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Abstract
In today’s business world, customers expect high-quality services from their organization. The mutual relationship that supposes to co-exist between customers and retailers is important for both the consumers and the service providers. This study examined the service quality and customer loyalty in selected retail businesses in Lagos state, Nigeria using thematic analysis. Qualitative method was used as a research design; the population size was infinite as the study focused on customers of the 3 selected retail businesses (Shoprite, spar and Buyrite) in Lagos. Face-to-face interview was used to collect the primary data; four respondents were interviewed for the study. The data was analyzed through the help of Nvivo software version 12.  Furthermore, from the outcome of the qualitative analysis, there was significant relationship between the independent variables and dependent variables through the semi-structured interviewed held with the 4 participants. The study is concluded with the observation that not all customers who got satisfied through good quality services provided by stores, in turn develop loyalty towards the store. This invariably means that not all customer satisfaction leads to customer loyalty. The study further recommended that service providers as a matter of necessity need to work on customer service delivery program that will have the intention of generating enduring customer relations with the objectives of attracting new customers, maintaining the existing ones, create brand awareness and enhance customer loyalty.
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 Introduction 
Retailing generally contributes about 5.8% to the compound annual growth rate (CAGR) of Nigeria’s economy (Marketreasearch.com, 2021). Nigeria’s emerging middle class is confident and comfortable with trying new products; also, they are interested in breaking with the traditional retail system with the introduction of discount stores, hyper market, department stores, specialty stores, convenience stores and host of others where possible (Nigeria Retail Market, 2019). The traditional, informal retail infrastructure is often viewed as unprofessional and operating from places that are not in tune with the best of advanced societies. In light of this, the past decade has seen an increase in the number of all other types of retail outlets across the country. The number of outlets as at year end 2019 is expected to have increased far more than what it was in year 2010 because the industry has grown significantly within this period (Nigeria Retail Sector Report, 2014).  New sophisticated multiple branch supermarket and franchises have sprung up across the country and megastores and supermarkets which were hitherto located in just one place have expanded to take into account the development of new suburbs and city centers (Nigeria Retail Sector Report, 2014).
The advent of COVID-19 pandemic has created a paradigm shift in the operations of shopping and specialty store-based retail outlets towards customer satisfaction and building loyal customers. This paradigm shifts have necessitated the operators of store-based retail outlets to emphasize more on effective and efficient service quality in order to retain their esteem customers from defecting to other stores and enjoy value for their money. This is done by providing free hand sanitizer and nose cover in addition to educating their customers about normal COVID-19 protocol to save them from the pandemic(Xu, Elomri, Kerbache & El Omri, 2020). In the e-retailing shopping, the customer has freedom and audacity to visit any number of sites before making final purchase decision. Opportunity in terms of time for patronage and purchase is never a constraint with the internet as the customers can buy or search and compare for a product on different websites as per their wishes at any time and day of the year (Smith, 2005). This considerably helps in saving time and energy of the customers.
More so, because of the need of the service providers to build a loyal customer that will be consistently patronizing their stores, the store-based retail outlets managers have continuously involved in personalizing the customer experience. This is necessary since the large part of the store-based retail customers are more likely to purchase from outlets that offers some type expect personalized service. Customers expect personalized offers based on their preference. With this lofty loyalty program, the retail outlets would find it more convenient to keep track of their customers’ buying habits, brand and product preference and offer them relevant rewards.
The atmospheric characteristics of a store are important because they influence a wide variety of consumer evaluations and behaviors (Turley & Milliman, 2000). Furthermore, the store atmosphere is represented psychologically by consumers in terms of two major emotional states-pleasure and arousal-and these two emotional states are significant mediators of intended shopping behaviors within the store (Donovan & Rossiter, 1982). Retail atmospherics is a conscious planning of atmosphere to contribute to buyer’s continuous patronage and a perfect planning capable of enhancing retailers’ revenue (Richard, Roger & Misheck, 2021).
Building a sustainable customer loyalty through service quality and customer satisfaction can also be facilitated through positive customer experience and journey. The concept of customer experience is an important distinctive factor in today’s competitive business world (Wereda & Grzybowska, 2016). Creating a strong customer experience is now regarded as a leading management objective in a consumer-centric firm. The increase in focus on customer experience arises because customers now interact with ﬁrms through several touch points in multiple channels and media, resulting in more complex customer journeys.
Statement of the Research Problem
One of the problems experienced in store-based retail outlets today is the need for the customization of products and services from the service providers of retail outlets. Customers prove very demanding and they are continuously and increasingly searching for special and unique experience that will allow them to have and customize their own products. The customization approach of customers’ service encourages service providers to tailor the service to meet each customer’s personal needs (Banwari & Walfried, 1996). Retail managers must re-strategize about the role of their stores in developing smarter and more personalized offers.
Customers have also experienced problems emanating through poor experiential marketing from delay in transaction notification, stock out, non-availability of staff at service points, unprofessional conduct or rude behaviors sometimes exhibited by the staff of the service firms, poor standard of records or inability to give proper information needed by the customers, failed promises among others which have really discouraged customers in recommending such a store to friends and associate and likelihood of not patronizing the store again. It is noteworthy to emphasize that shoppers want interaction, memorable experiences, fast and quality service, while they also want to exhibits their senses of sights, smells, tastes and touch.
Moreover, as evidenced by Oracle in the year 2012, research findings shows that 89 per cent of the customer will defect to competitor’s business as result of poor customer experience. Another study by Temkin (2017), a leading customer experience research and consulting firm, cited in Jaiswal and Singh (2020) revealed that 22 per cent of the customers reduce their spending after a bad experience and around 19 per cent stopped patronizing the retail store where they experience poor customer service.
Research Questions
Arising from the above problems, the following questions emanate:
i. How does customer service delivery relate with customer relations in store – based retail outlets in Nigeria?
ii. To what extent does retail store atmosphere affect customers’ experience in a store – based retail outlets in Nigeria?
Research Objectives
The main objective of this work is to examine the effect of service quality on customer loyalty while other specific objectives are to;
i. determine the relationship between customer service delivery and customer relations in the retail outlet in Nigeria;
i. determine the extent at which retail store atmosphere affect customers’ experience in a store – based retail outlet in Nigeria.
ii. Research Hypotheses
To achieve the stated objectives, the following hypotheses are formulated and tested in null form; 
HO1:  Customer service delivery has no significant relationship with Customer relations in a store – based retail outlet in Nigeria.
HO2:  Retail store atmosphere does not have significant relationship on customers’ experience in a store – based retail outlet in Nigeria. 
Literature Review
Concept of Service Quality
For many decades, researchers have tried to develop a perspective of service (Zeithaml, 2009, Ramsaran-Fowdar, 2007). Chang (2008) posits that the concept of service quality should be approached from the customer’s point of view because of different values, ground of assessment, and circumstances. Parasuraman, Zeithaml and Berry (1994) mention that service quality is an extrinsically perceived attribution based on the customer’s experience about the service that the customer perceived through the service encounter. Also, from the work of Kumra (2008), service quality cannot be only ascertained in the final product and service, but also from point of production and delivery process, including employee involvement and commitment in process redesign.
From the perspective of viewing service quality as a way of comparing delivered service results to expected service results, Grönroos (2007) also view service quality from the belief of Crosby (1979) who described service quality as conformance to specifications. This is also in the same direction with Agyapong (2011) that conceptualizes service quality as customer perception of how well services meet or exceeds their expectation. Grönroos (2007) further made assertions to conceptualize service quality as comparison of customer perception and expectation. Number one of the assertion is that service quality is determined by the customer’s perceptions which result from comparing expectations that the customer have before receiving the service and the actual experience that the customer get from the service delivery. If the expectations are met the service quality is described as satisfactory. They can also be exceeded and then they are considered as more than satisfactory. The second assertion is that the evaluation depends on the service process and also the service outcome. As the third assertion described service quality exist in two types: quality at the level where the regular service is delivered and the quality level where expectations or problems are handled. 

Concept of Customer Service 
Consumers are very important asset because no institution or company will be able to survive when ignored by their customer. Customer Service is one of the important activities carried out by the retail firm because it involves the future course of the company (Tax, McCutcheon, & Wilkinson, 2013). Kotler (2006) postulates customer service as different things to different people and according to different circumstances. Lalonde and Zinser (1976) conceptualize customer service as the kind of activities between the organisation and customers to improve or simplify sales and using of products and services. It also involves the operations of service providers for customers during the whole transactions. From this assertion, it is clearly noted that customer service is not only limited to the effort of service providers in exchange process with the consumers but extend to giving of information to the customer on how the products will be consumed and other things thereafter which is known as post sales services in marketing.
The role of Customer Service in order to create customer loyalty by providing quality service to its customers is to implement a CRM (Sam, 2019). In retailing business, the implementation of CRM in establishing effective communication with the customer is deemed very important in delivering quality services to its customers as this can be the basis of acquiring new customers, maintaining and developing existing customers (Wirtz, Lovelock, Moon & Quelch, 2016). Customer service is also viewed by Buchanan (2011) as the provision of service to customers before, during and after a purchase while the perception of its success and accomplishment is depending on the staff who can adjust themselves to the personality of the customers.
Concept of Store Atmosphere
In marketing terminology, atmospheric is used to describe the aspect of designing store or commercial spaces where customers patronizes for the purchase of goods and services. The term atmospheric was first coined by Kotler (1973). He further posits that customers are not only interested in tangibility of the products as it forms a small parts of the total consumption package but arguably believes that buyer respond to what he termed as total consumption package which includes services, warranties, packaging and store ambience. In retailing marketing management where store design is one of the major tasks, architectural aspect which includes and not limited to; interior design, exterior structure and design of window display performs three functions of creating attention, message communication and effect.
Sezgin and Küçükköylü (2014) conceptualizes store atmosphere as the general atmosphere in which all kinds of stimulants are involved such as store decoration, product shapes, packages, the presentation of products within the store, colors, illumination, ventilation, scent, underground music, the appearances of sales representatives and their attitudes, other customers and any other stimuli affecting the customers in some way.  Furthermore, a store image is about how customers perceive the store, a store atmosphere is about what kind of a message retailing stores aim to give to the target customers. The term store image’ was first used at the end of the 1950s. A retail store image is to show what a store means to customers in terms of both functional characteristics and their visual and auditoria psychological attitudes (Burt & Carralero, 2000).
Concept of Customer Loyalty
For past two decades, many companies have moved sequentially from focusing on service quality to focusing on customers satisfaction and then on loyalty as panacea for building competitive advantage. In response to this argument, companies satisfy and retain their customers to survive or prospects in today's volatile competitive business environment. As most people agree that loyalty matters much more for business. 
From the perspective of Ganiyu, Uche, and Elizabeth (2012), customer loyalty can seem elusive and magical to those trying to obtain it. However, they believe that there are a lot of good reasons for a business to pursue customer loyalty as a strategic objective since customers are expensive to acquire, keeping them loyal allows you to amortize acquisition costs. Loyal customers are often willing to pay premium prices and the likelihood of providing the company with opportunities to correct problems and not using these as a basis for compromising the relationship.
Furthermore, customer loyalty has been conceptualized to be a behavioral concept entailing repeat buying of products or services measured as the series or share of purchases, referrals magnitude of relationship or all of the above mingled together (Rai &Medha, 2013). Blut, Evanschitzky, Vogel, and Ahlert (2007) view customer loyalty in three ways: loyalty as an attitude that leads to a relationship with the brand; loyalty expressed mainly in terms of revealed behavior; and buying moderated by the individual's characteristics, circumstances and/or the purchase situation. Haghkhah, Bakar, Hamid, Ebrehimpours, Roghanian and Gheysari (2013) viewed customer loyalty as an essential or indispensable action or element, condition, or ingredient (sine qua non) of an effective business strategy. The study believes loyalty is a strategy that creates mutual rewards to benefit firms and customers. They further considered loyalty to be a source of competitive advantage as it has proven to have a relevant impact on company performance in term of customer satisfaction.
Underpinning Theory: Assimilation-Contrast Theory
This study was underpinned by the Assimilation-Contrast Theory of customer satisfaction and supported by the theories of cognitive dissonance and Expectancy Disconfirmation. The suitability of the underpinning theory is anchored on the fact that the theory asserts that satisfaction is a function of the magnitude of the discrepancy between expected and perceived performance. As with assimilation theory, the consumers will tend to assimilate or adjust the differences in perceptions about product performance to bring it in line with prior expectations and that is only when the discrepancy is relatively small (Reginald, Sarah & Kamery, 2003).
Empirical Review
Komang and Gusti (2022) demonstrated through their research work titled the role of positive emotion to increase the effect of store atmosphere and discount on impulse buying that the store atmosphere has a positive and significant effect on impulse buying. The study provides an insight into the effect of store atmosphere and price discounts on impulse buying with positive emotions as a mediator for consumers at Coco martsin Denpasar. The research work sampled 85 respondents. The data gathered for the research work was collected through distribution of questionnaires. The data was then analysed through the using of path analysis with the help of SPSS software. From the finding, it was revealed that the store atmosphere has a positive and significant effect on impulse buying.  In addition, store atmosphere has a positive and significant effect on positive emotions as well. Price discount also has a positive and significant effect on impulse buying. Price discount has a positive and significant effect on positive emotions. Positive emotions have a positive and significant impact on impulse buying. Positive emotions can mediate the effect of store atmosphere and price discounts on impulse buying.
Urdea, Constantin and Purcaru (2021) reviewed 58 empirical journal articles from the last two decades on experiential marketing in the e-commerce paradigm as a literature to seek and shed light into the ﬁelds of experiential and digital marketing to address the gaps in experiential aspects that appear during an online shopping session. The ﬁndings of the study reveal that the most emphasised advantage of the total digital experience is that it leads to enhanced customer satisfaction. The study further reveals several other superiority and exceptions of online consumer experience and also discusses a theoretical framework of digital marketing that is relevant for both academics and practitioners.
Tjahjaningsih, Maskur, Widyasari and Kusuma (2020) conducted a study to investigate whether customer experience and service quality influence satisfaction and impact loyalty or not. The sample of this study was 104 customers of PT Indonesia Comnets plus SPBU Semarang using a purposive sampling technique. The collected data for the study were analyzed using multiple regression tests. The results of this study prove that customer experience affects satisfaction; service quality affects satisfaction; and satisfaction affects loyalty. Based on these findings, it can be concluded that customer experience and service quality effectively increase customer satisfaction to build customer loyalty.
Ramadhan and MasnitaSiagian (2019) conducted a study with the aims; (a) to ascertain whether the customer perceived value affect customer relationship management (b) to confirm whether the customer relationship management affects loyalty and (c) to determine whether the Customer perceived value affect loyalty mediated by customer relationship management. This research is a quantitative approach and associative in nature. In the study, the population examined 120 customers who were already members of Abbott Family Club loyalty as well those who were contacted via customer service on Pediasure Vanilla 850 grams of dairy products. And with samples that can describe population, then in determining the sample of this study using the technique non probability sampling with method Convenience Sampling.
Muhammed and Deddy (2018) conducted a research study aims to examine store atmosphere’ influence towards customer purchase intention. The objectives of this study are to assess and measure the factors of store atmosphere and how they influence customer purchases intention on Alfamart and Circle K outlets in Bandung district of Indonesia. The study made use of multiple linear regression analysis on SPSS to analyse 314 questionnaire data that were collected in Bandung, Indonesia. The result of the study however shows that in-store, ambient cue, and out-store factor has a significant impact toward customer purchase. These findings offer empirical evidence for both academicals and business practitioners regarding the store atmosphere and its influence towards customer purchase intention.  
Karyose, Astuti and Ferdiansjah (2017) investigated a study aimed at analysing the influence of service quality, corporate image, and customer relationship marketing on customer satisfaction and customer loyalty. The population of the study consisted of 180 bank customers in Malang city of Indonesia. Structural Equation Model (SEM) was used to analyse the data gathered. The results of the analysis revealed that service quality, corporate image, and customer relationship marketing has influence on customer satisfaction, and service quality, corporate image. More so, customer relationship marketing has significant influence on customer loyalty. In addition, customer satisfaction has effects on customer loyalty and Customer satisfaction mediates the effect of service quality, corporate image, and customer relationship marketing on customer loyalty.
Gbadeyan (2010) researched into Customer Relationship Management and Hospital Service Quality in Nigeria. The Objective of the study is to examine how customer relationships management can be employed to bring about improve health service quality in Nigeria. The data for the study was collected through questionnaire instrument administered to 200 health workers at the University of Ilorin Teaching Hospital Ilorin, Nigeria. Exploratory test was conducted to ascertain the mean age of the sample distribution, while Chi-square, Kolmogorov Smirnov test and Factor Analysis were used as a Statistical tools to further perform data analysis on the study. The findings of the study reveal that the mean age was not significantly different from the hypothesized value, customer relationship management (CRM) has significant effects on the quality of Hospital Services in Nigeria (χ2=0.000, d.f=2 and P ≤ 0.05) and three factors namely; Interactive management, personalization, and relations with patients are relevant factors in the implementation of customer relationship management in Nigerian Hospitals. The study further recommends pre- planning and understanding expectation of stakeholders for CRM successful implementation.

Methodology
This research work adopted qualitative method to assess the effect of service quality on customer loyalty. The qualitative (text) data was collected and analyzed to reflect the interpretation of human behavior in the study. Survey method was also adopted through a semi-structured interview guide to enable the researcher to determine the opinions, attitude, and features of target beneficiaries. The number of 4 respondents (customers) was interviewed from selected retail stores in Lagos State, Nigeria. Primary and secondary sources were used. Primary data was obtained with the aids of semi-structured interview. The use of semi-structured interview was employed to gather necessary information from the respondents. The secondary source was obtained from related journals and articles. The study employed the use of semi-structured interview as an instrument for data collection. The face-to-face interview for the four respondents was conducted in the office of the sales intern of the retail outlets as the transcriptions of the interviews were used for the qualitative analysis of the study. The studies equally use Nvivo software for qualitative analysis. Nvivo is preferred over other software as it permits the use of a large quantity of data and also allows visual coding in the text editing and contextual comment, hence, it is comparatively simple to use (Hilal & Alabri, 2013).
Data Analysis, Results and Discussion
Table 4.33: Participants’ Background Information (Qualitative Interview)
	S/N
	Participants’ Codes
	Location of retail store
	Years of Patronage
	Date of Interview

	1. 
	Info 1
	Ikorodu 
	3 years
	10th September, 2022

	2. 
	Info 2
	Ikeja
	2 years
	18th September, 2022

	3. 
	Info 3
	Victoria Island
	2 years
	15th October, 2022

	4. 
	Info 4
	Festac
	3 years
	16th October, 2022


Source: researchers field survey, 2022
Thematic Analysis of the Study
Qualitative Analysis of Research Objective One
How has customer service delivery helped in building customer relations?
Based on the interview discussions with the participants, relevant customer service delivery themes and sub-themes that relates to customer relations emerged in (figure 4.3) as a way through which the service quality can enhance customer loyalty.
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Figure 4.3: Thematic representation of Customer Service Delivery
Source: Author’s Field Survey, 2022
From interviewed informant “1, 2, 3 and 4”, basic customer service delivery elements are harnessed to build customer relations. Therefore, quick response to customer needs and complaint, effective and efficient order processing and provision of technical support are an essential constituent which supports Service quality and Customer loyalty. However, the ascendancy of provision of technical support service and quick response to customer needs and complaint was supported by Info2, Info3 and Info1. This eventually shows that effective and efficient customer service delivery is one the major considerations in achieving customer loyalty through customer relationship management. More so, Info2 was of the opinion that well trained technical support representative of the retail store which are set up to predominantly resolve technical issues as quickly as possible enhances customer satisfaction which also leads to customer loyalty. Meanwhile, Info1, Info3 and Info4 emphasized the relevance of effective and efficient order processing in an attempt build customer relationship that will generate customer loyalty.
For example, participant INFO2 expressed thus:
“The service provider has been able to retain me due to their unsurpassed customer service programs. The firm have realized through their customer service program that satisfied customers are loyal, and loyal customers tell other customers and advertise the benefits of patronizing the retail outlet or firm. Then the quick response to customer complaint most especially when it involves technical issues or when there is incongruence with the service received by the customer have been so exemplary.”
The position of INFO2 is in congruence with INFO1 who affirms that;
“The retail firm management has been able to establish some successful customer service program by processing the customer orders in time and that of the other staff in ensuring that there is a good customer relationship between them and their customer.”
While supporting the statement of INFO2, INFO3 reveals that;
“The effective training being enjoyed by the employees in the modern art and science of customer service have also contributed immensely in handling customer complain by actively listening and reply with courteous and positive language which has contributed immensely in attracting more customers.”
These views as expressed by the participants suggest that customer service delivery programs have positive and significant relationship with customer relationship management.
Qualitative Analysis of Research Objective Two
What is the relationship between Retail Store Atmosphere and Customers Experience? 
Based on the interview discussions with the participants, relevant retail atmosphere themes and sub-themes that relates to customer experience emerged in (figure 4.5) as a way through which the service quality can enhance customer loyalty.
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Figure 4.5: Thematic representation of Retail Store Atmosphere
Source: Author’s Field Survey, 2022
From interviewed informant “1, 2, 3 and 4”, basic retail store atmosphere elements are harnessed to positive customer experience. Therefore, creation of appealing store ambient through using of mood, lighting, clean environment, using of color psychology is an essential constituents which supports retail store atmosphere and Customer loyalty. However, the supremacy of store ambience, decoration and fragrance was supported by Info2, Info3 and Info4. This eventually shows beautifully design of store atmosphere in a way that would arouse all the five sensory organs is a consideration in achieving customer loyalty. Moreover, Info2 was of the opinion that the proper arrangements of goods in a gondola do increases his continuous patronage and build customer loyalty. Meanwhile, Info3 and Info4 emphasized the relevance of beautiful scent and fragrances with melodious background music would enhance repeat patronage that would lead to customer loyalty. 
As evident from INFO1;
“Having good ambience in a store is an important key in getting the customers coming back for positive experience. For a customer like me, store ambience such as good temperature, store location, beautiful scent or fragrance and orderly arrangement of products according to their categories really defines my perception of the retail store as this will shape my fantastic experience with the store endeavor.”
Supporting INFO1 expression, INFO2 assert that;
“Experiencing good and memorable ambience in the store is another factor that attracts me to the outlet and keeps me coming all the time that I need to shop. Their background music I normally listen to have seriously work on my mood and my emotion.  The odor in terms of fragrance also triggers my childhood experience and memories. The combination of all these and other ambience in terms of visual and lighting display with their neat restroom has positively contributed to my experience with the retail outlet. “
INFO3 has this to say as well;
“The physical characteristics of the retail outlet have created an image that really attracted me to the store as this contributed in no small measure to my experience with the retail store. Furthermore, the neat and serene environment, good fragrance, lighting display and store layout with good parking space have really impacted my purchase intention and also create positive customer experience with the retail store.”
From the above responses of the informants’, it clearly shows that ambience elements like store fragrance, lighting has significant relationship with customer loyalty, this is because good store ambience acts as a promotion tool used to communicate the store’s image.
Discussion of Findings
From interview conducted on objective one, informants that were interviewed expresses that customer service delivery programs have positive and significant relationship with customer relationship management and that customer service delivery elements are good factors to harness and build customer relations. Therefore, quick response to customer needs and complaint, effective and efficient order processing and provision of technical support are essential constituents which support service quality and customer loyalty. However, the ascendancy of provision of technical support service and quick response to customer needs and complaint was seen as a good paradigm shift in building customer loyalty. This eventually shows that effective and efficient customer service delivery is one the major considerations in achieving customer loyalty through customer relationship management.
From the interview conducted on objective two of the study, informant reveals that basic retail store atmosphere elements have positive relationship with customer experience. Therefore, creation of appealing store ambient through using of mood, lighting, clean environment, using of color psychology are essential constituents which supports retail store atmosphere and customer loyalty. However, the supremacy of store ambience, decoration and fragrance was supported by some informants; this eventually shows that beautifully design of store atmosphere in a way that would arouse all the five sensory organs is a consideration in achieving customer loyalty. Moreover, another informant was of the opinion that the proper arrangements of goods in a gondola shelves do increases customer continuous patronage and build customer loyalty. Meanwhile, other informants emphasize the relevance of beautiful scent and fragrances with melodious background music would enhance repeat patronage that would lead to customer loyalty. 
Conclusion & Recommendations
The study is concluded through observation during the interview that not all customers who got satisfied through good quality services provided by stores, in turn develop loyalty towards the store. This invariably means that not all customer satisfaction leads to customer loyalty. 
The study further recommended that service providers as a matter of necessity need to work on customer service delivery program that will have the intention of generating enduring customer relations with the objectives of attracting new customers, maintaining the existing ones, create brand awareness and enhance customer and employee retention.
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