


The Influence of Relationship Marketing on Customer Lifetime Value: The Mediating Role of Customer Engagement
Abstract
The increasing competition in the banking sector has made the development of sustainable customer relationships an important concern for financial institutions. As customers gain more alternatives through digital banking and emerging financial services, banks must understand how relationship-focused strategies can translate into long-term customer value. Customer lifetime value provides an important measure for assessing the economic contribution of customers over time, but the process through which relationship marketing creates such value requires further investigation, particularly in emerging banking contexts. This study examined the influence of relationship marketing on customer lifetime value and assessed the mediating role of customer engagement among customers of Consolidated Bank Ghana in the Volta Region.
A quantitative explanatory research design was adopted. Data were collected through a structured questionnaire administered to 367 customers, and the data were analysed using descriptive statistics, correlation analysis, multiple regression, and mediation analysis. The findings showed that relationship marketing significantly and positively influenced customer lifetime value. It was found that customer engagement also had a significant positive effect on customer lifetime value. Furthermore, the mediation analysis revealed that customer engagement partially mediated the relationship between relationship marketing and customer lifetime value, indicating that relational strategies create greater value when they encourage deeper customer involvement.
The study concludes that banking institutions should move beyond maintaining customer relationships and focus on creating meaningful engagement experiences that strengthen long-term customer contributions. The findings provide useful insights for managers seeking to improve customer retention and profitability through integrated relationship and engagement strategies.
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Introduction
The increasing similarity of financial products and services has intensified competition among banking institutions, making customer relationships an important source of differentiation. Banks no longer compete solely through product offerings, interest rates, or transactional efficiency; instead, they increasingly focus on developing enduring relationships that encourage customer retention, loyalty, and long-term value creation. Relationship marketing has therefore gained prominence as a strategic approach that shifts attention from short-term exchanges towards continuous interactions that create mutual value between firms and customers (Kumar & Reinartz, 2018). In service industries such as banking, where customer decisions are influenced by trust, reliability, communication quality, and service experiences, relationship-based strategies have become important mechanisms for strengthening customer relationships and improving organisational outcomes.
Relationship marketing emphasises the development and maintenance of valuable customer relationships through trust-building, commitment, personalised communication, and consistent service delivery. Recent studies indicate that relationship-oriented activities enhance customer attachment and encourage behaviours such as repeat patronage, advocacy, and continued interaction with firms (Rather, 2020; Commey & Adom, 2020). Digital transformation has further expanded the scope of relationship marketing by enabling firms to collect customer information, personalise interactions, and create multiple engagement points through digital platforms (Dwivedi et al., 2021). These developments have changed customer relationships from one-way communication processes into more interactive exchanges where customers participate in value creation.
A major outcome associated with effective relationship marketing is customer lifetime value (CLV). Customer lifetime value represents the economic value a customer contributes to an organisation throughout the duration of the relationship and provides firms with a forward-looking approach for evaluating customer profitability (Kumar & Reinartz, 2018). Unlike short-term measures such as individual transactions or sales volume, CLV enables organisations to assess the long-term financial contribution of customers and make informed decisions regarding customer retention, resource allocation, and relationship investments (Gupta & Valarie, 2006). In banking, where customers often maintain long-term relationships and use multiple financial services, understanding factors that improve CLV is particularly important for achieving sustainable profitability.
Although relationship marketing has been widely associated with improved customer outcomes, previous studies suggest that the relationship between relational strategies and customer value creation may involve additional mechanisms. One such mechanism is customer engagement. Customer engagement refers to customers’ cognitive, emotional, and behavioural involvement in interactions with a brand or organisation (Hollebeek et al., 2019). Unlike customer satisfaction, which primarily reflects an evaluation of service performance, engagement captures active participation through feedback, advocacy, communication, and value co-creation activities (Brodie et al., 2019). Engaged customers are more likely to maintain stronger relationships with firms, participate in brand-related activities, and contribute to long-term profitability (Pereira et al., 2024).
The relationship between customer engagement and customer lifetime value has received increasing attention in marketing research. Evidence suggests that engaged customers demonstrate stronger loyalty intentions, increased participation, and greater willingness to maintain relationships with service providers (Obilo et al., 2021). In digital and service environments, engagement provides organisations with opportunities to understand customer preferences, improve personalised offerings, and strengthen relational outcomes (Dwivedi et al., 2021). Consequently, customer engagement may represent the process through which relationship marketing activities are converted into measurable improvements in customer lifetime value.
Existing empirical studies provide support for the association between relationship marketing and customer value outcomes, but findings remain inconsistent across different contexts. For example, research has shown that trust, assurance, and relational quality contribute positively to customer retention and value creation, while other studies have reported weaker relationships between relationship marketing practices and customer outcomes in certain banking environments (Seyedin et al., 2021). These variations suggest that relationship marketing alone may not fully explain differences in customer lifetime value. Rather, the extent to which customers become actively engaged with the organisation may determine whether relational investments generate stronger financial outcomes.
The banking sector in Ghana provides an important context for examining these relationships. The sector has experienced increased competition arising from digital banking developments, changing customer expectations, and the growing presence of alternative financial service providers. In this environment, banks must develop strategies that extend beyond transactional efficiency and focus on creating meaningful customer relationships. However, limited empirical attention has been given to how relationship marketing influences customer lifetime value through customer engagement within Ghana’s banking environment. Existing studies have concentrated largely on developed economies and selected Asian markets, creating a need for additional evidence from emerging markets (Opuni-Frimpong et al., 2025; Thein et al., 2024).
This study addresses this gap by examining the influence of relationship marketing on customer lifetime value while investigating the mediating role of customer engagement among customers of Consolidated Bank Ghana in the Volta Region. The study contributes to relationship marketing literature by explaining the mechanism through which relational activities generate customer value outcomes. It also provides practical insights for banking managers seeking to improve customer profitability by integrating relationship-building strategies with engagement-focused initiatives.
Based on this purpose, the study addresses three objectives: first, to examine the relationship between relationship marketing and customer lifetime value; second, to examine the relationship between customer engagement and customer lifetime value; and third, to assess the mediating role of customer engagement in the relationship between relationship marketing and customer lifetime value.

Methodology
Research Design
The study adopted an explanatory research design. Explanatory designs are appropriate when research aims to investigate relationships between variables and determine whether changes in one construct are associated with changes in another construct (Saunders et al., 2019). This design supported the investigation of the direct relationship between relationship marketing and customer lifetime value, the relationship between customer engagement and customer lifetime value, and the indirect effect of relationship marketing through customer engagement.
A cross-sectional survey strategy was applied because data were collected from respondents at a single period. Survey designs are commonly used in quantitative research where researchers seek information from a defined population through structured instruments and analyse responses statistically (Creswell & Creswell, 2017). The design enabled the researcher to collect comparable responses from customers of Consolidated Bank Ghana and evaluate the proposed relationships among the study variables.
Study Population and Sample
The population of the study comprised customers of Consolidated Bank Ghana (CBG) located in the Volta Region of Ghana. The choice of this population was based on the need to examine relationship marketing practices in a banking environment where customer retention and long-term value creation are important strategic concerns. The thesis identifies CBG customers in the Volta Region as the target population for examining the relationship among relationship marketing, customer engagement, and customer lifetime value.
The study obtained responses from 367 customers. The sample size was determined using the Krejcie and Morgan approach, while convenience sampling was used to select respondents who were available and willing to participate. The use of convenience sampling allowed the researcher to access active bank customers who had experience with the bank’s services and relationship marketing activities. Although convenience sampling may limit statistical generalisation, it remains frequently used in business research where researchers require responses from individuals with direct experience of the phenomenon being studied.
Data Collection Instrument and Procedure
Primary data were collected through a structured questionnaire. The questionnaire consisted of measurement items designed to capture the three major constructs of the study: relationship marketing, customer engagement, and customer lifetime value. 
The measurement items were adapted from established scales used in previous marketing studies. The questionnaire was administered to customers of Consolidated Bank Ghana who had interacted with the bank’s services and relationship-building activities. The use of validated measurement scales strengthened the consistency of measurement and improved the reliability of the collected data. The thesis confirms that validated questionnaire items were used to measure relationship marketing, customer engagement, and customer lifetime value.
Reliability and Validity Assessment
The study assessed the reliability and validity of the measurement instrument before conducting the main analysis. Reliability assessment determines whether measurement items consistently represent the constructs they are designed to measure, while validity assessment examines whether the instrument accurately captures the intended concepts. 
Data Analysis
Data analysis was conducted using the Statistical Package for the Social Sciences (SPSS) version 25. The analysis involved descriptive statistics, correlation analysis, multiple regression analysis, and mediation analysis. Descriptive statistics were used to summarise respondent characteristics and the general patterns of responses. Correlation analysis was applied to examine the direction and strength of relationships among the study variables.
Multiple regression analysis was used to determine the predictive effects of relationship marketing and customer engagement on customer lifetime value. Regression analysis is suitable for examining the contribution of independent variables to variations in a dependent variable and assessing the statistical significance of proposed relationships.
Mediation analysis was conducted to determine whether customer engagement explains the relationship between relationship marketing and customer lifetime value. Mediation analysis examines whether the effect of an independent variable on an outcome operates through an intervening variable, allowing researchers to understand the mechanism connecting two constructs (Rijnhart et al., 2021). The study applied the Baron and Kenny regression-based mediation approach to assess the direct and indirect relationships among the variables.  
Ethical Considerations
Ethical principles were observed throughout the research process to protect the rights, privacy, and welfare of participants. Before data collection, respondents were informed about the purpose of the study, the nature of their participation, and their right to participate voluntarily. Informed consent was obtained from participants before administering the questionnaire, and respondents were assured that they could withdraw from the study at any stage without any consequences. Confidentiality and anonymity were maintained by ensuring that no personally identifiable information was collected or disclosed, and the data obtained were used strictly for academic purposes.
Ethical approval was not obtained from a formal institutional review board or external ethics committee because the study involved minimal risk, collected only non-sensitive information from adult bank customers, and did not involve any medical intervention, vulnerable populations, or collection of personal identifiers. However, permission to collect data was obtained from the relevant organisational authorities, and all procedures followed accepted research ethics standards for conducting survey-based studies. The researcher ensured that participation remained voluntary and that all responses were handled securely throughout the research process.

Results
Respondents’ Characteristics
A total of 367 completed questionnaires were included in the analysis. The demographic profile of respondents was assessed based on gender, age, and educational background. The distribution shows that male respondents constituted 54.8% of the sample, while female respondents represented 45.2%. Regarding age, most respondents were between 30 and 39 years (57.0%), followed by those aged 20–29 years (26.4%) and respondents aged 40 years and above (16.6%). In terms of educational attainment, respondents with degree qualifications formed the largest group (43.0%), followed closely by those with master’s degrees (42.8%). Respondents with HND qualifications accounted for 12.0%, while those with PhD qualifications represented 2.2% of the sample.
Table 1: Demographic Characteristics of Respondents
	Variable
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	201
	54.8

	
	Female
	166
	45.2

	Age
	Less than 20 years
	0
	0

	
	20–29 years
	97
	26.4

	
	30–39 years
	209
	57.0

	
	40 years and above
	61
	16.6

	Education
	HND
	44
	12.0

	
	Degree
	158
	43.0

	
	Master’s
	157
	42.8

	
	PhD
	8
	2.2

	
	Total
	367
	100



Measurement Model Assessment
The reliability and validity of the measurement scales were assessed before conducting the regression analyses. Factor loadings, Cronbach’s alpha coefficients, the Kaiser–Meyer–Olkin (KMO) measure, and Bartlett’s test of sphericity were examined to determine the adequacy of the constructs.
The factor loadings for relationship marketing ranged from 0.677 to 0.817, with a Cronbach’s alpha value of 0.798. Customer engagement recorded factor loadings ranging from 0.537 to 0.809 and a Cronbach’s alpha value of 0.824. Customer lifetime value recorded factor loadings between 0.560 and 0.733, with a Cronbach’s alpha coefficient of 0.811. The KMO value was 0.743, while Bartlett’s test of sphericity was statistically significant (χ² = 4135.016, df = 171, p < 0.001), indicating that the data were suitable for further statistical analysis.
Table 2: Reliability and Validity Assessment
	Construct
	Number of Items
	Factor Loading Range
	Cronbach’s Alpha

	Relationship Marketing
	4
	0.677–0.817
	0.798

	Customer Engagement
	10
	0.537–0.809
	0.824

	Customer Lifetime Value
	5
	0.560–0.733
	0.811



	Measure
	Value

	KMO
	0.743

	Bartlett’s Test χ²
	4135.016

	Degrees of Freedom
	171

	Significance
	<0.001



Descriptive Statistics
Descriptive statistics were conducted to examine respondents’ perceptions of the three study constructs. All variables were measured using a five-point Likert scale. Relationship marketing recorded the highest mean score (M = 4.063, SD = 0.93513), followed by customer engagement (M = 4.040, SD = 0.66460). Customer lifetime value recorded a mean score of 3.787 (SD = 0.77561).
Table 3: Descriptive Statistics of Study Variables
	Variable
	N
	Mean
	Standard Deviation
	Minimum
	Maximum

	Relationship Marketing
	367
	4.063
	0.93513
	1
	5

	Customer Engagement
	367
	4.040
	0.66460
	1
	5

	Customer Lifetime Value
	367
	3.787
	0.77561
	1
	5
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Correlation Analysis
The correlation analysis examined relationships among demographic variables, relationship marketing, customer engagement, and customer lifetime value. The results show a positive association between relationship marketing and customer engagement (r = 0.587). Relationship marketing also demonstrated a positive relationship with customer lifetime value (r = 0.168), while customer engagement showed a positive relationship with customer lifetime value (r = 0.249).
Table 4: Correlation Matrix
	Variable
	1
	2
	3
	4
	5
	6

	1. Gender
	1
	
	
	
	
	

	2. Age
	-0.175
	1
	
	
	
	

	3. Education
	-0.179
	0.021
	1
	
	
	

	4. Relationship Marketing
	-0.040
	0.129
	0.029
	1
	
	

	5. Customer Engagement
	-0.102
	0.198
	-0.058
	0.587
	1
	

	6. Customer Lifetime Value
	0.196
	-0.061
	-0.152
	0.168
	0.249
	1
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Regression Analysis
Relationship Between Relationship Marketing and Customer Lifetime Value
A multiple regression analysis was conducted to determine whether relationship marketing predicts customer lifetime value while controlling for demographic characteristics. The results indicate that relationship marketing has a positive and statistically significant effect on customer lifetime value (β = 0.154, t = 3.668, p < 0.001). The overall regression model was significant (F = 8.666), explaining 8.7% of the variance in customer lifetime value (R² = 0.087).
Table 5: Regression Results: Relationship Marketing Predicting Customer Lifetime Value
	Predictor
	β
	Standard Error
	t-value
	p-value

	Gender
	0.268
	0.081
	3.323
	0.001

	Age
	-0.062
	0.061
	-1.018
	0.309

	Education
	-0.136
	0.055
	-2.461
	0.014

	Relationship Marketing
	0.154
	0.042
	3.668
	<0.001


Model statistics: F = 8.666; R² = 0.087.
Relationship Between Customer Engagement and Customer Lifetime Value
The second regression model examined the effect of customer engagement on customer lifetime value. The findings show that customer engagement significantly predicts customer lifetime value (β = 0.326, t = 3.668, p < 0.001). The model was significant (F = 13.218) and explained 12.7% of the variance in customer lifetime value (R² = 0.127).
Table 6: Regression Results: Customer Engagement Predicting Customer Lifetime Value
	Predictor
	β
	Standard Error
	t-value
	p-value

	Gender
	0.300
	0.079
	3.323
	<0.001

	Age
	-0.096
	0.061
	-1.018
	0.114

	Education
	-0.108
	0.054
	-2.461
	0.047

	Customer Engagement
	0.326
	0.059
	3.668
	<0.001


Model statistics: F = 13.218; R² = 0.127.
Mediation Analysis
The mediating role of customer engagement was examined using three regression models. Model 1 assessed the direct effect of relationship marketing on customer lifetime value and showed a significant relationship (β = 0.140, t = 3.264, p = 0.001). Model 2 examined the effect of relationship marketing on customer engagement and found a significant relationship (β = 0.291, t = 4.913, p < 0.001). Model 3 included both relationship marketing and customer engagement as predictors of customer lifetime value. Customer engagement remained significant (β = 0.268, t = 9.247, p < 0.001), while the effect of relationship marketing reduced, indicating partial mediation.
Table 7: Mediation Analysis: Customer Engagement as Mediator
	Predictor
	Model 1: CLV
	Model 2: Engagement
	Model 3: CLV

	Relationship Marketing
	β = 0.140***
	β = 0.291***
	β = 0.102**

	Customer Engagement
	—
	—
	β = 0.268***

	R²
	0.028
	0.062
	0.063


Note: **p < 0.01; ***p < 0.001.
Overall, the findings demonstrate that relationship marketing contributes positively to customer lifetime value, while customer engagement provides an explanatory pathway through which relationship marketing influences customer value outcomes.
Hypothesis Testing
The hypotheses developed for this study were tested using multiple regression and mediation analysis. The results are presented in Table 8.
Table 8: Summary of Hypothesis Testing
	Hypothesis
	Relationship Tested
	Statistical Evidence
	Decision

	H1
	Relationship marketing has a significant positive effect on customer lifetime value
	β = 0.154, t = 3.668, p < 0.001
	Supported

	H2
	Customer engagement has a significant positive effect on customer lifetime value
	β = 0.326, t = 3.668, p < 0.001
	Supported

	H3
	Customer engagement mediates the relationship between relationship marketing and customer lifetime value
	Relationship marketing → Engagement: β = 0.291, p < 0.001; Engagement → CLV: β = 0.268, p < 0.001; direct effect reduced after mediation
	Supported (Partial Mediation)


The results indicate that all proposed hypotheses were supported. The findings confirm that relationship marketing contributes directly to customer lifetime value while also influencing customer value indirectly through customer engagement.


Discussion
This study examined the influence of relationship marketing on customer lifetime value and investigated the mediating role of customer engagement among customers of Consolidated Bank Ghana in the Volta Region. The findings provide evidence that relationship marketing significantly contributes to customer lifetime value, customer engagement significantly predicts customer lifetime value, and customer engagement partially mediates the relationship between relationship marketing and customer lifetime value. These findings contribute to ongoing discussions on how banking institutions can transform customer relationships into long-term financial outcomes.
The first objective examined the relationship between relationship marketing and customer lifetime value. The findings revealed that relationship marketing had a positive and significant effect on customer lifetime value (β = 0.154, p < 0.001). This indicates that customers who perceive stronger relational efforts from the bank are more likely to demonstrate higher long-term value. This finding supports earlier empirical evidence that relationship marketing practices, including trust development, personalised communication, and continuous interaction, contribute to stronger customer retention and profitability outcomes (Hidayat & Idrus, 2023). Similar conclusions were reported by Seyedin et al. (2021), who found a positive relationship between relationship marketing practices and customer value outcomes in banking institutions.
The consistency between the present study and previous research can be explained by the nature of banking services. Unlike many consumer products, banking relationships often extend over several years because customers depend on financial institutions for savings, payments, credit facilities, and other financial services. Therefore, relational activities that strengthen confidence and commitment may increase the likelihood that customers maintain their relationships with the bank. This finding also supports the argument that relationship marketing provides value beyond immediate transactions by encouraging continued interaction and deeper customer relationships.
However, the strength of the relationship between relationship marketing and customer lifetime value in this study was relatively modest, with relationship marketing explaining 8.7% of the variance in customer lifetime value. This suggests that although relationship marketing contributes significantly to customer value creation, other factors may also influence customers’ long-term financial contribution. Factors such as service quality, digital banking experience, pricing, convenience, and competitive alternatives may also shape customer lifetime value. Recent research on banking customer value similarly highlights that CLV is influenced by multiple behavioural and transactional factors, requiring financial institutions to combine relationship strategies with broader customer management approaches (Cowan et al., 2023).
The second objective assessed the relationship between customer engagement and customer lifetime value. The results demonstrated that customer engagement significantly predicted customer lifetime value (β = 0.326, p < 0.001), with the model explaining 12.7% of the variance in customer lifetime value. This finding indicates that customers who actively interact with the bank, participate in service relationships, and maintain stronger psychological connections are more likely to generate greater long-term value.
This finding agrees with previous empirical studies showing that customer engagement strengthens customer loyalty, advocacy, and retention behaviours. Rather and Hollebeek (2021) found that engaged customers demonstrate stronger relational attachment and contribute positively to firm performance outcomes. Similarly, Segarra-Moliner and Moliner-Tena (2024) reported that customer engagement behaviours influence customer value creation in service contexts. The similarity between these studies and the present research reinforces the argument that customer engagement represents an important pathway through which service organisations strengthen customer relationships.
The stronger predictive contribution of customer engagement compared with relationship marketing also provides an important insight. While relationship marketing establishes the foundation for developing customer relationships, engagement reflects the extent to which customers actively participate in those relationships. In the banking environment, customers may receive relational benefits from their bank, but long-term value is more likely to increase when customers become actively involved through repeated interactions, service adoption, communication, and continued usage of banking products.
The third objective examined the mediating role of customer engagement in the relationship between relationship marketing and customer lifetime value. The mediation analysis showed that customer engagement partially mediates this relationship. Relationship marketing significantly predicted customer engagement (β = 0.291, p < 0.001), and customer engagement remained a significant predictor of customer lifetime value after controlling for relationship marketing (β = 0.268, p < 0.001). The reduction in the direct effect of relationship marketing after introducing customer engagement confirms that relational strategies influence customer value partly through increased engagement.
This finding provides additional explanation for inconsistent results reported in previous relationship marketing research. Some studies have found strong direct relationships between relationship marketing and customer outcomes, while others have reported weaker effects. The present findings suggest that customer engagement may explain these variations because relationship-building activities do not automatically generate greater customer value unless customers actively respond to those efforts. Similar evidence has been reported by Mandal (2023), who argued that engagement functions as a mechanism connecting relational marketing activities with customer outcomes.
The partial mediation finding also extends understanding of relationship marketing within emerging banking markets. Previous studies have mainly examined customer engagement and relationship marketing relationships in developed markets or highly digital service environments. The current study demonstrates that these relationships remain relevant within the Ghanaian banking context, where financial institutions operate under increasing competition and changing customer expectations. The finding suggests that banks should focus not only on establishing customer relationships but also on creating opportunities for customers to participate actively in those relationships.
From a theoretical perspective, the findings provide support for relationship marketing perspectives that emphasise trust, commitment, and ongoing interaction as drivers of customer value creation. The results also strengthen customer engagement theory by demonstrating that engagement serves as an explanatory mechanism linking relational activities with financial outcomes. By incorporating customer engagement into the relationship between relationship marketing and customer lifetime value, this study provides a more complete explanation of how customer-focused strategies produce organisational benefits.
The findings have practical implications for banking managers. Banks seeking to improve customer lifetime value should develop relationship marketing programmes that encourage active customer participation. Personalised communication, responsive customer support, digital interaction platforms, and opportunities for customer feedback may strengthen engagement and improve long-term customer profitability. However, relationship initiatives should be supported by consistent service delivery because customers evaluate banking relationships through their overall experience.
Despite these contributions, the findings should be interpreted considering the study context. The research focused on customers of Consolidated Bank Ghana in the Volta Region, which may limit the extent to which the findings represent customers in other geographical areas or banking institutions. Future studies could examine similar relationships across multiple banks and regions while incorporating additional variables such as service quality, digital banking adoption, customer trust, and switching behaviour.
Overall, this study demonstrates that relationship marketing contributes to customer lifetime value both directly and indirectly through customer engagement. The findings highlight that successful customer relationships in banking require more than maintaining contact with customers; they require strategies that encourage meaningful interaction and sustained involvement.

Conclusion
This study examined how relationship marketing influences customer lifetime value and the extent to which customer engagement explains this relationship among customers of Consolidated Bank Ghana in the Volta Region. The findings provide evidence that building strong customer relationships remains an important pathway for creating long-term customer value in the banking sector. Specifically, it was found that relationship marketing has a positive and significant effect on customer lifetime value, indicating that relational efforts such as trust-building, continuous interaction, and customer-focused strategies contribute to stronger long-term customer outcomes.
Furthermore, it was found that customer engagement significantly predicts customer lifetime value, suggesting that customers who actively interact with and participate in their banking relationships are more likely to contribute greater value over time. The study also established that customer engagement partially mediates the relationship between relationship marketing and customer lifetime value. This shows that relationship marketing does not only influence customer value directly but also works by encouraging deeper customer involvement with the bank.
Consequently, banking institutions should move beyond maintaining customer relationships as a communication exercise and develop strategies that promote active customer participation. Managers should invest in personalised services, responsive digital platforms, feedback mechanisms, and engagement initiatives that strengthen customers’ connection with the bank. From a policy perspective, banking regulators and industry stakeholders should encourage customer-centred service practices that improve trust and long-term financial relationships.
Future research should extend this study by examining other banking institutions, regions, and customer groups to determine whether the relationships identified remain consistent across different contexts. Researchers may also incorporate additional factors such as digital banking experience, service quality, and customer trust to provide a broader understanding of the drivers of customer lifetime value.
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