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Abstract  

The purpose of the study was to investigate the effect of customized interaction on customer 

loyalty of courier service firms in Nigeria. The study adopted the cross-sectional survey 

research design. The population of this study comprises of all the 237 courier service firms 

registered with the courier regulatory department of the Nigerian postal service (NIPOST 

2009). The Taro Yamani formula was used to determine an appropriate sample size for the 

study; the sample size for the study was one hundred and forty nine (149) respondents. The 

hypotheses were tested using the Pearson Product Moment Correlation Coefficient with the 

aid of the Statistical Tool for Social Science (SPSS Version 22). The study revealed that 

customized interaction has positive and very strong relationship with repeat purchase and 

customer commitment in the courier service firms in Nigeria. The study recommends that 

Customer Interaction should be a key aspect of the business as the constant engaging of the 

customers foster customer willingness to repeat the purchase of the service, remain 

committed to the brand and ultimately become loyal customers. 

Keywords: Customized interaction, Customer loyalty, Repeat Purchase, Customer 

commitment 
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1. Introduction  

Customization has been adjudged to give control to the users, moreover, customization is 

designed to tailor content and features that are specific to the individual need of the customer. 

Customization may involve moving items around an interface to reflect the users’ priorities, 

selecting topics of interest, or altering colours or other factors related to the visual design of 

an interface. In the words of Kwiseok and Cookman (2012) owing to technological, 

regulatory and customer dynamics in the last decade, service organizations are operating 

under stiff competition and dynamic environmental conditions. For example, new forms of 

communication (e.g. internet, fax, e-mail) have changed the competitive environment in the 

courier service sector; due to technological advances in the telecommunications sector, new 

services emerged and the number of service providers increased, causing higher competition 

(Liberalization and Competition in the courier service sector: Experiences from Europe and 

Asia, 2002). Consequently, it is important to look for ways, which would enable service 

companies to secure their competitive position and which would help to cope with changes in 

external environment. Otsetova (2017) observed that it has become imperative for scholars 

and courier service providers to seek for better ways to understand how customers perceive 

the quality of service and how the perception of service quality translate into customer 

satisfaction and customer loyalty. According to a (Green Paper Report: an integrated parcel 

delivery market for the growth of e-commerce in the European Union in 2012), the courier 

services sector continues to grow and there are also increasing irritations, frustration, and 

dissatisfaction of customers towards service providers. Otsetova (2017) argues that courier 

businesses can maintain their effectiveness as long as they have satisfied and loyal customers. 

Ensuring customer satisfaction and maintaining long-term relationships with customers have 

become essential for survival among competitive courier services firms. 

 

The Challenge for courier providers is not in creation of high quality services and making 

customers to be satisfied, because many competitors are able to do that, but in making loyal 

and profitable customers. In marketing literature customer loyalty is considered to be one of 

the main consequences of service quality and customer satisfaction. Besides service quality, 

customer satisfaction is an important key point for customer-oriented business practices 

across a large number of companies in service industries. This is because customer 

satisfaction is the state of mind that customers have about a company when their expectations 

are met or exceeded over the lifetime of the product or service. The achievement of customer 

satisfaction is expected to lead to company loyalty and service repurchase. The courier 

business has lasted for a couple of decades in Nigeria, the effectiveness and efficiency of 

these courier firms operating within Nigeria is a major challenge. Streams of studies have 

attempted to explore the effect of customized service an antecedent of service 

personalization. Carvajal, Ruzzi, Nogales and Morene (2011) conducted a study on the 

impact of personalization and complaints handling on customer loyalty. While, Banyte, 

Gadeikiene, Rutelioene and Kakneviciene (2016) conducted a study on expression of 

personalization while developing long-term relationship with service customers. This study 

seeks to examine the relationship between customized service and customer loyalty in the 

courier service firms in Nigeria.  

 

2. Study variables and Research Framework. 

Study variables unveil the direction of the research work, they serve as the skeletal structure 

upon which the entire work is built upon. This study has two major variables; scarcity appeal 

which is the predictor variable and it is treated as unidimensional variable. While, consumer 

choice as the criterion variable with customer loyalty and word of mouth as measures is 

depicted below in figure 1.1, 
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Fig 1.1 Conceptual Framework of the Relationship between Customized Interaction and 

Customer Loyalty 

Source: (Coelho & Henseler 2014 and Cahill, Goldsby, Knemeyer & Wallenberg 2010) 

 

The following null hypotheses were formulated to guide the study:  

H01:  There is no significant relationship between customized interaction and repeat purchase  

H02: There is no significant relationship between customized interaction and customer 

commitment 

 

3. Concept of Customized Interaction  

 

Simonson (2005) described customer interaction as “the degree to which the firm's offering 

as well as its technology, staff, process is tailored to meet heterogeneous customers' needs”. 

Also, Sheth Sisodia and Sharma (2000) stated that customer interaction refers to “the 

interaction between the organization and its customer with the intent of adjusting its 

product/service offering to suit the individual needs of the customer”. Scholars are in 

consensus that “customer interaction represents the touch points by which an organization 

may deploy to interact with its customers”. Several scholars have alluded to the fact that 

“customer interaction does take place along a wide variety of touch points, of which each 

organization may employ some subset”. Some of these touch points involve direct human–

human interaction, such as when a customer talks to a bank teller inside a branch office. 

Some scholars categorize customer interaction as a subset of customer service. Meanwhile, 

Customer interaction a subset of (customer service) refers to “the assistance an organization 

offers to its customers before or after they buy or use products or services”. 

 

Sheth et al. (2013) posit that “customer interaction includes: actions such as offering product 

suggestions, troubleshooting issues and complaints, or responding to general questions. Each 

customer service interaction is an opportunity to grow your business. Great customer service 

is a competitive differentiator that drives brand loyalty and recognition (Martysevich, 2013). 

Some scholars, like (Simonson, 2005; Fiore, Lee & Kunz 2004) argues that “customer 
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interaction is aimed at satisfying as many needs as possible for each individual customer”. 

But, Murthy and Sarka (2003) remarked that “customer interaction does not automatically 

imply a benefit for the customer.” The chances for service firms resulting from customized 

interaction is well been recognized, as “service firms have been at the forefront of customer-

centric marketing due to their greater ability to customize their offerings” (Sheth et al. 2000). 

In order to make use of service firms’ customization abilities and to make deliberate 

decisions on customization strategies, it is indispensable that service firms are familiar with 

the effects that customization has on customer-firm relationships. 

 

Customer Loyalty 

According to Ehigie (2006), customer loyalty can be defined as “a feeling of commitment on 

the part of the customer to a product, brand, marketer or services: staying with same provider, 

likely to take out new products with the bank and recommend the bank’s services”. Also, 

Bendall-Lyon and Powers (2003) described customer loyalty as “a customer’s intention to 

return to a service provider as well as their intention to recommend the provider to others” 
while, Ball et al. (2006) defined customer loyalty “as customer’s desire to continue the 

relationship (even if competitor’s lower prices), willingness to recommend to a friend, and 

intentions to continue patronizing”. Bee, Ramayah and Wan Nusazelin (2012) described 

customer loyalty “as the intention of customers to continue to stay with the particular 

organization, intention to repurchase or return for future purchases and willingness to 

recommend that organization and service to others”. 

  

Scholars over the years are in consensus in stating that “Customer loyalty is predicated on the 

customer’s attitude and behavioral intentions towards the goods/service offered and actual 

repeat purchasing behavior (Day, 1969; Dick and Basu, 1994; Pritchard et al., 1999). 

According to Kotler and Armstrong (2008), customer loyalty “is considered a vital objective 

for a firm’s survival and growth, hence, building a loyal customer base has not only become a 

major marketing goal, but it is also an important basis for developing a sustainable 

competitive advantage. Earlier scholars, like (Dick and Basu, 1994; Jacoby and Chestnut 

1978) are of the view that “the success of a brand in the long term is not based on the number 

of consumers that buy it once, but on the number of consumers who become regular buyers 

of the brand”. It has been well accepted that the cost of obtaining a new customer is relatively 

high and the profitability of a loyal consumer grows with relationship duration (Chiou and 

Droge, 2006). Understanding loyalty cultivation or retention is thus considered to be a key 

element in delivering long-term corporate profitability (Bolton et al., 2004; Chiou and Droge, 

2006; Reicheheld, 1993; Reichheld, 1996) as profits can be increased over the lifetime of a 

customer through his/her retention (Lemon et al., 2002; Reichheld & Sasser, 1990). 

Marketing costs are reduced since the cost of attracting a new customer has been 

demonstrated to be higher than retaining an existing one (Chiou and Droge, 2006; Reichheld, 

1996) because the cost of serving loyal customers is less as set-up costs tend to be amortized 

over a longer customer lifetime. 

 

Customized Interaction and Customer Loyalty 

Coelho and Henseler (2012) conducted a study on creating customer loyalty through service 

customization. The purpose of the study was to investigate the simultaneous effects of service 

customization on customer loyalty and other relationships variables and offers new insights 

relatively to the nature and size of customization effects. The findings revealed that service 

customized interaction increases perceived service quality, customer satisfaction, customer 

trust, and ultimately customer loyalty toward a service provider. Customization has both 
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direct and mediated effects on customer loyalty and interacts with the effects of customer 

satisfaction and customer trust on loyalty.   

 

Hagen (2011) conducted a study on productivity in mass customization: Impact of interaction 

channel and customer interaction. The purpose of the study was to explore the effect of 

different customer integration modes and its effect on customer loyalty. Findings from the 

study revealed that customized interaction has a positive impact on customer loyalty. 

 

Methodology 

The study on customized interaction and customer loyalty adopted the cross sectional survey 

research design. Data were collected through questionnaire drawn using a Likert’s five-point 

scale, ranging from “strongly agree” to “strongly disagree”. The predictor variable 

customized interaction was treated as a unidimensional variable while, the criterion variable 

customer loyalty has repeat purchase and customer commitment as its measures. The 

population of this study comprises of all the 237 courier service firms registered with the 

courier regulatory department of the Nigerian postal service (NIPOST 2009).The sample size 

of this study was drawn from the two hundred and thirty-seven (237) registered courier firms 

in Nigeria. The sample size of this study was determined using the Taro Yamani (1967) 

formula. Thus, the respondents for study were one hundred and forty nine (149).The data 

generated from the survey was analysed and interpreted into meaningful information using 

descriptive statistics. The hypotheses were tested using the Pearson Moment Correlation 

Coefficient with the aid of the Statistical Tool for Social Science (SPSS version 22).  

 

Result and Discussion  

 

Table 1: Description on Levels of Relationship between Variables  

Ranges of r with positive and negative Descriptive level relationship of r Sign values  

+ .7 to 1.0      Very Strong  

+ .6 to .69      Strong  

+ .4 to .59      Moderate  

+ .1 to .39     Weak  

Source: Mangiofico (2016)  

 

The positive (+) sign in the values of r implies a direct/positive relationship, whereas the 

negative (-) of r implies an indirect/negative or inverse relationship between the two 

variables. This section continues by testing the hypotheses raised in section one of this study 

with the aim of determining the strength and direction of the relationship (if any) amongst the 

predictor variables and the criterion variables. 

 

Decision Rule 

Reject the null hypothesis (H0) if PV < 0.05 for 2-tailed test and conclude that significant 

relationship exists. 
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Table 2: Correlation Analysis on Customized Interaction and Repeat Purchase 

 Correlations 

 Customized 

Interaction  

Repeat Purchase  

Pearson  

Correlation 

R 

Customized 
Interaction 

Correlation Coefficient 1.000 .971
**

 

Sig. (2-tailed) . .000 

N 104 104 

Repeat 
Purchase 

Correlation Coefficient .971
**

 1.000 

Sig. (2-tailed) .000 . 

N 104 104 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: (SPSS Output 2021). 

 

Table 2 above shows that the Pearson Correlation Coefficient (r) = 0.971**, this value is high, 

implying that a very strong relationship exists between customized interaction and repeat 

purchase. The positive sign of the correlation coefficient indicates a positive relationship. That is 

to say that an increase in repeat purchase is associated with the adoption of customized 

interaction in the studied courier service firms in Nigeria. As shown in Table 2, the probability 

value is (0.000)<(0.05) level of significance; hence the researcher rejects the null hypothesis and 

concludes that there is a significant relationship between customized interaction and repeat 

purchase. 

 

Table 3: Correlation Analysis on Customized Interaction and Customer Commitment 

Correlation            

       Customized   Customer 

       Interaction                   Commitment 

  

Pearson     Customized    Correlation Coefficient       1.000   .974** 

Correlation Interaction    Sig. (2-tailed)     .000 

r        N     104   104 

 

       Customer Correlation Coefficient       .974**   1.000 

      Commitment Sig. (2-tailed) 

                             N    104   104   

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: (SPSS Output 2021). 

 

Table 3 above shows that the Pearson Correlation Coefficient (r) = 0.974**, this value is 

high, implying that a very strong relationship exists between customized interaction and 

customer commitment. The positive sign of the correlation coefficient indicates a positive 

relationship. That is to say that an increase in customer commitment is associated with the 

adoption of customized interaction in the studied courier service firms in Nigeria. As shown 

in Table 3, the probability value is (0.000)<(0.05) level of significance; hence the researcher 

rejects the null hypothesis and concludes that there is a significant relationship between 

customized interaction and customer commitment. 

 

The result from the study shows a very strong relationship between customized interaction 

and repeat purchase in the courier service firms in Nigeria. This position is validated by 

Coelho and Henseler (2012) they assert that that service customized interaction increases 
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perceived service quality, customer satisfaction, customer trust, and ultimately customer 

loyalty toward a service provider. Customization has both direct and mediated effects on 

customer loyalty and interacts with the effects of customer satisfaction and customer trust on 

loyalty. Another group of scholars Sheth et al. (2013) posit that “customer interaction 

includes: actions such as offering product suggestions, troubleshooting issues and complaints, 

or responding to general questions. These they believe afford that organization the 

opportunity to grow the business. An earlier scholar Fullerton (2005) highlighted this position 

when they “commitment is positively related to repurchase intentions”. Another group of 

scholars Morgan and Hunt (1994) stated that customer commitment is “essential to successful 

long-term relationships, and is an important driver of consumer loyalty. 

 

In the same vein, we observe a positive and very strong relationship between customized 

interaction and customer commitment in the courier service firms in Nigeria. This position is 

supported by Hagen (2011) when he argued that “customized interaction has a positive 

impact on customer loyalty”.  Again, earlier scholars like Sheth et al. (2000) stated that 

customer interaction refers to “the interaction between the organization and its customer with 

the intent of adjusting its product/service offering to suit the individual needs of the 

customer”. Another group of scholars (Simonson, 2005; Fiore, Lee & Kunz 2004) argues that 

“customer interaction is aimed at satisfying as many needs as possible for each individual 

customer”. Which ultimately enhances customer loyalty.  

 

Conclusion and Recommendations  

 

In conclusion, the study endorses the alternate hypotheses and concludes that customized 

interaction has positive and very strong relationship with repeat purchase and customer 

commitment in the courier service firms in Nigeria. The study recommends that customer 

interaction should be a key aspect of the business as the constant engaging of the customers 

foster customer willingness to repeat the purchase of the service, remain committed to the 

brand and ultimately become loyal customers. 
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