


IMPACT OF SERVICE QUALITY ON CUSTOMERS’ RETENTION IN NIGERIA BANKS


ABSTRACT
This study examined the impact of service quality on customers’ retention in Nigeria. The study proxied the independent variable with three variables namely; reliability, responsiveness and tangibility while the dependent variable was customer retention. The study employed primary data sourced questionnaire administered online. The study’s population comprised all banks customers who could be reached online. These deposit money banks included those bank that have fewer branch network but with huge online presence like Opay, Palmpay, Moniepoint. The study employed purposive sampling technique because the study wanted to focused on those who made of the aforementioned banks. Descriptive statistics was employed in explaining the socio demographic of the respondents. Data were presented with tables, using percentage and analyzed with chi-square. Findings from the study indicated that service efficiency has significant effect on the customers’ retention by deposit money banks in Nigeria. Also, banks’ tangibility has significant effect on the customers’ retention by deposit money banks in Nigeria and lastly, service responsiveness helps to improve the customers’ retention by deposit money banks in Nigeria significantly. Thus, the study concluded that service quality has significant impact on customer retention by deposit money banks in Nigeria. This implied that Nigerian banks stand a better chance of retaining the loyalty of their customers with better and improved service quality which would improve their overall performance. Therefore, the study recommended that Bank managements are advised to be more efficient and proactive in handling their customer’s challenges and complaints. Customers’ challenges and complaints should be resolved faster and with appropriate compensations.
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Introduction
The Nigerian banking industry has undergone significant transformation over the past decade, driven by technological innovation, regulatory reforms, and increasing competition among financial institutions. As banks strive to differentiate themselves in a saturated market, service quality has emerged as a critical determinant of customer retention. Contemporary banking customers demand services that are reliable, responsive, and supported by adequate physical and digital infrastructure. Empirical evidence shows that customers increasingly prioritize convenience, system efficiency, and prompt service delivery when choosing and remaining with a bank (Ojiaku et al., 2023). In this regard, service quality, measured through dimensions such as reliability, responsiveness, and tangibility, has become a strategic tool for enhancing customer loyalty and sustaining long-term profitability in the Nigerian banking sector.

Customer retention has emerged as a critical managerial concern, particularly within highly competitive markets where increasingly assertive consumers make decisions to remain with or switch providers based on both rational evaluations and emotional considerations. Furthermore, contemporary customers demonstrate heightened sensitivity to quality, strong value orientation, and a pronounced attraction to organisations with favourable and credible corporate reputations. In parallel, rapid technological advancement and evolving economic conditions continue to generate unpredictable opportunities and challenges, prompting organisations to actively adopt and integrate technological innovations as a means of ensuring their continued viability (Rahman et al., 2017).
Despite the growing emphasis on customer acquisition, retaining existing customers remains a major challenge for Nigerian banks due to rising customer expectations and the proliferation of alternative financial service providers, including fin-tech firms. Customer retention is particularly important because it is more cost-effective than acquiring new customers and contributes to stable revenue generation. However, reports indicate that inconsistencies in service delivery, delays in transaction processing, poor complaint handling, and inadequate physical facilities continue to undermine customer confidence in many Nigerian banks (Kenyon & Sen, 2015; Manali, 2014).  Studies have shown that while some dimensions of service quality, such as system efficiency and responsiveness, positively influence retention, others like reliability may not always produce consistent outcomes across different banking channels (Ajibola et al., 2026; Al-Azzam, 2015). This inconsistency raises concerns about the effectiveness of current service quality strategies in ensuring sustained customer retention.
Furthermore, existing literature reveals that service quality significantly influences customer retention both directly and indirectly through customer satisfaction. For instance, recent studies in Nigeria demonstrate that trust, service technology, and satisfaction play crucial roles in strengthening customer retention in deposit money banks (Abinabo et al., 2025). Similarly, research on digital banking platforms indicates that improvements in service quality (particularly in responsiveness and ease of use), enhance customer loyalty and repatronage intentions (Yusuf & Bala, 2021). However, much of the literature has focused on broad or composite measures of service quality without isolating specific dimensions such as reliability, responsiveness, and tangibility. This limits the ability to identify which aspects of service delivery most strongly influence customer retention in the Nigerian context.
In addition, several gaps remain in the literature. First, many studies have concentrated on electronic or mobile banking services, with limited attention to the combined effect of physical (tangibility) and functional (reliability and responsiveness) service quality dimensions (Ojiaku et al, 2023; Abinabo et al, 2025). Second, most studies adopt cross-sectional designs, thereby failing to capture the dynamic nature of customer retention over time (Suleiman & Saleh, 2023). Third, there is a lack of consensus regarding the relative importance of individual service quality dimensions, as findings across studies remain inconsistent (Uloko et al, 2024; Ighomereho et al 2022). Finally, few studies have provided an integrated framework that simultaneously examines reliability, responsiveness, and tangibility as predictors of customer retention in Nigerian banks (Yusuf & Ologunwa, 2024). Therefore, this study seeks to address these gaps by empirically examining the effect of these core service quality dimensions on customer retention within the Nigerian banking industry. The broad objective of this study is to examine the impact of service quality on customers’ retention in Nigeria banks, while the specific objectives are to:
i. examine the impact of reliability on customers’ retention in Nigerian banks;
ii. investigate the impact of responsiveness on customers’ retention in Nigerian banks;
iii. determine the impact of tangibility on customers’ retention in Nigerian banks.
Literature Review
Service quality has been widely recognized as a critical factor influencing customer behaviour and organizational performance, particularly in the banking industry where services are largely intangible and customer experience-driven. Service quality refers to the extent to which a service meets or exceeds customer expectations (Parasuraman et al., 1988). In the context of banking, it encompasses various attributes that shape customers’ perceptions of service delivery, including reliability, responsiveness, and tangibility. These dimensions are particularly important in developing economies like Nigeria, where customers are increasingly sensitive to service efficiency, accessibility, and the overall banking environment. High service quality enhances customer satisfaction, builds trust, and ultimately strengthens customer retention (Zeithaml et al., 1996; Kotler & Keller, 2016).
Reliability is one of the most fundamental dimensions of service quality and refers to the ability of a bank to perform promised services dependably and accurately (Parasuraman et al., 1988). In the Nigerian banking industry, reliability is reflected in consistent service delivery, error-free transactions, and the ability to provide services as promised. Customers expect their banks to process transactions accurately, ensure system uptime, and safeguard financial information. Empirical studies have shown that reliability significantly influences customer trust and satisfaction, which are key drivers of retention (Ojiaku et al., 2023; Yusuf & Bala, 2021). When banks fail to deliver reliable services, customers are more likely to switch to competitors, especially in a highly competitive and technology-driven environment.
Responsiveness, on the other hand, refers to the willingness and ability of bank staff and systems to provide prompt services and assist customers when needed (Parasuraman et al., 1988). It includes timely responses to customer inquiries, efficient complaint resolution, and quick service delivery across both physical and digital platforms. In Nigeria, where customers often face delays in service delivery, responsiveness has become a major determinant of customer satisfaction and retention. Studies have demonstrated that prompt service and effective complaint handling significantly improve customer loyalty and reduce switching intentions (Bankole et al., 2020; Sulaiman et al., 2021). Therefore, banks that prioritize responsiveness are more likely to build strong customer relationships and retain their clientele.
Tangibility represents the physical aspects of service delivery, including the appearance of banking facilities, equipment, personnel, and communication materials (Parasuraman et al., 1988). Although banking services are largely intangible, tangible elements play a crucial role in shaping customer perceptions and experiences. In the Nigerian banking context, tangibility includes well-maintained banking halls, modern equipment such as ATMs and digital interfaces, and the professional appearance of staff. Research indicates that tangible cues influence customers’ confidence in the bank and contribute to overall service quality perception (Akinyele et al., 2013; Ighomereho et al., 2022). A conducive physical environment not only enhances customer satisfaction but also encourages repeat patronage and long-term retention.
Customer retention refers to a bank’s ability to maintain long-term relationships with its customers by ensuring continued patronage over time. It is a key performance indicator in the banking industry, as retaining existing customers is more cost-effective than acquiring new ones (Kotler & Keller, 2016). Retention is influenced by several factors, including service quality, customer satisfaction, trust, and perceived value. In recent years, studies have emphasized that service quality dimensions such as reliability, responsiveness, and tangibility are significant predictors of customer retention in the Nigerian banking sector (Abinabo et al., 2025; Uloko et al., 2024). When customers perceive high service quality, they are more likely to remain loyal, recommend the bank to others, and resist switching to competitors.
The conceptual relationship between service quality and customer retention is well established in the literature. Reliability ensures consistent and accurate service delivery, responsiveness enhances customer experience through prompt service, and tangibility reinforces positive perceptions through physical evidence of quality. Together, these dimensions form the foundation upon which customer satisfaction and retention are built. However, the relative influence of each dimension may vary across different banking environments, thereby necessitating further empirical investigation within the Nigerian context.
Theoretical Framework
The theoretical foundation of this study is anchored on the SERVQUAL model and the Expectation-Confirmation Theory (ECT), which together explain how service quality influences customer retention in the banking industry. The SERVQUAL model, developed by Parasuraman et al. (1988), posits that service quality can be assessed through dimensions such as reliability, responsiveness, and tangibility, which are central to this study. Reliability reflects the bank’s ability to deliver accurate and dependable services, responsiveness captures the promptness and willingness to assist customers, while tangibility relates to the physical facilities and appearance of service delivery channels. These dimensions shape customers’ perceptions of service quality and determine their level of satisfaction. In the Nigerian banking context, where customers interact with both physical and digital service platforms, the consistent delivery of these service attributes is essential for building trust and maintaining long-term relationships.
Complementing this, the Expectation-Confirmation Theory (Oliver, 1980) explains the mechanism through which service quality translates into customer retention. The theory posits that customers form expectations prior to service consumption and subsequently compare actual performance with these expectations. When service performance meets or exceeds expectations, positive confirmation occurs, leading to customer satisfaction; this satisfaction, in turn, fosters loyalty and retention. Conversely, negative disconfirmation results in dissatisfaction and possible switching behaviour. By integrating these theories, this study assumes that high levels of reliability, responsiveness, and tangibility will enhance customer satisfaction and ultimately lead to increased customer retention in the Nigerian banking industry.
Empirical Review
Ajibola et al. (2026) examined the effect of customer service on the performance of selected deposit money banks in Nigeria. The study, conducted in Lagos State, used service quality, customer satisfaction, and customer retention as key variables. Data were collected from 265 respondents using structured questionnaires and analyzed with regression techniques. Findings indicated that service quality and customer satisfaction significantly affect customer retention and overall bank performance. The study concluded that banks must continuously improve service delivery to maintain customer loyalty.
Abinabo et al. (2025) investigated service quality and customer retention of deposit money banks in North-Western Nigeria, with emphasis on the mediating role of customer satisfaction. The study, which covered Kano, Kaduna, Katsina, and Sokoto States, utilized service trust, responsiveness, and technology as proxies for service quality, while customer satisfaction served as a mediating variable and customer retention as the dependent variable. Using primary data obtained through questionnaires administered to 384 respondents and analyzed with descriptive statistics, multiple regression, and PLS-SEM, the study found that service trust and customer satisfaction significantly enhance customer retention, whereas responsiveness had no significant effect. The study concluded that improving digital service reliability and trust is crucial for retaining customers.
Uloko et al. (2024) examined the effect of service quality on customer retention in the Nigerian banking industry using a case study of UBA Makurdi. The study used network service quality and value-added services as proxies for service quality. Primary data were collected from 105 respondents and analyzed using binary logistic regression. Findings revealed that network service quality had no significant effect on customer retention. The study concluded that banks need to innovate beyond traditional service quality dimensions to retain customers.

Yusuf and Ologunwa (2024) investigated the impact of digital banking services on customer satisfaction within deposit money banks in South-West Nigeria, adopting a survey-based research design. The findings revealed that the utilisation of mobile and internet banking platforms contributes significantly to enhanced levels of customer satisfaction in the banking sector. Empirical evidence further demonstrated that the adoption of these digital channels exerts a substantial and positive influence on customers’ satisfaction. In particular, satisfaction associated with both mobile banking and internet banking channels was found to have a statistically significant positive effect on overall satisfaction with financial technology. The study therefore concluded that satisfaction derived from mobile and internet banking services constitutes a strong positive determinant of overall customer satisfaction with financial technology among deposit money banks in the study area.
Similarly, Ojiaku et al. (2023) examined mobile banking service quality and customer retention among commercial bank customers in Southeast Nigeria. The study used reliability, responsiveness, system quality, and information quality as proxies for service quality. Primary data were collected through questionnaires and analyzed using regression techniques. Findings revealed that reliability and system quality significantly influence customer retention. The study concluded that efficient and reliable mobile banking systems are essential for sustaining customer loyalty in Nigeria’s banking industry.
In other study, Ighomereho et al. (2022) examined e-service quality dimensions in Nigeria, focusing on reliability, security, responsiveness, and ease of use. The study used primary data collected from 318 respondents and analyzed using correlation and multiple regression techniques. Findings showed that reliability, security, and responsiveness significantly influence service quality perceptions. The study concluded that improving e-service quality is critical for sustaining customer retention in Nigerian banks.
Furthermore, a study by (2021) explored the influence of perceived value, service quality, and corporate image on customer loyalty in Nigerian commercial banks. Conducted in Kaduna State, the study used service quality, perceived value, and corporate image as independent variables, while customer loyalty served as a proxy for retention. Using primary data and PLS-SEM analysis, the findings revealed that service quality and corporate image significantly influence customer loyalty, whereas perceived value does not. The study concluded that a strong corporate image combined with high service quality enhances customer retention.
Sulaiman et al. (2021) examined the mediating role of customer satisfaction between service quality and customer loyalty in non-interest banks in Nigeria. The study used service quality dimensions, customer satisfaction, and customer loyalty (as a proxy for retention). Data were collected through questionnaires and analyzed using Structural Equation Modeling (SEM). Findings indicated that customer satisfaction significantly mediates the relationship between service quality and customer loyalty. The study concluded that service quality indirectly influences retention through satisfaction.
Yusuf and Bala (2021) conducted an empirical analysis of service quality, reliability, and end-user satisfaction in electronic banking in Nigeria. The study used service quality and system reliability as independent variables and customer satisfaction as a proxy for retention. Primary data were collected through questionnaires and analyzed using regression techniques. Findings revealed that both service quality and reliability significantly influence user satisfaction. The study concluded that enhancing e-banking service quality improves customer retention.
Finally, Akinyele et al. (2013) focused on service quality and customer satisfaction in the Nigerian banking sector using a case study of a deposit money bank. The study employed tangibility, responsiveness, and service delivery as proxies for service quality, while customer satisfaction served as a proxy for retention. Using primary data collected via questionnaires and interviews and analyzed through correlation and regression, the study found a strong positive relationship between service quality and customer satisfaction. It concluded that improved service delivery enhances customer loyalty and retention. 
Methodology
This study adopted a descriptive correlational research design to examine the impact of service quality on customer retention in Nigerian banks. The descriptive component enabled the study to provide a systematic and detailed account of the key variables under investigation, namely service quality dimensions (reliability, responsiveness, empathy, and tangibility), customer satisfaction, and customer retention. This approach facilitated a clear understanding of how these variables manifest within the Nigerian banking context. The correlational aspect of the design was employed to determine the nature and strength of the relationships among the variables, particularly in assessing how service quality influences customer retention. The population of the study comprised customers of selected challenger banks operating in Nigeria. These banks are characterized by relatively limited physical branch networks but strong digital and mobile banking presence. Examples include Opay, Palmpay, and Moniepoint, which have gained significant popularity among customers due to their accessibility and technological innovation. The focus on these banks is justified by their growing role in financial inclusion and evolving service delivery models in Nigeria’s banking sector. A purposive sampling technique was adopted for this study. This sampling method was considered appropriate because it allowed the study to deliberately select respondents who are active users of the identified challenger banks and therefore possess relevant experience and knowledge regarding the service quality of these institutions. By targeting this specific group, the study ensured that the data collected were directly aligned with the research objectives.
The study relied on primary data, which were collected through a structured online questionnaire. The questionnaire was designed to capture respondents’ perceptions of service quality dimensions, customer satisfaction, and retention behavior. The use of an online survey instrument was particularly suitable given the digital nature of the selected banks and their customer base. The questionnaire consisted of both demographic questions and scaled items measuring the study variables, likely using a Likert-type scale to assess the degree of agreement or disagreement with given statements.To ensure the reliability of the research instrument, the questionnaire items were developed based on established constructs from prior literature on service quality and customer retention. 
Data collected from respondents were analyzed using both descriptive and inferential statistical techniques. Descriptive statistics, including frequency distributions and percentages, were used to summarize and present the data in tables for ease of interpretation. For inferential analysis, the chi-square (χ²) statistical test was employed to examine the relationships between service quality variables and customer retention. The choice of chi-square was appropriate for testing associations between categorical variables and determining whether significant relationships exist among the study variables.
Results and Discussion
Data Presentation and Analysis
Table 1: Case Processing Summary
	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	Service efficiency enhances customers’ retention by deposit money banks in Nigeria * Sex of the respondents
	100
	97.1%
	3
	2.9%
	100
	100.0%

	Banks’ tangibility has significant effect on the customers’ retention by deposit money banks in Nigeria * Sex of the respondents
	100
	97.1%
	3
	2.9%
	100
	100.0%

	Banks’ service responsiveness helps to improves the customers’ retention by deposit money banks in Nigeria * Sex of the respondents
	100
	97.1%
	3
	2.9%
	100
	100.0%


Source: Author’s computation (SPSS version 20.0), 2026

As indicated in Table 1, only three cases (approximately 2.9%) were identified as missing during data processing. Consequently, 97.1% of the dataset entered into SPSS was successfully processed and deemed valid for addressing all research questions. The proportion of usable data is therefore sufficiently robust to support reliable and valid inferences from the study’s findings.
	Descriptive Statistics

	Table 2: Frequency Distribution Table
Question: Banks’ service efficiency enhances the customers’ retention by deposit money banks in Nigeria.

	
	Sex of the respondents
	Total

	
	Male
	Female
	

	Valid
	SA
	28
	0
	27

	
	A
	28
	0
	29

	
	SD
	1
	12
	13

	
	D
	0
	24
	14

	
	U
	0
	17
	17

	Total
	47
	53
	100


Source: Author’s Computation, 2026

As presented in Table 2, 27 respondents (27%) strongly agreed that service efficiency enhances customer retention among deposit money banks in Nigeria, while a further 29% expressed agreement. In contrast, 13% of the respondents strongly disagreed with this assertion, and 14% indicated simple disagreement. Additionally, 17% of the respondents remained undecided regarding the influence of service efficiency on customer retention.

Overall, a combined total of 56% of respondents expressed agreement that service efficiency positively affects customer retention, whereas 27% disagreed and 17% were undecided.
	Table 3: Frequency Distribution Table
Question: Banks’ tangibility has significant effect on the customers’ retention by deposit money banks in Nigeria

	
	Sex of the respondents
	Total

	
	Male
	Female
	

	Valid
	SA
	22
	0
	22

	
	A
	25
	12
	37

	
	SD
	0
	14
	14

	
	D
	0
	23
	23

	
	U
	0
	4
	4

	Total
	47
	53
	100


Source: Author’s Computation, 2026


As shown in Table 3, 22 respondents (22%) strongly agreed that bank tangibility has a significant effect on customer retention among deposit money banks in Nigeria, while a further 37% indicated agreement. Conversely, 14% of respondents strongly disagreed with this proposition, and 23% expressed simple disagreement. A small proportion, comprising 4% of the respondents, remained undecided regarding the effect of bank tangibility on customer retention.

In aggregate, the majority of respondents (59%) agreed that bank tangibility significantly influences customer retention, whereas 37% expressed disagreement.
	Table 4: Frequency Distribution Table
Question: Banks’ service responsiveness helps to improve the customers’ retention by deposit money banks in Nigeria

	
	Sex of the respondents
	Total

	
	Male
	Female
	

	Valid
	SA
	36
	0
	36

	
	A
	11
	40
	51

	
	SD
	0
	6
	6

	
	D
	0
	5
	5

	
	U
	0
	2
	2

	Total
	47
	53
	100


Source: Author’s Computation, 2026

As indicated in Table 4, 36 respondents (36%) strongly agreed that service responsiveness enhances customer retention among deposit money banks in Nigeria, while a further 51% expressed agreement. In contrast, 6% of respondents strongly disagreed with this assertion, and an additional 5% indicated simple disagreement. A marginal proportion, accounting for 2% of the respondents, remained undecided regarding the effect of service responsiveness on customer retention.

Overall, a substantial majority of respondents (87%) agreed that service responsiveness contributes positively to customer retention, whereas 11% expressed disagreement.
Test of Hypotheses and Discussion of findings
	The study aligned with the general rule for testing hypothesis of rejecting the H0 and accepting H1 if Chi-square (X2) calculated is more than the Chi-square tabulated at 0.05 critical value and vice versa.
H01: Service efficiency has no significant effect on the customers’ retention by deposit money banks in Nigeria.
H11: Service efficiency has significant effect on the customers’ retention by deposit money banks in Nigeria.
	Table 5. Chi-Square Tests

	
	Value
	Df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	96.294a
	4
	.000

	Likelihood Ratio
	131.218
	4
	.000

	Linear-by-Linear Association
	77.624
	1
	.000

	N of Valid Cases
	100
	
	


Source: Author’s Computation, 2026

As presented in Table 5, the chi-square test yields a p-value of 0.000, which is below the conventional significance threshold of 0.05. Accordingly, the null hypothesis (H₀₁) is rejected and the alternative hypothesis (H₁₁) is accepted, indicating that service efficiency exerts a statistically significant effect on customer retention among deposit money banks in Nigeria.

This finding implies that sustained customer patronage over time has contributed meaningfully to improvements in customer retention within the banking sector. Furthermore, the calculated chi-square value of 96.29 exceeds the critical (tabulated) value of 14.860 at the 95% confidence level, thereby providing additional empirical support for rejecting the null hypothesis of no significant effect.

H02: Banks’ tangibility has no significant effect on customers’ retention by deposit money banks in Nigeria
H12: Banks’ tangibility has significant effect on customers’ retention by deposit money banks in Nigeria
	[bookmark: _GoBack]Table 6: Chi-Square Test Results

	
	Value
	Df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	67.450a
	4
	.000

	Likelihood Ratio
	91.643
	4
	.000

	Linear-by-Linear Association
	59.193
	1
	.000

	N of Valid Cases
	100
	
	


Source: Author’s Computation (2026)

As shown in Table 6, the chi-square test produced a p-value of 0.000, which is below the 0.05 significance threshold. Consequently, the null hypothesis (H₀₂) is rejected in favour of the alternative hypothesis (H₁₂), indicating that bank tangibility has a statistically significant effect on customer retention among deposit money banks in Nigeria.

Moreover, the calculated chi-square value of 67.45 exceeds the critical value of 14.860 at the 95% confidence level with three degrees of freedom, thereby providing further support for the rejection of the null hypothesis. This result suggests that tangibility-related factors—such as physical facilities, equipment, personnel appearance, and communication materials—play a crucial role in enhancing customer retention, enabling banks to maintain their clientele rather than losing them to competitors offering higher levels of customer satisfaction.
H03: Service responsiveness has no significant effect on the customers’ retention by deposit money banks in Nigeria
H13: Service responsiveness has significant effect on the customers’ retention by deposit money banks in Nigeria

	Table 7: Chi-Square Test results

	
	Value
	Df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	65.366a
	4
	.000

	Likelihood Ratio
	85.087
	4
	.000

	Linear-by-Linear Association
	44.079
	1
	.000

	N of Valid Cases
	100
	
	


Source: Author’s Computation, 2026

Furthermore, given that the p-value of 0.000 is below the 0.05 level of significance, the null hypothesis (H₀₃) is rejected and the alternative hypothesis (H₁₃) is accepted. This outcome indicates that service responsiveness has a statistically significant positive effect on customer retention among deposit money banks in Nigeria.

In practical terms, the willingness of banks to assist customers and deliver prompt services appears to strengthen customer relationships, thereby encouraging sustained patronage and contributing to the expansion of their customer base. Additionally, the calculated chi-square value of 65.37 exceeds the critical value of 14.860, which provides further empirical support for rejecting the null hypothesis and accepting the alternative hypothesis.
Discussion of findings
The findings of this study are largely consistent with prior empirical literature, particularly those based on the SERVQUAL model. The result that service efficiency and responsiveness significantly influence customer retention aligns with earlier studies which found that prompt service delivery and willingness to assist customers are critical drivers of customer loyalty and retention in the banking sector. For instance, Adebisi and Adebayo (2021) reported that responsiveness and reliability significantly enhance customer loyalty among bank customers in Nigeria. Similarly, Ezeh and Nkamnebe (2023) found that responsiveness has a strong positive effect on customer retention in mobile banking services in Nigeria. These studies support the present finding that service responsiveness plays a crucial role in retaining customers within deposit money banks.
However, some variations exist in the literature, particularly regarding the role of tangibility. While this study finds that tangibility significantly affects customer retention, other studies report contrasting results. For example, Olorunniwo and Hsu (2022) found that tangibility had no significant effect on customer satisfaction in the Nigerian banking industry. In contrast, international evidence such as Kasiri et al. (2023) suggests that the impact of service quality dimensions may vary depending on contextual factors such as technology adoption and service delivery channels. Overall, while the present study corroborates the dominant view that service quality dimensions significantly influence customer retention, these inconsistencies highlight the importance of contextual differences, measurement approaches, and evolving customer expectations in shaping empirical outcomes.
Conclusion and Recommendations
Conclusion
Findings from the study indicated that service efficiency has significant effect on the customers’ retention by deposit money banks in Nigeria. Also, banks’ tangibility has significant effect on the customers’ retention by deposit money banks in Nigeria and lastly, service responsiveness helps to improve the customers’ retention by deposit money banks in Nigeria significantly. In essence, all the explanatory variables have a significant impact on customer retention by deposit money banks in Nigeria. The study therefore, concluded that service quality has significant impact on customer retention by deposit money banks in Nigeria.
This study is subject to a few limitations. First, the research relied on data collected from selected banks staff and customers within specific locations in Nigeria, which may limit the generalizability of the findings to the entire banking sector. Second, the use of self-reported questionnaires introduces the possibility of response bias, as participants may provide socially desirable answers rather than their true opinions. Additionally, the cross-sectional nature of the study restricts the ability to establish causal relationships between service quality and customer retention. 
Recommendation
Based on the findings above, the study recommended as following:
i. Bank managements are advised to be more efficient and proactive in handling their customer’s challenges and complaints.
ii. The promptness of banks’ responsiveness to customers’ questions and requests should be improved and new strategies designed to retain customers’ loyalty.
iii.  More time sensitive and technological friendly features should be introduced by bank managements to meet customers service needs to ensure they keep their loyalty.
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