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Abstract

The study investigated how switching barriers and loyalty rewards affected corporate performance in the Nigerian
supermarket sector. The rising competition in retail demanded knowledge about how these strategies affected customer
loyalty levels together with business success to ensure sustainable business expansion. A quantitative design structure
guided the data collection process by distributing structured questionnaires to 543 customers of supermarkets in
Osogbo, llesa, and lle-Ife. The study evaluated 543 respondents based on Cochran’s calculation method. SPSS was used
to conduct analysis on switching barriers and loyalty rewards and their impacts on corporate performance by utilizing
multiple regression analysis. Corporate performance received major influence from switching barriers since the barriers
explained 67.4% of corporate performance variations (R?> = 0.674, p < 0.05). The result showed that loyalty reward
programs produced substantial positive results which explained 53.2% of corporate performance differences (R? =
0.532, p < 0.05). The findings established that customer retention measures function as vital elements which boost
business outcomes together with market competitiveness within the Nigerian supermarket industry. The competitive
position of supermarkets could have been enhanced through better installation of barriers against customer switching by
providing special services and benefits which build customer loyalty. Improved customer retention programs should
have included personalized rewards bonuses and customized customer engagement practices because these elements
boost ongoing customer visits while boosting sustainable business results
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Introduction

The retail industry, particularly the supermarket sector, is a cornerstone of the Nigerian economy, contributing significantly
to both employment and economic development. As the sector experiences rapid growth and increasing competition,
businesses in the supermarket industry are continually exploring strategies to boost their performance and enhance
customer loyalty. Among the most commonly used strategies to achieve this are switching barriers and loyalty rewards.

Switching barriers refer to the tactics that companies implement to discourage customers from switching to competitors.
These could include factors such as customer-specific benefits, emotional attachment, and other mechanisms that create a
psychological or financial cost for switching. Conversely, loyalty rewards, such as discounts, special offers, and points
systems, aim to reinforce customer retention and encourage repeat purchases (Kara et al., 2021; Vargo & Lusch, 2020).

Despite the growing recognition of these strategies in the academic literature, limited research has been conducted on their
specific impact on the corporate performance of supermarkets in Nigeria. Previous studies have largely focused on
developed markets, and there is a gap in empirical research in the context of Nigerian supermarkets, where factors like
price sensitivity, economic instability, and unique cultural contexts play a major role in customer behavior (Mohamed &
Awad, 2022; Kim & Kim, 2021). Thus, it becomes crucial to explore how these strategies influence not only customer
loyalty but also tangible outcomes like profitability, market share, and overall corporate performance in Nigerian
supermarkets.

The problem this study seeks to address is the insufficient empirical data regarding the impact of switching barriers and
loyalty rewards on corporate performance within the Nigerian supermarket sector. Supermarkets in Nigeria face distinct
challenges such as high competition, consumer price sensitivity, and a volatile economic environment. Therefore,
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understanding how customer retention strategies such as switching barriers and loyalty rewards affect corporate
performance is vital for businesses seeking to stay competitive (Nguyen & Nguyen, 2021; Elliott & Lee, 2021).

The research questions that guide this study are: What is the significant impact of switching barriers on corporate
performance in Nigerian supermarkets? How does the implementation of loyalty rewards influence corporate performance
in Nigerian supermarkets? The objectives of this study are as follows: To assess the impact of switching barriers on
corporate performance in Nigerian supermarkets and to evaluate the influence of loyalty rewards on corporate performance
in Nigerian supermarkets.

The study also posits the following hypotheses: Hi: Switching barriers have a significant positive impact on the corporate
performance of Nigerian supermarkets. H,: Loyalty rewards significantly influence the corporate performance of Nigerian
supermarkets.

The scope of this study is limited to supermarkets in Nigeria, specifically focusing on supermarkets operating within the
top three major cities in Osun State. This research intends to fill the gap in literature by providing empirical evidence on
the role of customer retention strategies in enhancing corporate performance in Nigerian supermarkets. The findings of
this study will offer practical insights into the efficacy of switching barriers and loyalty rewards, enabling supermarket
managers to optimize their strategies for greater success in an increasingly competitive market. By focusing on the Nigerian
context, the study will also contribute to the broader understanding of how consumer behaviour influences business
strategies in emerging economies.

Literature Review

Concept of Customer Retention and Customer Retention Strategies

Business success requires customer loyalty especially in customer-driven industries according to Ukwueze (2024), He
(2024) and Adeniran and Okonkwo (2023) and Chinomona and Masinge (2023). Regular customer retention creates stable
and continuous financial performance that strengthens business stability (Luo et al., 2023; Barus, 2024; Osei & Boateng,
2023; Patel & Desai, 2022). The repetitive business success relies on loyal customers who buy again and refer others
because they represent profitable business assets (Mensah et al., 2022; Ukwueze, 2024; Adilla & Rupianti, 2024; He, 2024,
Barus, 2024; Sullivan, 2021; Adeniran & Okonkwo, 2023; Patel & Desai, 2022).

Several retention strategies serve to maintain customer engagement while combatting disengagement according to Kumar
et al., 2022, Sullivan 2021, Luo et al., 2023 and He, 2024. The retention of clients depends on loyalty programs, unique
marketing initiatives, competitive charging models, and excellent customer service according to Ukwueze (2024) Barus
(2024), Goyal & Singh (2021), Mensah et al. (2022) and Goyal & Singh (2021). Investing resources into keeping existing
customers proves more economical than finding new clients which increases organizational performance and boosts
profitability (Chinomona & Masinge, 2023; Patel & Desai, 2022; Sullivan, 2021; Luo et al., 2023). The strategies use
customer data analysis to anticipate needs and provide solutions based on analytics which enable businesses to stay
proactive to customer expectations (Ukwueze, 2024; He, 2024; Adilla & Rupianti, 2024; Osei & Boateng, 2023).

The delivery of high-quality customer service builds reliable relationships with customers that result in enduring customer
relationships (Chinomona & Masinge, 2023; Kumar et al., 2022; Sullivan, 2021; Goyal & Singh, 2021). The combination
of prompt solutions and personalized interactions in business operations leads to lower attrition rates as customers
appreciate the personalized treatment (He, 2024; Mensah et al., 2022; Chinomona & Masinge, 2023; Kumar et al., 2022).
Membership programs with rebates and discounts and other retention methods implemented by supermarkets prove
successful for industries according to Luo et al. (2023), He (2024), Kumar et al. (2022), Patel & Desai (2022). Relationship
programs create elevated customer interactions which boost purchase quantity and result in increased satisfaction and
brand loyalty according to Chinomona and Masinge (2023) as well as Patel and Desai (2022) and Sullivan (2021) and Luo
et al. (2023).

Customer retention approaches develop emotional bonds with clients which produces sustained customer loyalty together
with higher customer lifetime value (Ukwueze, 2024; He, 2024; Adilla & Rupianti, 2024; Osei & Boateng, 2023). The
ability to deliver personalized marketing interactions based on consumer preferences stands essential for reaching this goal
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according to Chinomona and Masinge (2023) and Kumar et al. (2022) and Sullivan (2021) and Mensah et al. (2022).
Predictions of future demand generated through big data and Al systems along with buying pattern analysis drive retention
by delivering timely appropriate offers (Luo et al., 2023; Ukwueze, 2024; Adilla & Rupianti, 2024; Barus, 2024).
Businesses achieve lower customer dropout through customized recommendations together with selective advertising
which focuses marketing campaigns on customer preferences (He, 2024; Goyal & Singh, 2021; Chinomona & Masinge,
2023; Patel & Desai, 2022).

Customer retention requires constant management of competitive prices along with superior product quality standards.
Alternative better-valued options attract customers to switch brands therefore businesses need to establish a pricing level
which balances quality with affordability (Sullivan, 2021; Ukwueze, 2024; He, 2024; Adeniran & Okonkwo, 2023).
Companies that track market trends and consumer behavior preferences can establish prices which create enduring
customer relationships (Luo et al., 2023; Ukwueze, 2024; Adilla & Rupianti, 2024; Osei & Boateng, 2023). Businesses
use strategic tools including retention rate monitoring together with churn rate evaluation and Net Promoter Scores (NPS)
assessments and Customer Lifetime Value (CLV) calculations to measure their retention strategy success (Chinomona &
Masinge, 2023; Kumar et al., 2022; Sullivan, 2021; Mensah et al., 2022). Strategic metrics need regular assessment to
enable businesses in developing superior strategies that drive sustained success (Luo et al., 2023; Ukwueze, 2024; Adeniran
& Okonkwo, 2023; Barus, 2024). The market success and continued expansion of businesses becomes possible through
adapting their customer retention strategies with these insights.

Dimensions of Customer Retention Strategies

To achieve sustained business growth, companies must implement effective customer retention strategies. Critical elements
of these strategies include loyalty rewards and switching barriers. Retention heavily relies on loyalty programs that
encourage repeat purchases and brand advocacy. These strategies include offering discounts, exclusive promotions, and
membership benefits that incentivize continued customer engagement (Pham et al., 2023; Ranaweera & Prabhu, 2023).
Loyalty systems drive customer participation, boosting purchase frequency and enhancing overall satisfaction (Hidayat &
Idrus, 2023). Switching barriers are also crucial in retention. Financial, procedural, and psychological barriers prevent
customers from switching to competitors. Businesses create high switching costs by offering exclusive benefits and long-
term contracts, making it more difficult for customers to leave (Chen & Wang, 2022; Kim et al., 2023). Brand attachment
and habitual purchasing behaviors further discourage customer defection (Zineldin, 2023). Strong barriers help businesses
retain customers and improve the effectiveness of retention strategies.

Corporate Performance

Companies assess their performance using financial metrics such as revenue, profit margins, return on investment (ROI),
and earnings per share (EPS), as well as non-financial metrics like customer satisfaction, employee engagement, and
sustainability (Zhu & Liu, 2022). In industries like supermarkets, non-financial performance indicators, such as customer
experience, employee stability, and brand equity, are critical for assessing business success. Positive customer experiences
contribute to profitability by fostering loyalty and generating positive word-of-mouth (Zhao & Li, 2023). In retail, non-
financial metrics such as customer satisfaction and operational quality are prioritized to ensure long-term business stability
and growth. Supermarket chains, for example, rely heavily on customer support and operational efficiency as indicators of
success, even without public financial data (Williams et al., 2023). Operational performance, including customer
satisfaction and brand reputation, is crucial for sustaining long-term financial outcomes (Mollah & Khatun, 2023).

Relationship between Customer Retention Strategies and Corporate Performance

Customer retention strategies significantly impact corporate performance. By focusing on retention rather than solely on
new customer acquisition, businesses improve cost efficiency and achieve higher profitability (Nguyen et al., 2023).
Retained customers act as brand ambassadors, promoting the brand and helping businesses grow organically. Loyal
customers tend to spend more and exhibit increased brand loyalty, leading to better revenue patterns (Lee & Kim, 2022).
Efficient retention strategies avoid costly marketing campaigns, saving resources and maximizing long-term profits
(Bharadwaj et al., 2023). Implementing CRM systems and utilizing technology allows businesses to track customer
preferences and personalize interactions, improving retention rates and profitability (Zhang et al., 2023). Ultimately,
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businesses that implement effective customer retention strategies see improved corporate performance through both higher
profitability and cost reduction.

Theoretical Review

Several theories demonstrate evidence of how customer retention strategies impact corporate performance. The most
relevant theories include:

Relationship Marketing Theory (RMT)

The Relationship Marketing Theory developed by Morgan and Hunt (1994) focuses on building enduring business-
customer bonds over isolated purchase interactions. The theory demonstrates how companies securing lasting customer
relations by way of trust investment alongside commitment building coupled with specific tailored interactions achieve
better customer loyalties. This build strong relationships with customers achieve better performance than competitors and
retain their customers through loyalty programs and personalized customer service.

Customer Satisfaction Theory

According to Oliver's (1980) Expectation-Confirmation Model (ECM), the Customer Satisfaction Theory explains that
customers maintain business loyalty when their hopes achieve or surpass performance outcomes. According to the theory
satisfied customers become more inclined toward making recurrent purchases while actively recommending businesses
through positive verbal promotion. Customer Satisfaction theory can help preserve their customer base while positively
affecting corporate business performance since local customers focus on pricing along with service quality and
convenience standards.

Resource-Based View (RBV) Theory

Barney (1991) introduced the Resource-Based View (RBV) which shows that distinctive organizational resources
alongside capabilities provide a pathway to lasting competitive advantage. The theory states that strong customer retention
tactics work as intangible business assets which boost corporate performance indicators. Retailers who implement special
retention techniques including CRM systems and strategic promotions alongside superior service build strong competitive
positions in the market.

The Relationship Marketing Theory supports this analysis because it shows how customer retention success depends on
developing enduring partnerships instead of transactional transactions. The theory supports maintaining a stable loyal
customer foundation which enables sustainable corporate success. Direct evaluation of customer expectations through the
Customer Satisfaction Theory leads to improved retention outcomes. Companies which achieve superior customer
satisfaction strongly influence customer traffic growth and higher product sales volume alongside increased client loyalty.
The RBV theory goes beyond basic theory to explain how internal capabilities like well-structured loyalty programs
together with customer service training and innovative marketing strategies drive corporate success.

Empirical Review

Eze Kingsley Ogueri (2024) conducted a study on "Entrepreneurial Marketing Capabilities and Customer Retention of
Supermarket Outlets in Port Harcourt - Rivers State of Nigeria." This descriptive research surveyed all 28 registered
supermarket outlets in Port Harcourt, involving 112 staff members. Data were collected using structured questionnaires
and analysed with Spearman’s correlation at a significance level of p < 0.01. The findings revealed a strong positive
relationship between entrepreneurial marketing capabilities, such as innovation and proactive market orientation, and
customer retention. The study concluded that continuous exploration of entrepreneurial opportunities enhances customer
retention and recommended that managers foster innovation to create unique customer value.

Similarly, Nagode et al. (2022) examined "Pricing Strategy and Customer Retention in Nigeria National Petroleum
Corporation Retail Outlets, South-West, Nigeria." Although the study focused on petroleum retail, its insights are relevant
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to retail sectors, including supermarkets. Employing a survey design, data were gathered from 384 customers across six
mega and twelve affiliate stations using structured questionnaires. The results from multiple regression analysis indicated
that pricing strategies significantly impact customer retention. The study concluded that adopting appropriate pricing
systems is crucial for retaining customers and recommended that retail managers integrate pricing strategies into their
marketing plans.

Blessing and Osuagwu (2021) conducted a study titled "Retail Channel Services and Customer Retention in Physical Chain
Stores in Nigeria." This quantitative research surveyed 65 retail chain stores registered with the Enugu Branch of the Pillars
Association of Nigeria. Data were collected via structured questionnaires, pretested for validity and reliability, achieving
a Cronbach’s alpha of 0.85. Analysis using Pearson correlation revealed that retail channel services such as bulk breaking,
spatial convenience, waiting time, and product variety positively correlate with customer retention. The study concluded
that effective coordination of retail channel services enhances customer retention and recommended that retail chains
manage their marketing channels efficiently to retain customers.

Customer Retention ‘
Switching Barrier Corporate
- Performance

Figure 1: Conceptual framework of the impact of customer retention strategies on corporate performance.
Source: Authors’ Conceptualisation (2024).

Methodology

This research examined the impact of customer retention strategies on corporate performance within the Nigerian
supermarket sector by studying selected supermarket stores in Osun State, specifically in Osogbo, Ilesa, and Ile-Ife. The
study applied a quantitative survey research design to gather standardized responses, enabling an analysis of customer
retention approaches across different supermarket customers. Participants completed the questionnaire via an online
Google Form platform, ensuring streamlined distribution and efficient data acquisition. Given that the population was
theoretically infinite, the sample size was determined using Cochran’s formula for an infinite population, resulting in a
sample of 543 respondents at a 98% confidence level.

The sample was proportionally distributed based on estimated customer density and business activity patterns across the
three major cities. This proportional allocation was determined by considering the relative concentration of supermarket
outlets, estimated foot traffic, and commercial activity levels in each location. Consequently, Osogbo, with the highest
estimated customer density and supermarket presence, was assigned 250 respondents, Ilesa 180 respondents, and Ile-Ife
113 respondents.

To analyse the impact of switching barriers and loyalty rewards on corporate performance, the following multiple
regression model was specified:

CP=B0+BISB+B2LR +¢€

where CP represents corporate performance, SB represents switching barriers, and LR represents loyalty rewards. The
analytical model allowed for an empirical evaluation of how these two customer retention strategies influence the corporate
performance of supermarkets in Osun State. Multiple regression analysis was employed to quantify the impact of switching
barriers and loyalty rewards on corporate performance with the SPSS analysis, ensured accurate results, operational
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efficiency, and broad participant reach, generating valuable insights into enhancing corporate performance within the Osun
State supermarket sector.

Results and Discussion

The research findings are analyzed in this section. Respondent demographic information was analyzed through frequency
distribution and presented in summary tables. Regression analysis served to address the research questions by examining
how customer retention strategies as independent variables impact corporate performance as the dependent variable. The
study achieved a 100% response rate as all 543 distributed questionnaires were fully completed and returned. This was
accomplished by utilizing an online Google Form, ensuring ease of access and timely responses, as well as consistent
follow-up reminders to respondents.

Table 1: Demographic Analysis

Items Frequency Percentage (%)

Gender Male 223 41.0
Female 320 59.0
Age 18-20 108 19.9
21-30 162 29.8
31-40 135 24.9
41-50 108 19.9

51 and above 30 55
Marital Status Single 270 49.7
Married 221 40.7

Divorced 35 6.4

Widow 17 3.1
Educational Qualification SSCE 108 19.9
ND/NCE 135 24.9
HND/BSC 162 29.8
MSc 108 19.9

PhD 15 2.8

Others 15 2.8
Year of Patronage 1-5 162 29.8
6-10 135 24.9
11-15 108 19.9
16-20 138 25.4

Source: Authors Computation (2024)

The demographic data of participants, as shown in Table 1, includes details on gender, age, marital status, education, and
how long they have been customers. The study had more female participants (59%) than male participants (41%). Most
respondents were young and mid-career individuals, with 29.8% aged between 21-30 years and 24.9% between 31-40
years. Additionally, 19.9% of participants were within the 18-20 and 41-50 age groups, while only 5.5% were aged 51 and
above, indicating limited engagement from older adults.
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Regarding marital status, 49.7% of respondents were single, while 40.7% were married, reflecting the family-oriented
nature of the study area. There were also 6.4% divorced and 3.1% widowed participants. Educational background showed
that most respondents had formal education, with 29.8% holding HND/BSc degrees and 24.9% possessing ND/NCE
qualifications. Additionally, 19.9% had MSc/PhD degrees, while 2.8% held doctoral qualifications. The study also
examined how long participants had been customers. It was found that 29.8% had started patronizing supermarkets within
the last 1-5 years, showing recent engagement. Meanwhile, 25.4% of the 16-20-year age group had been customers for a
long time, while 24.9% had been engaged for 6-10 years and 19.9% for 11-15 years, indicating a mix of short-term and
long-term customers.

Hy;: Switching Barriers does not have a significant influence on Corporate Performance

Table 2: Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate

1 .621a .674 .670 .380
Predictors: (Constant) Switching Barriers

The summary table of switching barriers and corporate performance relationships appears in Table 2. An R value of 0.621
shows that switching barriers demonstrate a substantial influence on corporate performance measurements. Analysis shows
that switching barriers account for 67.4% of the variability that affects corporate performance. The model reliability is
supported by an Adjusted R Square value of 0.670 which accounts for the number of predictors in the model. The Standard
Error of the Estimate at 0.380 indicates suitable alignment between observed values and predictions.

Table 3: ANOVA

Model Sum of Squares Df Mean Square F Sig.
Regression 5.824 1 58.24 109.886 .000P
Residual 11.607 541 .053
Total 17.431 542

a. Dependent Variable: Corporate Performance

b. Predictors: (Constant), Switching Barriers

ANOVA analysis of the correlation between corporate performance and switching barriers exists in Table 3. The regression
account for switching barriers yields a sum of squares total of 5.824 and one degree of freedom when reviewing corporate
performance data. Analysis demonstrates an unexplained variation rate of 11.607 among 541 degrees of freedom in the
residual sum of squares. The F-Value stands at 109.886 to indicate a powerful statistical connection between switching
barriers and corporate performance. The observed significance level (0.000) demonstrates switching barriers generate
noticeably meaningful effects on corporate performance and rejects the null hypothesis.

Table 4: Coefficients

Model Unstandardized Standardized Coefficients t Sig.
Coefficients
B Std. Error Beta
Constant .028 .031 .899 .369
Switching 971 ,014 978 68.498 .000
Barriers

Dependent Variable: Corporate Performance

Table 4 demonstrates the relationship between switching barriers and corporate performance through its coefficient values.
Switching barriers show a direct relationship with corporate performance since a one-unit increase in barriers leads to a
0.971-unit increase in performance ratings. The precision of the switching barrier assessment can be seen in its standard
error measure of 0.014. The strong relationship between switching barriers and corporate performance becomes clear in
the standardized coefficient measurement (Beta) that stands at 0.978. The combination of a t-value value of 68.498 with a
Sig. value of 0.000 clearly demonstrates that switching barriers possess statistically significant effects on corporate
performance.
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Hy;: There is no significant impact of Loyalty Reward on Corporate Performance

Table 5: Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate

1 .729a 532 525 712
Predictors: (Constant) Loyalty Reward

Table 5 presents results showing the impact of loyalty rewards upon corporate performance. Loyalty rewards demonstrate
moderate to strong positive association with corporate performance through their R value of 0.729. Research results show
that corporate performance can be explained by loyalty rewards to the extent of 53.2%. The model reliability remains
steady as indicated by its Adjusted R Square value of 0.525 after accounting for the presence of multiple predictors in the
analysis. The Standard Error of the Estimate reaches 0.712 demonstrating a manageable quality of prediction accuracy by
showing reasonable gaps between actual and predicted values.

Table 6: ANOVA

Model Sum of Squares Df Mean Square F Sig.
Regression 141.592 1 141.592 415.476 .000°
Residual 33.398 541 341
Total 174.990 542

a. Dependent Variable: Corporate Performance
b. Predictors: (Constant), Loyalty Reward

ANOVA results in Table 6 demonstrate the influence of loyalty rewards on corporate performance. The regression sum of
squares reaches 141.592 while its degree of freedom totals 1 because loyalty rewards provide meaningful explanations for
corporate performance levels. Unexplained variation in the data leads to a residual sum of squares value of 33.398 with
541 degrees of freedom. The statistical relationship between loyalty rewards and corporate performance emerges as very
strong based on the computed F-value of 415.476. The 0.000 significance level demonstrates a statistical connection
between loyalty rewards and corporate performance therefore rejecting the null hypothesis because this value sits beneath
0.05.

Table 7: Coefficients

Model Unstandardized Standardized Coefficients t Sig.
Coefficients
B Std. Error Beta
Constant 265 126 2.105 .038
Loyalty 1.115 .055 .900 20.383 .000
Reward

Dependent Variable: Corporate Performance

Table 7 showcases the rates at which loyalty rewards influence corporate performance measurement. Each point increase
in loyalty rewards leads corporate performance to rise 1.115 units according to the unstandardized regression results. The
precision of loyalty rewards determination is measured through a representative standard error value of 0.055. Loyalty
rewards demonstrate an exceptionally strong correlation with corporate performance through their standardized coefficient
of 0.900. The measurement results show loyalty rewards produce significant effects on corporate performance through a
t-value of 20.383 and a Sig. value of 0.000.

Implications for Theory and Practice

The research findings demonstrate strong theoretical impact along with functional market applications of barriers to switch
and loyalty rewards in enhancing corporate performance. The findings validate the Commitment-Trust Theory of
Relationship Marketing (Morgan & Hunt, 1994) since the analysis demonstrates that integrating switching barriers with
loyalty rewards allows organizations to maintain customer relationships by creating trust and commitment. These strategies
serve as intangible resources under Resource-Based View (RBV) of the Firm (Barney, 1991) which provide firms with
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competitive advantages. Switching barriers perform an essential function because organizations retaining clients can stop
customers from leaving by having strong value propositions with contractual agreements and distinct service features and
emotional customer connections. Through their positive relationship to corporate performance organizations understand
how incentivizing loyal customers agent and enhances long-term client retention while increasing business value. Retail
managers need to unite these retention strategies by creating loyalty programs that provide personalized needs-based
benefits and exclusive membership along with customized support services to gain loyal customers. Both government
officials and business owners need to create ethical regulations for customer retention through non-exploitive switching
barriers that defend market competition. Businesses running supermarkets that offer customized reward systems for
customer loyalty programs experience better corporate outcomes by improving customer retention.

Conclusion and Recommendations

The study analyzed the impact of switching barriers and loyalty rewards, on corporate performance. Findings from the
demographic analysis indicate that most respondents were young and mid-career individuals, with a higher proportion of
female participants. The educational qualifications of respondents suggest a well-informed customer base, while the
patronage duration highlights a mix of new and long-term customers. The regression analysis results revealed that
switching barriers significantly influence corporate performance, with an R-value of 0.621 and an R-squared value of
0.674. This indicates that switching barriers account for 67.4% of variations in corporate performance. The ANOVA results
further confirm the statistical significance of this relationship, with an F-value of 109.886 and a significance level of 0.000,
leading to the rejection of the null hypothesis. Similarly, the coefficient analysis shows that switching barriers positively
influence corporate performance, with a beta value of 0.978 and a t-value of 68.498, indicating a strong predictive
relationship. Additionally, the impact of loyalty rewards on corporate performance was examined, revealing a strong
correlation with an R-value of 0.729 and an R-squared value of 0.532, meaning that loyalty rewards explain 53.2% of
corporate performance variations. The ANOVA results further establish this relationship, with an F-value of 415.476 and
a significance level of 0.000. The coefficient analysis also supports the positive effect, with a beta value of 0.900 and a t-
value of 20.383, indicating that loyalty rewards significantly enhance corporate performance.

Based on these findings, the study recommends that organizations should enhance the implementation of stronger
switching barriers, such as exclusive benefits and personalized services, to maintain customer loyalty and reduce turnover.
Additionally, loyalty reward should be improved by offering more attractive incentives, personalized rewards, and
enhanced engagement strategies to further strengthen customer commitment. Companies should also focus on
understanding customer needs and preferences to tailor their retention strategies effectively. Regular customer feedback
and satisfaction surveys should be conducted to identify areas for improvement. Furthermore, technological innovations,
such as digital loyalty programs and Al-driven customer engagement, should be leveraged to enhance retention strategies.
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