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Abstract This research studies customer loyalty in the banking sector in a very unstable region of East
Democratic Republic of Congo by underlining the mediating role of customer satisfaction. It examines the
relationship between perceived service quality, trust, customer satisfaction and customer loyalty in the banking
sector of Bukavu by adopting quantitative cross-sectional research design and using self-administered questionnaires.
Convenience sampling helps in collecting data from a sample of 225 respondents. Correlation and hierarchical
regression help to test the research hypotheses. Customers perceive a relatively high quality of services they enjoy,
their level of trust is relatively high and they are slightly satisfied. Consequently, they are moderately loyal to their
respective banks. There are positive and significant relationships between the different couples of variables studied.
There is 49.1% of variance explained in customer loyalty. Customer satisfaction positively and fully mediates
perceived service quality and customer loyalty relationship and partially mediates trust and customer loyalty.
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regularly be assessed and ethical values integrated.
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1. Introduction
In competing markets, loyalty has received particular
attention from both scholars and practitioners in the
banking industry [1]. References [2,3] and [4] argue that
retaining existing customers is less onerous than attracting
new ones. Customer loyalty is defined as the desire of
clients to remain faithful to an organization [5] and
continuing patronage over time [1]. Business sustainability
for organizations can be achieved if their customers are
loyal to them [6]. Thus, it is imperative that commercial
banks create and maintain a loyal customer base [7,8].
Prior literature [6], [8], [9] mentions the importance of
perceived service quality in developing bank customer
loyalty. According to [10] and [11], service quality is
comprehended by customers as a difference between
their expectations and their perceptions of the service
delivered. For [12] and [13], excellence in service quality
leads to satisfaction which helps in retaining customers for
banks.
For customers to continue patronizing service providers,
they must trust them and the services they offer (loans,
deposits, withdrawals, etc.). In the banking context trust

involves customer having confidence in the quality and
reliability of the services offered [14]. Reference [15]
argues that mutual trust between a bank and its customers
reduces customer’s perception of risk. Numerous studies
[8,16,17,18] evoke trust as a customer loyalty booster.
Reference [8] argues that loyalty occurs where customers
truly trust the bank.
As customers perceive high quality of services they
enjoy and trust the organization and its services, they tend
to be satisfied. Satisfaction is referred to by [16] as an
instance where services and goods provided by particular
organizations either meet or exceed customer needs
and expectations. Scholars [13,16,19] advocate the role
of satisfaction in improving bank customer loyalty.
Reference [16] argues that a satisfied customer is likely to
remain with the bank and to recommend it to others.
Democratic Republic of the Congo (DRC) is essentially
characterized by a traditional banking sector oriented
towards commercial banking and with a fierce competition
[20]. Reference [21] reported that 29% of customers in
DRC switch their banks because of poor service quality,
22% due to unfavorable interest rates and fees, 15%
turnaround time taken to respond to requests and inquiries,
11% due to proximity of branches (long distances between
bank branches and many of their customers, yet there are
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few ATM outlets), 2% change because of innovative
products and services of the competing banks.
Furthermore, the unstable banking system and the
winding-up of some financial institutions led to the loss of
trust among bank customers [22].
Although there are many studies on bank loyalty in
Africa [8], little attention has been given to the context of
DRC. This study fills this gap by focusing on the city of
Bukavu. The banking sector of Bukavu presents some
peculiar characteristics which include fierce competition
from bank, nonbank and microfinance institutions, and
bureaucracy in opening accounts and processing loan
applications. Besides that, bank liquidity challenges have
led customers to lose their trust in the banking system. On
the other hand, some bank services are inconsistent with
customers’ needs leading to customer dissatisfaction [23].
Hence, this study intends to examine if there is any
relationships between perceived service quality, trust and
customer loyalty in the banking sector of Bukavu paying
attention to the mediating role of customer satisfaction.
The remainder of this research paper is structured as
follows. In the second section the study is positioned
within the existing literature on the study variables. The
third section presents the methodology adopted. Section 4
and 5 summarizes and discusses the empirical results
respectively. In section 6, conclusions and implications of
the study are drawn and possible suggestions for further
research are provided.

2. Literature Review
2.1. Customer Loyalty (CL)
Over the past decades, the concept of customer loyalty
has been the subject of many researches in business
industries [11]. Different scholars have underlined
the role of customer loyalty in reducing marketing costs
[2,3,24]. Others insist on the profit making aspect of
customer retention [24]. Loyalty has been defined
by [25] and [26] as the behavior of repeatedly patronizing
the service provider and recommending the service
provider to other customers. According to [4,17,27],
it is referred to as a consumer’s commitment to
repurchase a preferred product and service consistently in
the future.
The service marketing literature has experienced
several contributions made for measuring the service
loyalty [28]. It can be conceptualized either in terms of
behavior or attitude [4,11,16,17,18,27,29,30]. As an
attitude, it refers to a feeling that creates an attachment to
the product or the service [4]. It encompasses the intention
to re-patronize the service provider, the willingness to
recommend the company to others, demonstration of
commitment to the company and resistance to switch to
competitors [4,16,27]. Reference [19] posits that attitudinal
loyalty includes cognitive, affective and conative loyalty.
Loyalty behavior reflects customer attitude in terms of
actions [4]. It refers to the repurchase of services in terms
of frequency and proportion, and recommendations of
the company to others through positive words of mouth
[4,27,31].

2.2. Service Quality (PSQ)
The importance of quality in service provision makes it
imperative to focus on it in any study on services [24].
Service marketing literature identifies several ways of
defining service quality. According to [32], service quality
is the ability of a company to meet or exceed customer
expectations. He evoked two components of quality
relevant to service-providing organizations: technical
quality also known as service outcome and functional
quality or delivery process [16]. In the view of [10], it is
the difference between customer expectations and their
perceptions of the service delivered. Reference [33]
considered it as the extent to which a service meets or
exceeds customer needs and expectations.
Service quality is viewed as a multidimensional concept
in the literature [10,16,32,34,35,36,37,38] but there is no
common agreement regarding its dimensions.
The [39]’s SERVQUAL model has been considered as
the major instrument in the literature to measure quality
[40]. The SERVQUAL instrument suggests that service
quality can be measured by identifying the different gaps
between customers' expectation and perceptions of the
service performance. It uses the following five dimensions:
tangibles, reliability, assurance, responsiveness, and empathy.
Although SERVQUAL has been supported and widely
used to measure service quality in different service
industries [13,41,42]; it is not without criticism: its
validity, lack of specificity for some services, focus on
only product/service and ignoring other Ps of the
marketing mix [43]. To address these criticisms, other
instruments have been developed. SERVPERF modified
by [44] from the SERVQUAL used the performance only
approach to measure perceived service quality and
reported higher validity. Reference [43] also developed
the Banking Service Quality (BSQ) instrument based on
six dimensions: effectiveness and assurance, access, price,
tangibles, service portfolio, and reliability.

2.3. Trust
The literature treating about trust in service industries is
abundant. Trust has been examined from different
perspectives, and its multiple definitions are provided.
According to [45], trust exists when there is mutual
reliability and integrity between partners. Reference [46]
also defined trust as perceived credibility and benevolence
of a service provider. Reference [47] conceptualized trust
as the confidence that partners act in the interest of each
other. For [48], it is a belief that each party will meet the
wants and needs of the other. In banking, trust reflects the
bank trustworthiness, honesty, integrity and reliability in
delivering services to its customers [16]. These definitions
highlight the importance of confidence and reliability in
the conception of trust [14,45]. According to [27,29],
confidence is important as it serves in establishing true
and collaborative relationships. References [10,24,49]
underline the importance of trust in the service industries
due to risk and uncertainty. References [50] and [24]
argue that trust reduces perceived risk.
The following three dimensions of trust are widely
accepted and used in research [51]: perceived credibility

Journal of Business and Management Sciences

[46], benevolence [16,46,52,53] and integrity [16,53].
Integrity refers to the service provider’s honesty, ethical
actions and promise keeping [16,54]. Benevolence is
defined as the service provider’s caring and motivation to
act in the customer’s interest [54,55,56]. Perceived
credibility refers to the belief that the service provider has
the required skills and expertise to perform the service
(competence or ability), the expectancy that the service
provider’s word or written statement can be relied on
[46,54,55].

2.4. Customer Satisfaction
Reference [57] mentioned the importance of customer
satisfaction in developing and maintaining lasting
relationships with customers. Reference [19] added that
customer satisfaction plays an important role in long-term
relationship with customer in the banking sector.
The interchangeable use of Customer satisfaction and
service quality seems to have increased confusion in the
marketing literature [58]. Reference [59] shared the
opinion that favorable service quality perceptions lead to
improved satisfaction. According to [60], service quality
comes before and leads to overall customer satisfaction.
For [37] and [61], satisfaction results from customer
perception and impression of the service performance and
expectations. Reference [42] views it as the future intentions
of customers towards the service provider. In [48]’s terms,
customer satisfaction is an indication of how pleased is a
customer with a product or a service. Satisfaction is also
defined as an end-state that is derived from a previous
purchasing experience, emerging as a cognitive reward or
an emotional response to an experience [62].
In the marketing literature, satisfaction is often apprehended
into two different approaches: either as specific transaction
based satisfaction or as cumulative satisfaction [17,63,64].
Reference [65] and [58] argue that, in a context of bank
loyalty study, satisfaction cannot be based on a single
experience with the organization nor lead customers to
switch their organization. Therefore, this study adopts the
cumulative satisfaction approach [17].
According to [60], the lack of consensus in defining
satisfaction creates obstacles in identifying its antecedents
and consequences and renders arbitrary the development
of satisfaction instrument measurements. This creates
confusion in the operationalization of customer satisfaction
[64]. Some researchers view customer satisfaction as a
uni-dimensional concept [9]; others consider it through
multiple dimensions consisting of service product, human
element, non-human element, tangibles and social
responsibility [64]. In line with [9], this study legitimizes
the uni-dimensional approach of customer satisfaction and
captures it using the items adapted from [41].
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industry reported a positive correlation between service
quality and customer loyalty. Consistent with the
aforementioned findings, this study hypothesizes that
there is a positive relationship between perceived service
quality and customer loyalty.

2.6. Trust and Customer Loyalty
Although customer satisfaction is a major driver of
customer loyalty; let alone it is a necessary but not
sufficient condition [70]. It is likely that, in the instances
where there is lack of trust, satisfied customers may
switch to competitors. Strong customer trust towards the
service provider builds confidence that influences
customer loyalty [18].
Prior studies [27,30,71,72] note the positive relationship
between trust and customer loyalty in the service industry.
Reference [56] contends that trust influences the
customers’ decision to leave or not an organization.
Reference [71] studied the effect of customer trust on
customer loyalty and customer retention under the
moderating role of cause related marketing in cellular
service operators in Pakistan and found that customers
became loyal as their amount of trust increases. Likewise,
[29]’s literature study on customer trust-customer loyalty
relationship legitimized the positive influence of customer
trust on customer loyalty. In the banking industry, the role
of trust in developing customer loyalty is also supported
[16,17,18,24]. Reference [17]’s study on Islamic bank
Muslim and non-Muslim customers in Malaysia revealed
that trust significantly and positively relates to customer
loyalty for both customer segments. Reference [9]
supported this relationship in an e-banking context.
Reference [18]’s investigations on foreign banks
customers in Malaysia also provided a supportive
evidence. Based on this literature review, it is posited that:
customer trust has a positive effect on customer loyalty.

2.7. Perceived Service Quality and Customer
Satisfaction
Perceived service quality and customer satisfaction
relationship in the service industry has received particular
consideration among scholars in the literature [19,64,73].
Specifically, several studies advocate this relationship in
the banking sector. They include [74] in Indonesia; [19] in
Vietnam; [42,68,75] in India; [76] in Rwanda; [13,77,78]
in Malaysia; [12] in Sri Lanka; [6] in Pakistan; [9]
in Taiwan; [79] in Tanzania. Given the background
presented above, this study also assumes that if customers
experience poor quality of financial services, they are
dissatisfied. Hence, the following hypothesis will be tested:
perceived service quality and customer satisfaction are
positively related.

2.5. Perceived Service Quality and Customer
Loyalty

2.8. Trust and Customer Satisfaction

The direct relationship between perceived service
quality and customer loyalty is well documented.
Considerable studies in the banking industry supported a
positive relationship [1,4,8,11,13,16,19,38,66,67,68,69].
In Africa, [8]’s empirical review on the determinants of
customer loyalty in the Sub-Saharan African banking

Although the relationship between trust and customer
satisfaction has been studied in different service industries;
there seems to be no unanimity on the service
quality-customer satisfaction causal order. While several
scholars advocate customer satisfaction as a key driver of
customer trust [9,74,80,81,82,83]; others seem to reverse
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this direction [27,48,84]. In this study, it is also agreed
that trust leads to customer satisfaction. Prior literature
evidenced the role of trust in increasing the degree of
customer satisfaction. Reference [84] investigated the
effect of trust, commitment and satisfaction on customer
loyalty in the distribution sector in Portugal and concluded
a positive and direct effect of trust on customer satisfaction.
Reference [27]’s study on customers of Travel Agencies
in South Sumatra Indonesia also confirmed this
relationship. Likewise, [48]’s study in the banking sector
of Pakistan provided similar evidence. Based on this
literature review, the hypothesis to be tested is: trust is
positively associated with customer satisfaction.

satisfaction in mediating trust and customer loyalty in the
banking industry are scarce. Reference [54] found that
customer satisfaction intervenes in the relationship
between trust and loyalty mobile commerce in Taiwan.
Based on these explanations, it is expected that, on the one
hand, perceived service quality significantly lead to
customer loyalty through the mediating role of customer
satisfaction; and on the other hand, customer satisfaction
intervenes in the positive relationship between trust and
customer loyalty in the context of Bukavu. Hence the
following hypotheses: customer satisfaction mediates
positive relationships between perceived service quality
customer loyalty and trust and customer loyalty.

2.9. Customer Satisfaction and Customer
Loyalty

3. Methodology

A huge literature has advocated the importance of customer
satisfaction in developing customer loyalty in the context
of service industry [2,3,11,17,35,63,68,81,82,84,85,86].
According to [25], much a customer is satisfied high is his
motivation to patronize the service provider and to
recommend him to others. Reference [87] recognizes that
highly satisfied customers tend to stick to their current
service provider. Reference [84] legitimized a positive
influence of customer satisfaction on customer loyalty in
the distribution sector in Portugal. Reference [86]’s study
provided similar evidence on Air Cargo Terminals in
Taiwan. Reference [16] and [11] also found a positive
influence of customer satisfaction on customer loyalty in
Malaysian banks. In [48]’s study, customer satisfaction
has been found to be a major driver of customer loyalty.
Reference [67] contrasted this relationship by arguing that
a loyal customer may not necessarily be a satisfied
customer; [68] and [88] added that a high level of
satisfaction does not guarantee customer loyalty. With the
support of existing evidences, it is hypothesized that customer
satisfaction has a positive effect on customer loyalty.

2.10. Mediating Effect of Customer
Satisfaction in the Relationship between
Service Quality, Trust and Customer
Loyalty
Although different studies have supported the intervening
role of customer satisfaction in the relationship between
service quality and customer loyalty [58,60,73,89]; there
is still little known on the extent to which service quality
considered alone is sufficient in developing customer
loyalty. Reference [60] pointed out the mediating effect of
customer satisfaction in the service quality - service loyalty
relationship. Reference [73]’s study in telecommunication
reported customer satisfaction as an important mediator
between perceived service quality and customer loyalty.
Reference [90]’s study revealed that better the service
quality is, higher customer satisfaction and customer
loyalty will be. Likewise, [19]’s analysis showed that
customer satisfaction mediates the effects of service
quality on customer loyalty.
Some scholars recognize trust as a mediating variable
that enhances the effect of customer satisfaction on
customer loyalty [85]; studies assessing customer

This study adopted a cross-sectional research design
[4,58,72,85] which uses a quantitative method. Data on
different variables was gathered at one point in time.
Basing on [91]’s table, considering 95% confidence
level and a margin error of 5% and using the study
population size of 26,557 customers (BCC Report, 2016),
the required sample size of 378 respondents were selected
and considered for further analysis.
The number of customers investigated from each bank
was chosen in proportion of the population size. From
each bank, respondents were selected using the convenient
sampling method [92]. The study used primary data
collected from existing customers of commercial banks in
Bukavu using a self-administered questionnaire designed
on the basis of prior studies was used.
This study used multi-item scales derived from prior
literature. All items were measured on 5-point Likert
scales [6,63,87,93] ranging from strongly disagree (=1) to
strongly agree (=5). Some items were reverse-coded given
their negative impact on the variables.
Perceived service quality was captured by adapting the
SERVQUAL instrument from [39] and the BSQ instrument
from [43]. Following [41] and [60], the performance-only
items was used.
To operationalize trust, the dimensions developed
by [46] were adopted with some modifications and
supplements.
Customer satisfaction was treated as a uni-dimensional
construct and used the items developed by [41].

4. Analysis and Findings
4.1. Survey Response Rate
378 survey questionnaires were printed and physically
distributed to customers of different banks in Bukavu
after brief explanations of the research objectives. Data
collection process lasted one month. Of these 378
questionnaires, 260 were returned, of which 35
questionnaires were incomplete and/or improperly filled
and were thus discarded. Therefore, the analysis was
based on 225 fully filled questionnaires representing,
60 % response rate.
The data was collected from customers of seven main
banks operating from Bukavu. These were Banque
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Commerciale du Congo, Trust Merchant Bank, Rawbank,
Ecobank, FNB Bank, Procredit and Bank of Africa. The
majority of the respondents were customers of Rawbank
(28.4%), followed by PROCREDIT (19.6%), and
ECOBANK customers were the minority the sample (8%).

4.2. Descriptive Characteristics of the Sample
Majority of the respondents were male, due to the fact
that the majority of bank customers in Bukavu are also
male. Women represented only 42.2% of the respondents.
Regarding the age of the respondents, a descriptive
breakdown of the data reveals that most respondents were
in the 28-37 age group, followed by those between 18-27
years of age. This indicates that most of the clients
surveyed were young. Only a few respondents were 58
years old and above (4%). The sample contained married
respondent in the majority by comparison to singles
(32.4%). Respondents had varied educational backgrounds.
Overall, results indicate that the surveyed customers are
quite literate. According to the findings, most of the
respondents held bachelor degrees (65.3%) followed by
those who held State diplomas (27.6%). This would indicate
that the majority of the respondents were knowledgeable
about the research topic handled. Findings also indicate
that the respondents had a variety of occupations, from
employees in most of the cases (54.7%), followed by
trading business (21.8%) to students among others.
Years of experience revealed that the majority of the
respondents have been banking with their banks for 1 to 5
years, followed by those who have already dealt with their
banks for 6 to 10 years. Only 6.7% of the respondents
have been banking with their banks for 11 to 15 years and
the rest for 16 to 20 years. Such findings implied that
respondents had enough experience and relationship
history with their respective banks to be able to
objectively evaluate their service performances and
provide knowledgeable answers.

4.3. Factor Analysis
Exploratory factor analysis (EFA) was performed to
reduce the set of items in a smaller number of factors.
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KMO index and Bartlett Sphericity test criteria justified
the use of EFA.
Reliability analysis was carried out in order to establish
the internal consistency of the questionnaire used. The
Cronbach’s Alpha coefficient for all variables was found
to be above 0.7, indicating that the questionnaire used in
this study was reliable [94].
For the variable customer loyalty, three factors were
maintained from the initial six dimensions. Behavioral
loyalty constituted the main factor of customer loyalty
with four items. Results in the table report that this factor
was extracted with an eigenvalue of 4.061 and explained
40.606% of variation in customer loyalty. The second
factor extracted (eigenvalue 1.407) was attitudinal loyalty
which explained 14.074 % of variance. The last factor
cognitive loyalty (eigenvalue 1.012) explained 10.117 %
of variance. Overall, the three constructs explained
64.797 % of variance. Results yielded a 4- factors solution
(with eigenvalues above 1) that accounted for 67.747 % of
perceived service quality variance. Hence, these four
factors can be considered with some confidence as
representing the variable under study. Empathy reported to
be the main extracted factor (eigenvalue of 3.628)
accounted for 32.977% of total variance explained. The
second factor retained namely Service portfolio
(eigenvalue of 1.465) explained 13.319% of variation in
the underlying variable. The last two factors (tangibles
and access) accounted for 11.123% and 10.328% of
variation explained respectively. The unique factor of
customer satisfaction presented an eigenvalue of 2.745
and explained 68.62% of variance. Two factors of Trust
presented an eigenvalue above 1 with Integrity being the
important factor (47.391% of explained variance).
Benevolence also accounted for 15.015%. In total,
62.406% of variation in trust was explained by the two
constructs.
Convergent validity was assessed through the average
variance extracted (AVE) and composite reliability (CR).
Discriminant validity was assessed by comparing
correlation coefficients of latent constructs to the square
root of average variance extracted [95]. The correlation
matrix and square root of AVE are presented in the
Table 2.

Table 1. Results of the Exploratory Factor Analysis
Variables

Customer Loyalty

Perceived Service quality

Customer Satisfaction

Trust

Constructs

Variance explained

Eigen-value

AVE

CR

Behavioral

40.606

4.06

0.528

0.82

Attitudinal

14.074

1.41

0.788

0.81

Cognitive loyalty

10.117

1.01

0.768

0.81

Total

64.797

Empathy

32.977

3.63

0.581

0.85

Service Portfolio

13.319

1.47

0.570

0.81

Tangibles

11.123

1.22

0.708

0.83

Access

10.328

1.14

0.638

0.78

2.75

0.686

0.90

Total

67.747

Customer satisfaction

68.620

Total

68.620

Integrity

47.391

3.79

0.587

0.85

Benevolence

15.015

1.20

0.544

0.83

Total

62.406

Cron-bach

0.868

0.920

0.842

0.871
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Table 2. Correlation between Constructs and Square root of Average Variance Extracted
BE

AT

CO

EMP

BE

.727

AT

.382**

CO

.474

**

.493**

.876

.489

**

.400**

.512**

.327

**

EMP
TAN
ACC

.300
.572

**

INT

.458

**

BEN

.378**

SP
CS

ACC

SP

CS

INT

BEN

.888

.091

.105
**

TAN

.104
.246

**

.442

**

.338

**

.434**

.762

.209

**

.291**

.841

.186

**

.135*

.131*

.360

**

.434

**

.325

**

.227**

.755

.590

**

.689

**

.442

**

.193**

.530**

.456

**

.660

**

.309

**

.469**

.683**

.799

.046

.238**

.185**

.828

**

.727**

.766

.395**

.620**

.534**

.354

.738

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Table 2 provides information on the correlation
coefficients between latent constructs with their
significance level and the square root of AVE (bold typed
in the diagonal). Evidences from Table 1-Table 2 revealed
that AVE values exceeded the minimum recommended
cut-off of 0.5 [63,96] and the CR for all constructs
were above 0.7 [97]. The combined information from
composite reliability (CR) and AVE values indicate
adequate convergent validity of the measurements. In
assessing discriminant validity, results from Table 2 show
that all the square root of AVE are equal or above the
coefficients of correlation between latent constructs to
signify the difference between retained constructs [97].

4.4. Descriptive Statistics
The descriptive statistics of the study variables
presented here include the minimum, the maximum, the
mean, the standard deviation and the coefficient of
variation. The summary of the descriptive statistics of
different variables measured on a 5-point Likert scale is
presented in Table 3.
Table 3. Summary of the Descriptive Statistics
Min

Max

Std.
Deviation

Mean

Vari-ables
Score

%

Score

%

Score

%

Score

%

CS

1.00

0.0

5.00

100.0

3.64

66.0

0.79

19.7

CL

1.49

12.2

4.56

88.9

3.25

56.3

0.62

15.6

PSQ

1.90

22.5

4.88

97.0

3.57

64.3

0.49

12.3

TR

2.00

25.0

4.88

96.9

3.63

65.9

0.61

15.3

The minimum scores reported in Table 3 reveal that
the less satisfied customer was totally dissatisfied (0.0)
while the most satisfied totally satisfied; that the less
loyal customers exhibited 12.2% of loyalty to their
banks whereas the most were 88.9% loyal; 22.5%
was the lowest quality of the services perceived by
the respondents while the best quality perceived
was 97.0% high. Finally the less trustworthy bank
service provider in Bukavu was judged to be trustworthy
at 25% whereas the most trustworthy was 96.4%
trustworthy.

These findings also reveal that the mean score of
customer satisfaction (3.642) is greater than 3, the
midpoint of the used scale (neither agree nor disagree) and
provides a standard deviation of 0.789. This indicates that
customers of banks in Bukavu are relatively satisfied and
there is some homogeneity in their satisfaction. The mean
score of customer loyalty is 3.253 which represents about
56.3% and implies that the customers of Bukavu exhibit a
low level of loyalty to their respective bank service
providers with a low dispersion around the mean (std.
deviation of 0.623). For the variable perceived service
quality, the mean score is also relatively high (3.570) to
suggest that customers perceive the quality of the services
being offered by the banks to be relatively high with some
homogeneity (std. deviation of 0.492). Lastly, the mean
score of trust is 3.634 (65.85%) with a standard deviation
of 0.611, indicating that the customers find the different
banks of Bukavu relatively trustworthy, and with low
discrepancy among respondents’ answers.
Thus, overall the study variables exhibit low dispersion
(standard deviation) to indicate low data spread around the
means and homogeneity among respondents’ answers.

4.5. Relationship between Variables:
Correlation Analysis
Recall that this study investigates the relationships
between perceived service quality, trust, customer
satisfaction and customer loyalty the banking sector of
Bukavu. To examine the strength of these relationships
between the study variables, the coefficients of correlation
were computed. The correlation matrix is presented in the
following table.
Table 4. Correlation Matrix between the Study Variables
1

2

CS (1)

1

PSQ (2)

.680**

3

4

5

1

.661

**

.504**

1

TR (4)

.767

**

.602**

.601**

1

Age (5)

-.001

-.021

-.023

.029

1

Experience (6)

-.072

-.060

-.058

-.042

.257**

CL (3)

6

1
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Table 4 presents a correlation matrix for the study
variables. The implementation procedure has been subject
to two tailed tests at two different levels of significance
(0.01 and 0.05).
Findings reveal a strong positive relationship between
perceived service quality and customer satisfaction
(r=.680, p<0.01). This implies that high perceived quality
of a bank service is associated to high level of satisfaction,
in other words, customers are very satisfied when they feel
that the services performed by the bank meet or exceed
their expectations.
Perceived service quality is positively and significantly
(r=.504, p<0.01) related to customer loyalty to signify that
the higher the quality of services is perceived by
customers, the more customers become loyal.
There is a positive and significant relationship between
trust and customer satisfaction (r=.767, p<0.01) indicating
that customer satisfaction increases with the amount of
trust customers have in the bank.
Trust was found to be significantly and positively
correlated with customer loyalty (r=.601, p<0.01) to imply
that when customers judge a bank as being more trustworthy,
they tend to be more loyal to that particular bank.
Customer satisfaction is positively and significantly
correlated with customer loyalty (r= 0.661, p<0.01) to
indicate that satisfied customers will patronize the bank
for their future needs. In a coherent manner, more satisfied
a customer is, very loyal he tends to be towards the bank
providing him satisfaction.
Globally, results presented in the table supported the
hypothesized relationships among the study variables with
high statistical significance.
The correlation matrix presents also correlation
coefficients of other control variables. No significant
relationships were found between respondents’ age and
the study variables. Respondents’ education level was
found to be negatively and significantly related to
customer satisfaction (r= -0.135, p< 0.05) and to customer
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trust (r= -0.139, p< 0.05) to signify that respondents with
high education levels are the less satisfied and lack trust in
their respective banks. Experience with the bank has no
significant relationship with the study variables.

4.6. Hierarchical Regression Models
Hierarchical regression analysis [30,58] was used to
examine the contributions of perceived service quality,
trust and customer satisfaction to change in customer
loyalty. The table below summarizes the results of the
regressions.
Model 1 in the above table focuses on analyzing the
effect of control variables (gender of the respondents, age,
marital status, higher level of education, main occupation
and experience in business with the bank). Findings in
model 1 revealed that only the main occupation was a
statistically significant predictor of bank customer loyalty
(β=.207; t = 3.070; p = 0.00). It contributed positively to
customer loyalty. Other variables gender, age, marital
status, education and experience with the bank (with t <
1.96; p > 0.05)) were not statistically significant predictors
of bank customer loyalty. The model 1 indicated that 5.7
percent of variance was explained by the main occupation
and the overall goodness of fit reported that the model is
significant (F = 2.186; p = 0.046).
Perceived service quality has been introduced in
Model 2. Among the control variables, it is gender
(β=.131; t = 2.197; p = 0.029) and main occupation
(β= .176; t = 3.006; p = 0.003) which are now statistically
significant to imply that they have a positive relationship
with customer loyalty.
Introduction of perceived service quality, variable
which is also statistically significant (β= .494; t = 8.566; p
= 0.000) and hence has positive effect on customer loyalty,
has improved the variance explained by model by 24.1
percent, giving 29.8 percent. The model is generally very
significant given its goodness of fit.

Table 5. Summary of the Hierarchical Regressions
Model 1

IV

Gender

Β

.105

1.521

Age

.022

.290

Marital status

-.059

Education

Model 2

Model 3

T

Sig

.130

Β

.131

2.197

.772

.014

.213

-.744

.458

-.043

-.049

-.732

.465

Occupation

.207

3.070

Experience

-.044

-.630

PSQ

T

T

Sig

.029

Β

.126

2.336

.832

.011

.176

-.618

.537

-.098

-.018

-.302

.763

.002

.176

3.006

.530

-.020

-.328

.494

8.566

.000

Sig

TR

T

Sig

.020

β

.133

2.604

.010

.860

.008

.133

.894

-1.561

.120

-.094

-1.586

.114

.036

.677

.499

.061

1.206

.229

.003

.125

2.353

.020

.086

1.672

.096

.743

-.001

-.026

.980

.007

.139

.889

.215

3.292

.001

.070

1.021

.308

.469

7.048

.000

.236

3.007

.003

.428

4.995

.000

CS
R square

.057

Change in R²

Model 4

.298

.431

.491

.241

.133

.060

Adjusted R²

.031

.275

.410

.469

F

2.186

12.986

20.158

22.705

Sig. (F)

.046

.000

.000

.000
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Results of model 3 reveal that the variable trust has
been introduced in the model. The two control variables
have remained significant at 5 percent level of
significance. They both report positive relationships
(β= .126; t = 2.336; p = 0.020 for gender and β= .125; t =
2.353; p = 0.020 for occupation) with customer loyalty.
This implies that the fact of being male or female leads to
variations in customer loyalty. Findings revealed that five
respondents’ main occupations (trading business,
employees, farmers, entrepreneurs and others). Pertaining
to one or another of these occupation categories does
significantly have impact on the level of customer loyalty.
Perceived service quality (β= .215; t = 3.292; p = 0.001)
and trust (β= .469; t = 7.048; p = 0.000) have been found
to have positive effects on customer loyalty. Such results
imply that an increase in the service quality perceived by
customers and an improvement in the level of trust are
favorable to building very loyal customer basis. The R
Square indicates that 43.1 percent of variation in customer
loyalty is explained by the independent variables (an
incremental increase of 13.3 percent compared to the one
in model 2) and the model fit is acceptable (F = 20.158;
p = .000).
In model 4, customer satisfaction was introduced. Only
gender (β= .133; t = 2.604; p = 0.010) remained
statistically significant at 5 percent to imply that the level
of loyalty varies as customers are male or female. Results
reveal that perceived service quality has a positive but not
significant predictive (β= .070; t = 1.021; p = 0.308) effect
on customer loyalty. The significant and positive effect
(β= .236; t = 3.007; p = 0.003) of trust has reduced in this
model due to the introduction of customer satisfaction in
the model. Customer satisfaction has also been found to
be positively and significantly related to customer loyalty
(β= .428; t = 4.995; p = 0.000). The overall goodness of fit
of the model has improved (F=22.705, p=0.000) with 49.1
percent of variance in customer loyalty explained by the
model.

4.7. The Mediating Role of Customer
Satisfaction (Indirect Effect)
Following Baron and Kenny (1986) as inspired in
recent literature [98,99], the study used a series of
regression models to assess the mediating role of customer
satisfaction in the relationships between perceived service
quality and customer loyalty and trust and customer
loyalty. This was done in three steps. First, the
independent variable (perceived service quality/trust) was
regressed on the dependent variable (customer loyalty) to
check the existence of an effect that could be mediated. In
the next step, the mediating variable (customer satisfaction)

was regressed on the independent variable, considering the
mediator as the dependent variable. Lastly, the dependent
variable (customer loyalty) was regressed on both the
independent and mediating variables. Results are
presented in Table 6 and Table 7.
Model 1 in Table 6 shows that there is a strongly
significant and positive effect of perceived service quality
on customer loyalty (β=0.504; t = 8.712; p= 0.000). The
adjusted R Square of 0.251 indicates that 25.1% of
variation in customer loyalty is explained by perceived
service quality. The model fit results indicate that the
model as a whole is significant (F=75.901, p=0.000).
Therefore, perceived service quality contributes positively
and significantly to customer loyalty. Results from model
2 indicate that perceived service quality is positively and
significantly related to customer satisfaction (β=0.680;
t = 13.854; p= 0.000). Overall, perceived service quality
explains 46.0% of variance in customer satisfaction and is
significant (F= 191.931, p=0.000). Results of model 3
reveal that there is no significant relationship between
perceived service quality and customer loyalty (β=0.101;
t = 1.483; p= 0.140) but there is a positive and significant
relationship between customer satisfaction and customer
loyalty (β=0.592; t =8.656; p= 0.000). The percentage of
variance in customer loyalty explained by the model is
44.2% (with F=87.999, p=000). Notice that perceived
service quality was significant in both models 1 and 2 and
that customer satisfaction was significant in model 3. ß
coefficient of perceived service quality is no longer
significant (in model 3) due to the introduction of the
customer satisfaction variable to imply that the total effect
of perceived service quality on customer loyalty has been
canalized through customer satisfaction; hence there is
complete mediation.
Model 1 reports a strongly significant and positive
effect of trust on customer loyalty (β=0.601; t = 11.242;
p= 0.000), confirming what was revealed through
correlation analysis. R Square of .362 indicates that 36.2%
of variation in customer loyalty is explained by customer
trust. The overall goodness of fit of the model is
acceptable (F= 25.054, p=0.000).
Model 2 indicates that trust has also a positive and
significant effect on customer satisfaction (β=0.767;
t = 17.878; p= 0.000). Overall, trust explains 58.9% of
variance in customer satisfaction and is significant
(F= 319.605, p=0.000). Model 3 reveals a significant and
positive relationship between trust and customer loyalty
(β=0.229; t = 2.978; p= 0.000) and a positive and
significant relationship between customer satisfaction and
customer loyalty (β=0.485; t = 6.291; p= 0.000). The
percentage of variance in customer loyalty explained by
the model is 45.8 percent (with F=93.917, p=000).

Table 6. Testing the Mediating Role of Customer Satisfaction in the Relationship between Perceived Service Quality and Customer Loyalty
Variables
PSQ
CS
F
R²
Adjusted R²
***p<0.01; (.) = t values

Customer Loyalty
Model 1
.504 (8.712)***

Customer Satisfaction
Model 2
.680 (13.854)***

75.901***
.254
.251

191.931***
.463
.460

Customer Loyalty
Model 3
.101 (1.483)
.592 (8.656)***
87.999***
.442
.437
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Table 7. Testing the Mediating Role of Customer Satisfaction in the Relationship between Trust and Customer Loyalty
Customer loyalty

Customer satisfaction

Customer loyalty

Model 1

Model 2

Model 3

0.601 (11.242)***

0.767 (17.878)***

0.229 (2.978) ***

F

126.391***

319.605***

93.917***

R²

.362

.589

.458

Adjusted R²

.359

.587

.453

Variables
TR
CS

0.485 (6.291)***

***p<0.01; (.) = t values.

Evidence from the table reports that trust was
significant in both models 1 and 2 and that customer
satisfaction was significant in model 3. The ß coefficient
of trust has decreased (in model 3) when the customer
satisfaction was introduced to imply that part effect of
trust on customer loyalty was channeled through customer
satisfaction to produce a partial mediation. Total effect of
trust (0.601) on customer loyalty is a result, on the one
hand, of a direct effect of 0.229 and, on the other hand, an
indirect effect of 0.372 (0. 485*0.767).
Therefore, the hypothesis (6) according to which
customer satisfaction positively mediates the relationship
between perceived service quality, trust and customer
loyalty was supported.

5. Discussion
Perceived service quality is well documented as an
important ingredient of customer loyalty. Numerous prior
studies supported a positive relationship between
perceived service quality and customer loyalty in the
banking industry [1,4,8,11,13,16,19,38,66,67,68,69]. For
instance, the [16]’s study concluded that chances are high
that a customer satisfied with a bank service quality favor
the bank and be continuously loyal to it. However, this
finding was inconsistent with [100] who found that
perceived service quality was not significantly related to
customer loyalty for customers using internet banking
website in Malaysia.
Results revealed that trust was a significant factor that
bank customers look for in Bukavu in order to be loyal to
their respective banks. This was consistent with [18] who
contended that strong customer trust towards the service
provider builds confidence and enables prediction of
future service providers’ actions thereby influencing
customer loyalty. This result is also consistent with
previous studies [27,30,71,72] that pointed to a positive
relationship between trust and customer loyalty in the
service industry in general and in others industries
[16,17,18,24]. This further underlined the role of trust in
developing customer loyalty in a risky and very uncertain
environment such as the banking sector. Reference [16]
posited that trust is important for improving customer
loyalty as customers who trust their banks are less likely
to switch to competitors. However, these results are
contrasted by [101] who found a negative relationship in
banks in South Thailand.
Perceived service quality was revealed to have a direct
great effect on the degree to which bank customers are

satisfied. Prior studies [19,75,76,79,101] propounded this
effect in the banking sector as well. Reference [13]
supported this relationship in Malaysian commercial
banking industry.
There was a support for the positive relationship
between trust and customer satisfaction, this, in
accordance with previous studies. The study conducted by
[48] in the banking sector of Pakistan supported this
finding by positing that for a trustworthy service
performance naturally satisfies a customer. Likewise, it is
also in agreement with [102] who found in trust an
important source of satisfaction.
Results revealed that bank customers in Bukavu tend to
stick to the same bank once they are satisfied. Prior
studies supported this relationship [19]. Reference [8]
found that customer satisfaction was one of the major
determinants of customer loyalty in Sub-Saharan African
Banking industry. Likewise, [13] considered customer
satisfaction as the most direct and important predictor of
customer loyalty. Also [86]’s study concluded that high
customer satisfaction leads to their inclination to remain
loyal. However, these results are contrasted by [67] who
argued that customer loyalty customer is not necessarily a
result of customer satisfaction. Similarly, [68] and [88]
opposed this relationship by arguing that there is no
guarantee of customer loyalty in a high level of
satisfaction.
There was a complete mediation of customer
satisfaction in the relationship between perceived service
quality and customer loyalty, implying that all the effect
of perceived service quality on customer loyalty was
channeled through customer satisfaction. This was well
supported by previous studies [13,60,73,89]. Reference
[13] found that customer satisfaction significantly
mediated the relationship between perceived service
quality and customer loyalty. Unlike this finding, [19]
viewed customer satisfaction as partially mediating the
relationship between perceived service quality and
customer loyalty.
Customer satisfaction partially mediates trust and
customer loyalty relationship. In other words, much effect
of trust on customer loyalty was channeled through
customer satisfaction implying that customer loyalty was
significantly affected by customer trust where customer
satisfaction plays a strong mediating role. This is in
agreement with [54] in a mobile commerce context in
Taiwan. Studies examining customer satisfaction in
mediation of trust and customer loyalty are still scarce in
the banking sector. This constitutes one of the first
attempts in the context of Bukavu.
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6. Conclusion
Customer loyalty is an asset of paramount importance
to a bank. Reference [87] indicated that loyal customers
assure the sustainability of the company’s life. This study
extended the current existing body of knowledge related to
the study of customer loyalty in the banking sector in the
context of Bukavu (East of DRC). Findings revealed that
perceived service quality, trust and customer satisfaction
are important predictors of customer loyalty. About 49.1%
of variation in customer loyalty is explained by the studied
variables. The research findings led to the support of all
the research hypotheses and corroborated previous studies.
Mean score results revealed that on average, bank
customers in Bukavu perceive a relatively high quality
(3.570) of services they enjoy, their level of trust towards
the financial service providers is relatively high (3.634),
and they are on average slightly satisfied (3.642).
Consequently, they are moderately loyal (3.253) to their
respective banks. Results also revealed that customer
satisfaction plays a mediating role between perceived
service quality and customer loyalty relationship and
between trust and customer loyalty.
Based on the research findings and drawn conclusions,
the following recommendations were formulated.
Perceived service quality was found to be an important
antecedent of customer loyalty for banks operating in
Bukavu. The study, therefore, recommends regular talks
between banks and their customers as to well internalize
their needs and design services accordingly; customer
satisfaction and loyalty should regularly be assessed.
Banks in the DRC need to integrate ethical values in their
regular communications with customers in order to instill
trust. Bank managers should design a very well diversified
service and product portfolio consistent with the latest
technology to meet the variety of customer needs and
widen the channels in order to reach all customers (set
new branches, ATM in new locations, mobile and online
banking).
Findings and results of this study are to retain with a
number of limitations in mind. Loyalty is a temporary
behavior. A customer may be loyal today and changes his
behavior tomorrow. Given that fact, the results of this
study should be used cautiously. Since customer
relationships are built over time [85]; gathering data at one
point in time cannot fully capture the dynamic nature of
different variables studied. Therefore, measuring these
variables over a certain period would lead to meaningful
results. Moreover, the current study did not include all the
variables that affect customer loyalty towards banks in
Bukavu. Introduction of new variables would improve the
explained variance.
Furthermore, perceived service quality was measured
by performance-only scale. This probably affected results
and findings. Other studies could adopt the gap scores
approach while measuring service quality; this would
provide different results.
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