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ABSTRACT: In the dynamic realm of publishing enterprises, the 

intricate interplay between customer loyalty and organizational 

performance stands as the fundamental cornerstone for long-term 

prosperity, exerting a pivotal influence on driving notable commercial 

achievements. This research delved into the nexus of customer loyalty 

and organizational performance within publishing companies situated 

in South-Western Nigeria. The research population encompassed 

employees of publishing companies randomly selected from 40 

establishments in both the bustling metropolises of Lagos and Ibadan. 

Employing a survey design method, the study enlisted four hundred and 

one (401) respondents as subjects. Primary data collection occurred 

through a meticulously structured questionnaire, designed to capture a 

comprehensive range of information, including demographic 

characteristics, independent variables such as customer loyalty, and the 

dependent variable of organizational performance. The gathered data 

underwent analysis using Pearson's Correlation. The study's findings 

revealed a significant correlation between customer loyalty and the 

organizational performance of publishing companies in South-Western 

Nigeria, as evidenced by a Pearson's Correlation coefficient (r) of 0.715, 

significant at p < 0.01. In light of these results, it is recommended that 

publishing companies tailor marketing strategies that align with 

customer expectations, prioritizing transparency in pricing and 

delivering exceptional customer service. Additionally, strategic 

investments in programs fostering customer retention, repeat patronage, 

and resistance to switching to competitors are advised. This study 

contributes valuable insights to businesses aiming to optimize customer 

relationships and elevate organizational success within the ever-

evolving landscape of the publishing industry.  
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INTRODUCTION 

The publishing industry, encompassing book publishing, magazine publishing, newspaper 

publishing, academic publishing, and digital publishing, operates as a multifaceted and diverse 

sector. Its fundamental responsibilities include the creation, distribution, and sale of written 

materials, spanning books, journals, newspapers, and periodicals. However, the Nigerian 

publishing landscape grapples with numerous challenges, including limited funding, poor 

infrastructure, piracy, and a relatively small market size, hindering investment in new 

technologies and marketing efforts while impeding efficient book distribution across the 

country (Doole & Lowe, 2012). 

Customer loyalty, denoting the extent of customers' strong connection, dedication, and 

favoritism toward a particular publisher's products or services, emerges as a critical factor 

influencing the performance of companies within the publishing domain. Despite the obstacles 

faced by the Nigerian publishing sector, there are positive trends such as the rise of digital 

publishing, the entry of new players, and an increased focus on local content and Nigerian 

literature promotion, offering avenues for innovation and expansion (Oyewusi, 2021). 

In the South-Western region of Nigeria, a thriving publishing industry flourishes, comprising 

both established publishing houses and independent publishers. Lagos, the region's most 

populous city and Nigeria's commercial capital, serves as a pivotal publishing hub with 

numerous publishing houses, while Oyo State (Ibadan) has a rich educational history (Lawal, 

2020). 

In the competitive landscape of the book publishing industry, marked by escalating costs and 

declining sales, companies strive for enhanced performance. Nurturing customer loyalty 

emerges as a potential strategy, yet the intricate interplay between customer loyalty and 

organizational performance in this industry remains inadequately understood. While studies in 

diverse sectors have demonstrated the positive impact of customer loyalty on organizational 

performance, its applicability to the book publishing realm is uncertain. Moreover, limited 

knowledge exists regarding the specific factors underpinning customer loyalty in the 

publishing industry.  

Objectives of the Study  

This research aims to:  

i. Explore how customer loyalty influences the performance of organizations in the book 

publishing sector 

ii. Discern the crucial drivers that ensure continued customer patronage.  
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Hypothesis of the Study  

In line with the aim of this study, a hypothesis has been formulated to guide the study:  

H0: There is no significant relationship between customer loyalty and organisational 

performance in the publishing industry of South-Western Nigeria. 

The insights gained from this investigation will not only contribute to the academic 

understanding of customer loyalty and organizational performance but will also provide 

valuable guidance for book publishing firms seeking to enhance their operational efficacy.  

 

LITERATURE REVIEW 

Customer Loyalty 

Customer loyalty, in this context, can be defined as the inclination and commitment of readers 

to consistently choose and support a particular publishing brand or company over others (Kotler 

et al., 2017). Wang et al. (2020) perceive customer loyalty as the tendency of customers to 

consistently support a company and establish an emotional bond, evident through positive 

attitudes and actions toward the company and its offerings. It goes beyond mere repeat 

purchases, encapsulating a deeper connection built on positive experiences, trust, and a 

preference for the products and services offered by the publisher. Conceptually, customer 

loyalty involves the development of a lasting relationship between the reader and the publishing 

entity, where the reader becomes not just a consumer but an advocate and supporter of the 

brand. 

Significance of Customer Loyalty in Business 

Several key aspects  highlights the importance of customer loyalty to business organizations 

(Marshall, 2010): 

1. Elevated Revenue: Devoted or loyal customers demonstrate a consistent inclination to 

make frequent purchases of products or services, culminating in heightened sales and revenue. 

Moreover, their propensity for additional purchases serves to amplify their lifetime value. 

2. Economical Expenditure: The process of attracting new customers can be financially 

demanding, involving extensive marketing efforts and resource allocation. Conversely, 

fostering existing customer relationships through loyalty initiatives proves to be a more cost-

effective strategy over the long term.  

3. Advocacy for the Brand: Customers exhibiting loyalty are more predisposed to 

advocate for the company or brand, resulting in the acquisition of new customers and a surge 

in sales. This not only contributes to the establishment of the brand's reputation but also 

elevates its visibility.  

4. Competitive Edge: Within a competitive marketplace, customer loyalty emerges as a 

decisive advantage, setting apart businesses from competitors lacking a comparable level of 

customer allegiance. This distinctiveness establishes a unique selling proposition, conferring a 

competitive advantage. 
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5. Augmented Customer Satisfaction: Loyal customers express a higher level of 

satisfaction with the company's products or services, leading to positive reviews and increased 

referrals. This, in turn, facilitates the attraction of new customers and contributes to an overall 

enhancement of the company's reputation.  

6. Heightened Customer Retention: Initiatives aimed at fostering customer loyalty 

contribute to elevated customer retention rates, alleviating the necessity for continual customer 

acquisition. This outcome yields more predictable revenue streams and reinforces business 

stability. 

Measures of Customer Loyalty 

Customer loyalty is multi-dimensional. It is influenced by several factors: 

1. Customer Expectation: Customer expectations are the beliefs individuals hold about a 

company's offerings. The foundation of loyalty hinges on consistently meeting or exceeding 

these expectations. In publishing, meeting or surpassing customer expectations is crucial for 

satisfaction and loyalty. Failure may lead to dissatisfaction and potential customer loss. Factors 

shaping expectations include prior experiences, referrals, and marketing messages (Jalilvand 

et al., 2017). Exceeding expectations create positive experiences, emotional connections, and 

a unique selling point, enhancing loyalty and safeguarding against revenue decline and 

reputational damage (Sashi et al., 2019).  

2. Price Fairness: This refers to customers' assessment of the value they receive in relation 

to the amount charged for a product or service, significantly influencing customer loyalty 

(Gumussoy & Koseoglu, 2016). Customers expect fair pricing, considering a company reliable 

and credible when charges seem equitable. Unjust prices may drive customers to competitors 

or deter them from making a purchase (Konuk, 2019). Fair pricing positively impacts customer 

satisfaction, fostering loyalty, while perceived unfairness leads to dissatisfaction and a 

likelihood of exploring alternatives. To nurture customer loyalty, companies must carefully 

ensure that their pricing strategies are perceived as fair, providing customers with excellent 

value for their money (Matute‐Vallejo et al., 2011). 

3. Customer Retention: This is a business's ability to keep its current clientele and 

cultivate their allegiance over time. Focusing on retaining customers establishes a dedicated 

customer base, enhancing long-term financial performance. This retention is crucial for 

customer loyalty, as loyal patrons tend to persist in their association with a company, resulting 

in repeated purchases and gradual revenue growth. Effective customer retention strategies, such 

as delivering outstanding experiences, personalized interactions, valuable products or services, 

consistent engagement, and fostering a sense of community, form the foundation of customer 

loyalty. Implementing these strategies strengthens the connection between customers and the 

business, encouraging recurring purchases and fostering enduring loyalty (Khan, 2013).  

4. Service to Customers: Exceptional service is vital for customer loyalty, as customers 

seek favorable experiences at every interaction with a business. To foster and sustain loyalty, 

businesses must prioritize responsive, empathetic, proactive, consistent, personalized, and 

continuously improving customer service. This entails promptly addressing inquiries, 

empathetically solving issues, anticipating needs, ensuring consistency, leveraging customer 

data for personalization, and committing to continuous improvement. These practices cultivate 

a customer-centric culture, nurturing loyalty and lasting relationships (Gill et al., 2019).  
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5. Repeat Patronage: Repeat patronage, customers returning for more, is key for building 

loyalty. It brings benefits like increased revenue, reduced costs, and a competitive edge. 

Returning customers spend more and are likely to recommend the business (Khan, 2013). 

Retaining customers is cost-effective and enhances brand visibility. To encourage repeat 

patronage, prioritize excellent service, quality products at a reasonable cost, and maintain 

customer engagement. Loyalty programs, discounts, and incentives effectively motivate 

customers to return, fostering long-term success (He et al., 2019).  

6. Resistance to Switching to Competitor: Customer loyalty is the result of a strong 

emotional bond that makes customers reluctant to switch to a competitor, even when presented 

with lower-cost alternatives (Burnham et al., 2003). Emotional attachment, trust, and the 

perception of superior value and service contribute to this resistance. To foster loyalty, 

businesses should focus on building emotional connections, delivering value, minimizing 

switching costs, and maintaining a strong brand reputation. Strategies like personalized service, 

social media engagement, loyalty programs, incentives, and offering quality products at 

reasonable prices effectively incentivize customers to resist switching (Kumar et al., 2017). 

These efforts strengthen customer loyalty, creating a lasting connection that surpasses the 

appeal of competitors.  

7. Customer Satisfaction: Customer satisfaction, vital for fostering loyalty, involves 

overall assessments of the customer experience, including product quality, service, and 

perceived value. Satisfied customers are more likely to repeat transactions, boosting loyalty 

and contributing to increased revenue and profitability. Additionally, satisfied customers 

endorse businesses, enhancing brand visibility, and exhibit higher resistance to competitors, 

providing a competitive edge (Jeong & Chung, 2023). Importantly, customer satisfaction 

reduces costs related to customer service and refunds, emphasizing its critical role in a thriving 

business. 

Organizational Performance 

Organizational performance signifies the effectiveness and efficiency with which an 

organization achieves its goals. This indicator of success involves various factors, including 

financial performance, productivity, customer satisfaction, employee engagement, and overall 

achievements. Leadership, organizational culture, strategic planning, resource allocation, and 

employee engagement are key influencers of organizational performance. Strong leadership 

establishes precise goals and fosters a shared vision. Effective organizational culture motivates 

employees, enhancing performance and commitment, while strategic planning enables efficient 

resource allocation and alignment with long-term objectives. Measuring organizational 

performance is crucial for informed decision-making and improvement. Financial key 

performance indicators (KPIs) include metrics like revenue growth and profit margins, while 

customer satisfaction KPIs encompass retention rates and feedback mechanisms. Analyzing 

performance data identifies strengths and weaknesses, enabling targeted improvements for 

future success (Soleimani et al., 2022). 

Organizational performance in the publishing industry can be evaluated based on several key 

factors, including financial performance, product quality, customer satisfaction, innovation, 

and employee engagement (Soleimani et al., 2022).  
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1. Financial Performance: Assessing the performance of an organization in the publishing 

industry hinges significantly on financial indicators. Publishers face the ongoing challenge of 

effectively balancing the costs associated with content creation, production, and distribution 

against the revenue generated from sales. Key financial performance metrics in the publishing 

sector encompass the growth of revenue, profit margins, return on investment, and adept cost 

management strategies (Salaheldin, 2009). 

2. Product Quality: Another pivotal aspect in evaluating organizational performance 

within the publishing industry is the quality of the products offered. Publishers are tasked with 

ensuring that their content aligns with the expectations of their target audience, educational 

curriculum, and scheme of work while maintaining high standards. Critical indicators of 

product quality in the publishing sector encompass content ratings, author reputation, 

adherence to editorial standards, and feedback from readers (Prinsen et al., 2018). 

3. Customer Satisfaction: Customer satisfaction plays a fundamental role in gauging 

organizational performance within the publishing industry. Meeting the expectations and 

preferences of the target audience is paramount, necessitating an overall satisfying reader 

experience. Various indicators in the publishing realm contribute to measuring customer 

satisfaction, including reader feedback, customer retention rates, net promoter scores, and 

engagement on social media platforms (Weller, 2011).  

4. Innovation: Innovation stands as a crucial factor in evaluating organizational 

performance in the publishing industry. Publishers must consistently innovate and adapt to 

evolving curriculum requirements, changing customer preferences, and dynamic market trends 

to maintain competitiveness. Key indicators of innovation in the publishing sector encompass 

initiatives such as new product development, digital transformation strategies, and strategic 

partnerships (Berman, 2012). 

5. Employee Engagement: The engagement of employees is a vital contributor to the 

assessment of organizational performance within the publishing industry. Publishers must 

prioritize the motivation, engagement, well-being, and dedication of their workforce in pursuit 

of the company's objectives. Several key indicators in the publishing sector aid in evaluating 

employee engagement, including the administration of employee satisfaction surveys, 

monitoring turnover rates, and the implementation of comprehensive employee development 

and training programs (Bhatnagar, 2007). 

Customer Loyalty and Organizational Performance  

The correlation between customer loyalty and the overall performance of an organization is 

fundamental for the success of any business venture, as emphasized by Vilkaitė-Vaitonė and 

Papšienė (2016). Substantial research attests to the positive impact of customer loyalty on 

organizational performance. As customers develop loyalty to a brand, they consistently engage 

in repeat purchases and are inclined to recommend the brand to others, resulting in increased 

sales and profitability (García-Fernández et al., 2018). Notably, loyal customers exhibit 

reduced price sensitivity, thereby contributing to improved profitability and margins for the 

business. 

Furthermore, customer loyalty plays a crucial role in enhancing brand reputation and customer 

satisfaction, ultimately driving the expansion of market share and customer acquisition. Loyal 

customers are more likely to provide positive feedback and reviews, acting as a magnet for 
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attracting new customers, as noted by Andreassen and Lindestad (1998). This establishes a 

positive cycle where customer loyalty positively influences organizational performance, 

subsequently fostering even greater customer loyalty. Additionally, during challenging 

circumstances or economic downturns, customer loyalty serves as a mitigating factor. Loyal 

customers are more inclined to continue supporting a business, thereby assisting in revenue 

retention and overall sustainability, as highlighted by Khadka and Maharjan (2017). 

The relationship between customer loyalty and organizational performance is mutually 

beneficial. Customer loyalty contributes to organizational performance by increasing sales, 

revenue, and profitability, enhancing brand reputation, improving customer satisfaction, and 

expanding the customer base.  

 

THEORETICAL REVIEW 

Relationship Marketing Theory 

Relationship Marketing represents a strategic paradigm centered on nurturing long-lasting 

connections with customers, transcending mere product or service transactions. Its aim is to 

cultivate customer loyalty through the delivery of exceptional experiences, personalized 

communication, and consistent support. This strategy recognizes the significance of loyal 

customers, valuing their ongoing commitment over one-time purchases, and acknowledges that 

establishing strong customer relationships can ultimately contribute to heightened profitability 

(Gilaninia et al., 2011). 

The theory framework underscores the importance of fostering enduring, customer-centric 

relationships, emphasizing the value inherent in long-term connections and customer loyalty. 

By prioritizing customer retention, understanding their evolving needs, and maintaining 

continuous communication, organizations can forge robust and enduring ties with their 

customers, thereby enhancing organizational performance and ensuring sustained success 

(Gilaninia et al., 2011). The emphasis is on comprehending customer needs, effective 

segmentation, engaging with customers, fostering loyalty, and maximizing lifetime value 

empowers organizations to bolster customer retention, amplify profitability, and achieve 

enduring growth over time. 

Customer Lifetime Value (CLV) 

Customer Lifetime Value (CLV) is a vital marketing framework, quantifying a customer's 

economic contribution throughout their relationship with a business. Despite originating in the 

1950s, CLV's significance has grown with the adoption of customer-centric marketing (Sheth 

et al., 2000). In the realm of customer loyalty, CLV assesses the cumulative value from 

sustained relationships, providing insights into anticipated total revenue. Understanding CLV 

enables businesses to allocate resources effectively, refine acquisition and retention strategies, 

and enhance overall profitability (Kumar & Rajan, 2009). By considering elements like 

purchasing behavior and transaction value, CLV guides businesses in targeting lucrative 

customers, streamlining resource allocation for improved profitability and return on 

investment. In the context of customer loyalty, CLV becomes an indispensable metric, aligning 

with the overarching goal of fostering enduring and valuable relationships with customers. It 

not only provides a retrospective view of a customer's value but also serves as a forward-
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looking tool, assisting businesses in tailoring their efforts towards cultivating and retaining 

customers who contribute significantly to the company's success over time. 

Empirical Review 

Vilkaitė-Vaitonė and Papšienė (2016) explored the relationship between customer loyalty 

programs and organizational performance. Their findings indicated a positive influence of 

customer loyalty programs on various aspects of organizational performance, including 

financial performance and customer satisfaction. The study suggested that the implementation 

of customer loyalty programs could effectively enhance customer satisfaction and improve 

financial performance within the airline industry. 

Examining the realm of insurance, Larsson and Broström (2020) concentrated on insurers' 

perceptions of customer loyalty and retention. Their survey involving 232 insurance agents 

identified customer satisfaction as the most crucial factor in retaining customers, closely 

followed by service quality and price. Additionally, the study unveiled a positive impact of 

loyalty programs on customer retention, suggesting that incentivizing customers to stay with 

the company could be an effective retention strategy. 

Similarly, Das and Hassan (2022) scrutinized the impact of sustainable supply chain 

management and customer relationship management on organizational performance. Their 

study, encompassing a sample of 250 companies, demonstrated a positive impact of sustainable 

supply chain management and customer relationship management on organizational 

performance. The relationship was mediated by customer satisfaction and loyalty. These 

findings underscore the utility of integrating sustainable practices into the supply chain and 

cultivating positive customer relationships to enhance organizational performance. 

In the domain of airport services, Ayodeji et al. (2023) explored how waiting time satisfaction 

and the adoption of self-service technologies impact the establishment of enduring customer 

loyalty. The research revealed that both waiting time satisfaction and the adoption of self-

service technologies exerted a favorable influence on customer loyalty, ultimately leading to a 

positive enhancement of airport performance. 

 

METHODOLOGY 

In the scope of this research endeavour, a cross-sectional survey approach has been 

meticulously employed to delve into the intricate relationship between customer loyalty and 

the organizational performance of a distinct cluster of publishing companies situated within the 

South-Western region of Nigeria. To uphold the principles of fairness and impartiality, a 

straightforward random sampling approach was judiciously adopted. The focal point of this 

study encompasses a targeted sample size of 401 employees meticulously drawn from a pool 

of 40 publishing companies situated in Oyo State, Nigeria. The rationale behind this 

methodological choice stems from the pragmatic acknowledgment of the impracticality of 

directly observing every publishing company within the expansive South-Western region of 

Nigeria, which encompasses six states: Lagos, Oyo, Ogun, Osun, Ondo, and Ekiti. The 

structured questionnaire utilized for data collection was strategically designed with three 

distinct sections: one dedicated to demographic information, another intricately probing into 

the realm of customer loyalty, and a final section meticulously exploring the nuances of 
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organizational performance. Considering the customer behavioural factor and environmental 

factor, ‘Customer Loyalty’ demonstrates high internal consistency (Cronbach’s alpha = 0.84) 

while ‘Organizational Performance’ exhibits strong construct validity based on factor analysis 

results. Respondents, representing the crux of this empirical investigation, were entrusted with 

the task of rating their agreement or disagreement concerning each query related to customer 

loyalty (functioning as the independent variable) and organizational performance (functioning 

as the dependent variable) on a comprehensive 5-point Likert scale, spanning from "Strongly 

Agree" to "Strongly Disagree." Demonstrating commendable internal consistency, the 

questionnaire achieved a Cronbach’s alpha reliability coefficient of 0.84. Throughout the data 

collection process, the utmost emphasis was placed on preserving the confidentiality and 

anonymity of participants, thereby ensuring the integrity and reliability of the acquired data. 

 

RESULTS AND DISCUSSION 

Table 1: Demographic Characteristics of Respondents 

VARIABLE FREQUENCY PERCENTAGE 

Gender  

Male 261 65.1 

Female 140 34.9 

Total 401 100.0 

Age  

20-30 Years 34 8.5 

31-40 years 194 48.4 

41-50 years 134 33.4 

51-60 years 32 8.0 

60+ years 7 1.7 

Total 401 100.0 

Educational qualification  

OND/NCE 14 3.5 

HND/Degree 220 54.9 

Postgraduate 167 41.6 

Total 401 100.0 

Occupation  

Director/Executive 37 9.2 

Manager/Head of 

Department 

55 13.7 

Editorial 26 6.5 

Designer/Illustrator 16 4.0 

Research and Development 16 4.0 

Sales 115 28.7 

Marketing 66 16.5 
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Warehouse 

Operations/Distribution 

15 3.7 

Finance/Accounts 23 5.7 

IT Support 12 3.0 

Administration\Human 

Resource 

20 5.0 

Total 401 100.0 

Working Experience  

1-5 years 37 9.2 

6-10 years 106 26.4 

11-15 years 152 37.9 

16 years and above 106 26.4 

Total 401 100.0 

Location  

Lagos 256 63.8 

Ibadan 145 36.2 

Total 401 100.0 

Marital Status 

Single 70 17.5 

Married 310 77.3 

Divorced 19 4.7 

Widowed 2 0.5 

Total 401 100.0 

Time as a Employee of the publishing company 

Less than 1 year 5 1.2 

1-3 years 27 6.7 

3-5 years 73 18.2 

More than 5 years 296 73.8 

Total 401 100.0 

Source: Field Survey (2023) 

Table 1 presents a thorough exploration of the demographic make-up of employees in the 

chosen publishing companies, offering insights into crucial characteristics. The data reveals a 

predominant representation of male respondents, constituting 65.1%, with female respondents 

comprising 34.9%. 

In terms of age distribution, 8.5% fall within the 20-30 years bracket, 48.4% are in the 31-40 

years range, 33.4% fall between 41-50 years, 8.0% are in the 51-60 years category, and 1.7% 

are aged 60 years and above. 

Educational qualifications exhibit a diverse panorama, with 3.5% holding OND/NCE, 54.9% 

possessing HND/Degree qualifications, and 41.6% holding Postgraduate degrees. 
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Occupational roles demonstrate a varied distribution, encompassing Director/Executive roles 

(9.2%), Managers/Heads of Departments (13.7%), Editorial positions (6.5%), 

Design/Illustrator roles (4.0%), Research and Development (4.0%), Sales (28.7%), Marketing 

(16.5%), Warehouse Operations/Distribution (3.7%), Finance/Accounts (5.7%), IT Support 

(3.0%), and Administration/Human Resource positions (5.0%). 

Regarding working experience, 9.2% have 1-5 years, 26.4% have 6-10 years, 37.9% have 11-

15 years, and 26.4% have 16 years and above. 

Geographically, 63.8% are based in Lagos and 36.2% are in Ibadan. Marital status reflects that 

17.5% are single, 77.3% are married, 4.7% are divorced, and 0.5% are widowed. 

Lastly, respondents with less than 1 year of experience constitute 1.2%, 1-3 years account for 

6.7%, 3-5 years for 18.2%, and the majority, 73.8%, have more than 5 years of experience 

within the company.  

This in-depth demographic analysis provides valuable insights into the sample, shedding light 

on potential factors that may influence perceptions and behaviors related to customer loyalty 

and organizational performance. 

Test of Hypothesis 

H0: There is no significant relationship between customer loyalty on organisational 

performance in the publishing industry of South-Western Nigeria. 

Table 2: Pearson’s Correlation between Customer Loyalty and Organisational 

Performance  

Variable 
Pearson 

R 
Sub-variable Mean 

Std. 

Dev 
N 

Pearson 

R 
P Remark 

Customer 

Loyalty 

.751** 
Customer 

Expectation 17.02 2.60 401 .650** 0.000 Sig 

 

Price Fairness 
16.75 2.56  .646** 0.000 Sig 

 

Customer 

Retention 16.47 2.78  .689** 0.000 Sig 

 

Customer 

Service 
16.42 3.06  .694** 0.000 Sig 

 

Repeat 

Patronage 
16.26 2.74  .683** 0.000 Sig 

 

Resistance to 

Switching to 

Competitors 

14.60 2.63  .619** 0.000 Sig 

 

Customer 

Satisfaction  
16.33 3.81  .707** 0.000 Sig 

    

Organisational 

Performance 
55.16 10.23         

Source: Statistical computation (SPSS version 24 output) 
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Table 2 illustrates the examined correlation between customer loyalty and organizational 

performance. The analysis reveals a positive correlation (r = .751**, p = 000), indicating that 

as customer loyalty changes by 1%, there is a consequential 75.1% change in the organizational 

performance of publishing companies in South-Western Nigeria. This suggests a robust 

influence of customer loyalty on organizational performance within the studied context. These 

findings underscore a substantial positive association between customer loyalty and 

organizational performance, suggesting that customer loyalty serves as a catalyst for 

transformative impacts on organizational processes.  

Additionally, delving into the sub-variables of customer loyalty, namely customer expectation 

(r = .650**, p = .000), price fairness (r = .646**, p = .000), customer retention (r = .689**, p = 

.000), customer service (r = .694**, p = .000), repeat patronage (r = .683**, p = .000), resistance 

to switching to competitors (r = .619**, p = .000), and customer satisfaction (r = .707**, p = 

.000), all exhibit positive relationships with the organizational performance of publishing 

companies in South-Western Nigeria. These relationships are statistically significant at the 1% 

level, signifying that a 1% change in each of these sub-variables results in corresponding 

changes of 65.0%, 64.6%, 68.9%, 69.4%, 68.3%, 61.9%, and 70.7% in organizational 

performance, respectively. In light of these outcomes, the alternative hypothesis is accepted, 

confirming a significant relationship between customer loyalty and organizational performance 

in the publishing industry of South-Western Nigeria. 

 

 DISCUSSION OF FINDINGS 

The findings illustrated in Table 1 underscore a robust positive correlation between customer 

loyalty and the organizational performance of publishing companies in the South-Western 

region of Nigeria. These results carry considerable implications for comprehending the 

intricate relationship between these pivotal facets of business prosperity. The analysis unveils 

a notably positive correlation, with a correlation coefficient (r) of 0.751, indicating statistical 

significance at a highly significant level (p < 0.01). This implies that as customer loyalty 

intensifies, organizational performance concurrently advances. According to this framework, 

customer loyalty emerges as a fundamental driver of sustained profitability and organizational 

triumph. The study delves deeper into the specific components of customer loyalty, 

encompassing customer expectations, price fairness, customer retention, customer service, 

repeat patronage, resistance to switching to competitors, and customer satisfaction. Each of 

these elements exhibits a robust positive association with organizational performance, boasting 

correlation coefficients ranging from 0.619 to 0.707, all of which are statistically significant at 

the 1% level. 

These findings align seamlessly with the tenets of relationship marketing, where customer 

satisfaction, retention, and loyalty constitute central elements (Gronroos, 1994). Furthermore, 

they lend support to the Customer Lifetime Value (CLV) theory, positing that nurturing robust 

relationships with customers leads to a heightened long-term value for the organization 

(Reinartz & Kumar, 2003). The implication that a 1% shift in customer loyalty can precipitate 

a substantial alteration in organizational performance – precisely a 75.1% change – underscores 

the pivotal role of customer loyalty in propelling the success of publishing companies in this 

region. This concurs with the conclusions drawn from various studies, emphasizing the 

paramount importance of customer loyalty for business performance (Ramanathan et al., 2017; 
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Kumar et al., 2011). Consequently, it accentuates the imperative for publishing companies in 

South-Western Nigeria to prioritize strategic initiatives geared towards augmenting customer 

loyalty as a means to elevate their overall performance and competitive standing. 

 

CONCLUSION AND RECOMMENDATIONS 

In conclusion, the comprehensive analysis of the relationship between customer loyalty and 

organizational performance among publishing companies in the South-Western region of 

Nigeria has yielded compelling insights. The findings, as depicted in Table 1, reveal a robust 

positive correlation between customer loyalty and organizational performance, substantiated 

by a highly significant correlation coefficient (r) of 0.751 at the 1% level of significance. The 

implications of this correlation are far-reaching, emphasizing the pivotal role of customer 

loyalty as a fundamental driver for sustained profitability and organizational triumph in the 

dynamic landscape of the publishing industry. The study further dissects the components of 

customer loyalty, highlighting the positive associations with customer expectations, price 

fairness, customer retention, customer service, repeat patronage, resistance to switching to 

competitors, and customer satisfaction. Each of these elements demonstrates a strong and 

statistically significant relationship with organizational performance. It is essential to 

acknowledge the limitations of this study. The research is contextualized within the specific 

region of South-Western Nigeria and may not be entirely generalizable to other geographical 

areas or industries. Additionally, the reliance on correlation analysis does not establish 

causation, and other unexplored variables may contribute to organizational performance.  

Building on the findings, it is recommended that publishing companies in South-Western 

Nigeria should: craft marketing strategies that resonate with customer expectations, 

emphasizing transparency in pricing and exceptional customer service; develop and invest in 

programs that encourage customer retention, repeat patronage, and resistance to switching to 

competitors; utilize technology to enhance the overall customer experience, offering 

personalized services and efficient solutions to address customer expectations; and foster a 

sense of community among readers through events, forums and initiatives that go beyond 

transactions, building emotional connections. By prioritizing these recommendations, 

publishing companies in South-Western Nigeria can fortify customer loyalty, thereby 

enhancing their organizational performance and maintaining a competitive edge in the 

publishing industry. 
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