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ABSTRACT

In view of series of banking reforms embarked upon by the regulatory body since the
consolidation era, customer retention has been one of the most important aspects in the
banking industry. In recent times, the banking sectors in Nigeria have been the most
vibrant; contributing immensely to the growth and development of the country. One of
the most important ways to improve and maintain this sector is through a proper
retention process, as such there is the need to look into the Nigerian banking sectors,
their retention practices and how various retention processes can help increase and
maintain a standard outcome. This thesis explains, discusses and covers the processes
associated with superior customer retention and influential factors within the Nigerian
banking industry. This paper sets to find out the influences and relationship between
customer retention and some processes like customer satisfaction, customer loyalty,
customer commitment, customer trust, customer relationship management and many
other factors associated with excellent customer retention routine in Nigeria. A survey
was conducted among the customers of the top three banks in Nigeria, where a
questionnaire was shared among the respondents in other to achieve and as well as
answer all the research questions in this thesis. The results from this survey showed that
variables like satisfaction, loyalty, trust, commitment and a good customer relationship
management will all result to good and excellent customer retention in these banking
sectors and as well as other business organisations. The research questions and
objectives gave guidance throughout the research process. The results from this survey
are then presented and discussed in this thesis paper and various recommendations,
contributions and limitations were covered as well. A conclusion about the research is
then reached.
Key Words: Retention, Customer, Customer Retention, Bank, Nigeria
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Chapter One
Introduction
1.1 Study Background
During the 1990’s the focus of most marketing activities was to gain new customers.
Current development shows a change of this focus. To maintain existing customers is
becoming more and more important. According to Ang & Buttle (2006) Customer
retention has been a significant topic since the mid-1990s. Although little research has
been conducted in terms of the banking sectors which are associated with excellent
customer retention performances. Customer retention is important to most companies
because the cost of acquiring a new customer is far greater than the cost of maintaining a
relationship with a current customer (Ang & Buttle, 2006).
In today’s highly competitive environment, losing customers is very costly. Since
Dawkins and Reichheld’s (1990) study (as cited in Ang & Buttle, 2006) shows that the
cost to find and acquire a new customer is seven to ten times higher than to retain and sell
to an existing one. As such, most researchers have concluded that it is five times more
expensive to acquire new customers than to keep existing ones (Ramakrishnan, nd).
Therefore, companies and industries all over the world have to strive to develop and
manage a good customer retention process. Luliia Shcheglova & Sergii (2010) found that
the reason for this development is based on the knowledge that long term related
customers have a huge positive effect on the success of a company. The report of Bain &
1

Company consulting firm (as cited in Luliia Shcheglova & Sergii , 2010) have also
reported that, in Asian banks sphere states that retaining a customer into active one will
worth two to three times more in profits as just to acquire a new.

Overviewed, researchers highlight the connection between customer retention and a
company’s profit. They prove the views on customer retention focus that it can be less
expensive than acquisition focus and can be more profitable. According to Weinstein
(2002) “Customer retention is of prime importance; therefore, it is imperative to
understand what any organization should retain” (Weinstein, 2002).

Accordingly, banking customer retention is more of a challenge than it would be in
different industries. Customers naturally gain a sense of security placing their money in
an institution they believe shares their interests, and the nature of their precious finances
means they need to know those interests are being catered to. Understanding that their
business is valued plays a role in this. Insiders believe that the prospects for “organic
growth” in banking are waning like never before, and in excess of 10 million financial
customers are switching institutions each year" (Pilecki, 2007). The truth is there for all to
see, banks must adopt strategies for effective bank customer retention.

This research thesis focuses mainly on the Nigerian banking sector. It investigates
the customer retention outcomes and a number of processes which are associated with an
excellent retention routine. It then further explains and discusses how some of the
variables like customer satisfaction, trust, commitment, loyalty are related to outstanding
customer retention. It then shows how the survey for the research thesis was conducted as
2

well as recommendations given for an affirmative customer retention routine in Nigerian
banks.

1.2 Research Problem
The Nigerian banking industry constitutes the largest and the most important
financial aspect in the country. Their activities and contributions are indispensable to the
smooth running of several other businesses both locally and internationally. The rate of
growth in this area during the last few years is characterised by a remarkable shift from
old system banking to the new era of banking. This development has led to an
unprecedented increase in the number of banks in the country which has in turn created a
highly competitive environment in the financial industry. As such, every bank is looking
forward to retaining their customers in other to survive the impressive competition.

Although, it is not only in Nigeria, but banking companies all over the world are
faced with the same question; "Why Customer Retention?” In the present time, customer
retention (CR) has become more and more important in business sectors. "Insiders agree
that the prospects for organic growth in banking are starting to slim. As a result, banks'
customer-retention efforts are more important than ever" Bruno-Britz, (2008，as cited in
Kuběnka & Ptáčková, 2011).

Banking industry statistics have made it clear that recruiting new banking customers
is a considerably larger cost to the banks as compared to retaining existing ones (Ang &
3

Buttle, 2006). On average, any bank will lose 20% of its customer base every year, and
yet it is suggested that by retaining as little as five percent of that base could increase
profitability by up to twice their current figure. With this statistic, any doubts regarding
the value of banking customer retention should be thoroughly dispelled (HubPages I,
2009).

Some businesses are interested only in acquiring new customers at the risk of
ignoring their bread and butter customer base, but while acquiring new customers, it
cannot occur at the sacrifice of the existing customer base (Lombordo, 2003). In today’s
economy, especially the banks, it is getting increasingly difficult to acquire new
customers as the rate of losing existing ones. As a result the net effect from attrition is
fewer customers overall (Lombordo, 2003). If it costs so much more to acquire new
customers, why don’t most businesses focus on retaining their existing customers? "As a
small increase in customer retention could result in a dramatic increase in your profits"
(Pilecki, 2007).

However, many researches on bank customer retention have been carried out, but to
the best of our knowledge, none has been conducted in relation to the Nigerian banking
sector. Therefore, the author took the opportunity to conduct this research in Nigerian
banks. The research investigates the processes associated and related with virtuous
customer retention performance. It also highlights the areas to be improved and
determines what information is needed for an upright customer retention process in
Nigerian banking sector. It then captures this information by analyzing it, and then
4

presenting the information and as well as the results of the study. This study also
investigates and analyzes why customers return to their respective banks and what
influences their decisions. We defined what is important for the bank customers in order
to return and as well as highlight some of the things these banks can do in other to retain
their various customers.

The results of this research thesis can be used by marketers in the banking sector and
other related companies in order to better understand what influences customer’s
behaviour in terms of retention and why they return to the service provider. Also
managers of these related spheres can use the findings of this research as a tool to increase
the retention rates by adjusting relevant service elements within the Nigerian banking
sector.

5

1.3 Research Questions
RQ 1: What are the organizational processes that are related to customer retention and
what are their implications and contributions on the Nigerian banking sector?

RQ 2: Does satisfaction and dissatisfaction of customers affect retention?

RQ 3: What is the relationship between customer trust and customer retention?

RQ 4: What are the main areas that need improvement in terms of customer retention
aspect in Nigerian banks?

RQ 5: Is there any relationship between customer retention and customer commitment?

RQ 6: How is Loyalty related to retention of the customers of the banks?

RQ 7: Is there any relationship between Customer Relation Management (CRM) and
customer retention in the banking sectors?

6

1.4 Research Objectives
RO 1: To examine the organizational processes that are related to customer retention and
their implications and as well as the contribution they provide on the Nigerian
banks

RO 2: To Investigate and find out how satisfaction and dissatisfaction of customers of the
bank affect retention, how to measure this factor and find out who should be
involved.

RO 3: To investigate the relationship between customer trust and customer retention.

RO 4: To further explore the most important aspects to be improved for better customer
retention in Nigerian banks.

RO 5: To investigate the relationship between customer retention and customer
commitment?

RO 6: To determine the relationship between loyalty and retention of the customers of
the banks.

RO 7: To investigate the relationship between Customer Relationship Management
(CRM) and customer retention in the Nigerian banking sector.

1.5 Justification of the Study
7

Customer Retention is an attractive area of research because of its relative novelty
and exploding growth in a country such as Nigeria where competition is escalating both
from traditional players and new entrants owing to deregulation of the banking industry.
Retaining customers needs, globalization, disintermediation and the emergence of new
financial service models are all dynamics in the financial services industry and
information

technology not left out are all impacting the industry (Park, 1999).

Customer retention is a pre-requisite for any service providing organization and is a
criterion by which a business can be deemed successful. Researchers have proven that the
cost of attracting new customers is much more than retaining an existing one. Hence, it
has become necessary to enrich the customer experience day-by-day, thereby eliminating
the chances of customer exit.

The banking industry was chosen as the industry sector for this research as it presents
rich information for relationship practices. Bank customers are “care conscious”. They
will often switch banks simply because one provides good rates, and/or quick response
over the other, there is therefore the need to improve upon relationship of all the processes
associated with good customer retention technique in the banking industry in Nigeria in
other to keep banks from losing their valuable customers which has been seen to be
important and also the fact that establishing relationship will be a reason for banking
organizations never to deal with competitors.

1.6 Research Organization
Chapter One: Introduction
8

This chapter serves as an introduction to the reader. It consists of the study background,
the research problem, research questions and the research objectives. The chapter then
further explain the significance of the research which includes both the practical
significance and theoretical significance.

Chapter Two: Literature Review
This chapter discusses the basis for common understandings about Customer retention as
a topic, and its need in the Nigerian banking sector. It then further introduces some areas,
in which further development could be supported, such as the Customer relationship
management, customer satisfaction, customer trust, customer loyalty, customer
commitments and many others that will be discussed in the paper. The discussion in
Chapter 2 responds to most of the research objectives.

Chapter Three: Research Methodology
This chapter presents the conceptual framework for the various literatures reviewed in
the second chapter. This chapter then describes the research methodology, the methods
chosen for the research and the reasons why it was chosen over other methods. It then
states the research instrument, population chosen and the nature of the sampling and why
all these methods were employed, it then further explains the method chosen for the
analysis of the data that was collected for the research as well as the importance and
justification of the method chosen.

9

Chapter Four: Data Analysis
Chapter 4 discusses how the research findings were analyzed and drawn. All results are
given and presented in this chapter. Testing of the hypothesis is also been carried out in
this chapter.

Chapter Five: Recommendation
The report then concludes and the summary of the key results and recommendations are
given. The limitations are discussed as well in this chapter.

Chapter
One
Introduction

Chapter
Two
Literature
Review

Chapter
Three
Methodolog
y

Chapter
Four
Data
Analysis

Figure 1.1: Research Organization

Chapter Two
Literature Review
2.1 Introduction
10

Chapter
Five
Recommen
dation

The Nigerian banking industry is one of the most dynamic and competitive
industries in the Country. The banking industry has transformed rapidly in the last ten
years, shifting from transactional and customer service-oriented to an increasingly
aggressive environment in which competition for revenue is top priority. The Nigerian
Bank can now fit into the global definition of bank. (Victor E, 2007).

Previous researches were conducted in this area and below are some of the works
and the authors as well; Adeoye, B., & Lawanson, O. (2012) talked about customer
retention in Nigerian banks in their article; Customers satisfaction and its implications
for bank performance in Nigeria. This article of theirs covered customer retention a
little as the article was more focused on Satisfaction and Relationship Marketing (RM).
Another research was also conducted on Retention Strategies in Post Consolidation
Banking Industry in Nigeria (a Case Study of First Bank Nigeria Plc) in 2009 by
Amaraike.

Other similar research works include work conducted by Gberevbie, D. E. (2010)
which focuses on organizational retention strategies and employee performance of
Zenith Bank in Nigeria. This article focused on only one bank, which is the zenith bank
of Nigerian. More so, Oyeni, Omotayo and Abiodun Abolaji conducted a research in
2008, on customer service and retention focusing on Mobile phones in Nigeria. Lastly,
Ehigie, B. O. (2006) did a research which covers ‘Correlates of customer loyalty to their
bank: a case study in Nigeria’. Now this article covered a lot on loyalty.
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This research has provided a host of studies attempting to measure some of the
factors as well as variables connected and associated with customer retention in banking
sectors in Nigeria. This chapter will discuss about the customer retention, its antecedents
and its consequences on customer satisfaction, Customer relationship management,
Customer commitment, Customer trust and loyalty and a lot more.

The reason for all the descriptions in this chapter is to respond to research objectives
and find effective parts for customer retention in order to improve this banking sector in
Nigeria, in terms of profits and increase their market and customer share and most
importantly the customer retention concurrently. This part is not limited to a definite
structure; on the contrary, it covers a wide area which should be considered by
companies, extensively.

2.2 The Nigerian Banking Industry (Brief Historical Overview)
The history of banking operation and supervision in Nigeria could be traced to the
period between 1892 and 1894 when African Banking Corporation and First bank of
Nigeria (which was formerly known as the Bank of British West Africa) were
established. There was no doubt that along the line history, the colonial Banks
12

established their presence in Nigeria. They ran commercial affairs, affected financial
activities and influence trade and commercial transactions throughout West Africa, from
Nigeria.

The Nigerian Banking is primarily regulated by two bodies. The first being the Central
Bank of Nigeria (CBN) which has superior regulatory power, and then the Nigerian
Deposit Insurance Company (NDIC). These bodies are used by the government to
regulate and

supervise the banking sector. There are currently about twenty-three

banks running in Nigeria. In this thesis, we would be looking at only the top three
banks.

The Nigerian banking industry is one of the most dynamic and competitive industries in
the Country. The banking industry has transformed rapidly in the last ten years, shifting
from transactional and customer service-oriented to an increasingly aggressive
environment in which competition for revenue is top priority. The Nigerian Bank can
now fit into the global definition of bank. (Victor E, 2007).

Previous researches were conducted in this area and below are some of the works and
the authors as well;

Adeoye, B., & Lawanson, O. (2012) talked about customer retention in Nigerian banks
in their article; Customers satisfaction and its implications for bank performance in
Nigeria. This article of theirs covered customer retention a little as the article was more
13

focused on Satisfaction and Relationship Marketing (RM). Another research was also
conducted on Retention Strategies in Post Consolidation Banking Industry in Nigeria (a
Case Study of First Bank Nigeria Plc) in 2009 by Amaraike. Other similar research
works include work conducted by Gberevbie, D. E. (2010) which focuses on
organizational retention strategies and employee performance of Zenith Bank in Nigeria.
This article focused on only one bank, which is the zenith bank of Nigerian. More so,
Oyeni, Omotayo and Abiodun Abolaji conducted a research in 2008, on customer
service and retention focusing on Mobile phones in Nigeria. Lastly, Ehigie, B. O. (2006)
did a research which covers ‘Correlates of customer loyalty to their bank: a case study
in Nigeria’. Now this article covered a lot on loyalty.

2.2.1 Area of study (The Top Three Nigerian Banks)

Below is a brief discussion on the top three Nigerian banks where the research for this
thesis was conducted.

2.2.1.1 Guaranty Trust Bank

14

Guaranty Trust Bank plc (GTB) is a foremost Nigerian Financial institution with vast
business outlays spanning Anglophone West Africa and the United Kingdom. The bank
presently has an Asset of Base of over 2 Trillion Naira, with shareholders’ funds of over
200 billion Naira and employs over 5,000 people in Nigeria, Cote devoir, Gambia,
Ghana, Liberia, Sierra Leone and the United Kingdom. According to their websites, this
bank has 4.3 Million customers as the time this research was conducted, (GTB.com).

2.2.1.2 United Bank for Africa
United Bank for Africa plc (UBA) is the product of the merger of Nigeria’s third and fifth
largest banks. This bank was incorporated in 1961 following the Nigerian Independence
which was in 1960. It started small and today it is one of Africa’s leading financial
institutions offering universal banking services to more than 7.2 million customers across
700 business offices in 19 African countries. It has approximately 4million customers in
Nigeria at the time this survey was conducted.

2.2.1.3 Zenith Bank
Incorporated as Zenith International Bank limited in the 1990s, from being just another
bank in Nigeria, this bank has grown organically to become a financial services
institution of choice with presence in both Africa and the United Kingdom. It is a leader
in financial solutions in the most facets of banking. The bank customer base comprises
mainly corporate entities many of which are subsidiaries of multinational corporations
15

and large indigenous companies (Zenithbank.com). This bank has about 1.6 million
customers as the time this survey was conducted.

See appendix F for pictures collected from these banks mention above, during the
survey phase. Various pictures show how some these banks conduct retention plans and
their environments.

2.3 Customer Retention
The importance of customers has been highlighted by many researchers and
academicians. Allred & Addams (2000) said “Customers are the purpose of what we do
and rather than them depending on us, we very much depend on them”. According to Ang
& Buttle (2006) the customer is not the source of a problem, we shouldn’t perhaps make a
wish that customers ‘should go away’ because our future and our security will be put in
jeopardy. Many organizations today are focusing on customer satisfaction, loyalty and
retention.

Consequently, customer retention has also been approached as an attitudinal
construct by Hallowell (1996, as cited in Al-Hawari, Ward & Newby, 2009) to reflect the
emotional and psychological attachment inherent in retention. This was demonstrated, for
example, by the willingness of the customer to recommend a service provider to other
consumers Ziethaml et al., (1996, as cited in Al-Hawari, Ward & Newby, 2009). The
other approach has combined the behavioral, attitudinal, and cognitive aspect of customer
16

retention (Bloemer et al., 1998). In this regard, customer retention has frequently been
operationalized as the first thing that came to mind when making a purchase decision; that
is, a customer’s first choice among alternatives, and also, price tolerance.

In a service context, retention was frequently defined as observed behavior (Liljander
& Strandvik, 1994). However, the behavioral models that used repeat purchase as the
only measurement of customer retention have been criticized for their lack of conceptual
basis; this measurement may not have indicated an attachment to a particular brand Day
(1996, as cited in Al-Hawari, Ward & Newby, 2009). The problem associated with
treating retention exclusively as a repeat purchase was that this did not differentiate loyal
customers (Dick & Basu, 1994). Moreover, a behavioral approach with the only focus on
repeat purchase may not yield a comprehensive insight into the underlying reason for
retention as mentioned by Bloemer & Kasper (1995, as cited in Al-Hawari &Ward,
Newby, 2009).

In order to lower costs and increase their market share in an era of high levels of
competition, many firms acknowledge the need to increase their efforts to retain
customers to increase their profitability as mentioned by Reichheld & Sasser (1990, as
cited in Hennig-Thurau, 2004). However, on turning to the retention literature for
guidance in developing retention strategies, practitioners find that there are variations in
the conceptualization of customer retention that confound the research findings.
According to Bowen & Chen (2001, as cited in Al-Hawari, Ward & Newby, 2009) there
are three distinctive approaches to measuring retention; behavioral measures, attitudinal
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measurement, and composite measurement. In our research, we shall try and look at these
factors and know their impacts on the Nigerian banks.

Furthermore, a general management perspective (as cited in Ang & Buttle, 2006)
where DeSouza (1992) Rosenberg & Czepiel (1984) and Reichheld (1996) offer
theoretical positions drawn from their observation and consulting experiences; DeSouza
(1992) advocates retention measurement of preventing customers from defecting by
learning from former customers, analyzing complaints and service data, and identifying
many more. Our research will look into these factors and see if they have any positive
effect on the customer retention in Nigerian banking sector. Customer retention is an
important element of banking strategy in today’s increasingly competitive environment.
Bank management must identify and improve upon factors that can limit customer
defection.

According to many researchers, these may include employee performance and
professionalism, willingness to solve problems, friendliness, and level of knowledge,
communication skills, and selling skills, among others (Rust et al., 1996). Furthermore,
customer retention can also be improved through adjustments in a bank’s rates, policies
and branch locations (Coughlan, Shale & Dyson, 2010). Clearly, there are compelling
arguments for bank management to carefully consider the factors that might increase
customer retention rates. (As cited in Ang & Buttle, 2006); several studies have
emphasized the significance of customer retention in the banking industry Dawkins &
Reichheld (1990) and Marple & Zimmerman (2000).
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However, there has been little effort to investigate factors that might lead to customer
retention. Most of the published research has focused on the impact of individual
constructs, without attempting to link them in a model to further explore or explain
retention. “If retention criteria are not well managed, customers might still leave their
banks, no matter how hard bankers try to retain them. This thesis examines the impact of
several retention relevant constructs that influence consumers’ decisions to stay with or
leave their banks in Nigeria.

2.4 Customer Relationship Management (CRM）
Customer relationship management (CRM) is as a managerial approach which is
customer oriented in which information is provided by information systems in order to
sustain collaborative, operational, analytical, and CRM processes leading to customer
satisfaction and retention (Parvatiyar1 & Sheth2, 2002). CRM entails all aspects of
interaction that a company has with its customer, whether it is sales or
service-related. CRM is often thought of as a business strategy that enables businesses to
understand the customers, retain customers through better customer experience, attract
new customer, and win new clients and contracts. "It also helps in increase profitably
and decrease customer management costs"(Parvatiyar1 & Sheth2, 2002).

This study provides a framework in which CRM can be used to achieve higher
quality of customer retention. It will show the relationship between CRM and customer
retention and as well as how it does affect it. According to Vavra (1992, as cited in
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Parvatiyar1 & Sheth2, 2002) another narrow, yet relevant, viewpoint is to consider CRM
only as seeking customer retention by using a variety of after marketing tactics that lead
to customer bonding or staying in touch with the customer after a sale is made. Customer
happiness and customer faithfulness are vital to success factors in Customer Relationship
Management (CRM) in customer retention which is very important for the survival of
banking organizations in today’s competitive environment. Satisfying customers and
surviving in today's fast moving marketplaces requires: a brain to understand, learn, and
analyze customers; a heart to pump and flow out the customer oriented blood throughout
the organizational arteries; and hands and feet to deliver the services to the customers
(Buttle F, 2009).

The critical role the customer plays is so vital, an entire management philosophy and
software category was born customer relationship management (CRM) based on the
recognition of the value of a customer. According to Gandhi (as cited in Ghahfarokhi &
Zakaria, 2009) it is obvious that a customer is most important in business. We always
need him and depend on him but he never bothers us. We are working for a purpose, he is
our purpose. He always is an important part of our work not just the outside part of it.
The customer is not the person we do a favour for and serve, but indeed he is doing us a
favour and gives us this opportunity to serve him (Ghahfarokhi, & Zakaria, 2009).

Today, customers are very important factors in companies management with the
power to change their short-term and long-term polices and strategies. Therefore enough
knowledge of environment, expectations of customers and their desires are very
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important to find the best solution for facing un-expected behaviours of customers and
then behave in such a way to change the mind of customers in the direction of companies’
profit. "It’s an act in which customers are absorbed by using different techniques such as
CRM in order to manipulate the company policies ahead of them" (Reinartz, W.J. &
Kumar, 2003). The customer is king! Has long been the cry of those in business.

According to Reinartz, W.J. & Kumar (2003) customer Relationship Management
(CRM) is a business philosophy which provides a vision for the way your company wants
to deal with your customers. To deliver that vision, you need a CRM strategy which gives
shape to your sales, marketing, customer service and data analysis activities. For most
companies, the aim of a CRM strategy is to maximize profitable relationships with
customers by increasing the value of the relationship for both the vendor and the
customer.

A good customer relationship management allows the formation of individualised
relationships with customers of the banks or various organisations. This aims at
improving customers’ satisfaction and maximizing profits as well; such as identifying
the most profitable customers and providing these customers with the highest level of
service. According to Gummesson (2005) “One of the main items in CRM is customer
retention because it is one of the top targets of the CRM method” (Gummesson, 2005).
Many researchers have shown the positive effect of CRM on customer retention, it will
later be discussed in this thesis if there is any relationship between these factor and

21

retention, its effects and as well as its targets on the Nigerian banking sector is covered
too.

2.5 Customer Satisfaction
By far, the most commonly used customer perceptual metric by managers is
satisfaction (Gupta, Lehmann & Stuart 2004). Zeithaml et al., (2006, as cited in
Hallowell, 1996) also observe that this is “because it is generic and can be universally
gauged for all products and services including non-profit and public services (Zeithaml et
al., 2006, p. 170). Even without a precise definition of the term, customer satisfaction is
clearly understood by many, and its meaning is easy to communicate. “With regard to
satisfaction’s relationship to customer behavior, research has shown a link been
satisfaction and customer retention” (Gupta, Lehmann & Stuart 2004).

According to Hansemark & Albinsson (2004) satisfaction is an overall customer
attitude towards a service provider, or an emotional reaction to the difference between
what customers anticipate and what they receive, regarding the fulfillment of some need,
goal or desire. Another researcher also defined satisfaction as a person’s feelings of
pleasure or disappointment resulting from comparing a product’s perceived performance
or outcome in relation to his or her expectations (Johnson, 2001). Therefore, customer
satisfaction is a post-purchase evaluation of a service offering as Johnson (2001) gave a
more current approach. He defined customer satisfaction as a state of mind in which the
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customer’s needs, wants, and expectations throughout the product of service life haven
been met or exceeded, resulting in future repurchase and loyalty. Some researchers
support the idea that satisfaction can be measured from a perspective of performance
evaluations, making the inclusion of the disconfirmation process needless (Richard,
2010). It is the state of mind that customers have about a company when their
expectations have been met or exceeded over the lifetime of the product or service. The
achievement of customer satisfaction leads to company loyalty and product repurchase
(Richard, 2010).

Many researchers have looked into the importance of customer satisfaction in
relation to customer retention. According to Anderson, Fornell & Rust (1997) to retain
customer, switching barrier and customer satisfaction are the two basic forms which need
to be fulfilled. In businesses where the underlying products have become
commodity-like, quality of service depends heavily on the quality of its personnel. This is
well documented in a study by Leeds (1992, as cited in Anderson, Fornell & Rust, 1997)
who documented that approximately 40% of customers switched banks because of what
they considered to be poor service. Leeds further argued that nearly three-quarters of the
banking customers mentioned teller courtesy as a prime consideration in choosing a bank.
The study also showed that increased use of service quality/sales and professional
behaviours improved customer satisfaction and reduced customer attrition.

Indeed, customer satisfaction has for many years been perceived as key in
determining why customers leave or stay with an organization. Another researcher
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stressed that; Organizations need to know how to keep their customers, even if they
appear to be satisfied (Hansemark & Albinsson, 2004). This researcher also suggests that
unsatisfied customers may choose not to defect, because they do not expect to receive
better service elsewhere (Hansemark & Albinsson, 2004). Additionally, satisfied
customers may look for other providers because they believe they might receive better
service elsewhere. Fornell (1992, as cited in Anderson, Fornell & Rust, 1997) in his study
of Swedish consumers notes that although customer satisfaction and quality appear to be
important for all firms, satisfaction is more important for loyalty in industries such as
banks, insurance, mail order, and automobiles.

Furthermore, customer satisfaction is shown to be critically important for its impact
on customer retention and firm profitability, for example, Caru & Cugini (1999) and
Anderson & Mittal (2000) found that the satisfaction-profitability link is stronger for
services than for products. With services, this depends strongly on service encounters
which can significantly affect the level of overall satisfaction (Srijumpa, Chiarakul &
Speece, 2007). Other researchers have argued that for many customers, the relationship is
just a set of accumulated experiences. Certainly, it is very important to understand exactly
how customers really view their service encounters. Satisfaction with service encounters
is actually a rather complex topic. Although much work on satisfaction and
dissatisfaction treats these as the opposite ends of a scale, some observers feel that the
evidence is contrary to this common view. Bleuel (1990) for example, says there is no
bi-polar scale, and talks about a non-linear relationship between satisfaction and
dissatisfaction and a zone of uncertainty, with discontinuous progression from one to the
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other (Bleuel, 1990). This research will clearly examine both satisfaction and
dissatisfaction and how they are related to the customer retention in the Nigerian banking
sectors.

Further, in banking sectors, the nature of the service encounter is changing as
self-service technologies (SSTs) become more pervasive. For example, many of the
Nigerian banks have moved towards delivering services through internet banking, which
they view as both lowering costs and providing better, and sometimes new, services to
their customers. Many brokerage firms now provide online trading services (Srijumpa,
Chiarakul & Speece, 2007). However, frequently firms offer self-service technologies
without having carefully studied what the true outcomes are when customers interact with
technology without a human component in the service encounter. Most customers may
still see serious barriers to using the internet for financial transactions. Many, even
though they accept technology, still prefer interpersonal interactions most of the time
(Colgate & Smith, 2007).

2.6 Customer Satisfaction Measurement Process
Measuring customer satisfaction is a relatively new concept to many companies that
has been focused exclusively on income statements and balance sheets. Many companies
now recognize that the new global economy has changed things forever. Increased
competition, crowded markets with little product differentiation and years of continual
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sales growth followed by two decades of flattened sales curves have indicated to today's
sharp competitors that their focus must change (Mahesh & Amulya, 2012).

Many competitors that are prospering in the new global economy have recognized
measuring customer satisfaction as one of the keys to a good customer retention
management (Brimpong & Malcolm, 2008). Most researchers now believe that only by
doing so can they hold on to the customers they have and understand how to better attract
new customers. According to Mahesh & Amulya (2012) said the competitors who will be
successful recognize that customer satisfaction is a critical strategic weapon that can
bring increased market share and increased profits.

The problem companies face, however, is exactly how to do all of this and do it well.
These companies need to understand how to quantify measure and track customer
satisfaction. Without a clear and accurate sense of what needs to be measured and how to
collect, analyze and use the data as a strategic weapon to drive the business, no firm can
be effective in this new business climate. "Plans constructed using customer satisfaction
research results can be designed to target customers and processes that are most able to
extend profits" (Colgate & Smith, 2007).

2.7 Switching Costs
According to Colgate and Lang (2001) it is another category of switching barrier.
It can be defined as the perceived economic and psychological costs associated with
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changing from one alternative to another (Jones, Mothersbaugh, and beatty, 2001).
According to Burnham, Frels and Mahaja (2003) it involves time, money and effort.
However, switching suppliers involves set ups costs and termination costs (Dwyer,
Schurr and Oh, 1987). One of the common programs in banking services for retaining
customers is to apply rewards benefits. For most of the banks, this increases retention
and prevents customers from switching to other banks because they keep higher
balances and maintain their accounts longer. On the other hand, for customers they
could have enjoyed all of the benefits offered by the programs, such as points and
rewards redeemable. While trust influences the relationship between buyer and vendor
(Anderson and Weitz, 1989), it also leads to retention and may affect customers when
they need to purchase multiple products due to customer needs and customer life-cycle.

In the case of banking due to a standardized banking system and metropolitan local
area, pre switching search and evaluation costs along with setup costs, switching is not
significant for banking customers as stressed by Jones et al (2002). While customers
cannot easily switch to other providers without facing significant costs (Burham et al.,
2003) switching costs influence customer retention, in other words the higher the
switching costs, the more likely customers are to remain with bank (Li, Sun and Wilcox,
2005).

Given the inbuilt loyalty intensity of customers, their action however can be
influenced through external stimuli or incentivizes , such as product attributes, price and
pecuniary costs of switching, communication and relationship management including
27

customer care. (Laksamana et al., n.d.）While the internal loyalty intensity of customer
cannot be imparted, external stimuli are within the locus of control to the provider.
These are instruments which the provider can manipulate in other to achieve a desired
action from the customers. According to Abdollahi (2008), retention is the outcome of
the event that customers are retained or stayed with their current provider. Retention can
be bought with the appropriate incentive or stimuli. It occurs due to combined effect of
two forces: which are the internal loyalty intensity of a customer and the external
incentives or stimuli that they are subjected to in the form of product attributes fiscal
switching costs, price, advertising communication and customer care. Culture also
moderates the effects of switching barriers on customer retention (Patterson and Smith,
2003).

2.8 Service Quality as a Driver of Customer Retention
Service quality is generally perceived to be a tool that can be used to create a
competitive advantage and therefore helps in retaining customers. Ample research in
this area has been undertaken in the last 20 years. Bitner et al. (1990) define service
quality as “the consumers’ overall impression of the relative inferiority and superiority
of the organization and its services.” So also, the most common definition of service
quality is the discrepancy between a consumer’s expectations and perceptions of the
service received. Accordingly, service quality is defined as how well a delivered service
level matches a customers’ expectations （Parasuraman et al. 1991）。Many studies
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have also found a direct positive link between service quality perceptions (Arguably a
cognitive evaluation) and customer behavioural intention which leads to customer
retention (Zeithaml et al., 1996).

The main key factor influencing customers according to Abratt and Russell (1999)
“Selection of a bank includes the range of services, rates, fees and prices charged” It is
obvious that superior service alone is not sufficient to satisfy customers. Prices are
essential, if not more important than service and relationship quality. In addition,
service excellence, meeting client needs and providing innovative products are essential
to succeed in the banking industry. Most banks claim that creating and maintaining
customer relationships are more important to them as they are aware of the positive
values that relationships provide (Colgate et al., 1996). Some customers often don’t
remain with an organization just because of the discount offered or some loyalty
program available. Therefore, the service provided most satisfy and meet the
expectations of the customers. Most researchers believe that an organization building
customer retention should enable customers to receive what they want, when they want
it just in time (Gronroos, 1997). Also, Phelps and Graham (2001) also enumerated that
the two most effective methods of generating increased sales and as well as customer
retention are; Giving the customer a superior experience that they have no reason to or
even look elsewhere and then secondly; giving them incentives to spend more, return,
refer or buy more often.
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Service quality is indeed an important driver of customer retention, even in a mass
service; however, it certainly does not seem to be the sole concern of the customer
because high service quantity at the expense of a reasonable price also appeared to be
unacceptable (Ranaweera and Neely, 2003). Where price perceptions are poor and there
is potential for improving service quality, it improvements can lead to a significant
increase in rate of retention. However, where negative price perceptions are associated
with high service quality perceptions, service quality alone will be inadequate to retain
customers (Ranaweera and Neely, 2003).

2.9 Customer Trust
Trust derived from social exchange theory, which suggests that a relationship is a
slow process requiring little trust in the beginning before it transform into bigger
relationship with a bigger transactions with greater trust (Laksamana, Wong, Kingshott &
Muchtar, n.d). Therefore, in the context of business exchange, trust is seen as an attractive
element for a partnership. Morgan & Hunt (1994, as cited in Laksamana, Wong,
Kingshott & Muchtar, n.d) defined trust as “confidence in the exchange partner’s
reliability and integrity”. Moorman et al., (1993) has also defined trust around the same
notion: a state between two parties that are involved in a relationship according to which
the party that is perceived as controlling assets (e.g., resources and know-how) that the
other party values will continue sharing them in a mutually beneficial manner.
Högberg (2002, as cited in Gounaris, 2005) also suggests that trust develops successively
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it is the result of a gradual deepening of the relationship through a process of mutual
adaptation to the needs of the other party although not necessarily symmetrically.

Research has also indicated that multiples types of trust, with both behavioral and
cognitive dimensions, exist (e.g., Ring, 1996; McAllister, 1995; Lewicki and Bunker,
1995, a,b). In this study, trust is conceptualized as the confidence of the exchange actors
in the goodwill of each other. It is a non-calculative reliance in the moral integrity and
goodwill of others on whom the exchange actors depend. Trust is then considered as a
deep-rooted belief in a partner’s altruism and in the moral order of the relationship (Ring,
1996). This conviction leads to integrative behavior, which eventually prolongs the
duration of the relationship (Ganesan, 1994) by enhancing the dedication in the
relationship (Morgan and Hunt, 1994) and serving as a means for coordination (Gounaris,
2005). In addition, Hogberg (2002, as cited in Gounaris, 2005) stressed that frictions
raised due to deficiencies that are inherent in all relationships are easier to solve if trust
has developed.

In Nigeria today, there are many banks functioning, people could easily change from
one bank to another, but as many researchers have said, trust is a type of expectation that
alleviates the fear that one’s partner will act opportunistically (Gulati, 1995). It is a
common practice for premium banking services to discourage customers to switch to
another bank. The fierce competition in the industry not only involves considerable
efforts being made to discourage customers from switching banks with high penalty fees,
but also some banks encouraging new customers to switch. Kumar (1999) highlights that
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relationship oriented service firms have higher level of trust and more repeated service
encounters with their clients, therefore, such firms get higher level of profitability and
lower expenses over time. As trust is an important element for long-term orientation
(Ganesan, 1994) and (Johnson, 1999) these researchers suggested that the longer the
relationships, the more confidence customers have in evaluating and applying the service.

The relevance to this study is that the banking sectors as the first and the oldest in the
market, is highly regarded by customers. Trust exists due to confidence in the reliability
and integrity of exchange partners in terms of qualities such as consistency, competency,
honesty, responsibility, fairness, helpfulness and benevolent (Morgan & Hunt, 1994).
Hence, trust is very important in this aspect. For example, when ING Direct Bank, a fully
online banking system, wanted to ensure customers that the business was legitimate, and
not a scam, they created cafés across Canada and the United States as customer touch
points. The purpose of these cafés was to reassure customers and build trust. This was not
meant to function as bank branch for customers could not perform any bank transactions.
This demonstrates how trust has been described as an attitude, relationship; measure of
expectations, retention and as well as cognitive belief (Laksamana, Wong, Kingshott, &
Muchtar, n.d)

While trust influences the relationship between buyer and vendor, it leads to
retention and may affect customers when they need to purchase multiple products due to
customer needs and customer life-cycle (Morgan & Hunt, 1994). It has also been
confirmed in several studies that trust leads to retention (Ranaweera and Prabhu, 2003b).
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2.10 Customer Commitment
According to Wei, Yi-jun & Yuan-yuan (2007) commitment is a feeling based on the
trust of vendor's guided behavior and the competence of a business to keep promises.
Commitment, which reflects the emotional nature of customer loyalty also refers to an
emotional bond and sense of belonging and has been viewed as a prerequisite for
customer retention to occur (Wei, Yi-jun & Yuan-yuan, 2007). And commitment
according to Gounaris (2005) is willingness to invest, shared information, loyalty and
commitment to the customer, or perceived desire to continue. Commitment can also be
seen as the degree to which a partner is committed to the continuance of the relationship.
It reflects a long term expectation that the relationship will continue (Morgan & Hunt,
1994).

According to Allen and Meyer (1990, as cited in Fullerton, 2003) suggests that there
are three different types of commitment. They are affective commitment, calculative
commitment and normative commitment. Affective commitment can be defined as a
party's desire to continue a relationship because of the enjoyment of the relationship for
its own sake, apart from the instrumental worth and because they experience a sense of
loyalty and belongingness. Calculative or continuance commitment can be defined as the
degree to which channel members experience the need to maintain a relationship, given
the significant perceived termination of switching costs associated with leaving.
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Normative commitment is reflected in the (moral) obligation to stay in a relationship
(Fullerton, 2003).

Long term commitment of the part of the customer and the firm to maintaining the
relationship is the precursor retention (Garbarino & Johnson, 1999). He stressed that the
development of the mutual commitment is the same process as creating a long term
buyer-seller business relationship. These researchers also said that; “The main difference
may be in situations where there is no intense personal component and high degree of
personal interaction that is present in many buyer-seller relationship (Garbarino &
Johnson, 1999) Another author also gave an example using the banks where he said “A
more distant relationship is the case in many banking relationships with the broad
customer base, we believe that many of the same relationship constructs are still
important in situations where the parties have distant interaction” (Wilson, Soni &
O'Keeffe, 1995).

Retention of a customer requires the customer to be committed to the relationship.
We believe that commitment is a business marketing relationship goes beyond
satisfaction. Another researcher argued that “It is possible to be dissatisfied with aspects
of tie relationship but to continue to buy because there is no alternative supplier with an
adequate alternative product” (Soni et al., 1996). Many researchers have shown the
importance of commitment in retaining customers. Hence, our study focuses on finding
its relationship to the Nigerian banking sector as there has not been any customer
retention researches based on customer commitment on the banks in Nigeria, this study
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discusses this factor based on other related customer retention researches that were
carried out in banks of other countries like Thailand, Australia and China.

2.11 Customer Loyalty in Banking Environment
Differentiating and measuring degrees of loyalty is an evolving craft. Many
companies spend millions trying to understand and influence customers to retain them
and to encourage them to spend more. To increase the customers’ loyalty, companies
must do more than track today’s typical metrics: satisfaction and defection (Coyles &
Gokey, 2002). For, despite all the money invested to promote loyalty among high-value
customers, it is increasingly elusive in almost every industry. Better appreciation of the
underlying forces that influence the loyalty of customers particularly their attitudes and
changing needs can help companies develop targeted efforts to correct any downward
migration in their spending habits long before it leads them to defect, such an
appreciation also helps companies improve their current efforts to encourage other
customers to spend more (Coyles & Gokey, 2002).

Clayton-Smith (1996) said that loyalty is not just repeat purchases, it is about
customers having a sense of belonging and for customers to feel part of our retail
experience we need to win their hearts and minds and not just their wallets. We all know
that our existing customers are always worth more than new prospects. They spend more
and are more responsive to offers. A significant part of our marketing spend should
therefore be allocated to retaining our best customers as we understand more about our
customers. The best customers we are told are loyal ones. They cost less to serve, they are
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usually willing to pay more than other customers, and they often act as word of mouth
marketers for a company. According to Werner and Kumar (2002) If you win loyalty,
profits will follow instantly. The rewards of improving customer advocacy can be
substantial. Loyal customers buy more banking products, stay longer, cost less to serve
and urge others to become cuatomers

Therefore, enhancing customer loyalty has become a popular topic for managers,
consultants, and many others among other organizations, like banks, airline sector and
hotels. According to Reichheld (1990, as cited in Ang & Buttle, 2006) the arguments in
support of loyalty are simple to understand”. Another researcher also stressed that, loyal
customers are reported to have higher customer retention rates, commit a higher share of
their category spending to the firm, and are more likely to recommend others to become
customers of the firm (Keiningham et al., 2007).

Another important view on the customer retention was highlighted by the Yi & La
(2004). Their study researches on the impact of the loyalty factor on customer satisfaction
and repurchase intention. These authors concluded that for loyal customers, satisfaction
has a direct impact on repurchase intentions, when for non-loyal customers adjusted
expectations (expectations formed after consumption) play leading role in forming
repurchase intention (Yi and La, 2004). Therefore, researchers highlight that when failure
happens; repurchase intentions of loyal customers are less affected than repurchase
intentions of non-loyal customers (Yi and La, 2004). Looking for the loyalty
measurement tool we have directed our attention at the research of Reichheld (2003, as
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cited in Keiningham et al., 2007). This author presented the set of questions directed to
the loyalty measurement and we have identified one question which was the most
effective tool of loyalty measurement among other questions, which justified the
correctness of his question by the notion that those customers, who recommend the
service, are highly likely to be the loyal customers (Reichheld, 2003).

This gives us the opportunity to touch the relation between retention and loyalty of
the customer. Also this leads us to our hypotheses in which we say retention and loyalty
are related. The results of this hypothesis are tested in chapter four of this thesis.

2.12 Customer Retention Planning/Budgeting Process
There is a need for a Customer Retention Plan in the banking sector, this is in other to
develop and maintain great relationships with existing customers. In the research paper,
many of these planning processes would be explained. For example, showing how a
retention plan can improve the banking business tremendously as well as build healthy
and happy relationships with the current and future customer base as well as the
weaknesses that follow.

Although, there has been very little specific research into the development and
content of customer retention plans, per se. However, there have been some reports
indicative of the relative weight attached to customer retention budgets, according to
DeSouza (1992, as cited in Ang & Buttle, 2006). Our research will investigate more on
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this area and test some of the hypotheses grounded on these modernist principles of
management.

2.13 Complaints Handling Process
According to many researchers, excellent customer retention is predicted by the presence
of a documented customer complaints handling process (Ang & Buttle, 2006). More
often, companies that capture complaints and handle them well are well-placed to resolve
a particular complainant’s problem and thereby retain that customer value. These
companies usually have a head start in identifying systematic or repetitive problems that
affect the bottom line. Complaints and complaint trends tell business how to do its job
better by alerting management to problems that need prompt attention and correction
(Berkley & Gupta, 1995). Furthermore, they indicate long-range opportunities for
product innovation and problem prevention.

Complaints handling
process

Customer

Customer

Satisfaction

Retention

Figure 2.1: Complaints Handling Process
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Complaints offer businesses an opportunity to correct immediate problems (Gore,
1996). In addition, they frequently provide constructive ideas for improving products,
adapting marketing practices, upgrading services, or modifying promotional material and
product information. While occasional problems with service of merchandise are, to
some extent, inevitable, dissatisfied customers are not. Organizations like banks can learn
to recover from mistakes. A good recovery can turn angry, frustrated customers into loyal
ones.

There are a lot of indications that a well implemented complaint handling processes
can have a positive effect on customer retention. The customers who usually complain
can be easily retained by fulfilling their wishes. These complaints are an inescapable
fact of life for any business. So an organisation without complaints from its customers is
either not communicating with its customers or is not recording the complaints that its
customers are making.

Furthermore, research into complaint behaviour has also reveal that only a fraction of
unsatisfied consumers complain to business and, thereby, gives the company an
opportunity to correct the problem (Warsame, 2008). There is evidence that some
consumers do not complain because they are skeptical about business's willingness or
ability to resolve disputes fairly. Consumers simply withdraw their patronage and
criticize the company or the product to others.
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2.14 Chapter Summary
This chapter has discussed on many factors that are likely related to customer retention
in banking sectors, its antecedents and consequences on such factors were all discussed.
The importance of customer retention has been discussed also. Researchers believe that
only systematic implementation of customer retention activities guarantee the maximum
benefit. This chapter further explains how and why most successful companies are
working with various customer retention activities and methods. The fact is that without
customer retention it is very difficult if not say impossible to be successful in the long
term. The main reason for this development is based on the fact that long term related
customers have a huge positive effect on the success of a company. Factors such as
Customer Loyalty, Customer Satisfaction, Customer Commitment, and Customer trust
are seen as important factors or goals in achieving good and stable customer retention in
banks. The motive for all the account in this chapter is to act in response to the research
aim and objectives for this thesis. For effective customer retention to be in progress,
most of these variables have to be present as stressed by most researchers as seen in this
chapter.
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Chapter Three
Research Methodology

3.1 Introduction
The research methodology defines what the activity of research is, how to proceed,
how to measure progress, and what constitutes success. It provides an advancement of
wealth of human knowledge, tools of the trade to carry out research, tools to look at things
in life objectively. Also, the research methodology is a science that studying how research
is done scientifically. It is the way to systematically solve the research problem by
logically adopting various steps and defines the way in which the data are collected in a
research project.

There are different approaches that to be used in research methodology. This could
be the quantitative, the qualitative or even using both at the same time. In this research,
only one type of these approaches was used in collecting the information. This chapter
will further explain the quantitative approach as it was chosen and conducted during the
survey.

This Chapter then further outlines and discusses the research design, the research
method, the population under study, the sampling procedure and the method that was
used to collect the data. The reliability and validity of the research instrument are
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addressed and covered as well. Ethical considerations pertaining to the research are also
covered in this chapter.

3.2 Research Framework
A framework is a real or conceptual structure intended to serve as a support or guide
for the building of something that expands the structure into something useful (Leedy &
Ormrod, 2001). It can also be seen as a broad overview or outline of interlinked items
which supports a particular approach to a specific objective, and serves as a guide that can
be modified as required by adding or deleting items. Designing a framework can be a
critical stage, therefore simpler framework was chosen for this project in other to present
a better and correct results as incorrect design can produce invalid and useless data from
which false conclusions may be drawn.
As developed by Sewall Wright, a path analysis is a method employed to determine
whether or not a multivariate set of non-experimental data fits well with a particular a
prior causal model. Over the past few years, path analysis has been replaced in many
cases by a more sophisticated technique called structural equation modelling (SEM),
Although both methods are extensions of multiple regressions, they all rely heavily on
pictures called path diagrams to visualise what’s happening. Path analysis enables
researchers to break down or decompose correlations among variables into casual and
non-casual components. The author used the path analysis because it helped in
disentangling the complex interrelationships among variables and identify the most
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significant pathways involved in predicting an outcome.

It also played a vital role in

the theoretical and hypothesis testing stage. Since path analysis requires researchers to
explicitly specify how they think the variables relate to one another within the path
diagram. Therefore, since Path analysis is way easier to understand and also forms the
underpinnings of SEM, it was chosen over the SEM for this thesis. The purpose of this
design is to determine and ensure that all variables other than those of interest are held
stable and do not distort the results. Below is the path analysis frame work for the
current study.

Independent Variables

Customer Commitment

Dependent Variable

Customer Trust
Customer

Customer Relationship

Retention

Management
Customer Satisfaction
Customer Loyalty

Fig 3.1: Research Framework
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From the figure above, it can be seen that the model drawn consists the variables for
determining the hypothesis. All the variables are represented by a rectangle, and each
path is represented by a straight line with an arrow head at one end. The predictor
variables are joined to meet the hypotheses number. The straight lines from the
independent variables then extended to meet the dependent variable which is the
customer retention. These arrows are the paths, and at the customer retention point is
where all the other variables meet.

3.3 Hypothesis Development
Hypotheses are single tentative guesses, good hunches assumed for use in devising
theory or planning experiments intended to be given a direct experimental test when
possible (Eric Rogers, 1966). According to Leedy & Ormrod (2001) a hypothesis is a
logical supposition, a reasonable guess, an educated conjecture. A hypothesis provides a
tentative explanation for a phenomenon under investigation. Therefore, a hypothesis is
important because it guides the research and help in showing a formal statement that
presents the expected relationship between an independent and dependent variable.
Creswell, 1994)

A problem cannot be scientifically solved unless it is reduced to hypothesis form, as
hypothesis is a powerful tool of advancement of knowledge, consistent with existing
knowledge and conducive to further enquiry. A hypothesis is not a moral or ethical
question, it is neither too specific nor too general, it can be tested either verifiable or
falsifiable as it is a prediction of consequences and is also considered valuable even if
proven false. Below is a diagram showing the hypothesis development.
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Customer
Commitment
Customer Trust

Customer
Satisfaction

Customer
Retention

Customer
Relationship
Management
Customer
Loyalty
Figure 3.2 Hypothesis developments.

Therefore, the hypothesis was developed by studying the framework, in which questions
were brought about and then the questions were converted into a predictive form, also
creating a null hypothesis by which falsification may be achieved. This is an important
process that cannot be skipped because; a hypothesis ensures the entire research process
remains reliable.

The five hypotheses from the path analysis model drawn for this thesis are stated below.

H1- There is a direct and significant relationship between customer commitment and
customer retention.
H2- There is a direct and significant relationship between customer trust and customer
retention
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H3- There is a direct and significant relationship between customer satisfaction and
customer retention
H4- There is a direct and significant relationship between customer relationship
management and customer retention
H5- There is a direct and significant relationship between customer loyalty and customer
retention.
The above hypotheses are predictions about the outcomes of the results, and they
may be written as alternative hypotheses specifying the exact results to be expected (more
or less, higher or lower of something). They also may be stated in the null form,
indicating no expected difference or no relationship between groups on a dependent
variable. Typically, the researcher writes the independent variable(s) first, followed by
the dependent variable(s).

3.3.1 Research Hypothesis
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The table below shows all the study constructs, hypotheses and all their sources of
measurements.
Table 3.1: A Summary of Model Hypotheses

Construct

Hypothesis

Supporting Sources

1.Customer Commitment There is a direct and Gounaris, S.P.(2005)
significant

relationship

between

customer

commitment and customer
retention.
2. Customer Trust

There is a direct and
significant

relationship

Gounaris, S.P.(2005)

between customer trust and
customer retention.
3. Customer Satisfaction

There is a direct and
significant

relationship

between

customer

Gustafsson, A., Johnson,
M. D., and Roos, I. (2005)

satisfaction and customer
retention.

4. Customer Relationship There is a direct and Chen, Injazz J., and Karen
Management

significant

relationship Popovich (2003).

between
relationship

customer
management

and customer retention.
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5. Customer Loyalty

There is a direct and Bolton, Ruth N., Prasanna
significant

relationship K. Kannan, and Matthew

between customer loyalty D. Bramlett (2002)
and customer retention.

Continuation of Table 3.1

3.3.2 Research Variables
The various research variables for this thesis are covered and discussed
systematically below.

3.3.2.1 Customer Commitment and Customer Retention
Commitment is the aspiration for continuity manifested by the readiness to invest
resources into a relationship. Commitment has been described by many authors as an
idea including developed cooperative sentiments (Childers and Ruekert, 1996). It can
also be seen as a strong preference for existing partners (Teas and Sibley, 1980).
According to another author it is a propensity for relation continuity (Anderson and
Weitz, 1989). Along the same lines, Commitment has been defined by Morgan and
Hunt (1994) as the belief of an exchange partner that the ongoing relationship with
another is so important as to deserve maximum efforts and maintain it indefinitely.
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Similar are the opinions of Moorman et al. (1992) who conceive commitment along the
same line. Commitment is generalized sense of positive for attachment to the other
party as seen by (Konovsky and Cropanzano, 1991). A successful and effective
committed company desires to continue a relationship because it likes the partner and
enjoys the partnership as it experiences a sense of loyalty and belongingness (Jaros et al.,
1993). Thus having developed commitment in a relationship should lead not only to a
greater propensity to maintain the relationship but also to a propensity for good
customer retention. This leads to the first hypothesis:

Hypothesis 1 (H1): There is a direct and significant relationship between
customer commitment and customer retention.

3.3.2.2 Customer Trust and Customer Retention

Trust is a state between two parties that are involved in a relationship according to
which the party that is perceived as controlling assets (for example resources and know
how) that the other party values will continue sharing them in mutually beneficial
manner (Moorman et al., 1993). Trust is also conceptualized as the confidence of the
exchange actors in the concern of each other. It is a non-calculative reliance in the moral
integrity and concern of others on whom the exchange actors depend. Another author
stressed that trust is considered as a deep-rooted belief in a partners selflessness and in
the moral order of the relationship (Ring, 1996).Trust is a conviction that leads to
integrative behaviour, which eventually prolongs the duration of the relationship
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(Ganesan, 1994).Trust enhances the dedication in the relationship and serve as a means
for coordination (Morgan and hunt, 1994). In addition, relationships are easier to solve
if trust has been developed (Ho¨gberg, 2002). Therefore, the stronger the bonds are, the
harder it will be for the client to break the relationship and as such, clients are literally
forced in the relationship (Lewicki and Bunker, 1995). This leads to the second
hypothesis:

Hypothesis 2 (2): There is a direct and significant relationship between
customer Trust and customer retention.
3.3.2.3 Customer Satisfaction and Customer Retention
Customer Satisfaction is an experience based assessment made by the customer of
how far his own expectations about the individual characteristics or the overall
functionality of the services obtained from the provider have been fulfilled. Satisfaction
is higher or lower with respect to the extent to which what was actually provided
exceeds or falls short of what was expected. Customer retention is concerned with
maintaining the business relationship established between a supplier and a customer,
with the increasing chances of losing current customer and the enhanced cost of
attracting new customers in today’s intensively competitive market, companies are
devoting themselves to more strategic efforts to retain customers (Fornell and
Wernerfelt, 1987). In the extent literature of customer retention, satisfaction has been
identified as a central determinant of customer retention (Cronin et al., 2000) according
to Gonzalez et al., 2007 customer satisfaction has its effect on customer retention. With
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the general popularity of satisfaction research, most of the findings regarding the
satisfaction-retention link shows a connection between the variables (Homburg et al.,
2005). According to Guo, Xiao & Tang (2009) Customer satisfaction is the necessary
foundation for the company to retain the existing customers. The customers who are
unsatisfied with the received services would not be expected to have long run
relationships with the company (Lin and Wu, 2011). Moreover, poor services can also
lead to dissatisfaction. Like inherently poor services or satisfactory level of services,
which cannot achieve customer, expectation may be due to dissatisfaction in customers
(Rust & Zahorik, 1993). This then leads to the third hypothesis:

Hypothesis 3 (H3): There is a direct and significant relationship between
customer satisfaction and customer retention.

3.3.2.4 Customer Loyalty and Customer Retention
Customer Loyalty is the term used when business relationships are continued in the
latter way. Different studies have examined the relationship of customer retention and
customer loyalty in different context. Similarly (Petterson, 2004) studied the
relationship among customer retention and customer loyalty. Wong, Chan, Ngai and
Oswaldw (2009) also proved that good relation with customers have significant impact
on customer loyalty. According to Rust and Zahorik (1993) there is a significant
relationship between retention and loyalty. Another researcher also stressed that
customer retention can be reflecting customer loyalty (Hallowell, 1996). A firm can
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develop long lasting, jointly profitability associations with customer by developing
customer loyalty (Pan, Sheng and Xie, 2011). According to Chen and Hu (2010)
Customer loyalty is a vital element for the continued existence and operating of firms
business. Similarly, bolton, kannan and Bramlett (2000) studied that customer loyalty
has significant effect on retention. Also, Gerpott rams and Schindler (2001) examine the
relationship between customer retention and customer loyalty. Therefore, this leads to
the fourth hypothesis:

Hypothesis 4 (H4): There is a direct and significant relationship between
customer loyalty and customer retention.

3.3.2.5 Customer Relationship Management and Customer Retention

Customer RM is generally defined as the management of mutually beneficial
relationships from the seller's perspective (LaPlaca, 2004). In any business, customers
are the most important aspect of a successful company and the customers must be
looked after and managed properly. Many large companies are investing in relationship
management as it improves retention (Arezu and Alirez, 2006). CRM helps the
company or organization by showing them the correct procedures and processes for
looking after a customer properly. "Obviously CRM is a crucial part of customer
retention" (Arezu and Alirez, 2006). Any company that depends on repeat business
absolutely must have a good customer retention system in order to thrive in today's
competitive environment. The thinking with many people is, "If they want my services,
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they know where to find me. While a potential customer is looking for you, your
competition's marketing systems may find them first!" (Kathleen, 2004). Therefore,
CRM affects retention in many aspects. This leads to the fifth hypothesis:

Hypothesis 5 (H5): There is a direct and significant relationship between
customer satisfaction and customer retention.

3.3.3 Operational Definition of Key Variables

The definitions of all the variables that are found in the research framework are
shown below in table 3.2.

Table 3.2 Operational Definition of Key Variables

Variables

Definition

Customer Retention

A strategic process used by

Source

an organization to keep
existing customers and not
letting them diverge or
defect to other suppliers or
organization for business.
Customer Loyalty

An

attitudinal

behavioural

and

tendency

to

favour one brand over all
others,

either

due

to

satisfaction with the product
or service, its convenience
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(Reichheld and Sasser,
1990)

or performance or simply (R Hallowell, 1996)
familiarity and comfort with
the brand.
Customer Trust

A state between two parties (Moorman et al., 1993)
that are involved in a
relationship according to
which the party that is
perceived

as

controlling

assets (e.g., resources and
know-how) that the other
party values will continue
sharing them in a mutually
beneficial manner.
Customer Satisfaction

An

overall

customer (Hansemark

&

attitude towards a service Albinsson, 2004)
provider, or an emotional
reaction to the difference
between what customers
anticipate and what they
receive,

regarding

the

fulfilment of some need,
goal or desire.
Customer Commitment

An emotional bond and (Wei,

Yi-jun

sense of belonging and as Yuan-yuan, 2007).
well as a prerequisite for
customer retention to occur.
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&

Customer Relationship

A

strategy

that

an (Payne and Frow, 2005).

Management

organization uses to handle
customer interactions and
build a strong relationship
between a business and its
customers

and

potential

customers.
Continuation of Table 3.2 Operational Definition of Key Variables

3.3.4 Questionnaire Items
Below is a table showing all the questionnaire items for this thesis.
Table 3.3 Questionnaire items and their sources

1

Construct

Questions

Sources

General

1. Kindly tick your age bracket.
•

21 and Under

•

22 to 34 years

•

35 to 44 years

•

45 to 54 years

•

55 to 64 years

•

65 and above

2. Please indicate your Gender.

Adapted
(Shcheglov

•

Male

•

Female

from:
&

Shcheglova, 2010).
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3. What is your Highest level of
qualifications completed?
•

Primary/Secondary

•

Certificate/Diploma

•

Degree

•

Masters

•

Phd andAbove

4. Which of these three banks below do
you own a banking account?

2

•

Guaranty Trust Bank (GTB)

•

United Bank for Africa (UBA)

•

Zenith Bank

Customer

* Likert-type scale; [Strongly Disagree =

Satisfaction

1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]
(Horsten
*Customer's main bank = where all most
of their financial/banking activities are
carried on.
1. My main Bank meets my expectations.
2. I am happy and satisfied with my bank.
3. My experience with my main bank is
always excellent.
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Hennig-Thurau,
2004)

4. My requests and problems are easily
answered.
3

Customer

* Likert-type scale; [Strongly Disagree =

Retention

1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]

(Ranaweera
I am proud to have an account with my

&

Prabhu, 2003).

main Bank.

(Zeithaml

et

al.

et

al.

1996)
I like my main Bank because it offers
new and more banking products and

(Zeithaml
1996)

services.

Ranaweera
I will not switch to a competitor even if I
experience a problem with my main
Bank.

I am willing to ignore another bank that
offers more attractive prices than my
main Bank.
4

Customer

1. How long have you been a customer of
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Prabhu, 2003)

&

Loyalty

the selected bank above?


Less than six months



One year



Two years



Three years



Five years and above

(Reichheld, 2003).


* Likert-type scale; [Strongly Disagree =
1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]

(Reichheld, 2003).
2. If I were to select a similar donor for
the first time, I would still choose my
main bank.
(Reichheld, 2003).
3. I will continue to obtain services from
my main bank.

(Ranaweera

&

Prabhu, 2003)
4. I have never thought of leaving my
bank.

(Reichheld, 2003).

5. I will always recommend my main
bank to a friend or colleague.
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5

Customer

* Likert-type scale; [Strongly Disagree =

Commitment

1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]

(Horsten
1. I feel committed to my main bank.

Hennig-Thurau,
2004).

2. If I were to select a similar donor for (Horsten
the first time, I would still choose my Hennig-Thurau,
main Bank.

2004).

3. I have never thought of leaving my (Horsten
Hennig-Thurau,

main Bank.
4. I stay with my main Bank because the

2004).

costs of changing exceed the benefits.
(Allen and Meyer
1990)
(Allen and Meyer
1990)
6

Customer

* Likert-type scale; [Strongly Disagree =

Trust

1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]

(Reichheld, 2003).
1.

My main Bank can always be
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(Ranaweera

trusted.

&

Prabhu, 2003).

2. My main Bank can be counted to do
(Ranaweera

what is right.

&

Prabhu, 2003).

3. My main Bank has high integrity.
(Horsten
(Hennig-Thurau,
4. My banking account has never been 2004)
tempered w

7

CRM

* Likert-type scale; [Strongly Disagree =
1, Disagree = 2, Neutral = 3, Agree = 4,
Strongly Agree = 5]
(Roberts-Lombard,
1.

There is a good relationship between

2011).

me and main bank.

(Roberts-Lombard,
2. My communication with my main

2011).

bank is easily understood.

(Ang
3. My main Bank frequently gathers

&

Buttle

&

Buttle

2006).

customer complaints about it services

4. The banking strategies in my main
(Ang
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Bank are excellent.

2006).

Continuation of Table 3.3 Questionnaire items and their sources

3.4 Research Design
In this study, the descriptive research method was employed so as to identify the role
and significance of using personality questionnaire in recruiting and selecting employees
during the time of research. The researcher opted to use this research method considering
the objective to obtain first hand data from the respondents. The descriptive method is
advantageous for the researcher due to its flexibility; this method can use either
qualitative or quantitative data or both, giving the researcher greater options in selecting
the instrument for data-gathering. The aim of the research is to determine the role of
personality questionnaire in human resource processes as well as the advantages and
disadvantages of using psychometric testing in the recruitment and appraisal of
employees; the descriptive method is then appropriate for this research since this method
is used for gathering prevailing conditions.

The research is using human resource management employees as respondents from
ten companies in London in order to gather relevant data; the descriptive method is then
appropriate as this can allow the identification of the similarities and differences of the
respondents’ answers. For this research, two types of data were gathered. These included
the primary and secondary data types. The primary data were derived from the answers
the participants gave during the survey process. The secondary data on the other hand,
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were obtained from published documents and literatures that were relevant to personality
questionnaire. With the use of the survey questionnaire and published literatures, this
study took on the combined quantitative and qualitative approach of research. By means
of employing this combined approach, the researcher was able to obtain the advantages of
both quantitative and qualitative approaches and overcome their limitations.

The quantitative method approach was used in this research as this method involves
large randomized samples, it is use to explain, predict measurable phenomena with
measurable variables. Quantitative method focuses on known variables (Goodman,
1997). Quantitative research is deductive; therefore we try to explain one phenomenon
(retention of the customers of a bank) with the sample of variables. Thus, it will focus on
known variables. This method will give us the opportunity to cover bigger; as different
respondents will give possibility of making any kind of generalizations, since all
companies in all sectors have been found to implement relational aspects of marketing.
This will be carried out using a quantitative survey of the top 3 banks in Nigeria.

Contrary to the quantitative method, qualitative approach generates verbal
information rather than numerical values (Polgar & Thomas, 1995). Instead of using
statistical analysis, the qualitative approach utilizes content or holistic analysis; to
explain and comprehend the research findings, inductive and not deductive reasoning is
used. The main point of the quantitative research method is that measurement is valid,
reliable and can be generalized with its clear anticipation of cause and effect (Cassell &
Symon, 1994). Being particularistic and deductive in nature, quantitative method is
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dependent on the formulation of a research hypothesis and confirming them empirically
using a specific data set (Frankfort-Nachmias & Nachmias, 1992). The scientific
hypothesis of a quantitative method holds no value. This means that the researcher’s
personal thoughts, subjective preferences and biases are not applicable to this type of
research method.

In addition, the qualitative method is also a good way of collecting and gathering
data. For example using the interview method can be concerned with subjective
assessment of attitudes, opinions and behavior (Goodman, 1997). An interview is
normally scheduled where a number of questions are being asked. But this method will
not be used as questionnaires are easier to use in acquiring information, due to the manner
in which the questions are being asked. According to Bryman & Bell (2007, as cited in
Shcheglov & Shcheglova 2010) open questions give the opportunity for respondents to
answer in their own words and, thus, for researches, to get unusual responses which can
help to extend their knowledge within desired area.

Closed questions are sometimes to process during the analysis phase and this type of
questions enhances the possibility to compare the answers (Shcheglov & Shcheglova
2010). With closed questions, the interviewees could be given a small selection of
possible answers from which to choose. This can help to manage the data and quantify the
responses quite easily. The household survey and census ask closed questions, and often
market researchers who stop you in the street do the same too. Interviews also enable face
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to face discussion with human subjects but as time is limited, the author will like to use
the questionnaire approach in this project.

The interview can be time consuming and costly. This is because setting up an
interview is not easy, transcribing it, analysing it, feedback and reporting are all difficult
tasks that require more time and money. Different interviewers may understand and
transcribe interviews in different ways which can easily affect the result if not is not
consistent, it also cannot be used on a large number of people which is clearly different in
terms of the questionnaire, which can be used on a large number of samples (Harris &
Brown, 2010).

This study also involves a big organization, the banks, interviewer may not be that
experienced as to carry it simultaneously without facing any problem like nervousness,
anxiety and etc. As interview requires calmness and confidence in other to guide the
interviewer and remember or take accurate notes, so it requires a highly skilled
interviewer and requires more energy. If this is not done correctly, it may unintentionally
influence respondent’s answers and may also consciously or unconsciously misinterpret
or distort his responses.

Although, interviews offer an opportunity for the interviewee to become familiar
with the needs and assessment of its objectives, Individuals in positions of influence may
also appreciate the additional personal attention that the interview can offer as opposed to
a survey or focus group (Shcheglov & Shcheglova 2010). But as Nigeria, is a country
with different ethnic groups, the interviewer maybe of different ethnic group from the
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respondent making the ethnic background, speech, dressing different and the interaction
difficult and biased. Interviews are more confusing and a very complicated method for an
inexperienced person. They may also sometimes involve systematic errors.

Therefore, the questionnaire was used for this study as the researcher finds it easier to
use in gathering the information, it is an important tool for public opinion research, if you
get a representative number of people to answer the same questions or questions then you
can make a judgment of what most people think over and the responses can be gathered in
a standardized way, so questionnaires are more objective, certainly more so than
interviews.

3.5 Data Collection and Sampling
This session of the thesis shows how the data collection and sampling for this thesis
were carried out.

3.5.1 Participants

The survey was conducted among the customers of the top three banks in Nigeria;
Guaranty Trust Bank, Zenith Bank and United Bank for Africa. These banks are
considered to be the most important and fast growing banks in Nigeria. The above
mentioned banks were chosen according to a research conducted recently, where these
banks were rated among the first five banks in Nigeria (Banking Industry, 2013). A brief

65

information and discussion of the above mentioned banks in which the survey for this
research was conducted were discussed earlier in chapter 2.

In other to determine and answer the research questions in this thesis, the
questionnaires designed for this research were distributed to approximately 400 random
customers of these top three banks mentioned above. These 400 questionnaires were
given out so as to collect the recommended number for the analysis which is by
following the Krejcie and Morgan, 1970 theory. Therefore, 389 were collected but only
384 of these were valuable as some respondents did not return the other papers. But as
mentioned earlier, this is enough for this thesis as this number as it is the standard for
this thesis. This was followed in other to achieve pertinent information. Certain
inclusion criteria were imposed as well.

However, the participants qualified for sample selection were not employees of
these banks. They were the customers of their respective banks with ongoing accounts.
This qualification was to ensure that the participants understand the nature of
personality questionnaire and its use, making the survey items easier for them to
accomplish. Although there are many other banks in this region, but as time is a very
important factor for this thesis, the author chose only these top three banks for the survey
as mentioned earlier in chapter two of this thesis.

A table which summarises the general information of the population of study for this
research that was conducted among the top three banks in Nigeria including the
percentage of these populations is also given accordingly in table 3.4.
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Table 3.4 General information of Population

Population Of Study

Respondents characteristics

Age

21 and under - 38.02%
22 to 34years - 41.41%
35 to 44years - 11.98%
45 to 54years - 5.73%
55 to 64years – 1.8%
65 and above – 1%

Gender

Males 56.77%
Females 43.23%

Geographical location/Residential area

Abuja, Nigeria

Total Number of Respondents

400

3.5.2 Sampling
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A sample is a finite part of a statistical population whose properties are studied to
gain information about the whole (Webster, 1985). When dealing with people, it can be
defined as a set of respondents (people) selected from a larger population for the
purpose of a survey. Therefore sampling is the act, process, or technique of selecting a
suitable sample, or a representative part of a population for the purpose of determining
parameters or characteristics of the whole population. However, in other to draw
conclusions about populations from samples, inferential statistics must be used, this will
enable us to determine a population`s characteristics by directly observing only a
portion (or sample) of the population. A sample is obtained rather than a complete
enumeration (a census) of the population for many reasons.

The preceding selection of the sample for this research has covered the most
common problems associated with statistical studies as desirability of a sampling
procedure depends on both its vulnerability to error and its cost. However, economy and
reliability are competing ends, because, to reduce error often requires an increased
expenditure of resources. Of the two types of statistical errors, only sampling error can
be controlled by exercising care in determining the method for choosing the sample.
Sampling error may be due to either bias or chance. The chance component (sometimes
called random error) exists no matter how carefully the selection procedures are
implemented, and the only way to minimize chance sampling errors is to select a
sufficiently large sample (sample size for this research is discussed towards the end of
this chapter). Sampling bias on the other hand may be minimized by the wise choice of
a sampling procedure
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There are many sampling methods such as the Simple random sampling, stratified
sampling, Cluster sampling and Systematic sampling among others. The Simple random
sampling was used in this research as it entails defining the population to be studied, by
determining the percentage of that population and then the random sample of the
general population becomes representative of the larger whole. This particular method
is the basic sampling method assumed in statistical methods and computations. To
collect a simple random sample, each unit of the target population was assigned a
number. A set of random numbers was then generated and the units having those
numbers are included in the sample.

However, the Stratified sampling which involves identifying subgroups of the
population representative of the percentages of those same subgroups in the general
population being studied, or to equal numbers of individuals within different subgroups
for the purpose of comparing their responses to those of other subgroups. However, the
Cluster sampling involves randomly selecting groups rather than individuals to be
included in a study. The procedures for selecting a sample are the same as a simple
random sampling. Another method is the Systematic sampling, which is largely the
same process too, except that it involves selecting an individual or cluster at random and
then, in accordance with the desired sample size, including every eighth or tenth or
twenty fifth people or cluster in the study.

A simple random sampling method was done for the sample selection for this thesis
as it is one of the commonest, accurate and most used and acceptable sampling methods
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in researches. This method is not bias and it’s an advantage as the collection of the data
must be unbiased. It is highly representative as other methods like the stratified are
more complex and requires greater effort than simple random as strata must be carefully
defined. While the randomness of the selection process ensures the unbiased choice of
subjects, it could also, by chance, lead to the assembly of a sample which does not
represent the population well. This random variation, independent of all human bias and
in many cases difficult to pinpoint, is known as "sampling error." The probability of
incurring errors in sampling increases with decreased sample size. Therefore, in this
thesis, the author carefully set a sample size big enough to minimize the likelihood of
freak results using the rule of thumb which will be seen later in this chapter.

Other sampling methods require much in-depth research and advance knowledge of
a population prior to the selection of subjects. In simple random sampling, only the
complete listing of the elements in a population (known as the sampling frame) is
needed. A simple random sample, being highly representative of a population, also
simplifies data interpretation and analysis of results. Trends within the sample act as
excellent indicators of trends in the overall population. Many consider generalizations
derived from a well-assembled simple random sample to have sufficient external
validity.

3.5.3 Sample Size Determination

In any research, the question of how large a sample to take arises early in the
planning of any survey. For a research, the sample size must be determined during the
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designing stage of the study.

This is an important phase that cannot be skipped. To

take a large sample than is needed to achieve the desired results is a total waste of
time and resources whereas very small samples often lead to that are no practical use of
making good decision. The main objective here is to obtain both a desirable accuracy
and a desirable level of confidence with minimum cost. However, before determining
the size of the samples that needed to be drawn from the population, a few factors must
be taken into consideration. According to Salant and Dillman (1994), the size of the
sample is determined by four factors and these factors are: (1) how much sampling error
can be tolerated; the population size; how varied the population is with respect to the
characteristics of interest; and the smallest subgroup within the sample for which
estimate are needed.

Ruddick, Sherwood and Stevens (1983:80) also gave the following rules of thumb:
No sample should be less than 40. However, one obtains diminishing returns when
sample size increases beyond about 300. Eldred (1987:426) also suggests that for most
types of research, samples of 100 to 200 persons are sufficient to yield useful results.
Another researcher also stressed that “Commenting on a statement that a sample should
be at least 10% of its population is not true. The absolute size of a sample is much more
important than its size relative to the population” Emory (1985:286). He further
explains that because the formulae for sample size in probability sampling assume an
infinite population, a sample of 100 drawn from a population of 5 000 has roughly the
same estimating precision as a sample of 100 drawn from a population of 200 000 000.
The only difference is the difficulty in drawing the sample from the larger population.
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More so, the basic rule on sample size is the larger the better. Sample sizing, however,
is a complex matter, with many considerations. Kent (1993) maintains that most
researchers tend to ignore the complexities and take a simplified statistical approach
that calculates sample size based on minimum level of accuracy and allowable sampling
error. Therefore, using the above discussion as a guideline, the determination of sample
size for this population was achieved by using the Krejcie and Morgan (1970) method.

3.5.3.1 Krejcie and Morgan Method

Estimation of sample size in research using Krejcie and Morgan is a commonly
employed method used by many. Based on Krejcie and Morgan’s (1970) table for
determining sample size, for a given population of 500, a sample size of 217 would be
needed to represent a cross-section of the population. However, it is important for a
researcher to consider whether the sample size is adequate to provide enough accuracy
to base decisions on the findings with confidence. Krejcie and Morgan (1970) used the
following formula to determine sampling size.
S = X2NP (1-P)/ d2 (N-1) + X2P (1-P)
S = required sample size
X2 = the table value of chi-square for one degree of freedom at the desired confidence
level
N = the population size
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P = the population proportion (assumed to be .50 since this would provide the maximum
sample size)
d = the degree of accuracy expressed as a proportion (.05)

Table 3.5: Krejcie and Morgan’s (1970)
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Figure 3.3 Krejcie and Morgan’s (1970) Sample size/Total population Graph

Bank

Customer base

Guaranty Trust Bank

4.3 Million

United bank for Africa

4 Million

Zenith Bank

1.6 Million

Table 3.6 Customer base

When the population from table 3.6 was evaluated using Krejcie and Morgan (1970)
table for determining sample size, for a given population of 1 000 000, a sample size of
384 was needed in other to represent a cross-section of the population. Therefore, for
this research 384 is the required number for this thesis according to standard.
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3.5.4 Research Instrument (The questionnaire)
The survey questionnaire was used as the main data gathering instrument for this study
(See Appendix A) for a sample of the questionnaire shared for this thesis. The
questionnaire was divided into seven sections: The first section contains the general
information of the respondents such as age, gender, level of qualifications achieved and
e.t.c. Part B then consists of six sections, each of this section contained four questions
each from the variables; Customer retention, customer satisfaction, customer trust,
customer loyalty, Customer relationship management and customer commitment. The
questions were structured using likert-scale format. In this survey, five choices were
provided for every question or statement. The choices represent the degree of agreement
each respondent has on the given question. The scale below was used to interpret the total
responses of all the respondents for every survey question answered.
Range

Interpretation

5

Strongly Agree

4

Agree

3

Neutral

2

Disagree

1

Strongly Disagree

Table 3.7 Instrument (Questionnaire) Scale

The likert scale was the selected questionnaire type as this enabled the respondents to
answer the survey easily and without any confusion. More so, the research instrument
75

allowed the research to conduct out the quantitative approach effectively with the use of
statistics for the data interpretation. In other to test the validity of the questionnaire used
for the study, the researcher tested the questionnaire to five respondents. These
respondents as well as their answers were not part of the actual study process and were
only used for testing purpose. After the questions have been answered, the researcher
asked the respondents for any suggestions or any necessary corrections to ensure further
improvement and validity of the instrument. The researcher revised the survey
questionnaire based on the suggestion of the respondents. The researcher then excluded
irrelevant questions and changed vague and difficult terminologies into simpler ones in
other to ensure comprehension.

3.5.5 The Eligibility Criteria
These particular criteria specify the characteristics that people in the population must
possess in order to be included in the study (Polit & Hungler, 1999:278). As this survey
required the participation of human respondents, specifically customers of the bank,
certain ethical issued were considered and addressed. The consideration of these ethical
issues was necessary so that an accurate data is maintained throughout the survey.
Among the significant ethical issues that were considered in this phase, consent and
confidentiality were covered so that the participants get to know why they were chosen
and for what purpose. The author relayed all important details of the study including its
aim and purpose. By explaining these details of the study, the respondents were able to
understand the importance of their role in the completion of the questionnaires. The
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respondents were also advised that they could withdraw from the study even during the
process, this gave them more confidence and assurance and with this the participants
were not forced to participate in the survey. The confidentiality of the participants was
assured by not disclosing their names or personal information in the research as the
questionnaires were to be filled anonymously. Only relevant details that helped in
answering the research questions were included. A summary of the study was also
passed in other to get an approval to conduct the research without any problem or
questions from the bank, as such permission was granted from all the three banks in
which the survey was conducted. (Check Appendix C for a copy of the signed and
approved document from each of the three banks).

3.6 Data Processing and Analysis
After gathering all the completed questionnaires from the respondents, a total
response for each item were obtained and tabulated. In order to use the likert-scale for
interpretation, the analysis for each question filled by each respondent was conducted,
weighed mean to represent each question. These data was then computed using the
SPSS method. Quantitative data analysis is helpful in evaluation because it provides
quantifiable and easy to understand results. Quantitative data can be analyzed in a variety
of different ways. For this thesis, the data was compiled on an SPSS.

SPSS is a desktop and larger computer based quantitative analysis package produced
by SPSS Inc. Using SPSS you can perform many data management and statistical
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analysis tasks. With base SPSS data can be managed with case selection, file reshaping,
and creating derived data. A metadata dictionary is stored with the data. Statistical
analysis tasks that can be performed with the base package include the generation of
descriptive statistics, bivariate statistics, prediction of numerical outcomes, and
prediction of identifying groups. Although SPSS is very popular with social science
researchers, its ease of use and add on modules allows it to operate as a cross-disciplinary
software package. It is used by market researchers, health researchers, survey companies,
government, education researchers, and others.

Although there are other methods to do so, for example using the Microsoft excel, it
also manages and organizes massive data as it works with lots of data which provide
endless opportunities in regards to data management.

It also supports multicore

processors to help in calculating formula-intense tasks but SPSS was used for this thesis
because it is specifically made for analysing statistical data and thus it offers a great range
of methods, graphs and charts and it is widely used and accepted as well.

3.7 Chapter Summary
This chapter has covered the process as well as all the methods used in every stage
carried out in this thesis accordingly. This research was conducted in other to answer all
the research questions for this thesis. The advantages and disadvantages as well as the
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reliability of all the instruments used such as the questionnaire were given and were all
part of the objectives. This means the directions were all clear, the items were well
written, and the formatting was professional so that participants understand where to
respond. In other to answer all the research questions and as well as meet the research
aim and objectives the author conducted a survey where 400 customers from the top
three banks in Nigeria were randomly selected to make up the sample and all were able
to respond to the Likert-scale format questionnaire designed for this process. This
number was chosen in other to collect approximately 384 which is the standard for this
thesis according to Krejcie and Morgan (1970). Data gathered for this thesis was then
computed accordingly using SPSS.

Chapter Four
Data Analysis and Results
4.1. Introduction
This chapter studies customer retention in the banking sector in Nigeria and the
finding from the research. Before starting the empirical stage and giving a full analysis
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of the data collected in this chapter, a brief reminder is given about the preceding
methodology chapter, which explained the data collection methods and measurements
that have been used to collect customer’s data in the Nigerian banking sector. The
chapter began by explaining the main factors that drive customer retention from the
behavioural perspective. This research encompasses on a set of pre-behaviour and post
behaviour factors which will be used to investigate customer choice and predict
customer retention within the banking context. Each factor has a variety of elements
which were determined by previous consumer behaviour and relationship marketing
literature, as discussed previously in the literature review chapter. The methodology
chapter gives deep explanations of the methods that were employed in this thesis; they
are content analysis technique, and survey instrument, supported by a reasonable
justification for each of them separately. In short, the methodology chapter provides a
clear preliminary introduction to the empirical stage of the thesis.

This chapter gives a comprehensive analysis of the set of data that has been
collected from a sample of bank customers in Nigeria, supported by a full discussion of
different relationship- and behaviour-related elements of customer retention. The
analysis chapter is divided into three parts: sample description analysis, quantitative
data analysis, and qualitative data analysis. Part one describes customers’ demographic
characteristics, and customers’ evaluation of different banking service elements, Part
two analyses customer retention factors including validity, reliability and normality, and
quantitatively tests the study model and the study framework’s propositions using
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different types of regression analysis. Part three investigates the main factors affecting
retention behaviour from the customer’s perspective using a qualitative technique to
explain Nigerian Banks can be employed in explaining the five variables and how its
components draw their effect within the retention behaviour context.

4.2. Obtained Data
The obtained data for this thesis can be seen in this section of the thesis. All data are
warily and cautiously presented.

4.2.1 Data screening
Study data have been collected from different segments of banking customers in
Nigeria. Before starting the analysis process, many researchers are keen to assess the
suitability of the data in hand to check whether they fall within the known
measurements’ regulations and statistical standards. Otherwise, data will give illogical
results or biased outcomes. As Hair et al. (1998) claimed violation of the measurements’
conditions and obligations will lead to biased outcomes or non-significant relationships
among the study factors. Out-of-range values and outliers are examples of tests that
scholars normally used to screen data. This study used the following statistical tests to
achieve this goal: missing data, and sample stratification.

4.2.2 Missing Data
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Many descriptive analyses have begun by defining the missing data; this is considered
one of the main issues in management studies analysis that needs to be dealt with.
Missing data is a result of respondents’ failure to answer any question, either by
accident or because they do not want to answer such questions (Bryman and Bell,
2007). All missing values were defined by checking the frequencies of each question
within each construct. Some of the missing values, which came to light when the
researcher entered the codes into the SPSS program, were obtained after reviewing the
answers. Missing values were coded as -1 and they were imported in such a way that the
computer software is notified of this fact in order to take it into account during the
analysis process. The number (-1) is chosen for two reasons: it’s easily recognizable and
cannot be a true figure within the code values - a computer cannot read it as anything
other than missing values.

4.2.3 Sample Size and Response Rate
Response rate (RR) is considered one of the main survey elements of concern to
researchers when they distribute survey questionnaires; it is vital that they receive a
suitable number of responses to fit the both sample size and analysis methods. RR
consists of the number of completed and returned questionnaires divided by the total
number of questionnaires sent out (Rada, 2005). It is an indicator of the confidence that
may be derived as a result of legitimization of a survey usage. Two different arguments
have been attached to this rate. Some researchers have indicated that a low RR can
affect the reliability of any study (Church, 1993; Edwards et al., 2002), while others
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argued that the RR does not necessary increase the precision of the survey results
(Kanuk and Berenson, 1975; Dillman, 1991). Nevertheless, Berdie et al. (1973)
indicated that researchers should do everything to increase the RR. Thus, to maximize
the response rate, many sequential steps have been followed: First, the respondents were
briefed about the research objectives and aims; second, participants were informed that
ethical considerations regarding privacy and confidentiality in data collection, analysis,
and publication would be taken into account; third, although the survey was distributed
personally, some respondents were provided with fully addressed and postage-paid
envelopes to give them more spare time to complete the questionnaire and return it
when they had the chance (Kalman, 1988); fourth, some respondents were asked to
complete the survey electronically by email, to overcome their geographical dispersion
(Foo and Hepworth, 2000); finally, many emails were sent to non-respondents to help
them to fill in the questionnaire, in order to minimize response attrition (Boys et al.,
2003).
Two goals have been achieved through calculating and defining the RR indicator
in this study: it has helped in assessing the survey results’ accuracy and criticizing the
self reported questionnaire as a data collection instrument in investigating mutual
relationship marketing. From the survey result, it can explained that 400 hundred
questionnaires were distributed, of which three hundred and eighty-nine were collected.
After assessing the collected questionnaires, 5 were rejected, for a number of reasons.
The main one was the failure to provide some principal data considered essential for the
analysis and also due to the required sample size. Three hundred and eighty-four
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questionnaires have been accepted and used to test the study objectives. Accordingly,
the sample size is sufficient to run the main statistical tests that have been used to
investigate the study objectives.
The survey response rate in this study was 96%, which is considered reasonably
good compared to other studies in the banking sector. Other researchers in this sector
have achieved similar response rates. For example, Bolton (1998) obtained a 44% RR
when he used a probability sample to collect data from customers subscribing to
services from a single cellular communication firm. Seth et al. (2008) achieved a
response rate of 65.9% and a non-response rate of 34.4%.
Meanwhile, the possibility of non-response bias was difficult to examine
because of the lack of information concerning basic data design, such as having a full
record of the selected participants (Delerue, 2005). Data collection, analysis, and results
for this study have not been affected by “oversampling” issues (Bolton, 1998).
Oversampling in this study has two groups: customers who terminate their banking
contracts during the initial trial period or before the end of the contract period, and
customers who are still dealing with the same operator following the completion of their
contracts. Those two parts of the sample may add more value when investigating the
reasons for termination or continuation of a mobile service after the contracted time.
Table 4.1 Questionnaire response rate

Questionnaires

Questionnaires

Questionnaires

distributed

collected

accepted for analysis

400

389

384

84

Response rate

96%

4.2.4 Descriptions analysis: Respondent General Information
This part will include the descriptive analysis for the main relationship parties:
customers’ description. From the customer side, the explanation will target the
customers’ main demographic characteristics which are gender, age, qualification, main
bank of transaction, and the level of time spent as a customer to the bank. This normal
comprises of the various experiences during interaction with this bank. Also, this part
will describe the main bank which provided service to the customer. This section will
discuss the participants’ main demographic characteristics as a sample of Nigerian
banking services, which are as follows: gender, age, qualification, main bank of
transaction, and how long the customer has been using the bank.

4.2.4.1 Age
First of all, figure 4.1 explains that the majority of the sample’s respondents
(about 41.41%) are between 22 and 34 years old. This study is mainly focused on
customers who are eligible to have an account or do business with a bank in Nigeria.
Customers below the age of 21 account for 38.02% of the total sample.

While some

from the age of 35 to 44 accounted for 11.98% of the total population and then from age
45 to 54 accounts for 5.73%. The lowest was from age 55 to 65 and 65 above with 1.8%
and 1% respectively.
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Figure 4.1 Age range Pie Chart

Table 4.2. Age distribution (Years)
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

21and Under

146

38.0

38.0

38.0

22 to 34

159

41.4

41.4

79.4

35 to 44

46

12.0

12.0

91.4

45 to 54

22

5.7

5.7

97.1

55 to 64

7

1.8

1.8

99.0

65 and Above

4

1.0

1.0

100.0

384

100.0

100.0

Total

4.2.4.2 Gender
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Table 4.3 illustrates that 56.8% of the research sample are males and 43.2% of them are
females. Studying the effect of gender on customer retention is not the purpose of this
study. However, it is worth mentioning that Hung et al. (2003) found that young male
are more enthusiastic than females about adopting and using banking service.

Figure 4.2 Gender Chart
4.3. Indicate Your Gender
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

Male

218

56.8

56.8

56.8

Female

166

43.2

43.2

100.0

Total

384

100.0

100.0

4.2.4.3 Educational Qualifications
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Sample analysis shows that 53.65% of the study participants are graduates who finished
their studies with a degree and about 5.99% completed at least their primary/secondary
school education, as shown in the Table 4 below. While 19.01% was found from both
those with certificate/diploma and masters degree. And the lowest was for Phd and
above with 2.34%.

Seo et al. (2008), who studied demographic effects on customer

retention, found that both age and gender can affect customer retention behaviour
indirectly.

Figure 4.3 Level of Qualifications Chart

Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

Primary/Secondary

23

6.0

6.0

6.0

Certificate/Diploma

73

19.0

19.0

25.0
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Degree

206

53.6

53.6

78.6

Masters

73

19.0

19.0

97.7

9

2.3

2.3

100.0

384

100.0

100.0

Phd and Above
Total

Table 4.4 Highest Level of Qualifications

4.2.4.4 Main Bank for Transaction
This section discussed the main bank where the respondents mostly use for transaction,
most of the respondents chose guaranty trust bank as their main bank for transaction
with 164 (42.7%) while 109 respondents (28.4%) which are others felt that there main
bank is not listed in the category and then United Bank for Africa (UBA) had a total of
66 (17.2%) respondent and last one was Zenith Bank with 44 (11.5%) respondent but
then one respondent didn’t fill up this question for person reasons.

Figure 4.4 Main Bank Chart

Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

Guaranty Trust Bank (GTB)

164

42.7

42.8

42.8

United Bank for Africa (UBA)

66

17.2

17.2

60.1

89

Zenith Bank

Missing

44

11.5

11.5

71.5

Others

109

28.4

28.5

100.0

Total

383

99.7

100.0

1

.3

384

100.0

-1

Total

Table 4.5 Your Main Bank where most transaction is made

4.2.4.5 Duration of Being a Customer
This section is describes the duration of time the customers or respondents have been
with the bank. And the highest duration is 3year with 156 respondents (40.6%) while
followed by 2years with 95 respondents (24.7%). The next is 5years and above with 70
respondents (18.2%) and the then one year with 41 respondents (10.7%) while the
lowest of all is less than 6month with a total of 21 respondents (5.5%) but then there is
one missing respondents that left this question blank.

Figure 4.5 Duration of Bank service

Cumulative
Frequency
Valid

Less than six month

Percent

21

5.5

90

Valid Percent
5.5

Percent
5.5

One year

41

10.7

10.7

16.2

Two years

95

24.7

24.8

41.0

156

40.6

40.7

81.7

70

18.2

18.3

100.0

383

99.7

100.0

1

.3

384

100.0

Three years
Five years and above
Total
Missing

-1

Total

Table 4.6: How long have you been a customer in the selected bank (Duration)

4.3 Analysis of Data
One of the main steps in any study is to make a good assessment of study items before
evaluating their effects on the study phenomenon in hand. Reliability, validity,
correlation, and normality are the main assessment tools used in social science to
measure the accuracy of data in quantitative research. Before proceeding with the data
analysis and interpretation of results, it is necessary to give some conceptual ideas about
different measures that will be employed in this study in later steps. Initially, the
description will examine reliability and validity which are considered the tools of an
essentially positivist epistemology (Golafshani, 2003). According to Campbell and
Stanley (1963), reliability is the function that a scholar should regard as a basic
requirement before proceeding with the analysis and interpretation of data. It has been
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confirmed that reliability is a very necessary target that is seen as a condition for
validity (Crocker and Algina, 1986).

4.3.1 Reliability Test (Cronbach Alpha)
According to Cavana, Delahale and Sekaran, (2001) a questionnaire should be
piloted with a reasonable sample of respondents who come from the target population or
who closely resemble the target population The reason for choosing these areas for the
study is in order to get the targeted respondent since there are diverse choose of banking
and different perception.

Table 4.7: Reliability and Validity Coefficients of the Construct

Construct

No. of Item

Cronbach’s
Alpha

Mean

Std.
Deviation

Customer

4

.724

4.06

2.938

4

737

3.93

2.924

Customer Loyalty

4

.752

3.90

2.953

Customer

4

.749

4.05

2.983

4

.723

3.88

2.943

Satisfaction
Customer
Retention

Commitment

Customer Trust
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Customer

4

.768

3.91

2.804

Relationship Mgt

Table 4.8: Reliability statistics for the variables

Reliability Statistics
Cronbach's Alpha

Number of Variables

.772

24

In this present study, reliability analysis was run on six main measure,
responsiveness, reliability, tangibility, assurance, and empathy. In the table 4.2 and 4.3,
alpha score of all variable with complete response of 384 customers are given. It
indicates that the Cronbach’s Alpha for the 24 items is between the ranges of 0.723 to
0.768, the consistency reliability of the measure used in this study can be consider as
acceptable. As can be seen from the table, the measure is reliable given the high value
of Cronbach alphas, which can allow for further analysis.

4.3.2 Exploratory Factor Analysis (EFA)

An exploratory factor analysis was conducted to examine to what extent the formulated
questionnaire items are related to the latent constructs of the ACL model (cf. Byrne,
1998, p. 6). Factor analysis can only be conducted for reflective variables (cf. Fornell &
Bookstein, 1982, p. 441). As customer retention is defined by formative indicators, it is
left out of the exploratory factor analysis. Aside from the items measuring main
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customer of which bank, and the duration of time the customer has used that bank for
transaction, all other questionnaire items could be allocated to the construct they were
intended to measure. A list of the measurement items is provided in Resulting from the
findings of the exploratory factor analysis. In this study, exploratory factor analysis
(EFA) a statistical method is applied to identify the underlying relationships between
measured variables. Scores collected for the twenty four variables of customer retention
are taken for factor analysis and it was reduced by principal component analysis
extraction method through Varimax with Kaiser Normalization rotation converged in 25
iterations. Five Factors which are having Eigen value more than one were considered
for further analysis and interpretation.
Table 4.9: Exploratory Factor Analysis

Sl.

Customer

No.

Factor

Retention Number of Eigen
variables
in

%

of Cronbach's

Value

variance

alpha

each

factors
extracted
1

Customer Retention

4

2.687

44.784

.737

1

Customer Satisfaction

4

.983

16.379

.724

2

Customer Loyalty

4

.925

15.409

.752

3

Customer Commitment

4

.692

11.539

.749

4

Customer Trust

4

.416

6.935

.723

5

Customer

Relationship 4

.297

4.954

.768
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Mgt
KMO measure of sampling Adequacy: 0.734
Barlett’s test of sphericity Chi-square value: 595.029

4.3.3 Kaiser-Meyer-Olkin Test (KMO)
The extracted Customer Retention factors, number of variables in each factor, Eigen
value, percent of variation explained and the Cronbach's alpha for Reliability for each
factor are detailed under. In table above, it is seen that calculated Kaiser-Meyer-Olkin
measure of sampling adequacy is 0.734 which means that the variables for this study to
the dependent variable is 73.40%. While for each factor tables are on the appendix. It
shows that 0.748 for customer satisfaction and loyalty while customer commitment is
0.706 and customer trust 0.662 and then customer relationship management is 0.715
which shows that the customer retention factors considered for this study explained the
variables in Customer retention to the extent of 66.20 - 74.80 percent which is shown in
the appendices below.

4.3.4 Barlett’s Test of Sphericity
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In the Barlett’s test of Sphericity, the Approximate Chi-Square value for customer
satisfaction is 294.529, customer loyalty is 344.154, customer commitment is 373.868,
customer trust is 343.733, and the customer relationship management is 414.468 and
significance value is (0.000) which is less than the level of significance (p=0.05), the
general factor for this study shows that the whole independent variable is 595.029 hence
it is clear that the factor analysis considered for data reduction is efficient and justifiable
and it also reflected the correlations among the variables considered for this study.

4.3.5 Validity Test
Raulin and Graziano (2004) believe that the term validity has different meanings. It
basically refers to the soundness or appropriateness of a methodological issue. Validity
is appropriate at different levels of a constraint but at the same time especially important
in experimental research. Conscious effort was made to ensure validity of this study.
The questionnaire guides were pre-tested on experienced researchers who were not
linked to this research to ensure validity.

Our choice of approach was objective and use of documentation and questionnaire
helped increase validity as more information could be obtained. Permission was taken
before the distribution of questionnaires in other to give the author enough time to
gather information. The author was present throughout the time of survey which gives
the ability to explain ambiguity. This also increased validity. Individual notes were
taken and later compiled and discussed to ensure that everything was understood
correctly
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Furthermore, the validity table in appendix D presents the validity analysis for this
research was carried out using Cronbach’s Alpha. The validity for the potential
variables were found to be 0.724 for customer satisfaction, 0.737 for customer retention,
0.752 for customer loyalty, 0.749 for customer commitment, 0.723 for customer trust,
and 0.768 for customer relationship management. Although all of the results are
significantly higher than the value of 0.7 but according to Sekaran (2005), if the
cronbach alpha is less than 0.6, this mean that the instrument used has low reliability
(thus open to some errors). So therefore, the questionnaire is deemed to have good
stability and reliability.

4.3.6 Factor Analysis for Variables
Factor analysis is frequently used to develop questionnaires. If an ability or trait
is to be measured, the questions asked must relate to the constructs that is intended to be
measured. Therefore, for this thesis, each question was a statement and all the
constructs were measured on five-point Likert scale ranging from "Strongly disagree" to
"Strongly agree". The prepared constructs of each variable is provided below. However,
factor analysis is a data reduction tool as it helps remove redundancy or duplication
from a set of correlated variables. It also represents variables with a smaller set of
derived variables. Factors are also formed which are relatively independent as well. It
does help with the basic structure of a domain and the scaling as well. This starts with
customer satisfaction in banks, then followed by the other variables, which are;
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customer loyalty, customer commitment, customer trust, customer relationship
management in determining the customers’ retention in the banking services in Nigeria.

4.3.6.1 Construct One: Customer Satisfaction
The exploratory factor analysis resulted in merging the construct customer satisfaction
in relationship to other variable. Interpreting the questionnaire items constituting the
newly created construct, this construct was entitled customer retention

Table 4.10 Construct One: Customer Satisfaction

Measurement items

Factor loadings

Customer Satisfaction

1

My bank meet my expectations

.712

2

I am happy and satisfied with my bank

.720

3

My experience with my bank is always excellent

.810

4

My requests and problems are easily answered

.719

Customer satisfaction is measured adapting Hennig‐Thurau et al.’s (2002) measurement
items to the banking context and happiness and satisfaction (items one and two).
Additional items measuring customers’ satisfaction in relation to their experience (item
3) Ulaga and Eggert (2004); and in request and problem solving (item 4) (cf. Zhang &
Bloemer, 2008) have further been included.
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4.3.6.2 Construct Two: Customer Loyalty
To give consideration to both the attitudinal and the behavioral aspect of customer
loyalty, the measurement items for customer loyalty include both dimensions. Items one
and two relate to positive pride for the bank and products and services offered by the
bank. Items three and four measure the customers’ repurchase intention (i.e. the
customers’ intention to remain a good customer to the bank). All items are adapted from
Nadiri et al. (2008).

Table 4.11 Construct Two: Customer Loyalty

Measurement items

Factor loadings

Customer Loyalty

1

I am proud to have an account with my main bank

.719

2

I like my main bank because it offers new and more .774
banking products and service

3

I will not switch to ignore another bank that offers more .758
attractive prices than my main bank

4

I am willing to ignore another bank that offers more .777
attractive prices than my main bank

Continuation of Table 4.11 Construct Two: Customer Loyalty
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4.3.6.3 Construct Three: Customer Commitment
All of the items measuring customers’ commitment have been adopted from Hennig‐
Thurau et al.’s (2002) study.

Table 4.12 Construct Three: Customer Commitment

Factor

Measurement items

loadings

Customer Commitment

1

I feel committed to my bank

.719

2

If my bank was no longer to exist, this would be a significant .740
loss to me

3

I would turn a blind eye to a minor mistake made by my bank

4

I stay with my bank because the costs of changing exceed the .755
benefit
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.809

4.3.6.4 Construct Four: Customer Trust
The measurement items for customer’s trust are loosely based on Morgan and Hunt
(1994) and Crosby et al. (1990). Special emphasis is put on the integrity and reliance
which characterize customer’s trust in the bank.
Table 4.13 Construct Four: Customer Trust

Factor

Measurement items

loadings

Customer Trust

1

My main bank can always be trusted

.675

2

My main bank has high integrity

.729

3

My banking account has never been tempered with

.786

4

My main bank can be counted to do what is right

.768
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4.3.6.5 Construct Five: Customer Relationship Management

The measurement items for customer relationship management are adopted from
Adapted from Hennig-Thurau et al. (2002) and Sharma and Patterson (1999)
respectively.

Table 4.14 Construct Five: Customer Relationship Management

Factor

Measurement items

loadings

Customer Relationship Management

1

There is a good relationship between me and my bank

.723

2

My communication with my main bank is easily understood

.787

3

My main bank frequently gathers customer complaints about it .784
service

4

The banking strategies in my main bank are excellent
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.777

4.3.6.6 Construct Six: Customer Retention
Customer retention is measured adapting Wong and Sohal (2002) measurement items to
the customer’s banking context (items one to four).

Table 4.15 Construct Six: Customer Retention

Factor

Measurement items

loadings

Customer Retention

1

There is a good relationship between me and my bank

.681

2

My communication with my main bank is easily understood

.745

3

My main bank frequently gathers customer complaints about it .783
service

4

The banking strategies in my main bank are excellent
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.784

Statistical analysis revealed adequate quality characteristics of all measured
constructs. Unit totality (whole correlation) indicators also showed high correlation of
the items. This indicates that they can be analysed together. The analysis did not
distinguish any additional factors. Therefore it can be stated that all constructs were
reliably measured, consequently it is possible to consolidate the data obtained from all
questions and for further analysis use their averages.

4.4 Multiple Regression Analysis
The implementation of multiple regressions is to learn more about the relationship
between several independent or predictor variables and a dependent or criterion variable
(Munusamy et al., 2010). In this section to test the hypothesis, multiple regression was
used employing the enter method in order to find the influence of independent variables
on customer satisfaction and also to assess the impact of the service quality and to
determine the relative importance of the individual dimension of the generated scale.
For regression analysis, the study adopted the use of single-item direct measure, namely
customer retention in Nigerian Bank at six-point Likert scale. The five component
variable which include: customer satisfaction, customer loyalty, customer commitment,
customer trust, and then customer relationship management were included in the
regression model using the default enter method, to calculate the enter method and
effect of the variance caused on customer retention (dependent variable). The result is
shown in table 4.16 below；
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Table 4.16 Model Summary
Model
1

R

R Square

.724a

Adjusted R Square

Std. Error of the Estimate

.518

.44246

.524

a. Predictors: (Constant), Customer Relationship Management, Customer Satisfaction,
Customer Trust, Customer Commitment, Customer Loyalty

Table 4.16 above illustrates the model summary by using all the predictors
simultaneously and customer satisfaction as the dependent variable. The R value is
regarded as the correspondence coefficient between the indigent variable and
autonomous variables taken together. The relationship coefficient's worth (R value) for
this study is 0.724. It implies that the relationship between ward variable (Customer
Retention) and free variables (Customer Satisfaction, Loyalty, Commitment, Trust and
Relationship) is positively and highly correlated.
The R square signifies the percentage or the extent to which independent
variables can define the variations in the dependent variable. In this research, the
independent variables (Customer Satisfaction, Loyalty, Commitment, Trust and
Relationship) can define 52.4 percent (%) of the variations in dependent variable
(Customer Retention). Nevertheless, it is still left 47.6 % (100% - 39%) undefined in
this study. In simple terms, there are other additional variables that are essential in
defining the Customer’ Retention that have not been selected in this study.

4.17 ANOVAa
Model

Sum of Squares

Df

Mean Square
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F

Sig.

1

Regression

81.480

5

16.296

Residual

74.002

378

.196

155.481

383

Total

.000b

83.240

a. Dependent Variable: Customer Retention
b. Predictors: (Constant), Customer Relationship Management, Customer Satisfaction, Customer
Trust, Customer Commitment, Customer Loyalty

The ANOVA to test the variation between means also provided a significant result to
validate the service quality as the mediating variable. The ANOVA test result is shown
in Table 4.17. It shows that F = 83.240 is significant at 0.001 level.

Therefore, the

overall formula for this model is acceptable.

4.18 Coefficientsa
Model

Unstandardized Coefficients

Standardized

t

Sig.

Coefficients
B

1

Std. Error

(Constant)

.285

.209

Customer Satisfaction

.243

.036

Customer Loyalty

.428

Customer Commitment
Customer Trust
Customer Relationship
Management

Beta
1.359

.000

.260

6.674

.000

.048

.444

8.968

.000

.115

.042

.114

2.703

.007

.043

.037

.047

1.163

.246

.136

.035

.143

3.854

.000

a. Dependent Variable: Customer Retention

Table 4.18 illustrates the most important variable among the five independent variables
explaining the variance in Customer Retention. The column Beta under standardized
coefficients, the highest number in beta is 0.428 for Customer Loyalty, which is
statistically significant at the .001 level.
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The result explained that on the increase of one unit of customer Satisfaction will affect
the increase of Customer Retention by 0.248 units, while other variables are held
constant. For every one unit boost of customer commitment, Customer Retention will
increase amounting 0.115 while other independent variables are constant. For one unit
increase in customer trust, Customer Retention will increase at 0.043 when other
variables are held constant. For one unit increase in customer relationship management,
Customer Retention will increase at 0.136 units while other all other variables are
constant.

4.5 Hypotheses Testing
Based on the distribution of the data analysis, considering the nominal and ordinal
scales used in this study, the data gathered did not meet the stringent assumptions of the
parametric techniques, therefore the researcher decided to use non-parametric
techniques. Thus Pearson Correlation to test the relationship between the studies
utilized customer satisfaction and customer loyalty and consequent retention. This study
examines the nature of relationship that exists between independent and dependent
variables. To determine the relationship amongst the variables, Pearson correlation was
run through. As a result, Table 1.5 indicate that there are some interesting result on the
significant and relationship between customer satisfaction, customer loyalty, customer
trust, customer commitment, and customer relationship management in relations to
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customer retention. Below is the test each of the hypothesis to find relationship to the
dependent variable.

Table 4.19 Correlations
Correlations
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Customer

Customer

Customer

Customer

Customer

Customer

Retention

Satisfactio

Loyalty

Commitment

Trust

Relationshi

n

p
Manageme
nt

Custo

Pearson

mer

Correlation

.472**

.661**

.443**

.306**

.300**

.000

.000

.000

.000

.000

384

384

384

384

384

384

.472**

1

.395**

.221**

.078

.050

.000

.000

.126

.330

1

Retenti Sig. (2-tailed)
on

N

Custo

Pearson

mer

Correlation

Satisfa

Sig. (2-tailed)

.000

ction

N

384

384

384

384

384

384

.661**

.395**

1

.511**

.456**

.244**

Sig. (2-tailed)

.000

.000

.000

.000

.000

N

384

384

384

384

384

384

.443**

.221**

.511**

1

.161**

.261**

Commi Sig. (2-tailed)

.000

.000

.000

.002

.000

tment

384

384

384

384

384

384

.306**

.078

.456**

.161**

1

.122*

Sig. (2-tailed)

.000

.126

.000

.002

N

384

384

384

384

384

384

.300**

.050

.244**

.261**

.122*

1

.000

.330

.000

.000

.017

384

384

384

384

384

Custo
mer
Loyalty

Pearson
Correlation

Custo

Pearson

mer

Correlation

Custo
mer
Trust

N
Pearson
Correlation

Custo

Pearson

mer

Correlation

Relatio Sig. (2-tailed)

.017

nship
Manag

N

ement
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

4.5.1 Test of Hypothesis 1
Table 4.20 Test of Hypothesis 1
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384

Correlations

Pearson Correlation
Customer Retention

Customer

Retention

Satisfaction
1

Sig. (2-tailed)

.472**
.000

N
Pearson Correlation
Customer Satisfaction

Customer

384

384

.472**

1

Sig. (2-tailed)

.000

N

384

384

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

According to the Pallant (2005), the Sig. value which is less than 0.01 in the correlation
test means there is a relationship between the two variables. As shown in the table
above, the result of the Sig. value obtained from Pearson correlation is 0.000 that is less
than 0.01, which means the result have 99% confidence. Therefore, it can be concluded
that the hypothesis is accepted, which is there is a relationship between customer
satisfaction and customer retention in the banking sector in Nigeria.

4.5.2 Test of Hypothesis 2
Table 4.21 Test of Hypothesis 2
Correlations
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Customer

Customer

Retention

Loyalty

Pearson Correlation
Customer Retention

1

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Loyalty

.661**

384

384

.661**

1

Sig. (2-tailed)

.000

N

384

384

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

The bivariate correlation analysis at the 99% confidence level was done, and the
correlations indicate significant relationship between the two variables. Based on the
table 4.12 above in the correlation, the Customer Loyalty to Customer retention shows
in Table 4.11 that it is significant at 1% sig level and the result shows that r = 0.661 (p =
.000) which means that Customer Loyalty has a positive and strong relationship to
customer retention. It is highly related and the relationship is very strong.

4.5.3 Test of Hypothesis 3
Table 4.22 Test of Hypothesis 3
Correlations
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Customer

Customer

Retention

Commitment

Pearson Correlation
Customer Retention

1

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Commitment

.443**

384

384

.443**

1

Sig. (2-tailed)

.000

N

384

384

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

The estimated coefficients of each parameter indicated strong relationship at the 99%
confidence level between the two variables. The Multiple regression used to evaluate
the relationship between customer commitment and Customer retention shows that it is
significant at 1% sig. level, as the result shown below in table above shows that r=
0.443 (p = .000) which is to say that it has a moderately correlated and also significantly
related to customer retention It is therefore, positive. The relationship between customer
commitment and customer satisfaction has proven to be moderate and it caused
significant impact on banking service in Nigeria.

4.5.4 Test of Hypothesis 4
Table 4.23 Test of Hypothesis 4
Correlations
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Customer

Customer Trust

Retention
Pearson Correlation
Customer Retention

1

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Trust

.306**

384

384

.306**

1

Sig. (2-tailed)

.000

N

384

384

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

In the table above, customer trust towards customer retention is significant at 1% sig.
level and the predictable coefficients of the stricture shows a strong relationship at the
99% confidence level between the two variables. The result be shows customer trust to
customer retention is r = 0.306 and has moderate significant contribution towards
prediction of the relationship to the dependent variable. Therefore, there is a moderately
significant relationship between customer trust and retention satisfaction.

4.5.5 Test of Hypothesis 5
Table 4.24 Test of Hypothesis 5
4.18 Correlations
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Customer

Customer

Retention

Relationship
Management

Pearson Correlation
Customer Retention

Sig. (2-tailed)

Pearson Correlation
Management

.300**
.000

N
Customer Relationship

1

384

384

.300**

1

Sig. (2-tailed)

.000

N

384

384

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

Based on the table above in the correlation, customer relationship management has a
weak relationship to customer retention. The result below shows that r = 0.300 that is
there is a moderate correlation in this case and the variable still moderately correlated to
customer retention. Therefore, customer relationship management is moderate
significant and it has a moderate relationship which means the hypothesis is acceptable.
See Appendix D, for more details and all the other appendices related to this chapter
(Analysis), demographic and others.

4.6 The summary of the Hypotheses testing is shown in Table.
Table 4.25: The Summary of Hypothesis Testing

Hypothesis

Accepted/Rejected
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H1

Accepted

H2

Accepted

H3

Accepted

H4

Accepted

H5

Accepted

4.7 Chapter Summary
This chapter has focused on three main ideas. First of all is on the obtained data of the
respondent. This includes the screening of data, the response rate and bias and the then
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general information of the respondents. Frequencies and percentages have been used to
describe the profile of respondents’ gender, age, and qualifications. The survey analysis
covered other findings such as respondent main bank and the duration of time been as a
customer to the bank.

The second section of this chapter has reported on the comparison analysis of data for
all the variables and then inferential testing regarding the differences of all variables
between the variables and Customer Retention using the Factor analysis Correlation and
Multiple Regression to find the significant relationship and test the hypothesis. In
summary, the most significant hypothesis from the independent variable is Customer
Satisfaction. Therefore, it shows that the meeting customer’s satisfaction can have a
great deal of impact on Retention in the Nigerian Bank Industry.

Chapter 5
Conclusions and Recommendations
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5.1 Introduction
The overriding purpose of the this study was to determine and answer all the
research questions and as well as meet all the research objective for this thesis,
therefore, in this chapter the results from the data analysis are further discussed. The
objectives were accomplished. The findings presented in this chapter demonstrate the
potential for merging theory and practical contributions as well.

5.2 Discussion of results
According to the Pallant (2005), the Sig. value which is less than 0.01 in the
correlation test means there is a relationship between the two variables. From the above
analysis, the sig value is less than 0.01 in the correlation test which indicates that a
relationship exists between the dependent and independent variables. As shown in the
table above, the result of the Sig. value obtained from the correlation is shows that some
of the variables 0.000 that is less than 0.01, which means the result have 100%
confidence while other with more than 0.01 which is vice versa. Therefore, it can
conclude that the entire Hypotheses were accepted. This shows that there is a
relationship between customer retention and all the other independent variables in the
Nigeria, banking sector.

All organizations including banks in Nigeria and elsewhere are concerned with how
they can develop and maintain relationship with their customers and also with the
effects of such relationship on customer loyalty. The study empirically validated the
effects of the 5 constructs of Customer Retention (customer commitment, customer
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trust, customer loyalty, customer satisfaction, customer relationship management) on
customer retention in banks in Nigeria.

Customer loyalty is highly significantly and strongly correlated with customer
retention in Nigerian banks from this research. The correlation coefficient (r) of
customer loyalty in the study shows that it is .661 which is very strong and positive. The
finding show that as banks has a positive customer loyalty, the customers’ propensity to
continue business relationship with them will also increases since this is successfully
positive. This finding is in tandem with the findings of previous studies (Zeithaml et al.
1996; Brady and Cronin, 2001) and at variance with that of Aydin and Ozer (2005).
Customers’ level of trust in their banks is also significant with customer retention. The
implication of the finding is that the greater the trust customers repose in their banks
increases, the more loyal they are to the banks. This finding is consistent with the
findings of earlier studies which had positively correlated trust with customer retention
and loyalty in banks and retail industries (Fornell, 1992; Cowles, 1997; Lee et al, 2011).

Though the correlation between customer commitment and customer retention is
positive which means that it is significant and positive, because of the moderately high
correlation and relationship between the two variables, the finding also shows that the
more and promptly customers’ complaints are resolved by the banks, the more
customers will still stay with them. This confirms the findings of other studies (Blodgett
& Anderson 2000; Harrison & Ansell, 2002).
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Finally, the correlation between customer relationship management and
customer retention is moderately correlated and significant to the correlation coefficient
.300. The finding indicates that there is a moderately significant relationship with the
relationship management of the bank with the customer’s retention to the banking
services in Nigeria, the greater their staying power with their banks. A research had also
validated there is positive relationship between customer relationship management and
customer retention (Crosby and Stephens (1987)

5.2.1 Summary of Results
Table 5.1: Summary of Results

Hypothesis Accepted/Rejected Reasons

H1

Accepted

The result is supported by several studies which
have shown that customer satisfaction leads to
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customer retention (Crosby and Stephens 1987;
Cronin and Taylor 1992)

H2

Accepted

This outcome shows that it is supported by
some researches which have shown that
customer loyalty has a relationship with
customer retention (Lijander and Mattson
2002).

H3

Accepted

This outcome show that

Jamal and al-Khatib

(1999), supports this hypothesis on bank
customers,

it

indicate

that

customer

commitment have a strong significant and
positive effect on customer retention.

H4

Accepted

Metawa and al-Mossawi, (1998); Naser, Jamal
and al-khatib (1999) in a sample of Islamic
banking

found

that

customer

trust

was

positively associated customer retention.

H5

Accepted

For instance, Crosby and Stephens (1987) find
that customers relationship management a
relationship
loyalty.
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with

customer

retention

and

Continuation of Table 5.1: Summary of Results

5.3 Contributions
Currently many banks are facing an aggressive battle regarding customers in Nigeria.
With the support of professional and efficient customer satisfaction activities a bank have
many advantages over its competitors.

Thus far, however, there have been no

peer-reviewed, research investigations examining customer retention in Nigerian banking
sector. This research thesis seeks to examine this aspect and its relationship between
certain management processes and responses by commonly using related survey
questions to address these customer issues in Nigerian banks.

5.3.1 Practical Contributions

According to Allred & Addams (2000) the average business loses around 20% of its
customers annually simply by failing to attend to customer relationships. Reichheld &
Sasser (1990, as cited in Allred & Addams, 2000) also stressed that in some industries the
leakage is as high as 80%. The cost, in either case, is staggering, but few businesses truly
understand the implications. Imagine two businesses, one that retains 90% of its
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customers, the other retaining 80%. If both add new customers at the rate of 20% per year,
the first will have a 10% net growth in customers per year, while the other will have none.
Over seven years, the first firm will virtually double, while the second will have no real
growth. Everything else being equal, that 10-percent advantage in customer retention will
result in a doubling of customers every seven years without doing anything else (Allred &
Addams, 2000).

The consequences of customer retention also compound over time, and in sometimes
unexpected ways. “Even a tiny change in customer retention can cascade through a
business system and multiply over time” (Lombordo, 2002). The resulting effect on
long-term profit and growth shouldn’t be underestimated.

This research would help the Nigerian banks in knowing more about customer
retention in other to build and maintain a long term relationship with their various
customers. Both parties the company and the customers benefits from each other.
Customer retention could and should be implemented in every bank. These organizations
start with professional customer retention the faster first results can be experienced. This
research can be used to develop and maintain relationships with existing customers, it
will help keep in contact with these existing customers who have done business with
you or still are. If the results of this thesis are put into consideration it can prove to be
very beneficial even in slumping economy of an organisation. By maintaining all these
constructive relationships with existing customer base, many referral sales opportunities
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arise as well as communication will be improved as all lines will be opened. More so, it
promotes honesty, condor, and overall good working conditions.

5.3.2 Theoretical Contributions
There is a lack of knowledge in this area, most companies do not know about this
retention practice nor do they implement them at all. In Nigeria, only a few banking
organizations know the importance of this customer retention and neither has any
research been conducted in the banking sector to the best of our knowledge. Therefore, as
there is none research in customer retention in banking sectors in Nigeria, the author has
used this opportunity to conduct the research in this area as it is very important in today's
current world. As covered in this thesis, the teachings and results of this thesis can then
be used in helping to solve mighty issues associated with customer retention in Nigerian
banks.

It is very important to introduce customer retention to these banks as Brown et al.,
(2002, as cited in Hennig-Thurau, 2004) said that effective customer retention strategies
allow you to move from the zone of customer satisfaction to customer delight. Studies
have also shown that if you are able to delight your customers, you have better chances of
them coming back to you, since they now know why you are different from the rest of
competition (Brown et al., 2002). This research has covered a lot of these significances
that can be used by not only Nigerian banks but banks all over the world, by both
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marketers, consultants, managers of a business organisation, leaders in the industry and
many more.

5.4 Limitations
Although this research was carefully conducted, there are still some limitations and
shortcomings that cannot be overlooked.


The research was conducted only among the top three banks in Nigeria, and all
these three banks are located in the capital city, Abuja. However these banks may
have other branches distributed within the country, but this research was limited to
only the branches in the geographic location stated above.



Time is an important factor to be considered, data was collected within a specific
period of time, and this is in other to keep track of time and time management.



As mentioned before, lack of prior research in the Nigerian banking sector may
limit some information, due to the lack of foundation in the area.



The number of population that was used for this research is approximately, 400
from which 384 was used for the analysis, these numbers was used as stated by
Krejcie and Morgan sampling table.



The instrument used for this survey is the questionnaire, and these questionnaires
were only shared among the customers of these top three banks in Nigeria.



Having access to people, organizations, or documents and, for whatever reason has
always been difficult. In this research, access of these information and resources is
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limited.

5.5 Implications
The main goal of customer retention is to retain customers for profit. This indirectly
fulfils the requirement of the customers as well as their demands compared to their
rivals. Customer satisfaction as well as their retention becomes an important factor
within the Nigerian banking industry as customers tend to provide a large profit to the
bank. This explains the reason for the adoption of good retention processes in both local
and international banks.

A focus on customer retention helps in the understanding of customer needs and wants
which is useful in the implementation of profitable exchanges. This aspect also helps in
customizing solutions to important customers more efficiently, knowledge management
and application of these retention processes helps in customer acquisition, customer
satisfaction and customer trust and loyalty as well. In addition, customer retention helps
in obtaining increased commitment from the customers. This is important if business
have to be sustained for extended period of time.

Furthermore, Banks believe that it is good to retain customers. They are therefore trying
to manage customer retention with customers well, as they believe that the benefits that
come with long term relationship with customer is better than one with new customers.
They therefore see loyalty and relationship building as crucial in customer retention.
They rather spend much time concentrating on existing customers because it is more
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profitable to take good care of your existing customers than prospecting for new
customers. Categorization of customers is the main strategy for profitability since this
allows most profitable customers to be identified and taken good care of for retention.
Personalization and customization allow each and every customer to be treated
according to his personal unique needs and demands to increase satisfaction and loyalty
and retention.

Lastly, customer retention applications employed by banks allow them to carry out
relationship marketing activities such as personalization/ customization and serve
customers effectively. Banks need a complete view of its customers across various
systems that contain their data. If banks could track customer behaviour, it can have a
better understanding to predict future behaviour and preferences.

5.6 Recommendations
Every bank today must identify what elements their customers value the most, these
organisations can use their existing market research to determine the importance to their
deliberators of attributes such as functional benefits (how well the product works
compared to other alternatives) once this is understood, the organisation must take the
first step to fixing these weaknesses. In other to influence and retain customers, banks
have to dig deeper than merely finding out whether they like the product or service on
offer. A broad measure of satisfaction can tell a company how likely customers are to
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defect. Understanding the other drivers of satisfaction, loyalty and commitment would
help an organisation maintain a good retention measure.

Bank managers really need to look and work at areas where opportunity lies because
various delivery channels and the ability to move money around at a click of a mouse
are making it easier for customers to pack their bags and leave. Top level decision
makers are needed to make substantial investment in developing various business
strategies, plans, programs and infrastructure to address the needs and preferences of
customers. When the needs of a customer are met, a customer has less or rather no
reason to leave. Banks must constantly invest in customer relationship in other to retain
their customers.

In addition, many banks make little or no effort to meet their customers changing needs
such as new financial or insurance products and many more. But this is important and
should not be ignored, although changing needs are often dismissed as uncontrollable
but they can be addressed especially when a bank invest in a new product or channel.
Meeting these new needs may look smaller but it is very relevant part of customer
retention. It is worthwhile for an organisation with many customers like the bank,
whose needs are changing to see if they can meet their needs. These organisations can
also use their market surveys and demographic data to distinguish the changes they can
address in other to improve and maintain a good customer retention.

Furthermore, avoiding and addressing any kind of service failures may be very
helpful as customers who have had similar problems resolved satisfactorily are typically
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just as loyal sometimes more so, than customers who never had such problems at all.
Therefore, an organisation can use its loyalty profile to see how many dissatisfied
customers it has and thus how much it should devote to meeting their requirements and
needs as well. More so, a well designed complaints handling processes could be
considered, as it allows management to collect and analyse complaints data over time,
identify systemic and repetitive problems, and fix root causes either caused due to
products, people, process or anything else (Hart et al., 1990). Some academics believe
that companies that excel at customer retention have this documented process for
managing customer complaints (Keaveney, 1995).

Lastly, competition has become intense in the financial sector due to the increase in
the number of banks, these banks need to adopt strategies like good customer retention
processes in other to protect and keep their customers as well as survive the
competition. However, this study did not include all the banks in Nigeria, it only
focused on the top three banks as time was limited for this study. Therefore, it is
recommended that a further study be conducted on all the banks in Nigeria.

5.7 Further Research
This thesis has covered a lot and most of the issues related to customer retention and its
processes. Future research can be conducted on some of the areas stated below:
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Further research can be conducted using all the banks in Nigeria not only the top
three banks. More population can be used as well.



Further research can also use different methods of data collection and data analysis
techniques.



The Influence of Loyalty Programs and Short-Term Promotions on Customer
Retention can also be a focus of further research in other to improve this area.



In this research we have identified some basic strategies for retaining customers.
Further research can focus on these three ways: conceptual strategies based on
extant theories, best practices strategies as reported by specialists and pragmatic
strategies as observed in companies.

5.8 Conclusion
The practice of good customer retention processes in banking industry in Nigeria has
been covered and dealt with thoroughly in this thesis study. Various methodologies
were conducted, the questionnaire was the instrument used to collect data in this thesis.
These questionnaires were shared among 400 customers of the top three banks in
Nigeria and only 384 were analyzed for this thesis. These banks included; Guaranty
trust bank, united bank for Africa and Zenith Bank. Hypotheses were tested and all
came back positively. The results were discussed and a conclusion was reached with
supporting evidence. All the variables were discussed intensely and all have been
covered fruitfully. Both theoretical and practical contributions were passed as well.
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Various recommendations were given as well as the limitations. The teachings and
results from this thesis can improve businesses tremendously as well as build healthy
and happy relationships with both current and future customer base. Happy customers
will lead to referral sales, the sharing of best business practices such as customer
retention plan can help create loyal, satisfied, committed and trustworthy employees,
and this helps create an overall enjoyable and productive office environment.
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Appendices

Appendix A
Questionnaire Sample
Questionnaire
(Customer Retention Processes in Banks)
Part A

Please tick √ in the most appropriate box for each statement that corresponds most closely to
your desired response.
General
1. Kindly tick your age bracket.
21 and Under
22 to 34 years
35 to 44 years
45 to 54 years
55 to 64 years
65 and above

2. Please indicate your Gender
Male
Female

3. What is your highest level of qualifications?
Primary/Secondary
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Certificate/Diploma
Degree
Masters
PhD and Above

4. Which of the banks below would you consider your main Bank, where most of your
business is done?
Guaranty Trust Bank (GTB)
United Bank for Africa (UBA)
Zenith Bank

5. How long have you been a customer of the selected bank above?
Less than six months
One year
Two years
Three years
Five years and above

Part B

Please rate the statements below by ticking

√

in the appropriate box that corresponds most

closely to your desired response.
Strongly
Disagree
Customer Satisfaction
My main Bank meets my expectations.
I am happy and satisfied with my Bank.
My experience with my main Bank is always
excellent.
My requests and problems are easily answered.
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Disagree

Neutral

Agree

Strongly
Agree

Customer Retention
I am proud to have an account with my main Bank.
I like my main Bank because it offers new and more
banking products and services.
I will not switch to a competitor even if I experience a
problem with my main Bank.
I am willing to ignore another bank that offers more
attractive prices than my main Bank.
Customer Loyalty
I will continue to obtain services from my main Bank.
If I were to select a similar donor for the first time, I
would still choose my main Bank.
I have never thought of leaving my main Bank.
I will always recommend my main Bank to a friend or
a colleague.
Customer Commitment
I feel committed to my main Bank.
If my main Bank was no longer to exist, this would be
a significant loss to me.
I would turn a blind eye to a minor mistake made by
my main Bank.
I stay with my main Bank because the costs of
changing exceed the benefits.
Customer Trust
My main Bank can always be trusted.
My main Bank has high integrity.
My banking account has never been tempered with.
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My main Bank can be counted to do what is right.
Customer Relationship Management
There is a good relationship between me and my main
Bank.
My communication with my main Bank is easily
understood.
My main Bank frequently gathers customer
complaints about it services
The banking strategies in my main Bank are excellent.

Thank you!
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Appendix B
Questionnaire Scores
Descriptive Statistics
N

Minimu

Maximu

m

m

Mean

Std.
Deviation

Customer Satisfaction
My main Bank meets my expectations.

384

1.00

5.00

4.0836

.81112

I am happy and satisfied with my Bank.

384

1.00

5.00

4.0757

.78401

My experience with my main Bank is

384

1.00

5.00

4.0287

.91050

384

1.00

5.00

4.0807

.88577

384

1.00

5.00

3.9427

.89200

384

1.00

5.00

3.9896

.89086

384

1.00

5.00

4.0469

.86286

384

1.00

5.00

4.0755

.88328

384

1.00

5.00

3.9922

.92961

always excellent.
My requests and problems are easily
answered.

Customer Retention
I am proud to have an account with my
main Bank.
I like my main Bank because it offers
new and more banking products and
services.
I will not switch to a competitor even if
I experience a problem with my main
Bank.
I am willing to ignore another bank that
offers more attractive prices than my
main Bank.

Customer Loyalty
I will continue to obtain services from
my main Bank.
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If I were to select a similar donor for the

384

1.00

5.00

3.9896

.95041

384

1.00

5.00

3.7995

1.01626

384

1.00

5.00

3.8620

.90788

I feel committed to my main Bank.

384

1.00

5.00

4.0052

.87613

If my main Bank was no longer to exist,

384

1.00

5.00

3.9557

.84620

384

1.00

5.00

4.0833

.80360

384

1.00

5.00

4.1771

.75438

My main Bank can always be trusted.

384

1.00

5.00

3.7396

.99864

My main Bank has high integrity.

384

1.00

5.00

3.9167

.80685

My banking account has never been

384

1.00

5.00

3.9349

.91602

384

1.00

5.00

3.9401

.94444

384

1.00

5.00

3.9661

.88586

384

1.00

5.00

4.0052

.86110

first time, I would still choose my main
Bank.
I have never thought of leaving my
main Bank.
I will always recommend my main Bank
to a friend or a colleague.

Customer Commitment

this would be a significant loss to me.
I would turn a blind eye to a minor
mistake made by my main Bank.
I stay with my main Bank because the
costs of changing exceed the benefits.

Customer Trust

tempered with.
My main Bank can be counted to do
what is right.

Customer Relationship
Management
There is a good relationship between me
and my mainBank.
My communication with my main Bank
is easily understood.
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My main Bank frequently gathers

384

1.00

5.00

3.8298

.96926

384

1.00

5.00

3.8560

.93500

customer complaints about it services
The banking strategies in my main Bank
are excellent.
Valid N (listwise)

379

Appendix C
Summary Reports Sample
146

A Sample of the summary reports/permission documents that were passed to the three
Nigerian banks were the survey for this thesis was conducted. All three documents were
signed by the corresponding managements.
1. United Bank for Africa (UBA)

2. Guaranty Trust Bank
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3. Zenith Bank
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Appendix D
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Data Analysis and Results Appendices

Below are the appendices for all the analysis performed in chapter four. All sessions are
named and organised cautiously for accuracy and exactness purposes.

Appendices for Demographic Profile
Age
Statistics
Your Age Range
N

Valid
Missing

384
0

Mean

1.9505

Median

2.0000

Minimum

1.00

Maximum

6.00

Your Age Range
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

21and Under

146

38.0

38.0

38.0

22 to 34

159

41.4

41.4

79.4

35 to 44

46

12.0

12.0

91.4

45 to 54

22

5.7

5.7

97.1

55 to 64

7

1.8

1.8

99.0

65 and Above

4

1.0

1.0

100.0

384

100.0

100.0

Total

Gender
Statistics
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Indicate Your Gender
N

Valid

384

Missing

0

Mean

1.4323

Median

1.0000

Indicate Your Gender
Cumulative
Frequency
Valid

Percent

Valid Percent

Percent

Male

218

56.8

56.8

56.8

Female

166

43.2

43.2

100.0

Total

384

100.0

100.0

Qualifications
Statistics
Highest Level of Qualifications
N

Valid
Missing

384
0

Mean

2.9271

Median

3.0000

Highest Level of Qualifications
Cumulative
Frequency

Percent

151

Valid Percent

Percent

Valid

Primary/Secondary

23

6.0

6.0

6.0

Certificate/Diploma

73

19.0

19.0

25.0

Degree

206

53.6

53.6

78.6

Masters

73

19.0

19.0

97.7

9

2.3

2.3

100.0

384

100.0

100.0

Phd and Above
Total

Main Bank
Statistics
Your Main Bank where most
transaction is made
N

Valid
Missing

383
1

Mean

2.2559

Median

2.0000

Your Main Bank where most transaction is made
Cumulative
Frequency
Valid

Missing

Percent

Valid Percent

Percent

Guaranty Trust Bank (GTB)

164

42.7

42.8

42.8

United Bank for Africa (UBA)

66

17.2

17.2

60.1

Zenith Bank

44

11.5

11.5

71.5

Others

109

28.4

28.5

100.0

Total

383

99.7

100.0

1

.3

384

100.0

-1

Total

Duration of Being a Customer
Statistics
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How long have you been a
customer in the selected bank
N

Valid

383

Missing

1

Mean

3.5561

Median

4.0000

How long have you been a customer in the selected bank
Cumulative
Frequency
Valid

Valid Percent

Percent

Less than six month

21

5.5

5.5

5.5

One year

41

10.7

10.7

16.2

Two years

95

24.7

24.8

41.0

156

40.6

40.7

81.7

70

18.2

18.3

100.0

383

99.7

100.0

1

.3

384

100.0

Three years
Five years and above
Total
Missing

Percent

-1

Total

Appendices for Reliability
Customer Satisfaction
Case Processing Summary

153

N
Valid
Cases

%
384

100.0

0

.0

384

100.0

Excludeda
Total

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

Cronbach's

N of Items

Alpha

Alpha Based on
Standardized
Items
.724

.726

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.853

3.753

3.995

.242

Scale Statistics
Mean

Variance

15.4115

Std. Deviation

8.577

N of Items

2.92865

4

Customer Retention

Case Processing Summary
N

%

154

1.065

.013

4

Valid
Cases

384

100.0

0

.0

384

100.0

Excludeda
Total

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

Cronbach's

N of Items

Alpha

Alpha Based on
Standardized
Items
.737

.739

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.930

3.888

3.992

.104

Scale Statistics
Mean

Variance

15.7188

Std. Deviation

8.610

N of Items

2.93428

4

Customer Loyalty
Case Processing Summary
N
Cases

Valid

%
384

100.0

155

1.027

.002

4

Excludeda
Total

0

.0

384

100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

N of Items

Alpha
.752

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.853

3.698

4.000

.302

Scale Statistics
Mean

Variance

15.4115

Std. Deviation

8.723

N of Items

2.95351

4

Customer Commitment
Case Processing Summary
N
Valid
Cases

Excludeda

%
384

100.0

0

.0

156

1.082

.019

4

Total

384

100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

N of Items

Alpha
.749

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.881

3.833

3.966

.133

Scale Statistics
Mean

Variance

15.5234

Std. Deviation

8.903

N of Items

2.98376

4

Customer Trust
Case Processing Summary
N
Valid
Cases

Excludeda
Total

%
384

100.0

0

.0

384

100.0

157

1.035

.004

4

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

N of Items

Alpha
.723

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.896

3.885

3.917

.031

Scale Statistics
Mean

Variance

15.5833

Std. Deviation

8.667

N of Items

2.94392

4

Customer Relationship Management
Case Processing Summary
N
Valid
Cases

Excludeda
Total

%
384

100.0

0

.0

384

100.0

158

1.008

.000

4

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's

N of Items

Alpha
.768

4

Summary Item Statistics
Mean

Minimum

Maximum

Range

Maximum /

Variance

N of Items

Minimum
Item Means

3.961

3.893

4.013

.120

1.031

Scale Statistics
Mean
15.8438

Variance

Std. Deviation

7.866

N of Items

2.80461

4

EFA
Customer Satisfaction
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square
Bartlett's Test of Sphericity

df

.748
294.529
6

Sig.

.000
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.002

4

Communalities
Initial

Extraction

Customer Satisfaction

1.000

.507

Customer Satisfaction

1.000

.519

Customer Satisfaction

1.000

.657

Customer Satisfaction

1.000

.517

Extraction Method: Principal Component Analysis.

Total Variance Explained
Component

Initial Eigenvalues
Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

1

2.199

54.974

54.974

2

.679

16.977

71.951

3

.636

15.909

87.860

4

.486

12.140

100.000

Total
2.199

Extraction Method: Principal Component Analysis.

Component Matrixa
Component
1
Customer Satisfaction

.712

Customer Satisfaction

.720

Customer Satisfaction

.810

Customer Satisfaction

.719

Extraction Method: Principal Component
Analysis.
a. 1 components extracted.

Customer Loyalty

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square
Bartlett's Test of Sphericity

df

.748
344.154
6

Sig.

.000
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% of Variance
54.974

Cumulative %
54.974

Communalities
Initial

Extraction

Customer Loyalty

1.000

.517

Customer Loyalty

1.000

.600

Customer Loyalty

1.000

.574

Customer Loyalty

1.000

.603

Extraction Method: Principal Component
Analysis.

Total Variance Explained
Component

Initial Eigenvalues
Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

1

2.294

57.361

57.361

2

.692

17.302

74.663

3

.548

13.697

88.359

4

.466

11.641

100.000

Total
2.294

Extraction Method: Principal Component Analysis.

Component Matrixa
Component
1
Customer Loyalty

.719

Customer Loyalty

.774

Customer Loyalty

.758

Customer Loyalty

.777

Extraction Method: Principal
Component Analysis.
a. 1 components extracted.

Customer Commitment

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square
Bartlett's Test of Sphericity

df

.706
373.868
6

Sig.

.000

Communalities
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% of Variance
57.361

Cumulative %
57.361

Initial

Extraction

Customer Commitment

1.000

.517

Customer Commitment

1.000

.547

Customer Commitment

1.000

.654

Customer Commitment

1.000

.569

Extraction Method: Principal Component Analysis.

Total Variance Explained
Component

Initial Eigenvalues
Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

1

2.287

57.164

57.164

2

.802

20.059

77.223

3

.513

12.824

90.047

4

.398

9.953

100.000

Total
2.287

Extraction Method: Principal Component Analysis.

Component Matrixa
Component
1
Customer Commitment

.719

Customer Commitment

.740

Customer Commitment

.809

Customer Commitment

.755

Extraction Method: Principal Component
Analysis.
a. 1 components extracted.

Customer Trust

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square
Bartlett's Test of Sphericity

df

343.733
6

Sig.

.000

Communalities
Initial

.662

Extraction
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% of Variance
57.164

Cumulative %
57.164

Customer Trust

1.000

.456

Customer Trust

1.000

.532

Customer Trust

1.000

.617

Customer Trust

1.000

.590

Extraction Method: Principal Component
Analysis.

Total Variance Explained
Component

Initial Eigenvalues
Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

1

2.195

54.884

54.884

2

.861

21.516

76.400

3

.562

14.058

90.458

4

.382

9.542

100.000

Total
2.195

Extraction Method: Principal Component Analysis.
Component Matrixa
Component
1
Customer Trust

.675

Customer Trust

.729

Customer Trust

.786

Customer Trust

.768

Extraction Method: Principal
Component Analysis.
a. 1 components extracted.

Customer Relationship Management

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square
Bartlett's Test of Sphericity

df

.715
414.468
6

Sig.

.000

Communalities
Initial

Extraction
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% of Variance
54.884

Cumulative %
54.884

Customer Relationship
Management
Customer Relationship
Management
Customer Relationship
Management
Customer Relationship
Management

1.000

.523

1.000

.619

1.000

.614

1.000

.604

Extraction Method: Principal Component Analysis.

Total Variance Explained
Component

Initial Eigenvalues
Total

% of Variance

Extraction Sums of Squared Loadings

Cumulative %

1

2.360

59.007

59.007

2

.786

19.650

78.657

3

.453

11.320

89.978

4

.401

10.022

100.000

Extraction Method: Principal Component Analysis.

Component Matrixa
Component
1
Customer Relationship
Management
Customer Relationship
Management
Customer Relationship
Management
Customer Relationship
Management

.723

.787

.784

.777

Extraction Method: Principal Component
Analysis.
a. 1 components extracted.
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Total
2.360

% of Variance
59.007

Cumulative %
59.007

Regression

Model Summary
Model

R

R Square

.724a

1

Adjusted R

Std. Error of the

Square

Estimate

.524

.518

.44246

a. Predictors: (Constant), Customer Relationship Management,
Customer Satisfaction, Customer Trust, Customer Commitment,
Customer Loyalty

ANOVAa
Model

1

Sum of Squares

df

Mean Square

Regression

81.480

5

16.296

Residual

74.002

378

.196

155.481

383

Total

F

Sig.
.000b

83.240

a. Dependent Variable: Customer Retention
b. Predictors: (Constant), Customer Relationship Management, Customer Satisfaction, Customer
Trust, Customer Commitment, Customer Loyalty

Coefficientsa
Model

Unstandardized Coefficients

Standardized

t

Sig.

Coefficients
B

1

Std. Error

(Constant)

.285

.209

Customer Satisfaction

.243

.036

Customer Loyalty

.428

Customer Commitment
Customer Trust
Customer Relationship
Management

Beta
1.359

.175

.260

6.674

.000

.048

.444

8.968

.000

.115

.042

.114

2.703

.007

.043

.037

.047

1.163

.246

.136

.035

.143

3.854

.000

a. Dependent Variable: Customer Retention

Correlation
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Correlations
Customer

Customer

Retention

Satisfaction

Pearson Correlation
Customer Retention

.472**

1

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Satisfaction

384

384

.472**

1

Sig. (2-tailed)

.000

N

384

384

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

Correlations
Customer

Customer

Retention

Loyalty

Pearson Correlation
Customer Retention

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Loyalty

.661**

1

384

384

.661**

1

Sig. (2-tailed)

.000

N

384

384

Customer

Customer

Retention

Commitment

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

Correlations

Pearson Correlation
Customer Retention

1

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Commitment

.443**

384

384

.443**

1

Sig. (2-tailed)

.000

N

384

384

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

Correlations
Customer

Customer Trust

Retention
Customer Retention

Pearson Correlation

1
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.306**

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Trust

384

384

.306**

1

Sig. (2-tailed)

.000

N

384

384

Customer

Customer

Retention

Relationship

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

Correlations

Management
Pearson Correlation
Customer Retention

Sig. (2-tailed)

.000

N
Pearson Correlation
Customer Relationship
Management

.228**

1

384

384

.228**

1

Sig. (2-tailed)

.000

N

384

384

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

Correlations
Customer

Customer

Customer

Customer

Customer

Customer

Retention

Satisfactio

Loyalty

Commitme

Trust

Relationshi

n

nt

p
Manageme
nt

Pearson
Correlation
Customer Retention

.472**

.661**

.443**

.306**

.300**

.000

.000

.000

.000

.000

384

384

384

384

384

384

.472**

1

.395**

.221**

.078

.050

.000

.000

.126

.330

1

Sig. (2-tailed)
N
Pearson

Customer

Correlation

Satisfaction

Sig. (2-tailed)

.000

N

384

384

384

384

384

384

.661**

.395**

1

.511**

.456**

.244**

Sig. (2-tailed)

.000

.000

.000

.000

.000

N

384

384

384

384

384

Pearson
Customer Loyalty

Correlation
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384

Pearson

.443**

.221**

.511**

.161**

.261**

Sig. (2-tailed)

.000

.000

.000

.002

.000

N

384

384

384

384

384

384

.306**

.078

.456**

.161**

1

.122*

Sig. (2-tailed)

.000

.126

.000

.002

N

384

384

384

384

384

384

.300**

.050

.244**

.261**

.122*

1

Sig. (2-tailed)

.000

.330

.000

.000

.017

N

384

384

384

384

384

Customer

Correlation

Commitment

Pearson
Customer Trust

Correlation

Pearson
Customer
Relationship
Management

Correlation

1

.017

384

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Exploratory Factor Analysis Appendix
Sl.

Customer Satisfaction

variables

No.

1

Number

My

main

Bank

meets

my 1

of Eigen

%

of Component

Value

variance

2.199

54.974

.712

expectations

2

I am happy and satisfied with my 1
Bank.

.679

16.977

.720

3

My experience with my main 1

.636

15.909

.810

.468

12.140

.719

Bank is always excellent

4

My requests and problems are 1
easily answered.

168

Barlett’s test of sphericity Chi-square value:

KMO measure of sampling Adequacy: 0.748

294.529

Table 4.10: Exploratory Factor Analysis
Sl.

Number of Eigen

%

variables

Value

variance

2.294

57.361

.719

1

.692

17.302

.774

I have never thought of leaving my 1

.548

13.697

.758

.466

11.641

.777

Customer Loyalty

No.

1

I will continue to obtain services 1

of Component

from my main Bank

2

If I were to select a similar donor
for the first time, I would still
choose my main Bank

3

main Bank

4

I will always recommend my main 1
169

Bank to a friend or a colleague
Barlett’s test of sphericity Chi-square value:

KMO measure of sampling Adequacy: 0.748

Sl.

Customer Commitment

No.

Number of Eigen

%

variables

Value

variance

344.154

of Component

1

I feel committed to my main Bank

1

2.287

57.164

.719

2

If my main Bank was no longer to

1

.802

20.059

.740

1

.513

12.824

.809

I stay with my main Bank because 1

.398

9.953

.755

exist, this would be a significant
loss to me

3

I would turn a blind eye to a minor
mistake made by my main Bank

4

the costs of changing exceed the
benefits
KMO measure of sampling Adequacy: 0.706

Barlett’s test of sphericity Chi-square value:
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373.868

EMO
Sl.

Customer Trust

No.

1

Number of Eigen

%

variables

Value

variance

2.195

54.884

.675

My main Bank can always be 1

of Component

trusted

2

My main Bank has high integrity

1

.861

21.516

.729

3

My banking account has never

1

.562

14.058

.786

My main Bank can be counted to 1

.382

9.542

.768

been tempered with

4

do what is right
KMO measure of sampling Adequacy: 0.662

Barlett’s test of sphericity Chi-square value:

171

343.733

Sl.

Customer

Relationship Number of Eigen

%

of Component

No.

Management

variables

Value

variance

1

There is a good relationship

1

2.360

59.007

.723

1

.786

19.650

.787

1

.453

11.320

.784

The banking strategies in my main 1

.401

10.022

.777

between me and my mainBank.

2

My communication with my main
Bank is easily understood

3

My main Bank frequently gathers
customer complaints about it
services

4

Bank are excellent
KMO measure of sampling Adequacy: 0.715

Barlett’s test of sphericity Chi-square value:

172

414.468

Appendix E
Pictures
This section of the appendix contains some of the pictures collected from the banks
where the survey for this thesis was conducted. The pictures below show how some
these banks conduct retention plans and what their environments look like.
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