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ABSTRACT

The study set to examine evaluate customers’ iietestrategies on customer satisfaction in the lmengector
in Kenya case of Equity bank Thika branch, Kenyasite their central role in the economy, banksfaced
with intense competition as a result of many simileoducts offered in the market, fast changindgnetogical
advancements and demanding customers. These gelbave rendered most traditional forms of cortipeti
advantage like cost management, technology, praegattires and robust marketing strategies ineffectbue
to this, most banks have resorted to customershtiein. Specifically the study investigated howtougers’
demographic factors (age, gender, income and lefvBdrmal education), service quality and corporiatage
affect customers’ retention in the banking industriKenya.

Data for this study was collected from 100 custandrEquity bank, Thika branch who were selectedugh
multistage sampling technique using a questionna@ine quantitative data was analyzed using SPSt Was
analyzed using both the descriptive and analytaziniques.

The study result found that the quality of servioffered by the bank has a great effect on custsmetention.
However, customers’ demographic factors like agsdegr, level of formal education and marital statad no
influence on customers’ retention. Further, thelgtiound that the bank stability, reliability amdvolvement in
community work will influence customers’ retention.

This study therefore recommended that banks shetuilk to ensure good quality service so that thesure
high customer retention. This can be achieved hyawing their opening hours and closing hours, dpefe
service, and degree of responsiveness to enqtimas,taken to get service and good communicatiah ttrie
bank staff. Further, banks should market themselwatsin their marketing they should emphasize their
uniqueness especially on their services and precdhitdred.
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1.0 INTRODUCTION

1.1 Background of the Study

Banking retailers recognize that customer satigfac{CS) plays a key role in a successful busirstisegy
(Aosa, 1999). What is unclear is the exact natfitbat role, how precisely satisfaction should btenaged, and
whether managerial efforts aimed at increasingfatiion lead to higher score in sales. Today, marsain the
banking sector undertake substantial efforts talaohCS surveys. Yet it appears that in most cieedata are
used to simply monitor specific attributes, andeesqlly overall satisfaction, over time. Unless thgact of
customer satisfaction on revenues is assessed gewarzave little basis for allocation of resources.

The concept of customer care is concern with custasatisfaction putting the customer first, antitipg needs
and problems, tailoring the product and servicesnget needs and being nice to customers it aldodes
service to the customer, delivery operation, emgdoyelationship with customer and internal relatiop
between employee and management. In developingroestcare strategies and programs, financial sesvic
organizations are managing products and servigdisedy systems, environment and people so asdaige an
efficient and caring service, getting things righe first time and maintaining standards.

Organizations are increasingly interested in ratginexisting customers while targeting non-custamer
measuring customer satisfaction provides an ingicabf how successful the organization is at primgd
products and/or services to the marketplace.

Customer satisfaction is an ambiguous and abstractept and the actual manifestation of the stdte o
satisfaction will vary from person to person andduct/service to product/service. The state ofstattion
depends on a number of both psychological and palysariables which correlate with satisfaction débrs
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such as return and recommend rate. The level ddfaetion can also vary depending on other optithres
customer may have and other products against wihechustomer can compare the organization's preduct
Because satisfaction is basically a psychologitates care should be taken in the effort of quatii
measurement, although a large quantity of resesrdhis area has recently been developed. Work dgne
Berry, Brodeur between 1990 and 1998.definedNationéversity of Modern Languages Islamabad ten 1pua
Values' which influence satisfaction behavior, tiert expanded by Berry in 2002 and known as theloenains

of satisfaction. These ten domains of satisfaciimeiude: Quality, Value, Timeliness, Efficiency, $&a of
Access, Environment, Inter- departmental Teamwdttont line Service Behaviors, Commitment to the
Customer and Innovation. These factors are empdd$or continuous improvement and organizationainge
measurement and are most often utilized to devéhap architecture for satisfaction measurement as an
integrated model.

Work done by Parasuraman, Zeithaml and Berry batvi®85 and 1988 provides the basis for the measnem
of customer satisfaction with a service by usirg glap between the customer's expectation of pesfacenand
their perceived experience of performance. Thisvides the measurer with a satisfaction "gap" whigh
objective and quantitative in nature. Work done b@ronin and Taylor propose the
"confirmation/disconfirmation” theory of combinirige "gap" described by Parasuraman, Zeitham| amd/Be
two different measures (perception and expectasfoperformance) into a single measurement of peréorce
according to expectation. According to Garbrandst@mer satisfaction equals perception of perforranc
divided by expectation of performance. Berry, Bnad&998.

A wide range of critical business challenges cheraes the dynamic and rapidly changing envirorinmien
which organizations operate today (Higgins, 198%h the forces of globalization, information tectogy and
intellectual capital, the levels of competitionfi@éncy and productivity of many companies haverbaffected
drastically (Maleche, 2004).

As a result of these drastic changes many compaaies resorted to survival strategies that legoraditability
through growth in sales and revenues. However, streltegies are affected by changing customer scdnel
orientations; economic stagnation, environmentallide, increased global competition and a host thieo
economic, political and social problems (Kotler &wxchstrong, 1997).

In order to survive in the midst of all this intéres competition, companies have been forced to ldpve
strategies that will help them maintain profitalyiland retain their share of the market. In thekivan sector
Aosa (1999) notes that, competition as a resulibefalization has led many banks merging, makimgtsgic
alliances, forming partnerships, making acquisitiand even taking to the drastic measures suchvassizing.
Other strategies resorted to are introduction a¥ banking services products into the market anchgimg in
intensive and extensive promotional strategies €etil 2004; Ngahu, 2001).

These strategies have been noted however, to lig aad do not give an organization a competitidge over
her competitors. This is because these strategiesasily imitated. Due to this, most organizaitike banks
have started focusing more on customer retentianaffective tool to gain a strategic advantagesamnvive in
today’s ever-increasing banking competitive envinent.

The argument advanced for customer retention @tively straightforward. It is more economical teep
customers than to acquire new ones. The costsgoiirity customers to “replace” those who have Heshare
high. This is because the expense of acquiringoousts is incurred only in the beginning stages haf t
commercial relationship (Reichheld and Kenny, 199f)addition, longer-term customers buy more ahd,
satisfied, may generate positive word-of-mouth pstiom for the company. Additionally, long-term caoisters
also take less of the company’s time and are kssitive to price changes (Healy, 1999).

The key variables influencing customers’ selectiba bank include the range of services offeregbrest rates,
fees and prices charged (Abratt and Russell, 1998)apparent that superior service, alone, tssudficient to
satisfy customers. Prices are essential, if noteniportant than service and relationship quaktytthermore,
service excellence, meeting client needs, and gimyiinnovative products are essential to succaesthé
banking industry. Most private banks claim thatatireg and maintaining customer relationships angoiriant to
them and they are aware of the positive values tlationships provide (Colgate et al., 1996). @ithe
significance of customers’ retention in the bankimdustry, this study will examine the factors thatld lead to
customer retention using the case of Equity bankhika.

1.2 Statement of the Problem

The Banking industry occupies a key position in Kemyan economy. It creates deposits which effaaisey
supply for business activities, carrying numerousaricial services like deposits safety and creatdn
employment (Kamanu, 2004). Despite their centrdé rim the economy, banks are faced with intense
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competition as a result of many similar productderafd in the market, fast changing technological
advancements and demanding customers. These dedléave rendered most traditional forms of cortipeti
advantage like cost management, technology, praegattires and robust marketing strategies ineffectbue

to this, most banks have resorted to customernshtiemn.

As noted by Wei and Chiu (2002,) customer retentioa common concern for many industries and aiaruc
issue for sustainability or bottom-lines in todagempressed market place as it increases sales sigaificant
saving in market. This is due to the fact that &g a new customer is more costly than retairdngexisting
one, long-time customers tend to be less priceitdamnspermitting higher prices to be charged angal
customers are more likely to provide free, word nabuth advertising referrals. This way the impact of
competition is minimized.

Despite all resources invested in promotion ofaloy among customers, it is increasingly elusiveaimost
every industry. A better appreciation of the ungiag forces that influence the loyalty of customisrgmportant
before they defect. Such appreciations will alsip lsempanies improve their current efforts to emage other
customers to spend more and stay with them. Thidyswill be important as it will appreciate suchastgies
especially in the banking sector where there isoalpm of customer retention.

2.0 LITERATURE REVIEW
2.1 The Banking Industry and Competition.

Banks have the prime responsibility of providingafincing requirements for businesses and carryvbgiding
responsibility of deposit safety. However due tmwanber of players in the industry and CBK poliy
encouraging the non-banking financial institutiotts convert into commercial banks, competitionhie sector
has become very stiff (Maleche, 2004; Aosa, 1999).

Further, the economic trends in the world have dadmpact on the Banking industry in Kenya. Compani
have increased their use of Information Technol@@y in their operations and creative use of corepitin
business has led to the impressive reduction inscas well as injecting increased flexibility, sgeand
convenience in conducting business. This has I¢ketalecline of market share (Aosa, 1999).

With these diverse challenges in the banking seotost banks have shifted away from the traditighategies
of product development and diversification, aggressnarketing campaigns, promotional strategies ad
branding which are all focused on the externalast (Maleche, 2004). In this case, use of cust@®esice to
provide a competitive edge is fast becoming evesi@istrategy and thus ineffective (Zeithaml andn&it
1996). Due to this customer retention has becomenitst cost effective way of gaining a competitdge.

2.2 Customer Retention.

The concepts of relationship marketing and intévaainarketing are receiving increasing attentiomasketers
focus on how to maintain and enhance customerioakitips with existing customers rather than attrasw
customers. According to Gronroos, (1983) ‘the tiadal view of marketing as a function for spectdi
planning and executing a marketing mix may not begether true where services are concerned.” The
marketing mix approach is frequently too limitecddaoes not cover all the activities that appeacustomer
relationships at various stages of the customatioglship lifecycle.

Instead of this narrow transactional view of mairkgt marketing is now increasingly seen as beingcemed
with relationships. Whilst some relationships dat mavolve any social relationship or interactionther
relationships may involve many interactions betweestomers and employees and evolve over long genb
time.

2.3 Customer Relationship

According to Gumersson, (1987) long-term relatigpsiwith customers are especially important in Bes,
where relationships with customers can be more resipe to establish. The emphasis on relationshipsso
important in industrial markets. This does not m#wt short-term sales are not desirable. In thety may be
very profitable. However, if close and long-termat®mnships can be achieved, this will lead to éazed
profitability for the company and reduced costs avake market entry or share gain difficult for catitors.
Customer service is a key ingredient in relatiopgmiarketing and therefore in customer retentionwéicer,
Lewis, (1989) points out that emphasizing servicene thing; delivering it is another. In fact,dmnsiders that
emphasizing service is not the most appropriategagut to adopt. His basic idea is that emphasisiidhoe
placed on the customer and that focusing on thmmes renders marketing and service inseparable.

Thus management policies that enhance customedbsarvice often prove to be a firm’'s best markgtin
strategy. Roberts-Phelps, (2001) goes further thanto describe a new synthesis between qualitgtotner
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service and marketing. He argues further, thatityuial also a key linkage in the exchange relatigm$etween
the organization and its customer. He maintains uhess management can bring these activitieghegevith
new forms of collaboration and cross-functionalrcimation, there can be no sustainable competittheantage.
Relationship marketing can therefore be seen asal point for integrating customer service andligguavith a
marketing orientation.

Much of the literature on retention marketing dsamn the philosophy of relationship marketing aodutes
primarily on the impact of retention marketing oonmpany profitability and various strategies andnplao
improve customer retention rates. Dawkins and titeld, (1990), argue that service firms devote robsheir
resources to attracting new customers, but few ¢gjkl trouble to retain existing customers.

According to Gilliam (1994), one of the key elenerdf business success and profitability is customer
satisfaction. That is the more satisfied the custrine more durable the relationship. And the éortbis lasts,
the more money the company stands to make. Thetaffelongevity on profits can be explained by sale
factors: First, when acquiring a new customer i ¢s incurred only at the beginning of the relaship. This
means when a customer stays longer, this costrismzied. Secondly, retaining customers means thedunt
maintenance costs as a percentage of income tenldsline over the life of the relationship leadiogncreased
revenues. Third, long-time customers tend to be fE&e sensitive, permitting higher prices to harged.
Fourth, long-time, satisfied customers are likadyprovide free, word of mouth advertising referrdlastly,
long-time customers are likely to purchase additiqgroducts/services retaining Customers’ makesfficult
for competitors to enter a market or increase taees

2.4 Customer Life cycle

In designing customer retention strategies it'pontant to understand customer life cycle. Thigssential
because it will enable the organization to know twhaeeded in each stage of customer life cycteofding to
Roberts-Phelps, (2001) there are four stages dbmes life cycle namely; contact, acquisition, reten and
loyalty. Each stage has specific goals and stiegetg achieve them.

The goal of the Contact Phase is to gain a netomes through marketing, advertising, telemarketjpersonal
selling, direct mail, promotions and publicity. tBetion Phase aims to create long-term, committet layal
customers by developing service philosophy, inénggthe responsiveness to customers, identifyirthcmsing
service gaps, improving the service recovery preceseasuring customer satisfaction, rewarding pesit
customer behavior and knowing the business reteméilated costs. At Loyalty Phase, the goal isxtersd your
customer’s loyalty by defining loyalty and custonidetime, knowing their lifetime value and averaget
worth, counteracting defection rates and pattaindgerstanding loyalty calculations and knowing llusiness
costs associated with defection rates.

Roberts-Phelps (2001) observes that many orgamizatose a significant proportion of their custorbase
every year despite spending a lot of resourcesttiacding customers. To Robert-Phelps, there arows
reasons behind any customer defection and reterfttoese are; first, while price may be importanaitracting
new customers, it is a minor issue in developingally and retaining customers. Secondly, such ipghys
factors as a ‘more convenient location’ are alsuked quite low, as are competitors’ action and inioa.
Third, one of the most common and significant reafees customer switching and disloyalty is the ffelience
and inattention of the business and, from the cost&s point of view, the lack of any real reasonstay.
Fourth, most surveys highlight poor service as aemmmmon reason for switching suppliers than price
advantage. Fifth, sophisticated customers do niyt expect and demand more, they are also moreutatesin
saying so. Sixth, buying even the simplest prodiucservice customer wishes, is a very complex si@ai
making process. Seventh, competition has incredsanhatically — globalization, advanced technologyl a
many other factors have led to businesses to begpfaster, having a higher quality, being quickemnovate
and being more price-competitive.

2.5 Quality of Service

Quality service has been given a lot prominence asajor ingredient of customer retention. According
Feigenbaum, (1983) "quality is what the customgs s$iis". In striving for quality services, orgaations must
therefore know who their customers are and what #xpect from the service. Quality consists ouaber of
dimensions Garvin (1984), Seawright and Young, €)9%vhich were categorized for services into five
dimensions by Parasuraman et al (1988) within tBR\BQUAL measurement instrument. These are; first, t
gap between customer’s expectation and managersecgpiion — management may fail to decipher cdyrect
what customers want, Secondly, the gap between geament and customer perception on service quaiity.
this case the management might correctly percdieectistomers’ needs and wants but fail to set Spéci
performance standards as per the customer exmetafihird, the gap between service quality speatihins
and service delivery — employees may lack the s#guskills or be unwilling to meet performancenstards.
Fourth, the gap between service delivery and eatecommunications — customers may be affected by th
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company image and advertisements. Lastly, the gapden perceived and expected service — this oedues
customers have a different perception on the setwiing offered.

In customer retention therefore, definition of dtyals not restricted to the end product or seryimet include
issues of employee fulfillment, continuous improwetnand management directions Deming, (1986). Ttwere
companies in trading services can utilize a ranigeystems, including reward incentives and part gany
ownership, to generate an interest by those praduor delivering the product or service in achigvin
continuous improvement and meeting or exceedintpmer expectations.

According to Kimonye, (1998), quality service iettegree of match (fit) between expectations (podprand
the actual service provided by the service gividre greater the fit, the higher are the levelsatitfaction to the
customer. The primary purpose of quality serviceustomers is to achieve a broad customer basaltyoynd
retention. This means that the banking sector nwustrive to be efficient and be able to providenpetitive
services in order to meet customers’ satisfactimh@istomers’ perception of value.

2.6 Customer’s satisfaction

Customer’s satisfaction for many years has beeoepard as key in determining why customers leavstay
with an organization. Organizations need to know hHo keep their customers, even if they appeardo b
satisfied. Reichheld (1996) suggests that unsatisfustomers may choose not to defect, becausedtheypt
expect to receive better service elsewhere. Aduitly, satisfied customers may look for other pdevs
because they believe they might receive betteicerlsewhere.

However, keeping customers is also dependent mangber of other factors. These include a wider eaonfy
product choices, greater convenience, better priaed enhanced income (Storbacka et al., 1994nefor
(1992), in his study of Swedish consumers, notas d@lthough customer satisfaction and quality appede
important for all firms, satisfaction is more impamt for loyalty in industries such as banks, iasge, mail
order, and automobiles.

loanna (2002) further proposed that product difiegion is impossible in a competitive environméké the
banking industry. Banks everywhere are deliverihg same products. For example, there is usually onl
minimal variation in interest rates charged orridnege of products available to customers. Bankeprare fixed
and driven by the marketplace. Thus, bank managemeads to differentiate their firms from compet#to
through quality service. Quality service is an imgtive element impacting customers’ satisfactiorelen the
banking industry. In banking, quality is a multiriable concept, which includes differing types oheenience,
reliability, services portfolio, and critically, ¢rstaff delivering the service.

On the other hand, Reidenbach (1995) argued thstbmer value is a more viable element than customer
satisfaction because it includes not only the ubealefits that most banks focus on but also a dersiion of
the price that the customer pays. Customer val@dgnamic that must be managed. Customer satsfaist
merely a response to the value proposition offénedpecific products/markets (Reidenbach, 1995).tldy
view, banks must determine how customers defingeviad order to provide added-value services.

2.7 Corporate Image

Today’s consumers have more choices for their irtdmeeds than ever before. Technology, globatinat
increased competition and increased consumer rpliive dramatically changed the way people bank
(Harwood, 2002). Many financial institutions areking at branding techniques to differentiate thelwes.
Harwood (2002) argued that branding, as a toblitil image, is critical in the banking industry evk all firms
offer about the same kinds of products. Hences itritical that banks have a comprehensive knoveealy
customers’ values, attitudes, needs and perceptbnarious services the bank offers and the imabeh
customers have of the bank itself (Kaynak, 198&cokdingly, bankers must be able to build and marthgir
bank’s image in order to clearly define the diffezes between their bank and its competitors.

Bharadwaj et al. (1993) argue that services ar@hhigmtangible and are, therefore, high in experemand
credence qualities. As a consequence, brand réputes important as a potential competitive advgeta
Alvarez (2001) proposed that logic is no longerwgioto sell the benefits of an intangible producservice,
especially with commodity products and skepticahstomers. This situation calls for emotion or image
change the perception of the audience in any reptafound way (Alvarez, 2001). Furthermore, botariur
(1988) and Gronroos (1984) proposed image as emative to product differentiation.

3.0 RESEARCH METHODOLOGY

3.1 Research Design

This study adopted a descriptive research desidns Was considered appropriate because it was more
concerned with describing the characteristics pfagicular phenomenon by seeking to answer questiéa
what, when and how (Zikmund, 2000). The target fetn of the study was 300 customers of Equitykhan
Thika branch but sample size of 100 respondentsdess since 0.002% of the total number of custanfiés in
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the recommended minimum sample size of any surssarch.

In selecting respondents, systematic random sammlias used in selecting respondents. In this daseotal
number of customers was divided by the predetemnsample size which gave the sampling interval. The
sampling interval determined the customers who weresidered for the study. Those who were selectweit,
contacts details were noted and used for sendmgulestionnaires. The systematic random samploithigue
was chosen so that each customer in the study atigruhad equal probability of being selected. aDatalysis
was done whereof questionnaires from the respoadestte edited to ensure completeness and congistemis
was facilitated by a codebook that was developddreaghe data was analyzed. This study utilizedsthagistical
package for social sciences (SPSS) in the orgamizand analysis of quantitative data from closedesl
questions.

4.0 Data Presentation and Interpretation

4.1 Customers’ Demographic and Customer Retention &e

This study investigated whether demographic diffeess impact the respondents’ decision to remaih it
leave Equity bank. Demographic variables includerirespondents’ age, gender, educational leveljrmaoadne.

In this objective it was assumed that customersiagraphic factors are likely to influence custorndefection

to other banks.

In this study, Chi-square analysis findings indéchtthat there was no association between customers
demographic factors and customers retention intidudnk. Further. Spearman bivariate correlatinalysis

did not indicate any association between bank tieterand age, level of formal education, maritaltss and
income as shown ifmable 1.

Table 1 Relationship between Customers’ Demographic Factmd Customer Retentiolmdependent
Variable
Gender Age Mistatus Level edu. ome

Dependent variable

Customers’ retention

r .005 -.101 -.0604 -228 -147
2 .0l11 2.758 7.170 15.838.40
df 2 6 4 6 12
Sign. .995 .838 A27 115 .639
N=100 p*<0.05, p**<0.01 P**<0.000

4.2 Quality of Service and Customer Retention

The second objective of this study was to examihether there is a significant association betwaelity of
service and customer retention. In this study it wastulated that helpfulness of branch staff, mmyu of
transaction in the bank, branch opening and clokiogrs, the bank efforts to inform customers ahoew
products and services, good communication, faicepdharge for banking transaction and reliabilitybank
electronic product had significant association weitistomers retention.

In this study the chi-square analysis findings ¢atkd that there was a significant association &etw
helpfulness of branch staff (Hstaff), accuracyrahsaction in the bank (accuracy), branch openmbgcosing
hours (o/c hr), the bank efforts to inform custosneabout new products and services (newpr), good
communication (gcomm), fair price charge for bagkiransaction (fair pr) and reliability of bank eienic
product like ATM (rel) and customers retention hewen inTable 2

Table 2 Relationship between Quality of Services and GustoRetention
Independent Variable

Hstaff. acco/chr. newpr. comm. fair pr rel.
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Dependent Variable
Customers’ retention
r .442* A40Q7* 595* 546 570** .548*  570*
2 26.298 33.605 42.356 42.800 42.964.410 39.405

df 6 6 6 6 6 6 6
Sign.. 000 000 .000 .000 000 .000 .000
N=100 p*<0.05, p**<0.01 P***<0.000

The table 2 also shows that the Spearman bivac@telation analysis indicated a strong associdbetween
the customers retention and helpfulness of branaff §=.442**; p< .01), accuracy of transaction the
bank(r=.407**; p< .01), branch opening and closimgurs(r=.595**; p< .01), the bank efforts to inform
customers about new products and services (r=.54862*01), good communication(r=.570**;p<.01), faiice
charge for banking transaction(r=.548**;p<.01) aatiability of bank electronic product(r=.570**; p€1).

4.3 Corporate Image and Customer Retention

The third objective of this study was to investegétthere is a significant association betweerpooate image
and customer retention. In this study the Chi-sguanalysis findings showed there is only a sigaiftc
association between customer retention and when bdrek is widely known (B-known) and bank’s
distinctiveness and uniqueness (B-unique/distiecidss) as shown in Table 3. No significant asoniavas
found on customer retention and bank stability {@ske), bank reliability (B-reliable) and the bankolvement
in community work (B-community).

Table 3 Relationship between Corporate Image and CustoragmiRon

Independent Variable

B-Known B-stable B-Reliable B-community distinaness

Dependent Variable

Customers’ retention

R 446%  -050 -.096  -.030.095**
72 23.685  2.792 5493  4.9571.482
df 4 4 4 4 4
Sign. 000 593 240 922 000
N=100 p*<0.05, p**<0.01 P***<0.000

The table also shows that the Spearman bivariateslation analysis indicated a strong positive aisgmn
between customer retention and bank widely knowm4@6**; p< .01) and bank uniqueness/ distinctiv@ne
(r=.095**; p< .01).No significant association walsafound™ between customer retention and bankilisyab
bank reliability and bank involvement in commursggrvices.

5.0 SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

In this chapter, the summary of the major reseéirdings of the study are discussed. On the basibase
findings, conclusions are drawn and recommendatitias would form the basis of the factors affecting
customers retention in the banking industry.

5.2 Summary of the Major Findings
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This study investigated the factors affecting comp retention in the banking industry, a case stfdigquity
bank Thika branch. Specifically the study attemgtethvestigate how quality service, customers’ dgraphic
factors and corporate image affect customer reteriti Equity bank.

The study found that many customers of Equity baak moved from other banks. The reasons for their
defection were; poor quality of services, unfaiamdes, does not meet customer expectations and wetre
efficient. Further the study found that most regpaonts indicated to have a lot of loyalty to theiegent bank.
This is because most respondents were not conténtplaf moving to another bank. Some of the reasons
influencing customers’ loyalty were: good qualitgrngce which was characterized by personalizedisesy
reliable service and competent staff and competiiice for banking transactions.

The study also found that customers’ loyalty way weportant in marketing the organization to nastomers.
This was because most respondents indicated todramamiraged non customers to join the bank anc: thvb®
are already customers said they got informatioruati® firm from their friends who were customers.

Lastly, the study found that quality of serviceelikelpfulness of branch staff, accuracy of transadn the
bank, branch opening and closing hours, the bafoktefto inform customers about new products amdices,
good communication from the staff, fair price chaarfpr banking transaction and the bank reliabilitfy
electronic products like ATM had a strong positagsociation on customers retention.

However in this study, it was found that custometemographic factors like age, gender, level omfar
education and marital status had no influence statuers’ retention. Further, the study found that bank’s
stability, reliability and involvement in communityork did not influence customers’ retention.

5.3 Conclusions

This study concludes that quality of services hiedpfulness of branch staff, accuracy of transadtiothe bank,
branch opening and closing hours, the bank eftorigform customers about new products and seryvgpesd
communication from the staff, fair price charge fanking transaction and the bank’s reliabilityetéctronic
products like ATM had a strong positive associatiorcustomers retention and the bank’s unique ces\to her
customers are important factors for customers tieten

5.4 Policy recommendations

First, the study recommends that banks shouldestavensure good quality service so that they ensustomer
retention. This can be achieved by improving tbeiening hours and closing hours, speed of seraité degree
of responsiveness to enquiries, time taken to getice and good communication between the bank ataf
customers.

Second, banks should ensure that they strive takahéinemselves so that they can be widely knownweéier,
in their marketing strategies, they should empleasin their uniqueness especially on their servioes
products. Also adequate information should be giteeaustomers especially on new products or sesvithis
information should be accurate and adequate.

5.5 Area for Further Research

The study recommends that another study be capuédn the impact of employees’ satisfaction onauser
retention in the case of the banking industry.
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