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 The study examined the perceived customer patronage of transport companies 
in Nigeria using Benin City as case study. The focus of the study was to uncover 
the determinants of the perceived patronage of transport companies by 
passengers. The study adopted cross sectional research design by the use of 
structured questionnaire to elicit data from respondents. Data gathered were 
analyzed using tables, percentages, chi-squared, Phi and Crammer’s V test. The 
results of analysis showed that comfort/safety, brand image, fare charges, 
drivers’ skill/quality of vehicles and welfare/customer services were the 
determinants of customer patronage of the transport companies sampled. It is 
recommended that for transport companies in Benin City in particular, and 
Nigeria in general to continue to retain and attract new customers, the 
management of transport companies should put comfort, safety of customers 
among others on the front burner. 
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INTRODUCTION 
 
In Nigeria and indeed all over the world, people travel a 
great deal. This travel includes many inter-city and other 
long distance trips that crosses one or more state lines 
and also international boundaries. This travel includes 
business, tourism, visit to friends and family members 
among others. With a long history of employing analytical 
models to guide transportation planning and decision 
making, a country like the United States of America as 
early as the middle of the 20

th
 century, started its travel 

demand modeling of urban and metropolitan areas 
(Zhang et al., 2010).  

A review of past empirical and policy directed studies of 
a state-wide and national travel activity patterns showed 
travel characteristics thus: travel purpose, mode of 
transportation and type of vehicle, trip origin and 
destination, traveler characteristics, travel routes, travel 
period duration, travel frequency and travel season 
(Glaimo and Schiffer, 2005; Cohen et al., 2008; Horowitz,  
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2008). Furthermore, empirical literature revealed that the 
following variables play an important role in the choices 
made by travelers as to how, how often, and where to 
travel: Monetary travel costs (business and non-business 
related expenditures, including transportation, lodging, 
and other out of pocket costs). Travel times (including on 
time travel reliability and the potential for delays); travel 
safety (travel comfort); and schedule convenience (ease 
of travel arrangements) (Zhang et al., 2010; Horowitz, 
2008).  

Transportation is a necessity in any economy and 
productivity depends highly on its efficiency to move 
labour, consumers and goods between multiple 
destinations. It connects people; makes people and 
places accessible and enhances social, economic and 
cultural interactions. Transportation has been going on 
for decades though the exact data of its commencement 
is not known (Babbie, 2004).  

Today, technology has created difference means of 
transportation ranging from cars to buses, trains, 
airplanes, pipeline, space ships, submarines, etc. 
However, the most dominant means  of  transportation  in  



 

 

 
 
 
 
Nigeria are cars and buses. Transportation involves the 
conveyance of passengers and goods by road from one 
location to the other. This is done mostly with motor 
vehicles (cars or buses) which dominated road 
transportation because of its affordability, the number of 
people it can carry, its ability to transport goods and its 
ability to protect passengers from rain and sun. Infact, 
over 90% of internal goods and passengers in Nigeria are 
moved by motor vehicles (Babbie, 2004). This has led to 
the development of road transport companies in Nigeria.  

In addition to conveying goods and people, 
transportation business contributes substantially to 
Nigerian economy because it employs a large number of 
people thereby helping to solve the problem of 
unemployment (National Bureau of statistics, 2014).  

Benin City which is the case study of this research 
provides passage routes to Lagos, Easthern, Southern 
and Northern parts of Nigeria. Transportation business in 
Benin City has grown tremendously that the town can 
boast of several organized private transport companies. 
As such, passengers are overwhelmed with the choice of 
which transportation company to travel with. This stiff 
competition in this industry has compelled transportation 
companies to go the extra mile of introducing customer – 
friendly marketing techniques in order to retain or win 
new customers. Some of the marketing techniques 
introduced include; reduced fares, regular training of 
drivers and improved customer services.  

Therefore, the focus of the study was to uncover the 
determinants of the perceived patronage of transport 
companies by customers in Benin City, Nigeria. 
 
 
REVIEW OF RELATED LITERATURE 
 
The Road Transport Industry in Nigeria although thriving, 
is largely unstructured and mostly run by private 
individuals. For this reason, its growth and development 
has not been closely monitored and deeply researched. 
In recent times, there has been a growing number of 
researches on transportation in Nigeria. However, most 
of researches concentrate on the art of transportation and 
not the commercial side of it. This leaves one with little 
foundation to build on but also a stimulating and open turf 
to study. 
 
  
Consumer behaviour and transportation 
 
Transport companies are set up to satisfy consumer 
needs. Globalization in part, has made the need for 
transportation more urgent with people living and doing 
businesses across borders. There are several road 
transport companies in Benin City Nigeria set up to meet 
the need of passengers to and from their various 
destinations. The challenge  for  customers  is  in  making 
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the decision of which transport company to patronize out 
of the many available. What are the characteristics that 
the customers considers when making a patronage 
choice and what are the elements that drive the customer 
patronage behaviour otherwise known as consumer 
behaviour (Matas, 2004).  

Seeking answers to the questions above are important 
for several reasons. Firstly, it will help businesses to tailor 
their product offerings to meet consumer needs. 
Secondly, it will help to increase the patronage volume 
and profit of the company. Thirdly, it will improve the 
economic well-being of the Nation at large as profitable 
businesses are a part of a country‟s economic indices 
especially the Gross Domestic Product (GDP). Lastly and 
most importantly, consumers‟ satisfaction will be 
achieved as the consumers are kings and the 
determinant of the success of the business (Gabbott and 
Hogg, 1998). Blackwell et al. (2006) defined consumer 
behaviour as the activities and the processes in which 
individuals or groups choose, buy, use or dispose 
good/services, ideas or experiences.  

Several indices have been drawn up to explain 
consumer patronage decisions. Gabbott and Hogg (1998) 
found that consumers are more likely to purchase well-
known brand products with positive brand image as a 
way to lower purchase risks while Tam (2007) have 
proven that when facing various product brands with 
similar functions and qualities, promotion is a great 
incentive for purchase decision.  

Commuters are perceived to act as rational beings, 
choosing travel means most likely to offer them maximum 
utility. There is little doubt that a wide range of factors 
influence the patronage of a transportation company. 
Polat (2012) identified the following as patronage 
determinants: fare, travel time (walk access time and 
accessibility of the transportation company, waiting time 
(in vehicle), journey time, service quality, comfort, 
reliability, availability and costs of alternative travel 
means, time of travel, purpose of travel and lastly the 
level of dependability.  

In a study done by FitzRoy and Smith (1998), it was 
found that service quality is an important variable that 
influences the patronage of a transportation company. 
Service quality includes but not limited to waiting time, 
service frequency, operating speed, reliability and 
comfort. Although the degree of importance given to 
comfort may differ from one group of passengers to 
another based on the journey time, journey purpose and 
passenger type, comfort is a quality factor that should be 
taken into account (Polat, 2012).  

Other variables of physiological importance to comfort 
are those which affect quality of travel ride as well as 
noise, vibration ventilation, glare, odour and seating 
arrangement (Babbie, 2004). Other researchers suggest 
that choice of transportation company is either directly or 
indirectly influenced by people‟s  personal  circumstances 
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including their age, gender, household size, educational 
attainment and income (Bresson et al., 2004). 
 
 
Theories of consumer behaviour  
 
There are several theories of consumer behaviour. Polat 
(2012) classified all the theories into five categories 
namely; economic man, psychodynamic, behaviourist, 
cognitive and humanistic. 
 
 
Economic man approach 
 
This suggests that consumers would have to be aware of 
all the available consumption options, be capable of 
correctly rating each alternative and be available to select 
the optimum course of action (Schiffman and Kanut, 
2007). This theory assumes that the customers are 
aware of the various options available and are able to 
make the best choice using their pre-determined criteria. 
 
 
Psychodynamic approach 
 
It posits that behaviour is subject to biological influence 
through „instinctive force‟ or „drives‟ which act outside of 
conscious thought. The key tenet of the psychodynamic 
approach is that behaviour is determined by biological 
drives, rather than individual cognitions, or environmental 
stimuli (Matas, 2004). 
 
 
Behaviourist approach 
 
It states that behaviour is explained by external events, 
and that all things that organisms do, including actions, 
thoughts and feelings can be regarded as behaviours. 
The causation of behaviour is attributed to factors 
external to the individual (Matas, 2004). While this may 
play a great part in explaining consumer behaviour, it 
does not fully take into cognizance the different decisions 
taken by different people who are faced with the same 
situation. On the other hand, the cognitive approach sees 
the consumers as information processors (Solomon et 
al., 2006). 
 
 
Brand image 
 
Branding has been defined by the Business Dictionary as 
the process involved in creating a unique name and 
image for a product in the customer‟s mind, mainly 
through advertising campaigns with a consistent theme. 
The aim of branding is to establish a significant and 
differentiated presence  in  the  marketplace  that  attracts 

 
 
 
 
and retains loyal customers (Businessdictionary.com). 
Branding is a powerful tool that attract more consumers 
to patronize a product. Having a strong and remarkable 
brand image could help establish an identity in the 
marketplace (Aaker, 1996). Bresson et al. (2004) noted 
that “perhaps the most powerful mental shortcut available 
to the consumer is brand”. Essentially, branding attributes 
provides unique features to a particular good or service 
or spells out the unique features inherent in a product 
that helps to attract customer‟s attention to the existence 
of the goods/services. In the context of this study, 
branding spells out the attributes of road transport 
companies and enables passengers to recognize them 
based on these features. It is important to note that these 
features may or may not be unique and they may be 
positive or negative. Branding ultimately works as signal. 
It allows consumers to quickly recognize a product as 
one they are familiar with or one they like (Bresson et al., 
2004). In patronizing a transport company, a customer 
has to first acknowledge the existence of that company 
and have a distinct image of the company that 
differentiates it from other transport companies. Kotler 
and Keller (2006) stated the benefits that can be derived 
from Branding as follows; improved perceptions of 
product performance, greater loyalty, less vulnerability to 
competitive marketing actions and crises, larger margins, 
more inelastic consumer response to price increases 
greater trade cooperation and support, increased 
effectiveness of marketing communications, possible 
licensing opportunities and additional brand extension 
opportunities.  

Branding transforms a product into brand. It bestows an 
identity and value on a product and differentiates it from 
that of competitors. Babbie (2004) states that; brands are 
basic products but with tangible and intangible attributes. 
From the consumers‟ perspective, a brand is a guarantor 
of reliability and quality in consumer products (Tam, 
2007). Successful branding could make consumers 
aware of the presence of the brand and hence could 
increase the chance of buying the company‟s goods and 
services (Doyle, 1999). Today, brand is a tradable 
product with measurable financial value (Doyle, 1998). 
After transformation from a product, a brand takes on an 
image, a personality which easily defines it.  

According to Hoyer (1990), a brand Image a brand 
image is the consumer‟s perception of the brand.  It is 
mental construct developed by the consumer on the 
basis of a few selected impressions among the flood of 
the total impressions. It comes into being through a 
creative process in which the selected impressions are 
elaborated, embellished, and ordered (Hoyer, 1990).  

Series of company activities are put together to give a 
company its‟ image. For transport companies, these 
activities can be their safety track record, the state of 
their vehicles, the driver‟s attitude, the driver‟s 
qualification in addition to the  company‟s  promotion  and 



 

 

 
 
 
 
other deliberate branding activities. Excerpts from an 
online writing on brand image (www.asiamarketresearch 
.com/glossary/brandimage.htm), explains the constituents 
of brand image as follows: “brand image can be 
reinforced by brand communications such as packaging, 
promotion, customer service, word-of-mouth and other 
aspects of the brand experience. Brand images are 
usually evoked by asking consumers the first 
words/images that come to their mind when a certain 
brand is mentioned (sometimes called “top of mind”). 
When responses are highly variable, non-forthcoming, or 
refers to non-image attributes such as cost, it is an 
indicator of a weak brand image”. Every recognized 
brand has an image in the minds of consumers and each 
brand stands for something that the customers either 
wants to associate with or disassociate from (Hoyer, 
1990). After recognition of the brand, the customer takes 
this image into consideration when making patronage 
choices. A company or its product which constantly holds 
a favorable image by the public, would definitely gain a 
better position in the marketplace, possess competitive 
advantage, and increase market share or performance 
(Solomon et al., 2006). 
 
 
Brand equity  
 
Brand equity is closely related to brand image. While 
brand image is people‟s perception about a brand, brand 
equity is the value of a company‟s brand image. The 
Business Dictionary defines brand equity as; “A brand‟s 
power derived from the goodwill and name recognition 
that it has earned over time, which translates into higher 
sales volume and higher patronage margins against 
competing brands.” High brand equity boosts customers‟ 
confidence in the brand and increases the potential to 
build brand loyalty with the customers. Past purchasing 
experiences and familiarity with the brand could be 
attributable to the perceptions generated from the 
consumers (Aaker, 1991).  

According to Aaker (1991), brands with high equity 
have high consumer loyalty, brand awareness and 
perceived quality. In addition, Aaker (1991) mentioned 
that brand equity is mainly derived from four elements, 
namely; brand awareness, brand loyalty, perceived brand 
quality and brand association. 
 
 
Brand awareness 
 
Brand awareness is the first level of the brand equity step 
as a brand first has to be known before it gradually 
gathers momentum to build an image and then equity. 
Bresson et al. (2004), notes that the more attention a 
product receives, the more likely it is to be known. This 
could  probably  explain  why  consumers  tend  to  buy  a 
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recognizable brand rather than an unfamiliar one (Hoyer, 
1990). Advertising plays a vital role in building brand 
awareness as it displays the benefits of a product to a 
large number of people. Good customer service can also 
ride on the back of Word-of-Mouth to build awareness for 
a product. For example, God is Good Motors is a 
relatively new transport company in Benin City compared 
to Iyare Motors and Efex but it has built massive 
awareness with its‟ advertisement. Likewise, Ohonba 
Line motors built massive awareness with its‟ “Tear 
rubber” advertisement which has been magnified with 
word-of-mouth. 
 
 
Brand loyalty 
  
Brand Loyalty is customers‟ persistent patronage of a 
brand. Under the influence of brand loyalty, consumers 
continue to buy the brand, regardless of the superior 
features, prices and convenience owned by competitors 
(Aaker, 1991). A Loyal customer does not only focus on 
prices but also he/she acts like a fan of the organization 
and, as a result, helps to attract new customers (Babbie, 
2004). Brand Loyalty springs from several attributes 
which include product quality, price, availability, good 
customer service, high brand image and so no. 
 
 
Perceived brand quality 
  
Perceived brand quality refers to the customer‟s 
perception of the overall quality or superiority of a product 
with respect to its intended purpose, relative to 
competitors (Aaker, 1991). A customer‟s perceived 
quality of a brand is important and plays a great role in 
determining a brand‟s image and equity. Sometimes, the 
actual quality may be lesser or higher than the perceived 
quality, in order to have a lasting brand image and equity. 
Delong et al. (2004) found that perceived quality is of 
utmost importance in determining brand loyalty as well as 
repeat purchase. Delong et al. (2004) posits that 
consumers accept or reject a brand for several reasons. 
Some of them are perceived quality, price and emotional 
benefits of the brand. Perceived quality is of utmost 
importance for transport companies as the lives of 
customers are at stake when they make their patronage 
decisions. For example, if a customer perceives that a 
particular transport company has faulty or bad vehicles, 
he/ she is not likely to patronize that company for fear 
that the vehicle might break down on the way and 
endanger their lives.  

A variety of indices play a role in determining perceived 
quality. Solomon et al. (2006) opined that the country-of- 
origin of a product is found to affect its perceived quality. 
Keller (2003) mentioned that consumers are inclined to 
develop  stereotyped  beliefs  about   the   products   from
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Table 1.  Passengers reasons‟ for travelling. 
 

Variables Frequency Percent Valid Percent Cumulative percentage 

Business 44 31.4 31.4 31.4 

Visit 50 35.7 35.7 67.1 

Social engagement 12 8.6 8.6 75.7 

Academic 32 22.9 22.9 98.6 

Tourism 2 1.4 1.4 100.0 

Total 140 100.0 100.0  

 
 
 
certain countries. In the case of transport companies, 
customers are more inclined towards transport 
companies who use German or Japanese vehicles. Apart 
from country of origin; price, quality of people who 
patronize a product are also indices that determine a 
brand‟s perceived quality. 
 
 
Brand association 
 
Brand association comprises of brand attributes and 
brand benefits (Keller, 1993). Keller went ahead to 
describe attributes as descriptive features that charac-
terized a product-what consumers thought the product is 
or has and what is involved with its purchase or 
consumption. Keller (2003) further opined that strong, 
favourable and unique brand association can be created 
in a variety of ways by marketing communication pro-
grammes. Brand association is created as a result of 
brand knowledge and brand awareness. 

Different brands have different associations with their 
prospective customers. Such kind of associations can 
provide bases for them to make purchase decision and 
even become loyal to the brand (Aaker, 1991). Brand 
Association serve a lot of purposes. First, it helps 
differentiate a brand from its‟ competitors as a well 
differentiated brand is difficult to break. Second, it helps 
customers remember the brand. A good example of this 
is Ohonba line. A good number of people in Benin City 
will rightly associate “tear rubber transport company” to 
Ohonba line motors. 
 
 
METHODLOGY 
 
The study adopted cross-sectional survey design by the 
use of a structured questionnaire administered to respon-
dents. Through purposive and convenience sampling 
technique, nine transport companies located in Benin 
City-the state capital of Edo State, Nigeria were selected. 
The city provides a link to the six geopolitical zones of 
Nigeria. Using the same technique, 140 passengers were 
selected who patronized the companies being studied. To 

test the validity and reliability of the research instrument 
(Questionnaire), Chronbach Alpha was used. The 
questionnaire was developed to elicit the relevant data 
suitable for the analyses. The language used was the 
English language as most Nigerians and foreigners 
speaks the language. To avoid non response bias, the 
researchers personally administered the questionnaire to 
respondents.  

The research instrument used was a questionnaire 
administered to the passengers (customers) of the 
transport companies. Data collected were analyzed using 
tables, percentages, chi-squared, Phi and Crammers V 
tests. 
 
 
RESULTS 
 
Table 1 reveals that 31.4% of the total number of  
respondents travelled for business reasons. Also, 35.7% 
of the respondents said that the reason for their travel 
was to visit. Similarly, 8.6% of the total number of 
respondents reported that the reason for their travel was 
for social engagement. Those who said that they 
travelled for academic reasons were 22.9%, while those 
who travelled for the purpose of tourism were 1.4%. The 
essence of Table 1 was to demonstrate that people travel 
for different reasons.  

Table 2 shows the frequencies and percentages of 
patronage by respondents from sampled transport 
companies. While Table 3 shows the determinants of the 
perceived patronage of the sampled transport companies 
by the respondents (customers).  
 
 
Test of association between variables  
 
The core non-parametric statistical method used in this 
test was the chi-squared technique that tested the 
independence of categorical variables. To do this, 
hypothesis were stated as shown below: 
 
H0: Transport company‟s brand image, fare charges, 
welfare/customers    services,     comfort/safety,     drivers
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Table 2. Respondents‟ choice of transport companies. 
 

Transport companies Frequency Percentage Cumulative percent 

AU Motors 5 3.6 3.6 

Bob Izua Motors 17 12.1 15.7 

Efex Motors 2 1.4 17.1 

Edegbe Motors 38 27.1 44.2 

Faith Motors 2 1.4 45.6 

God is Good Motors 36 25.7 71.3 

Iyare Motors 16 11.4 82.7 

Muyi Line Motors 10 7.1 89.8 

Ohonba Line Motors 14 10.0 100.0 

Total 140 100.0  
 
 
 

Table 3. Determinants of the respondents‟ patronage of the transport companies. 
 

Determinants Frequency Percentage Cumulative percent 

Brand image 34 24.3 24.3 

Drivers‟ skill/quality of vehicles 12 8.6 32.9 

Comfort/safety 64 45.7 78.6 

Fare charges 18 12.9 91.4 

Welfare/customer services 12 8.6 100.0 

Total 140 100.0  

 
 
 

Table 4. Chi-square test. 
 

Variables Value df Asymp. Sig (2 – sided) 

Person chi-square 93.320
a
 32 0.000 

Likelihood ratio 81.529 32 0.000 

Linear-by-linear  association 3.049 1 0.081 

No of valid cases 140   

 
 
 

skills/quality of vehicles, and patronage of customers are 
independent of each other and not statistically 
significantly related. Tables 4 and 5 contain the results of 
the chi-squared fert. 

The results from Table 4 shows that the tested null 
hypothesis (H0) was rejected as the probability of the 
computed Pearson chi-squared value (93.32) is lower 
than even 1% while the alternate is accepted. This 
implies that Transport Company‟s brand image; fare 
charges, welfare/customer services, drivers‟ skill/quality 
of vehicles; comfort/safety and patronage of customers 
are not independent of each other and are significantly 
related statistically. 

To test for the strength of association between a 
transport company‟s brand image, fare charges, 
welfare/customer services, drivers‟ skill/quality of 
vehicles, comfort/safety and its patronage by customers, 
the Phi and Crammers  V  test  was  performed.  Table  5 

shows that there is a strong positive and statistically 
significant relationship between a transport company‟s 
brand image, fare charges, welfare/customer services, 
drivers‟ skill/quality of vehicles, comfort/safety and its 
patronage by customers, thus, corroborating the result of 
the chi-squared test. 
 
 
DISCUSSION 
 
In a descending order, it was found that the following 
variables were responsible for the perceived patronage, 
namely, comfort and safety, brand image, fare charges, 
drivers skill/quality of vehicles and welfare/customer 
services. 

The findings in the study agrees with the findings by 
Akaah and Korgaonkar (1988), who reported that 
customers are more likely to purchase  well-known  brand 
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Table 5. Symmetric measure. 
 

Variables Value Approximate significant 

Nominal by Phi 0.816 0.000 

Nominal Crammer‟s V 0.408 0.000 

No of valid cases 140  

 
 
 
with positive brand image. Polat (2012) reported that 
patronage of a transport company is determined by fare 
charges, travel times, accessibility of the transport 
company, waiting time, service quality, comfort, reliability, 
among others. Also, FitzRoy and Smith (1998) reported 
that service quality is an important variable that 
influences the patronage of a transportation company. 

In other for transportation companies in Benin City in 
particular and Nigeria in general, to retain their customers 
and an also attract new customers, premium attention 
should be given to passengers‟ comfort/safety. They 
should also maintain positive brand image; fare charges 
should be reasonable, and they should continuously train 
drivers to acquire effective and efficient driving skills. 
Also, welfare and good customer services should be 
given top priority. 

 
 
Conclusion 

 
The study examined the perceived customer patronage 
of transportation companies in Benin City, Nigeria. 
Through purposive and convenience sampling technique, 
nine blue chip transportation companies were selected 
and studied. The research instrument used was a 
structured questionnaire administered to companies. The 
findings revealed that customers have reasons for 
patronizing the sampled companies. Such reasons 
include comfort/safety, positive brand image, reasonable 
fare charges, drivers‟ skill/quality of vehicles and welfare/ 
customer services. Company management should focus 
their policy decisions on these findings to achieve 
optimum results.  

Future research efforts should increase the sample 
size. Comparative study should be done to determine if 
festive periods contributes in any way to patronage of 
transportation companies. 
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