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ABSTRACT 

There has been a movement to contextualise the 

church within the consumer society, leading to 

questions on the effectiveness of church‘s product 

and services in retaining members. This paper 

examined the relationship between customer 

experience management and parishioners‘ 

commitment. The paper was guided by three 

specific objectives and hypotheses. It adopts survey 

research design. The population of study was 

1,200, while sample size was 300 parishioners. 

Convenient sampling method was used in selecting 

study participants and major instrument of data 

collection was questionnaire. Through the aid of 

SPSS, data was analysed using frequency count, 

percentage, mean scores, Likert scale and Pearson 

product moment correlation. The findings revealed 

that there is a significant positive relationship 

between worship experience and parishioners‘ 

commitment. It also disclosed that there is a 

significant positive relationship between nurturing 

and parishioners‘ commitment. Results further 

showed that there is a significant positive 

relationship between pastoral care and 

parishioners‘ commitment. We concluded that 

there is a relationship between customer experience 

management and parishioners‘ commitment. It 

therefore recommended among others, that 

churches striving to increase membership should 

not just focus on evangelism, but should also adopt 

pastoral care which may come in form visitations, 

especially to first timers. This will help create a 

sense of welcome and acceptance which would, in 

turn, seeconverts return and stay committed to the 

church. 

Keywords: customer experience management, 

nurturing, pastoral care, parishioners‘ commitment, 

worship. 

 

I. INTRODUCTION 
In this era and age where values are 

constantly changing, all what customers want is 

quality, change, appropriateness, and comfort 

(Peppers& Rogers, 2008).Customers are therefore 

searching out for firms that would provide 

satisfactory experience along their purchase 

decision journey. Therefore, customer experience 

has emerged as a critical aspect of achieving 
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success for companies across all industries 

(Peppers & Rogers, 2008). 

Customer experience management (CEM 

or CXM) can be defined as a strategy that focuses 

the operations and processes of a business around 

the needs of the individual customer(Peppers and 

Rogers 2005). In simple terms, customer 

experience management represents the discipline, 

methodology, and/or process used to 

comprehensively manage a customer‘s cross-

channel exposure, interaction and transaction with 

a company, product, brand, or service (Peppers and 

Rogers 2005) including social and religious 

services such as churches. 

It is a fact that the church is being 

compared to a shopping mall cannot be ignored. 

People ―shop‖ around to find the ―best‖ church that 

will satisfy their religious/pastoral needs. 

Spirituality is more important than confession; 

religious experience replaces structured sermons; 

pastoral care employs techniques beyond the Bible 

and theological foundations; neighbourly love and 

spiritual security straddle commands and religious 

instructions. For churches to remain amidst the 

above, they must take into cognizance the 

experiences church members as well as new 

attendees get when they come around. These 

experiences include; worship experience, pastoral 

care experience, nurturing, etc. Customer 

experience management entails a careful study of 

the customer with a view to renderingsellabletailor-

made products or services to them, thereby 

ensuring loyalty and repurchase. It is the collection 

of processes a company uses to track, oversee and 

organize every interactive system between a 

customer and the organization throughout the 

customer life cycle. It has been argued that success 

of firms clearly depends on a highly distinguished 

customer‘ experiences (Michelli, 2007), also, the 

creation of a distinctive customer experience 

presents enormous economic benefits to companies 

(Frow& Payne, 2007). According to Lovelock 

(2011), delivering the right customer experience is 

fundamentally about harnessing customer 

information to gather key insights about your 

customers and then using that information to 

change how customers interact with your company 

across all of the available touch point.  

 

Problem Statement  

There has been a movement to 

contextualise the church within the consumer 

society, leading to questions on the effectiveness of 

church‘s product and services in attracting or 

retaining members. The consumer society asks the 

question whether the customers receive value for 

money (read ―a good sermon/pastoral care‖). There 

are inquiries on whether the congregation transfers 

the church sermon into daily life, This bring the 

need to question how the congregation ―consume‖ 

the Bible, sacraments, pastoral care, etc their daily 

life. Again, whether the church sermons at all 

consumable and whether Christian life and values 

still prevail. These and many more may serve as 

evidence of a customer-oriented view of the 

church. 

In view of the above, church membership 

and attendance appears to be decreasing and there 

are also instances of an exodus from one 

denomination to another due to the urge for a better 

experience.The younger adults in the orthodox 

churches have been seen moving to Pentecostal 

churches and this might be as a result of the 

worship experience thesePentecostal churches offer 

which often appears quite different from what is 

obtainable in the orthodox. This young adult 

prefers contemporary songs sang in the Pentecostal 

churches to the classical ones in the orthodox. They 

prefer to be more involved in the church service by 

way of participation in the different department of 

the church like; ushering, media, choir, e.t.c; these 

departments are dominated by the old ones in the 

orthodox which makes it less fun. 

Some churches have been seen to 

amassing several members from other churches as 

a result of pastoral care experience. A pastor in one 

of the Pentecostal churches has shown pastoral care 

-not just spiritual but physical care- to both 

members and non-members of the church and this 

has endeared him to many. This care includes 

building free schools, hospitals, and houses, 

starting a business for repented prostitutes and 

other less privileged, and sponsoring weddings for 

members, etc.It is against this backdrop that this 

paper examines the relationship between customer 

experience management and parishioners‘ 

commitment in the RCCG, Awka Metropolis.  
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Objectives  

The broad objective of this paper is to examine the 

relationship between customer experience 

management and parishioners‘ commitment in 

RCCG, Awka Metropolis. The specific objectives 

are to; 

1 Determine the relationship between worship 

experience and parishioners‘ commitment in 

RCCG, Awka.  

2 Ascertain the relationship between nurturing 

and parishioners‘ commitment in RCCG, 

Awka.  

3 Investigate the impact of pastoral care and 

parishioners‘ commitment in RCCG, Awka.  

Hypotheses 

Ho1: There is no significant relationship between 

worship experience and parishioners‘ commitment 

in RCCG, Awka.  

Ho2: There is no significant relationship between 

nurturing and parishioners‘ commitment in RCCG, 

Awka.  

Ho3: There is no significant relationship between 

pastoral care and parishioners‘ commitment in 

RCCG, Awka.  

 

II. LITERATURE REVIEW 
The Concept ofCustomer Experience 

Management  
Customer experience in recent time has 

become the focus of most business organizations. 

According to Bolton et al (2014) the creation of a 

meaningful customer experience is considered 

pivotal for creating competitive advantage and 

customer satisfaction. Verhoe et al. (2009) viewed 

customer experience as the internal subjective 

response customers have to any direct and indirect 

contact with a company. Meryer andSchwager 

(2007) supported the above  and stressed that the 

direct contact is initiated by the customer and takes 

place at various touch points between the customer 

and the firm/company (search, purchase, use and 

service). The indirect contact is mostly unplanned 

and involves encounter with representative of a 

company‘s product or service. 

According to McColl-kennedy et al. 

(2015), creating a distinctive customer experience 

can provide enormous economic value for firms 

and they stressed that customer experience consists 

of entertainment, education, aesthetician and 

escape. At each of these touch points; there is an 

experience which needs to be noted by a firm. 

Gentile et al (2007) noted five dimensions of 

customer experience namely, a sensorial, an 

emotional, a cognitive, a pragmatic, a lifestyle and 

a relational component. Marscarehas et al., (2006) 

conceptualized that customer experience is a 

subject of two elements namely: physical and 

emotional. The foregoing shows that the concept of 

customer experience cannot be exhausted within 

the context of this exercise. In all areas of life, there 

is an experience. Customer experience is 

commonly defined as holistic in nature, involving 

the customers‘ cognitive, affective, emotional, 

social and physical responses to any direct or 

indirect contact with service provider, brand or 

product, across multiple touch points during the 

entire customer journey.  This indicates that 

customer experience is determined by both 

organizational and customer service factors. 

According to Csikszent (2000), Deng et al 

(2010), Johnston and Clark (2008), Meryer (2007), 

customer experience is the personal interpretation 

of the service process and their interaction and 

involvement with it during their journey or flow 

through a series of touch points and how these 

things make the customer feel, which could be 

good, bad or indifferent. 

Vargo andLusch (2004) stated ―Service is 

much more than the point of sale-customer 

interaction, sometimes called customer contact or 

moment of truth. It is the quality of service coupled 

with product that distinguishes a company from 

another and makes some ordinary and others 

extraordinary.  An extraordinary company provides 

extraordinary experience characterized by high 

level of emotional intensity and is triggered by 

unusual event (Prahalad&Ramaswamy, 2004; 

Shaw &Ivens, 2002). The ordinary companies have 

less consideration for customers‘ satisfaction and 

are more of product centric organizations; while the 

extraordinary companies are more of customer 

centric in nature. 

Customer experience is vital to the 

survival of business organizations. According to 

recent study by Tata consultancy services, 

delivering the right customer experience is 

fundamentally about harnessing customer 

information to gather key insights about your 

customers and then using that information to 

change how customers interact with your 

organization across all the available touch-points. 

The main idea of customer experience is to 

encourage customers return, repurchase and 

advocate and it is of great essence due to the shift 

of power to customers and rapid shift and adoption 

pattern of the customer base. 

Customer experience is an integral part of 

customer behavior. According to Ahmed et al. 

(2011), customer spend their available resources 

that are their money, credit, time or effort to 

accumulate experience in the form of products, 

services and ideas in the hope of satisfying their 
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needs and possibly making themselves happier in 

the process. Customer experience is dynamic, 

subjective and personal. Addis and Brook (2001) 

were of the view that customer is determined by 

both environmental and psychological factors. 

While the psychological factors involves consumer 

emotional state, (rational, sensorial, physical and 

spiritual).the environmental factors involves the 

servicescape, services interface, and social 

environment. 

Customer experience can be positive, 

negative or indifferent. A positive customer 

experience is advantageous to both the customer 

and company. According to Ismail & Woodside 

(2014) a positive customer experience can build its 

own momentum , creating an ―ecosystem of 

goodwill‖ that costs relatively little to maintain but 

can deliver a loyal fan base  and tangible bottom-

line returns‖ A negative customer experience is 

risky and can end a company‘s existence if not 

reversed.  

 

Determinants of Customer Experience  
Evidences have shown that this can be categorized 

in two groups: product related factors and market 

related factors. 

 

Product Related Factors  
According to Pan and Zinkhan, (2006); 

Mittal and Gupta, (2012), product related factors 

pertain to product features and attributes like 

product assortment, quality of merchandise and 

price.  

 

Product Assortment  
In traditional retail stores, shelf space is 

limited, thus the major assortment issue which 

encounters retailers involves which products and in 

what number they should be placed on the shelf 

space (Koul and Mishra, 2013). Product assortment 

can be depicted by two characteristics including 

assortment width and assortment depth (Shallerud 

et al., 2009; Chernv, 2011; Toporowski and 

Lademann, 2014). Based on Yoo et al., (1998), 

product assortment as one of the store 

characteristics can induce positive emotional 

responses for shoppers and these emotions, in turn 

can influence consumers' store attitude. Besides, 

Verhoef et al., 2009 proposed conceptual model in 

which they argued that assortment can be a vital 

determinant of superior customer experience.  

 

Product Quality  
The quality of products has been shown to 

be of high importance in shaping customer 

experience (Jang and Namkung, 2009; Chebat and 

Michon, 2003; Terblanche and Boshoff, 2006; 

Alan et al., 2015; Bujisic, 2014). Similarly, extant 

research empirically investigated the relationship 

between food quality and customer experience in 

the context of restaurants (Ali and Ru, 2015; Jaini 

et al., 2015; Ali et al., 2014).  

 

Price Perception  
Perceived price is defined as the customer 

perception of what is given or sacrificed from 

getting a product or service (Aga and Safakli, 2007; 

Sumaedi et al., 2011; p.90). The customer 

perception of the price is more important than the 

actual prices. Price perception addresses how the 

customer comprehends price information (Ismail 

and Melewar, 2008).  

Besides, little empirical research discussed 

the association between price perception and 

customer experience. In a study carried on hotel 

context by Ismail and Melewar, (2008), it was 

evident that the perceived price of services affects 

customer experience during service consumption. 

However, Bujisic, (2014) also clarified that no 

relationship was found between perceived price 

fairness in the beverage establishments and 

cognitive experiential state. Other researchers 

theoretically argued about the impact of price and 

assortment (Carreira et al., 2013; Verhoef et al., 

2009; Grewal et al.,2009; Kalmedevi, 2010) on 

customer experience creation.  

 

Market Related Factors  
Based on Pan and Zinkhan (2006), market 

related factors are concerned with the retailer of 

interest, such as store atmosphere, convenience of 

shopping and interactions with both customers and 

store employees.  

 

Atmosphere  
Atmosphere is a term that is first 

introduced by Kotler (1973) who explained it as the 

design of store environment that can generate 

certain buyer emotions and consequently influence 

their purchasing behavior. Bitner (1992) also made 

up the term ''servicescape'' to depict the physical 

environment different from natural and social 

environment. Based on literature, customer 

experience is influenced by the atmosphere cues in 

different contexts (Jaini et al., 2015; Alan et al., 

2015; Pareigis et al., 2012; Joshi and Kulkarni, 

2012; Cameron et al., 2003; Walter and 

Edvardsson, 2012). In addition, Farias et al., (2014) 

theoretically asserted that there is a positive 

relationship between the retail controllable 

variables such as store atmosphere cues and the 

customer experience.  
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Convenience  
Convenience can be described as the 

ability to reduce time and effort consumers spend 

on product and service acquisition (Brown,1990).In 

retail area convenience is defined in terms of 

location, car parking, ease of way-finding and 

operating hours (Bell, 1999). Most of literature 

work has reported the importance of convenience 

as one of the essential elements of the shopping 

experience (Bagdare, 2014; Li et al., 2011; Kim et 

al., 2011). Srivastava and Kaul (2014) also proved 

that location, utilities and entertainment are 

considered as descriptors of convenience and 

perceived convenience leading to favorable 

customer experience and in turn leading to 

customer satisfaction. However, more work needs 

to be done toempirically investigate the impact of 

convenience on customer experience in 

hypermarket retail format.  

 

Personal Interaction  
Personal interaction isconsidered as a 

point of contact between the customer and 

company employees (Bitner, 1990). Several 

researchers evaluated the quality of personal 

interaction by the service employee competence, 

listening skills and levels of dedication (Chandon et 

al., 1997; Keng et al., 2007). Interactions during 

service delivery have been shown to have a 

significant impact on customer experience. The 

importance of employee-customer interactions was 

highlighted in the tourism sector (Cetin et al., 

2014), in the universities (Garg et al., 2014) as well 

as within the retail sector (Bagdare, 2012; 

Chodchuang and Haron, 2012).  

 

Customer to customer Interaction  
Customer to customer interaction, 

(henceforth CCI) is defined as the direct interaction 

between unacquainted customers encountered in 

the servicescape (Martin 1996; Huang and Hsu, 

2010). Customers to customer interactions are also 

considered as a potential motive in the service 

process that will have an impact on the affective 

state of consumer experience (Wirtz and Bateson, 

1999). Besides, Brotoco et al., (2012) results 

showed that evaluations of customer experience 

that simply emphasizes the aspects of a firm 

performance (e.g service quality) may be 

incomplete in contexts where customer share the 

service facility. In conceptual framework proposed 

by Verhoef et al., 2009, experience encompasses 

more than just a simple assessment of employee 

performance. They shed the light on the role of 

other customers played in the store and how the 

experience of one customer can impact the other. 

Similarly, Andajani et al., (2014) theoretically 

argued that social environment is considered as an 

uncontrollable contributing factor of customer 

experience. Also, extant scholars argued that 

customer to customer interactions have been 

regarded so critical in engendering memorable 

customer experience (Walter et al., 2010; Pareigis, 

et al.,2011; Nasermoadeli et al., 2013). 

 

Church Experience 

Welcoming 

Hospitality is an ancient, integral practice 

of Christian faith communities. In Ancient Near 

Eastern culture, where there were no hotels or 

motels or even restaurants, hospitality and 

welcoming in travelers was an important and 

esteemed practice. In the early church, with people 

coming from many backgrounds, hospitality was an 

essential practice for growth in sharing the Good 

News. The church became known for offering 

hospitality to the poor and the sick; Thus the word 

hospital is closely linked to hospitality.  

Hospitality, inviting and welcoming all to 

join in fellowship, is a hallmark and spiritual 

practice of the Christian faith community, the 

Church. Just as the Spirit of Christ invites and 

welcomes all, the followers of Jesus are to extend 

that hospitality to all. If you ask nearly any 

congregation if they are hospitable and inviting to 

those who come and participate in worship or any 

activity for the first time, they will say that of 

course they are. If you ask those first timers if the 

congregation was hospitable and inviting, the 

answer could be very different. Congregations very 

rarely set out to be intentionally inhospitable and 

unwelcoming, but often come across that way to 

newcomers. Usually, this is the result of simply not 

thinking through approaches, language, and 

physical environment. With intention, forethought, 

and open hearts and spirits, congregations that 

desire to create a hospitable, inviting environment 

for first timers can do so and alleviate some of the 

difficulty and anxiety of being a first timer. 

Following is some information and some ideas to 

assist in the process of becoming more 

intentionally welcoming to new participants in the 

community of faith and the life of the congregation, 

just as all have been welcomed by the inclusive 

love of Christ. 

Website, social media, signage, responsive 

inquiry, greeters/hosts, information 

package/brochure/bulletin, worship service and 

follow-up.Even though there are those who are 

specifically called to ministries of welcome and 

hospitality like greeters/hosts at the Welcome 



 

      

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 4, Issue 10 Oct. 2022,   pp: 932-947www.ijaem.net    ISSN: 2395-5252 

 

 

 

 

DOI: 10.35629/5252-0410932947       Impact Factor value 7.429  | ISO 9001: 2008 Certified Journal  Page 937 

Center, it is actually the job of the entire 

congregation and a culture to establish and 

cultivate. The whole congregation should make 

newcomers feel welcome and included. 

 

 

 

Worship Experience 

Worship underlies the encounter with God 

and people. Regardless of God‘s calling to man 

first or people‘s replying to Him later, and no 

matter who speaks first, direct dialogue between 

God and humans is an encounter. 

The Bible shows the relationship between 

God and humans. God as the creator has been 

omnipresent in the universe since before the 

beginning of the world. And He has revealed 

Himself and His heart to people. In some cases of 

the Bible God speaks to some people directly like a 

dialogue. They reply or respond to Him through 

many ways such as fear, face down worship, praise, 

and prayer. Meanwhile, in some other cases, it is 

not a direct encounter or dialogue with people, but 

God still reveals His plans for people by working, 

commanding, and speaking. People, who realize 

God‘s presence and what He has done, respond to 

God through ritual behaviors such as sacrificial 

rites, singing, and building an altar. In this sense 

worship as an encounter can be divided into two 

kinds: worship in direct encounter and worship in 

the presence of God. These encounters are models 

for worship and provide principles of biblical 

worship. 

Music is found in nearly every part of the 

Bible as a part of worship, but music is especially 

mentioned in the book of Psalms, which is simply a 

collection of sacred hymns. In Hebrew the book is 

called Tehillim, which denote ―praises,‖ from 

hallal―to praise‖; and in Greek it is called Psalmoi, 

―songs of praise,‖ or ―psalms,‖ a translation of the 

plural of the Hebrew mizmor, ―a song with 

instrumental accompaniment,‖ from zamar, ―to 

sing with instrumental accompaniment,‖ or simply 

―to sing‖ or ―to praise‖ (Horn, 1979). 

The book of Psalms has served Hebrews 

and Christians with equal effectiveness for both 

public and private worship and devotion. The 

chanting of Psalms by antiphonal choirs, or by a 

choir and the congregation, was a conspicuous part 

of worship in the ancient temple service where 

many of the psalms came to be associated with 

great national festivals. Psalms 113-118 and 135 

were used at Passover time; Psalms 118 at 

Pentecost, the Feast of Tabernacles, and the Feast 

of Dedication; Psalms 120-134 on the first night of 

the Feast of Tabernacles; Psalms 81 at the New 

moon; and Psalms 29 with the evening sacrifice at 

the New Moon; and Psalm 150 to be sung with 

dancing. 

At creation, the angels burst forth in songs of praise 

and shouts of joy (Job 38:7).Moses and Miriam led 

the Israelites in singing to celebrate the crossing of 

the Red Sea (Exod 15). King David not only 

composed songs, but also led the Israelites in songs 

of celebration and active participation as the ark 

was being transferred to Jerusalem (2 Sam 6). 

 

Nurturing 

According to Thomson (2011), for the 

paradigm of incarnation to take meaningful shape 

in the late modern world, it must first take shape in 

the local congregation. It is in this place that men, 

women, and children will both receive and embody 

the life of faithful presence. And it is from this 

place that they will go to bear that faithful presence 

into the world. And while pastors must be wary of 

presumption (in the end, it is the Holy Spirit who 

creates congregations of faithful presence), it 

remains the case that God—in His great kindness—

desires to use the pastoral vocation in the formation 

of His church. Because of this, the aspiration to 

nurture congregations of faithful presence must be 

at the heart of the pastoral vocation. 

Congregational Locale Pastoral ministry is 

predicated upon the work of God and the prior lives 

of people. That is to say, when pastors step into the 

midst of a congregation—to preach, to pray, to 

sing—we do so assuming that both the work of 

God and the lives of the congregation predate us. 

Before we are, they were. This means that the 

pastoral work of congregational nurture begins not 

with speaking but with listening, with the work of 

giving sustained contemplative attention to who 

and where our people are, and what nurturing them 

will require (1 Cor. 9). We simply have to 

understand– not out of judgment, but out of love—

where our people are located before we can 

understand what it will mean to lead them to 

where, by God‘s grace, they will go. In this regard, 

three particular aspects of the congregational locale 

seem especially important. First, we must listen for 

the congregation‘s cultural setting.  

 

Pastoral Care 

The notion and definition of pastoral care 

in residential aged care is unclear and yet to be 

fully defined. This is because a significant portion 

of pastoral care is spiritual care. A further difficulty 

in advancing the notion and practice of pastoral 

care is a lack of definitional simplicity among 

practitioners themselves. Thus, the terms ‗pastoral 

care‘ and ‗spiritual care‘ (and ‗chaplaincy care‘) 
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are similar and needing classification. Moreover, in 

a residential aged care context the three terms 

apply. Roberts‘s viewpoint states: In sum, spiritual 

care is the overarching category representing a 

domain of care comparable to ‗Emotional care‖ 

that can and should be performed to a greater or 

lesser degree by all health care professionals. 

Chaplaincy care is the part of that care performed 

by professional chaplains. Pastoral car is performed 

by chaplains and other religious professionals, 

usually with persons of their own faith traditions. 

Furthermore, pastoral care in relation to 

the aged is usually referred to in the context of 

spiritual dimensions, with a specific definition for 

pastoral care lacking in aged care literature. 

Similarly, the following defining of spiritual care 

by Edwards correlates with Wilks‘ defining of 

pastoral care: Spiritual care was about being 

‗present‘, journeying with or going through the 

process together and might involve accompanying 

patients into areas of darkness or pain. It involved 

physical proximity, touch, massage, or simply just 

sitting with, holding the patient‘s hand when there 

was nothing to say; ‗transcending explicit modes of 

communication‘. 

Additional points raised in the article 

concerning pastoral care refer to; qualifications, 

clinical pastoral education, chaplaincy, health and 

counselling, work role, and the nature of spiritual 

care. However, for the purposes of this research the 

researcher is defining the overlapping of pastoral 

and spiritual care terms in the following way: 

Pastoral and spiritual care in an aged care setting is 

closely linked to fostering the spiritual, emotional 

and social welfare of residents, family and friends 

in times of need. 

 

Parishioners Commitment 
One of the most studied topics in the 

organizational sciences is organizational 

commitment(Gelade, et al., 2008; Leiter&Maslach, 

1988; Meyer & Allen, 1991, 1997; Meyer, Allen, 

& Smith,1993; Munduate& Dorado, 1998) which 

can be defined as ―an employee‘s sense of 

attachment andloyalty to the work organization 

with which the employee is associated‖ (A. Cohen, 

2013, p. 526).Some of the antecedents of an 

individual‘s organizational commitment include 

having shared goals with leadership, desiring to 

retain one‘s relationship with people in the 

organization, and jobsatisfaction, while some of the 

consequences include a willingness to work hard 

for the organization,increased quality of one‘s work 

performance, greater job satisfaction, and lower 

turnover andabsenteeism (A. Cohen). The concept 

of organizational commitment can be extended to 

aChristian‘s attitude toward his or her church. 

Parishioners‘ commitmentmight be described as a 

Christian‘s sense of attachment and loyalty to the 

church that he or she attends most frequently. 

The positive feelings that one associates 

with one‘schurch, the degree to which one sees 

oneself as part of the church, and the positive 

feelings that one experiences when serving in the 

church are all elements of affective commitment. It 

is a sign thatone believes that involvement in this 

church is beneficial. Affective commitment 

depends on severalfactors (Allen & Meyer, 1990). 

Personal characteristics influence affect in general; 

some people have more positive feelings than 

others, and are thus more likely to have greater 

affectivecommitment to any church they attend 

than would be people with fewer positive feelings. 

Therelationships that one develops in a church, 

whether in ministry or fellowship contexts, 

alsoinfluence one‘s affective commitment. 

Similarly, experiences with the church as a whole 

and its leadership also influence affective 

commitment. The congruence between a leader‘s 

values and behaviors and between an 

organization‘s values and behaviors have been 

shown to be positively associated with affective 

commitment (Allen & Meyer, 1990). Leaders‘ 

receptiveness to new ideas and equitable treatment 

of members (e.g., a lack of favoritism) are also 

predictors of greater affectivecommitment (Allen & 

Meyer, 1990). When members are made to feel 

competent, appreciated,respected, challenged, 

personally important, and able to choose how they 

serve in the organization,affective commitment 

rises (Allen & Meyer, 1990). 

In contrast to affective commitment, 

which isalmost always viewed positively by church 

members and leaders, continuance commitment 

may ormay not be appreciated by church members. 

Continuance commitment is the degree to which 

one needs to stay in an organization because of the 

losses that leaving would entail or because of the 

lackof alternatives (Allen & Meyer, 1990). In a 

cost/benefit analysis of church membership 

(Dunaetz,2017), continuance commitment would 

be associated with the costs that are involved with 

leaving achurch: loss of relationships, loss of 

ministry, and/or loss of status. For some people, 

these losses may be very important, for others, less 

so. Much depends on how much the person has 

invested inthe church (Rusbult, Agnew, & Arriaga, 

2011; Rusbult& Farrell, 1983). It also depends on 

the quality of alternative churches that exist 

(Rusbult, Martz, & Agnew, 1998). If one can easily 

find and attend a satisfying church elsewhere, one‘s 

continuance commitment will be lower than if there 
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were no other alternatives. Hence, even if one‘s 

affective commitment to the church is low (for 

example, if one does not especially like the church 

or the leadership), one‘s continuance commitment 

may be high (because one does not want to lose 

one‘s relationships or position, or because there are 

noother satisfactory alternatives). 

 

Materials and Methods  

This paper adopts survey research design. 

The population of study is one thousand two 

hundred (1,200) parishioners of four selected 

branches of RCCG in Awka Metropolis.The 

population breakdown and parishes were the 

respondents were drawn fromlocal churches in 

Anmabra State, Nigeria. The sample size is three 

hundred(300) and this was statistically determined 

using Taro Yamane formula. Convenient sampling 

method, which is a form of non-probability 

sampling was used in selecting study participants. 

The choice of this method is that it allows selection 

of available elements or members of the church 

branches as at the time of data collection. 

Structured questionnaire was the major instrument 

of data collection. The choice of questionnaire is 

because its time saving and ease of collecting data 

from a large group of respondents.Through the aid 

of SPSS, data was analysed using frequency count, 

percentage, mean scores, Likert scale and Pearson 

product moment correlation. Pearson correlation 

was considered appropriate for testing hypotheses 

since it measures the degree of relationship that 

exists between two variables. The formula is stated 

thus;  

               r=  
n ∑xy  − ∑x (∑y)

√[n ∑x2 − ∑x 2  ][n ∑y
2
 −(∑y)2]

 

Decision Rules:  

Accept the null hypothesis (Ho) and reject 

the alternate (Ha) if probability value (PV) is 

greater than ˃0.01, i.e., no significant correlation 

exist, but if otherwise accept the alternate 

hypothesis and reject the null.  

 

III. RESULTS AND DISCUSSION 
Out of the 300 copies of questionnaire 

administered, two hundred and ninety 290(97%) 

that were duly completed were retrieved and used 

for analysis. The result of the respondents bio-data 

are presented as follows; 

 

Table 1: Gender of Respondents 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 101 34.8 34.8 34.8 

female 189 65.2 65.2 100.0 

Total 290 100.0 100.0  

Field Survey, 2022, SPSS Output 

 

Table 1 shows that 101 (34.8%) of the respondents 

were males, while 189 (65.2%) were females. This 

means that females were more in the church than 

males. 

 

 

Table 2: Age of Respondents 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-27 66 22.8 22.8 22.8 

28-37 73 25.2 25.2 47.9 

38-47 70 24.1 24.1 72.1 

48-57 47 16.2 16.2 88.3 

58-above 34 11.7 11.7 100.0 

Total 290 100.0 100.0  

 Field Survey, 2022, SPSS Output 

 

Table 2 indicates that age bracket of 18-27 

years has a frequency of 66(22.8%), 28-37 years 

has a frequency of 73(25.2%), while those within 

the ages of 38-47 are with a frequency of 

70(24.1%). The ages of 48-57 has a frequency of 

47(16.2%), while those within the age of 58 and 

above were 34(11.7%). This implies that 

parishioners within the age bracket of 28-37 

constitutes the majority and therefore suggest that 

the church is dominated by young people.  
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Table 3: Marital Status of Respondents 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid single 84 29.0 29.0 29.0 

married 206 71.0 71.0 100.0 

Total 290 100.0 100.0  

Field Survey Data, 2022, SPSS Output 

 

Table 3 revealed that majority of the respondents 206 (71.0%) were married, while the rest 84(29.0%) were 

single. This means that married people were more in the church than single persons.  

 

Table 4: Occupation of Respondents 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid civil servant 41 14.1 14.1 14.1 

Entrepreneur 138 47.6 47.6 61.7 

Student 79 27.2 27.2 89.0 

Others 32 11.0 11.0 100.0 

Total 290 100.0 100.0  

Field Survey Data, 2022, SPSS Output 

 

Table 4 shows that 79(27.2%) of the 

respondents were students, 41(14.1%) were civil 

servants, and 138(47.6%)were entrepreneurs. 

Others 32(11.0%) were into other economic 

endeavours. This suggests that majority of the 

respondents were business people.  

 

 

Table 5: Educational Qualification of Respondents 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid O'level 81 27.9 27.9 27.9 

HND/BSc 116 40.0 40.0 67.9 

MSc 18 6.2 6.2 74.1 

PhD 4 1.4 1.4 75.5 

Others 71 24.5 24.5 100.0 

Total 290 100.0 100.0  

Field Survey Data, 2022, SPSS Output 

 

Table 5 indicates that majority 

116(40.0%) of the respondents were having 

HND/B.Sc., and 81(27.9%) were O‘level holders. 

Again, 18(6.2%) of the respondents had M.Sc, 

while the least 4(1.4%) were PhD holders. Others 

71(24.5%) were having other forms of education.  

This suggests that the majority of the respondents 

were educated and enlightened to respond to 

questionnaire.  
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Relationship between Worship Experience and Parishioners’ Commitment  

Table 6: Analysis of Relationship between Worship Experience and Parishioners’ Commitment 

S/

N 

Items S.A 

(5) 

A  

(4) 

U  

(3) 

D  

(2) 

S.D 

(1)  

Total  Mean  Remark  

1 I enjoy the prayers 101 

34.8

% 

505 

136 

46.9% 

544 

40 

1.8% 

120 

8 

2.7% 

16 

5 

1.8% 

5 

290 

100 

1190 

4.1 Agree  

2 Dancing is awesome 126 

43.4

% 

630 

136 

46.9% 

544 

20 

6.9% 

60 

4 

1.4% 

8 

4 

1.4% 

4 

290 

100 

1246 

4.3 Agree  

3 The praises here is so pleasant. 130 

44.8

% 

650 

143 

49.3% 

572 

10 

3.4% 

30 

5 

1.8% 

10 

2 

0.7% 

2 

290 

100 

1264 

4.4 Agree 

 

4 Songs here are contemporary 119 

41.0

% 

595 

139 

47.9% 

556 

29 

10.0% 

87 

3 

1.0% 

6 

0 

0.0% 

0 

147 

100 

1244 

4.3 Agree 

5 I enjoy every bit of the worship  98 

34.1

% 

490 

151 

52.1 

604 

28 

9.6% 

84 

9 

3.1% 

18 

4 

1.4% 

4 

290 

100 

1200 

 

4.1 

Agree 

Grand Mean       4.24 Agree  

Field Survey, 2022 

 

Table 6 shows that the respondents agreed 

on each of the five items on worship experience as 

the mean scores are greater than 3.0. The grand 

mean is equally greater than 3; indicating that 

worship experience has an impact on parishioners‘ 

commitment. 

 

Test of Hypothesis One 

Ho1: There is no significant relationship between 

worship experience and parishioners‘ commitment  

 

Table 7: Correlation Analysis of Worship Experience and Parishioners‘ Commitment  

 Worship Experience 

Parishioners 

Commitment 

Worship Experience Pearson Correlation 1 .985
**

 

Sig. (2-tailed)  .000 

N 290 290 

Parishioners 

Commitment 

Pearson Correlation .985
**

 1 

Sig. (2-tailed) .000  

N 290 290 

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

Field Survey, 2022, SPSS Output 

 

Table 7 shows a Pearson correlation 

coefficient of 0.985 and probability value of 0.000. 

Since the p-value which is 0.000 is less than <0.01, 

we reject the null hypothesis and accept the 

alternate hypothesis. This implies that there is a 

significant positive relationship between worship 

experience and parishioners‘ commitment. 

 

Relationship between Nurturing and Parishioners’ Commitment 

Table 8: Analysis of Relationship between Nurturing and Parishioners’ Commitment 

S/ Items S.A A  U  D  S.D Total  Mean  Remark  
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N (5) (4) (3) (2) (1)  

1 I have grown spiritually in this church.  109 

37.6% 

545 

149 

51.4% 

596 

18 

6.2% 

54 

9 

3.1% 

18 

5 

1.8% 

5 

290 

100 

1218 

4.2 Agree  

2 There is physical care for members.  110 

37.9% 

550 

138 

47.6% 

552 

27 

9.3% 

81 

12 

4.1% 

24 

3 

1.0% 

3 

290 

100 

1210 

4.2 Agree  

3 The ministers have listening ear.  103 

35.5% 

515 

147 

50.7% 

588 

29 

100% 

87 

7 

2.4% 

14 

4 

1.4% 

4 

290 

100 

1208 

4.2 Agree 

 

4 The church pays a ttention to our spiritual and physica l needs.  

 

116 

40.0% 

580 

153 

52.8% 

612 

20 

6.9% 

60 

1 

0.3% 

2 

0 

0.0% 

0 

290 

100 

1254 

4.3 Agree 

5 There is a foundation class for new converts .  138 

47.6% 

690 

152 

52.4 

608 

0 

0.0% 

0 

0 

0.0% 

0 

0 

0.0% 

0 

290 

100 

1298 

4.5 Agree 

Grand Mean       4.28 Agree  

 

Field Survey, 2022 

 

Table 8 shows that the respondents agreed 

on each of the five items on nurturing, as their 

mean scores exceed 3.0. The grand mean is equally 

greater than 3; indicating that there is a relationship 

between nurturing and parishioners commitment. 

 

Test of Hypothesis Two 

Ho2: There is no significant relationship between 

nurturing and parishioners‘ commitment. 

 

Table 8: Correlation Analysis between Nurturing and Parishioners‘ Commitment  

 Nurturing 

Parishioners 

Commitment 

Nurturing Pearson Correlation 1 .987
**

 

Sig. (2-tailed)  .000 

N 290 290 

Parishioners 

Commitment 

Pearson Correlation .987
**

 1 

Sig. (2-tailed) .000  

N 290 290 

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

 

Field Survey Data, 2022, SPSS Output 

Table 8 shows a Pearson correlation 

coefficient of 0.987 and probability value of 0.000. 

Since the p-value which is 0.000 is less than <0.01, 

we reject the null hypothesis and accept the 

alternate hypothesis. This means that there is a 

significant positive relationship between nurturing 

and parishioners‘ commitment. 

 

Relationship between Pastoral Care and Parishioners’ Commitment 

Table 8: Analysis of Relationship between Pastoral Care and Parishioners’ Commitment 

S/

N 

Items S.A 

(5) 

A  

(4) 

U  

(3) 

D  

(2) 

S.D 

(1)  

Total  Mean  Remark  

1 Spiritual care 118 

40.7% 

590 

138 

47.6% 

552 

24 

8.2% 

72 

5 

1.8% 

10 

5 

1.8% 

5 

290 

100 

1229 

4.2 Agree  

2 Emotional care 115 

39.6% 

575 

140 

48.3% 

560 

19 

6.5% 

57 

10 

3.4% 

20 

6 

2.8% 

6 

290 

100 

1218 

4.2 Agree  
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3 I have received health support 98 

33.8% 

490 

93 

32.1% 

372 

40 

13.8% 

120 

31 

10.7% 

62 

28 

9.6% 

28 

290 

100 

1072 

3.7 Agree 

 

4 I have received financial support 80 

27.6% 

400 

99 

33.8% 

396 

51 

17.6% 

60 

30 

10.3% 

60 

30 

10.3% 

30 

290 

100 

946 

3.3 Agree 

5 Educational support  79 

27.2% 

395 

96 

33.1 

384 

49 

16.9% 

147 

37 

12.8% 

74 

29 

10.0% 

29 

290 

100 

1029 

3.5 Agree 

Grand Mean       3.78 Agree  

Field Survey, 2022 

Table 8 shows that the respondents agreed on each 

of the five items on pastoral care as their mean 

scores are greater than 3.0. The grand mean is 

equally greater than 3, implying that relationship 

exist between pastoral care and parishioners‘ 

commitment.  

 

Table 9: Analysis of Parishioners Commitment 

S/

N 

Items S.A 

(5) 

A  

(4) 

U  

(3) 

D  

(2) 

S.D 

(1)  

Total  Mean  Remark  

1 My co m mi tment  to this  ch urc h i s  t he m ajor re ason i  i nt end to cont inue worshiping h er e 110 

37.9% 

550 

150 

51.7% 

600 

13 

4.5% 

39 

10 

3.4% 

20 

7 

2.4% 

7 

290 

100 

1216 

4.2 Agree  

2 I'm very like ly to join more departments in the  church.  

 

 

119 

41.0% 

595 

151 

52.1% 

604 

6 

2.1% 

18 

7 

2.4% 

14 

7 

2.4% 

7 

290 

100 

1238 

4.3 Agree  

3 I w ant  to s t ay wi th thi s  chur ch b ec aus e of my al l egianc e to i t.  126 

43.4% 

630 

143 

49.3% 

572 

8 

2.7% 

27 

8 

2.7% 

16 

5 

1.7% 

5 

290 

100 

1250 

4.3 Agree 

 

4 I intend  to cont inue w orshiping in this  ch urch  be ca use i  fe e l  124 

42.8% 

620 

166 

57.2% 

664 

0 

0.0% 

0 

0 

0.0% 

0 

0 

0.0% 

0 

290 

100 

1284 

4.4 Agree 

 

5 I'm part of the  church and the  church is part of me .  117 

40.3% 

585 

164 

56.5% 

656 

6 

2.1% 

18 

3 

1.0% 

6 

0 

0.0% 

0 

290 

100 

1265 

 

4.4 

Agree 

Grand Mean       4.3 Agree  

 

Field Survey, 2022 

Table 9 shows that the respondents agreed 

on each of the five items on parishioners‘ 

commitment, hence the mean scores are greater 

than 3.0. The grand mean equally appears to be 

greater than 3. This suggests that parishioners‘ 

commitment is impacted on by customer 

experience management. 

 

Test of Hypothesis Three 

Ho3: There is no significant relationship between pastoral care and parishioners‘ commitment. 

Table 9: Correlation Analysis between Pastoral Care and Parishioners‘ Commitment  

 Pastoral Care 

Parishioners 

Commitment 

Pastoral Care Pearson Correlation 1 .906
**

 

Sig. (2-tailed)  .000 

N 290 290 

Parishioners 

Commitment 

Pearson Correlation .906
**

 1 

Sig. (2-tailed) .000  

N 290 290 
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**. Correlation is significant at the 0.01 level (2-tailed). 

Field Survey, 2022, SPSS Output 
 

Table 9 shows a Pearson correlation 

coefficient of 0.906 and probability value of 0.000. 

Since the p-value which is 0.000 is less than <0.01, 

we reject the null hypothesis and accept the 

alternate hypothesis. This suggests that there is a 

significant positive relationship between pastoral 

care and parishioners‘ commitment. 

 

IV. CONCLUSION AND 

RECOMMENDATIONS 
Having examined the relationship between 

customer experience management and parishioners‘ 

commitment, this paper submits that marketing 

strategies are being used in the running of 

churches. As a good product services can attract 

more customers or patronage, this paper infers that 

so could a good worship experience, nurturing and 

pastoral care attract or enhance parishioners‘ 

commitment to a church. It therefore concludes that 

there is a relationship between customer experience 

management and parishioners‘ commitment. Based 

on the findings, this paper recommends that;  

1. Apart from spiritual needs, physical needs such 

as financial support should be made accessible 

to parishioners as to enhance their 

commitment. This is because most persons 

look up to the church as a place of succor and 

this should not only focus on spiritual 

provisions, but also look at the physical 

yearnings of the members.   

2. Just as some organizations usually train and 

groom their staff; churches as well should take 

nurturing of members serious. This would not 

only help to instill a sense of belonging but 

could also make them be serious with the 

things of the church. 

3. Churches striving to increase membership 

should not just focus on evangelism, but 

should also adopt pastoral care which may 

come in form visitations, especially to first 

timers. This will help create a sense of 

welcome and acceptance which would in turn 

see to the return of the person to the church.  

4. Social media has become a new normal and its 

wide coverage in information dissemination 

cannot be equated to the sound of a speaker or 

microphone. Therefore, every church should 

effectively utilize this channel in evangelizing 

and could attract more members through 

repeated awareness in this platform.  
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