bank for 5 years now: the
Union Bank of Cameroon). But the microfinance
has not experienced a remarkable expansion and
has only been diversified from the outset of the
1990s thanks to the laws n® 90/053 of the 19"
December 1990 on the freedom of association,
and n° 92/006 of the 14™ August 1992 relative to
cooperative firms (companies) and to the common
initiative groups. We should also indicate here that
the crisis of this sector at the end of the 1980s and
the restructuring of this sector which has followed
have led to the liquidation of several banks, the
closing of almost all the banks counters in the
rural zones and the small towns, and the dismissal
of many banks executives. The last-mentioned are
going to turn to a new type of employment
creating many cooperatives of saving and credit
operating or trying to operate as quasi-banks.
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The years 1990s are equally going to experience a

great number of innovations and diversification in

the microfinance sector. We have then seen

appearing:

- institutions developed in an endogenous
manner such as the Community Mutual

Benefit Society of Growth4 (CMBSG)
developed with the technical assistance of the
Afriland First Bank and the nongovernmental
organization (NGO) ADAF (Appropriate
Development for Africa Foundation);

- the self-managed credit and saving village
funds  (SCSVF) assisted by the
nongovernmental organization Microfinance
and Development (MIFAD) through the
decentralized rural credit project of the
ministry  of  Agriculture and  Rural
Development, the International Bank for
Trade Saving and Credit (IBTSC) and two
French institutions: the International Centre
for Development and Research (ICDR) and
the French Agency of Development (FAD);

- the cooperative reserved for women such
as the Cooperatives of Saving and Credit for
Promoters (CSC Prom) with the support of
the Canadian Agency for the International
Development (CAID), and the Financial
Mutual Benefit Society of African Women
(FMBSAW) which is assisted by Afriland
First Bank and the NGO ADAF;

- the institutions which only give credit such
as ACEP Cameroon (which the main
agencies were at the origin essentially
concentrated in the Yaoundé and Douala
towns) and the Cameroon Gatsby Trust
(CGT);

- A great number of projects of development
or farm-produce industry with a credit
section such as the Company of
Development of Cotton (CDC), the South-
West Development Authority (SOWEDA),
PREPAFEN, etc.

This great infatuation for the microfinance is

accompanied with a crisis essentially on the

cooperative sector, due to the lack of

* This in French means « Mutuelles Communautaire de
Croissance » (MC?).
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professionalism and to the absence of control.
This is going to lead the monetary authority
(Ministry of Finances) to take the control of this
sector (which up to here was under the exclusive
supervision of the ministry of Agriculture),
through the decree of the Prime Minister in 1998,
which in future subject all the cooperatives to the
approval regime and to the control of the ministry
of finances. In order to include all the forms of
institutions of microfinance and to reinforce the
control and the supervision of the sector, a sub-
regional text is going to be adopted by the council
of ministers of finances of the Monetary and
Economic  Community of Central Africa
(MECCA), and signed on the 13" April 2002.
This text has come into effect on the 14™ April
2005.

Role of the institutions of microfinance

The activity of the IMF has permitted a genuine
recovery of spaces of independence and of the
economic expression by a progressive and polar
appropriation of  financing means. The
contribution of the IMF is determining in the
support and the integration in the economic
activities of the basic operators and of the
informal sector. To illustrate these words, the
activities of IMF in 2006 are as follows:

Table 1: the activities of the IMF in 2006

Number Deposits | Credits
of (in (in
customers | millions) | millions)

IMF of the |209.050 38.952 26.279
Camccul
network

IMF of the | 49.331 7.370 3.152
CMBSG
network

IMF of the | 44.219 552 735
SCSVF
network

IMF of the |3.990 69 77
CMEC
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network

IMF of the | 204 2 4
CABA
network

The 212.352 48.077 30.774
independent
IMF

TOTAL 519.146 95.022 61.021

Source: report of the supervision and promotion
unit of the microfinance division of the Ministry
of finances of February 2011.

The 520,000 customers estimated here are often
community interest groups (CIG) or small firms
employing few persons. The concerned population
is actually of the order of 2 to 3 million of
persons, each contributing to the satisfaction of
the needs of a family.

Without being exhaustive, the contribution of the

IMF in the Cameroon economy is essential in the

following sections:

e the creation of thousands of directs and
indirect jobs ;

e the financing of the small economy ;

e the adaptation, to make them popular, of the
products of the mass proportion of the
population having a bank account ;

e the creation of new guarantees ;

e The obtaining through new alliances and
partnerships of additional resources for the
underprivileged strata of incomes.

2.2 The notion and measure of

performance

Notion of performance

The notion of performance occupies a central
place in the daily and economic activities. It is
often used as means of control or of animation
either of an economic entity, or of a financial and
economic system as a whole. Nevertheless, this
concept gives rise to two categories of
interrogations which are thrown to the researchers:
what is performance? How to measure it?
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The notion of performance is ambiguous
(Pesqueux, 1996) and is often perceived as “any
result obtained, measured or estimated” (Famose,
1996). The Larousse dictionary (2004) defines it
as: “the optimal possibility in encoded data of a
material”.

In a purely economic universe (world), the
problems of definition of the performance are at
the origin of the difficulties of its evaluation. As
such, De La Villarmois (1999) thinks that before
tackling the concept of performance, it would be
proper to investigate those of effectiveness, of
efficiency, of productivity and finally of
performance. As a matter of fact, this will permit
us to show the representations of the performance
and to give details of the implications of the
complexity of the concept on the processes of
evaluation.

Distinction effectiveness/efficiency

Though having a precisely significance for the
economists, the terms effectiveness and efficiency
are often used indiscriminately. The effectiveness
is often perceived as the capacity to attain an
objective. The idea of effectiveness of a unit of
production was introduced for the first time by
Farell (1957), under the concept of “input oriented
measure”. According to Farell (1957), a measure
of effectiveness is defined as the maximum of
equiproportional reduction of all the inputs which
permit a continuous production of a given output.
The physical and technical effectiveness has to do
with the possibility of avoiding the waste in
producing as much output as the use of input
allows it “input oriented measure”, or by using as
little inputs as it is required by the production of
output  “input  oriented measure”.  This
effectiveness is measured by comparing the
optimal and observed values of the production, the
cost, the income, the profit or of all that the
production is capable to seek as objective and
which is subjected to the constraint of price and
suitable quantity.

As to the efficiency, it can be defined
economically by the ratio output/input. This being
said, the increase of efficiency assumes the
maximization of the use of resources which passes
through the increase of production without any
increase of costs, or the delivery of a level of
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production or of a given service by reducing the
factorial endowment (Desreumaux, 1992). As to
the banks, the efficiency of a marketing network
can be measured by the ratio turnover/the sales
force staff. In this manner, the increase of
efficiency goes through the increase of the
turnover and the reduction of the sales force. This
implies the increase of the productivity of the
sales force. It appears without beating about the
bush that the productivity is an indicator of the
efficiency. The terms effectiveness and
performance are often used indistinctly. They
cover various and particular domains.

The performance indicators of the IMF

sector

Among the indicators generally used in the field

of microfinance, we can distinguish the following:

- the scope (level) indicators: these are the
indicators which permit to the institution to
measure at the same time the extent of its
activities (number of customers served with
different types of products) and the degree of
the scope (type of customers reached and the
degree of poverty of the customers);

- the portfolio indicators: the quality ratios of
the portfolio give information on the
percentage of the unproductive assets which
reduce the incomes of the institution and
have a negative impact on its treasury
situation;

- The productivity indicators: the productivity
ratios measure the volume of generated
activities (output) for a resource or a given
asset (input). The productivity is often
measured together with the effectiveness
which gives some information on the cost per
unit produced,

- the profitability indicators: the profitability
ratios measure the net result of the institution
with respect to the measure of its balance
sheet;

- The viability indicators: these ratios measure
the capacity of the institution to cover its
charges (expenses) with the products that it
generates.
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3. RESEARCH METHODOLOGY

3.1 Population of the study and

source of data

Our study deals with the population of the IMF
affiliated members of the CAMCCUL network,
including as a whole 191 IMF. This choice is
justified by the fact that this network is the most
important one, the oldest and the better organized
one as well at the national level as at the sub
regional level of the Monetary and Economic
Community of Central Africa (MECCA). At the
national level, this network covers the extent of
the Cameroon territory, with IMF located in towns
and in rural zones. It represents about 76% of the
deposits and 74% of the credit granted by the
microfinance sector in Cameroon (Kobou,
Moungou and NGOA, 2009). Our sample is made
up of 60 IMF, selected on the basis of the
accessibility of the financial and book-keeping
information, necessary to the operationalization of
inputs and the outputs. For the same reasons, we
choose the 2010 financial year. The data that we
have used are at the same time primary and
secondary data, collected simultaneously to the
general direction of CAMCCUL (located in
Bamenda), and then completed by the heads of the
agencies (or the persons in charge of the
agencies). They are qualitative and quantitative in
nature.

3.2 The adopted method of
sampling and the collection of the

primary data

The sampling of appropriateness is the one where
“all the individuals who have been contacted in
function of the sought characteristic are
appealed”. In other words, it indicates the selected
persons in function of the only opportunities
which are presented to the researchers without any
criterion of choice being defined at the very
outset. These opportunities depend on the
availability and the accessibility of the heads and
the customers of the said IMF. The choice of a
sample of suitability in Marketing meets the
concern for reducing the bias of the selection
effect which depends on the representation of the
sample with respect to the population studied. In
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this manner, the profile of the sample depends on
the field chosen on the one hand and on the
persons who would have accepted to participate to
the survey on the basis of voluntary participation
on the other hand.

Procedure of the collection of the primary

data

Among all these techniques of data collection, we
set our heart on the questionnaire in view of the
obtaining of information relating to the
satisfaction of the customers, to the computerized
management of the customer relationship as well
as to the influence of proximity of contacts
between the IMF and their customers and their
impact on the commercial performance of the
latter.

Contents of the questionnaire
Within the framework of our study, the questions
are closed in majority. This has as main objective
to make easier their analysis. These questionnaires
are essentially meant for the persons in charge of
the agencies of the IMF of the CAMCCUL
network on the one hand, and for their respective
customers on the other hand. These questionnaires
are organized as follows:

e the questionnaire sent to the persons in
charge of the agencies is essentially based on
the variables related to the concepts of our
hypotheses. It subdivided in three parts
which are given below:

- identification of the company;

- the information on the social relations
existing between the IMF and their
customers;

- the information relative to the computerized
management of the customers relationship;

e as to the questionnaire sent to the customers
of these IMF, it has the following elements:

- the identification of the customer;

- the information relating to the satisfaction of
the customers;

- the information relative to the social relations
existing between the customers and their
IMF.
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3.3 Specification of the variables of
interest and the methodology of the

data analysis

e  Choice of the dependent variables
The main explained variable is the
commercial performance of IMF. This
performance rests on several criteria which
are:

- the productivity: it is determined through a
ratio which measures the volume of activities
(output) for a resource or a given asset
(input);

- the profitability: it measures the net result of
the institution with respect to its statement of
accounts (balance sheet);

- the scope criteria: they permit to the IMF to
measure at once the extent of their activities
(number of customers served with different
types of products) and the degree of scope
(type of customers reached and the degree of
poverty of the customers);

- the portfolio criteria: the quality ratios of the
portfolio give information on the percentage
of the unproductive assets which reduce the
incomes of the institution and have a
negative impact on its treasury situation;

e  Choice of the independent variables
As to the CRM variables which are the
explanatory variables, we are going to use the
following ones:

- the satisfaction of the customers with regard
to the past experiences;

- the computerized management of the
customer relationship;

- the closeness of the contacts between the
IMF and their customers.

Globally, it is a question of variables stemming

from the operationalization of the concept of the

CRM defined previously. We are then going to

express our dependent variable in function of the

explanatory variables according to the following
model:

P = f (satisfaction with regard to the past

experiences; the computerized management of the

customer relationship; the proximity of the

contacts between the IMF and the customers).
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3.4 Method of data analysis

Method and tool of the estimation of the IMF
performance levels: the DEA approach

To estimate the levels of performance, we use a
nonparametric method, the Envelopment Analysis
(DEA) method. Two main approaches are
generally used to measure the effectiveness of a
production unit. It is a matter of the method of
productive effectiveness, based on the relation
between the principal and the agent, and the
method of the productive effectiveness based on
the production frontier (Kobou, Moungou and
Ngoa, 2009). This approach which interests us
here is subdivided into two great methods which
are: the parametric method and the nonparametric
method.

If we consider the parametric method, the IMF
can be considered as a unit of production which
has as objective to maximize its outputs (interests
received size of the portfolio or the amount of
deposits and the total amount of loans) for a given
level of inputs. This behavior of the IMF can be
modeled from their estimated production function,
which production function permits to assess the
performance of an IMF (Cohn et Cooper, 1997).
The limit of this approach is that it is used when
the functional form of the production function of a
good or a service is known. But the production
function of an IMF is not at the very outset known
(Domazlicky and Primont, 2006). For these
reasons, the nonparametric method will be used to
determine the levels of performance of the IMF.
The nonparametric method estimates the levels of
performance of a production unit from the
distance function (KirJavainem and Loikkanen,
1998). We are going to use that method known
under the name of Data Envelopment Analysis
(DEA) due to its empirical character, but also
because it is generally recommended when the
functional form of the firm is not known, or when
the firm produces several outputs. According to
the DEA approach, the frontier is constructed by
the technique of the linear programming. The term
“envelopment” is used to indicate the hypothesis
according to which the production frontier
envelops all the observations. The DEA method
estimates the relative effectiveness of the
comparable production units and generates the
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levels of effectiveness from the information on the

inputs and the outputs of the companiess; in this
manner, each unit is considered as a decision-
making unit called DMU which transforms the
inputs into outputs. The DMU (j) (j=1,2,..., m)
consumes an amount X {ij} of inputs i (i=1,2,...,k)
and produces an amount Y{rj} of outputs
(r=1,2,...,s). The efficient units are those which
assure the better service while using the minimum
of resources. In this case the score of efficiency is
equal to 1.

The efficiency frontier is made up of unit
displaying the scores equal to 1 and comprised
between 0 and 1 for the others.

The DEA method has the particularity of
presenting two approaches: the inputs oriented
approach and the outputs oriented approach.
These two approaches are based on two main
models: the constant returns to scale model (CRS)
and the variable returns to scale model (VRS).
The CRS model

We talk of constant returns to scale when a
proportional increase of all the production factors
leads to an increase of the production in the same
proportion. Here, for each unit DMU k, the form
“ratio” of the DEA means to maximize the ratio

% in the presence of r outputs and of i inputs

such as:

Suy,

max| - S/C E:VJXU
ZViX ik =
i=1 ﬂr,vi > o
with:

K: the «benchmark » (the IMF which the
efficiency is measured)

% See the works of Kobou, Moungou and Ngoa (2009),
in « I"efficacité du financement des micro et petites
entreprises dans la lutte contre la pauvreté au
Cameroun ».
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Suy.| (2500

% the form «ratio » of the score of the

technical efficiency for the IMF k

Y " the quantity of the output r for the DMU
k

u. the weighting coefficient of the output r

Vi the weighting coefficient of the input i

J the DMU

A transformation is carried out in order to make
simpler the programmer to solve. The new
formulation is as follows:

‘t
_<
[v]a
|/\

Where l[,[ stands for the weighting coefficient
r

for each output r.
We finally obtain the following formulated

programmer:
_Y ot Zﬂ jY i >0
i

min(a,/l)e SIC 10X O_Zﬂ.«ijZO
]
120

where:

0 stands for the score of the technical
efficiency;

Y 0 stands for the observed quantities of outputs
of the firm which the efficiency is measured;

X 0 stands for the observed quantities of inputs
of the firm which 0 measures the efficiency;

Y j stands for the observed quantities of outputs
for the firm j;

X i stands for the observed quantities of inputs

for the firm j;
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Z j the weighting coefficients.

The VRS model

Contrary to the first model, this model has a
particularity. As a matter of fact, the returns to
scale are variable if following a proportional
increase of all the production factors, the
production changes in a different proportion.

The program as follows:

_Yo+zj:ﬂ/ij20
HXO_Z)LijZO
A20

Th-

The input oriented CCR models of Charnes,
Cooper and Rhodes (1978) will be used. It is a
constant return to scale model. The choice of this
model results from the problem stated. For an
IMF, we would like to know what inputs should
be reduced and in what quantity to increase the
performance of the said IMF while keeping the
level of outputs unchanged.

The DEAP 2.1 software is used. The
inputs and the outputs chosen result from the data
obtained from the survey carried out. The table 3
has all the inputs and outputs used in the model.

Factors influencing the performance of the
IMF

The DEA method integrates only the discretionary
variables, that is to say, those which can be
handled per unit of production, and does not take
into consideration the environmental variables,
also called nondiscretionary variables (Afonso and
Aubyn, 2006).

However, the differences and the socioeconomic
realities of the residence milieu of the IMF can
play a central role in the determination of the
heterogeneity between the IMF and therefore in
the capacity of the IMF to collect resources and to
grant loans to the poor (Kobou, Moungou and
Ngoa, 2009). In part, the socioeconomic factors
and even the psychological ones of the localities
of the IMF determine their efficiency. These
€x0genous and endogenous psycho-

min,..¢ S/C
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socioeconomic factors can for instance include the
variables such as the satisfaction vis-a-vis the
services rendered by the IMF, the development of
the emotional relations with the customers, the
follow up of the customers via suitable tools. It is
necessary to examine the influence of these
factors on the commercial performance of the
IMF. The level of performance of an IMF takes
the values in the interval ] 0; 1]. We cannot
therefore estimate this equation using the ordinary
least squares (OLS), but through the censored
models such as the generalized and censored
Poisson model or the censored Tobit model. As a
matter of fact, the censored regression models are
particularly recommended when the values of the
endogenous variables belong to a precise interval.
We say that they are censored. The Poisson model
can only be valid if the values of the dependent
variable are integers. On the other hand, the Tobit
model is used when two conditions are satisfied:

- the dependent variable is continuous in the

interval;
- the probability for the dependent variable to
take the nil values is positive.

For the case of the factors influencing
the IMF performance, the dependent variable
“performance” is continuous in the interval ] 0; 1]
(Kobou, Moungou and Ngoa, 2006). In these
conditions, the censored Tobit model is not
appropriate for the dependent variable does not
take the value zero (Maddala, 1983; Greene,
1995). Similarly, the generalized Poisson model
cannot be used, for the values of the dependent
variables are not natural integers. To circumvent
this difficulty, we are rather going to explain the
nonperformance, that is to say the ineffectiveness
of the IMF, having recourse to the censored Tobit
model, since the level of performance of the IMF
takes the values zero and positive and are
continuous in the interval
[ 0 1[. In general, the Tobit model is used when
we are in the presence of a great number of
observations for which the value of the
endogenous variable is zero. In the individual
case, the level of nonperformance or of
ineffectiveness of the IMF takes the values in the
interval
[ 0 1[. The dependent variable will be censored
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while keeping in the sample the observations for
which the value of the dependent variable is zero.
e  Specification of the identification model

Let us consider Y ,as the dependent

variable which represents the level of the
nonperformance (that is to say 1-
performance) of the IMF;

The model is given as follows:

Y. =X F-v,

I Ll &
with ! Y.=Y ; F Y 0
i \y.=0 if not

)(i the vector of variables which gather

together the exogenous and endogenous variables
to the IMF not taken into account in the estimation
of the DEA model;

,b’ the vector of the parameters to be estimated,;

Table 2: variables explaining the factors which influence the performance

*

Y i a latent variable which can be considered

as a threshold from which the non-discretionary
variables affect the performance of an IMF.

In our context, the dependent variable
“nonperformance” is continuous and limited at
zero. In assuming that the errors are normally
distributed, the estimation of the model will
consist in the maximization of the logarithm of the
likelihood which is written below as follows:

S ) 5 ) L

where n stands for the number of observations and
o for the standard deviation. The variables
retained here are those which permit better to
apprehend the socioeconomic and psychological
realities of the IMF environment, listed above.
These variables used in the model are presented in
the Table 2:

1=not satisfied 2=less satisfied 3=satisfied 4=very

SATIF Satisfaction towards the past experiences satisfied
ROI Relations via the computer tool 1=oui 2=non
MC Means of communication 1=internet 2=telephone 3=posting 4=mail

Explanatory

RSCE social relations customers-institution

1=your friend 2=your covillagers 3=your neighbours
4=ordinary customers

RC Relations of courtesy

1=yes 2=sometimes 3=never

FR Frequency

1=once per year 2=twice 3=3 times 4=4 times
5=more than 4 times

Explained  |PERF Scores of performance

continuous variable on [0;1]

Source: construction of the authors
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Table 3: inputs and outputs used in the model

OUTPUTS INPUTS
Number of Size of the Percentage of Amount of Amount of
IMF Net result 5 " Turnover
Employee Portfolio Women Loans Deposits
HEVECAM 5 464 078, 6 1763 5 58 926 590 5064 779 22 276 078
COOPENMORN 117 459 612 10| 2 650 23 56 522 069 32 839 939 591 000
JAKIRI 689 496 11 3610 22 630 804 206 28 443 908 84 074 015
MITANYEN 814 948 10 5951 11 1721 694 309 970 847 19 694 010
NKWEN 864 309 10| 1 453 17 224 469 000 40 230 849 59 814 237
BAMOUGOUM 1001 197 4 886 21 5 425 400 2 456 437 1446 197
EBOLOWA FARMER 279 749 4 1 285 9 6 669 750 37 596 1242 169
VICTORIA CUSTOM 89 344 659 11 3209 17 762 197 215 183 313 671 169 934 575
MBATU 1512 631 5 765 21 72713 978 12 313 893 14 677 864
BANTOUM 0 3 217 15 121 975 441 723 0
KUMBA TOWN 42 875 244, 9 5 555 10| 1 100 002 217 74 055 297 205 585 599
DJOTTIN 1484 824 92 881 5 52 660 347 933 735 4 614 458,
BATIBO 66 056 12 2 359 11 303 134 681 27 019 385 663 017 405
NGOKETUNJA 37 477 473 11 3682 11 396 333 753 14 009 266 86 044 538
BAYELLE 509 641 7 5293 15 831 237 195 153 385 089 244 380 669
PAPI AKUM 113 546 5 136 19 17 775 969 5 034 500 1 286 944
BAMBUI 1 250 902 11 1752 13 698 982 974 76 722 023 131 978 056
AWING CENTRAL 3841 524 7 2 258 9 408 037 045 41 497 292 35 422 156
BALI CENTRAL 128 240 943 7 4 049 7] 1291371143 120 371 165 169 142 450
NSANI 23 657 954 9 2 404 9 113 021 875 25 607 205 29 564 472
AKUM ZONE 20 892 784 12 2 431 7] 2528 043 010 9 356 015 33 819 164
LIMBE URBAN COU 23 823 768 4 626 12 253 281 029 30 267 389 50 021 048
MISELLE 11 009 805 9 863 9 126 131 000 771 903 31 075 893
CHOMBA 2176 775 10 535 7 42 126 143 513 019 4 614 829
VICTORIA TOWN 9 723 773 5 2509 18 48 830 841 25 733 462 18 845 225
BUEA P&T 6 437 303 11 5979 11] 1575504 498 0 946 618 411
MBAMBA 1 397 805 7 65 9 70 627 539 4 086 962 14 868 327
EKONA TOWN 3 551 834 10 2 080 10 312 918 979 16 194 753 50 562 019
CEC-PROM 32 221 811, 7 924 7 74 993 445 189 008 861 199 642 301
SECUDS 56 659 370 10| 1 254 15 277 147 731 16 375 518 67 169 938
SCECOC 13042 211 9 2431 10 263 502 667 10 508 583 54 591 869
NDIAN ESTATE 13 208 722 7 1 400 11 112 610 514 6 504 596 27 045 537
AGRIC-WORKERS 50 074 741 d2 2287 18 745 751 088 128 686 823 195 688 643
MBVE 41 718 624 9 2775 7 470 387 913 5116 648 81 054 554
BAFUT 202 094 153 9 5571 12 839 111 104 211612 029 229 416 178
BUSINESS WOMEN 1 228 325 6 565 11 71 112 700 1775 480 9 185 714,
TIKO BANANA 93 167 368 12 3013 11 650 690 592 17 583 307 154 439 259
NJAT-ETU 1 926 380 5 900 6 64 281 000 1843 747 3 894 599
BAPI 5 502 4 154 14 280 936 7 694 8 093
BAFOUSSAM TOWN 52 359 046 12 4 336 11 483 251 289 23 539 699 189 435 456
BAMBILE 1705 473 10 5575 5] 1612581 841 177 528 077 208 552 338
SHISON 10 788 612 10| 2923 31 653 645 504 12 328 594 115 073 712
CRTV 23 679 4 23| 4 40 285 8 618 350 671
MBOUDA CENTRE 426 732 9 452 11 61 132 696 580 117 15 991 578
ACHA TUGYUI 9 535 7 346 6 59 726 330 795 1591 350
CAPCOFEM 6 544 233 12 237 45 6 752 583 7 543 546 7 500 600
CCAST AGRIC 6 677 067 12 1 430 16 231 247 408 14 471 814 47 450 919
KIMBO POLICE 19 525 193 7 3651 21| 1429930476 255 187 564 277 211 831]
NGWO 48 634 5 146 34 10 106 000 37 845 1147 348
AZRE 94 006 166 9 2819 9] 6973599 321] 1999 345 251] 1568 372 706
DJEREM 1741 147 13| 635 15 7 679 500 371 309 591 497
COPECFO 457 875 9 791 7 8 408 486 84 992 1028 281
GUZANG 915 885 11 432 15 343 654 940 19 038 950 54 891 479
ANDEK 523 671 7 478 10 17 286 615 39 825 514 511
MANDUMBA 203 465 5 76 7 11 937 580 1342 915 1 402 238
BANKIM 2275 4 616 10 3927 957 1 024 205 [¢]
BANEGHANG 1 435 065 5 993 9 28 706 870 7 240 925 6 093 470
ASHONG 357 441 10| 845 12 64 237 735 4 047 324 14 832 161
ALOU 534 505 9 765 12 120 734 463 18 506 448 25931 124

Source: construction of the authors from the data of CAMCCUL
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4. RESULTS AND INTERPRETATIONS

4.1 Presentation of the different tables of the analysis
Table 4: results of the estimation of the performance of IMF through the DEA method

IMFE CRS CLASSIFICATIO VRS SCALE
HEVECAM 1,047 1 0,494 0,095 60
COOPENMORN 1 2 1 1 2
JAKIRI 1 2 1 1 2
MITANYEN 1 2 1 1 2
NKWEN 1 2 1 1 2
BAMOUGOUM 1 2 1 1 2
EBOLOWA FARMERS 1 2 1 1 2
VICTORIA CUSTOM 1 2 1 1 2
MBATU 0,951 9 1 0,951 54
BANTOUM 0,934 10 1 0,934 53
KUMBA TOWN 0,845 11 1 0,845 37
DJOTTIN 0,813 12 1 0,813 49
BATIBO 0,812 13 1 0,812 48
NGOKETUNJA 0,76 14 0,894 0,85 a4
BAYELLE 0,656 15 1 0,656 46
PAPI AKUM 0,653 16 1 0,653 47
BAMBUI 0,549 17 1 0,549 45
AWING CENTRAL 0,435 18 1 0,435 43
BALI CENTRAL 0,433 19 1 0,433 42
NSANI 0,419 20 1 1,419 40
AKUM ZONE 0,409 21 1 0,409 22
LIMBE URBAN COU 0,393 22 0,964 0,408 39
MISELLE 0,382 23 0,865 0,442 41
CHOMBA 0,365 24 0,861 0,424 29
VICTORIA TOWN 0,362 25 1 0,362 18
BUEA P&T 0,361 26 0,756 0,478 20
MBAMBA 0,348 27 0,896 0,388 38
EKONA TOWN 0,315 28 0,969 0,324 35
CEC-PROM 0,303 29 0,851 0,355 11
SECUDS 0,293 30 0,748 0,391 32
SCECOC 0,279 31 0,313 0,892 30
NDIAN ESTATE 0,279 32 0,757 0,368 34
AGRIC-WORKERS 0,277 33 0,824 0,337 36
MBVE 0,251 34 0,875 0,287 31
BAFUT 0,247 35 0,467 0,528 21
BUSINESS WOMEN 0,242 36 0,409 0,591 33
TIKO BANANA 0,225 37 0,557 0,405 26
NIJAT-ETU 0,224 38 1 0,224 23
BAPI 0,215 39 0,801 0,269 28
BAFOUSSAM TOWN 0,214 40 0,48 0,446 27
BAMBILE 0,198 41 0,81 0,245 1
SHISON 0,187 42 0,898 0,208 25
CRTV 0,177 43 0,956 0,186 24
MBOUDA CENTRE 0,125 44 0,901 0,139 19
ACHA TUGYUI 0,116 45 0,928 0,125 17
CAPCOFEM 0,095 46 0,589 0,161 16
CCAST AGRIC 0,095 47 0,718 0,132 12
KIMBO POLICE 0,08 48 0,712 0,112 15
NGWO 0,077 49 0,739 0,104 14
AZRE 0,076 50 0,255 0,296 13
DIJEREM 0,067 51 1 0,067 10
COPECFO 0,067 52 0,931 0,072 9
GUZANG 0,049 53 1 0,049 59
ANDEK 0,039 54 0,708 0,055 55
MANDUMBA 0,037 55 0,824 0,045 51
BANKIM 0,036 56 0,49 0,072 52
BANEGHANG 0,034 57 0,463 0,073 58
ASHONG 0,031 58 0,524 0,059 56
ALOU 0,023 59 0,821 0,028 57
BAFUNG 0,009 60 0,359 0,025 50

MEAN 0.382 0.823 0.434

Source: construction of the authors from the DEAP2.1
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Table 5: results of the factors influencing the IMF performance

Number of obs 57.00
LR chi2(12) 245157
Prob > chi2 0.00
Pseudo R2 0.99
Log likelihood = -14.964542
Coef. Stad. | Error. t P>t | [95% Conf. Interval]
NBMCJ -0.001 0.001 | -0.760 | 0.453 -0.003 0.002
SATIF 0.025 0.054 | 0.470 | 0.040 -0.084 0.135
ROI -0.005 0.089 | 0.000 | 0.007 -0.180 0.181
MC -0.027 0.063 | -0.420 | 0.907 -0.154 0.101
RSCE -0.051 0.067 | -0.770 | 0.047 -0.186 0.083
RC -0.077 0.070 | -1.110 | 0.074 -0.218 0.063
FR 0.016 0.061 | 0.270 | 0.009 -0.107 0.140
Cons 1.122 0.375 | 2.990 | 0.004 0.367 1.877
/sigma 0.307 0.029 0.248 0.366
Summary. | 1.00 | Left-censored observations
56.00 | Uncensored observations

Source: construction of the authors from the STATA 10 software

4.2 Interpretation of the different
results

Interpretation of the results of the estimation of
the performance of the IMF through the DEA
method

The technical effectiveness levels of the IMF as
well as the average level of effectiveness of all the
production units are generated with the help of the
DEAP software, which estimates the effectiveness
of the production units when we have some
information on the inputs and outputs. It therefore

© . .
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emerges from these results that the IMF of the
CAMCCUL network are globally inefficient as far
as the commercial performance is concerned. The
score (or level) of effectiveness stands at 0.382 in
CRS (constant returns to scale), at 0.823 in VRS
(variable returns to scale), and at 0.434 with the
average returns to scale. This result supposes that
in average, under the hypothesis of constant
returns to scale, these IMF could have had the
same level of output in reducing by 61.8% (100%
- 38.2%) the quantities of inputs used. This shows
that the performance level of the IMF is globally
poor (<50%). The most efficient IMF is seven.
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There are those which the score of efficiency is
equal to 1. It is however interesting to bring out
the common features between these IMF. In
reality, all these IMF are of the first category® and
are interested as such in a well determined social
objective. The percentage of women in
borrowings is the highest in these IMF than in the
other ones which are less efficient. These IMF are
among other structures having a modest size of
portfolio, but which the number of employees
stands around at seven persons; moreover, the
quasi-totality of IMF which are in majority
constituted of women are relatively more efficient
in comparison with those which members are men
in majority. This result is not surprising for,
generally, women show more solidarity and use
better their savings in comparison with men. They
are also the main actress as far as the activities
productive of small scale of incomes are
concerned (commerce of proximity, micro
services, agriculture, breeding, transformation of
the agricultural products such as the
transformation of cassava into tapioca, etc.)
Interpretation of the results of the factors
influencing the IMF performance

After having obtained the score of the DEA
model, the next step has consisted in the
regressing these scores on the variables
susceptible to influence the performance of the
IMF; this is done through the censored Tobit
model. To achieve this, we have used the Stata
software, version 10. The estimation of the
determinants of the IMF performance gives the
results which are summarized in table 6. For the
interpretation of the obtained results, we are going
to consider that a negative parameter indicates a
negative influence of this parameter on the
nonperformance, and as an indirect result, a
positive influence on the performance level of the
IMF. The estimation model of the performance
indexes is globally significant at 1%, for the
simple reason that prob>chi2 = 0,000 < 1%. The
factors which influence the performance of the
IMF are those which the coefficients are
significantly different from zero (at 1; 5 and 10%).

® It is a question of a category of IMF which can only
deal with their members. They are cooperatives,
associations, etc.
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These factors are: SATIF (satisfaction with regard
to the past experiences); ROl (relation via the
computer tool or the computerized management of
the customer relationship) and at last, RSCE
(closeness of the social contacts).

e  For the factor SATIF, its coefficient is equal
to 0.025 which is greater than zero and we
also have P>t = 0,040 < 5%,; this means that
the coefficient of that variable is positive
and statistically significant at 5% level of
significance. The positive sign of the
coefficient indicates the fact that the
variable SATIF has a positive impact on the
nonperformance, and consequently, a
negative impact on the performance.

e  For the factor ROI, its coefficient is equal to
-0.005 which is less than zero and we also
have P>t = 0,007 < 1%. This means that the
coefficient of this variable is negative and
statistically significant at 1% level of
significance. This variable has a negative
influence on the nonperformance and on the
other hand has a positive impact on the
performance. A 1 unit increase of ROI
would lead to a 0.005 increase in the
performance.

e As to RSCE, its coefficient is equal to -
0.051 and P<t = 0,047 < 5%. This signifies
that RSCE has a positive impact on the
performance. Similarly, an increase of lunit
of RSCE would lead to an increase of the
performance by 0.051 units.

This result can be justified by three good
reasons:

- the computerized management of the
customer relationship (ROI) offers essential
functionalities to the constitution of an
integrated and unique view of the customer
portfolio, from the first marketing contact,
then throughout the commercial process,
and last up to the after sale phase. It then
helps the IMF and its collaborators to gain
in performance, through the improvement of
the knowledge of the customer (needs and
centers of interests); the development of
customer loyalty (supply of a personalized
customer service and fitted to his/her
expectations) and the dynamism of sales
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through the principle of the practice of
targeted supply.

- Moreover, in a microcosm victim of a rough
and unprecedented competition, the
primordial mission of the IMF does not only
reside in the conquest of customers, but
especially and precisely in the development
of customer loyalty, which constitutes an
inescapable guarantee, necessary to the
preservation of the market shares. All this
leads to a change of strategy for the
decision-makers. As a matter of fact, to
preserve their competitive advantage, the
decision-makers should have at their
disposal a relevant database on their
customers in order to be better differentiated
by the creation and the upholding of a
personalized contact; this can constitute a
prerequisite to the building of stable and
durable relations with the customers.

- Moreover, inasmuch as the loss of a
customer is prejudicial and that his/her
conquest costs five to eight times more
expensive to the company, the development
of customer loyalty passes through a
processes of satisfaction and through a
segmented approach which can be easily put
in place through the software of the
customer relationship management. These
software bring not only some pertinent
information to the company (IMF), but also,
are creators of values, insofar as they permit
to reduce the costs, to create a relation of
differentiation in adapting the supply to the
customer life cycle and by proposing
privileged offers (gold customers for
example). It also permits to anticipate the
depreciation of the portfolio; for thanks to
the history of the customer, it is possible to
foresee the infidelities, to analyze the
purchasing behavior and to deduce the
expectations; it also permits to arbitrate the
economic ratios in identifying the ranges of
the most profitable products or those which
generates the less margin.

Another variable which exerts a clear influence on
the performance of the IMF is the proximity of the
contacts between the IMF and its customers. The
results of the estimations show that the
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satisfaction in itself does not necessarily stimulate
the performance of the IMF. This can be
explained by the fact that the customers feel more
in security and more involved when they believe
that their concerns and their difficulties are shared
by their IMF; in short, when they feel like being
taken into account and being considered by their
IMF, the satisfaction constitutes no more an ideal
for the customers.

5. CONCLUSION

What is the impact of the customer relationship
management on the commercial performance of
the IMF in Cameroon? Such is the main question
on which we have tried to give an answer. The
empirical analyses carried out on the data of 60
IMF of the CAMCCUL network show an average
level of performance estimated at 0.382 when the
returns to scale are constant; 0.823 when the
returns to scale are variable and at 0.434 when the
returns to scale are average. Globally, these IMF
are technically non efficient as far as commercial
level is concerned. But these results hide some
disparities’” linked either to the socio-cultural
factors (such as the proximity of contacts between
the IMF and their customers), either to the
influence of the NTCC (computerized
management of the customer relationship) and
finally or to the satisfaction of customers towards
their past experiences, insofar as a good number
of these factors (about two or three) exert a
statistical and significant influence on the IMF
performance.
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