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ABSTRACT

Brand trust has been recognized as an importattrfttat strongly influences customer loyalty. Heae there

has been little empirical research into brand tamst customer retention in the marketing literatumehis study

we investigate the relationship between brand tamst customer retention and its impact on the aolbilm
dealers in Port Harcourt This research adopts ¢coemee sampling method to carry on a questionnai
takes customers of the auto dealers as a ressarople, and send 512 questionnaires and receive 474
guestionnaires, the receive rate is 92.5% The staldpts the SPSS software package carrying onaligttal
analysis, descriptive statistics factor analysisst-for a single sample cohens-d estimated effestmple size.

It is proved that there is a strong relationshiween brand trust and customer retention besides] of mouth
communication was observed to strongly moderatedssi brand trust and customer retention

Introduction

Ideally Nigeria as a Nation ought to have a viahleomobile industry where several brands of vehioleght to
have been produced. By now Nigeria should be bugsii having one the most successful automobileosét
the continent and can at least compete among #m igi automobile manufacturing in the world.

With the latest rebasing, Nigeria's GDP has in@éds 89.22 per cent in 2014. With the latest rielgadNigeria
is now worth N80.2 trillion, or $509.9 billion, gy from its original figure of N42.4 trillion, d8269.5 billion.
(NAN). With a population over 170 million, and abumdance of solid minerals to run the industryislion
record that Nigerian love to buy cars and thera isuge potentials for the automobile industry towgthe
market potentials are high

But sadly though, the automobile industry in Nigeis almost entirely import driven occasioned by tton-
existence of local brands, and the desire for pedbp owned vehicles, due to the poor state of igubl
transportation in the country (proshareng.com/néywsl 2013). There is still massive importation wéhicles
into the country which has led to the sole distidoship arrangement, thus we have several automdeilers
operating in Nigeria.

In an empirical study, Johnson-George and Swap A1 9%&entified a general trust factor along with two
components — emotional trust and trust in partnesfisbility — demonstrating that trust can occtudi#ferent
levels. While Lau and Lee (1999) focused on a §geaeral beliefs providing a measurement scake gibbal
nature, Chaudhuri and Holbrook (2001) concentratethe performance competence of a brand, a umispect
of brand trust. As specific goals may vary, measwtrust focused on a brand’s ability to perfgonovide
useful additional information.

In a similar manner, Delgado-Ballestt al (2003) incorporated reliability and intentionstheir scale, thus
capturing additional facets and expanding the doméibrand trust. However none of these empiritadliss
exist that examined the relationship that exisivieen brand trust and customer retention in braaaéoimobile
dealers in Port Harcourt. In the light of this gdye study is designed to fill the gap by invesfiggtthe
relationship between brand trust and customer tieteramong branded automobile dealers in Port Hatco
Metropolis.

Concept of Brand trust

Reast (2005) conducted a study in U.K to examirfecef of brand trust and brand extension , where he
measured brand trust via two dimensions “Credifiiland “Performance” his result indicated that thés a
significant link between brand trust and brand esien. The product line can be extended when tbdymt has
delivered on its stated functions hence the bram$$ociated with credibility and trustworthiness
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Drawing from the above work, it can be argued thatrelationship between brand trust and brandltypyan
be linked to customer retention, since loyaltyrie @f the measures of customer retention. EbruKamwékalan
(2012) conducted a study in turkey, which invegtidathe effect of factors on consumers’ brand kyyake
relied on a model which proposed that brand tamst consumers’ brand affect have influence on woess’
brand loyalty, their findings confirms the indireeffect of consumers’ brand affect on brand truahd
consumers’ brand loyalty relationship. From thesfming we observe that brand trust provides a suplens
through which we can assess and examine consuberavioural responses such as customer retention.

Talat, Mohammad, Rifat, and Imrah (2012) conduaestudy in Pakistan. They investigated the relatigm
between brand trust, customer satisfaction andomest loyalty in the automobile sector of Pakistahheir
result shows that the relationship between bramst aind customer loyalty is positive. They went@establish
a relationship between customer satisfaction astbower loyalty.

In the light of the aforementioned we can obsehat scholars are in consensus on the fact thatilirast does
have a positive relationship with brand loyalty @his one measure of customer retention.

Hyunjong and Suyoung (2014) conducted a study ior@a; which explored the effects of brand trust,
perceived fit and consumer innovativeness on beateinsion evaluation. The study showed that brard was

a positive predictor of the overall evaluation ofthbvertical and horizontal extension. In the ligithe above
the it can be noted that once consumer have estellipositive brand trust toward a parent brarwhit be
carried over to an extension brand regardless ef @ktension type. This further highlights the alea
established nexus that exist between brand trastastomer retention.

Furthermore, Zahra, Xia, Khuran, Liu and Nazeerl®0conducted a study in Pakistan which examine the
relationship between brand trust and its link tanik loyalty their result indicated that customesstrin a brand
leads to loyalty, for them a factor that leads tanidl trust would include brand characteristics, pany
characteristics and consumer- brand characterigtiey further argued that all these factors arpoiant in
creating trust in a brand.

This researcher is in full agreement with them beeathe image of the company and the past perfarenaf

the brand coupled with the perceived value placedth® brand by the consumer all help to develop the
confidence the consumer has and places in the baodsequently, the fact that brand trust has aipes
relationship with and customer retention has bdemwa. Ying-Kai and Nanhua (2015) conducted a stindy
Taiwan to determine the role of brand trust on rioyalty and brand equity. Their result indicatedt brand
trust can serve as a partial mediator for brandltgyand brand equity. In view of the above it $¢ablished that
brand trust has a positive link to customer brayélty which is a driver for customer retention.

DIMENSIONS OF BRAND TRUST

Brand Credibility

Erdem, Swait and Louviere (2001) conducted a sindlge United State of America to investigate tipact of
brand credibility on consumer price sensitivity itheesults indicate that brand credibility decreag®ice
sensitivity. Their results also indicate that aitgb the direction of the impact is the same, thgnitade of
brand credibility’s impact on consumer choices pride sensitivity vary across product categorissa function
of product category characteristics that affeceptiédl consumer uncertainty and consumer sengitteitsuch
uncertainty. From the above study it we can infiat 2 customer will be willing t pay for a branatithey deem
to be credible i.e. judging from past experiencethis study it is proposed that the higher thealitiéty the

higher the retention rate of customers.

Tae (2007) conducted a study in Athens Georgiacdéanine whether the framework of brand credibiliffeets
is applicable to service categories and to invagtichow the power of brand credibility’s impactfelif
according to service type. The theoretical framdwmoposed in his research expands previous workrand
credibility effects by incorporating a new construstructural equation modelling was used to testgroposed
model including six latent constructs: brand créityh perceived quality, and perceived value foomay,
perceived risk, and information costs saved, andhase intention. The results found that brand ibilést

exerts a strong effect on purchase intention byesming perceived quality, perceived value for nyoraend
information costs saved, and by decreasing perdeiisk across service categories. Further, findiatg®
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indicated that the magnitude of brand credibilityrapact on purchase intention varies across diftere
conditions in regard to service type.

In view of the above study we can observe thactmection between brand credibility and purchasention
has been established because the credibility obthed a dimension of brand trust has been showreta
driver for customer retention (Xuehua & Zhilin 2QX®nducted a study in China to examine the efiétirand
credibility on consumers’ brand purchase intenfioiEmerging Economies; the findings indicated thitnd
credibility exerts a positive influence on consushdérand purchase intention. In the light of thigdy the link
between brand credibility and purchase intention heen established. Brand credibility was measusédy the
dimensions of trustworthiness, expertise and ataeess. Brand credibility implies that consumeetieve that
the brand has the ability to deliver on what haanbygromised.

Basgoze and Ozer (2012) conducted a study in Ankariey to evaluate the gender effect on brandibilégl
and purchase relation. In their study in order teasure statement’s explanatory power of the vagbl
Confirmatory Factor Analysis was applied. Similaity order to examine the differences between bsand’
credibility Anova test was used. Also, for investigg linear effects linear regression and for stigating
moderation effects of demographic variables, haaal regression was used. Their results suggestorand
credibility influence the purchase intention foghitech products. This study also contributes t® dRisting
body of knowledge that in consensus that there @ositive link between brand credibility and pursha
intention which may lead to customer retention. rZal{2014) conducted a study in Iran to investighie
relationship between brand credibility and custahdrehavioural intention the study found that Ioran
credibility is positively related to satisfactidoyalty commitment, and continuance commitment; #rad brand
trust will lead to higher satisfaction and committhavould lead to lower switching propensity among
customers In view of the above studies we can state thahdiedibility will enable firms to enhance their
relationship with their respective customer and Molead to higher satisfaction and commitment among
customer and make them stay with the brand, thi®ofse can lead to customer retention.

The concept of Customer Retention

Scholars have defined customer retention in differeays for Gerpott, Rams and Schindler (2001) aust

retention is seen as the continuity of the busimekgions between the customer and company. Heon it is

paramount that the customer remains with the fiemd that the firm is able to maintain and sustiat t
relationship. (Lin & Wu, 2011) Indicated that,ertion and attraction of new customer are usedigasrd for

increase in market share and revenues this argusémntine with the already established positidrsoholars

(Rust, Zohorik & Keiningham 1995). Claimed thattiive retention of customer it is important for fitmknow

what to serve their customers, for examples pdst services are the important drivers for custoragmtions
(Saeed, Grover & Hwang, 2005) On their part stétedl it is important for product/service provideramphasis
on the quality of product and service. This positizas also collaborated by (Lin & Wu, 2011) wheeyt stated
that there is statistically significant relationsihietween quality commitment, trust and satisfacéind customer
retention and future use of product, as retensanfluenced by future use of product.

Lin & Wu 2011 indicated that that there is solidat®nship between customer retention and quality o
service/or products.

Evidence is available in previous literature thatdional commitment and loyalty program that gawvaricial
incentives have positive impacts on customer riterfi/erhoef, 2003).

Terblanche and Hofmeyr (2005) conducted a stud@dpe Town South Africa that compares two prominent
models, of customer retention namely the Americaist@mer Satisfaction Index (ACSI) and the Conversio
Model (CM). Both these models are used globallyneasure and predict customer retention. The outsarhe
the two models, namely customer loyalty in the aafsiae ACSI and customer commitment in the CM, thiee
measures used for comparing the customer retedétermination of the two models.

Respondents were required to respond to items fremACSI and CM scales in relation to the fast faod
motor car industries. The results produced by tli&SKAmodel to predict customer loyalty indicate aalve
relationship between customer loyalty and custosagéisfaction. The authors alluded that the findiagsin line
with the views of various authors who state thattamer satisfaction cannot be a sole predictorusfamer
loyalty. On the other hand the CM results diffensiderably from those of the ACSI model. This teeplained
emanated from the operationalisation of the two esd
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According to the authors the routes followed tcachea perspective on customer retention, is verfedint in the
two models. They further went on to point out tbastomer satisfaction which drives customer loyaityhe
ACSI model, does not appear to be a good prediztacustomer loyalty. Because the items employed to
measure customer loyalty also scored low on réiigbi

They also highlighted the fact that different itemgght improve such measurement. Thus they arghat t
satisfaction is also important in CM, but that thgportance of a brand to a customer as well astieding of
that brand in the consumer’s mind, relative too#ler competing brands, is a major distinguishangjdr of CM.
This weak relationship between customer loyalty andtomer satisfaction had been raised by a prarhine
researcher who has applied the ACSI in many styd@snson, 2003).

In the light of the above study we can deduce $bhablars are finding it difficult to agree on a sensus as to
the best model to use when measuring customerti@ieone observable fact about customer retensidhat it

has a degree of “ambiguity” since it embodies atétcal construct which cannot be observed diyd@lerpott,
Rams and Schindler, 2001). Consequently the waywhith, academics and practitioners define customer
retention, whether conceptually on empirically, wrsubstantial disagreement.

As we mentioned earlier customer retention has fmeca major area of consideration for businessséshas
been recognised as an important contributor toitatofity over the long term (Anderson and Sulliyar®93;
Fornell, 1992; Iniesta and Sanchez, 2002; Hesgeiser and Schlesinger, 1997; Heskett, 2002; DidkBasu,
1994; Anderson, Fornell and Lehmann, 1994). Thremsures of customer retention, namely satisfaction,
loyalty and commitment, have received wide coverigacademic journals in the past fifteen yearsved)
1999; Auh and Johnson, 2005; Wetzels, de Ruytevandirgelen, 1998).

Customer retention has also often been conceptdalsd operationalised as a dimension of the lpyalt
construct (Boulding, Kolra, Staelin and Zeithan893; Zeithaml, Berry and Parasuraman, 1996).

Customer retention is the strategic objective a¥isig to maintain long term relationships with tarsers. For
Ahmad and Buttle, (2001) customer retention isrthieor image of customer defection. They also statat a

high retention rate is equivalent to a low defettiate. According to Dawkins, and Reichheld, ()%@@stomer
retention can be defined as the number of custooh@rg business with a firm at the end of a finahgear

expressed as percentage of those who were actstercers at the beginning of the year. There is hewea

debate to the appropriateness of the interval ewch retention rate should be measured: is 1 reaadequate
time interval? Or do we consider other factors. 8amdustry analyst would rather; it be measuredceddimg on

the repurchase cycle found in the industry. Whes,cansider customer retention in an auto dealetshipan

insurance broker. We observe that Insurance pelimie renewed annually, unlike cars. Thus, ifribenal car

replacement cycle is 4 years, then retention gatell be more meaningful if it is measured oveyeérs instead
of 12 months as it applies to the insurance inglustr

DETERMINANTS OF CUSTOMER RETENTION

Customer satisfaction

Oliver (1991) claimed that satisfaction is tradigdly considered as an overall affective respomselting from
the use of a product or service. Several scholacsteelieved that satisfaction has a direct infagean customer
loyalty (Mittal and Lassar, 1998; Oliver, 1997) amgburchase behaviours (Kumar, 2002; Mittal and &lama,
2001).

Bloemer and Lemmink (1992) examined the assumeitiy@fluence of customer satisfaction on loyatya
car sales context. Specifically, three differenpety of customer satisfaction (satisfaction with tuae,
satisfaction with the sales service, and satisfactith the after-sales service), and two kindsogélty (brand
loyalty and dealer loyalty) were differentiated anweasured. Their results supported the hypothésis t
customer satisfaction with the car is a major daileant of customer loyalty, while sales servicésfattion and
after-sales service are major determinants of déajalty.

However, dealer loyalty was found to be an inteinvgrvariable in the relation between satisfactiod &#rand
loyalty. It was additionally found that the streingif the relationship between different types diséaction and
loyalty indicators differs between various markegments. Other studies anticipate direct, linead, gositive
effect of satisfaction on loyalty. Heskett et a@l997) suggested that customer loyalty should isereapidly
after customer satisfaction passes a certain thlésiConsistent with this “threshold” argumenthis been
found that “delighted” customers have a much highbeybability of retention than those who are merely
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“satisfied” (Oliver 1997). A series of recent steslihave also found evidence of nonlinearities for t
relationship between satisfaction and behavioanalty (Mittal et al 2001).

In the light of these studies this researcher betieghat customer satisfaction is positively relai@ customer
retention because the loyalty construct has beed umsthis study as one measure of customer reterfiiince
empirical evidence from the above studies showgbaitive influence of customer satisfaction orengion

Theoretical Background

Arjun and Moris (2001) in their work use the dimems “dependable”, “safe” and “honest” to evaludie
construct as well as highlighting the importancetttd brand trust concept. Delgado et al (20034 ubke
dimensions “credibility” and “intention” to identifthe Brand trust construct, while, Davies et @02) in
explaining the construct used the terms “warmtleipathy” and “integrity”.

Delgado and Munuera (2005) used the dimensionsahiéity” and “intension” to examine the brand ttus
construct, Similarly, Reast (2005) considered twimeahsions in explaining the construct they include
“credibility and performance”, for Kim and JonesO(®) brand trust is determined by several brand
characteristics such as “brand reputation” and ribraredictability” which they argue can better tmedi to
evaluate the construct of brand trust.

Louis and Lombart (2010) examine the brand trusistroct using the dimensions of “credibility”, “egrity”
and “benevolence”. For decades the conceptionasfbtrust has achieved appreciable implicatiohénfield of
marketing, not only for products as well as forvems (Kantsperger & Kunz, 2010). Harridge-Marclod@)
claimed that when we have to make a choice amoffigreiit products of a same category then brand tsus
involves. According to them it is an essential asgea person, product, organization, institutiom askill, the
buyer will go for brands that are trust worthy.

Lassar, Mittal, & Sharma (1995) claimed that trusthiness is a feeling the customer has about thedband
this informs the confidence the customer haver dle message the brand sends., the customevdsebad
trust the signal that comes from the brand. Theeefthe enterprise’s concern is to ensure thasitpeal that
comes from the brand is credible. The image andityuwd the brand is crucial to customer retenti@mnaudhuri

& Holbook (2001) also points out that brand trusha&nces the customer's confidence for brand; thigaise
product leisure pursuit or growth naturally, simestomer will always be buying from trusted brar@isholars
are in consensus on the critical role of brandttsush as in enhancing customer relationshipsasgga out by
Selnes (1998), and building customer loyalty ascamed by (Singh & Sirdeshmukh 2000; Betlal 2004), and
building commitment as indicated by(Morgan & Hur®9%) and building brand equity as indicated by
(Chaudhuri & Holbrook (2001).

However, research on the construct of brand teubirited. There is no consensus regarding the doofahe
construct. Furthermore, researchers haven't agupexh its dimensionality or approaches to measutimg
important construct. Of the few studies publish@haudhuri and Holbrook (2001) define brand trust as
consumers’ willingness to rely on the ability ofettbrand to perform its stated function Based orhsaic
conceptualisation; they developed a one-dimensimealsurement scale.

Delgado-Ballesteret al (2003) propose that a one-dimensional conceghtfdin completely ignores the
motivational aspects associated with the concebiclwmay limit the conceptual richness of the pheenon.
Thus, they define brand trust as the confident etgii@ns of the brand’s reliability and intentioinssituations
entailing risk to the consumer. Since consumergelthat a brand’s positive intentions towardsrthelfare
and interests is essential for it to be perceiv@trastworthy, this conceptualisation representsvgirovement
over a single dimension conceptualisation that sgg®s the construct space and reduces its coateptu
richness.

Therefore, in this study we propose a definitionfoand trust as the belief and confidence a coesimas that a
brand will satisfy his need this is because theassher believe that for a consumer to trust acthare must
an element of confidence and belief that the braifiddeliver on its stated function, also the stualyopts the
dimensions of Reast (2005) “Credibility” and “Perfance” though with a slight modification in thiBrand
Credibility” and “Brand Performance”.
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Descriptive Statisticsfor brand trust and its dimensions- Credibility and Perfor mance

Doesthe credibility of the brand of auto mobile

affectsyour satisfaction

Frequency Percent Valid Percent | Cumulative Percen
\Valid strongly disagree
3 .6 .6 .6

Disagree 6 1.3 1.3 1.9
Indifferent 18 3.8 3.8 5.7
Agree 210 44.3 44.3 50.0
strongly agree 237 50.0 50.0 100.0}
Total 474 100.0 100.0

Source (surgepestionnaire 2016)

From the table above 0.6% (3 respondents) strodfgigreed that the credibility of the brand affeittsir
satisfaction while 1.3% (6 respondents) were alsbim support that the credibility of the brandeaff their
satisfaction. Also 3.8% (18 respondents) were fadéht while, 44.3 %( 210 respondents) agreed ttietthe
credibility of the brand affects their satisfactiBmilarly 50% (237 respondents) were strongly upmort that
the credibility of the brand will certainly affettteir satisfaction

Doesthe credibility of the brand of auto mabile affects

your loyalty
Cumulative
Frequency Percent Valid Percent Percent

\Valid strongly disagree 12 25 25 25

Disagree 13 2.7 2.7 5.3

Indifferent 11 2.3 2.3 7.6

Agree 327 69.0 69.0 76.6

strongly agree 111 23.4 23.4 100.0

Total 474 100.0 100.0

Source (survey quesiaire 2016)

From the table above 2.5% (respondents) stronglyos® the notion that the credibility of the brand o
automobile can affect their loyalty to the brandileh2.7% (13 respondents) were also not in agreenfdso
2.3% (13 respondents) were indifferent over thaidsseanwhile, 69% (327 respondents) agreed that the
credibility of the brand affects their loyalty thet brand also 23.4% (111 respondents) were stronglypport

that the credibility of the brand affects their ddty to the brand

Does brand perfor mance of auto mobile affects

your satisfaction

Cumulative

Frequency Percent Valid Percent Percent
\Valid strongly disagree 20 4.2 4.2 4.2
Disagree 40 8.4 8.4 12.7
Indifferent 92 194 194 32.1
Agree 277 58.4 58.4 90.5
strongly agree 45 9.5 9.5 100.0]
Total 474 100.0 100.0

Source (survey questionn2i&6)
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From the table above 4.2%(20 respondents) stronggagree that the brand performance affects their
satisfaction to the brand also 8.4% (40 responjientsre also not in agreement while 19.4% (92 radpats)

were indifferent while 58.4% (277 respondents) edréhat brand performance affects their satisfaclickc%
(45 respondents) were strongly in support of thahth performance affects their satisfaction

Does brand perfor mance of auto mobile affects your

Loyalty
Cumulative
Frequency Percent Valid Percent Percent
Valid  strongly disagree

25 5.3 5.3 5.3
Disagree 58 12.2 12.2 17.5
Indifferent 112 23.6 23.6 41.1
Agree 208 43.9 43.9 85.0
strongly agree 71 15.0 15.0 100.0]
Total 474 100.0 100.0

Source (survey questaire2016)

From the table above 5.3% (25 respondents) disdgréth the statement that brand performance affdets
loyalty to the brand while, 12.2%

(58 respondents) were also not in support thatdbpsrformance affects their loyalty 23.6% (112 cesfents)
were indifferent however 43% (208 respondents)edjthat brand performance affects their loyaltthe brand
while 15% (71 respondents) strongly agreed thatdperformance affects their loyalty to the brand

Does advice from your colleagues, friends and neighbours affectsyour trust and continuous
patronagein a brand of

auto mobile
Frequency Percent Valid Percent |Cumulative Percenf
\Valid strongly disagree

27 5.7 5.7 5.7
Disagree 33 7.0 7.0 12.7
Indifferent 61 12.9 12.9 25.5
Agree 269 56.8 56.8 82.3
strongly agree 84 17.7 17.7 100.0
Total 474 100.0 100.0

Source (survey quesiaire 2016)

From the table above 5.7% (27 respondents) wesedgir opposed to the notion that advice from tfgénds,
colleagues and neighbours affected their branst ttad patronage, 7.0 % (33 respondents) werenais
agreement that the advice from their friends, egllees and neighbours can affect brand trust andnzage
12.6% (61 respondents) were indifferent also 56(86® respondents) were in agreement that the adrooe
their friends, colleagues and neighbours affechedr tbrand trust and patronage also 17.7%(84 rakgpus)
were strongly of the opinion that the advice frdmit friends, colleagues and neighbours affected thrand
trust and patronage

Test of Research Hypotheses

This section is aimed at testing the five researgiotheses stated in chapter one of this thesis Zftest is used
to run parametric analysis since the descriptivalyemis showed normal distribution of the dependzmd
independent variables this is aimed at identifytimg nature of the relationship between the dimewsaf brand
trust and customer retention
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Relationship between brand credibility and customer satisfaction

This study hypothesized in chapter one that thereoi significant relationship between brand crditiband
customer satisfaction. Table 4.15, Shows the statievidence of the relationship between thesakikes with
the t —test elation of the relationship betweemdreredibility and customer satisfaction (n=474).

Z-test: HO.: Brand Credibility & Customer Satisfaction

Z-statistic P_Value Cohens_d

3.17230 .00151 14571

Reject HO P-value< 0.05 Accept HO P-value > 0.05

Since the P-Value (.00151) is less than 0.05 wectdhe null hypothesis and accept the researcbthgpis.
This implies that there is indeed a statisticah#igant relationship between brand credibility acalstomer
satisfaction as depicted by the statistical evidenctable 4.15 we can therefore infer and argomfthe result
of this finding that there is a significant relatghip between brand credibility and customer satt&in.

Also the cohens —d value indicates that the samlen is 14.57% standard deviation larger than dipeilation
mean thus the magnitude of the difference in méaasnsidered to be small this implies that brarediibility is
significantly but weakly related to customer sati$ion

Relationship between brand credibility and customer loyalty

Hypothesis two HRin chapter one that there is no significant relaghip between credibility of the auto mobile
and customer loyalty. Table 4.16, Shows the stedilstvidence of the relationship between thesakibas with
the z —test of the relationship between brand biktgliand customer loyalty (n=474).

Z-test: HO,: Brand Credibility & Customer Loyalty

Z-statistic P-Value Cohens_d

5.01056 .001 .23014

Reject HO P-Value< (0.05) Accept HO P-Value > (0.05)

Since the P-Value (.001) is less than 0.05 we tefecnull hypothesis and accept the research hggat. This
implies that there is indeed a statistical sigafficrelationship between brand credibility and coer loyalty as
depicted by the statistical evidence in table Avk6can therefore infer and argue from the resuthisf finding

that there is a significant relationship betweesmbdrcredibility and customer loyalty

Also the cohens —d value indicates that the sammgan is 23.01% mean is standard deviation larger the

population mean thus the magnitude of the diffeeeincmeans is considered to be moderate. This @ phat
brand trust is significantly but moderately relatecdustomer loyalty

4.7.3Relationship between brand perfor mance and customer satisfaction.

In chapter one of this thesis , the researchenarthird hypothesis assumed that there is no oglstiip between
brand performance and customer satisfaction T4Ml@ Shows the statistical evidence of this assiamphese
variables with the z —test of the relationship ketwbrand performance and customer satisfactioird).

z-test: HO5: Brand Performance & Customer Satisfaction

z-statistic P-Value Cohens_d

6.88136 .0001 .31607

Reject HO P-Value< (0.05) Accept HO P-Value > (0.05)

Since the P-Value (.0001) is less than P-Value5j0wle reject the null hypothesis and accept theareh
hypothesis. This implies that there is indeed &ssizal significant relationship between brandfpenance and
customer satisfaction as depicted by the statistizidence in table 4.17 we can therefore infer arglie from
the result of this finding that there is a sigrafit relationship between brand performance andomest
satisfaction

Also the cohens —d value indicates that the samglen is 31.60% standard deviation larger thampdpelation
mean thus, the magnitude of the difference in mé&aosnsidered to be strong in other word the &ffecsize of
the is large this implies that brand performascgignificantly and strongly related to customeiséaction
4.7.4Relationship between brand perfor mance and customer loyalty.

In chapter one of this thesis the researcher iridheth hypothesis assumed that there is no reishiip between
brand performance and customer loyalty Table 4.8wWS the statistical evidence of this assumpticseh
variables with the z—test of the relationship betwbrand performance and customer loyalty (n=474).
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Table 4.18&-test: HO,: Brand Performance & Customer L oyalty

Z-statistic P-Value Cohens_d

5.33181 .001 .24.07398

Reject HO P-Value< (0.05) Accept HO P-Value > (0.05)

Since the P-Value (.0001) is less than -Value (0t suggest that there is a statistical sigaiftcrelationship
ship between brand performance and customer loyedtytherefore reject the null hypothesis and actiegpt
research hypothesis as depicted by the statigtiédénce in table 4.18 we can therefore infer agdeafrom the
result of this finding that there is a significaatationship between brand performance and custtoyaity

Also the cohens —d value indicates that the samman is 24.49%s standard deviation larger than the
population mean thus the magnitude of the diffeeeincmeans is considered to be moderate. This @ pliat
brand performance is significantly but moderatelated to customer loyalty

theinteraction of WOM on BT and itsdimensions

Sample Smx Mm Smx Mm Sd Sd x Mo Sd Sd x Msd
mean 2 2
4.25 4.25 x 4.23 8.77 0.39 0.39 x 0.65 0.126
4.16 4.16 x 4.23 9.00 0.49 0.49 x 0.65 0.159
17.77 0.285
Means of means =17.77
2
=8.88
Standard Deviation = 0.285
2
=0.142

We can now test our assumption in chapter oneisfthiesis were we stated that via the fifth {H@ypothesis
that word of mouth communication does not signifitbamoderates between brand trust and customentien
Table 4.21 Shows the statistical evidence of tesumption these variables with the z—test of thetiomship
between brand trust and customer retention loyaky74).

Table 4.20 z-test: HO5: WOM moder ates between Brand trust &

Customer Retention
z-statistic P-Value Cohens_d
705.735 .001 32.415

Reject HO P-Value< (0.05) Accept HO P-Value > (0.05)

Since the P-Values (.001) which is less than Pevd05) this shows that word of mouth is statihljc
significantly moderating between brand trust anstamer retention Therefore, we reject the null llgpsis and
accept the research hypotheses we can therefae anfli argue from the result of this finding thatrav of
mouth communication significantly moderates betwlerand trust and customer retention. Also the nehel
value indicates that the sample mean is 32.415%datd deviation larger than the population meanictWh
implies that word of mouth communication does digantly and strongly moderates between brand must
customer retention

Discussion of Findings

Our result show the significance of brand trust. (brand credibility and brand performance) posiiivelates
with customer retention (i.e. customer satisfactiod customer loyalty) and how word of mouth comizaiion
moderates between brand trust and customer retentio

Over all our results are consistent with the notimat brand credibility has a strong and positive significance
on customer satisfaction (antecedent of customer retention). This resultassistent with previous research
such as Lassar, Mittal, & Sharma (1995) that fotlnad trustworthiness (antecedent of brand cretipiinforms
the confidence the customers have over the mesbagorand sends., the customer believes andtiisignal
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that comes from the brand. Also Zahra, (2014) fotirad brand credibility is positively related tdisgaction,
loyalty, commitment, and continuance commitment drat brand trust will lead to higher satisfaction

This study has provided empirical evidence thagraiwith the views of the above studies, hence avestate
that brand credibility will enable firms to enhanteir relationship with their respective custoraed would
lead to higher satisfaction and commitment amorggacuer and make them stay with the brand, we belieat
this of course can lead to customer retention.

In addition, Talat, Mohammad, Rifat, and Imrah (2Dtonducted a study in Pakistan. They investigéted
relationship between brand trust, customer satistaand customer loyalty in the automobile secfdPakistan.
Their result shows that the relationship betweemdrtrust and customer loyalty is positive. Theyntven to
establish a relationship between customer satisfaand customer loyalty.

The findings of this study have also validatedphbsition of these scholars.

In addition our results show that word of mouth eaumication significantly moderatdsetween brand trust
andcustomer retention

This is consistent with previous research suchveee8ey et al. (2007) who suggested that the womrenfth is
a new way to achieve competitive advantage in tagket place

Also supported by with the work of previous schelauch as Yang et al. (2012). Citing a 2007 NrelStobal
Survey, that found that 78% of people found “recandations from consumers” as the form of advegisivat
they trust most

Our finding are the first to explain the antecedeaftbrand trust (brand credibility and brand perfance) as it
affect customer retention among auto mobile firaesafers) in Port Harcourt metropolis this resutigast that
the trust customer have on the brand they areteadssferring to the dealers of those brands afsgethas been
a “threshold” argument; it has been found thatitgheed” customers have a much higher probabilityedéntion
than those who are merely “satisfied” and woulddylaecommend the brand to their friends, colleagaed
neighbours. This position is further validated hy study as we observed that the recommendation &driend
or colleague has a highly significant influencetlo& choice of brand to buy

Conclusion

The chapter ended with a conclusion that studiéslisarature on brand trust and customer reterigonrtually
nonexistent in the developing economy like Nigexiaich is why this study is relevant to shed light that
particular area so as to instigate interest ofratbsearchers.

Based on the results of the findings in chapter,fthis study concludes that brand trust is beirarticed in
Nigeria. However, brand credibility an antecedehtand trust was found to be significantly andbsgly
related to customer satisfaction and customer tpy@ntecedents of customer retention) of the ayer
Nigerian consumer; while Brand performance was $edrave a significant but weak relationship totooeer
satisfaction and customer loyalty (antecedent efaraer retention).

Also word of mouth communication was seen to bengfly related to Brand trust and customer reterdimong
branded automobile firms in Port Harcourt Metrogpoli

Recommendation for further research areas

Areas this study recommends researchers to inagstfgrther are:

1. first, future research should consider the appiiity of findings in other countries and cultarof developed
and developing economy. Likewise, in order toiféee results can be generalized.

2. Further research should consider the extenthiwhwthe relations analyzed may occur in other potsl
services and brands.

3. More so, additional outcomes of brand trust migghincluded in the model to reach a better wstdading of
customer retention creation process and its CoRTE@S.

4. This study can also be replicated in other itriks

5. Furthermore, the findings are based on consunpaceptions, hence future studies could link ¢hes
perceptual measures with behavioural outcomedgsgroable metrics, and

6. Finally, the construct of brand trust can be sneed with firms’ market share.
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