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ABSTRACT 

Managers’ quest for loyal customers is predicated upon the pivotal roles of customers in 

determining firms’ survival. This paper sought to investigate the forces that compel customers to remain 

loyal to service providers. Extant literature reveals that a customer is loyal to the extent that they 

continue to purchase the same product even in the midst of more attractive options. The descriptive 

survey research design was adopted for this study. The population of the study consist of the entire 

banking population in Makurdi, Benue state Nigeria. Three hundred and twenty customers of First Bank 

were conveniently selected. Accidental sampling technique was employed in data collection. A 

structured questionnaire was administered to the respondents within the bank premises. The collected 

data were analysed with simple percentage and Ordinary Least Square regression method was also used 

to test the formulated hypotheses at 5 % level of significance with the aid of STATA software The study 

revealed that customers satisfaction and customers trust has significant relationship with customers 

loyalty as well as can account for 67% of the factors that determines customers loyalty. The paper 

recommends that bank managers should strengthen those forces that endears customers to their banks. 

This would enable bank operators achieve the objectives of withstanding competition in addition to 

understanding and mastery the drivers of customer loyalty. 
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1.  INTRODUCTION 

 

Globally, banking operations are relational in nature. Relationships thrive only in an 

atmosphere of trust and commonness of purpose. A bank customer can only sustain the 

relationship when it mutual and beneficial to both parties. Banking activities entails financial 

intermediation through mobilisation of surplus fund to be supplied to areas of scarcity. As result 

of the ensuing financial benefits, several organisations whose purpose is financial 

intermediation obtain banking license from government regulatory agency for their operations. 

As a result of the increasing number of banks and their well spread branch networks in Nigeria, 

banking activities has become increasingly competitive. The operating climate of banks in 

Nigeria is greatly characterised by strict competition, occasioned by banks proliferation with 

largely undifferentiated products. In the light of this, several of these banks engage in aggressive 

marketing resulting in the same customers holding accounts with several banks. Also the post-

liberalization reform in 1986 created opportunities for new market entrants and increase in the 

number of banks branches. Similarly, the post-consolidation banking reform era witness merger 

of several banks. This exercise resulted in hyper-competition in the marketplace. Furthermore, 

the rate of competition is further heightened by banks rapid deployment of Information 

Technology (IT). Banks deployment of IT has created several banking options to customers. It 

is expected that banks usage of IT would result in improved service delivery that could 

culminate in customers’ retention. Besides that, banks also devise marketing strategies that help 

in attracting, nurturing and sustaining customers that could ultimately translate customers to 

becoming loyal. 

The current economic reality underscores the necessities of bank managers to seek for an 

understanding of the forces that underlie the creation and maintenance of loyal customers, 

Banks operational managers acknowledge that converting customers to becoming a loyal 

customer is a herculean task. Hence bank managers realise that developing an efficient customer 

loyalty strategy is pivotal to banks with the intent of building a strong and lasting relationship 

with their customers. Of a truth, the unpredictable nature of customers has made it a difficult 

task for managers to discern what would make a customer become loyal. However, [1] asserts 

that several factors influence customer decision making with respect to bank choice. The author 

recognise banks services and fees are typical instruments that influence customers’ loyalty. 

Furthermore, service excellence, and innovative products are vital keys that can affect 

customers’ continuous patronage of banks. [2] remarks that the loyalty of a customer can be 

estimated from the number of purchases made by the customer from a firm, the frequency of 

patronage and the percentage to total expenditures .Furthermore, a customer loyalty can also be 

determined from consumer preferences and their affective disposition toward a bank,  

The loyalty of a customer to a bank can be regarded as the customers’ continuous 

patronage over a defined time. In practice, the extent of a customer loyalty can be gauged by 

tracking customer accounts over defined periods as well as noting the degree of continuity in 

patronage [3]. Marketplace reality reveals that it is a rarity to find committed and long term 

relationships between a customer and a bank nowadays [4]. Consequent upon the scarcity of 

loyal customers, [5] opines that banks management now resorts to the introduction of innovative 

products and services as a marketing strategy of retaining customers. In recognition of the 

rivalry in the banking sector and the ease of customers switching, it has become expedient for 

managers and scholars to seek for an understanding of the issues connected with the crucial 

factors that underline the loyalty of a customer to a bank. 
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The research question this study attempts to answer is what factors actually promotes 

customer loyalty of banks? The importance of identifying the determinants and understanding 

their implications on customers’ loyalty of banks cannot be understated. Arising from this, 

scholars and operational managers have deployed large resources in unveiling the factors that 

influences customers’ loyalty of banks. The volume of research on customers’ loyalty and their 

currency underscores the necessity of this study. This study seeks to investigate the 

determinants of customers’ loyalty to banks in Nigeria. Specifically, this paper examines the 

effect of customers’ satisfaction with banking services and customer trust of the bank on the 

continuous patronage of banks.  

   

 

2.  LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Concept of Customers’ Loyalty 

A customer is said to be loyal when such a customer always prefer to rebuy a particular 

brand in the midst of other competing brands. This suggests that the loyalty of a customer can 

be inferred from a customer’s deeply held commitment to repurchase a preferred product or 

service consistently in the future. This commitment causes a customer to repeatedly search for 

the same brand set to purchase despite situational influences and marketing efforts that has the 

potential to cause switching behaviour. Customers’ loyalty is a multidimensional construct with 

attitude and behaviour as its major components, In fact, customers’ loyalty describes an ongoing 

emotional relationship between a firm and customer. The loyalty of a customer is manifest by 

the willingness of a customer to engage with and repeatedly purchase from a firm instead of its 

competitor. This implies that loyalty is a by-product of a customer’s positive experience with a 

firm and thereafter create trust. 

[6] Remarked that customer loyalty is an important factor that enables firms enjoy 

competitive advantage over other firms even under a highly competitive and dynamic 

environment. In the same vein, [7] asserts that customer loyalty is a promise of buyers to 

purchase particular products, services and brands of an organization over a consistent period of 

time, irrespective of competitor’s new products and innovations.  It is also common to observe 

that loyal customers perceive the organisation in a positive light, recommend the firm to others 

and engage in product/service repurchase [8]. This makes loyal customers the prime source of 

generating profits and attracting new customers to a firm. The implication is that loyal 

customers are assets to marketers. In fact, the activities of loyal customers have impact on repeat 

purchases, word of mouth recommendations and customer retention. 

It is pertinent to remark that attaining customer loyalty and satisfaction are the twin 

objectives of modern marketing practice. This is consequent upon the fact that business 

organizations, especially those in service industries, are increasingly concerned about 

competition. In realisation of the nature of service industry largely characterised with options 

and novel solutions, [9] concludes that the correlation between loyalty and competition deepens 

as competition heightens. The truth is that managers in the service industry require an 

understanding of customer service, satisfying their needs and expectations. Also expected of 

managers is the possession of the requisite skills required to create, communicate and deliver 

customer value, and keep promises [10]. Furthermore, marketing scholars acknowledge that 

customers’ loyalty is an outcome of several factors that include affective, behavioural and 

attitudinal dimensions. A critical review of literature reveals that the consequences of 
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customer’s behaviour are always of immense benefits to the organisation. Also, loyal customers 

are so dogmatic that these customers will not switch even in the midst of the organisation 

apparent errors  

However, [11], identified behaviour loyalty, and attitude loyalty as common dimensions 

of customers loyalty. Behaviour loyalty is seen as repeated transactions, percentage of total 

transactions and total expenditures. In simple terms, behaviour loyalty is repeated purchase. A 

customer behaviourial loyalty connotes customer’s purchase intention [12]. Behaviour loyalty 

of a customer can result in the generation of profit through increase in market shares [13]. 

Attitude loyalty on the other hand refers to positive affect for relationship and the desire 

to retain continuance relationship [14]. Consequently [11], asserted that a wholesome 

combination of customers’ behaviour and attitude loyalty will have a profound effect on the 

performance of firms. In short, it can influence customer’s intention to recommend the brand 

to others, facilitate horizontal communication among customers and increase mouth-to-mouth 

communication. Furthermore, it facilitates customer’s resistance to competitors’ offerings as 

well as persuasive tactics to attract new customers and buzz marketing. 

The banking industry just like every other service industry operates in a highly dynamic 

and competitive business environment. Experience has shown that customers nowadays, are no 

longer loyal to a particular bank as they are reported to hold several accounts with different 

banks for different purposes. The traditional banking operation is product-centric. In 

accordance with the basic tenets of relationship marketing, modern banking operations is 

increasingly becoming customer-oriented [15]. To this end, [16] prescribes that customer-

oriented behaviour should be considered a requisite for improving the implementation of quality 

in services marketing. Furthermore, [17] asserts that financial services are largely 

undifferentiated as such a customer is unlikely to be overly impressed by core product 

attributes. 

 

Drivers of Customer Loyalty in Deposit Money Banks  

[18] Study of the factors that influence customer loyalty of banks in Nigeria concludes 

that there are several factors have the capacity to influence banks customers [19] India study of 

the external determinants of customer loyalty in technology driven banks identified customers 

service, technology security and information security, technology convenience as well as 

technology usage ease and reliability as the predominant factors that defines customers loyalty. 

In the same vein [20] comparative study of e banking customers in Malaysia and Qatar with the 

intent of ascertaining the effect of service quality, trust on loyalty reports that customers’ 

satisfaction and trust had a significant effect on loyalty. 

Finally [21] study of customer loyalty of banks in Pakistan reports that the consequence 

of customer satisfaction and trust on commitment was positive as well as significant. The 

researchers’ concluded that the greater the level of satisfaction, the greater the commitment and 

the greater the trust, the greater was the commitment. Relying on [20] this paper reviews 

literature on customers’ satisfaction and trust as determinants of customers’ loyalty to banks 

services. 

 

Bank Customer Satisfaction and Customer Loyalty 

The concept customer satisfaction is a post consumption outcome. A customer is 

considered satisfied when the expectation of the customer is met after consumption. Similarly, 
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a customer is dissatisfied when the customer consumption experience is far from expected.  As 

a matter of fact customer satisfaction is a subjective construct as customers’ expectations varies. 

[22 states that satisfaction is a response for consumer fulfilment. It is a judgment that a product 

or service feature, or the product or service itself, provides. In other words, satisfaction is a 

pleasurable level of consumption-related fulfilment, including levels of under-or over-

fulfilment. Similarly [7] explained that customer satisfaction arises when customers’ 

perceptions of actual service performance exceed expectations and any discrepancy between 

the two generates disconfirmation. Over the years, several researchers [23-25] have 

demonstrated that customer satisfaction as a factor significantly influences customer loyalty as 

well as the long-term orientation of a relationship. [26] considered customer satisfaction as an 

essential factor responsible for the creation of long-term association between suppliers and 

buyers. It is commonly expected that the affective component of satisfaction has the capacity 

to stimulate a satisfied customer to patronize the service provider as well as refer its services to 

others.  Interestingly, literature acknowledges the effect of customer satisfaction on the various 

dimensions of loyalty. In the same vein, [27] study reveals a positive relationship between 

customer satisfaction and customer loyalty. [28] study of e-banking services in Spain  report 

that customers’ satisfaction positively and significantly relates to customers loyalty. 

From the foregoing, this paper hypothesise that, 

H01:  Customer satisfaction has no significant relationship with customer loyalty to banks in 

Makurdi metropolis. 

 

Customers’ Trust and Customer Loyalty 

According to [29], the level of confidence that an individual has in another to act in a fair, 

ethical, predictable manner is considered as trust. In the same vein,[30] defined trust as the 

willingness of a party to be vulnerable to the actions of another party based on the expectation 

that the other will perform a particular action important to the trust irrespective of the inability 

to monitor or control that other party. To [35] trust denotes faith in partner’s openness and 

truthfulness in business transactions. [31] asserts that the concept trust can be disaggregated 

into emotional and cognitive trust. The emotional component of trust entails the positive effect 

of self-trust as well as other trust while cognitive trust is concern with good reason of the object 

of trust [32]. It is important to remark that these components of trust influence the trust process 

and foster the creation of a lasting relationship between an individual and the organisation.  

Quite interestingly several other scholars perceive trust as an important element that bind 

relationships [33, 34].  

[36], study reports that credibility trust profoundly affects loyalty whereas[37],posit that 

firms benevolence confers trust which ultimately endangers loyalty. [11] remarked that the 

absence of trust hinders the formation of loyalty under a competitive market condition.[20] 

found a significant relationship between trust and customer loyalty in a  comparative study of 

Malaysia and Qatar. It is the common expectation that consumers of services tends to harbour 

positive feelings toward the brand they trust as well as perceives trust as a significant indicator 

of customer loyalty. [38] explored the determinants of customer loyalty of banks in Gambia. 

The study conclude that most of the determinants positively influence customers’ loyalty of 

banks. Specifically, the study reports that customer trust exhibited a stronger force in 

determining customers’ loyalty. [39] analysis of the relationships between service quality, trust 

and loyalty of mobile internet users in Indonesia revealed a positive relationship between trust 



World Scientific News 167 (2022) 16-27 

 

 

-21- 

and customers loyalty. The study in particular reports that customers trust had a stronger effect 

on customers’ loyalty. Furthermore [2] study ascertained the level of customer loyalty to retail 

banks in Romanian. The study reports that the level of customers’ loyalty does not only depend 

on customer satisfaction rather it includes bank’s attitude, customer trust and the level of 

customer commitment.  

Arising from the foregoing, this paper propose that, 

H02: Customers brand trust has no significant relationship with customer loyalty to banks in 

Makurdi metropolis. 

 

 

3.  METHODS 

 

This study adopted a cross sectional survey as its research design. The study sought to 

determine whether customers’ satisfaction and trust are drivers of customer loyalty to banks in 

Makurdi metropolis. The target population in this study consist of all the banks customers in 

Makurdi, Benue state.  In Makurdi there are eighteen deposit money banks with several branch 

networks. However this study focuses on all the customers of First Bank branches in Makurdi 

metropolis. This is premised on the fact that First bank is the oldest bank in Makurdi, Benue 

state. This study utilized the primary source of data obtained through the use of self-

administered structured closed ended questionnaire. As at April 2021, First bank has three 

branches with 134,420 customers in Makurdi metropolis. A sample size of 400 was 

mathematically determined with the aid of Yamene's (1967) formula [40] To ensure even 

distribution of the questionnaire, the proportional determination of each branch sample size was 

done using the Bourley’s 1964 approach as adopted in [41] study. This implies that fifty six 

(56) copies of questionnaire was administered in Wadata branch. In the same vein, one hundred 

and thirty eight (138) copies was administered to customers in North Bank branch just as two 

hundred and six(206) copies were administered in Otukpo road branch .The accidental sampling 

technique was adopted in the questionnaire administration. Copies of questionnaire were 

administered to the bank customers within the bank premises. Out of the four hundred copies 

of the questionnaire, three hundred and fifty (350) were returned while three hundred and 

twenty (320) copies were found usable. The research instrument validity reports a Cronbach’s 

alpha coefficient of 0.837 which was above the tolerable limit of 0.7 [42]. The determinants of 

customer loyalty were measured with customers’ satisfaction, and customers trust and customer 

loyalty was expressed as customers’ retention.  Using a five point Likert type scale of Strongly 

Disagree (1) to Strongly Agree (5) respondents were expected to indicate the extent of 

agreement or disagreement with the statements that measure both the independent and 

dependent variables. With the aid of STATA software the descriptive statistic simple 

percentage were used to analyse respondents profile and the formulated hypotheses were tested 

at 5% level of significance using Ordinary Least Square regression method. 

 

 

4.  RESULTS AND DISCUSSION 

Respondents’ Profile 

Table 1 provides a summary of the respondents’ profile. Males (56%) were the most 

dominant gender among the respondents. Among the respondents 30% were within the age 
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bracket of 41-50 years while 28% were farmers. With respect to years of banking, 21% of the 

respondents have being with the bank for between 11-15years. It is not surprising that farmers 

are the most dominant occupation among the respondents. This is as a result of the fact agrarian 

activities are the major pre occupation of Benue State indigenes. Hence the state is commonly 

referred to as the food basket of the nation.  

 

Table 1. Provides a summary of the respondents’ profile. 

 

Parameters Frequency (%) 

Gender 

Male 179(56%) 

Female 141(44%) 

Age 

Under 20years 26 (8%) 

21-30years 45(14%) 

31-40years 80 (25%) 

41-50years 96(30%) 

Above 50years 67(21) 

Occupation 

Civil servants 64(20%) 

Politicians 29(9%) 

Business men 57(18%) 

Pensioners 48(15%) 

Farmers 90(28%) 

Students 32(10%) 

Years of Patronage 

Under 5 years 51(16%) 

6-10 years 58(18%) 

11-15 years 67(21%) 
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16-20 years 58(18%) 

21-25 years 48(15%) 

Above 25 years 38(12%) 

 

 

Test of Hypotheses 

 

Table 2. Regression Result 

 

Var Coeff T- Val Prob. 

CS 0.262 5.34 0.000 

CT 0.539 7.85 0.000 

Prob   0.000 

R2   0.807 

Adjusted R2   0.674 

Source: STATA Version 15 

 

 

Table 2 reports an R-square of 0.807. This indicates that a change in the independent 

variables account for 80.7% changes in customer loyalty to banks in Makurdi metropolis. 

Similarly, the adjusted R2 of 0.674 implies that a unit change in the independent variable can 

account for a 0.67 change in customers’ loyalty. The result also shows a significant relationship 

between CS, CT and CL with a p-value of 0.000. This implication is that a unit change in 

Customers satisfaction and Customers Trust could lead to 0.262 unit and 0.569 unit changes in 

customers’ loyalty respectively. In the same vein, the regression reports a p-value of 0.000 

indicating that the model is fit for use in the interpretation of the relationship even at 99% level 

of confidence. The model report that customers’ satisfaction and customers trust can explain 

about 67% changes in customers’ loyalty. This results affirms the position of literature which 

posits that service quality, customers complains handling among other factors are absolute 

necessities for the creation of loyal customers [43]. 

 

Hypothesis One 

H01:  Customer satisfaction has no significant relationship with customer loyalty to banks  

Table 2 reports a T-value of 5.3 and a p value of 0.000. The finding indicates the rejection of 

the null hypothesis and acceptance of the alternate hypothesis. This implies that customer 

satisfaction has significant effect on customer loyalty. The result of this study is in line with the 

a priori expectation that customer satisfaction have significant influence on customer loyalty to 

banks in Makurdi Metropolis. Also the findings of this study corroborates [44,24] earlier studies 

that report similar findings. 
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Hypothesis Two 

H02:  Customers trust has no significant relationship with customer loyalty to banks. 

Table 2, indicates a T value of 7.84 and p value of 0.000. A p value of 0.000 results in the 

rejection of the null hypothesis and acceptance of the alternative. This implies customers’ trust 

significantly influence customers’ loyalty. The conclusion that can be drawn is that an increase 

in customers trust results in corresponding increase in customers’ loyalty. This result 

corroborates the findings of [38] study of banks in Gambia The possible explanation could be 

associated with the lack of reported cases of incidences indicative of breach of trust on the part 

of the bank.  

 

Table 3. Summary of Hypotheses Testing 

 

S/NO Ho T- Value P Value Conclusion 

1 Ho1 5.34 0.000 Reject 

2 Ho2 7.85 0.000 Reject 

 

 

5.  CONCLUSION AND RECOMMENDATIONS 

 

Banks operates in very competitive environment in Nigeria. The rate of competition is 

heightened by banks increasing deployment of IT for enhanced service delivery, government 

induced banking sector reforms among several other factors. As a result of these, banks have to 

embrace aggressive marketing strategies to attract, nurture and sustain customers’ long term 

relationship. The outcome of such a relationship is customer loyalty. A loyal customer will also 

prefer a brand irrespective of the situation and competitors activities. As a result of the pivotal 

roles customers play in the financial performance and growth of banks, operational managers 

are left with no option than to seek an understanding of the factors that facilitate the creation of 

loyal customers. 

Literature reveals several factors are responsible for the emergence of loyal customers. 

This study reports that customers’ satisfaction and customers trust can explain about 67% of 

the causes of customer loyalty to banks in the study area. In specific terms, this study reveals 

that customers’ satisfaction and customers’ trusts exhibit a significant relationship with 

customers’ loyalty. From the foregoing, it is necessary to conclude that banks that aspire to 

withstand competition and the dynamics in the business environment should place a high 

premium on understanding and mastery the drivers of customer loyalty. 

 

Recommendations 

Consequent to the findings of this research, the following recommendations are hereby 

made: 

1) Greater emphasises should be placed on constantly meeting customers’ satisfaction 

requirements. This can be achieved through prompt service delivery, courteous 

customers relationship and employees uncompromising attitude. 

2) In the wake of apparent connivance of bank employees with fraudsters in the bid to 



World Scientific News 167 (2022) 16-27 

 

 

-25- 

fraud unsuspecting customers, bank managers should severely deal with employees 

found guilty of compromising customers’ trust of confidentiality of information. Apart 

from dismissal from the office such employees should be reported to the anti-graft 

agencies for prosecution as well as other financial institutions for blacklisting.  

3) It is recommended that further researches should be carried out, which could incorporate 

service quality, customer care, customer commitments, bank corporate image or 

reputation, switching cost and communication as determinants of customers loyalty. 

Furthermore, such research could include large sample size that include customers of 

other banks with a wider geographical spread. 
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