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EFFECT OF RELATIONSHIP MARKETING STRATEGY ON PERFORMANCE OF SELECTED NIGERIAN DEPOSIT MONEY BANKS IN LAGOS STATE, NIGERIA                                       
                                       			    AYANKOLA, A. A. and OLAJIDE, O. F.
Abstract: Relationship marketing has been identified as a crucial driver of performance in the banking industry. Despite its significance, limited empirical attention has been given to how relationship marketing dimensions such as trust, commitment, and conflict handling affect the performance of deposit money banks in Nigeria. Therefore, this study investigated the effect of relationship marketing strategy on the performance of selected Nigerian deposit money banks in Lagos State. The study adopted a cross-sectional survey research design. The population comprised a total of 63,956 employees from selected fourteen (14) licensed deposit money banks in Lagos State, Nigeria.  Using the Taro Yame formula, a sample of 443 respondents was determined and selected through a stratified random sampling technique. A structured questionnaire was the main instrument for data collection. Descriptive statistics were used to summarize responses on demographic and perception variables, while Multivariate Analysis of Variance (MANOVA) was employed to test the hypotheses at a 5% level of significance. Findings revealed that trust had a positive and significant effect on customer satisfaction (p = 0.034), market competitiveness (p = 0.026), and operational efficiency (p = 0.003). Similarly, commitment had a positive significant relationship with customer satisfaction (p = 0.001), market competitiveness (p < 0.001), and operational efficiency (p < 0.001). In addition, conflict handling showed a strong positive significant effect on customer satisfaction (p < 0.001), market competitiveness (p < 0.001), and operational efficiency (p < 0.001). The results indicated that effective trust-building, strong employee and management commitment, and efficient conflict resolution mechanisms collectively enhance the overall performance of deposit money banks. The study concluded that relationship marketing dimensions (trust, commitment, and conflict handling) are significant predictors of organizational performance among Nigerian deposit money banks. It further concluded that banks with higher levels of customer trust, greater commitment, and proactive conflict management practices tend to achieve superior customer satisfaction, stronger market competitiveness, and improved operational efficiency. The study recommended that bank management should strengthen relationship marketing strategies by building trust-based customer relations, fostering staff commitment, and implementing effective conflict handling systems to sustain competitive advantage in the banking sector. 
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Introduction
Deposit money banks are integral to the economic development of nations, serving as intermediaries that facilitate the flow of funds between savers and borrowers (Youssef, 2024). In Nigeria, the banking sector has undergone significant transformations, particularly following the 2005 consolidation exercise aimed at enhancing the sector's competitiveness and resilience (Uddin et al., 2021). Despite these efforts, Nigerian commercial banks continue to face challenges such as low customer retention rates, high operational costs, and intense competition from both traditional and non-traditional financial institutions (Akanni, 2019; Ajibola, 2015). These issues underscore the need for banks to adopt more effective strategies which among others include relationship marketing, to enhance their performance and sustain long-term growth.
Relationship marketing (RM) focuses on building long-term relationships with customers by emphasizing trust, commitment, communication, and conflict handling (Alberico & Joaquim, 2023). These components are designed to foster customer loyalty, enhance satisfaction, and ultimately improve organizational performance (Arinzechukwu et al., 2024; Santiago et al., 2024). In the context of Nigerian commercial banks, RM offers a framework for transforming transactional interactions into relational engagements, thereby creating value for both the bank and its customers (Sakariya, 2016). However, the performance of commercial banks encompasses financial metrics such as profitability and market share, as well as non-financial indicators like customer satisfaction, operational efficiency, market competitiveness etc (Uduak & Ubong, 2015; Ibrahim &Obuba, 2023). While financial performance remains a critical aspect, non-financial metrics have gained prominence in assessing the overall effectiveness of banks. RM strategies, by focusing on customer relationships, are posited to positively influence these non-financial performance indicators, leading to improved overall performance (Sakariya, 2016).
Prior studies explored the relationship between RM and performance in various contexts. Studies have shown that elements of RM, such as trust and commitment, significantly impact customer loyalty and satisfaction, which in turn affect organizational performance (Akinade, 2023; Iddrisu & Mahama, 2021; Ojiaku et al., 2017). However, there is a paucity of empirical studies focusing on Nigerian deposit money banks, particularly from the employees' perspective. This gap presents an opportunity to investigate how RM strategies are perceived and implemented by bank employees and how these perceptions influence the banks' performance with respect to customer satisfaction, market competitiveness, and operational efficiency. Therefore, this study aims to analyze the effect of RM strategies on the performance of selected deposit money banks in Lagos State, Nigeria. By focusing on the perspectives of bank employees, the research seeks to provide insights into the effectiveness of RM components in enhancing bank performance. 
Literature Review
Trust is foundational in banking relationships, as it determines the degree to which customers believe in the reliability, honesty, and integrity of the bank (Zsigmondova  et al., 2021). A lack of trust can lead to reduced customer confidence, lower transaction volumes, and reluctance to engage with additional banking services, thereby negatively affecting overall performance (Roberts-Lombard et al., 2013). Commitment, on the other hand, reflects the bank’s and employees’ willingness to maintain long-term relationships with customers (Roberts-Lombard et al., 2013). Studies suggest that high levels of commitment can foster loyalty and repeated patronage, whereas weak commitment may result in customers switching to competing banks that demonstrate greater dedication to their needs (Lo et al., 2024; Tai et al., 2024). Conflict handling, as a strategic component, involves effectively addressing customer complaints and resolving disputes in a timely and satisfactory manner (Sammour, 2022). Poor conflict management has been shown to reduce customer satisfaction and increase attrition, which can diminish market share and erode competitive positioning (Sammour, 2022). In the Nigerian context, despite the adoption of modern banking technologies and operational reforms, many commercial banks still experience challenges in implementing these relationship marketing strategies effectively. This has implications for non-financial performance metrics such as customer satisfaction, market competitiveness, and overall productivity. Customers and stakeholders who perceive insufficient attention to relationship management may reduce their engagement, switch to alternative banks, or fail to utilize additional banking services, thereby undermining the market position of the banks (Mosa, 2022).
Ramesh et al. (2022) examine the real effects of social trust and related corporate social responsibility (CSR) behavior on firm performance using a large cross-country sample during the COVID-19 shock; their aim was to test whether firms with stronger CSR/social-trust linkages performed better during the COVID crisis. The authors use a difference-in-differences design on a panel of firm-quarter observations across many countries (tens of thousands of observations), controlling for firm and time fixed effects to address endogeneity concerns. They find that firms with higher prior CSR/social-trust exposure experienced relatively better operating and financial outcomes during COVID (better revenues, investment and access to debt), suggesting social trust and CSR can buffer firms in crises. The study’s strengths are the large sample and quasi-experimental approach, but limitations include reliance on CSR proxies (which may imperfectly capture local social trust), possible measurement heterogeneity across countries, and limited micro-level mechanisms (e.g., how internal organizational trust vs. regional social trust operate differently). The paper is strong on macro evidence but leaves room for firm-level qualitative unpacking. 
Vučković et al.(2023) investigate the relationship between interpersonal trust (proxied by inter-firm trade credit) and institutional trust (proxied by firms’ trust in courts) and firm performance in Western Balkan countries; the objective was to show whether different types of trust matter for firm profitability and productivity in a low-trust regional setting. The study uses firm-level data (a sample of roughly 1,298 firms), regression analysis with controls for firm characteristics and institutional variables and disaggregate effects by trust type. Results show that interpersonal trust (informal relational mechanisms such as trade credit) and institutional trust (confidence in legal institutions) both relate to firm performance, but their magnitudes and channels differ: interpersonal trust lowers transaction costs and supports trade relations, while institutional trust sustains investment and formal contracting. The research contributes empirical evidence from a transitioning/developing region but is limited by observational design (risk of omitted variables), potential endogeneity between trust measures and performance, and the challenge of generalizing beyond the Western Balkans; the paper calls for panel or experimental designs to unpack causal pathways.
Kotcharin et al., (2024) study trust, information sharing, and supplier performance perceptions among SMEs from a social-exchange perspective. The aim is to test whether trust directly improves supplier performance perception and whether information sharing mediates that relationship. Using survey data from SMEs and structural equation modeling, the authors report that trust positively affects perceived supplier performance and fosters greater information sharing, while information sharing partially mediates the trust–performance perception link. Their work is useful for SME supply chains (many of which operate in emerging-market contexts) and highlights micro-behavioral mechanisms, but limitations include cross-sectional survey data that cannot prove causality, self-reported performance perceptions rather than objective performance measures, and potential sample bias toward SMEs that were willing to participate in surveys. The study suggests useful managerial actions (build trust to increase transparency and collaboration) but leaves room for longitudinal or field experimental confirmation. 
Alomran, Ahmed and Kassem (2024) explore the effect of organizational trust on organizational commitment and indirectly on performance-relevant outcomes; their stated aim is to test whether national identity moderates the trust–commitment relationship in a hospitality (hotel) setting. The study uses a survey of hotel employees and standard regression/moderation analysis to examine relationships among perceived organizational trust, types of organizational commitment, and the moderating role of national identity. Findings indicate that organizational trust is a positive predictor of affective, continuance and normative commitment, and that national identity modifies some of these relationships, implying cultural/contextual factors shape how trust translates into commitment. The work is helpful for understanding employee-level trust effects on behaviors tied to performance but is limited by its sectoral sample (hotels in a specific region), cross-sectional design, and measurement of performance only indirectly via commitment rather than objective output; the moderation by national identity also suggests the need for multi-country replication to understand boundary conditions. 
Nwenekorum, Orga and Nnamani (2022) conducted a study titled “Organizational Trust and Employee Performance of Nigerian Agip Oil Company Limited” with the explicit aim of establishing the relationship between organizational trust and dimensions of employee performance (task and adaptive performance) in a Nigerian oil-sector firm. Using a survey research design and questionnaires administered to employees, the authors apply descriptive statistics and chi-square analysis and report that organizational trust is strongly and positively associated with both task and adaptive performance; they conclude that trust raises motivation, identification with the organization, and engagement, thereby improving performance. This Nigeria-specific study is valuable for local managerial practice and contributes regionally grounded evidence, but methodological weaknesses include convenience sampling, limited analytical techniques (no regression to control for confounds), reliance on self-report measures, and limited external validity beyond that single firm, meaning caution is needed before generalizing to other Nigerian sectors or firm types. 
Lin et al. (2024) examine how employees’ perceptions of superior/managerial trust affect organizational commitment and downstream outcomes. The paper aims to test whether perceived superior trust improves commitment and whether that relationship shapes job attitudes and performance-related intentions. Using survey data and mediation analysis, the study finds that perceived superior trust increases organizational dedication and indirectly improves indicators associated with performance (e.g., reduced turnover intentions, higher engagement). The article’s strengths include open access, careful measurement of supervisor trust and multiple commitment dimensions, and discussion of psychological mechanisms (identification and motivation). Limitations are the common ones for organizational surveys: cross-sectional design that restricts causal claims, potential common-method bias from self-reports, and limited objective performance metrics; the study suggests future longitudinal or mixed-methods work to confirm causal pathways. 
Shen and Yu (2025) examines how regional social trust influences foreign firms’ performance using a large panel of foreign firm observations in China (annual data 2008–2020). The authors set out to test whether higher regional social trust benefits foreign entrants by lowering operating costs and enabling more risk-taking. Using ordinary least squares models with firm and region controls on over 10,000 firm-year observations, the study reports that foreign firm performance is higher in regions with greater social trust and that formal institutions and economic policy uncertainty moderate this effect. The paper is useful because it isolates a regional social-trust effect for foreign firm outcomes in a major emerging economy, but limitations include potential selection (foreign firms might choose high-trust regions), measurement of social trust at regional aggregates that may mask firm-level variation, and the challenge of cleanly separating social trust from related institutional factors; the authors call for instrumental or quasi-experimental approaches to address
Methodology
The study adopted a cross-sectional survey research design. The population comprised a total of 63,956 employees from selected fourteen (14) licensed deposit money banks in Lagos State, Nigeria.  Using the Taro Yame formula, a sample of 443 respondents was determined and selected through a stratified random sampling technique. A structured questionnaire was the main instrument for data collection. Descriptive statistics were used to summarize responses on demographic and perception variables, while Multivariate Analysis of Variance (MANOVA) was employed to test the hypotheses at a 5% level of significance.
Results and Discussion
[bookmark: _Toc213387141]Multivariate Analysis of Variance (MANOVA) Results
[bookmark: _Toc213387142]MANOVA Results for Hypothesis One
The multivariate analysis of variance (MANOVA) was conducted to examine the effect of trust on the overall performance of selected Nigerian deposit money banks, using customer satisfaction, market competitiveness, and operational efficiency as the dependent variables. The multivariate test using Wilks’ Lambda (Λ = 0.323, F(36, 1158.94) = 15.886, p = 0.029) indicates that the combined dependent variables were significantly influenced by trust at the 5% level of significance. This implies that variations in trust among the banks account for significant differences in their overall performance profile when all three indicators are considered jointly. The relatively low Wilks’ Lambda value (.323) suggests a strong multivariate relationship, meaning that trust explains a considerable portion of the variance in the set of performance measures. Following the significant multivariate result, the Tests of Between-Subjects Effects were examined to determine the specific dependent variables that contributed to the overall effect. The univariate MANOVA results reveal that trust significantly affected each of the performance indicators: customer satisfaction (F = 11.036, p = 0.034), market competitiveness (F = 16.673, p = 0.026), and operational efficiency (F = 22.005, p = 0.003). These results indicate that higher levels of trust within banking relationships are associated with higher customer satisfaction, greater market competitiveness, and improved operational efficiency among the selected banks. The corresponding R-squared values further show that trust explains 73.6% of the variance in customer satisfaction, 62.0% of the variance in market competitiveness, and 63.6% of the variance in operational efficiency, demonstrating a substantial explanatory power. Consequently, Hypothesis One, which states that trust has no significant effect on the performance of selected Nigerian deposit money banks in Lagos State, is rejected.
	Table 1: Multivariate Tests – Hypothesis One

	Effect
	Value
	F
	Hypothesis df
	Error df
	Sig.

	Trust
	Wilks' Lambda
	.323
	15.886
	36.000
	1158.935
	.029

	Tests of Between-Subjects Effects- Hypothesis One

	Source
	Dependent Variable
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Trust
	Customer Satisfaction
	68.991
	12
	5.749
	11.036
	.034

	
	Market Competitiveness
	58.727
	12
	4.894
	16.673
	.026

	
	Operational Efficiency
	72.302
	12
	6.025
	22.005
	.003

	a. R Squared = 736 (Adjusted R Squared = .541)

	b. R Squared = .620 (Adjusted R Squared = .384)

	c. R Squared = .636 (Adjusted R Squared = .398)


Source: SPSS V25 MANOVA Output
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Table 1 shows the MANOVA results for the effect of commitment on the performance of selected deposit money banks in Lagos State. The multivariate test based on Wilks’ Lambda produced a value of Λ = 0.261, with F(3, 392.94) = 2512.852 and a significance level of p = 0.000. Since the p-value is less than 0.05, the result indicates a statistically significant multivariate effect of commitment on the combined performance variables. The low Wilks’ Lambda value (.261) further suggests that commitment explains a substantial portion of the variance in the three performance measures jointly, implying a strong relationship between the level of commitment and overall bank performance.
The Tests of Between-Subjects Effects reveal that commitment has a significant individual effect on each performance dimension. Specifically, commitment significantly influenced customer satisfaction (F = 252.497, p = 0.000), market competitiveness (F = 432.834, p = 0.000), and operational efficiency (F = 211.603, p = 0.000). The corresponding R-squared values indicate that commitment accounts for approximately 61.1% of the variance in customer satisfaction, 64.2% of the variance in market competitiveness, and 58.1% of the variance in operational efficiency, suggesting that banks exhibiting higher levels of organizational and employee commitment tend to perform better across multiple dimensions of performance.
The results confirm that commitment has a statistically significant and positive effect on the performance of Nigerian deposit money banks. Therefore, the null hypothesis which states that there is no significant relationship between commitment and performance of selected Nigerian deposit money banks in Lagos State is rejected.
	Table 2: Multivariate Tests – Hypothesis Two

	Effect
	Value
	F
	Hypothesis df
	Error df
	Sig.

	Commitment
	Wilks' Lambda
	.261
	2512.852b
	3.000
	392.935
	.000

	Tests of Between-Subjects Effects- Hypothesis One

	Source
	Dependent Variable
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Commitment
	Customer Satisfaction
	68.991a
	12
	2.802
	252.497
	.000

	
	Market Competitiveness
	58.727b
	12
	6.043
	432.834
	.000

	
	Operational Efficiency
	72.302c
	12
	3.658
	211.603
	.000

	a. R Squared = 611 (Adjusted R Squared = .373)

	b. R Squared = .642 (Adjusted R Squared = .412)

	c. R Squared = .581 (Adjusted R Squared = .338)


Source: SPSS V25 MANOVA Output
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The relationship between conflict handling and the performance of selected Nigerian deposit money banks was examined using multivariate analysis of variance (MANOVA). The results presented in Table 2 show that conflict handling has a significant multivariate effect on the combined performance indicators (customer satisfaction, market competitiveness, and operational efficiency). As indicated by Wilks’ Lambda (Λ = 0.197, F(3, 392.935) = 3987.401, p < 0.001), the very low Lambda value signifies that a substantial proportion of the variance in the performance variables is explained by variations in conflict management practices among the banks. This finding suggests that effective conflict resolution contributes significantly to overall institutional performance.
Furthermore, the Tests of Between-Subjects Effects in Table 2 reveal that conflict handling has significant individual effects on each dependent variable. Specifically, conflict handling significantly affects customer satisfaction (F = 141.725, p = 0.000), market competitiveness (F = 164.882, p = 0.000), and operational efficiency (F = 167.746, p = 0.000). The corresponding R² values (.711, .783, and .694) indicate that conflict handling explains approximately 71.1%, 78.3%, and 69.4% of the variance in the respective performance measures. These results highlight a strong and consistent influence of conflict management on multiple aspects of bank performance.
The evidence in Table 2 demonstrates that conflict handling plays a crucial role in enhancing the performance of Nigerian deposit money banks. Institutions that adopt proactive conflict resolution mechanisms tend to operate more efficiently, maintain stronger market positions, and achieve higher customer satisfaction. Therefore, the null hypothesis which states that there is no significant effect of conflict handling on the performance of selected Nigerian deposit money banks in Lagos State is rejected, while the alternative hypothesis is accepted.
	Table 3: Multivariate Tests – Hypothesis Three

	Effect
	Value
	F
	Hypothesis df
	Error df
	Sig.

	Conflict Handling
	Wilks' Lambda
	.197
	3987.401
	3.000
	392.935
	.000

	Tests of Between-Subjects Effects- Hypothesis One

	Source
	Dependent Variable
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Conflict Handling
	Customer Satisfaction
	60.984a
	15
	4.066
	141.725
	.000

	
	Market Competitiveness
	95.802b
	15
	6.387
	164.882
	.000

	
	Operational Efficiency
	67.721c
	15
	4.515
	167.746
	.000

	a. R Squared = 711 (Adjusted R Squared = .506)

	b. R Squared = .783 (Adjusted R Squared = .613)

	c. R Squared = .694 (Adjusted R Squared = .482)


Source: SPSS V25 MANOVA Output
[bookmark: _Toc213387145]Discussion of Findings
The MANOVA results (Table 3) show that trust has a statistically significant multivariate effect on the combined performance indicators (Wilks’ Λ = .323, F(36, 1158.94) = 15.886, p = .029). In follow-up univariate tests, trust significantly predicted customer satisfaction (F = 11.036, p = .034), market competitiveness (F = 16.673, p = .026) and operational efficiency (F = 22.005, p = .003), with large R² values indicating substantive explained variance. These findings indicate that higher levels of perceived bank trustworthiness are associated with better customer outcomes and stronger organizational performance. These findings align with recent empirical evidence linking trust in banks to greater customer satisfaction, loyalty and improved service outcomes (Cardoso et al., 2024; Kumar, 2023). Social Exchange Theory (SET) helps explain this pattern: when customers perceive fairness, reliability and integrity from a bank, reciprocal behaviours (repeat business, positive word-of-mouth, cooperative interactions) follow, producing measurable performance gains (Cropanzano & Mitchell, 2005). Similarly, cross-country and sector studies have shown that institutional trust reduces transactional friction and supports improved operational metrics in financial institutions (Abdelsalam et al., 2024). Where the present study shows relatively large R² values, alignment with these studies is likely driven by (a) robust measurement of trust across several questionnaire items, (b) the sample size (n = 407) which provides stable estimates, and (c) the banking context in Lagos where trust is a salient determinant of customer behaviour. If some previous studies report smaller effects, possible reasons include differences in trust operationalization (e.g., trust in mobile channels versus overall organizational trust), sample composition, or regulatory/contextual factors that moderate how trust translates into competitive advantage (Kumar, 2023).
The analysis reported in Table 3 demonstrates a strong and significant relationship between commitment and bank performance (Wilks’ Λ = .261, F = 2512.852, p < .001), with follow-up tests showing highly significant univariate effects across customer satisfaction, market competitiveness and operational efficiency (all p’s = .000) and substantial R² values for each outcome. This pattern is consistent with theoretical expectations from Social Exchange Theory and organizational behaviour literature: committed employees and organizations invest discretionary effort and maintain customer-oriented practices, which improves service quality and competitive outcomes (Cropanzano & Mitchell, 2005). From a stakeholder theory perspective, strong internal commitment signals to external stakeholders (customers, suppliers, regulators) that the bank is stable and reliable, thus supporting market position and performance (Freeman, 1984). Recent empirical work in banking and service sectors confirms the positive role of organizational/employee commitment in enhancing productivity, customer outcomes and reputation (Alnehabi, 2025; several Nigeria-based studies and sector reports showing positive links between commitment and operational metrics). The magnitude of the effects in this study may reflect effective HR and relationship management practices in the sampled banks (e.g., training, empowerment, and customer-centric incentives) that convert commitment into measurable performance gains. Thus, the present finding both corroborates dominant empirical evidence and underscores the practical importance of cultivating commitment as a strategic resource in Nigerian deposit money banks. 
Table 3 indicates a highly significant effect of conflict handling on the combined performance measures (Wilks’ Λ = .197, F(3, 392.94) = 3987.401, p < .001), and the univariate MANOVAs show conflict handling significantly predicts customer satisfaction, market competitiveness and operational efficiency (all p’s = .000) with very high R² values. These results suggest that banks which adopt effective, customer-oriented conflict resolution practices (prompt complaint handling, open communication, win–win problem solving) achieve superior performance outcomes. This finding aligns with empirical studies in Nigerian banking and related service sectors that document positive effects of conflict-management strategies on organizational outcomes such as service quality, employee retention and operational efficiency (Abomeh, 2022; related Nigerian case studies 2020–2024). Theoretically, conflict handling can be situated within SET (effective conflict resolution rebuilds or sustains reciprocal trust and loyalty) and organizational justice (fair, transparent dispute processes enhance perceived fairness and encourage cooperative behaviours), both of which predict improved customer and organizational outcomes when conflicts are managed well (Cropanzano & Mitchell, 2005). Moreover, empirical reviews of conflict-management interventions show consistent positive associations with performance indicators when strategies emphasize communication, timeliness and fairness/ Therefore, the present findings reinforce the practical imperative for banks to institutionalize effective complaint and conflict resolution systems as a route to higher customer satisfaction, market strength and operational gains.
Conclusion
The study concluded that all three constructs of relationship marketing strategy (trust, commitment, and conflict handling) significantly influence key indicators of organizational performance, including customer satisfaction, operational efficiency, and market competitiveness. Specifically, the results showed that banks that uphold trust in their relationships with customers tend to enjoy higher levels of loyalty, confidence, and service patronage. Similarly, commitment to long-term customer relationships and consistent service delivery was found to enhance competitiveness and operational excellence. Effective conflict handling also emerged as a vital predictor of performance, demonstrating that resolving customer issues fairly and promptly strengthens brand reputation and customer retention.
Recommendations
Banks should foster transparency and honesty in all customer interactions. This can be achieved through accurate communication, consistent service delivery, and ethical handling of customer data and finances. Regular publication of service standards and performance reports can also reinforce public confidence.
Staff across all levels should be trained in customer relationship management (CRM), ethical service conduct, and emotional intelligence. When employees understand how trust, empathy, and responsiveness affect long-term customer relationships, they can deliver more reliable and personalized services.
Management should adopt policies that reward customer loyalty through incentive programs such as loyalty bonuses, referral schemes, and personalized offers. Consistent follow-ups and after-service communication can strengthen long-term customer engagement and satisfaction.
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