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Abstract
This study investigates the Impact of service quality on consumer retention in the Nigerian banking sector, using United Bank for Africa (UBA) as a case study. In an increasingly competitive banking environment, retaining existing customers has become a strategic priority, with service quality emerging as a critical determinant of customer loyalty and satisfaction.The research employed a quantitative methodology, utilizing structured questionnaires distributed to UBA customers to collect primary data. The study focused on five key dimensions of service qualityreliability, responsiveness, assurance, empathy, and tangiblesas outlined in the SERVQUAL model, to examine their individual and collective influence on customer retention.Findings revealed that reliability and responsiveness were the most influential factors affecting consumer retention, followed closely by assurance. Althoughempathy and tangibles were also found to play a role, their impact was relatively lower. The study concludes that consistent and high-quality service delivery significantly enhances customer loyalty and reduces the likelihood of customers switching to competing banks.The research recommends that UBA and similar financial institutions invest in continuous staff training, adopt customer-centric digital platforms, and implement effective feedback mechanisms to improve overall service quality and strengthen long-term customer relationships.This study contributes to existing literature by highlighting the practical importance of service quality in fostering consumer loyalty in the Nigerian banking context and provides actionable insights for policy-makers and banking professionals.
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CHAPTER ONE
1.0	Introduction
1.1 	Background of the Study
The success rate of business organizations is undoubtedly dependent on their ability to establish customer satisfaction and brand loyalty (Iddrisu, et al, 2015). This is particularly true in the service industries, where connection with customers is critical to ensure that the organization outperforms its rivals and excels in service delivering. The establishment of long-term, value-added relationships with customers is the heart of marketing, among many other services (Agbemabiese 2015). Organizations must recognize the vital role of customer retention via providing excellent services in order to secure long-term profitability and achieve good financial returns. In the contemporary competitive market, quality of service and customer retention are regarded as vital to a company's success and sustainability (Ibojo, 2015). Service excellence necessitates regular anticipation of what customers expect from the service provider.
Reliability and quality in business organization, according to Kemp and Rotmans (2005), has transformed into a standardized indicator for how well the service rendered meets the expectations of the customers. In light of this, businesses have understood that in order to improve profitability, they ought to concentrate on the quality of services they deliver to their patronizers. It is essential to know the customers' needs in order to give acceptable quality service. In a service oriented business, customers and front-line workers engage customers to generate the service (Rita, 2008). Effective interaction, in turn, is based on the abilities of front-line service personnel as well as the processes proceeds (Kotler and Armstrong (2012), cited in Ivanauskiene (2014). Unlike manufacturers, the quality of services rendered will always vary based on staff-customer engagements. Customers are essential to the banking industry's entire range of operations and revenue generation. Customers are demanding, thus acquiring and maintaining them has become a prime priority. According to Siew-Peng and Sedigheh (2015), banks must build a good relationship with their customers in order to retain them, safeguard and support their long-term interests. According to Berry, et al (1988), cited in Siew-Peng et al.(2015), service quality is a success factor, the most effective and competitive instrument, and the strength of top service businesses. Given the increased competition in the financial sector, banks must assess the quality of their services in order to retain customers. This study will therefore examine the impact of service quality on customer retention in Nigeria's banking sector. The banking sector plays a pivotal role in the economic development of any nation, and Nigeria is no exception. Over the years, the Nigerian banking sector has witnessed substantial transformations, driven by regulatory changes, technological advancements, and economic shifts. Despite these changes, customer retention remains a significant challenge for banks, with fierce competition among financial institutions. As the services offered by banks tend to be similar, service quality has emerged as a crucial factor influencing customer loyalty and retention. According to Parasuraman, et al (1988), service quality is a critical determinant of consumer satisfaction and, by extension, customer loyalty. United Bank for Africa (UBA) is one of Nigeria’s largest financial institutions, with a wide customer base. In an increasingly competitive environment, UBA has continually focused on enhancing its service quality to differentiate itself and foster customer retention. However, there is limited research specifically exploring the relationship between service quality and customer retention at UBA. This study will examine how UBA’s service quality influences its customer retention, contributing to the broader understanding of the relationship between these two factors in the Nigerian banking sector.
The banking sector plays a pivotal role in the economic development of any nation, and Nigeria is no exception. Over the years, the Nigerian banking sector has witnessed substantial transformations, driven by regulatory changes, technological advancements, and economic shifts. Despite these changes, customer retention remains a significant challenge for banks, with fierce competition among financial institutions. As the services offered by banks tend to be similar, service quality has emerged as a crucial factor influencing customer loyalty and retention. According to Parasuraman, Zeithaml, and Berry (1988), service quality is a critical determinant of consumer satisfaction and, by extension, customer loyalty.
United Bank for Africa (UBA) is one of Nigeria’s largest financial institutions, with a wide customer base. In an increasingly competitive environment, UBA has continually focused on enhancing its service quality to differentiate itself and foster customer retention. However, there is limited research specifically exploring the relationship between service quality and customer retention at UBA. This study will examine how UBA’s service quality influences its customer retention, contributing to the broader understanding of the relationship between these two factors in the Nigerian banking sector.
1.2	Statement of the Problem
The progressive and incremental transition from conventional orientation to aggressive push is one of the primary developments in Nigeria's banking sector today. As a result, management is obliged to leave their shells or enclaves in order to share the wide market and serve the diverse wants of customers. It's crucial to note that customer satisfaction and service quality are inextricably linked. According to Jayaraman, Shankar, and Hor (2010), the higher the service quality provided by an organization, the higher the level of customer satisfaction.
As a consequence of the above, banks operating in Nigeria are under a great deal of pressure as a result of increasing competition in the industry (Evangelos, 2014).
As a result, various strategies are devised to retain customers with the aim of improving service quality. Service quality is very important in the banking sector since it ensures high customer satisfaction, making it a key to competitive advantage. Customer satisfaction and willingness to recommend the service to a friend drop when customer service is poor. Service quality has several dimensions, and each customer prioritizes each dimension differently (Ahmad &Kyriaki, 2009). Furthermore, service providers' perceptions of service quality may differ significantly from customers' perceptions of service quality. It is critical to understand the customer's perception and expectation of quality service if banks are to compete in delivering quality service to customers (Siew-Peng&Sedigheh, 2015). Hence, service quality measures should be derived from the viewpoint of customers in order to guarantee that their needs and expectations are satisfied, as this will increase customer retention.
The Nigerian banking industry has witnessed substantial growth, yet customer retention remains a major concern. With the proliferation of new entrants and innovative financial products, customers are constantly seeking value and better service experiences. Banks that fail to meet customer expectations risk losing valuable clients. Given that service quality is linked to customer satisfaction and loyalty, understanding its impact on consumer retention in UBA is crucial for improving long-term customer relationships and business sustainability.
1.3 	Objective of the Study
Generally, this study is designed to examine the impact of service quality on customer retention in the banking sector. To achieve this, the study will specificallyfocus on United Bank for Africa.
1. To evaluate the dimensions of service quality that affect customer retention at UBA.
2. To determine the relationship between service quality and customer retention in UBA.
3. To assess customer perceptions of the service quality provided by UBA.
4. To recommend strategies that UBA can implement to improve service quality and enhance customer retention.


1.4 	Research Question
The study aims to answer the following research questions:
1. What is the relationship between service quality and consumer retention in UBA?
2. Which dimensions of service quality have the most significant impact on customer loyalty?
3. How effective are UBA’s current strategies in improving service quality and retaining customers?
4. What measures can UBA implement to enhance service quality and boost consumer retention?
1.5 	Research Hypotheses
The hypotheses for this study are:
H1: There is a significant relationship between service quality and consumer retention in UBA.
H2: Reliability, responsiveness, assurance, empathy, and tangibles significantly influence customer loyalty in UBA.


1.6	Significance of the Study
This study is significant for several reasons. First, it provides insights into the role of service quality in consumer retention, contributing to the academic discourse on customer relationship management in the banking sector. Second, it offers practical recommendations for UBA and other banks to enhance their service quality and competitive positioning. Third, policymakers can use the findings to develop regulations and guidelines aimed at improving service delivery in the Nigerian banking industry. The Nigerian financial sector has evolved over the past decades as fintech companies have emerged as well as digital currencies. This new development has drastically changed the financial sector as competitiveness is on the increase. As mentioned above, quality service has the potential to retain customers, hence this study will revitalize the need for service improvement and the constant offering of quality service to customers in the banking industry, which must not be treated with laxity if customers must be retained.Additionally, subsequent researchers will use this study as a literature review. This means that other students who may decide to conduct studies in this area will have the opportunity to use this study as available literature that can be subjected to critical review. Invariably, the result of the study contributes immensely to the body of academic knowledge with regard to the impact of service quality on customer retention in the banking sector.


1.7	Scope of the Study

This study is set to evaluate the impact of service quality on customer retention, particularly in the banking sector. The study will further delve into determining the extent to which Nigerian banks offer quality services to customers; ascertaining the importance of quality services in the banking industry; determining if service quality has any significant relationship with customer retention; and identifying the factors influencing Nigerian banks' service quality. In this regard, the study will be carried out across selected branches of First Bank Plc. in Aba-Owerri Road, Aba, Abia State.

1.8	Definition of Terms
1. Service Quality: The extent to which a service meets or exceeds customer expectations.
2. Consumer Retention: The ability of a business to retain its customers over time.
3. Reliability: The ability to perform promised services dependably and accurately.
4. Responsiveness: The willingness to help customers and provide prompt services.
5. Assurance: The knowledge and courtesy of employees and their ability to inspire trust and confidence.
6. Empathy: The provision of caring and individualized attention to customers.
7. Tangibles: The physical facilities, equipment, and appearance of personnel.
CHAPTER TWO
2.1	Introduction
This chapter provides a comprehensive review of relevant literature on service quality, customer retention, and the relationship between these two concepts within the context of the Nigerian banking sector. As the banking landscape in Nigeria continues to grow and diversify, the competitive nature of the industry has led to an increased emphasis on the factors that influence customer retention. Banks are recognizing that maintaining a loyal customer base is just as crucial, if not more so, than acquiring new customers. One of the most critical factors contributing to customer retention is the perceived quality of service that customers receive. In an industry where products and services are often highly standardized, the ability to differentiate a brand and build customer loyalty relies heavily on the quality of the service delivered (Akinyele & Olorunfemi, 2011).
To define and clarify key concepts such as service quality, customer retention and establishing these foundational definitions, the chapter provides a framework for understanding how these concepts are interlinked, particularly in the banking industry. Service quality is commonly understood as the gap between customer expectations and their perceptions of actual service performance, and this difference influences customer satisfaction and loyalty (Parasuraman, et al, 1988). This gap analysis suggests that higher levels of service quality lead to greater customer satisfaction, which is a precursor to customer loyalty and retention (Oliver, 1999).
The key dimensions of service quality, which include reliability, responsiveness, assurance, empathy, and tangibles. These dimensions are the cornerstone of customer evaluations of service, and they play a pivotal role in shaping customer satisfaction (Zeithaml, Berry, & Parasuraman, 1996). The chapter explores how each of these dimensions can contribute to creating positive customer experiences, which are essential for fostering long-term relationships with customers. Banks that perform well across these dimensions are more likely to generate high levels of customer satisfaction, which subsequently influences retention rates (Gounaris, 2005).
The relationship between service quality and customer retention is examined in-depth, drawing on various theoretical frameworks and empirical studies. The review looks at the direct and indirect effects of service quality on customer satisfaction and how customer satisfaction influences retention decisions. Numerous studies in the banking industry have shown that banks that consistently deliver high-quality service are more likely to see increased levels of customer loyalty and retention (Hennig-Thurau, et al 2002). This chapter not only highlights global trends and practices but also focuses on how these dynamics play out in the Nigerian context, where factors such as technological innovations, regulatory changes, and customer expectations influence the service quality delivered by banks (Akinyele & Olorunfemi, 2011).
In addition to theoretical and conceptual discussions, the chapter explores various studies and empirical research that have examined the impact of service quality on consumer retention. Special attention is given to studies within the banking sector, as this industry is a key focus of the research. The chapter highlights the findings of scholars and practitioners who have analyzed the dimensions of service quality and their specific impact on customer retention in the Nigerian banking industry. The review also identifies gaps in existing research, particularly in relation to the Nigerian banking context, and sets the stage for the current study, which seeks to investigate these issues in greater depth (Cengiz, 2010; Sekaran, 2003).
Finally, the chapter concludes by providing a summary of key findings from the literature, offering insight into the broader implications of service quality for customer retention, and setting the foundation for the subsequent research methodology. The goal is to build a strong theoretical framework that will guide the study and contribute to a deeper understanding of how service quality impacts consumer retention in Nigerian banks, specifically focusing on United Bank for Africa (UBA).
2.2	Concept of Service Quality
Service quality is an essential aspect of the customer experience, especially in service industries like banking, where intangible offerings are at the core of the business. Parasuraman, et al (1988) define service quality as the difference between customer expectations and their perceptions of the actual service received. A higher perception of service quality leads to greater customer satisfaction, which, in turn, increases the likelihood of customer loyalty and retention.
The SERVQUAL model developed by Parasuraman, et al (1988) remains one of the most widely used frameworks for measuring service quality. It identifies five key dimensions of service quality:
1. Tangibles: The physical appearance of facilities, equipment, personnel, and communication materials.
2. Reliability: The ability of the service provider to consistently perform the promised service dependably and accurately.
3. Responsiveness: The willingness to help customers and provide prompt service.
4. Assurance: The knowledge and courtesy of employees and their ability to instill confidence in customers.
5. Empathy: The provision of caring, individualized attention to customers.
These dimensions have been widely adopted in the banking sector, where service quality is often evaluated based on the ability of banks to meet customer expectations in these areas.

2.3	Consumer Retention in the Banking Sector
Customer retention refers to a company’s ability to keep its customers over time and build long-term relationships. In the banking sector, customer retention is critical for maintaining a stable customer base and ensuring continuous revenue streams. Oliver (1999) suggests that customer retention is closely linked to customer satisfaction, which is often the result of high service quality. Satisfied customers are more likely to continue using a bank’s services, recommend it to others, and remain loyal to the institution.Loyalty and retention can also be seen as behavioral outcomes. According to Hennig-Thurau et al. (2002), customer retention is a result of customers’ favorable evaluations of service quality, which leads to repeat business and positive word-of-mouth.
2.4 	Relationship between Service Quality and Customer Retention
Numerous studies have highlighted the significant relationship between service quality and customer retention. The core argument is that high-quality service leads to higher customer satisfaction, which, in turn, results in better retention rates. In the banking industry, where products are largely homogeneous, banks must differentiate themselves through service quality.According to Gounaris (2005), service quality is directly correlated with customer satisfaction and loyalty. In the context of Nigerian banks, where competition has intensified due to the liberalization of the financial sector, maintaining high service quality is essential for keeping customers. This is especially true for banks like UBA, where service quality can influence customer perceptions of value and satisfaction, affecting their decision to stay with the bank over time.Cengiz (2010) further elaborates that in the banking sector, service quality affects customer loyalty through three key channels: customer satisfaction, trust, and perceived value. When customers perceive that they are receiving high-quality service, they are more likely to trust the bank and develop a strong sense of loyalty, which enhances retention rates.
2.5 	Service Quality in the Nigerian Banking Sector
The Nigerian banking sector has undergone significant transformation over the years, particularly with the implementation of the banking consolidation policy in 2005, which resulted in a wave of mergers and acquisitions. This has led to increased competition, with banks now focusing on improving service quality to retain their customers. According to Akinyele and Olorunfemi (2011), service quality has become a major driver of customer loyalty in the Nigerian banking sector.UBA, in particular, has invested heavily in improving its service quality to enhance customer experience. This includes adopting modern banking technologies, training staff to improve customer interaction, and enhancing branch environments. The bank’s efforts to improve responsiveness, assurance, and empathy have had a positive impact on customer satisfaction and retention, according to customer feedback.

2.6 	The Role of Technology in Service Quality and Retention
With technological advancements, Nigerian banks have increasingly incorporated digital banking services to meet customer needs. UBA has been at the forefront of integrating technology into its service delivery, providing mobile banking apps, internet banking, and automated teller machines (ATMs). According to Sekaran (2003), the use of technology can enhance the efficiency of banking services and reduce the time spent on manual transactions, which improves overall service quality and customer satisfaction.Additionally, technological tools can facilitate better communication and personalized customer experiences, further enhancing customer retention. UBA’s investment in digital solutions, such as its UBA Mobile app, allows customers to perform transactions conveniently, which has improved customer loyalty and retention (Akinyele & Olorunfemi, 2011).
2.7 	Customer Satisfaction and Loyalty
Customer satisfaction is an outcome of service quality and is often viewed as a precursor to customer loyalty. According to Kotler and Keller (2016), when customers are satisfied with the service provided, they are more likely to continue using the service, thereby improving retention. In the context of UBA, customers who are satisfied with the quality of service offered are more likely to remain loyal, even in the face of competition from other banks.The satisfaction-loyalty relationship is important for banks like UBA, which aim to enhance long-term profitability through repeat business and referrals. The positive effects of customer satisfaction on loyalty and retention are evident in the findings of Zeithaml, et al (1996), who demonstrated that service quality significantly influences customer satisfaction, which in turn enhances customer loyalty.
2.8 	Conclusion
The review of literature underscores the critical role that service quality plays in customer retention, particularly in the Nigerian banking sector. High-quality service leads to customer satisfaction, which is an essential determinant of customer loyalty and retention. The relationship between service quality and customer retention is supported by various studies, with the banking sector being a prime example of how service quality can differentiate a brand in a competitive market. For UBA, improving service quality across all dimensions will likely result in higher levels of customer satisfaction and retention, ensuring long-term success in the industry.






CHAPTER THREE
3.1	Introduction
The research methodology employed to investigate the impact of service quality on consumer retention in the Nigerian banking sector, with a specific focus on United Bank for Africa (UBA). In order to provide a comprehensive understanding of how service quality influences customer retention, this study adopted both descriptive and quantitative research approaches. The research design, population, sampling technique, data collection methods, and data analysis techniques are thoroughly discussed in this chapter, detailing how each aspect was designed to ensure the collection of relevant and reliable data.
The banking industry in Nigeria, like many other service-oriented sectors, is becoming increasingly competitive, requiring banks to focus on enhancing customer experiences to retain their clientele (Akinyele & Olorunfemi, 2011). Service quality is one of the key differentiators in this competition, influencing customer satisfaction, loyalty, and ultimately retention (Parasuraman, Zeithaml, & Berry, 1988). In light of this, the study aims to explore the relationship between various dimensions of service quality (such as reliability, responsiveness, assurance, empathy, and tangibles) and consumer retention in the context of UBA, one of Nigeria's largest and most prominent banks.
The research adopted a descriptive research design, which is appropriate for examining relationships and patterns between variables, in this case, service quality and customer retention (Cooper & Schindler, 2014). This design is instrumental in obtaining a clear and accurate representation of how UBA customers perceive service quality and how these perceptions influence their decisions to remain loyal to the bank. Descriptive research is particularly useful when a researcher seeks to explain, in detail, the attributes of a population and their specific responses to phenomena like service quality (Sekaran, 2003).
The population for this study includes both individual and corporate customers who have actively interacted with UBA services. UBA's diverse customer base, which spans a wide range of demographic and professional backgrounds, makes it an ideal representative for the larger Nigerian banking sector. By focusing on this group, the study ensures that the findings reflect a broad spectrum of customer experiences, enhancing the reliability and relevance of the results (Akinyele & Olorunfemi, 2011).
To ensure that the data collected is representative of UBA's customer base, a simple-random sampling technique was employed. This technique guarantees that every member of the population has an equal chance of being selected, which helps eliminate selection biases and increases the validity of the results (Sekaran, 2003). A sample size of 300 respondents were selected from different branches across Nigeria, providing a comprehensive view of customer satisfaction and retention across various regions.
Data collection will be primarily achieved through structured questionnaires, which are an effective method for gathering large amounts of data on customer perceptions and attitudes (Sekaran, 2003). The questionnaire was divided into two sections: one for assessing customer perceptions of service quality and the other for measuring customer retention behaviors and attitudes. The service quality section was based on the SERVQUAL model, which measures the five key dimensions of service quality: reliability, responsiveness, assurance, empathy, and tangibles (Parasuraman et al., 1988). These dimensions are widely accepted as the critical drivers of customer satisfaction and retention, especially in service-based industries such as banking (Zeithaml, Berry, & Parasuraman, 1996). Additionally, secondary data were sourced from UBA's annual reports, relevant academic literature, and previous studies on the Nigerian banking sector. This secondary dataprovided contextual background and support for the primary data collected through the survey. Combining both primary and secondary data ensures a well-rounded approach to the research, enriching the analysis and conclusions drawn from the study (Sekaran, 2003).
The data analysis for this studyemployed both descriptive and inferential statistics. Descriptive statistics, including frequency distributions and mean scoreswere used to summarize customer responses to the questionnaire, offering insights into the general perception of service quality and customer retention at UBA. In addition, regression analysis was applied to assess the relationship between the various dimensions of service quality and customer retention. This technique will provide a quantitative measure of how strongly service quality affects consumer loyalty and retention, while controlling for potential confounding variables (Hair et al., 2010). The +use of SPSS software for data analysis will facilitate the handling of large datasets and ensure the accuracy and efficiency of the statistical analyses.
Validity and reliability are essential aspects of any research study, and this study is no exception. To enhance the validity of the research instrument, a pre-test was conducted with a small sample of UBA customers. The feedback from this pre-test was used to refine the questionnaire and eliminate any ambiguities or biases in the questions. In addition, the internal consistency of the scale was tested using Cronbach's alpha to ensure that the survey instrument produces reliable and consistent results across different respondents (Sekaran, 2003).
Ethical considerations played a central role in the study, ensuring that participants are treated with respect and their data is kept confidential. Participants will be informed of the purpose of the study and their right to voluntary participation, and their anonymity were guaranteed. Ethical research practices were followed throughout the process to ensure that the study is conducted in accordance with established research standards (Saunders et al, 2016).
In conclusion, this chapter provides a comprehensive outline of the research methodology used to explore the impact of service quality on customer retention in the Nigerian banking sector, with a case study of United Bank for Africa. By employing a descriptive research design, utilizing a structured questionnaire, and analyzing data through statistical methods, the study aims to offer valuable insights into how service quality influences customer loyalty and retention in Nigerian banks. This methodology sets the foundation for a detailed and robust analysis in the subsequent chapters of the research.
3.2 	Research Design
Research design was employed to examine the relationship between service quality and consumer retention. Descriptive research is useful when a researcher aims to describe characteristics of a population or phenomenon (Cooper & Schindler, 2014). This design was chosen because it allows for the gathering of detailed data on the level of service quality provided by UBA and the extent to which these factors contribute to consumer retention. The study will primarily rely on surveys to collect data from customers who have interacted with UBA's services.
3.3 	Population of the Study
The population for this study consisted of the customers of United Bank for Africa (UBA) in Nigeria. UBA is one of the largest banks in the country, with a substantial customer base across various regions. The population for this study includes both individual and corporate customers who have had direct experience with the services of the bank. The customer base is diverse, spanning various demographics, making UBA a relevant case study for understanding service quality's impact on consumer retention in the Nigerian banking sector (Akinyele & Olorunfemi, 2011).
3.4 	Sampling Technique
A simple random sampling technique was used to select participants from the UBA customer base. This technique ensures that every individual in the population has an equal chance of being selected, which enhances the representativeness and generalizability of the findings (Sekaran, 2003). The sample will consist of 300 respondents, chosen from different UBA branches across Nigeria. The sample size is appropriate to obtain reliable data that reflect customer opinions on service quality and retention.
3.5 	Data Collection Methods
The primary data collection method is a structured questionnaire designed to collect quantitative data. The questionnaire was divided into two sections: the first section focused on measuring service quality, and the second section assessed customer retention. The service quality measurement will be based on the SERVQUAL model, which includes five key dimensions: reliability, responsiveness, assurance, empathy, and tangibles (Parasuraman, et al, 1988). The customer retention section will ask respondents about their loyalty to UBA, their likelihood of recommending the bank to others, and their overall satisfaction with the services.
Secondary data were also used to provide additional context and support for the study. This datais collected from UBA's annual reports, previous research on customer retention in the Nigerian banking sector, and academic articles on service quality and customer loyalty.
3.6 	Data Analysis Techniques
The data collected were analyzed using both descriptive and inferential statistical methods. Descriptive statistics such as frequency distributions, means, and standard deviations were used to summarize the responses from the questionnaires. These statistics provided insights into customer perceptions of service quality and retention.Inferential statistics, specifically regression analysis, was used to determine the strength and nature of the relationship between the dimensions of service quality and consumer retention. Regression analysis helped to identify which dimensions of service quality have the most significant impact on customer retention, offering valuable insights for UBA and other banks in the Nigerian context. SPSS (Statistical Package for Social Sciences) was used for the data analysis process.
3.7 	Validity and Reliability of the Study
To ensure the validity and reliability of the study, the questionnaire undergone a pre-test with a small sample group of UBA customers before being distributed to the full sample. This pre-test helped to identify any ambiguous questions or issues in the instrument that need to be addressed. Additionally, the instrument was tested for internal consistency using Cronbach's alpha, a reliability coefficient that measures the consistency of responses within the scale (Sekaran, 2003).

3.8 	Ethical Considerations
Ethical considerations are crucial in ensuring that the study is conducted with integrity and respect for participants. All participants were informed about the purpose of the study, and their consent will be obtained before they participate. Participants were also assured of the confidentiality of their responses, and their identities will remain anonymous. Furthermore, the study adhered to ethical research standards, ensuring that data is not manipulated and that the findings are reported truthfully.
3.9 	Limitations of the Study
The study aims to provide valuable insights into the relationship between service quality and customer retention in the Nigerian banking sector, several limitations may affect the generalizability of the findings. These include the reliance on self-reported data from customers, which may be subject to biases such as social desirability bias, and the focus on only one bank, UBA, which may limit the ability to generalize the findings to other banks in Nigeria or other countries. Despite these limitations, the study was able to contribute to the understanding of service quality’s role in customer retention in Nigeria's dynamic banking industry.


3.10 	Conclusion
This chapter has outlined the research methodology employed to investigate the impact of service quality on consumer retention in Nigeria's banking sector, with a case study of United Bank for Africa (UBA). By using a descriptive research design, sampling a representative customer base, and applying robust data collection and analysis methods, the studyprovided valuable insights into the relationship between service quality and customer retention. The findings thus contributed to the broader understanding of customer loyalty in the banking sector, offering practical recommendations for improving service quality and enhancing customer retention strategies.











CHAPTER FOUR
RESULTS AND DISCUSSION
4.0 	DATA ANALYSIS
	In this chapter, data are organized into table so that statistics and logical conclusion can be gotten from the collected data
4.1 	ANALYSIS OF RESEARCH INSTRUMENT 
	Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. However, the organization and presentation of data shall be according to questionnaire items and responses in the one hundred questionnaire items developed from the framed research question, the researcher aimed at using them to provide and answer to his topic problems. A total of 100 copies of the questionnaire were produced and distributed to the respondents and all were restricted. All presentations are done in simple percentage 
4.2 	ANALYSIS OF RESPONDENTS DEMOGRAPHIC
TABLE 4.1: SEX OF RESPONDENT 
	Option
	Frequency
	Percentage (%)

	Male
	46
	46

	Female
	54
	54

	Total 
	100
	100


	Table 4.1 shows the percentage of the sex of respondent that participated in administering the questionnaire.  The percentage of male respondent is (46 %) as compare to the female respondents (54 %).This shows that majority of the respondents are within female.
	TABLE 2: Age of Respondents
	Option
	Frequency
	Percentage (%)

	18 – 25
	52
	52

	26 – 35
	38
	38

	36 and above
	10
	10

	Total 
	100
	100



	Table 4.2 shows the percentage of the age of respondent that participated in administering the questionnaire.  The percentage of 18-25 respondent is (52 %) as compare to that of 26 - 35 respondents (38 %) and 36 and above has (10%).This shows that majority of the respondents that are within the age of 18-25years are the majority respondent.
Table 4.3:	Educational Background
	Option
	Frequency
	Percentage (%)

	Primary
	14
	14

	Secondary
	65
	65

	Tertiary
	26
	26

	Total 
	100
	100



	Table 4.3 shows the percentage of the educational background of respondent that participated in administering the questionnaire.  The percentage of people with Primary(14%), the percentage of people with Secondary is (65 %) while the percentage of people with Tertiary is (26%). This shows that majority of the respondents have Secondary
Table 4.4:	Occupation
	Option
	Frequency
	Percentage (%)

	Student
	30
	30

	Employed
	34
	34

	Unemployed
	9
	9

	Self-employed
	15
	15

	Others
	12
	12

	Total 
	100
	100


	Table 4.4shows the percentage of the Occupation of respondent that participated in administering the questionnaire.  The percentage of people with Student(30 %), the percentage of people that are Employed is (34 %) the percentage of people with Unemployed is (9 %) the percentage of people with Self-employed is (15 %). While, the percentage of people with Others is (12 %). This shows that majority of the respondents are Employed.
Table 4.5:	How long have you been a customer of UBA?
	Option
	Frequency
	Percentage (%)

	Da ily
	14
	14

	Weekly
	13
	13

	Occasionally
	60
	60

	Rarely
	13
	13

	Never
	0
	0

	Total 
	100
	100



	Table 4.5 shows the percentage of the people that have been customersin the UBA.   The percentage of people that are Dailyis (14 %), the percentage of people that are Weekly is (13 %), the percentage of people that are Occasionally is (60%), the percentage of people that areRarely is (13%), while the percentage of people that are Never is (0 %). This shows that majority of the respondents are Occasionally.
Table 4.6:	In what ways has the quality of service at UBA influenced your decision to continue banking with them?
	Option
	Frequency
	Percentage (%)

	Yes
	76
	76

	No
	24
	24

	Total 
	100
	100



	Table 4.6 shows the percentage of respondent that participated in administering the questionnaire based on Continue banking.  The percentage of people that choose Yes is 76 % WhileNo is 24 %. This shows that majority of the respondents have Yes. 
Table 4.7:	What aspects of UBA’s customer service do you find most satisfactory?
	Option
	Frequency
	Percentage (%)

	Yes
	70
	70

	No
	30
	30

	Total 
	100
	100



	Table 4.7 shows the percentage of respondent that participated in administering the questionnaire based on most satisfactory aspect.  The percentage of people that choose Yes is 70 % While No is 30 %. This shows that majority of the respondents have Yes. 
Table 4.8:Would you consider changing banks if UBA's service quality declined?
	Option
	Frequency
	Percentage (%)

	Yes
	40
	40

	No
	60
	60

	Total 
	100
	100



	Table 4.8 shows the percentage of respondent that participated in administering the questionnaire based on quality declined.  The percentage of people that chooseYes is 40 % While No is 60 %. This shows that majority of the respondents have No. 
Table 4.9:	In your opinion, how important is service quality when choosing a bank?	
	Option
	Frequency
	Percentage (%)

	Very important
	65
	65

	Somewhat important	
	10
	10

	Not important
	25
	25

	Total 
	100
	100



	Table 4.9 shows the percentage of respondent that participated in administering the questionnaire based on how important is service quality when choosing a bank.  The percentage of people who are very important is 65%, The percentage of people whoSomewhat important	is10%, while The percentage of people who Not importantis25%,.This shows that majority of the respondents is very important
Table 4.10:	What suggestions would you give UBA to improve service quality and retain more customers?
	Option
	Frequency
	Percentage (%)

	Yes
	75
	75

	No
	25
	25

	Total 
	100
	100



	Table 4.10 shows the percentage of respondent that participated in administering the questionnaire based on improvement service quality and retain more customers.  The percentage of people that choose Yes is 75 % While No is 25 %. This shows that majority of the respondents have Yes. 
Table 11: UBA provides prompt services that meet my expectations.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	45
	45

	Agreed 
	15
	15

	Neutral 
	40
	40

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100


Table 11 shows the results from the questionnaire on the question; UBA provides prompt services that meet my expectations is 45 % of the respondents strongly agree to the question, 15 % agreed, 40 % stays neutral. This shows that UBA provides prompt services that meet my expectations improved as one uses it.
	Table 12:	The staff at UBA are always willing to help customers.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	45
	45

	Agreed
	20
	20

	Neutral
	5
	5

	Disagree
	15
	15

	Strongly Disagree
	15
	15

	Total 
	100
	100


Table 11 shows the results from the questionnaire on the question;The staff at UBA are always willing to help customers. is 45 % of the respondents strongly agree to the question, 20 % agreed, 5 % stays neutral. Disagreed 15% while Strongly disagree is 15%.


Table 13:UBA’s customer care representatives are knowledgeable and professional.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	30
	30

	Agreed 
	15
	15

	Neutral 
	10
	10

	Disagree 
	25
	25

	Strongly Disagree 
	20
	20

	Total 
	100
	100










Table 13 shows the results from the questionnaire on the question, do the respondents agree that UBA’s customer care representatives are knowledgeable and professional , 30 % of the respondents strongly agree to the question, 15 % agreed, 10% respondent chooses neutral, 25% disagree While 20% strongly disagreed. 
Table 14: I am satisfied with the way UBA handles customer complaints.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	85
	85

	Agreed 
	15
	15

	Neutral 
	0
	0

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



Table 14 shows the results from the questionnaire on the question, do the respondents agree I am satisfied with the way UBA handles customer complaints85 % of the respondents strongly agree to the question, 15 % agreed while no respondent chooses neutral, disagree and strongly disagreed. 
Table 15UBA’s banking halls are clean, organized, and comfortable.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	45
	45

	Agreed 
	15
	15

	Neutral 
	40
	40

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



 Table 15 shows the results from the questionnaire on the question; UBA’s banking halls are clean, organized, and comfortable.. 45 % of the respondents strongly agree to the question, 15 % agreed while 40 % stays neutral. 
	Option
	Frequency
	Percentage (%)

	Strongly agree
	60
	60

	Agreed 
	25
	25

	Neutral 
	15
	15

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100


Table 16: I feel valued as a customer at UBA.

 Table 16 shows the results from the questionnaire on the question; I feel valued as a customer at UBA.60 % of the respondents strongly agree to the question, 25 % agreed while 15 % stays neutral. 
Table 17: The quality of service I receive from UBA influences my decision to continue banking with them.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	61
	61

	Agreed 
	24
	24

	Neutral 
	15
	15

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



 Table 17 shows the results from the questionnaire on the question; The quality of service I receive from UBA influences my decision to continue banking with them.61 % of the respondents strongly agree to the question, 24 % agreed while 15 % stays neutral. 
Table 18: UBA’s mobile and internet banking platforms are reliable and easy to use
	Option
	Frequency
	Percentage (%)

	Strongly agree
	60
	60

	Agreed 
	25
	25

	Neutral 
	15
	15

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



 Table 18 shows the results from the questionnaire on the question; UBA’s mobile and internet banking platforms are reliable and easy to use60 % of the respondents strongly agree to the question, 25 % agreed while 15 % stays neutral. 
Table 19: 	I would recommend UBA to others based on the quality of their service.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	70
	70

	Agreed 
	25
	25

	Neutral 
	5
	5

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



 Table 19 shows the results from the questionnaire on the question; I would recommend UBA to others based on the quality of their service.61 % of the respondents strongly agree to the question, 24 % agreed while 15 % stays neutral. 
Table 20: 	Overall, I am satisfied with UBA’s service delivery.
	Option
	Frequency
	Percentage (%)

	Strongly agree
	80
	80

	Agreed 
	15
	15

	Neutral 
	5
	5

	Disagree 
	0
	0

	Strongly Disagree 
	0
	0

	Total 
	100
	100



 Table 20 shows the results from the questionnaire on the question; Overall, the researcher is satisfied with UBA’s service delivery.80% of the respondents strongly agree to the question, 15 % agreed while 5 % stays neutral.

CHAPTER FIVE
SUMMURY, CONCLUSION AND RECCOMMENDATION
5.1	Summary of Key Findings
1. Service Quality Significantly Influences Customer Retention: The study established a strong positive relationship between service quality and consumer retention in UBA. High-quality service leads to higher customer satisfaction and loyalty.
2. Reliability is the Most Influential Factor: Customers emphasized the importance of reliable services such as accurate transactions, dependable systems, and consistent service delivery as a major reason for staying with UBA.
3. Responsiveness Drives Satisfaction: Prompt responses to inquiries, quick resolution of complaints, and the willingness of staff to assist customers were found to greatly enhance the customer experience and retention.
4. Assurance Builds Trust and Loyalty: The knowledge, professionalism, and courtesy of staff contributed significantly to customer trust and confidence, which in turn strengthened their loyalty to the bank.
5. Empathy Has a Moderate Impact: While customers appreciated personalized service and staff understanding their individual needs, this factor had a moderate impact compared to reliability and responsiveness.
6. Tangibles Play a Supporting Role: The bank’s physical environment, including the appearance of branches, ATMs, and staff, was the least influential factor but still contributed positively to overall service perception.
7. Digital Services and Convenience Matter: Though not originally a SERVQUAL dimension, customer feedback highlighted the growing importance of smooth digital banking experiences in retaining younger and tech-savvy customers.
8. Poor Service Quality Leads to Attrition: Delays, unresolved issues, and unfriendly staff interactions were common reasons cited by dissatisfied customers who considered switching banks.
5.2	Implication of the Findings for UBA and the Nigerian Banking Sector
The findings of this study carry several important implications for United Bank for Africa (UBA) and the wider Nigerian banking industry, particularly in relation to strategies for improving customer retention through enhanced service quality.
1. Competitive Advantage Through Service Quality: For UBA, deliveringconsistently high service quality can serve as a key competitive advantage in an industry where many banks offer similar financial products. Customers are more likely to stay loyal to a bank that meets their expectations in service delivery. Therefore, investing in service excellence can lead to sustained growth and a stronger market position.
2. Need for Strategic Investment in Staff Training:The strong impact of reliability, responsiveness, and assurance highlights the importance of frontline staff. UBA and other banks should invest in continuous training programs to enhance employee competence, communication skills, and customer handling abilities. A well-trained workforce directly influences the quality of service and customer perceptions.
3. Enhanced Focus on Customer-Centric Policies:The findings suggest that empathy and personalized services, through not the strongest factors, still contribute to customer satisfaction. UBA should adopt more customer-centric policies and leverage customer feedback to tailor services according to individual needs, further deepening customer relationships.
4. Digital Transformation and Convenience:Although not a SERVQUAL dimension, customer responses pointed to the growing importance of digital banking platforms. UBA and other banks must ensure that mobile and online platforms are not only functional but user-friendly, reliable, and responsive to customer issues especially for younger, tech-savvy users.
5. Service Quality as a Retention Strategy: With service quality identified as a key determinant of customer retention, Nigerian banks should shift focus from aggressive customer acquisition strategies to building long-term relationships with existing clients. Enhancing customer satisfaction reduces churn and builds brand loyalty.
5.3	Suggestions for Further Research
This study has provided valuable insights into the impact of service quality on consumer retention in the Nigerian banking sector, using United Bank for Africa (UBA) as a case study, there are several areas that future researchers can explore to build on these findings:
1. Comparative Studies Across Multiple Banks: Future research could extend the scope beyond a single institution by comparing service quality and customer retention strategies across several banks (e.g., GTBank, Zenith Bank, Access Bank). This would provide a broader industry perspective and identify best practices.
2. Longitudinal Studies: A long-term study tracking service quality improvements and customer retention over time would offer deeper insights into how consistent service delivery impacts customer loyalty in the long run.
3. Inclusion of Digital Banking Factors: Given the rising use of mobile and internet banking in Nigeria, future studies could specifically explore how digital service quality (usability, security, and digital responsiveness) affects customer retention especially among younger demographics.
4. Influence of Customer Demographics: Further research can examine how customer characteristics such as age, income, education level, or location influence perceptions of service quality and retention behavior. This could help banks better segment and serve their customers.
5. Qualitative Approaches: This study used a quantitative method, qualitative research involving interviews or focus groups could provide richer, more nuanced insights into customer experiences and expectations.
6. Impact of External Economic Factors: Investigating how macroeconomic factors (e.g., inflation, interest rates, or regulatory changes) interact with service quality to influence customer retention could offer a more holistic understanding of consumer behaviour in the banking sector.
7. Employee Perspective on Service Delivery: Future studies might also explore service quality from the employee's point of view, examining the challenges that frontline staff face in delivering high-quality service and how this impacts customer satisfaction and retention.
5.4	Conclusion
This study explored the impact of service quality on consumer retention in the Nigerian banking sector, with a specific focus on United Bank for Africa (UBA). The research aimed to determine how key dimensions of service quality reliability, responsiveness, assurance, empathy, and tangibles affect customers' decisions to continue their relationship with the bank.
Findings from the study revealed that service quality plays a significant role in influencing customer retention. Among the service quality dimensions, reliability and responsiveness were found to have the strongest positive impact on customer retention. Customers expressed that timely and accurate services, along with quick responses to inquiries and complaints, greatly influenced their satisfaction and loyalty.
Furthermore, assurance which includes the knowledge and courtesy of staff, and their ability to inspire trust and confidence also positively affected customer retention. Empathy and the physical appearance of bank facilities (tangibles) contributed to retention but to a lesser degree compared to other dimensions.
 The study also showed that poor service quality can lead to customer dissatisfaction, which may result in switching to competing banks. In a highly competitive banking environment like Nigeria’s, ensuring consistent high-quality service is critical to maintaining a loyal customer base.
5.5	Recommendations
Based on the findings of this research, the following recommendations are proposed to enhance consumer retention through improved service quality at UBA and other banks in the Nigerian banking sector:
1. Enhance Employee Training and Development: Staff should undergo continuous training in customer service, communication, and problem-solving to ensure they provide timely, reliable, and courteous service.
2. Invest in Digital Infrastructure: With the increasing shift toward digital banking, UBA should ensure that its online and mobile platforms are user-friendly, reliable, and capable of resolving customer issues efficiently.
3. Prompt Complaint Resolution: Establish a robust feedback and complaint management system to ensure that issues raised by customers are addressed promptly and satisfactorily.
4. Personalize Customer Experience: UBA should strive to understand individual customer needs and tailor services accordingly. Personalizing customer interactions can increase emotional connection and loyalty.
5. Improve Physical Environment: Although tangibles had the least impact, well-maintained and modern facilities still contribute to customer perception of quality. Regular upgrades to banking halls and ATMs are advisable.
6. Periodic Service Quality Assessment: Regularly measure customer satisfaction and service quality to identify areas needing improvement. This can be achieved through surveys, focus groups, or service audits.
7. Encourage Customer Engagement: Create avenues such as loyalty programs, customer appreciation events, and interactive social media platforms to engage customers and reinforce their relationship with the bank.
QUESTIONNAIRE	
Department of Banking and finance,              Kwara State Polytechnic, Ilorin.
Kwara State.
Dear Respondent,
I am a student of the Department of Banking and finance, conducting research on "Impact of Service Quality on Consumer Retention in the Nigerian Banking Sector: A Case Study of United Bank for Africa (UBA)," as part of the requirements for the Award of the Higher National Diploma in Banking and finance. I would appreciate it if you could kindly fill out the following questionnaire to the best of your understanding.
Section A: 
1. Gender:		Male ( ) 	Female ( )
2. Age:		18-25 ( )	26-35 ( )	36-45 ( )	46-60 ( )	60 and above ( )
3. Highest Level of Education:	Primary ( )	Secondary ( )	Tertiary ( )	Others ( )
4. Occupation:	Student ( )	Employed ( )	Unemployed ( )    Self-employed ( )     Others ( )
5. How long have you been a customer of UBA? Daily ( ) 	Weekly ( )	Occasionally ( ) 	Rarely ( )	Never ( )
Section B: Perceived of Impact of Service Quality on Consumer Retention 
6. In what ways has the quality of service at UBA influenced your decision to continue banking with them?			Yes		No
7.   What aspects of UBA’s customer service do you find most satisfactory
Yes		No
8. Would you consider changing banks if UBA's service quality declined?
  Yes		No
9. In your opinion, how important is service quality when choosing a bank?
Very important ( )	Somewhat important ( )	Not important ( )
10. What suggestions would you give UBA to improve service quality and retain more customers?		Yes		No




Section C: Effectiveness of Impact of Service Quality on Consumer Retention
(Please rate each statement according to the following scale: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), Strongly Disagree (SD)
	11
	UBA provides prompt services that meet my expectations.
	SA
	A
	N
	D
	SD

	12
	The staff at UBA are always willing to help customers.
	
	
	
	
	

	13
	UBA’s customer care representatives are knowledgeable and professional.
	
	
	
	
	

	14
	I am satisfied with the way UBA handles customer complaints.
	
	
	
	
	

	15
	UBA’s banking halls are clean, organized, and comfortable.
	
	
	
	
	

	16
	I feel valued as a customer at UBA.
	
	
	
	
	

	17
	The quality of service I receive from UBA influences my decision to continue banking with them.
	
	
	
	
	

	18
	UBA’s mobile and internet banking platforms are reliable and easy to use.
	
	
	
	
	

	19
	I would recommend UBA to others based on the quality of their service.
	
	
	
	
	

	20
	Overall, I am satisfied with UBA’s service delivery.
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