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ABSTRACT
This study examined the effect of customer loyalty on the performance of selected microfinance bank in Ilorin. Specifically, it investigated the impact of customer retention and frequency of transactions on organizational performance. Using a quantitative approach, data was collected through questionnaires administered to 25 employees of selected microfinance bank. The data was analyzed using descriptive statistics and simple linear regression. The findings revealed that customer retention has a significant positive effect on performance, explaining 30.5% of the variance in performance. Additionally, frequency of transactions was found to have a significant positive relationship with performance, accounting for 31.2% of the variance. The study concludes that customer loyalty, as measured through retention and transaction frequency, plays a critical role in driving organizational performance in the microfinance banking sector. It recommends that banks implement comprehensive customer retention strategies and encourage more frequent customer transactions to enhance performance outcomes. This research contributes to the understanding of customer-centric approaches in banking and provides practical insights for improving organizational performance through customer loyalty initiatives. 
 
 
 
 
 
 
 
 
 


CHAPTER ONE
[bookmark: _Toc206914124]INTRODUCTION
[bookmark: _Toc206914125]1.1	Background of the study 
In Nigeria, the banking sector is crucial to economic progress since it provides the main financial infrastructure that supports economic activity and encourages expansion (Ogwu, 2021). Technological developments, alterations in regulations, and increased competition have caused significant changes in this industry over time (Gkrimpizi, Peristeras, &Magnisalis, 2023). Understanding the elements that influence consumer loyalty is now crucial for banks in this dynamic environment if they want to not only survive but also grow and hold onto their market positions in the face of constantly changing obstacles. A number of issues make it particularly difficult to create customer loyalty, a comprehensive notion that includes emotional attachment, trust, contentment, and the possibility of repeat business, in the Nigerian banking sector (Vo Tan Phong & Duc, 2023). The key problem stemming from technological improvements and the growing need for efficient and personalised banking services is the evolving terrain of client expectations (Makhlouf, 2023). Consumers today demand smooth interactions across a range of traditional and digital platforms. 
In addition, the fight for customer loyalty has become more intense in Nigeria's banking industry due to increased competition and regulatory reforms. It is now essential for strategic planning and long-term growth to comprehend the factors that influence client loyalty, as both new players in the market and established institutions adjust to the changing environment (Mutambik, 2023). In the Nigerian banking sector, a number of factors influence client loyalty, with service quality being one of the most important ones. Whether provided through online platforms or conventional brickand-mortar branches, dependable and efficient services greatly enhance the quality of the client experience (Bui, Moore, Wimmer, & Pham, 2022). Customer happiness, which in turn affects loyalty, is directly impacted by the quality of customer service provided (Yum & Yoo, 2023). 
Influencing customer loyalty requires effective client Relationship Management (CRM) strategies as well (Chikako & Hamu, 2021). By establishing strong bonds based on trust and a sense of personal connection, these procedures help banks better understand and cater to the unique demands of each client (Dazagbyilo, Shang, Emmanuel, & Kir, 2021). Customer loyalty is also significantly impacted by the use of cutting-edge technologies in financial services (Kessy, 2021). The banking experience has completely changed with the introduction of digital payment solutions, internet transactions, and mobile banking, giving consumers easy and effective ways to handle their money (Siano, Raimi, Palazzo, & Panait, 2020). Technological innovation is a key factor in influencing client loyalty, in addition to improving consumer satisfaction. 
[bookmark: _Toc206914126]Furthermore, Elgammal, Bakri, and AlJanahi (2023) posits that a bank's financial performance and stability have a major impact on the trust and confidence of its customers. Consumers are more likely to stick with banks they believe to be stable and financially solid. A bank's capacity to fulfil its commitments is positively impacted by a strong and steady financial performance, which in turn affects client loyalty (Albarq, 2023). Customer loyalty in the Nigerian banking sector is largely influenced by adherence to ethical business practices and regulatory norms (Samarathunga&Nmbpk, 2023). Banks that exhibit a dedication to ethical behavior and regulatory compliance are highly valued by customers since it gives them faith and confidence in the organization (Shri & Jain, 2019). 
1.2 	 Statement of problem 
			An essential component of the country's economic infrastructure, the Nigerian banking sector is currently facing numerous obstacles in its quest to win and keep the loyalty of its customer. Even with the industry's best attempts to adjust to new regulations, technological breakthroughs, and heightened competition, pinpointing the precise elements that have a major influence on consumer loyalty is still a difficult task.The problem is complicated for a number of reasons. First and foremost, banks urgently need to reevaluate their strategies for providing services that resonate with the modern customer given the fast-changing environment of customer expectations, which is being driven by technological improvements (Rawwash et al., 2020). A detailed analysis is necessary to determine the degree to which the sector has effectively adjusted to these shifting expectations and how these adjustments have affected customer loyalty. Second, the battle for customer loyalty has become more intense due to the increased competition in Nigeria's banking industry and the entry of new companies. Understanding the special elements that support client loyalty in this cutthroat market becomes crucial for banks looking to set themselves apart from the competition (Sukirno, Pratiwi, &Amanollanejad, 2022). 
Although it is often acknowledged that the caliber of services rendered by banks plays a significant role in determining the loyalty of their customer, a closer look at the particular aspects of service quality that matter most in the Nigerian setting is required (Tee, Preko, & Tee, 2018). When banks want to deploy resources efficiently, they must determine which parts of service delivery have the biggest impact on client loyalty. Additionally, there is still a significant vacuum in the research regarding how technology progress affects client loyalty. As the banking sector integrates new technologies, it is critical for strategic planning to comprehend how much of these advancements boost client happiness and, in turn, loyalty (Ayinaddis, Taye, &Yirsaw, 2023). 
[bookmark: _Toc206914127]1.3  	Research questions 
The following questions are going to be attended to in the course of this research work 
i. What is the degree of effect of customer retention on performance? 
ii. [bookmark: _Toc206914128]What is the significant relationship between frequency of transactions on performance? 
1.4	Research objectives 
The main objective of this study is to examine the effect of customer loyalty on performance of selected microfinance. Specific objectives are: 
i. To ascertain the significant effect of customer retention on performance 
ii. To discover the significant relationship between frequency of transactions on performance 
[bookmark: _Toc206914129]1.5  	Research hypothesis  
H01- Customer retention has no significant effect on performance 
H02- Frequency of transactions has no significant relationship on performance 
[bookmark: _Toc206914130]1.6  	Significance of the study 
		The study on effect of customer loyalty on the performance of selected microfinance. is of paramount significance for both the banking sector and broader economic landscape. For selected microfinance banks, the research will provide strategic insights to enhance customer loyalty, enabling them to differentiate themselves in a competitive market. Efficient resource allocation, based on identified influential factors, ensures optimal investments for improved customer experiences. Policymakers will benefit from a nuanced understanding of regulatory compliance's impact, facilitating the formulation of policies fostering ethical banking practices. Academically, the study will contribute to the understanding of customer loyalty in developing economies, serving as a foundation for further research. Beyond the industry, the research may indirectly influence national economic stability, as a loyal customer base contributes to overall financial system trust and economic growth.  
[bookmark: _Toc206914131]1.7  	Scope of the study 
This research study would be limited to the selected microfinance. The researcher has chosen this organization because of the proximity and access to needed information to carry out this research and ensure credibility. The scope of this research work will not go beyond selected microfinance, Malete as a case study. 
[bookmark: _Toc206914132]1.8 	Operationalization  
Y= f(X) 
Y=Dependent Construct 	 	 	X=Independent Construct 
X- Customer loyalty 
x1 	Customer retention 
x2 	Frequency of transactions 
Y- Performance 



Independent variable(X) 	 	 	 	 	Dependent variable (Y) 
Customer Loyalty 	 	 	 	 	 	 	Performance 

	Performance  


 Customer retention  
 
 

 
Frequency of transactions  	 
[bookmark: _Toc206914133]1.9 	Definition of Terms 
Customer Loyalty: The term "customer loyalty" describes a consumer's long-term, steady preference for one bank over another. It includes a customer's emotional connection, trust, and propensity to do business with the same bank again in addition to basic satisfaction. 
Customer Retention: The tactics and initiatives a bank use to prevent current clients from moving to other banks are known as customer retention strategies. In order to maintain consumers' loyalty, it focuses on creating lasting relationships, raising customer happiness, and offering value to them. 
Frequency of Transactions: The rate at which a client conducts financial transactions with a bank during a given time frame is referred to as the frequency of transactions. It is a gauge of the client's continued engagement with the bank, indicating the strength of the bond and the bank's capacity to satisfy the client's range of financial requirements. 
Customer Relationship Management (CRM): The strategic administration of a bank's customers' relationships and interactions is known as customer relationship management. It includes the application of data and technology to comprehend client demands, tailor communications, and raise general client pleasure. 
Service Quality: The general excellence and contentment that clients feel when dealing with a bank is referred to as service quality. It includes a range of elements that influence how customers view the services they receive, such as tangibles, certainty, responsiveness, empathy, and dependability. 
Customer Satisfaction: The degree to which a consumer's expectations are satisfied after using a bank's goods or services is known as customer satisfaction. It expresses the customer's subjective assessment of their encounter and the perceived benefit they felt they received from dealing with the bank.

[bookmark: _Toc206914134]CHAPTER TWO 
[bookmark: _Toc206914135]LITERATURE REVIEW 
[bookmark: _Toc206914136]2.0 Preamble 
A lot has been written on the effect of customer loyalty on performance by different researchers. This Chapter intends to discuss the foundation for this study in relation to existing body of knowledge in the field. Different theories have been employed to help bring clarity to the study of business strategy and business performance.  
[bookmark: _Toc206914137]2.1 Conceptual Review 
[bookmark: _Toc206914138]2.1.1 Concept of customer loyalty  
According to Rane, Achari, and Choudhary (2023) customer loyalty is the extent to which customers demonstrate a preference for, and continuously patronize, a certain brand or company over various other brands or businesses. The commitment and connection of a customer to a brand, which results in recurrent purchases, positive word-of-mouth, and resistance to moving to competitors, is what defines brand loyalty (Tartaglione, Cavacece, Russo, & Granata, 2019). A deeper emotional connection and trust that is established between the customer and the brand is what constitutes customer loyalty (Khadka & Maharjan, 2017). Customer loyalty is not only the outcome of a customer being satisfied with a product or service. This is because customer loyalty has ramifications for customer retention, profitability, and market share, all of which are particularly important in the context of the banking industry in Nigeria. According to Rashid, Nurunnabi, Rahman, and Masud (2020), banks require a significant amount of customer loyalty in order to keep their customer base steady and to ensure their continued profitability over the long run. This results in higher revenue and profitability for the bank. Loyal customers are more inclined to engage in new banking goods and services from the bank. According toNwabuzo, Odita, andOlannye, (2023), devoted customer act as brand champions, advertising the bank to their friends, family members, and coworkers through favorable word-of-mouth referrals. This helps the bank attract new customers and contributes to the success of the business. 
Benefits of customer loyalty  
1) Revenue Generation: the Nigerian banking industry is strongly connected to the development of money, and customer loyalty is directly linked to revenue generation. According to Melnic (2019), loyal consumers are more likely to engage in repeat transactions, which may include opening extra accounts, applying for loans, or making use of a variety of banking services. The persistent patronage of the bank results in a growth in the volume of transactions and the number of revenue streams that the bank receives. Furthermore, loyal consumers are typically less price-sensitive and more prepared to pay premium prices for value-added services, which further contributes to additional revenue growth. 
2) Cost Reduction: the expenditures that are connected with acquiring new customers and keeping existing ones can be greatly reduced by maintaining client loyalty. The acquisition of new clients often necessitates a significant amount of funds to be spent on marketing and promotional activities. Loyal clients, on the other hand, are already aware with the products and services offered by the bank, which means that these consumers require fewer resources to continue their involvement. Additionally, loyal customers have a tendency to be more tolerant of infrequent service failures and less likely to migrate to competitors, which results in a reduction in the costs associated with customer attrition and acquisition. 
3) Positive Word-of-Mouth: Loyal clients play a significant part in the generation of positive word-of-mouth referrals, which are extremely powerful in the process of drawing new customers to the bank. According to Pakurár, Haddad, Nagy, Popp, & Oláh (2019), satisfied clients are more likely to suggest the bank to their friends, family members, and coworkers, which results in the financial institution extending its customer base at a lesser cost. Word-of-mouth recommendations that are positive contribute to the enhancement of the bank's reputation and credibility in the market, which ultimately results in improved brand awareness and trust among prospective consumers. 
4) Competitive Advantage: banks that are active in Nigeria might get a sustained competitive advantage through the loyalty of their customers. Since loyal customers' decision-making is influenced by the emotional connection and trust they have formed with their existing bank, they are less receptive to competing offers or incentives from rival banks (Cardoso et al., 2022). This is because loyal customers have developed a relationship of trust with their present bank. Therefore, financial institutions that have a customer base that is loyal to them are in a better position to withstand the challenges of competition and to keep their market share, even when the economic conditions are difficult. 
5) Data Insights and Personalization: Banks can harness the important data and insights that their loyal customers supply in order to personalize their services and improve the overall customer experience (Lemon & Verhoef, 2016). As a result of doing an analysis of consumer preferences, transaction histories, and feedback, financial institutions are able to efficiently cater their products, services, and marketing communications to the specific requirements of individual customers. Personalization encourages a more profound level 
of interaction and deepens the connection between the bank and its customers, which further reinforces loyalty and retention. 
Customer loyalty is a strategic necessity for banks that operate in Nigeria. It is the driving force behind revenue growth, cost reduction, positive word-of-mouth referrals, competitive advantage, and personalized customer experiences. It is possible for banks to cultivate long-term relationships with their clients, promote company growth, and maintain a strong presence in the dynamic banking landscape of Nigeria if they place a priority on customer loyalty and employ focused retention tactics. 
[bookmark: _Toc206914139]2.1.3 Customer retention 
Customer retention, according to Muhmin (2023) is the ability of a company to retain its customers over a specified period. It is a critical measure of a company’s performance and a key indicator of customer satisfaction and loyalty. Qadeer (2013) assert that high retention rates suggest effective customer relationship management and satisfaction with the company’s offerings. Retaining existing customers is often more cost-effective than acquiring new ones. Qadeer (2013)found that increasing customer retention rates by 5% can increase profits by 25% to 95%, depending on the industry. This is because loyal customers tend to buy more over time, are less price-sensitive, and often refer new customers to the business (Kessy, 2021).  
Effective customer retention strategies include personalized marketing, loyalty programs, and exceptional customer service. Personalized marketing involves tailoring products, services, and communications to meet the specific needs and preferences of individual customers, which enhances their satisfaction and loyalty (Al Badi, 2018). Loyalty programs, which reward customers for their repeat business, can significantly reduce churn rates by incentivizing continued patronage (Shri & Jain, 2019). Exceptional customer service ensures that any issues or concerns are promptly addressed, fostering trust and a positive relationship with the brand (Homburg & Furst, 2005). The benefits of customer retention extend beyond cost savings. Companies with high retention rates often experience increased customer lifetime value (CLV), which represents the total revenue a company can expect from a single customer throughout their relationship (Reinartz & Kumar, 2003). Additionally, retained customers are more likely to become brand advocates, providing valuable word-of-mouth promotion and contributing to the acquisition of new customers at a lower cost (Reichheld, 2003). 
[bookmark: _Toc206914140]2.1.4 Frequency of transactions 
Frequency of transactions, according to Johnson andKarlay (2018) refers to how often customers make purchases from a company within a given time frame. This metric is a crucial indicator of customer loyalty and engagement, as higher transaction frequencies generally signify a stronger relationship with the brand. Several factors influence the frequency of transactions, including the nature of the product or service, customer satisfaction, and promotional activities. Products that are consumable or perishable, such as food and personal care items, typically see higher transaction frequencies than durable goods like appliances and furniture (Mazhar, Hooi Ting, Zaib Abbasi, Nadeem, & Abbasi, 2022). High levels of customer satisfaction can lead to more frequent purchases, as satisfied customers are more likely to return and make additional purchases (Zeithaml, 2000). Promotional activities, such as discounts, special offers, and limited-time deals, can also drive customers to make more frequent purchases by creating a sense of urgency and added value (Mulat 2017). 
Monitoring transaction frequency helps businesses identify their most loyal customers and tailor their marketing efforts accordingly. This allows companies to forecast demand more accurately, manage inventory efficiently, and design targeted promotions to encourage repeat purchases (Reinartz & Kumar, 2020). Increasing transaction frequency is often a key goal of customer loyalty programs, which incentivize repeat purchases through rewards, points systems, and exclusive offers, thereby enhancing customer engagement and loyalty (O'Brien & Jones, 1995). 
[bookmark: _Toc206914141]2.1.5 Performance 
According to Richard et al (2009) performance is an analysis that comprise the actual output or results of an organization as measured against its intended outputs (or goals and objectives), and it can be measured by using three main outcomes; financial performance (profits, return on costs, return on investment etc); product market performance (Sales, market share etc); and shareholder return (total shareholder return, economic value added, etc.) Organizational performance can also be defined as getting better results from the whole organization or terms or individuals within it, by understanding and managing performance within on agreed formwork of planned goals, standards and competence requirements (Armstrong, 2000 cited in Kagari et al, 2010). 
Financial performance metrics such as profitability, revenue growth, return on investment (ROI), and economic value added (EVA) are crucial indicators of a company's financial health (Kaplan & Norton, 1992). Profitability metrics like net profit margin and operating profit margin reflect the efficiency of operations in generating profits relative to revenue and costs. These metrics provide insight into the company's ability to manage its expenses and maximize earnings from its revenues (Kaplan & Norton, 1992). Revenue growth is another critical indicator of financial performance, reflecting the company's ability to increase sales over time. Consistent revenue growth can indicate a successful expansion strategy, strong market demand, and effective sales operations. This growth can result from various factors, including market penetration, product diversification, and geographical expansion (Kotler & Keller, 2012). Tracking revenue growth helps businesses understand market trends, customer preferences, and the effectiveness of their sales and marketing strategies.Return on investment (ROI) measures the efficiency of investments made by the company, indicating how well it uses its resources to generate profits (Kaplan & Norton, 1992).  
Economic value added (EVA) is a more comprehensive measure of financial performance that considers the cost of capital. It represents the value created in excess of the required return of the company's shareholders. A positive EVA indicates that the company is generating wealth for its shareholders, while a negative EVA suggests the opposite (Stewart, 1991). Non-financial performance indicators are equally important in providing a holistic view of a company's success. 
These include customer satisfaction, market share, brand equity, and employee engagement. Customer satisfaction is a crucial non-financial performance metric that reflects the extent to which customers are happy with the company's products or services. High levels of customer satisfaction are often associated with repeat business, positive word-of-mouth, and increased customer loyalty (Kotler & Keller, 2012). Companies can measure customer satisfaction through surveys, feedback forms, and net promoter scores (NPS). These tools provide insights into customer experiences and expectations, enabling businesses to make data-driven improvements to their products and services. 
[bookmark: _Toc206914142]2.2 Theoretical Review 
[bookmark: _Toc206914143]2.2.1 Theory of Planned Behavior 
The Theory of Planned Behavior (TPB), developed by Ajzen (1991), posits that an individual's behavior is determined by their intention to perform the behavior, which in turn is influenced by three factors, attitude towards the behavior, subjective norms, and perceived behavioral control. In the context of customer loyalty, this theory helps explain the psychological factors that drive a customer’s intention to remain loyal to a brand. Attitude towards the behavior reflects the customer's positive or negative evaluation of continuing to purchase from a particular brand. If customers have had consistently positive experiences, their attitude towards remaining loyal is likely to be positive (Ajzen, 1991). Subjective norms refer to the perceived social pressures to engage or not engage in a behavior. If a customer’s peer group or influencers favor a particular brand, the customer is more likely to remain loyal (Ajzen, 1991). Perceived behavioral control involves the ease or difficulty of performing the behavior of staying loyal. This can include factors like the availability of the brand, ease of access, and customer service quality. Higher perceived control can enhance customer loyalty (Ajzen, 1991). By understanding these factors, businesses can better design strategies to positively influence customer attitudes, leverage social norms, and enhance perceived control to foster loyalty. 
[bookmark: _Toc206914144]2.2.2Commitment-Trust Theory 
The Commitment-Trust Theory, developed by Morgan and Hunt (1994), posits that two fundamental factors, commitment and trust are essential for successful relationship marketing. According to this theory, commitment refers to the enduring desire to maintain a valued relationship, while trust is the confidence one party has in the reliability and integrity of the other party.In the context of customer loyalty, commitment and trust are crucial for building long-term relationships between customers and brands. Commitment ensures that customers remain dedicated to the brand, even when faced with competitive offers or minor dissatisfaction. Trust, on the other hand, is developed when customers believe that the brand consistently meets their expectations and delivers on its promises (Morgan & Hunt, 1994). 
The theory highlights that both trust and commitment lead to cooperative behaviors that are beneficial for both parties. For businesses, this means that fostering trust and commitment can lead to higher levels of customer loyalty, which in turn can result in increased repeat purchases, positive word-of-mouth, and higher customer lifetime value (CLV) (Morgan & Hunt, 1994). Consequently, businesses that prioritize trust-building activities, such as providing high-quality products and excellent customer service, are likely to see improved performance due to enhanced customer loyalty. 
[bookmark: _Toc206914145]2.3 Empirical Review 
In a study conducted by Omoregie, et al. (2019), with the title factors influencing consumer loyalty: evidence from the Ghanaian retail banking industry.  The increasing number of banks in the Ghanaian banking industry has brought about intense competition in the industry. The purpose of this paper is, therefore, to examine the factors that influence retail banking customers’ loyalty intentions. In order to validate the proposed research model, the study adopts a survey design. Data were collected from 565 customers of the top performing banks in terms of customer deposits. 
Data analysis employed the partial least squares structural equation modeling (PLS–SEM) using SmartPLS version 3. Results from the PLS–SEM analysis indicated that satisfaction, service quality and trust had significant effect on loyalty, with satisfaction having the most significant effect. Interestingly corporate image was found to have a significant effect on both satisfaction and trust but not on loyalty. In all, the proposed model accounted for 63.3 percent of the variation in loyalty. The current study samples customers from only the top performing banks in Ghana. The use of cross-sectional data makes it impossible to study how customers’ perceptions change over time. Results from this study could, however, help managers of banks in designing strategies aimed at improving customer loyalty in order to consolidate their market share. 
In another study conducted by Muhammad Muflih et al. (2024). Titled, customer loyalty to Islamic mobile banking: evaluating the roles of justice theory, religiosity, satisfaction and trust.  This study evaluates the integrative role of justice theory, religiosity, satisfaction and trust in influencing customer loyalty to Islamic mobile banking. This study surveyed 370 customers who used Islamic mobile banking. The authors employed SEM-PLS to estimate the proposed model and answer the hypotheses. Empirical facts show that distributive justice, procedural justice and interactional justice can increase loyalty through the role of satisfaction. On the other hand, distributive justice, procedural justice and religiosity can predict loyalty through the role of trust. This study encourages Islamic mobile banking providers to improve the quality of benefit distribution, the application of procedures and interaction among all levels of users. In addition, religious education innovation is also important to increase customer activity in using Islamic mobile banking 
In another study conducted by Laely, et al. (2024). Titled, regulation and technology innovation in Support of comprehensive customer experience in the banking industry in kediri.  The purpose of the study conducted on the regulation and technology innovation in support of comprehensive customer experience in the banking industry in Kediri. The study aims to test and develop a policy model suitable for several banks in Kediri City, East Java, and provide views and policy models that can be applied to other banks to improve the comprehensive banking experience for customers. 
The method used in the study is an associative research design and proportionate stratified random sampling technique. This approach allowed the researchers to analyze the influence of regulation and technology innovation on the comprehensive customer experience in the banking industry in Kediri, East Java. The study involved collecting data from customers of four banks in Kediri and conducting statistical analysis to determine the impact of regulation, control of customer account security, monitoring of digital banking experience, and technology service innovation on the comprehensive banking experience. The findings from the analysis were used to recommend strategies for banks to improve customer experience and security. The findings of the study indicate that regulation and control of customer account security and monitoring the digital banking experience have a significant positive influence on the comprehensive banking experience in Kediri, East Java. However, the need for continuous technology service innovation and minimizing customer identity theft did not have a significant effect on the comprehensive banking experience.  
In another study conducted by Lis et al. (2024). Titled, quantitative analysis of the impact of electronic banking on the financial performance of rural banks in Indonesia.  The rapid growth of electronic transactions has transformed the landscape of many industries, especially in the banking sector. This digitalization growth has brought about the need to understand the impact of the adoption of electronic banking in rural banks on the financial performance of rural banks in Indonesia. The aim of this research is to analyze the extent to which the adoption of e-banking influences consumer electronic trust (e-trust) and financial performance. The research method used is quantitative, involving data collection through questionnaires. Respondents in this study are managers of rural banks in West Java, Indonesia. The sample size used is 200 participants. Data collection took place over two months from May to June 2023. Data analysis was performed using Structural Equation Modeling (SEM) through SmartPLS 4 software. The research results indicate that the adoption of e-banking has a positive and significant impact on consumer e-trust and financial performance. Consumer e-trust has also been proven to mediate the relationship between e-banking adoption and financial performance. These findings provide profound insights into how e-banking plays a key role in building consumer e-trust and enhancing the financial performance of banking institutions. This research makes a significant contribution in the context of developing e-banking strategies in the banking sector. The implications of these findings can guide policies, strategies, and innovations in the banking sector to optimize the benefits of electronic banking, build consumer e-trust, and enhance financial performance in this digital era. 
In another study conducted by Van Dat Tran. (2024). With the title, service failure recovery on customer recovery satisfaction and attitude loyalty for airline industry: the moderating effect of brand authenticity. The study aims to investigate the relationship between service failure recovery, customer recovery satisfaction, and attitude loyalty for airline industry. The author proposes an experimentally determined model of service recovery based on the function of brand authenticity as a moderator in this study. On a sample of 250 customers in Vietnam, the current study aims to determine the connections between service recovery strategy, service recovery satisfaction, and attitudinal loyalty. This study found that apologies, politeness, and recovery speed all have a substantial impact on service recovery satisfaction, with only recovery speed having a positive relationship with attitudinal loyalty. Brand authenticity has a moderator influence on the relationship between attitudinal loyalty and service recovery satisfaction, which is a unique trait of this study. This study contributes insights into how seven service recovery strategies influenced customer loyalty and service recovery satisfaction in terms of attitudinal characteristics. Managers could strive to improve service failure at their airlines in order to increase brand authenticity now that they are aware of the recovery strategies for service failure. Furthermore, for the aggrieved clients, service providers should give sufficient recovery efforts for resolving problems caused by other customers. 
More also, in the study of Umana, et al. (2024). Titled, employee benefits and employee retention in commercial banks in Akwa Ibom State, Nigeria. This study investigated employee benefits and employee retention in commercial banks in Akwa Ibom State, Nigeria. The survey research design was adopted and this involved administration of copies of questionnaire on employees of case banks who served as respondents. The study’s population was 497 while the sample size was 384 determined using Cochran’s sample size determination formula. The sampling method employed in the study was random sampling. The questionnaire was used in data collection. Data obtained in the study were analyzed using simple regression method. The outcome of this research showed that employee benefits (Beta =0.184, t=2.921, p<0.05) has a significant influence on employee retention in commercial banks in Akwa Ibom State. Employee benefits can determine employee retention in commercial banks in Akwa Ibom State.The study makes contribution in the area of employing employee benefits in retaining the services of high performing and experienced employees in banks. The limitation of this study is that only one state was considered in the survey 
In another study carried out by Augustine et al. (2023). Titled, the impact of customer relationship marketing on customer retention (a case study of gtb of nigeria plc,). This study examined the impact of customer relationship marketing on customer retention. This study focuses on the banking industry in Asaba, but specifically on GTBANK primary data were gotten through the administration of structured questionnaire to both the staff and customer of GT BANK. A sample of 100 respondents was distributed but 70 questionnaires were eventually used. The sample percentage & chi-square statistical tool was employed to carefully analysis and test the hypothesis the findings revealed that promise. Fulfillment, trust and bonding have an impact on customer patronage, customer life-time the findings that customer relationship marketing has a positive effect on customer retention. It was recommended that, if the bank engage in customer relationship marketing strategies it will help to increase the number of customers retained. 
In a research study conducted by Ighomereho, et al. (2022). With the title impact of E-service quality on customer satisfaction: a study of internet banking for general and maritime services in Nigeria. Despite the increased availability and accessibility of the internet, many bank clients continue to queue in the bank. This enigma necessitates research on customers’ perceptions of the quality of internet banking services in relation to customer satisfaction. The study examined the relationship using the process and outcome theory of service quality. A sample of 280 internet banking clients of General and Maritime service firms responded to the survey. Confirmatory factor analysis was performed to evaluate the measurement model’s validity and reliability. To assess the importance of the link between the variables, structural equation modelling was used. Statistical research results show that the service quality measures (website quality, functional quality, recovery quality and security quality) are significantly associated with customer satisfaction, with functional quality having the highest impact. With respect to the dimensions, website ease of use has the highest weight among the three dimensions of website quality; reliability has the higher weight between the two dimensions of functional quality; compensation has the highest weight among the three dimensions of recovery quality while informational security has the higher weight between the two dimensions of security quality. The study’s findings will provide valuable information to bank managers and bank industry regulators to monitor internet banking service quality and improve customer satisfaction. 
Also, in the work of Salem et al. (2022). Titled, Factors affecting consumer attitudes towards SMS advertising in the Palestinian banking sector. The moderating role of national culture. The purpose of this paper is to examine the factors affecting consumer attitudes towards SMS advertising in the Palestinian banking sector: The moderating role of national culture) from a consumers’ point of view. An empirical study was conducted using a survey questionnaire to collect primary data in order to test the hypotheses. A structural equation model (SEM) technique is employed to analyze the data collected from 424 banks’ clients. The findings show that national culture acts as a moderating variable in managing the relationship between (i.e., relevancy, entertainment, informativeness, irritation, and creditability), and consumer’s attitudes towards SMS advertising indicating its importance for marketers when they communicate via SMS with their clients for advertising purposes. While this paper builds on previous work, it also offers results that can help researchers and practitioners in their hunt for SMS advertising success. 
Lastly, in a research paper conducted by Haji (2023). Titled, The influence of service quality delivery on customer loyalty in the banking sector in Erbil, Iraq. In any business-to-customer environment, the ultimate goal and objective is customer loyalty. More often than not, this can be a problem. Perhaps this is due to the fact that organizations sometimes do not really understand what is really going on in the mind of the customer. Thus, this predicament has become a challenge for most business conglomerates that place a high emphasis on customer relations. Although there has been a lot of research and study into the actual workings of the customer's mind, it remains a mystery to this day. Therefore, this study focused on measuring customer loyalty through service quality delivery in the banking sector in Erbil. Quantitative research was used to examine the relationship between service quality and customer loyalty. Reassurance has a positive relationship but no significant effect on customer loyalty. Reliability has a negative relationship but no significant effect on customer loyalty. Tangible values have a positive relationship and significant impact on customer loyalty. Empathy has a positive relationship but no significant effect on customer loyalty. Responsiveness has a positive effect but does not significantly affect customer loyalty. The study highlights the implications of improving service quality for marketers in the banking industry. 
[bookmark: _Toc206914146]2.4 Gaps in Literature 
Despite the extensive research on customer loyalty and its impact on business performance, several gaps in the literature persist. Firstly, much of the existing research emphasizes the direct effects of customer loyalty on profitability and market share, particularly in the banking sector. However, there is limited exploration of how these effects vary across different market segments and economic conditions, particularly in developing economies like Nigeria. Studies such as those by Rane et al. (2023) and Rashid et al. (2020) have outlined the general benefits of customer loyalty, but there is a need for more granular analysis that considers demographic and socioeconomic factors. 
Additionally, while numerous studies highlight the importance of trust and commitment in fostering customer loyalty (Morgan & Hunt, 1994), there is a paucity of research examining how technological advancements and digital banking innovations influence these traditional loyalty constructs. For instance, Lis et al. (2024) explored the impact of e-banking on financial performance and consumer trust in rural Indonesia, yet similar studies in different geographical and cultural contexts are sparse. This calls for a deeper investigation into how digital transformation in banking affects customer loyalty in diverse settings. 
Moreover, the literature on customer retention strategies often focuses on general tactics such as personalized marketing and loyalty programs (Al Badi, 2018; Shri & Jain, 2019). However, there is limited understanding of how these strategies can be tailored to specific industries or regions to maximize effectiveness. The studies by Omoregie et al. (2019) and Muflih et al. (2024) provided insights into customer loyalty in specific banking sectors, but more research is needed to adapt these findings to other sectors and local contexts. 
 
 
 
 
 
 
[bookmark: _Toc206914147]

CHAPTERTHREE 
[bookmark: _Toc206914148]METHODOLOGY 
[bookmark: _Toc206914149]3.0 Preamble 
This chapter delineates the methodology employed to effect of customer loyalty on performance of selected microfinance. It outlines the research design, population and sampling techniques, data collection methods, and data analysis procedures. By elucidating these aspects, this chapter provides insights into how the research was conducted and the rationale behind the chosen methodologies. 
[bookmark: _Toc206914150]3.1 Research Design 
The study adopted a survey research design where a quantitative approach was adopted to comprehensively explore the effect of customer loyalty on performance of selected microfinance. This design enables a holistic understanding of the phenomenon. Quantitative methods offer numerical data for statistical analysis, providing empirical evidence. By using this approach, the study aims to triangulate findings, enhancing the credibility and reliability of the results. 
[bookmark: _Toc206914151]3.2 Population of the Study 
The population for this study comprises 25 workers actively engaged in selected microfinance A census study approach was utilized since the figure is accessible. Moreover, the sample size of 25 was deemed sufficient to attain saturation, whereby no new information or themes emerge from subsequent data collection and analysis. 
[bookmark: _Toc206914152]3.3 Data Collection method 
Primary data collection method was employed to gather rich and diverse insights from the participants. A structured survey questionnaire was administered to the participants to collect quantitative data. The survey comprised both closed-ended and Likert-scale items, enabling the quantification of responses for statistical analysis 
[bookmark: _Toc206914153]3.4 Method of Data Analysis 
The collected data underwent rigorous analysis to derive meaningful interpretations and conclusions. Quantitative data obtained from the survey were analyzed using descriptive statistics, such as frequencies, percentages, means, and standard deviations. These statistical measures facilitated the summarization and interpretation of numerical data, providing insights into the prevalence and distribution of responses. While simple linear regression was used to analyses the stated hypotheses. 
[bookmark: _Toc206914154]3.5 Validity of Research Instrument 
To ensure validity in this study pilot testing will be conducted this will help to make necessary adjustment on questionnaires to ensure measurement of intended objective. The pilot study will be used to ascertain the clarity of the questions and detect problems in the questionnaire instructions, as well as find out whether the respondents have any difficulty understanding the questionnaire or whether there are any ambiguous questions. The pilot study that will be carried out will help the researcher to make necessary amendments and modifications in the questionnaire before final distribution. 
Hence, the face validity of the instrument will be adopted for this study. The questions will be given to my supervisor and other experts in the department, who through the process of vetting the ambiguity and structural make-up of the instrument help to validate the use of the research instrument. 
[bookmark: _Toc206914155]3.6 Reliability of Research Instrument 
The reliability concerns the extent to which a measurement of a phenomenon provides stable and consist result. Reliability is also concerned with repeatability. For example, a scale or test is said to be reliable if repeat measurement made by it under constant conditions will give the same result. Cronbach and Alpha coefficient will be used to determine the reliability of the instrument, in order to ensure that it measures what it is designed to measure. This will help in assessing the internal consistency of the entire scale. 
[bookmark: _Toc206914156]3.7 Ethical Consideration 
Ethical considerations were paramount throughout the research process. Informed consent was obtained from all participants prior to their involvement in the study, ensuring voluntary participation and confidentiality of their responses. Participants were assured of anonymity and confidentiality, and their rights were upheld throughout the research endeavor. 
[bookmark: _Toc206914157]CHAPTER FOUR
[bookmark: _Toc206914158]DATA ANALYSIS, INTERPRETATION AND DISCUSSION OF FINDINGS
[bookmark: _Toc206914159]4.1 Preamble 
This chapter is concerned with the presentation, analysis and interpretation of data gathered from the responses to administered copies of the questionnaire. It also includes an empirical testing of hypotheses made about this study and each of their interpretations.  
[bookmark: _Toc206914160]4.2 Presentation of Data 
A total of twenty five (25) copies of the questionnaire were distributed to selected respondents for this study. However, adequate measures were taken to ensure that all the (25) copies of the questionnaire representing 100.0% were completed and returned. 
 
Table 4.2.1                              Analysis of Response Rate 
Valid/Returned 	 	           		  25  	 	 	100.0% 
Invalid/Unreturned  	               		  - 	 	 	 	     - 
    Total 	 	 	 	     25  	 	 	100% 
Source: Author’s Fieldwork Computation, 2025 
Table 4.2.2: Frequency Distribution of the respondents’ Demographic Characteristics (N=25 
	Characteristics 
	Category 
	Frequency 
	Percent 
	Cumulative 
percent 

	Sex 
	Male 
	16  
	64.0  
	64.0  

	
	Female 
	9  
	36.0  
	100.0  

	Age 
	18-29  
	6  
	24.0  
	24.0  

	
	30-39  
	9  
	36.0  
	60.0  

	
	40-49  
	9  
	36.0  
	96.0  

	
	50 years and 
	
	
	

	
	above 
	1  
	4.0  
	100.0  

	Highest Qualification 
	Primary 
	
	
	

	
	Education 
	3  
	12.0  
	12.0  

	
	Secondary 
	
	
	

	
	Education 
	7  
	28.0  
	40.0  

	
	Tertiary 
	
	
	

	
	Education 
	13  
	52.0  
	92.0  

	
	Others 
	2  
	8.0  
	100.0  

	
	
	
	
	

	Marital Status 
	Married 
	16  
	64.0  
	64.0  

	
	Single 
	7  
	28.0  
	92.0  

	
	Others 
	2  
	8.0  
	100.0  


Source: Author’s Fieldwork Computation, 2025 
 4.3 	Descriptive Statistics of the Respondents’ Perceptions based on Variable 
	Questions 
The Descriptive Statistics of the Respondents’ Perceptions is presented in table 4.3 below. Concerning customer retention, we have information from 25 respondents; the range of customer retention is from 2 to 5 points, with a mean of 4.91 and standard deviation of 0.693. By implication, the respondents are, on average, agreed with questions on customer retention. Concerning frequency of transactions, we have information from 25 respondents; the range of frequency of transactions is from 3 to 5 points, with a mean of 3.10 and standard deviation of 0.575. By implication, the respondents are, on average, agreed with questions on frequency of transactions. Concerning performance, we have information from 25 respondents; the range of performance is from 3 to 5 points, with a mean of 3.07 and standard deviation of 0.671. By implication, the respondents are, on average, agreed with questions on performance.  
	 Table 4.3: Descriptive Statistics of the Respondents’ Perceptions based on Variable 
Questions 

	 
	N 
	Minimum 
	Maximum 
	Mean 
	Std. Deviation 

	Average Digital Platforms 	25 	2 	5 	4.91 	.693 

	Average Blockchain Adoption 
	25 
	3 
	5 
	3.10 
	.575 

	Average Digital Technologies 	25 	3 	5 	3.07 	.671 


Source: Author’s Fieldwork Computation, 2025 
[bookmark: _Toc206914161]4.4 Test of Hypotheses 
Hypothesis One 
Ho1: Customer retention has no significant effect on performance 
The result of regression as contained inTable 4.4.1a: ANOVA, shows that the F-test was 10.511, significant at 1 percent [p<.000]. This showed that the model was well specified.  

Table 4.4.1a:ANOVAb 
	Model 
	Sum of Squares  
	Df 
	Mean 
Square  
	F 
	Sig. 

	Regression 
1 	Residual 
	512.866  
1171.016  
	1  
24  
	512.866  
48.792   
	10.511  
 
	.000b  

	Total 
	1683.881  
	25   
	 
	 
	

	a. Dependent Variable: Performance  
B. Predictors: (Constant), Customer ret
	ention  
	
	
	


Source: Author’s Fieldwork Computation, 2025 
 
Also, the result of regression as contained inTable 4.4.1b: Model Summary, shows that the R Square gave a value of 30.5 per cent. This means that the model (which includes Customer retention) explained about 30.5 per cent of the variance in performance. The Durbin-Watson Statistic gives 1.710 coefficients which indicates that there is absence of serial correlation in the error terms of the model as such ruling out problems associated with spurious regressions 

4.4.1b: Model Summaryb 
	Model 	R 	R Square 	Adjusted R 
Square  
	Std. Error of the Estimate  
	Durbin-
Watson  

	1 	.552a 	.305 	.299  
A. Predictors: (Constant), Customer retention
B. Dependent Variable: Performance  
	2.967  
 
	1.710  


Source: Author’s Fieldwork Computation, 2025 
 Specifically, the result of regression as contained inTable 4.4.1c: Regression Coefficients, tests the hypothesis of this study. From the output below, there was a positive relationship between customer retention and performance such that a unit increase in customer retention scores caused about .472 unit increase in performance scores which was statistically significant at 1 per cent with the aid of the p value (0.000). Based on the result, the null hypothesis was rejected; thus, customer retention has significant effect on performance. 
Table 4.4.1c: Regression Coefficients
a
 

Model 	Unstandardized 	Standardized 	t 	Sig. 
Coefficients 	Coefficients 
B
 
Std. Error
 
Beta
 

(Constant) 	11.050 	1.712  	6.454 	.000 
1 
Customer retention 	.472 	.062 	.552 	7.632 	.000 
A. Dependent Variable: Performance 

Source: Author’s Fieldwork Computation, 2025 


Test of Hypothesis Two 
Ho2: Frequency of transactions has no significant relationship on performance 
Simple random regression was used to explore the effect of frequency of transactions on performance. The result of regression as contained in Table 4.4.2a: ANOVA, shows that the F-test was 10.868, significant at 1 percent [ p<.000]. This showed that model was well specified. 

Table 4.4.2a: ANOVAa 
	Model 
	Sum of Squares  
	Df 
	Mean 
Square  
	F 
	Sig. 

	Regression 
1 	Residual 
	891.338  
1968.262  
	1 
24 
	891.338  
82.011   
	10.868  
 
	.000b  

	Total 
	2859.600  
	25   
	 
	 
	

	a. Dependent Variable: Performance  
b. Predictors: (Constant), Frequency of
	 transactio
	ns 
	
	


Source: Author’s Fieldwork Computation, 2025 
 Also, the result of the regression as contained in Table 4.4.2b: Model summary, shows that the R Square gave a value of 31.2 percent. This means that the model (which includes Frequency of transactions) explained about 31.2 percent of the variance in performance. 

Table 4.4.2b: Model Summaryb 
	Model 	R 	R Square 	Adjusted R 	Std. Error of 
Square 	the Estimate  
	Durbin-
Watson  

	1 	.558a 	.312 	.307 	3.847  
A. Predictors: (Constant), Frequency of transactions  
b. Dependent Variable: Performance  
	1.493  


Source: Author’s Fieldwork Computation, 2025 
 Specifically, the result of regression as contained in Table 4.4.2c. From the output below, there was a positive relationship between frequency of transactions on Performance such that a unit increase in frequency of transactions caused about .622 unit rise in Performance scores which was statistically significant at 1 percent going by the p value (.000). Based on the result, the null hypothesis was rejected, thus, frequency of transactions has significant effect on performance. 

Table 4.4.2c: Regression Coefficientsa 


Model Unstandardized Standardized T Sig. 
Coefficients 	Coefficients 
B
 
Std. Error
 
Beta
 

	1 
	(Constant) 
Frequency of 
	12.433 
	2.220  
	5.601 
	.000 


.622 	.080 	.558 	7.761 	.000 transactions 
A. Dependent Variable: Performance 

Source: Author’s Fieldwork Computation, 2025 
[bookmark: _Toc206914162]4.5 Discussion of Findings 
The analysis reveals significant results for the impact of customer retention on performance, leading to the rejection of the null hypothesis (Ho1) that customer retention has no significant effect on performance. The ANOVA results show an F-test value of 10.511, significant at the 1 percent level (p<0.000), indicating a well-specified model. The Model Summary shows that customer retention explains about 30.5 percent of the variance in performance. The regression coefficients highlight a positive relationship between customer retention and performance, with a unit increase in customer retention leading to a 0.472 unit increase in performance, significant at the 1 percent level. These findings align with Reichheld and Sasser (1990), who found that higher customer retention rates lead to increased profitability and performance. Similarly, Kumar and Shah (2004) noted that retaining customers enhances overall business performance by reducing costs associated with acquiring new customers and increasing revenue from repeat purchases. Anderson and Mittal (2000) emphasized the importance of customer retention for long-term profitability and performance improvement. This study's results resonate with these findings, reinforcing the critical role of customer retention in driving organizational success. 
The analysis also shows significant results for the effect of the frequency of transactions on performance, leading to the rejection of the null hypothesis (Ho2) that the frequency of transactions has no significant effect on performance. The ANOVA results reveal an F-test value of 10.868, significant at the 1 percent level (p<0.000), indicating a well-specified model. The Model Summary shows that the frequency of transactions explains about 31.2 percent of the variance in performance. The regression coefficients indicate a positive relationship between the frequency of transactions and performance, with a unit increase in transaction frequency resulting in a 0.622 unit rise in performance, significant at the 1 percent level. These findings are consistent with Sharma and Patterson (2000), who highlighted that frequent transactions enhance customer loyalty and consequently improve performance metrics. Blattberg, Getz, and Thomas (2001) supported the notion that frequent interactions with customers drive better performance outcomes by fostering stronger customer relationships and higher transaction values. Reinartz and Kumar (2003) concluded that frequent customer interactions enhance overall business performance through increased sales and customer loyalty.  
 


[bookmark: _Toc206914163]CHAPTER FIVE
[bookmark: _Toc206914164]SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 
[bookmark: _Toc206914165]5.1 Preamble  
This chapter covers the summary of the research work, draws some conclusions and provides relevant recommendations. It also presents the contributions of the study and suggested areas for further research. 
[bookmark: _Toc206914166]5.2 Summary of Findings  
The main objective of this study is to examine the effect of customer loyalty on performance. The findings provide significant insights into the relationship between these factors and performance outcomes. 
The findings revealed that customer retention has a notable positive impact on performance. Specifically, the model demonstrated that customer retention explains 30.5 percent of the variance in organizational performance. The regression results showed that an increase in customer retention by one unit leads to a 0.472 unit increase in performance. This substantial relationship underscores the critical role of retaining customers in enhancing organizational performance. Effective customer retention strategies not only improve performance metrics but also contribute to long-term business success by fostering loyalty and repeat business.  
In addition to customer retention, the study found that the frequency of transactions significantly influences performance. The model accounted for 31.2 percent of the variance in performance, indicating that transaction frequency is a key driver of performance improvement. The regression analysis revealed that a unit increase in transaction frequency results in a 0.622 unit increase in performance. This positive relationship highlights the importance of frequent customer interactions in boosting performance. Increasing transaction frequency can strengthen customer relationships, enhance customer loyalty, and drive higher performance metrics.  
[bookmark: _Toc206914167]5.3 Conclusion 
This study has thrown light into the effect of customer loyalty on performance. Based on the findings, the study concludes that generally, customer loyalty has significant effect on performance. 
[bookmark: _Toc206914168]The study highlights the critical influence of customer retention and transaction frequency on organizational performance. The findings clearly indicate that customer retention has a profound positive effect on performance. By retaining customers, organizations can significantly improve their performance outcomes. This reinforces the importance of developing and implementing effective strategies to enhance customer loyalty, which, in turn, contributes to better overall business success. Similarly, the frequency of transactions is also a key determinant of performance. The study demonstrates that increasing the frequency with which customers engage in transactions leads to notable improvements in performance. This suggests that organizations should focus on strategies that encourage more frequent customer interactions to strengthen relationships and boost performance. Both customer retention and transaction frequency are vital factors in driving organizational performance. Businesses should prioritize efforts to improve customer retention and increase transaction frequency as part of their broader strategy for enhancing performance.  
5.4 Recommendations; 
Based on the findings of this study, the following recommendations were put forward: 
i. Implement Comprehensive Customer Retention Strategies: Organizations should develop and implement comprehensive strategies aimed at retaining existing customers. This can include loyalty programs, personalized customer service, regular follow-ups, and customer satisfaction surveys. By understanding and addressing the needs and preferences of their customers, businesses can foster loyalty and encourage repeat business, which significantly contributes to improved performance. Additionally, investing in customer relationship management (CRM) systems can help organizations track and analyze customer interactions, enabling more personalized and effective retention efforts. 
ii. Encourage Frequent Customer Transactions: Businesses should focus on creating opportunities for more frequent customer interactions. This can be achieved through targeted marketing campaigns, promotional offers, and incentives for repeat purchases. Additionally, organizations can enhance the customer experience by streamlining the transaction process, offering convenient payment options, and ensuring product availability. By making it easier and more rewarding for customers to engage in frequent transactions, businesses can strengthen customer relationships and boost performance. Leveraging data analytics to understand customer buying patterns and preferences can also help tailor these strategies more effectively. 
[bookmark: _Toc206914169]By implementing these recommendations, organizations can better position themselves to improve performance outcomes, foster stronger customer relationships, and secure long-term success. 
5.5 Contributions to Knowledge 
This study makes a significant contribution by empirically validating the substantial impact of customer retention and transaction frequency on business success. The findings demonstrate that customer retention and transaction frequency are critical determinants of performance, each accounting for a notable variance in organizational outcomes. This provides robust evidence supporting the strategic emphasis on fostering customer loyalty and encouraging frequent interactions as essential components for enhancing performance metrics. The study extends the theoretical understanding of the mechanisms through which customer-centric strategies influence organizational success, offering a nuanced view of how maintaining strong customer relationships and increasing transaction frequency can drive performance. 
Furthermore, this research bridges the gap between theory and practice by offering a practical framework for businesses. The detailed analysis and recommendations provide actionable insights for managers and practitioners, guiding them in developing and implementing effective retention and engagement strategies. The use of empirical data to substantiate the impact of these factors reinforces the credibility of the findings and underscores the importance of a customer-centric approach in business strategy. By integrating theoretical concepts with practical applications, this study not only enriches existing literature but also equips organizations with the knowledge to enhance their performance through targeted customer relationship initiatives. This dual contribution to both academic research and practical management practices marks a significant advancement in the understanding and application of customer-centric strategies in organizational performance.  
[bookmark: _Toc206914170]5.6 Suggestions for Further Studies 
Building on the findings of this study, further research could explore the long-term impacts of customer retention and transaction frequency on organizational performance across different industries and cultural contexts. Given the significant positive effects observed in this study, it would be valuable to examine how these factors influence performance in various sectors such as retail, technology, and healthcare, where customer interaction patterns may differ. Additionally, exploring these relationships in different cultural settings could provide insights into how cultural nuances affect customer behavior and retention strategies. 
Another area for future research is the investigation of additional variables that might mediate or moderate the relationship between customer retention, transaction frequency, and organizational performance. Variables such as customer satisfaction, brand loyalty, and digital engagement could provide a deeper understanding of the dynamics at play. Longitudinal studies could also be conducted to assess the sustainability of the positive impacts of customer retention and transaction frequency over time. 
Finally, future studies could employ advanced analytical techniques and methodologies to further validate and extend the findings of this research. Techniques such as structural equation modeling (SEM) and machine learning could uncover more intricate patterns and relationships within the data. This approach could lead to the development of more sophisticated models that better predict organizational performance based on customer-related factors. By addressing these areas, future research can build a more comprehensive understanding of how businesses can leverage customer relationships to drive performance and achieve long-term success. 
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Department of Business Administration and Management, 
Institute of Finance and Management Studies, 
Kwara State Polytechnic, Ilorin Kwara State. 

Dear Respondent, 
LETTER OF INTRODUCTION 
The bearer, Oyelami Yetunde with matriculation number: ND/23/BAM/PT/501is a student of the Department of Business Administration and Management/ Kwara State Polytechnic, Ilorin. I am currently conducting research titled “effect of customer loyalty on performance of selected microfinance” in Ilorin. 
It is for this purpose that I humbly solicit for your support in helping me fill this questionnaire in order to make me carryout this research work successfully. Hence, the information supplied in this questionnaire shall be treated with utmost confidence as it is intended for academic purpose only. 
Thanks for your cooperation. 
Yours faithfully, 
Oyelami Yetunde 
 
 
 




SECTION A: Demographic Information
(N.B Answer by Ticking where applicable)
1. Gender:  	Male (  ) 	Female (  ) 
2. Age:  18-29 (  )  30-39 (  )   40-49 (  ) 50 years and above (  ) 
3. Highest qualification:  Primary education (  ) Secondary education (  ) Tertiary education 
Others (  ) 
4. Marital status: Single (   ) 	Married (   ) 	Widow (  )  Others (  ) 

SECTION B:
Please Tick the appropriate alternative                           
Key; Where SA-Strongly Agreed, A- Agreed, N-Neutral, SD-Strongly Disagreed D-Disagreed 
	 
	Research Statements 
	SA 
	A 
	N 
	SD 
	D 

	 
	Customer retention 
	 
	 
	 
	 
	 

	1 
	Customer retention strategies are well-implemented in the organization. 
	 
	 
	 
	 
	 

	2 
	Long-term relationships with customers are a priority for us. 
	 
	 
	 
	 
	 

	3 
	Customer loyalty programs significantly contribute to the customer retention. 
	 
	 
	 
	 
	 

	4 
	The organization frequently receive positive feedback from returning customers. 
	 
	 
	 
	 
	 

	5 
	The organization regularly monitor and improve customer 
retention rates. 
	 
	 
	 
	 
	 

	 
	Frequency of transactions 
	SA 
	A 
	N 
	SD 
	D 

	6 
	Seasonal offers boost the frequency of transactions. 
	 
	 
	 
	 
	 

	7 
	There is a consistent increase in the number of transactions over time. 
	 
	 
	 
	 
	 

	8 
	Customers respond positively to the initiatives to increase purchase frequency. 
	 
	 
	 
	 
	 

	9 
	The frequency of transactions is a good indicator of customer loyalty. 
	 
	 
	 
	 
	 

	10 
	Regular promotions help increase the frequency of customer transactions. 
	 
	 
	 
	 
	 

	 
	Performance 
	 
	 
	 
	 
	 

	11 
	High customer retention rates lead to better financial performance. 
	 
	 
	 
	 
	 

	12 
	The business performance is strong due to effective customer retention strategies. 
	 
	 
	 
	 
	 

	13 
	Customer satisfaction drives the business performance. 
	 
	 
	 
	 
	 

	14 
	Customer loyalty is a key driver of the competitive advantage. 
	 
	 
	 
	 
	 

	15 
	Loyal customers contribute significantly to the profit margins. 
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