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Abstract

The survival of most business firms across the globe and Nigeria in particular today largely
depends on the adoption of novel strategies to withstand competition, maintain stability, optimize
profit, increase customers’ satisfaction and maintain customer loyalty. Most often, this may be
possible by the adoption of Business Process Re-engineering (BPR), which is a pre-determined
tactic to enhance organizational performance. This study focused on the effect of the constructs
of BPR, top management commitment, leadership, collaborative work environment, information
technology and service delivery time on market performance with recourse to custgmer equity.
The study employed a descriptive survey design targeting customers and employees of six
selected banks, with sample sizes of 2,304 and 395 for customers and emp @ gspectively,
determined using Cochran's and Taro Yamane formulae. Data were colle te@ng a validated,

reliable questionnaire and analyzed with descriptive statistics and St Equation Modeling
(SEM) via SmartPLS to test hypotheses. The findings indicated p management has a
significant influence on market performance (f = 0.955, t = 40 , p < 0.001). Similarly,

leadership also showed a positive and significant effect on m@ performance (f = 0.863, t =
174.736, p < 0.001). Furthermore, a collaborative WOQ’[ ironment has a positive and
significant impact on market performance (B = 0.906 3.195, p < 0.001). Information
technology capabilities also positively and signific t ct market performance (f = 0.984, t
= 1347.463, p < 0.001). Finally, service dehverx% as a positive and significant effect on
market performance (f = 0.871, t=151.358 1). Customer Equity as a moderating effect
of Business Process Re-engineering and performance (B= 0.002, t= 2.692, P-value=
0.007). This implies that Customer E as a moderating effect of Business Process Re-
engineering has a significant effect rket performance. This highlights the significance of
integrating these factors effecti &0 drive market success. Consequently, it is therefore
recommended that banks shoul us not only on creating collaborative work environments but
also on optimizing other 1zational and technological factors to maximize their overall
market impact.

Keywords: g ﬁocess Re-engineering, Market Performance, Customer Equity

C er Satisfaction, Banking.
Word Co&@g

N

Vi



Title

Table of Contents

Title Page

Certification

Dedication

Acknowledgement

Abstract

Table of Contents

List of Tables

List of Figures

Chapter One: Introduction

1.1

1.2

1.3

1.4

1.5

1.6

1.7

1.8

1.9

Background to the Study
Statement of the Problem
Aim and Objectives of the St

Research Questions  « \A@
Research Hypothg%Q

Scope of tEe @S
Signiﬁa@c f the Study

Li %on of the Study
Operational Definition of Terms

Endnotes

Chapter Two: Literature Review

2.1

2.1.1

Conceptual Review

Business Process Re-engineering

Vi

Q

2
KQ%
N

Page

il

il

Q\ iv

Q/O vi

S

vil

xi

xiii

11

11

14

16

16



2.1.2 History of Business Process Re-engineering (BPR)
2.1.3 Benefits of Business Process Re-engineering (BPR)
2.1.4 Dimensions of Business Process Re-engineering (BPR)
2.1.5 Categories of Business Process Re-engineering (BPR)
2.1.6 Market Performance

2.1.7 Customer Equity

2.1.8.1 Relationship Equity

2.1.8.2 Brand Equity

2.1.8.3 Value Equity

2.2 Theoretical Review Q
2.2.1 The Theory of Re-engineering &Q

2.2.2  Theory of Constraints (TOC) \Q

2.2.3 Complementarity Theory . &
S
N

2.2.4 Dynamic Capabilities TheoQ

23 Empirical Revw@
23.1 Managen@m itment and Market Performance

232 Lea@ on Market Performance

2.3.3 \Q(%borative Work Environment on Market Performance

2.2.5 Equity Theory

2.3.4 Information Technology Support and BPR

2.3.5 Service Delivery and market performance

2.3.6 Business Process Re-engineering and Customer Equity
on Market Performance

viii

S\,
Q/OQ 51
6\ 52

N ;

53

53

56

58

60

62

63

63

68

73

76

79

84



2.4  Summary of Gaps in Literature

2.5 Conceptual Model

2.6 Model Specification

2.8 Summary of Literature
Endnotes

Chapter Three: Methodology

3.1 Research Design

3.2 Population of the Study

33 Sample and Sampling Techniques

3.3.1 Sampling Techniques Q

3.5  Validity of Research Instrument

3.4  Description of the Research Instrument &Q

3.6  Reliability of Research Instrument sg
3.7  Method of Data Analysis ‘\C;\\'
Endnotes -Q\A%

Chapter Four: l@yd Discussion of Findings

4.1 Descri&e nalysis of the Responses of the Customers
4.2 D@ﬂive Analysis of the Responses of the Employees
4.3 Test of Hypotheses

4.4  Discussion of Findings

Endnotes

86

88

&9

118

119

119

120

121

122

124

137

151

194

203



Chapter Five: Conclusion

5.1 Summary of Findings 205
5.2 Conclusion 208
53 Recommendations 209
5.4  Contribution to Knowledge 211

5.5  Implication of the Study Q\ZH
5.6  Limitation of the Study < O 213
5.7 Suggestion for Further Research 6\ 213

Bibliography : % 215
Appendixes Q 237

Researcher’s Bio-data ber 246
(8)

The University Compliance Certification 250

N



List of Tables

Table 3.1 Number of Employees in the selected banks 117
Table 3.2 Sample size of Employees of the selected banks 118
Table 3.3 Instrument Reliability Table 120
Table 4.1 Gender information of the customers

124
Table42  Age Q\ 124
Table 4.3 Marital Status (/O 125
Table 4.4 Educational Status 6\ 125

Table 4.5 Most Preferred Bank % 126
Table 4.6 Number of Years with the Bank QO 127
Table 4.7 Responses of the respondents on Cus om@tisfaction 127
Table 4.8 Responses of the respondents on C er Loyalty 129
Table 4.9 Responses of the respondents\on*[rust 131
Table 4.10  Responses of the resp@ls on Relationship Equity 133
Table 4.11 Responses of the\ dents on Value Equity 135
Table 4.12 Response&@x?respondents on Brand Equity 137
Table 4.13 Ge tribution of Employees 138
Table 4.14 cpﬁyees Status 139
Table 4.1 rbAge Distribution of the Employees 139
Table 4.16 ~ Marital Status 140
Table 4.17  Educational Status 140

Table 4.18  Duration of Employment 141

Xi



Table 4.19  Name of your Employer Table

4.20  When last did your Bank engage in BPR 143

Table 4.21 Responses on Top Management Commitment 144
Table 4.22  Reponses on Information Technology 145
Table 4.23  Responses on Collaborative Work Environment 147
Table 4.24  Responses on Leadership Q\ 148
Table 4.25  Responses on Service Delivery Time Q/O 150
Table 4.26  Factor Loading of Top Management Involvement and b@\ 152

Performance
Table 4.27  Composite Reliability (CR), Average Varia@gacted 153

(AVE) and Discriminant Validity (F r@l@cker Criterion)

Table 4.28  Cross Loading for Discriminant Veﬂ@l for Top management 154

\®)

Commitment and on market&er rmance of deposit money

banks in South West @

Table 4.29  Discriminant Va{&k‘eterotriat-Monotriat-HTMT) 155

Structurab@Assessment
Table 4.30 C({{%ﬁg Statistic (VIF) 155
ctor

Table 4.31 %

Table 4.3QrbC0mposite Reliability (CR), Average Variance Extracted (AVE) and

Loading of Leadership and Market Performance 159

Discriminant Validity (Fornell-Lacker Criterion) 160
Table 4.33  Cross Loading for Discriminant Validity 161
Table 4.34  Leadership and market performance of deposit money

banks in South West Nigeria 163

Xii



Table 4.35

Factor Loading of Collaborative Work Environment and Market

Performance 167
Table 4.36  Composite Reliability (CR), Average Variance Extracted (AVE)

and Discriminant Validity (Fornell-Lacker Criterion) 168
Table 4.37  Collinearity Statistic (VIF) 170
Table 4.38  Collaborative work environment and market performance of Q\

deposit money banks in South West Nigeria. Q/O 171
Table 4.39  Factor Loading of Information Technology Capabilities @&

Market Performance 175
Table 4.40 Composite Reliability (CR), Average Varianc@ygted (AVE)

and Discriminant Validity (Fornell-L k%@[erion) 176
Table 4.41 Cross Loading for Discriminant Val@ 177
Table 4.42  Collinearity Statistic (VIF) @ 178
Table 4.43  Information Technolog{C%;ﬁ)i ities And Market Performance

Of Deposit Mone %fs In South West Nigeria 179
Table 4.44  Factor Loa&@v Service delivery time and Market Performance 183
Table 4.45 Co @eliability (CR), Average Variance Extracted (AVE)

ﬁﬁcriminant Validity (Fornell-Lacker Criterion) 184

Table 4.4Q%iscriminant Validity (Heterotriat-Monotriat-HTMT) 185
Table 4.47  Collinearity Statistic (VIF) 186
Table 4.48 Service Delivery time and Market Performance of Deposit Money

Banks in South West Nigeria 186
Table 4.49  Factor loading of moderating effect of customers equity and market

performance 191

xiii



Figure 2.1
Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 4.5
Figure 4.6
Figure 4.7

Figure 4.8:

Figure 4.9:

Figure 4.10:

Figure 4.11:

Figure 4.12:

List of Figures

Conceptual Model 88

Bar Chart Representation of Employees’ Gender 138
Bar Chart Representation of Employees’ Age 139
Bar Chart Representation of Employees’ Marital Status 140
Bar Chart Representation of Employee’s Educational Status Q\ 141
Duration of employment QJ 141
The last time your Bank engaged in BPR é 142
Path Analysis and the Coefficients % 143

PLS Algorithm Model of Top Management @ ment and Market
Performance Q 157
Bootstrapping Model of the P-% rganagement Involvement and
Market Performance \ 157
Bootstrapping Model {ﬁ;\S\f -value Top Management Involvement and
Market PerforrnaiéQ 158
PLS Algo&@%odel of Leadership and Market Performance 164

Bo t’\@ing Model of the P-value Leadership and Market Performance 165

Figure 4.13: &o trapping Model of the T-value Leadership and Market Performance 165

Figure 4. %.’%ootstrapping Model of the F-value Leadership and Market Performance 166

Figure 4.15:

Figure 4.16:

PLS Algorithm Model of Collaborative work environment and
Market Performance 172
Bootstrapping Model of the P-value Collaborative work environment and

Market Performance 173

Xiv



Figure 4.17:
Figure 4.18:
Figure 4.19:
Figure 4.20:

Figure 4.21:

Figure 4.22:
Figure 4.23:
Figure 4.24:

Figure 4.25:

\*

O

Bootstrapping Model of the F-value Collaborative work environment and
Market Performance 173
PLS Algorithm Model of information technology capabilities and

Market Performance 180

Bootstrapping Model of the P-value information technology capabilitie&

and Market Performance Q 181
Bootstrapping Model of the F-value information technology c@es
and Market Performance ’\ 181

PLS Algorithm Model of Service delivery time et Performance 188
Bootstrapping Model of the P-value Serv1ce time and

Market Performance fb 188

Bootstrapping Model of the F-xalu ice delivery time and

Market Performance 189
PLS Algorithm Mode@:stomer Equity moderate effect of Business
Process Re-eng&'@% and Market Performance 192

Bootstrap@del of the P-value Customer Equity moderate effect of
Busing&ocess Re-engineering and Market Performance 193

C

XV



Chapter One
Introduction

1.1 Background to the Study

Due to the financial markets' increasing globalization, players in the industry must adapt their
operational procedures to become more globally competitive. This trend has led n *us banks
in developing nations have improved customer service speed and qual%@ operational
expenses, and increased profitability and performance!. Modern strat@@&{e being used as the
industry consolidates as a result of mergers and acquisitions, ing to the evolution of
individualized portfolio management and innovative fi services’>. As a result, the
emphasis is now on concurrently increasing client servic ther than just reducing expenses. In
other words, the processes must not only be more ﬁ@nt but also more customer-friendly.

The global economy exhibited remarkable &ane in 2023 despite the aggressive monetary
policy tightening by most central banl%%’(%d ide. The Global real GDP in 2023 grew by 3.1%
compared with the previous yqar,@)e the forecast for 2024 and 2025 inched up a tenth to 2.7%
and 2.9%, respectively. A% 1\the second fastest growing continent by real GDP in 2024; this
is aided by the ﬁpg& services sector, which continues to play an important role in the
economy esp iagy.)1 East and West Africa. However, there are numerous risks which tend to
hinder th@
amonﬁ\tdh

ers. It is projected that the Net Interest Income in the Banking market of Nigeria will

opment of the sector; security threats, political instability and repayment burdens

reach a staggering US$68.1bn in 2024. Considering this business outlook, risks mitigation
measures, digitalization, technological advancement and reduced interest rate would greatly

assist to shape the financial landscape®.



Despite the forthcoming development in 2024, financial institutions across the globe are facing a
range of complex challenges. From navigating complex policies and outdated structures to
dealing with disruptive plans and emerging technologies, these institutions must also contend
with intense competition and customers with constantly evolving needs. Given the sheer
magnitude of these obstacles, it is clear that finance houses need to adopt new, innovative
approaches to overcome them and achieve success in the modern business wor Q&omplex
issues are the same as that of Africa, especially in Nigeria, Kenya, and South Suddfi. Focusing on
Nigeria, these consequences worsened to the point where certain b@ Nigeria undertook

pointless mergers, consolidations, and acquisitions, such as ACCfs lamond Bank*.

The performance of commercial banks in Nigeria has @ on the increase. According to
Statista.com, Zenith Bank, UBA, GTBank and A’ @corded profits after tax of $500m,
$380m, $378m and $347m respectively in ZO@in, in 2024 Thisday Newspaper mentioned
two of the banks, UBA and Zenith qs,&ﬂlent banks in terms of customer experience and
innovation. However, there are somv\%&llenges that may hinder the smooth operations of the
banks. Therefore, it calls for dernizing and strengthening the fundamental elements of
financial institutions in\ker to formulate competitive strategies based on cutting-edge
technology and (}é&pl tely restructure production processes with the goal of implementing
strong ﬁnanci@nd environmental-related measures. These eventually lead to client retention

and sa@on, which have an impact on the business's overall performance”.

The survival of most business firms across in Nigeria today largely depends on the adoption of
novel strategies to withstand competition, maintain stability and optimize profit increase
customers satisfaction and maintain customer loyalty. Most often, this might usually be

accomplished by implementing Business Process Re-engineering (BPR), Total Quality



Management, Business outsourcing amongst others. However, BPR is a pre-determined tactic to
enhance organizational performance. It is an important pillar for companies to rejuvenate their
activities or processes to ensure better performance.BPR rests on top management commitment,
employees’ training, teamwork, information technology, customer focus amongst others. As a
result, many organizations see improvements and updates to their operational and informational
structures to support decision-making. They also become more competitive an. form better
by keeping up with environmental changes and becoming more capable competing.
Furthermore, companies update their operational framework by taking@hoices and adapting
quickly to get a competitive edge®. Within the ambits of the financial séctor, organizations must

focus on top management commitment, deliver efﬁcient@ ust staff training, encourage

team spirit, with savvy information technology pl::tf@nd build a highly customer-centric

®%

With no more boundaries, information ﬂ)logy has greatly contributed to the opening up of

environment.

the world. Organizations are forced\?&\compete with one another in the global marketplace
because some are in a consta&@: of rivalry. As a result, it has occasionally become necessary
to reevaluate how things }bone in order to keep up with the rapid developments and to address
organizational st(?:/é&i ues that have arisen when an organization is in danger of collapse’®
This has beco@a winning tool that differentiates organizations, especially the financial sector.
Latelyy th%dstribution of bank services has taken a different toll where transactions are initiated

and concluded at a spot with the aid of information technology without visiting a branch.

Business Process Re-engineering has been widely studied by many scholars; a majority has been
in the manufacturing industry, particularly in the areas of pharmaceutical and Brewery in Jordan

and Nigeria respectively® 1°. Also, some scholars considered the effect of BPR on the Nigerian



banking industry as some of them did not consider the variables noted in this study and financial

performance!’ 12

. Hence, there is need to focus on BPR in the banking sector for this study to
ascertain the level of customer satisfaction and loyalty. Furthermore, some scholars focused on
the financial aspects of firm performance, while few focused on customer satisfaction and loyalty.
In addition, with the current state of uncertainty and threat to financial well-being, customers'
behaviour and decision-making patterns are evolving, thus, they tend to 6$te their
priorities, seeking increased value in their purchases and banking relations 1ps This shift in
consumer behaviour has led to a change in the way financial 1nst1tutl®o rate, with many of

them adopting new strategies to meet the evolving needs of th o ers. In light of this, this

study attempts to investigate the relationship between @) y performance and business

process re-engineering in deposit money 1nst1tut10ns;1r@ State, Nigeria.

O

1.2 Statement of the Problem @

Technological improvements have led‘t@ ased competition in the financial market, placing
pressure on banks to enhance thelrésnngs Nonetheless, there have been notable outages and a
reduction in banking se y as a result of the current financial crisis and economic slump.
Businesses like banks §e able to bring dead processes back to life with the help of business
process re-engineeri or BPR By adopting BPR, banks can improve their service culture, train
their staff fectively, and create more opportunities for brainstorming. These changes can
lead tMroved performance for banks. However, the challenges faced by banks such as limited
staff training, and lack of opportunities for brainstorming have led to people leaving their jobs or

seeking better opportunities elsewhere. Customers’ demands are also becoming more evolving as

they seek flexibility and easier access to financial services. They tend to switch banks at the



slightest provocation, leading to increased competition among banks as well as mergers and

takeovers within the industry.

Organizations need to continuously modify their strategies and procedures in order to remain
competitive, given the rapidly changing nature of the global market and the rapid pace of
technology advancements. Business process re-engineering method is one such te&que that
can help businesses streamline their processes and improve their efficienc bling them
function more effectively!'!.Management involvement has been identifie aga)wjor challenge
by several scholars. This can manifest in a number of ways, includi s with management's
comprehension and active support of reengineering or their @'ll gness to endorse the new
values and principles mandated by the redesigned proce@’ls.Employees tend to lack new
process skills and inadequate training for personneﬁm&could be affected by the redesigned
process!>13. With the help of technology, the@has become more interconnected than ever
before, and businesses are no exceptigns& to globalization, firms now have access to new
markets and avenues for market ex a&g@l\ as well as a wider range of consumer wants and tastes.
Businesses must stay ahead.$he curve in this fiercely competitive market by utilizing

technology to improve th%ods and reacting to shifting consumer needs!'®.

)

In the dynamieg a mpetitive banking sector of South West Nigeria, deposit money banks face
numerous nges in achieving optimal market performance. Despite the potential benefits of
Businekfrocess Re-engineering and Customer Equity management, many banks continue to
struggle with inefficiencies, low customer satisfaction, and poor market performance. Top
management commitment is critical for driving strategic initiatives, yet many banks fail to secure
the necessary leadership engagement to effectively implement BPR!7. This lack of commitment

has led to suboptimal execution of process improvements and diminished performance outcomes.



Leadership also plays a pivotal role in guiding and motivating employees towards achieving
organizational goals. However, inadequate leadership practices have hindered the successful

adoption of BPR initiatives, resulting in stagnant market performance.

Furthermore, there is still a great deal to learn about how Business Process Re-engineering and
Customer Equity directly affect deposit money institutions in South West Nigeria ite their
acknowledged significance in improving market performance*3%7, While pr v@ udies have
examined the role of top management commitment, leadership, collabora‘{gﬂk environments,
information technology capabilities, and service delivery in organizati performance, there is
limited empirical evidence on their combined effect withi@ Nigerian banking context.
Furthermore, the interplay between BPR and Customer %& and their collective influence on
market performance, has not been thoroughly inves@% in this region. This gap highlights the
need for a comprehensive study that addressk\\@se specific objectives and provides actionable
insights for deposit money banks to i@' e their market performance through strategic re-

engineering and effective customm@&lcg/ management.

N\
Also, there is a positi@?elation between performance and client focus. This result is
consistent with o @Vant research showing that the customer needs to be the center of
attention whe@ comes to process innovation in business process re-engineering activities'®
1920.21. o& to the best of the researchers’ knowledge, recent studies particularly in Nigeria
have not covered customer focus as a key variable or construct of Business Process Re-
engineering thereby creating a gap to be filled in this study. Thus, this study aims to examine the
effect of Business Process Re-engineering on firms’ performance in deposit money banks in

Western Nigeria.



1.3 Aims and Objectives of the Study
The major aim of this study is to examine the effect of Business Process Re-engineering and
customer equity on market performance in deposit money banks in South West, Nigeria. Derived

from the above main objective, the specific objectives are as follows:

1. To examine the effect of top management commitment on market performan& deposit

money banks in South West Nigeria. OQ
2. To determine the influence of leadership on market performanceﬁgﬂ{it money banks

in South West Nigeria. %Q

3. To ascertain the effect of collaborative work enviseiment on market performance in

deposit money banks in South West Nigeria. Q

4. To uncover the effect of information tec Qy capabilities on market performance in

deposit money banks in South West Nigeria.

5. To evaluate the influence of{&}te delivery on market performance in deposit money

banks in South West M@g

6. To examine t Qderating effect of customer equity on Business Process Re-

[ ]
engineeri(g rket performance in money banks in South West Nigeria

1.4 Reseaéb&uestions
W

To what extent does top management commitment influence market performance in

money banks in South West Nigeria?

2. What is the effect of leadership on market performance of money banks in South

West Nigeria?



3. To what degree does collaborative work environment influence market performance
of money banks in South West Nigeria?
4. What is the effect of information technology capabilities on market performance of
money banks in South West Nigeria?
5. What influence does service deliver have on market performance of mon%)anks in
South West Nigeria? O
6. To what degree does customer equity moderate the effect usiness Process Re-
engineering on market performance of deposit money % South West Nigeria
1.5 Research Hypotheses Q
Hol: Top management commitment has n(&@ant effect on market performance of
money banks in South West N'\l@
Ho2: Leadership has no signiﬁ@nﬂuence on market performance
of money banks in %tcm\/est Nigeria.
Ho3: Collaborati @ environment has no significant influence on market
perfor’@e of money banks in South West Nigeria.
Ho4:

Ho5:

Ho6:

é heéreis no significant effect of information technology capabilities on market

Q’bperformance of money banks in South West Nigeria.

Service delivery has no significant effect on market performance of

money banks in South West Nigeria.

Customer equity does not moderate the relationship between business process re-

engineering and market performance of money banks in South West Nigeria.



1.6 Scope of the Study

The study's focus is on how Business Process Re-engineering (BPR) affects South West Nigerian
deposit money banks' market performance. Globally, a variety of factors have been employed to
evaluate how BPR affects businesses' success. This study primarily looks at the impact of top
management commitment, leadership, collaborative work environment, information technology
and service delivery time to determine the performance level of enterprises i Q% money

banks in South West Nigeria. Non-financial metrics like customer loyalty, custotiier satisfaction

O

The study will concentrate on both the leading and non perf@ng customer-centric banks in

and customer trust were highlighted.

Nigeria, following the reports of Augusto & Co. pub&@in Businessday.ng. These banks
include Access Bank, Zenith Bank, UBA, First Bam& GTBank while Polaris, Wema and Jaiz
banks are listed at the bottom of the table. ﬂ@esearch will cover the capital cities of South
Western states, namely Lagos, Abeokd% an, Osogbo, Ado-Ekiti, and Akure. The choice of

these locations is intended to capn%ﬁa?a from the highly densely populated zones in the states

| Q
under review. QQ\

A look at three @omer centric banks according to Nairametric.com- UBA, Zenith and
Access Bank.%so, Agusto & Co corroborated the assertion in its 2024 1% quarter report on
proﬁt@ngs of commercial banks. UBA, Zenith and Access Banks are in AA rating while

Polaris Bank, Wema Bank and Jaiz Bank are at the bottom with BB rating.

1.7 Significance of the Study
This study holds considerable significance for various stakeholders in the financial sector,

particularly for bank managers, policymakers, and researchers. For bank managers, the findings



will offer practical insights into the critical factors influencing market performance. By
understanding the roles of top management commitment, leadership, collaborative work
environment, information technology capabilities, and service delivery, managers can devise
more effective strategies to enhance operational efficiency and customer satisfaction, leading to

improved market performance.

Policymakers will be able to execute Business Process Re-engineering (BP@%d improve
customer equity in Deposit Money Banks (DMBs) with the help of thelﬁgdyevidence-based
suggestions on regulatory frameworks and policies. This can help g 'licy choices meant to
promote a more robust and competitive banking industry, v@ uld ultimately aid in the

overall economic growth of South West Nigeria and the na@

The insights collected from this study have the 6’&@1 to improve banking services and
customer experiences, which makes it sig @for DMB customers as well. The report
emphasizes how crucial it is for banks\’@ive priority to the wants and preferences of their
customers by stressing the value o%&cgmer equity and service delivery. Higher levels of client

happiness and loyalty may ar@&om this, which is beneficial for banks' long-term success.

This study closes a @&the literature by examining the effects of customer equity and BPR on
market perfor agg)\n the Nigerian banking industry, which would be of interest to researchers
and acadenfé&he study will contribute to the body of knowledge by thoroughly examining a
VarietMcontributing factors, laying the groundwork for further research on related subjects.
The study's conclusions can also serve as a benchmark for comparative research conducted in

other areas or industries.

Finally, this study has broader economic implications. An efficient and well-performing banking

sector is vital for economic growth and stability. By enhancing the understanding of factors that
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drive market performance in DMBs, the study contributes to the creation of a more robust
financial sector that can support economic activities, foster investment, and promote sustainable

development in South West Nigeria.

1.8 Limitation to the Study
The researcher is laden with the duration and time frame for field survey and the a is. Costs
and time of reaching the length and breadth of the states in south west ' re as well

associated with the duration of the study which is viewed as a snag to t&m y completion of

the research. %Q

1.9 Operational Definition of Terms :

Brand Equity: The value that a product or g@om its brand name is referred to as

brand equity. It includes perceived qualit loyalty, brand associations, and brand

awareness. The degree to which a customer >5miliar with a brand is called brand awareness.
o\\'
Business Process Reengineering: @could be defined as a practice that involves analysis,

design, and modification of @sting system or process. The primary goal is to enhance their

quality, performance eh&lcy etc. It is a transformative strategy that revamps business

operations comp]@.\'

Customer : The sum of the discounted lifetime values for all of the company's existing

and pr&&lve clients is known as customer equity.

Customer Focus: Customer-focused businesses are built around customers' needs. Becoming
one involves concentrating on how every interaction helps the customer, rather than how it helps

your business.
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Customer Loyalty: Customer loyalty refers to the sentiments or behaviors that influence a
customer to make repeat purchases from a business, store, or outlet, or to return to a specific

product, business, or brand.

Customer Satisfaction: Customer satisfaction (CSAT) is a measure of how well a company's

products, services, and overall customer experience meet customer expectations \

Customer Trust: customer trust as the ideas, sentiments, emotions, or bei@ that arise
in

when consumers believe that a supplier can be depended on to operau\ ir best interests

when they relinquish direct control. EQ

Firms' Performance: Based on the expectations of the st @ers, firm performance can be
defined and assessed in terms of profitability, growth, et value, total return on shareholder,

economic value added, and customer satisfaction. b

Information Technology Support: This@sQO do with providing technical support and

bilities include troubleshooting, diagnosing, and

°
assistance to computer users. Their\@?&‘h

resolving software, hardware, a@work problems users’ encounter.
Management: [s deﬁneo\b&process of dealing with or controlling things or people.

Relationship E@ationship equity is the propensity of the customer to remain loyal to

the brand nc'm‘@standing both objective and subjective evaluations of the company.

Satisfzktjpn: satisfaction is defined as a measurement of benefits or value derived from

consumption of a company's products, services, and capabilities.

Service Delivery: encompasses all activities involved in ensuring that a service meets the needs

and expectations of its users. In various sectors, including banking, healthcare, and public
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services, effective service delivery is essential for maintaining customer satisfaction, trust, and

loyalty.

Top Management Commitment: This refers to the highest level of management's (top
management's) active involvement in all particular and vitally significant programs or areas of an

organization, such as quality, safety, security, environment, etc. \

Value Equity: Value equity refers to consumers' unbiased evaluation of a usefulness

based on their views of what they receive (quality, service) and what the&e(ﬂ!(price).
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Chapter TWOQ
Litera iew

2.1 Conceptual Review . 5&

%)
2.1.1 Business Process Re-en@ng
N\

Many authors have aﬂicu@eir thoughts on this subject area and it has been found to revolve
round same principxﬂsd concept. The concept is basically about innovative thinking and
modifying p tho ensure business operations are on the right footings for greater
proﬁtabil'%’bne thorough assessment and radical modernization of business processes known as
busine&ocess re-engineering, or BPR, aims to create startling improvements in the execution
criteria of the present state, including speed, quality, cost, and administration'. Reengineering
business processes (BPR) is an approach for improving organisational performance. It arose

primarily in the private sector to maintain an economically viable company model in the face of
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increasing international competition. BPR represents a substantial breakthrough in the core
structure of the organisation?.

The private sector in America was initially exposed to business process reengineering, or BPR.
The goal of developing the principle was to successfully modify company processes for
increased productivity in the US private sector by adopting significant organizational changes.
Beginning in the 1990s, BPR evolved to either contradict or mimic the idea Q% quality
management (TQM), an analogous Japanese approach®. BPR may be able to, assist practitioners
in achieving their goals, which may include lowering overhead costs @roving efficacy and
efficiency*>.6. The term refers to a radical redesign of b processes that employs
technological advances to enable new business processes’ to accomplish organizational-
level strategic results, and is often inter-functional 1 Qa&%s Business Process Re-engineering
seeks to break away from obsolete and present &res in order to envision a better structure
and division of operations in a new design \aﬁenables the use of IT with the support of people

.
in the association. The first and cmc@brk for each company is reengineering.. Entrepreneurs

should start by asking the fund question of how a company should be run; the answers to
K

these questions invariably@t an understanding of the key responsibilities inside the business

and the reason fo{@ent assumptions’.

Business pro reengineering entails altered processes that collectively make up a part of a
wider %@m aimed at empowering organizations with cutting-edge technologies, business
solutions, and innovations®. The function that information technology plays in allowing business
process reengineering is crucial’. Businesses are logically structured around departments. The
communication between the various departments is hampered by these physical boundaries. For

instance, a cross-functional team won't be able to communicate effectively if the warehouse is in
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a different location. As a result, there will be communication delays between the accounting and
production departments, forcing the client to go from one department to the next or wait until his
transaction is conveyed. One department can interact with another so early without bothering the
client thanks to business process automation. A one-stop shop is created as a result. Using
intranets/extranets, workflow, and groupware tools, employees can work together as a team
without any difficulty, overcoming distances. Employees who are spread out@@‘nultiple

locations can collaborate thanks to business process reengineering. <

¢\

Business process reengineering entails fewer organizational lay the termination of
ineffective activities in two crucial areas. First, cross-function@a should replace functional
organizations, and technology should be used to enhance d istribution and decision making.
The requirement for an ongoing advancement in@ject stems from the discontinuous
character of reengineering business processe@h constitutes a project at a single point in
time!®, This allows the business procps&ngineering project to profit simultaneously from
abrupt radical and ongoing incremen&f@\ocess improvement initiatives.

It is interesting to note tha \ﬁhering to complete Business Process Reengineering, an
organisation can anticipa}ésults as follows: several tasks are integrated into one; employees

.

are empowered t@&o cisions more often; each phase in the procedures are completed in a
logical order; multiple tasks are finished simultaneously. activity is carried out wherever it
ultima‘a&ll es the most sense, which minimises the amount of oversight, examinations, and
other non-value-added activity. By developing business connections and cutting down on the
number of external contact points, reconciliation is also reduced. There is just one point of

contact for customers, and the operation is hybrid (centralized/decentralized).*!’.
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In furtherance of modernising the framework of activities through implementing appropriate
decisions while keeping up with technological changes to gain the competitive edge, forward-
thinking and modern companies aim to effect fundamental modifications, update information
that aids the process of making choices, and keep pace with changes occurring in the
environment they operate in to increase their ability to survive and compete.!l.

It is important to note that the ability of business organisations to adapt and @e ith the
growth of process engineering and its relationship to organisational effecti@j is correlated
with their achievement and superiority'?. It's an organisation model @WGS as a tool and a

natural phenomena for all modern organisations, which are defined\by mobility and instability,

possibilities that must be taken advantage of, and obstacles .‘@ st be overcomel!?.

Globally, re-engineering has become a popular i%ﬁccording to the US Government
Accountability Office (GAO), business proces{ggineering (BPR) is a methodical, strict
\S
advancement conduct that thoroughly eval %, reconsiders, and restructures mission-delivery

.

processes with the goal of achievi{g.y\tlceably better performance in areas that matter to
stakeholders and consumers“’lwgﬁ is a methodical approach to evaluate process flaws, spot
gaps, and take advantage*q@%ces to optimise and enhance company operations processes'®.

Organisations m @for appropriate approaches that enable them to effectively adjust to
changing envi Q{ltal factors in order to ensure continuity and growth since they operate in
contexts @rbme always changing!” 181920, Department managers with a creative mindset, the
ability to recognise and predict change, and management abilities may help organisations survive.
Adapting to change necessitates that businesses rethink and innovate their operations (re-

engineering) in a way that aligns with the standards of high-quality, ongoing development, with

an emphasis on delivering superior services to clients. Re-engineering also helps organisations
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overcome issues like organisational boundaries, which is a prerequisite for decision-making,
integration gaps, repetitious and overlapped tasks, and time and cost constraints in the
completion of tasks. Essentially, the goal of re-engineering business processes is to improve
organisational processes' efficacy and efficiency. The primary concept behind this procedure is
that companies ought to examine their ways of operate in order to figure out ways to K)usiness
in a way that would enhance their operational process?! 22, Q

Challenges faced by businesses are as ancient as business itself. Despite @ety of these
issues, managers, business owners, and experts have an obligatiogste solutions that
sufficiently address them in order for business processes to resul, i the accomplishment of

corporate goals and objectives. BPR, or business process r1 eering, is one such initiative to

address corporate difficulties. In essence, it involv. s%%cally rethinking and redesigning an
'&e seen as a strategy for rethinking how

organization's current resources. The idea mlghé

things are done in order to lower expﬁ%and better serve the organization's objective.
.

Reengineering often begins with a h@vel evaluation of the organization's mission, strategic

objectives, and clientele”“.‘&%ss process redesign is the foundation for many recent

advancements in manag%. A company's procedure is a collection of logically connected
operations carriet@complish a specified business objective®>26,
The idea may&

with the @on of meeting the demands of the client?’. Two things happen to procedures as

¢ viewed as a sequence of actions, choices, and events made by participants

they age. First, procedures evolve because people interact with them; they are not completely
stable over extended periods of time?®. These endogenous alterations go unnoticed because they
are the result of a multitude of minute adjustments made by different process participants.

Second, management involvement also modifies processes exogenously in order to take
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advantage of opportunities or fix problems®>?°. These treatments are frequently methodically
organised with the use of accepted techniques. A method is a collection of guidelines that people
follow to take activities that will help solve a perceived real-world problem. It consists of clearly
laid out steps that, when correctly completed, provide predictable outcomes®® 3. Streamlining
procedures is one instance of a real-world issue. Businesses looking to enhance their operations

often depend on tried-and-true techniques for identifying, evaluating, and reﬁninf Qr processes.
2. 1. 2 History of Business Process Re-engineering (BPR) &QJ

The origins of the re-engineering notion may be found in manageme ries that date back to
the 1800s. They proposed that BPR reflects the traditional Vi@hat there is only one optimal
way to complete tasks, citing Taylor's 1880s work, whic%&ted that managers might identify
the best work processes as well as reengineer them @(imise productivity®® 23, Henri Fayol is
credited with creating the idea of reengineer@rge early 1900s when he said, "to conduct the

undertaking towards its goals by ain’l% to gain maximum benefit from any accessible

S
| S

resources.

The 1900s warning from rwick that "it is not sufficient to keep individuals responsible

for specific behavioursy it ‘18" additionally vital that you delegate them the necessary power to
S

carry out that re@;\\b‘

empowerm ich is crucial to reengineering. But it wasn't until Michael Hammer's 1990

ty" is another thing Lloyd thinks anticipates the notion of employee

documN% the Harvard Business Review that the concept of BPR became popular. Hammer
argued that managers should eliminate work that doesn't add value instead of automating it with
technology, which calls for reengineering. The writings of provided support for and popularised
this viewpoint®? 23However, prominent management theorists like Tom Peters and Peter Drucker

supported and acknowledged the application of BPR as a strategy for succeeding in a fast-paced
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corporate environment. In spite of detractors' claims that BPR was a means of resurrecting
Taylorism beneath a different name, dehumanising the workplace, and enhancing management
control, what transpired was an acceleration of the practice's expansion3® 23,

Though there have undoubtedly been misconduct and abuses of the idea, using company
procedures as the foundation for company evaluation and redesign has gained acceptance as a
standard practice and is included in the change methodology portfolio. Howev Q% usually
implemented in a less radical manner than what was initially anticipated, BuSiness Process
Management (BPM), a relatively new idea, might be viewed as the@R wave of the 1990s'

successor since it is equally motivated by the pursuit of pro s@ciency and bolstered by

information technology. Once more, BPM is accused of i the human element of change

in favour of technology3* 23. ; ,bQ
2. 1. 3 Benefits of Business Process Reengins@(BPR)

The benefits of BPR are enormous as ha\)\Q%n captured by these scholars as evidenced below:

Increases effectiveness: All wo l@&feel more accountable since they are conscious of the
procedures to which the%@igned. Every procedure is closely watched over and strictly
governed by managg& Employees provide their clients with high-quality items as a result of
this, enhance r@vity. When business processes are managed and controlled effectively, the
time gap b n them is decreased. If left unchecked, this can lead to delays. As a result,
purche&ﬁ!respond to the product more quickly and the time it takes to sell it to the target market
is decreased. Cuts expenses: The organisation may save money by reducing total product costs
through effective process management, increased productivity, and prompt product delivery to

customers in the long run3*23,
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Meaningful job for employees: Employees will have more relevant tasks to do as a result of
business process reengineering, which reduces the time lag in product processing across
departments. Their drive to do well and their motivation levels rise as a result. Enhancement of
the organisational strategy: There is no flexibility or adaptation to change in the traditional
method to operating an organisation. Strict guidelines were developed by management for the
organization's staff. On the other hand, as business process reengineering has Qébpted by
the majority of organisations, there has been a rise in change adaptation a ibility. Better
working conditions have resulted from this, which has raised empltisfaction. Business
expansion: The use of BPR leads to the current business expandinghwhich makes it possible for
new enterprises to arise inside the same organisation. Whimay significantly reduce costs
and increase productivity, putting it into practice ca b@lenging. Because workers are highly
resistive to this sort of change, senior managemen ad backing is crucial’* 23,

Furthermore, the following might also b %ﬁsidered as intrinsic advantages of BPR: The

.

business theory needs to be re-eva@, outdated assumptions need to be challenged, and
outdated rules need to be disd‘a\g%%Conventional wisdom and organisational boundaries need
to be broken, and infonﬁ@?technology should be used to design new processes rather than
automate outdate ‘@Customers and the creation of higher value for them should be the
external focus@ nternal focus should be on maximising employee potential and applying it to

operat@b reveal delivering value to customers, developing innovative work environments

to support training and development, and thinking and acting as much as possible horizontally**

35

2.1.4 Dimensions of Business Process Re-engineering
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Management Support: Possible issues related to the management's active comprehension and
endorsement of reengineering, Absence of senior management backing for business
reengineering initiatives The inability of managers to uphold the updated ideals and principles
required by the revised procedures, insufficient top management involvement in reengineering
initiatives, Absence of a BPR project leader The lack of awareness among top maﬁmen‘[ on
BPR Lack of knowledge on upper management's objectives for BPR3®, Q
Technological Competency: issues with the organization's technologi@)w-how and
infrastructure, Absence of IT knowledge within the company, re@x infrastructure for
telecommunications restricted IS application infrastructure, r tn% database infrastructure,
insufficient knowledge of the organization's current IT, ap Qdata Inability to continuously
evaluate new IT capabilities, Absence of IS suppoBe(@rolvement in the BPR initiative Not
making full use of IT enablers’. ’b

Change Management Problems: Possi e\msues brought on by an inability to effectively

.

manage the transition from the olc&(@\he new method, Not preparing for and anticipating
organisational opposition to N@ Ignoring the politics involved in BPR initiatives The
inability of senior mana%%o adopt new values, Lack of management methods to foster the
necessary values v&%reward or training programs, disregarding the organisational culture
that currentlyéis , Having trouble establishing cross-functional cooperation The necessity of
change m ment is not understood, Human resource policies were not changed as needed for
the implementation of BPR. inflexible hierarchical arrangements, The organization's line
managers are resistant to innovation. unreasonable assumptions that BPR will solve every issue
facing a company, Failing to explain to organisation members why changes are being made,

Inadequate incentives for employee remuneration in the recently implemented process
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Insufficient instruction for staff members impacted by the revised procedure, Insufficient time to
acquire new abilities for the updated procedure, Inability to get line managers' support3”.

Project Management Problems: issues pertaining to the project's real management, Inability to
evaluate project effectiveness and offer input during the first phases of BPR initiatives
Reengineering the tension that exists between a team member's functional and team obligations,
An excessive amount of focus on examining the current procedure, Inadequate Qﬁnication
within the BPR team Measurement of reengineering project performange 1$™difficult. Job
expectations for BPR team members are vague. Absence of suitabl@& technique, Having
trouble taking command of reengineering initiatives, Inability t f@tly track project progress
in accordance with the timeline, The time commitmer@ PR is excessive. ambiguity
regarding the duration of the BPR project, Inadeq a?@tmunication between the BPR team

and other members of the organisation Challen simulating and modelling the suggested

modifications to the business process?’. §

.
Management Commitment: Organj @ns that want to execute reengineering must overcome
many significant challenges 1&51‘6 its success. The main challenges that reengineering
encounters include resis&%% change, unreasonable scope and expectations, and a lack of
consistent mana }K&' mmitment and leadership. Once the need for change has been
acknowledgedﬁl crucial that senior management similarly accepts this need for change’” 36,
To en{/@ everything goes as planned, top management's commitment and support must be
acquired and maintained from the project's inception through its execution. Top management
commitment and leadership are frequently mentioned as the primary elements influencing the
success of BPR programs®® 3¢, The most efficient way to carry out BPR initiatives is typically

through competent management and leadership®® 3¢, The most obvious managerial techniques
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that appear to have a direct impact on the effectiveness of BPR implementation are commitment
from upper management, support, funding, championships, and good management of risks*% 3¢,
It is essential for leaders in an organisation undergoing transition to be visionaries, motivators,
communicators, and trailblazers. Although mid the management's perception of the shift and
resistance to it is one issue that still has to be resolved, leadership must be entirely dedicated to
the change.*!- 3¢, It is important to remember that participation from those involx@process
route can help to temper top-down directives*> 36- QJ

Innovative Rethinking: This is a process that is completely depende@reativity, drive, and
outmoded luck. * *4argues that while this anomaly is apparent\it is not real; instead, the
majority of successful improvements are the result of ca@ plication of unimpressive but
purposeful administrative specialisations rather thgﬁ&%cuberant occurrences of a dazzling
flame of insight. ’b

Process Function: From a methodical s hpoint, 1;45 describes procedure activities as a

.
collection of tasks that take in at L{ﬁ?one type of information and provide a result that is

beneficial to the client. Sta&a@&perating procedures for this include seeking business
framework, creating, fabﬁ@% advancing, transporting, and billing.

BPR Success Fa Bi’x\'
nts

Three co are necessary to manage a BPR program successfully:
Breadt}\% initiative's goal is to raise performance levels across several divisions and
departments; Leadership: the level of dedication among the management team; Depth is the

measurement of changes in an organization's six key components: structure, individual and team

duties, incentives, information technology, shared values, and skills3® 43,
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Also, several academics determined the following important concerns that support a BPR
initiative: Changes' extent, strategy, indicators of performance, human element, and company
procedure architecture 6. Technology of Information3*4,

Moreover, a further six BPR factors have been described by*” 4. Information technology,
management commitment, and strategy: Focus on the customer: Performance outcoKongoing
improvement. Q

As said by, there are seven essential areas that need to be practiced in order t@ plish a good
BPR*% 46 Executive support; learning and development; collabora R project; worker

cooperation; assistance with information technology; C&utcomes and levers.

It has been determined that six domains might present chal or the implementation of BPR
by*% 48, Processes distinction, planning projects, ch g@nistraﬁon, technological proficiency,

management assistance, and project management. of these was bolstered by the efforts of 46,
2.1.5 Categories of Business Process Bg(%qineering

AN
Top Management Commitment Q’\c?

This has to do with the im Q&\ce of creating an innovative and empowering culture to improve
employee performg@c&“. The management of a firm must has clear vision and mission to

N\

direct the affa'g(@p activities and in addition create a conducive working culture for paradigm

shift. Q’b

Since b!one of the essential requirements for the successful implementation of supply chain
management, top management commitment has become crucial. To attain the objective, which is
customer happiness, top management uses leadership to enable employee empowerment and
greater job satisfaction. The company's top management consistently works to establish a

successful supply chain management system by accepting responsibility for it and exercising its
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power in this regard. Top management of the company ensures that policy making and targeting

are adjusted to the internal and external conditions of the company>'.

Top management commitment is a critical factor in the successful implementation of Business
Process Re-engineering (BPR). This commitment entails the active involvement and support of
senior executives in all stages of the BPR initiative, from planning to execution and &ﬂtoring.
Top management's role is pivotal in providing the necessary resources, setting@Qobjectives,
and creating an environment conducive to change2. Without strong leade higﬁym the top, BPR
projects are likely to face significant challenges, including resi@ change and lack of

direction, which can hinder their success>>. Q

The importance of top management commitment is @Q emphasized by its impact on
organizational culture and employee engagement. V\@ enior executives demonstrate a genuine
commitment to BPR, it signals to employee&\\@ the initiative is a strategic priority. This can
help to foster a culture of trust and coﬂ@ ion, where employees feel motivated to contribute
to the re-engineering efforts>* @breover, committed top management can effectively
communicate the vision %@S of the BPR initiative, ensuring that all employees understand

their roles and the ben% of the proposed changes™.

The company%&p anagement makes sure that internal and external partners are integrated into
business %%tions within the organization. The integration was created with the goal of
ensuring a smooth flow of supply chain management procedures. The management of the
organization also makes sure that the resources required for putting supply chain management
into place are available in accordance with the specifications. The management fosters effective
communication among all parties involved in the company's supply chain management system

development, as well as coordination and collaboration among them. The company's internal
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conditions must be controllable by the management in order to involve and empower all
components in the company to contribute to improving company performance by carrying out

supply chain management practically2.

Corporate organizations under the direction of senior management should have employees who
are capable of carrying out business operations successfully and efficiently and (&tinuously
overseeing them. A strong management commitment will enable the impleme@n of supply
chain management to carry out supply chain practices, create supply chai}angement systems,
and improve the efficacy of supply chain management flows. Supply: management needs to
be implemented and developed more quickly, which cal § integrated information
technology strategy inside the business. The following acti@re used to gauge how committed
top management is to the business: effective comm%@l, goal-setting, provision of essential

people and financial resources, and implemeng'@fbf proper operational control®.

N

The higher and consistence of the levelooX&agement commitment, would result to one more of

[ ] A@
e Continuance Co% t

Continuance Co )UQ%‘[ demonstrates acceptance of the costs associated with leaving the

the following commitments.

organisation. The danger of squandering time and effort put in gaining non-transferable skills,
losing en@ incentives, giving up seniority-based benefits, or being forced to relocate family
and destroy personal relationships are just a few of the potential repercussions of leaving an
organisation. A lack of other job opportunities will result in ongoing commitment, in addition to
the costs connected with leaving the organisation. Employees who largely rely on the

organisation for their living do so because of need.
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e Normative Commitment

Normative commitment expresses a sense of duty to keep working. A high level of normative
commitment among employees makes them feel as though they should stick with the company.
The sense of obligation to stay with an organization may be the result of an individual
internalizing the normative demands placed on them before joining the organization (family or
cultural orientation) or after joining (organizational orientation). Normati Qm itment,
however, can also arise when a company pays for an employee's college tt&(y r incurs high
costs to hire them (such as headhunting fees or the cost of on-the-jobi g). Employees feel
obligated to reciprocate by dedicating themselves to the organi i$i1 the debt has been paid

Qel, management commitment

off when these investments are acknowledged®. In a

improves the involvement of employees and in the: lv@n affects the general organizational

®%
Leadership EO\’&

Leadership is the ability to guide @ence, and inspire individuals or groups towards achieving

Q

common goals and objecti N\Effective leadership involves a combination of skills, traits, and

performance.

behaviors that ena leaders to motivate others, make strategic decisions, and drive
organizational suecess. Effective leadership is essential for guiding organizations through the
complex @ of Business Process Re-engineering (BPR). Leaders play a critical role in
setting vision, communicating goals, and fostering a culture of innovation and continuous
improvement®®. According to>’, successful change initiatives, such as BPR, require strong
leadership to articulate a clear vision and motivate employees towards achieving the desired
outcomes. Leadership is not just about managing tasks but also about inspiring and influencing

people to embrace change and work collaboratively towards common objectives.
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Leadership styles and practices significantly impact the success of BPR initiatives.
Transformational leadership, in particular, has been shown to be highly effective in driving
organizational change®’. Transformational leaders inspire and empower employees, encouraging
them to exceed their usual performance levels and engage fully in the re-engineering process. By
fostering an environment of trust and innovation, transformational leaders can mitigate resistance

to change and ensure that employees are committed to the BPR goals (Burns, 19@

Empirical evidence supports the positive relationship between effective 1%&9 and successful

BPR outcomes. A study by °'demonstrated that transformat % dership significantly
ic

enhances employee motivation and performance, which are for the success of BPR
projects. Similarly, research by ®?highlights that leaders v@ctively engage with their teams

and provide clear, consistent communication ar«?ﬁ@? likely to achieve successful BPR

implementations. @fb
Types of Leadership . &
S

1. Transformational Leadershi é

Transformational leaders‘l@&haracterized by the ability to inspire and motivate followers to
achieve extraordi &comes and, in the process, develop their own leadership capacity®’.
Transformatio@leaders typically engage in behaviors such as idealized influence, inspirational

motiv@llectual stimulation, and individualized consideration®*.
2. Transactional Leadership

Transactional leadership focuses on the exchanges that occur between leaders and their

followers®®. This type of leadership is based on a system of rewards and punishments to manage
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followers and achieve compliance. Leaders using this style set clear goals, monitor progress, and

reward or discipline followers based on performance®®.
3. Servant Leadership

Servant leadership emphasizes the leader's role as a caretaker and supporter of their followers.

Leaders prioritize the needs of their team and focus on the development and wel]@g‘ of their
followers. This approach is rooted in the leader's desire to serve first, and then(/ 7,

4. Situational Leadership er

Situational leadership proposes that effectiveyl hip depends on the context or situation at
hand. This theory suggests that leader.s’&a apt their style to the maturity and competence
level of their followers, using a mix @ective and supportive behaviors as needed®®.

RS

5. Autocratic Leadershi Q\

Autocratic leadershi®lves making decisions unilaterally, without much input from followers.

This style is e& in situations where quick decision-making is necessary, but it can also lead

to a lack @ower engagement and creativity®.

6. Democratic Leadership

Democratic leadership, also known as participative leadership, involves leaders making decisions
based on the input and feedback of their followers. This style fosters a sense of involvement and

commitment among team members, leading to higher job satisfaction and morale”
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7. Laissez-faire Leadership

Laissez-faire leadership is a hands-off approach where leaders provide little guidance or
direction to their followers”'. This style can be effective with highly skilled and self-motivated

teams but may lead to confusion and a lack of productivity if followers require more direction’?.

Components of Leadership Q\

Effective leadership comprises several key components, which are es&@guiding and

inspiring teams to achieve their goals. These components incl d@si n, communication,
n

decision-making, integrity, empathy, adaptability, accountabil@ iration, collaboration, and

resilience. Q

1. Vision: Leaders must have the ability to s@lear and compelling direction for the
future, establishing goals and creating\{@i sense of purpose’?.

2. Communication: Effective leadeb\% vey ideas and information clearly and persuasively,
while also actively listenin@dc?ostering open communication within their teams’.

3. Decision-Making: l@&l to make informed and timely decisions is critical. This

involves critical thinking, problem-solving, and weighing various options under

pressure7f< ,\\'

4. Inte%bAdherence to strong moral and ethical principles builds trust and credibility
\&he team and stakeholders’®.

5. Empathy: Understanding and being sensitive to the needs, feelings, and perspectives of

others helps leaders build stronger relationships and create a supportive work

environment’’.
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6. Adaptability: Leaders need to remain flexible and responsive to changing circumstances,
enabling them to navigate uncertainty and drive innovation’®.

7. Accountability: Taking responsibility for one’s actions and decisions, as well as holding
others accountable, promotes a culture of ownership and reliability”.

8. Inspiration: Motivating and encouraging others to achieve their best creates&husiasm
and drives commitment toward achieving goals®’. Q

9. Collaboration: Fostering teamwork and cooperation leverages @ skills and
perspectives to achieve better outcomes®!. Q

10. Resilience: The ability to bounce back from setbacks a @n determined in the face

of challenges ensures that leaders maintain their foc perseverance®?.

Information Technology Support &Q

Information Technology enables greater m\\@tlons that provide more efficient financial
services than traditional banking activi At is a substitute for traditional banking services,

through online peer-to-peer (P2P) ing platforms to ease lenders discomfort®,

N
Thus, IT in the banking@nd technological advancements has an impact on how banks'
services are provide rder to make them easier for customers. For instance, several banks in
Nigeria have &&&e (24/7) connections between their branches online. Some banks have
ATMs so Q%heir customers can access cash around-the-clock. Nigerian banks offer telephone,
mobile, dhd e-banking services, as well as Western Union and MoneyGram money transfer

services. Union Money transfer. These enabled the Nigerians in Diaspora to send money to their

families®?.
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Information Technology (IT) is viewed as the most important BPR component for organizations
looking to undergo a "radical change" in how they operate. He suggests using IT to refute the
notion that old labor procedures, which predate the development of contemporary computer and
communications technology, are inefficient. He contends that the idea of discontinuous thinking,
or identifying and letting go of the outmoded norms and fundamental assumptions underpinning
operations, lies at the core of reengineering. Recursive relationships exist b Qn usiness
process reengineering (BPR) and information technology (IT). Business @Qes should be

supported by IT capabilities, and information technology should be us@ﬁ full potential®.

Integrating current technology is required to meet high requir@ﬁr the customer behavior
element. He continues by saying that 90 percent of the nati@wt have embraced contemporary
information technology have seen an increase in a ?information. Both the buyer and the
vendor can fully understand the goods or serv'\@%nks to the availability of information. Any
company or corporation that wants to.ﬁvant to its clients must be transparent, which can

only be done by utilizing contemporaé@chnology.

Benefits of Information@gy

There are many advantages to working in the IT industry. They assist in developing
communication Q.ar;\\efs and selecting practical strategies for the business's growth. The IT
business cag—&@proved in the following ways.
}\/ roductivity: Business productivity is increased by using information technology.
This keeps the balance of work in the IT sub sector by enabling speedy analysis of
the data without the need for human intervention.
ii. ~ Communication: A crucial component of information technology and services is the

infrastructure for communication. By forging a solid bond between the product
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handler and the company, this aids in determining operational efficiency and
resource usage.

iii.  Access to Information: With the use of low-cost hardware and software networks
and workstations, this makes it possible to acquire vast amounts of information more
quickly. It is a collection of technologies that allows data to be co&bined and

configured in novel ways to produce information that aids in ‘6@ ecisions

quickly®S. Q&Q
Q
O

A Collaborative Work Environment (CWE) is an or@zaﬁonal culture designed to foster

Collaborative Work Environment (CWE)

teamwork, open communication, and mutual resp ng employees. This concept emphasizes
creating a supportive atmosphere where teE}}\Qembers work together towards shared goals,
leveraging their collective expertlsfo\ nhance organizational performance. CWE is

characterized by several key.e@t : open communication, mutual respect, teamwork, and

supportive leadership®’. QQ\

Open communic '0@ fundamental aspect of CWE, as it allows information to flow freely
among emp%es, facilitating better decision-making and problem-solving®®. When
comm;{i/& channels are effective, team members can stay aligned with organizational
objectives and strategies. Mutual respect further supports this environment by valuing diverse
perspectives and appreciating each employee's contributions®. This respect fosters a positive
workplace culture, encouraging active participation and collaboration. Teamwork is another

critical characteristic of CWE, where employees work collectively towards common goals,
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combining their skills and knowledge to achieve superior outcomes®. This collaborative
approach not only enhances efficiency but also drives innovation by bringing together diverse
viewpoints and expertise. Supportive leadership plays a crucial role in nurturing CWE. Leaders

who actively model and promote collaborative behaviors create an environment where teamwork

3\

The impact of CWE on organizational performance is significant. A c tive work

is prioritized and employees feel encouraged to contribute®!.

environment enhances efficiency and productivity by enabling emplogees leverage each
other's strengths and expertise, leading to more streamlined proc . Furthermore, CWE
fosters innovation and creativity by encouraging the exchang@deas and perspectives, which
can result in the development of new products and services%s# This positive work environment

N\

also contributes to higher employee satisfaction and ’éion, as employees who feel valued and

supported are more motivated and engaged” \Q’b

A Collaborative Work Environment &g@ offers numerous benefits that can significantly
enhance organizational perfm;m@mployee satisfaction, and innovation. These advantages
stem from the synergy cre@@th\en employees work together, leveraging their unique skills and

perspectives to solyg&lems and achieve common goals. The following are key benefits of a
CWE: 6&/

1. %rbreased Productivity: One of the primary benefits of a CWE is improved
productivity. When employees collaborate, they can complete tasks more efficiently
by pooling resources, sharing knowledge, and dividing responsibilities according to
expertise. Research shows that collaborative teams outperform individuals working

alone, especially when tasks require diverse skills and knowledge®. By facilitating
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ii.

1il.

1v.

the sharing of ideas and reducing redundancies, collaboration helps streamline
processes, leading to faster and more effective outcomes.
Enhanced Innovation: CWEs are breeding grounds for innovation. The diversity of
thought and perspectives that arise in collaborative settings fuels creativity, as
employees challenge each other’s ideas and develop more refined  solutions.
According to%, diverse teams working in collaborative environments Qto € more
innovative because they can approach problems from different arQerths diversity,
combined with open communication and a shared Visio®ers an environment
where new ideas can emerge, leading to breakthrough inhgvations.
Improved Employee Satisfaction and Engagem laborative environments often
lead to higher levels of employee satisf: tm&%ﬂ engagement. When employees feel
that their contributions are valued a ey are part of a team working toward a
common goal, they are more %y to be motivated and engaged. Collaboration
.
fosters a sense of belongi’{ purpose among employees, which increases their job
satisfaction®”. Add@%{ , open communication and mutual respect in a CWE
contribute to \é?ive work culture, which is essential for retaining top talent.

Fastei{@'% Solving: Collaboration enables faster problem-solving by allowing
t

teams t0 leverage the collective knowledge and experience of multiple individuals. In

éQW E, employees can quickly identify solutions to problems because they can tap

into a wider pool of expertise. **found that teams with high levels of psychological
safety, where individuals feel free to express their ideas without fear of judgment, are
better at solving complex problems. This openness accelerates decision-making and

helps organizations respond swiftly to challenges.
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v. Better Learning and Development Opportunities: A CWE promotes continuous
learning and development among employees. As team members collaborate, they
share knowledge and skills, creating opportunities for learning that may not exist in
more conducive environments. *suggest that collaboration encourages informal
learning, as employees exchange ideas and techniques, broadening their, skill sets.
This shared learning enhances both individual and organizational Qr\mdnce, as
employees develop new competencies that contribute to overall gtow

vi. Increased Flexibility and Adaptability: CWEs pr0V1d Xnizations with the
flexibility to adapt to changing environments. Co bo t1 e teams are often more
agile because they can quickly shift roles an ponsibilities in response to new
challenges or opportunities. '“argue that equipped with technological tools
such as cloud-based platforms _an h§\mumca‘uon software enable teams to

collaborate in real-time, regardl&\); location. This flexibility allows organizations

to respond more effectw@market changes, ensuring long-term sustainability and

competitiveness. @
Service Delivery Q

Service dehveryﬁ}e%bankmg sector encompasses a wide range of activities and processes
aimed at e that customers receive services efficiently and effectively. Service delivery
refers Tb\t%process by which services are provided to customers or clients. It encompasses all
activities involved in ensuring that a service meets the needs and expectations of its users. In
various sectors, including banking, healthcare, and public services, effective service delivery is

essential for maintaining customer satisfaction, trust, and loyalty!°!.
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Key elements include various channels such as branch banking, online banking, mobile banking,
and ATM services. Each of these channels plays a critical role in how customers access banking
services. For example, branch banking offers direct human interaction and personalized advice,
while online and mobile banking provide convenience and accessibility from virtually anywhere.
These diverse channels cater to different customer preferences and enhance the overall service
experience'?2. Q

The quality of service delivery is crucial in retaining customers and maintain@r satisfaction.
Quality dimensions include reliability, responsiveness, assurance,@o hy, and tangibles.

Reliable service means delivering on promises accurately, while reSponsiveness involves timely

support and assistance. Assurance relates to the knowledg Qc ourtesy of staff, which builds
customer trust. Empathy requires understanding an a@sing individual customer needs, and
tangibles refer to the physical aspects of the se environment, such as the cleanliness and

103

organization of branches and the user-frien mss of digital interfaces'’”. Ensuring high-quality

.
service across these dimensions can s@cantly enhance customer satisfaction and loyalty.

Innovation plays a pivotal role @ncing service delivery in the banking sector. The adoption
of digital technologies, sﬂ@l-driven chatbots and blockchain, has revolutionized how banks
interact with cust &z%d conduct transactions'®. Self-service options empower customers to
perform banl% sks independently, increasing convenience and efficiency. Additionally,
integr tin@ices across multiple channels ensures a seamless experience, allowing customers
to switch between different modes of service without disruption. Measuring service delivery

performance through customer satisfaction surveys, Net Promoter Scores (NPS), and Service

Level Agreements (SLAs) helps banks continuously improve and adapt to changing customer
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expectations'®®. By focusing on innovation and continuous improvement, banks can better meet
customer needs and stay competitive in a rapidly evolving financial settings.
Benefits of good Service Delivery

i.  Increases Customer Engagement
Incorporating good service delivery into the company's operations might be part of a_customer-
centered strategy. These encounters help the company stand out from the @tion by

demonstrating to customers how much they are valued. Additionally, the conmipany~Can get useful

O
Q
QO

ii. Improves Customer Loyalty ; er

information and resolve customer problems.

Building brand trust for an organization occu@bcustomers experience success as a result of
their interactions with it and the com,pq&eeps its promises. Long-lasting relationships and
increased consumer loyalty can be @ga\d by the organization with the aid of trust. For instance,
customers frequently contim@:rchase goods or services from a business when it takes into

account their opinions, @lheir wants, and answers their problems.

. \'
im. G nec@)\\/lore Revenue

Proﬁtable@lesses often have a service delivery-focused strategy. Personalized suggestions
based on past purchases and chances for cross-selling and upselling can be made for returning
consumers by the business. Through word-of-mouth advertising to friends and family, devoted

customers can help the company increase its revenue.

2.1.6 Market Performance
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Market performance is the ability of the firms to meet it primary objectives. This could either be
measured using financial model (sales growth or profitability) or non financial parameters
(customer satisfaction or customer loyalty). Efficiency and effectiveness are the key terms for
measuring the organizational performance * %, Effectiveness is the achieved outcomes in
relation to strategic goals/objectives and customer requirement; while efficiency connotes how
economically the organization’s resources are utilized by an activity such as a iprocess

that produces a given output or delivers a given service. <

Organisational effectiveness and efficiency can be measured by ¢ial and non-financial

0
indicators. This study considered that the nonfinancial perforr@e dicators such as customer
satisfaction, customer loyalty, operational performance@:ed, process improvement and
service/product delivery etc’ 74 19, Non-ﬁnanc&@ures cover both the value that is
delivered to the customer which may involvg@ quality, performance and service, and the

outcomes that arise as a result of this Vgl@position, such as customer satisfaction and market

share!?, Q‘&CO

Organizational performan e@xs to how well an organization is doing to reach its vision,

mission, and goals. Ass€sSing organizational performance is a vital aspect of strategic
[ ]

management, an4 askﬁss ent can be through actual net results of an organization as measured

against its 1 d goals and objectives. Organizational performance comprises of three specific

areas o\\& results that include financial performance and non-financial performance which are

the main focus of this study'>.

Organizational performance is an indicator of performance assessment achieved by the
organization in a particular period!%. The evaluation of organizational performance is a measure

of the effectiveness and efficiency of organizations, it is said that the organization's performance
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is good if the results achieved show an increase in achievement better than the previous period.
In other words, how successful is the organization in achieving its objectives? The main goal of
most business organizations is to reduce costs and maximize profits. Other objectives include
growth, increased sales, market share, and improved productivity in terms of better quality,
greater quantities of goods and services, customer satisfaction, organizational de elopment
individual improvement!'?’. It is certain that all organizations have a com al how to
compete in the business environment and how to win competition and Q competitive
advantage. To achieve this goal, organizations are required to be @ in responding to
environmental change and developing the existing business enyirorment through organizational
transformations and to pursue a variety of approaches, incl Q -engineering their operations,
rethinking their way of thinking, and restructuri gf@ﬂzational designs which has been
developed in the literature of modern mana em%% order to improve its performance and
maintain its position in the market. Thereforé; many of the modern management techniques

o 5\'
aimed to developing activities and p@es in companies are working to increase productivity,

the most important method of tl@gfethods is business re-engineering '%%.

The performance of an %ﬁzation can be measured in different criteria'®. Among them is
productivity, pr({%\% th, turnover, cost reduction, stability, cohesion, waste reduction,
reducing lead(fimes at all stages of the production process, people development, effectiveness
(prog s%’ard goal attainment), quality performance, creativity, innovation, competitiveness
(competitive profile), customer satisfaction, improved employee morale and successful
product/service development. BPR is often used as a multidimensional approach to measuring
organizational performance, where financial, non-financial and operational measures assume

equal importance. Thus, in respect of the organizational performance, the study considers
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multiple measurement of performance (financial performance, and non-financial
performance/operational performance). The financial performance indicators consist of profit,
and sales growth/revenue. The nonfinancial indicators include; operational performance,
response to competition, future outlook, and success rate in new product/service launch,
organizational effectiveness, customer service management, market research, customer
relationship management, customer satisfaction, speed, quality service and pro *rbvement
indicators!!%!11;: 112 Nevertheless, banks like every other organization try to Qe its overall
performance by assessing and comparing its efficiency and effectlve‘%er a period of time.
There are various criteria to evaluate the performance of ba S ccessful survival in the
period of globalization and competition. Key indicators t(@ re organizational performance
includes; profitability, liquidity, management perfo @everage, market share, productivity,
innovation, quality of goods and services, ources''3. Banks are concentrating their
efforts on market segments offermg th nt1a1 for growth and enhancing performance,
resulting in a redirection within t%\era financial services’ sector. Innovative financial
services and procedures have e&d when the industry strengthens as a result of mergers and
acquisitions. Thus, perfot@%mprovement initiatives are directed towards a full restructuring

of internal processes" ddition to cost-cutting methods, the emphasis is now on increasing

customer serv@ elivery. Organisation procedures must be efficient and more customer-friendly.
Measu@ Market performance
Customer Trust

Trust is described simply a person's generalised anticipation that other person's word can be

believed. Absent trust, all social relationships crumble or function irregularly'!*

. In a particular
trading relationship, trust can be defined as the degree of reliability that one side guarantees to
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the other. Whenever it involves marketing, consumer anticipation of an organization's ability to
keep its pledges and commitments are usually linked to trust. The company's professionalism,
ethics, and friendliness serve as the foundation for these principles. Competence is expertise; for
customers, it symbolises the company's capacity to do duties and exceed their expectations'!>.
Sincerity is linked to the company keeping its word, and kindness is a sign of the company's
readiness to regard the interests of the client while making choices and establj Qg lans for
relationship-building activities!!®. The literature provides a clear deﬁn@ f how trust
influences the formation of behavioural intentions. For instance, trus@a business cultivate
and preserve client loyalty. Customers that have faith in a com }%ipate that it will keep its
commitments. They also anticipate that the company will 0 n their best interests'!”.
Customer trust is defined as the thoughts, feelings, r@s that emerge when customers think
they can rely on a provider to act in their greatest tage when they give up full authority!'8,
Previous research has established trust as a é&ictor of client loyalty'!®. Consumer loyalty to an
S

°
organisation is fostered by the trust e@

was emphasized that when a d'&g\%devoted to a product or service, he is essentially trusting in

between the consumer and the service provider. It

it. Trust is a factor of lﬁ@%yalty because it creates an important relationship between the
brand and its cus@%
Customer Sa@ction

Custm}tgg%erceive contentment as a delightful fulfillment when they are consuming. It indicates
that the consumer feels as though their consumption satisfies some needs, wants, or objectives!?!.
This satisfaction is nice, because client’s pleasure is a necessary but insufficient condition for
client retention!??. Numerous researches have been done on the connection between customer

happiness and client retention. According to prior studies, a varied level of client retention is
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influenced by customer satisfaction. Customer retention is positively impacted by customer
pleasure. Future prosperity of a business hinges on keeping its current clientele satisfied; these
clients should be seen as assets that provide income for the business. Research has indicated that
increased customer happiness does not always translate into greater expenses. In fact, more
customer satisfaction may result in cheaper costs as a result of a decrease in faulty items, product
rework, etc. To ensure long-term customer satisfaction and retention and rea benhefits of
these endeavours, however, focussing on the production of quality goods and e@es is essential.
The long-term impacts on profitability of price promotions, rebates, S\@i barriers, and other
similar strategies are probably not going to be as great as those &elor products and services
that successfully foster favourable customer attitudes and r@@?

In reality, for a long time, it has been believed tha a@ny's ability to satisfy its consumers
plays a major role in influencing their decisjon ain or depart. Even if consumers seem
happy, businesses still need to know how t@ rcétain them. Customers who are dissatisfied could

.
decide against leaving since they {é\tﬁink they can get better service somewhere else.

Furthermore, contented clients @q@’search for alternative suppliers since they think they could

\

get greater treatment sonﬁ@ ¢ else. But maintaining a clientele also depends on a variety of

other elements. @onsist of more options for products, improved revenue, more
d

tter costs!?3

convenience, . It is noteworthy to mention that while quality and customer
pleasu&@to be crucial for all businesses, in sectors like banking, insurance, e-commerce,
and autos, loyalty is more dependent on consumer satisfaction'?4,

It is hard to differentiate products in a market as competitive as the banking sector. Everywhere

you go, banks are selling the same goods. For instance, the selection of goods offered to

consumers or the interest rates charged often vary very little. The market determines and sets
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bank prices. Therefore, bank management typically uses service quality to set their company
apart from rivals. In the banking business, service quality is a crucial factor that affects client
satisfaction levels. Quality in banking is a multifaceted notion that encompasses several aspects
such as ease, dependability, range of services offered, and most importantly, the personnel
providing the service!?>. A common method of gauging consumer happiness is the perception
that customers have of a product or service. The five feelings listed below @ icative of
satisfied clients:
i. 1. Satisfaction: Individuals will tolerate or embrace the item@%ontentment: People
have joyful and positive experiences 1 the products.
iii. Relieved: People's negative states ar inated by the products;
iv. Novelty: The goods provide individ 1?6%1 something interesting and new;
v. Surprise: The merchandise unexpectedl es the consumer happy!'2°.
In addition, the customer relationship liﬂﬁ&le's stages have been used to gauge customer
.
happiness. Customer satisfaction oft®proves the quality of the relationship between clients

and service providers and en@&és clients to make more purchases. Thus, there exists a

positive correlation betwéen %omer satisfaction and customer loyalty..

Customer satisf@ntiﬁes the degree to which banking services and products meet the
customer ex tion'?’. Customer satisfaction is as well as “a customer’s pleasurable,
fulfill en%sponse to services provided during interaction and dealing with a business”. They
argue that customer satisfaction is not only a criterion to evaluate service quality, but is also a

predictor of repeat patronage®’.

Customer Loyalty
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In business, when customers have great affinity to a brand, it becomes absolutely impossible to
separate them from such brand. From a banking point of view, The definition of customer loyalty
is the continual purchase of (or continued support of) a chosen bank, independent of the
existence of other financial institutions and/or marketing campaigns designed by rival banks to
encourage client switching. Thus, figuring out why some consumers stick around nd others
don't is essential to understanding customer loyalty®® When there are competi cts, as
there are in the Nigerian banking sector, attracting devoted clients becom 1al. Research
indicates that attitudes are shaped by marketing messages, and cons@ yalty is determined
by attitudes'?®,

The three main areas of focus for global service marketl@ rch are customer satisfaction,

service quality, and customer loyalty. Nonetheless lv@udy has been done on the financial
performance of service marketing, particularl wi ard to client loyalty!2*136131 A dditionally,
it is widely acknowledged that proﬁtabﬂl g ¢ business's lifeblood, while customer loyalty is
its most important component. \CO\

Since the loss of a client is fe}t , the financial industry depends on long-term connections
with its clientele. A com %nnot make any money, generate any profits, or have any market
value if there ar ‘r@umers In the current competitive market, establishing a successful
long-term co ;ﬁls crucial, especially in the financial services sector. The cost of acquiring
new ¢ ie\@ higher than that of maintaining current ones. Loyal consumers work as brand
ambassadors for the business, buy more goods and services, and are more eager to spend money.
Given that marketing strives for more responsibility, It is crucial to look at the relationship
between a company's profitability and client loyalty. Given that the banking sector deals with

more consumer unhappiness than any other, this problem is critical to the sector. While a tiny
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percentage of consumers change banks, a significant portion maintains relationships with many
financial providers concurrently. Additionally, the banks' contented clientele recommended their
services and goods to several other establishments'?> 133,

In addition to being pleased, loyal consumers may be an asset to your business. Satisfied
consumers who are likely to repurchase products and services are known as loyal customers.
Previous studies referred to behavioural and attitudinal loyalty, which is a wi Q&ition of
consumer loyalty'34. Customers' intentions to buy, repurchase, and suggestigoods and services
are explained by both categories. When it comes to banking, a custo-@ ng-term, consistent
patronage of a certain bank is considered loyalty!3.

Additionally, devoted consumers are individuals that cons‘ buy goods and services, refer
others to them, and reject all forms of propaganda. 78 s that repeatedly buy the same good
or service demonstrate their commitment to a bra are referred to as "brand loyal." Keeping
and serving devoted (current) consumers &\skmﬁcantly less expensive than bringing in new
ones!¥, \CO\

A company's ability to generat @gﬂm and efficiently use the resources from its main business
model is measured by n@. ncial performance. The phrase is frequently used to assess an
organization's ov ihancial standing over a specific time frame. The ultimate objective of
improving the@a cial condition of the company organisation is to guarantee superior services
to the li@% follows that a bank's ability to retain customers will improve its financial success.
Loyal consumers typically stick around for a long time, which boosts sales and profitability'3” 5,
Customer loyalty is a common issue in work settings and is often extensively examined in
marketing. Loyalty is a favourable conviction in a company's worth, which leads to repeat

138

purchases over time'”®. "Loyalty is a positive conviction, formed over the course of various
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interactions, in the value that a company and its products or services provide, which leads to
continued interactions and purchases over time"!*; also, However, in the corporate sector, there
are still significant disagreements over the particular characteristics of loyalty!4°.

at a very broad level, loyalty is something that customers may display towards brands, services,
stores, product categories (e.g., cigarettes), and hobbies (for example, swimming)., Customer
loyalty, as opposed to brand loyalty, emphasizes that loyalty is a characteristi Qﬁividuals
rather than something inherent in brands. Unfortunately, there is no widely accepted definition.

Loyalty can be defined in three ways: as an attitude that can lead to nship with a brand,

as a pattern of past purchases, or as influenced by personal cha@te istiCs and circumstances and

the purchase situation.!#! Q

Client loyalty is a consistent positive attitude towargé ?@d or company firm. They discovered

that customer loyalty (formerly identified with th ipline of marketing research) is becoming
a bridge between management and marketing*. Quantifiable loyalty characteristics (such as
.
customer portfolio profitability) in%\e how desired values are created and presented to
customers. Traditionally, mar@ definitions of loyalty focused on both behavioural and
attitudinal factors. Custo@%ﬂty refers to the sentiments or attitudes that lead a consumer to
return to a compa y{@\ or outlet to make another purchase, or to repurchase a certain product,
service, or br@{dustomer loyalty refers to the sentiments or attitudes that lead to repeat
purch@%sits to a firm or shop. It influences a company's performance and profitability.
Customer loyalty may provide companies with a competitive edge by attracting high-quality,

repeat consumers'#3,

2.1.7 Customers Equity
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Even if since the 1960s, the marketing idea has mirrored a customer-centred approach!#*. Over
the past 40 years, customer-centred marketing philosophy and practice have grown in importance.
The focus of marketing has shifted from short-term transactions to long-term consumer
connections!®. Customer satisfaction, market orientation, and customer value are some of the
principles and KPIs that underpin marketing management, and they all represent this, customer-
centred perspective!4
focus in recent years. For instance, the consumer-centred notion of consumer ¢quity has been

. Customer lifetime value (CLV) and its consequences hav;%*wl greater

questioned brand equity, a term that is essentially product-centered!°!. é

Customer equity is a key concept in marketing and busine@ra%gy, representing the total
combined customer lifetime values of all the company’s cu@ers. It is an important measure as

it links directly to the firm’s future cash flows and 1 profitability!'°!,

The sum of the discounted lifetime prices @)f the company's existing and prospective

clients is known as customer equity. Th@nition implies that, although existing management

practices and measures do not com%eca represent this trend, customers and customer equity are

more fundamental to man Qé%u'sations than brands and brand equity. It follows that a change

from product-based strategy” to customer-based strategy must coincide with the move from
S

product-centered< thi’}}'

opportuniti t be best viewed in terms of the firm’s opportunity to improve the drivers of

to customer-centred thinking!*’. In other words, a firm’s strategic

its cus}h& equity. Customer equity is composed of three primary components: relationship
equity, value equity, and brand equity. Each of these sub-variables plays a significant role in
shaping the overall customer equity and, consequently, the financial performance of a firm.

2.1.8.1 Relationship Equity
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Relationship equity refers to the customer’s tendency to stick with the brand, above and beyond
objective and subjective assessments of the brand'?!. It encompasses customer loyalty, retention,

and advocacy, all of which are fostered through positive interactions and experiences with the

brand.

i.  Customer Loyalty: Loyalty programs, personalized services, and cons@ quality
can enhance customer loyalty. Loyal customers are more likel@ake repeat

purchases and recommend the brand to others'*. &

it.  Customer Retention: Retention strategies such as custo itionship management
(CRM) systems, regular communication, anc@ter-sales service contribute
significantly to relationship equity. High ret@ates reduce marketing costs and

increase profitability!#. 6

iii.  Customer Advocacy: Satisfied CL@ who advocate for the brand generate word-
of-mouth referrals and enha e brand’s reputation. Advocacy is often driven by

exceptional customer s@ﬁ?and unique brand experiences!'®.
Relationship equity is Cf%@\lt stabilizes the customer base and ensures a steady stream of
revenue. Companiqs,&high relationship equity often enjoy reduced churn rates and increased

customer lifethg(;a}e (CLV), leading to sustained financial performance!°.
2.1.8.2B Equity

Brand equity refers to the value added to a product or service by its brand name'!. It
encompasses brand awareness, brand associations, perceived quality, and brand loyalty. Brand
Awareness is the extent to which customers are familiar with the brand. High brand awareness

often leads to higher market share as customers tend to choose familiar brands over unknown
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ones!’2, Brand Associations on the other hand mean These are the mental connections and
attributes that customers associate with a brand. Positive brand associations can enhance brand
loyalty and preference. Perceived Quality refers to the customers’ perception of the overall
quality or superiority of the product or service with respect to its intended purpose. High
2.1.8.3 Value Equity Oz

anfrand, based on

ce)!ol Tt is essentially

perceived quality can justify premium pricing and foster brand loyalty!°!.

Value equity pertains to customers' objective assessment of the utili

perceptions of what is given up (price) and what is received (quali

QO

Components of Value Equity er

the perceived value for money that a brand offers.

1. Competitive pricing strategies can ce value equity. Price perceptions are
influenced by various factc&,\hcluding discounts, perceived fairness, and
.
comparison with competi \¢
2. Quality: The intrin%%ality of the product or service is a major determinant of
value equity.\@?quality offerings that meet or exceed customer expectations can
signifj *‘vost value perceptions!™*,
3. S\.%rior customer service enhances value equity by ensuring that customers feel
&wd and satisfied with their purchase experience. Efficient, responsive, and
A\

courteous service can turn one-time buyers into loyal customers!'>.
2.2 Theoretical Framework

2.2.1 The Theory of Reengineering
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The Theory of Reengineering, also known as Business Process Reengineering (BPR), was
propounded by Michael Hammer in the early 1990s of his seminal work on, "Reengineering
Work: Don't Automate, Obliterate" in 1990, along with the book co-authored with James
Champy!'¢. Reengineering the Corporation laid the foundation for this theory. The core idea of
BPR is to rethink and radically redesign business processes to achieve significant improvements
in critical measures of performance such as cost, quality, service, and speed. The er merged
as a response to the inefficiencies and rigidities of traditional business proceQesJ dvocating for

fundamental rethinking rather than incremental change. é

The Theory of Reengineering rests on several assumptions. Fi@it assumes that many existing
business processes are outdated and inefficient, havinggen designed for past business
environments. Secondly, it posits that dramatic i@%ements in performance can only be
achieved through radical redesign, rather t@lgh incremental changes or automation of
existing processes. Thirdly, the theory.e{& s that technological advancements, particularly in
information technology, enable the@\‘éa?on of new, more efficient processes. Lastly, it assumes
that reengineering requires @stic approach, considering all aspects of an organization,

including people, proce &d technology, to ensure alignment and integration.

.

\

Proponents of: he(ﬂbkn’y of Reengineering argue that it offers a powerful approach to achieving
breakthro@mrovements in organizational performance. It was contend that by fundamentally
rethinl&and redesigning processes, organizations can eliminate inefficiencies, reduce costs,
and enhance customer satisfaction. They argue that traditional approaches to improvement, such
as Total Quality Management (TQM), often fall short because they focus on incremental
improvements rather than addressing the root causes of inefficiencies!>’. Additionally, BPR

emphasizes the use of cross-functional teams and process-oriented thinking, which can lead to
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more innovative and effective solutions!'>®

. The theory also highlights the role of information
technology as a key enabler of process redesign, allowing organizations to leverage

technological advancements to create more streamlined and responsive processes!®.

Despite its potential benefits, the Theory of Reengineering has faced several criticisms. Critics
argue that BPR's focus on radical change can lead to significant disruption and\employee
resistance, as it often involves major shifts in roles, responsibilities, a rkflows'”,
Additionally, some critics point out that the theory's emphasis on proces&e ople can result
in neglect of the human and cultural aspects of change, which rucial for successful
implementation'®, Furthermore, BPR has been criticized for@ig failure rate, with studies
indicating that many reengineering projects do not achieve@r intended outcomes due to poor

planning, lack of management support, and i@uate consideration of organizational

dynamics'®'. ®%

The Theory of Reengineering is highl%@lt to the study of Business Process Re-engineering
(BPR), Customer Equity, and.l\@ erformance of Deposit Money Banks (DMBs) in South
West Nigeria. The theor@ks a framework for understanding how radical process redesign
can lead to signiﬁc‘a@rovemems in market performance. By applying the principles of BPR,
DMBs can id tiggaad eliminate inefficiencies in their operations, enhance service delivery, and
better meQ(bustomer needs. The theory also underscores the importance of leveraging
informéﬂﬁ technology capabilities to support process redesign, which is crucial for modern
banking operations. Moreover, the emphasis on a holistic approach aligns with the need to
consider the interplay between top management commitment, leadership, collaborative work

environment, and other factors in achieving successful BPR outcomes. Therefore, the Theory of
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Reengineering offers valuable insights and guidance for the strategic transformation of DMBs to

enhance their competitiveness and market performance.

2.2.2 Theory of Constraints (TOC) Q\

The Theory of Constraints (TOC) was developed by Eliyahu M. Goldratt in Qe%y 1980s and
is comprehensively presented in his book The Goal. TOC is a rn nt philosophy that
focuses on identifying and managing the most critical limiting to%nstraint) that hinders the
achievement of a goal. The primary objective of TOC is t(@r ve organizational performance
by systematically addressing and eliminating co tr;iﬁ ."Goldratt's theory has been widely

adopted in various industries due to its pracgin oach to problem-solving and continuous

improvement.

The Theory of Constraints operatQ%(qeveral key assumptions. Firstly, it assumes that every
system, regardless of its com@, has at least one constraint that limits its overall performance.
Secondly, it assumes Qﬂproving or eliminating this constraint will lead to significant
performance gaiéi%\fﬁ

efforts on "@'\g the constraint, rather than optimizing individual components or processes in

y, TOC posits that organizations should focus their resources and

isolatiﬁ&stly, it assumes that constraints are dynamic and can shift over time, requiring

continuous monitoring and adaptation to ensure sustained improvement!62.

Proponents of TOC argue that it offers a highly effective and straightforward methodology for
enhancing organizational performance. Proponents of the theory highlight the benefits of
focusing on constraints, as this approach ensures that efforts are directed towards the most
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impactful areas, leading to substantial improvements in throughput, efficiency, and
profitability'%. TOC's five-step process identifying the constraint, exploiting the constraint,
subordinating other processes to the constraint, elevating the constraint, and repeating the
process provides a clear and actionable framework for continuous improvement!%3. Furthermore,
the theory's emphasis on systemic thinking encourages organizations to view their operations

X

Despite its strengths, the Theory of Constraints has faced several critigiQs. itics argue that

holistically, fostering better alignment and integration of processes'®*.

TOC's focus on a single constraint may oversimplify complex %@tional dynamics and

overlook other important factors that influence performancem@dl ionally, some critics point
out that the theory may not be applicable to all types of org@zations or industries, particularly

those with highly variable or unpredictable envir@tsl%. Another criticism is that TOC

requires a significant cultural shift and @nanagement commitment, which can be

challenging to achieve in practice. Mara& the theory's success depends heavily on accurate

identification and management of @g%nts, which may not always be straightforward'®’.

The Theory of Constrai%@hly relevant to the study of Business Process Re-engineering

(BPR), Customer Ec&and Market Performance of Deposit Money Banks (DMBs) in South

N

West NigeriaqT‘ provides a valuable framework for identifying and addressing the key

bottlenec f@t

their e%ls on the most critical constraints, leading to significant improvements in operational

inder the performance of DMBs. By applying TOC principles, banks can focus

efficiency, service delivery, and customer satisfaction. Additionally, TOC's emphasis on
continuous improvement aligns well with the objectives of BPR, enabling DMBs to achieve
sustained performance gains. The theory's holistic approach also supports the integration of

various factors such as top management commitment, leadership, collaborative work
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environment, and information technology capabilities, ensuring a comprehensive and effective

strategy for enhancing market performance.

2.2.3. Complementarity Theory

Complementarity Theory emerged as a significant concept in economics and Qﬁaﬁzational
studies in the late 20th century, primarily through the works of Paul Milgro(}@ohn Roberts
in the 1990s. The theory explores how different elements of a system, business practices,
organizational structures, and technologies, can interact in ways th%ance the performance of
the entire system. When two or more components a lementary, the presence or
improvement of one component increases the effectivene@and value of the other(s). This theory
has profound implications for understanding the y within organizations and the strategic

alignment of various business processes'®, \D

)

Complementarity Theory rests on sew@key assumptions. Firstly, it assumes that organizational
components such as processes, @nologies, and strategies are interdependent. The effectiveness
of one component is ofte@uenced by the presence or quality of another, suggesting that these
elements cannot o&%red in isolation. Secondly, the theory assumes that the combination of
complementa\@ements leads to greater overall value and efficiency than the sum of individual
compo%%acting independently. Lastly, it assumes that organizations can strategically align

their resources and capabilities to maximize the benefits derived from complementarities,

thereby achieving superior performance and competitive advantage.

Proponents of Complementarity Theory argue that it provides a robust framework for

understanding and leveraging synergies within organizations. They highlight that
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complementarities can drive significant improvements in productivity, innovation, and
competitive positioning. For instance, they argue that integrating advanced information
technologies with re-engineered business processes can lead to exponential gains in efficiency
and customer satisfaction!'?. Furthermore, the theory supports the notion that well-aligned
strategies and structures can create a reinforcing loop of positive outcomes, where improvements

in one area spur enhancements in others, leading to sustainable growth and perfc@e.

Despite its strengths, Complementarity Theory has faced several criticism&&s argue that the
theory's assumptions of interdependence and synergy may not alwa true in complex, real-
world scenarios. For instance, they point out that complement@; might be difficult to identify
and quantify, making it challenging for organizations to@ctively implement the theory in
practice'®. Additionally, some critics argue that theB%on complementarities might lead to an
overemphasis on integration at the expense @ility and adaptability. Organizations might
become too rigid, failing to respond to e@l changes and innovations that do not fit within the

5
existing complementary frameworl%\

Complementarity Theor%%h}ly relevant to the study of Business Process Re-engineering
(BPR), Customer E%and Market Performance in Deposit Money Banks (DMBs) in South
West NigeriaaT \eory provides a valuable lens through which to examine the interactions
between t@anagement commitment, leadership, collaborative work environment, information
technow capabilities, and service delivery. By understanding how these elements complement
each other, DMBs can strategically align their resources and capabilities to enhance overall
market performance. For example, the integration of strong leadership with advanced IT systems
and a collaborative work environment can create a synergistic effect, driving superior customer

service and operational efficiency. Thus, Complementarity Theory offers a robust framework for
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analyzing and optimizing the various factors that contribute to the success of BPR initiatives in

the banking sector.

2.2.4 Dynamic Capabilities Theory

Dynamic Capabilities Theory was introduced by David Teece, Gary Pisano, and Q%huen in
their seminal 1997 paper, "Dynamic Capabilities and Strategic Management.@heory builds
on the resource-based view (RBV) of the firm, focusing on the abil an organization to
integrate, build, and reconfigure internal and external competenci%ddress rapidly changing
environments. Dynamic capabilities are seen as the firm’s abi achieve new and innovative
forms of competitive advantage, suggesting that the k success lies in the organization’s

capacity to adapt to and shape its environment'”". ’bb

N

The Dynamic Capabilities Theory is fog&i on several core assumptions. Firstly, it assumes
that competitive advantage arises f@\w firm’s ability to adapt, integrate, and reconfigure
internal and external resourc%\\&%capabilities in response to changing market conditions.
Secondly, the theory assﬁ%t at dynamic capabilities are rooted in the firm’s processes, which
include coordma@ung, and integration'’?. Thirdly, it posits that these capabilities are
path—depende@neaning they are shaped by the firm’s history and experiences. Finally, the
theory@es that dynamic capabilities enable firms to sense and seize opportunities, and to

reconfigure their resource base to maintain competitive advantage.

Proponents of Dynamic Capabilities Theory argue that it provides a robust framework for
understanding how firms can achieve and sustain competitive advantage in rapidly changing

environments. They emphasize that traditional sources of competitive advantage, such as scale,
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scope, and static resources, are insufficient in dynamic markets'". Instead, firms must develop
the ability to sense opportunities and threats, seize opportunities, and maintain competitiveness
through continuous renewal and transformation!!>. It was further argue that dynamic capabilities
are identifiable and can be developed through systematic processes such as R&D, strategic
alliances, and knowledge management!'®. The theory highlights the importance of&anagerial

and organizational processes in fostering innovation, adaptability, and strategic rff 1.

Despite its strengths, Dynamic Capabilities Theory has faced several Q: . Critics argue
that the concept of dynamic capabilities is too abstract and lacks definition, making it
difficult to operationalize and measure!’®. Some critics also @en that the theory does not
sufficiently explain how dynamic capabilities are dev@d and sustained over time'74,
Additionally, there are concerns that the emphasis o@mic capabilities may lead to neglect of
other important factors such as organizatio@ re, leadership, and external environmental
influences. Furthermore, critics argue s@the theory's reliance on qualitative, case-based

evidence limits its generalizability Q{e?lpirical validation'>,

Q

Dynamic Capabilities Tl@l"s\ighly relevant to the study of Business Process Re-engineering
(BPR), Customer Equityy, and Market Performance of Deposit Money Banks (DMBs) in South
West Nigeria: T&}eory provides a valuable framework for understanding how DMBs can
adapt to Q@bﬁpidly changing financial environment and customer demands. By developing
dynamic“€apabilities, such as advanced IT systems, innovative service delivery models, and
strategic alliances, DMBs can enhance their ability to respond to market changes and maintain
competitive advantage. The theory’s emphasis on continuous renewal and transformation aligns
well with the objectives of BPR, which seeks to fundamentally redesign business processes for

improved performance. Additionally, dynamic capabilities can support the integration of top
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management commitment, leadership, and collaborative work environments, contributing to

enhanced market performance and customer satisfaction.

2.2.5 Equity Theory

Equity Theory, developed by John Stacey Adams in 1963, is a psychological f@ork that
focuses on the perception of fairness in social exchanges. The theory po(ts@t individuals
assess the fairness of their relationships by comparing their input-outp@&Qs to those of others.

When they perceive inequity, it leads to feelings of distress, pro them to restore balance

either by altering their own inputs or outputs or by chan@gir perceptions!’®. The primary

assumptions of Equity Theory include: er

i.  Social Comparison: Individuals comp{% input-output ratios to those of others in

similar situations. \
°

ii.  Perception of Fairness: The@\eptmn of equity or inequity influences individuals'
motivation and behaviol‘.\AQ

iii.  Response to Ineqb@ dividuals experiencing perceived inequity will attempt to restore
balance b a@zg their inputs (e.g., effort) or outputs (e.g., rewards).

iv.  Motivatign for Equity: The motivation to maintain equitable relationships is strong and

ca@uence job satisfaction, performance, and retention.

N

Proponents argue that Equity Theory effectively explains how perceptions of fairness impact
motivation and behavior. The theory has been widely applied in organizational settings to
understand employee satisfaction, performance, and turnover. It highlights the importance of

fairness in workplace relationships and how perceived inequities can lead to decreased
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motivation and productivity!”’. The theory's emphasis on social comparisons and the subjective

nature of fairness perceptions aligns with real-world observations of human behavior.

Critics of Equity Theory argue that it may oversimplify the complexities of human motivation
and behavior. The theory assumes that individuals are primarily motivated by fairness,
neglecting other significant factors such as intrinsic motivation, personal values, &cultural
differences. Additionally, the theory's reliance on subjective perceptions of@y makes it
challenging to measure and validate empirically. Some researchers als arg,xvthat the theory

does not adequately address how individuals prioritize different type @uts and outputs!’s.

This theory is relevant to understanding the principles of Eq\@T heory as it helps companies
develop strategies to ensure that customers perceiveqé&ss in their interactions. When
customers feel that they are receiving fair value fi ’blr inputs (e.g., money, time), they are
more likely to remain loyal to a brand”%@’gctively managing perceptions of fairness,
companies can enhance customer equitg9 & verall profitability.

N\

2.3  Empirical Review Q

2.3.1 Management Co@ent and Market Performance

The purpose of e@ was to determine how Pharma International Company in Jordan's
organisationa‘érformance was affected by business process re-engineering (provide citation).
The dQ% ive analytical approach was used in the investigation. Eighty-two workers of Pharma
International Company in Jordan were chosen at random to be included in the sample. In this
study, a questionnaire was employed as a data collection tool. Rebuilding the organisational
structure dimension (3.401); dedication and backing for senior management dimension (3.402);

empowering staff dimension (3.592); and organisational culture dimension (3.559) were the
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arithmetic means for the dimensions of the study, according to the results of the study. Thus,
business process re-engineering with all of its components (rebuilding the organisational
structure, senior management dedication and support, worker empowerment, and organisational
culture) has a statistically important impact on organisational effectiveness at a significant level
(£0.05).M1,

The relationship between competitive advantage and business process reengine Q%’R) in a
recession was thoroughly investigated. Many unsettling challenges that threaten the very survival
of businesses have arisen as a result of Nigeria's economic situation. @ ade it necessary for
this study to look at the reengineering strategies that organisati ﬁd use to stay competitive
and stop the recession. In a recessed economy, the study ifically aimed to investigate the
kind of link that exists between managerial co %% and the inventive strength of the
investigated organisations. The research popul 'Gbcomprised 872 employees from SABMiller
Plc and Life Breweries Plc, with a sample size*of 274. A questionnaire was used to gather the

.

data, and Pearson's Product Momen&@elation Coefficient was used to assess the data using
correlation analysis. The resuﬂ@%ed that, with the coefficient of correlation 0f.975 and a p-
value 0f.000, managem%@ mmitment and inventive strength had a substantial positive
association. Am 'g@ recommendations made by the research was that leadership of the
targeted orga\@ions should provide an example for the change processes in order to inspire
their f@o adopt the notion?’.

The impact of business process engineering on the organisational capacities of Jordan's five-star
hotels was examined by the researchers. Data were collected using Google Forms from a
purposive sample of managers of these hotels using a questionnaire-based survey. For the aim of

testing hypotheses, structural equation modelling was carried out using IBM SPSS 24.0 and
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AMOS 23.0 software. The findings showed that administrative commitment had the least impact
on hotels' organisational capacities, whereas organisational rearrangement had the most impact,
followed by information technology and employee empowerment. Therefore, it is expected of
managers to think about how they communicate with their staff, promote teamwork and
communication, and flatten their organisational hierarchies!%,

After analysing 65 research, the study performed a meta-analysis on the relati Qi*pbetween
managerial commitment and export performance. The results demonstrateﬁaj ong positive
correlation between export success and export commitment, emphasi@ crucial function of

management commitment. Nevertheless, the study found methgodoldgical flaws in sample plans,

fieldwork protocols, and analytical techniques, as well as % of a comprehensive theoretical
framework. To close these knowledge gaps and i %Qcomprehension of the link between
management commitment and export success, furt‘% search paths were proposed!®’.

The study investigated the effects of mana §commitment to internal resources (MCIR) and
proactive market orientation (PMO) ﬂ performance in West Java, Indonesia's handicraft
sector. Utilising data from 72 @g{den‘[s and Structural Equation Modelling (SEM) based on
Partial Least Square (PLﬂbuQstudy discovered that whereas PMO and MCIR both positively
and significantly f@port success, MCIR has a greater impact. The results highlight how

crucial these glemeénts are to enhancing export success in the handicraft sectors of emerging
nation@b

They explored the influence of management commitment and partner relationship programs on
the export performance of the creative industry in West Java, Indonesia. Utilizing SEM-based
PLS and data from 72 leaders in the handicraft export industry, the study concluded that

management commitment and partner relationship programs significantly impact export
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performance. The partner relationship program mediated the relationship between management
commitment and export performance, emphasizing the greater contribution of management

commitment to export performance.

The study investigated the impact of management commitment and corporate social
responsibility (CSR) on the sustainable export performance of Ethiopian coffee companies.
Analyzing data with PLS structural equation modeling, the study revealed @Qanagement
commitment and CSR positively and significantly affect sustainable e or(pﬁtformance. The

study also highlighted that CSR partially mediates the relati@etween management
men.

commitment and sustainable export performance. Strategic re@ dations were provided to
help practitioners and decision-makers leverage manageme@ommitment and CSR to enhance

sustainable export performance!®?. e ’bQ

They examined the effect of top managemen\\@’lgitment on operational performance through
green purchasing and green productior@ices in the manufacturing industry in East Java,

Indonesia. Using partial least squa%gaysis on data from 122 companies, the study found that

N

top management comm%@ositively influences green purchasing, green production, and

operational performance. Gfeen purchasing and green production mediated the relationship
[ ]
between top ma@en commitment and operational performance, highlighting the essential

role of thes ices in enhancing operational performance'®?.

The stu\yon the impact of internal market orientation (IMO) on firm performance through
employee organizational commitment and retention in China was carried out by'®*. Using data
from 275 companies and analyzing it with structural equation modeling, the study demonstrated
that IMO positively affects corporate performance through employee organizational commitment

and retention. The study identified interdepartmental relationships, communication, and
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ownership types as moderating variables. The findings provide empirical evidence of IMO's
contribution to performance in different industries and markets, particularly in the Chinese

context.

The study investigated the relationship between top management commitment, workforce
management, and quality performance in Malaysian hospitals. Analyzing data from 438 hospital
staff using various statistical methods, the study found significant differences @chptions of
workforce management based on marital status and job position. The s dga,bo revealed that
private hospitals have better top management commitment a rkforce management
compared to public hospitals, highlighting the influence 6{0 management on quality

performance in healthcare!®>. Q

The study looked at how employee participation,&ang, and development, as well as top
management commitment, affected workemance in a developing nation's banking
industry. The study discovered that i\Qﬁ\ﬂtmen‘[ from upper management, training and
development, and staff engagem@ﬁgitively affect employee performance using structural

management commitm d training and development play a moderating role in the link

equation modelling on d% 3 bank workers. Additionally, the study emphasised how top
t

between employ. p}mm ation and performance!®S,

The studQ%Qsed top management commitment to business performance in the coffee
procesghgindustry in Guji Zone, Ethiopia. Using a mixed-method approach and analyzing data
from 345 respondents, the study found that top management commitment significantly and
positively affects business performance. The findings emphasize the critical role of management

commitment in promoting business performance in the coffee processing sector!®’.
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The study explored the impact of top management environmental commitment on supply chain
operational performance in SMEs in Ghana post-COVID-19. Using partial least squares
structural equation modeling on data from 270 SMEs, the study found that top management
environmental commitment positively influences supply chain operational performance through
internal and external green supply chain management practices. The findings underscore the

importance of environmental commitment in enhancing supply chain performaHCfQ s!88,

C

The study investigated the effect of Environmental, Social, an ance (ESG) on firm
performance in Pakistan, focusing on the moderating roles @stainability strategy and top
management commitment. Analyzing data from 255 cog@s using a two-stage least squares
estimator, the study found that ESG positively a ’bﬁrm performance, with sustainability
strategy and top management commitment m&\%’gg this relationship. The study highlights the
significance of ESG and management zo;\& ent in improving firm performance in developing
N\

economies'®. Q

The research examined %@act of top management green commitment and adaptability
culture on organi.z%&l green performance in the textile industry of Pakistan. Using
quantitative a al&{s}n data from 232 employees, the study found that top management green
commitmer%%daptability culture positively influence organizational green performance, with
green }Muct innovation mediating these relationships. The findings provide insights into the
role of management commitment and adaptability culture in boosting green performance in the

textile industry'®,

2.3.2 Leadership on Market Performance
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The study evaluated how corporate performance of deposit money banks in Rivers State was
affected by business reengineering. This study used a survey approach with a quantitative
research methodology. Ten deposit money banks that the researcher randomly selected make up
the research population. By using a questionnaire, the frame of ten (10) respondents from each
bank was examined. The relationship between the elements under consideration was tested using
the Spearman Rank Order Correlation Coefficient statistical instrument. The fin, Q&ealed a
significant and favourable relationship between deposit money banks' corpor&bjgormance and
business process re-engineering. The study concludes with a fair re@ dation that deposit
money bank executives develop new tools, associations, ideas, and attitudes in order to adjust to
the turbulent and cacophonous circumstances that dema@@tant change, which must be
achieved through the successful and fruitful reconst cpﬁ of their businesses.*.

This study examined how employees' performa a Jordanian power distribution firm was
affected by business process reengineering. T%world has seen fundamental and quick changes

.

that have an impact on many face{(%shuman life, especially in management work. These
changes have an impact on m@%al organisations' future and present new challenges in the
form of adjusting to thes@ within the business and adjusting to new ideas and perspectives.
Over the past 1 @ reengineering has attracted intriguing attention. Most businesses
worldwide implemeént certain tactics to ensure customer satisfaction through the implementation
of Re-en@ed processes. The investigation of the re-engineering process and its impact on
worker performance was the main goal of the study. The Electricity Distribution Company
personnel made up the study population. A descriptive analytical technique was employed in the

investigation. To gather the information, a questionnaire was created and disseminated. A

thorough sampling approach was employed in the study to choose the participants for the sample.
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To determine the effect of the reengineering process on employee performance, regression
analysis was employed. The study population comprised all employees of the Jordanian
Electricity Distribution Company. The study concluded that reengineering, with its dimensions
taken together, has a statistically significant impact on employees of the company at the 0.05>a)
level. Additionally, the study concluded that the four reengineering dimensions—procedures
simplification, improving services quality, process implementation, a nférmation
technology—have an impact on the company. According to the study's recomitfendations, all
departments and units experiencing performance issues should be rered in accordance
with the reengineering approach roles. This will enable fundam t@nges to be made that will
improve process efficiency and raise performance lev@ e study also suggested that
consideration should be given to the elements that w@@eengineering process successful and
suitable for the Electricity Distribution Company!

The study investigates the relationship %een organizational leadership capability and

.

organizational performance within t’{%mework of market orientation in Estonian financial
services organizations. The sﬂ{{g{compasses eight organizations, including the five largest
banks, the largest leasiﬂg@ization, and the two largest insurance companies in Estonia.
Utilizing both qu @ OLS regression analysis of customer evaluations and ranking mean
values of agg%;customer assessments and financial data, the findings reveal a significant
relatio sk@tween specific leadership capabilities and organizational performance. However,
the study's applicability is confined to the Estonian financial services sector, suggesting that

results may vary in different sectors'!.

They perform structural equation modeling on survey data from 336 SMEs in the United Arab

Emirates to examine the effects of shared leadership and market-oriented culture on firm

70



innovation capability and performance. The results indicate that shared leadership and market-
oriented culture positively impact innovation capability, which in turn enhances firm
performance. The study highlights the mediating role of market-oriented culture between TMT-
shared leadership and innovation capability, as well as the mediating role of innovation
capability between market-oriented culture and firm performance, and between Kf-shared
leadership and firm performance. This research contributes to the underst g *of how

leadership and cultural orientation drive innovation and performance in Sﬁ 192,

They explore the relationship between transformational leadershi agement innovation,
knowledge sharing, and market performance in Indonesian @umer goods companies. The
study reveals that knowledge sharing and management in@tion do not significantly impact
market performance. Furthermore, transformation% ership does not significantly affect
knowledge sharing but has a notable positi@ on management innovation. Despite these
findings, transformational leadership doe\\' significantly enhance market performance. These
results suggest that while transfo@gi?nal leadership fosters innovation, it may not directly

translate to improved mark@t@gﬁnance in this sector!®3,

They investigate ;h@act of transformational leadership on organizational performance,
motivation, a gquative work behavior in Saudi Arabia, aligning with Saudi Vision 2030.
Using datQ%n 214 respondents analyzed through PLS-SEM, the study supports hypotheses
that trMmational leadership positively influences motivation, innovative work behavior, and
organizational performance. Additionally, innovative work behavior and motivation partially
mediate the relationship between transformational leadership and organizational performance.
This underscores the importance of these mediators in enhancing organizational competitiveness
194

and aligning with national strategic goals
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The study examined the link between transformational leadership and its components—such as
inspirational communication, intellectual stimulation, and personal recognition—and their
impact on employee motivation in the tourism industry. The study highlights the role of leaders
in setting high standards, sharing a positive vision, and inspiring motivation among employees.
By instilling a sense of purpose and meaning in work, transformational leadership fosters

motivation and commitment, ultimately enhancing job satisfaction and perforzwi hin the

tourism sector!'®>. &<

The researchers analyze leadership styles and their impact on or ional performance in
Angolan companies, particularly in Benguela province. The s‘a@mploys quantitative methods,
including the multifactorial leadership questionnaire (MLQ)N6 assess managers' perceptions of
transformational, transactional, and laissez-faire B%rship styles. Findings indicate that
transformational leadership, along with ﬁ@ communication, motivation, and reward
systems, significantly influences organiz@gl performance. This research underscores the need
for modern management princip, cQ\achieving company goals and fostering employee

S

participation and growth!%¢. Q

The study explore gh& of ethical leadership in corporate sustainable development (CSD) and
firm perform. ceQEV) in Bahrain, mediated by organizational culture. Using confirmatory factor
analysis a@'uctural equation modeling on survey data from 321 firms, the study finds that
ethicaMership positively impacts CSD and FP through traits like creativity, passion, and
motivation. Innovativeness, however, negatively affects CSD and FP. The research highlights the
significance of ethical leadership in navigating firms through uncertainties and enhancing

performance'?’.
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They examine the effect of leadership, employee competence, and organizational culture on
employee performance at Bank Jatim, Jember Branch. Using multiple regression analysis on data
from 41 respondents, the study finds that both leadership and employee competence significantly

impact employee performance, whereas organizational culture does not. This suggests that while

organizational culture may not effectively contribute to enhancing employee per nce in this

context!?. &< )

The study conduct a systematic literature review to explore the i e of transformational

strong leadership and competent employees are crucial for performance, th&?xisting

leadership on employee performance. The review indicates@i transformational leadership
significantly enhances employee performance by increasinggtivation, trust, and commitment.
Employees under transformational leadership are (ﬁbﬁ ely to engage in their work, exhibit

higher task performance, and contribute to @onal progress. This review emphasizes the

importance of transformational leaders

which in turn drives organizationaléccgsl”.

2.3.3 Collaborative W% ironment on Market Performance

i fostering a productive and motivated workforce,

Using a sample @10) banks in Port Harcourt, the researchers' primary focus was on
s

analysing the&

purpose o@repor‘[ was to evaluate the banks' BPR programs for merit. The study was directed

and advantages of business process reengineering (BPR) in Nigeria. The

by one hypothesis, which states that there is no substantial difference between the costs and
advantages of BPR, and two research questions, which ask about the costs and benefits of BPR.
The outcome demonstrated that the advantages and disadvantages of BPR varied significantly
and favourably. Because the results demonstrated that the advantages outweighed the

disadvantages, it was determined that BPR is a beneficial exercise in Nigerian banks. Based on
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this, it was suggested that strategic planning, which addresses using IT as a competitive tool,
should come before business process reengineering (BPR). This would ensure that the customer
is at the centre of the re-engineering endeavour. This can be accomplished by focussing on
reengineering disjointed processes that have a detrimental effect on customer service; a
successful business recovery initiative (BPR) must make use of corporate culture, and ongoing
communication and feedback are crucial; the organization's members must pu Q%‘ne most
effort in a BPR, rather than having it driven by a group of outside consultdfits or specific
departments; a time frame of three to six months should be allocate@n&be assigned to any
BPR project to prevent the organisation from being placed in@" ," albeit this may differ
depending on the organisation?3. Q

In order to investigate how cooperative communi tip&Qfects various relational performance
measures, the researcher combined relational and’rb rce-based perspectives. The study, which
involved surveying 167 marketing exec&é‘m Taiwan's electronics sector, discovers that,

.

although partially mediating its in@ on customer-focused performance, market-relating
talents moderate the link 'b@ collaborative communication and financial success.
Interestingly, customer *@%ﬁon performance is also directly impacted by cooperative
communication. %dings offer fresh perspectives on how cooperative communication
might improv@a onship effectiveness?®.

The stud mines how business capabilities affect performance and external collaboration
while taking market instability into account as a moderating factor. The study looks at internal
capabilities (relational, informational, and innovative) and how these affect the efficacy of

cooperation. It finds that these qualities and collaboration effectiveness go hand in hand, and that

this improves market and financial success. Furthermore, the research indicates that the impacts
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of innovation and information skills on the efficiency of collaboration are moderated by market
turbulence, but relational capability consistently improves the efficacy of collaboration across a
range of market turbulence levels®’!.

Through workers' relational coordination abilities, the study examined how high-performance
work practices (HPWP) affect organisational innovativeness, with a particular emphasis on the
moderating role of environmental instability. The study indicates that HPWP posi Q&tomotes
organisational innovativeness, partially mediated by workers' relational coordifidtion abilities,
using panel data from 301 manufacturing enterprises in South Kor@&u(hermore, in highly
turbulent markets, the beneficial impact of HPWP on innovati I%ls particularly noticeable.
These results emphasise the value of relational 000@1 n and HPWP in promoting
organisational innovation, especially in unstable sit tw&@’

The study investigates the effect of innovation ¢ ity on market performance, mediated by
external collaboration, in Batam SMEs. U %structural equation modeling with partial least
squares (SEM PLS), the study ﬁnd&@bmnovation capability significantly influences market
performance through extemal'qs\&%ration. This suggests that SMEs can enhance their market
performance by focusing@%wloping their innovation capability and engaging in external
collaborations?®, ‘@

He aims to de@n understanding of the correlation among leadership, knowledge sharing, and
frugal im@’gon (FI), exploring the moderating effect of collaborative culture (CC) in the
knowledge sharing-FI relationship. Through quantitative analysis using structural equation
modeling (SEM) on data from 381 participants in 116 manufacturing and service firms, the study
finds that transformational leadership positively influences FI directly or indirectly through

knowledge sharing processes. Additionally, the study highlights the moderating role of CC in
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strengthening the impact of knowledge sharing processes on FI, suggesting that a collaborative
culture enhances firms' FI capability?*,

The study examine the relationship between Industry 4.0-enabled dynamic marketing capabilities
(IDMC), sustainable human resource management (SHRM), circular product design, and market
performance in Indian B2B manufacturing firms. Using structural equation modeling on survey
data from 424 firms, the study finds that SHRM promotes IDMC, which i Q%cilitates
circular product design and enhances market performance. The study highli@tjge importance
of IDMC and SHRM in improving market performance, especially in @&onext of Industry 4.0
and sustainability?%.

The study investigated the impact of collaborative in@g network embeddedness on
enterprise green innovation performance in the Chi e@n collaborative innovation network.
Using negative binomial regression and robustne s on Chinese green patent data, the study
finds that network embeddedness, networl&}nence, and partner diversity positively influence
green innovation performance. Stm&ﬁ?& embeddedness and relational embeddedness in the
network significantly impact i@g{lon performance, highlighting the importance of network
relationships in driving greemyihnovation?®.

The study examine significance of collaboration in the last mile parcel delivery (CEP)
market throu%l ystematic literature review. Despite potential benefits, such as improved
efficie cy@ review finds limited interest and examples of collaboration in the CEP market.

The study suggests that while collaboration seems inevitable for the future of the CEP market,

factors hindering collaboration need further investigation to promote cooperation in the field*"’.

2.3.4 Information Technology Support and BPR
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The research examined the moderating effects of Information Technology (IT) on the
relationship between bank attributes and financial performance of listed deposit money banks
(DMBs) in Nigeria. They defined bank attributes as specific internal factors affecting
profitability and performance, controllable by the board of directors and management. Using a
correlational and ex-post facto research design, the study analyzed secondary data from 15 listed
DMBs over a period of 10 years (2009-2018) through multiple panel regressi Q&Si& The
study found that asset quality and IT significantly impacted the performan@ isted DMBs,
whereas capital adequacy, management efficiency, earning ability «hquidity showed a

negative and insignificant effect. Importantly, IT significa oderated the relationship

between earnings ability and financial performance bu ot significantly enhance the

association between other bank attributes and perforswa@“.

They investigated the impact of technologic lity on the market performance of selected
DMBs in Lagos State, Nigeria. Emplo@ survey research design, data was collected from
3,098 management personnel acr%\c%re banks using a reliable questionnaire, achieving a
69.11% response rate. Descr':@and inferential analyses, conducted via SPSS, revealed that
technological capabilit &ﬁcantly influenced market performance, with notable effects on
customer satisfa@?ﬁ

t, market share, and operational efficiency. The multiple regression

analysis in@ a significant overall impact, emphasizing the critical role of technological

capabﬁi{&enhancing market performance?®.

The study explored the effects of technological innovation on the performance of Nigerian banks
through customer and employee responses. The study sampled 20 major banks and used
questionnaires distributed to employees and customers to test hypotheses regarding the

relationship between technological innovation, customer satisfaction, and employee performance.
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Chi-square analysis of the data revealed that technological innovation significantly influenced

employee performance, customer satisfaction, and overall bank profitability?!°.

The researcher studied the impact of electronic payment systems on the financial performance of
commercial banks in Nigeria. Using OLS regression on yearly data from 2009 to 2018, the study
assessed the effects of ATM, POS, mobile banking, and internet banking. The ﬁndio,g¥1dicated
mixed effects: ATM, internet banking, and mobile banking positively i financial

performance, while POS had a strongly adverse effect®!!. &

They evaluated the impact of Nigeria's cashless policy on the ﬁnar%erformance of DMBs by
analyzing data from 14 banks over six years (2012-2017) dy examined the volume of
transactions through various ICT channels (POS, NEFT , ATM, and internet banking). The
findings showed that ATM transaction Volumeﬁéfgely influenced financial performance,

while other channels (POS, internet banki}}g‘Q\IEFT, NIP) had a less significant positive
impact?!2, é;\\o

An investigation on the impac’[@arlous ICT channels on the financial performance of selected
DMBs in Nigeria over a\ée r period (2005-2019) was carried out by?!3. The study collected

data on POS, mo ﬂ@wen‘[s, ATM transactions, ROA, EPS, and ROE. The results indicated

that mobile p@ents and POS had a strong positive impact on ROE and ROA, while ATM

transa@itively influenced EPS.

On the impact of ICT innovation on the performance of 11 Nigerian DMBs over 13 years (2001-

214 Data from CBN annual factbooks and individual bank reports

2013) using OLS regression by
showed that although there was an increase in ROE, investments in e-banking services and

ATMs did not consistently improve bank performance.
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They conducted a study on the impact of computerized accounting systems on the performance
of entrepreneurs in southwestern Nigeria. Using a sample of 380 listed SMEs and analyzing data
from 301 distributed questionnaires, the study found that technological advancement

significantly enhanced business efficiency and effectiveness. The study recommended embracing

3\

The researchers explored the impact of ICT adoption on the competitive Qrmance of

computerized accounting systems for business success?!®.

Nigerian banks. Using both inferential and descriptive methodologies%gsﬁdy revealed a
positive association between ICT adoption (such as ATMs, web-ba @nsactions, and mobile
payments) and bank performance. The findings suggested @increased investment in ICT

products leads to higher profits and more efficient service d@rym.

The study examined the role of ICT tools in enh%@’bthe sustainable performance of selected
listed DMBs in Lagos State. Utilizing a crog\gtional survey research design with data from
top and middle managers of 19 quoted%?&(@ the study employed stratified random sampling to
select 510 employees. The f}n@ndicated that ICT dimensions (mobile banking, online

banking, ATMs, and ban@@)mated clearing service) significantly affected customer loyalty

and sustainable barp(@rmam:ezn.

2.3.5 Servic@ellvery and Market Performance

This Q{i/%nvestigated the effects of Business Process Re-engineering on Organizational
Productivity: A Study of Selected Banks. The research design used in the study was survey.
Male and female employees of Guaranty Trust Bank and United Bank of Africa made up the
study's population. A total of 221 employees were chosen as the sample size. The random

sampling technique was used in the investigation. The data was evaluated using the statistical
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approach of frequency description, and Pearson correlation was utilized to analyze each of the
put forth hypotheses. The study's findings showed a substantial correlation between process
modification and competitive advantage as well as a significant correlation between radical
redesign and sales growth. It was concluded that Business Process Re-engineering is the practice
of rethinking organizational processes, business structures, and related procedures in order to
ocedures are

quickly and gradually boost performance. In light of this, the research sugifth t firms
r

should work feverishly to design and implement their plans while reengine@

underway!%8, é

Using structural equation modelling (SEM), this study condu@ﬁnparative analysis of the
strategic effects of innovation protection and service custo@equity on firm performance. The
management data from the United States and Indi sed by the authors to test the model.
The results of this study showed that, in bot@les, service innovation (SI) had favourable
direct effects on FP and good indirect .e@through SCE. In the US samples, SI and SCE had
greater effects on FP. Nonetheless, e&sa\ared to the USA, India has a larger SI impact on SCE.
Additionally, moderating effe.Q& service innovation protection (SIP) were found in this study
on the relationships between 81 and FP in the Indian sample and SI and SCE in the US sample!?’
The study found (215&29 ganisational performance of Kenya's private institutions was impacted
by the provis@of customer service. The study employed a descriptive cross-sectional design
and w&@armed by the notion of the service-profit chain. The 172 respondents who attended
Kenyan private institutions were the target demographic. A stratified random selection technique
was employed to choose a sample of 124 respondents. Questionnaires were used to gather data,
and reliability was assessed using Cronbach alpha. Results of inferential and descriptive statistics

were produced quantitatively using SPSS version 23.0, and they were displayed using frequency
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tables. Improved customer service delivery dramatically boosts organisational performance in
private institutions, according to the study, which found a strong and substantial link between the
two. The study recommended that university leadership should implement customer service
delivery to achieve positive results?!®,

The study examined the effect of quality service capability on the performance of petroleum
distributing companies in Kenya. This study involved a comprehensive survey Q pétroleum
distributing firms in Kenya, using questionnaires to gather primary data. Thi fglgs indicated
that these firms widely adopted various service quality managema@a ices. However, the

study also highlighted that the biggest challenges faced in impk@ ing these practices were the

lack of visionary leadership and top management supportmg

The study examined the impact of quality service %%hty on the organizational performance
of mobile telecommunications companies i@ The study used a substantial exploration
instrument to survey 384 top-level and\Qi*dle-level managers from three Egyptian mobile
telecommunications companies. T@Ee?ﬂts indicated that quality service capability positively
impacts organizational perf;@ce. Additionally, the study found that these companies

emphasized responsiv Q reliability, and convenience in their services to enhance
220

organizational pe@ﬁ:\&)

The studQ ertook a review of the airline industry in Thailand, targeting customers'
percep%ﬁ of service failures, service recovery, and loyalty recovery. Using a quantitative
approach, the study found a correlation between post-recovery client loyalty, customer
satisfaction, and service recovery. The findings also revealed that customer service depends on
service failures or the firm’s profile, providing crucial insights for the airline industry and its

leadership on developing key service recovery structures®?!.

81



The study examined the service delivery system in light of factors such as employee happiness,
loyalty, service quality, and competency. The study found that customer satisfaction, viewed as
an intermediate variable in the service profit chain model, significantly impacts customer loyalty
and organizational performance in service delivery systems. The results also showed that
customer satisfaction and loyalty significantly influenced the success of Tehran Stoﬁxchange

S

The study looked into how service delivery affected the performance«f&lﬁra Commercial

brokers?%2.

Bank Limited. The literature review indicated that KCB's offerings enhance
organizational performance. However, the specific service del@ methods and equipment vary
among organizations. The study emphasized that evaluat@ype and level of service delivery

is crucial for improving customer satisfaction and @zaﬁonal success. It recommended that

KCB management establish systems to 3\@ ongoing service delivery and superior

organizational outcomes??>. . &
S

The researcher established the e@ performance measurement and effective communication
on service delivery. Usir@uatory research design, the study sampled 70 management staff
from a target popu}a{&)f 260. Data was gathered through semi-structured questionnaires and
analyzed usi &wiptive and inferential statistics. The findings indicated that performance
measurerr@and effective communication significantly affect service delivery, with

accourhﬂity and innovation improving project prioritization and completion?,

The study determined the influence of employee communication on organizational performance
in Kenya’s horticultural sector. The study recommended that organizations create efficient

communication strategies to ensure clients receive precise information. The findings revealed
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that effective communication substantially affects an organization’s cumulative performance,
with timely project information being crucial for enhancing citizen satisfaction in service

delivery??.

The study tested the impact of business communication on overall company performance in
Nigerian businesses. Using survey methods on 100 small and large providers and Wacturing
corporations in Lagos, the study concluded that effective business communicati@%revalent to
a reasonable extent within businesses. The findings showed that effectiwgﬂﬁunicaﬁon had a
notable effect on company performance, with timely communic y the office of the

governor and county assembly leading to citizen satisfaction2260

The research studied factors affecting the implem@@tion of suitable human resource
management in Europe. The results showed th%@fgyee performance management can be
achieved through processes such as busines&‘Q'ormance management, customer relationship
management, risk management, and && capital management. The study highlighted the
critical role of performance m.ez%%pxm in a centralized government structure, examining how

performance measuremen@s service delivery in a devolved structure of governance??’.

In assessing the e e@ss of performance contracting at the Ministry of Housing,the research
indicated tha@te execution of performance contracts positively affected the ministry's

opera@ciency, with performance contracts significantly enhancing service delivery??%.

The study determined the relationship between service delivery systems design and operational
performance of Kenyan banking entities. The study was based on unified services theory, service
strategy triad theory, and general systems theory, adopting a cross-sectional design and a census

of 42 Kenyan banks. Primary data was gathered through questionnaires administered to
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operational managers. Data analysis used descriptive statistical tools and a regression model via
SPSS. The results revealed a positive and significant interrelationship between structural
components and operational performance, infrastructural components, and integration

components, concluding that these components significantly enhance the operational

A\
S

2.3.6 Business Process Re-engineering and Customer Equity on M t Performance

performance of Kenyan banks??’.

The 2**conducted an impactful study on the assessment of Busines%ess Reengineering (BPR)
and its effects on organizational performance, specifica sing on First Bank Nigeria.
Employing a case study methodology, they analyzed ata using simple percentage and
regression analysis. Their results revealed a p()%@fband direct relationship between BPR,
service quality (SQ), and innovative and s gic change (I&SC) with the success of an
organization. This study underscores tég\%ﬁti al importance of aligning business processes with
the core needs and objectives of Q@iness for BPR to be successful. They emphasize that BPR
initiatives are most eff%@en they are closely linked to the organizational goals and
customer needs, thgr@hancing service delivery and overall performance.

The study bggiplored the critical success and failure factors of Business Process
Reengine@ in Pakistan through an explorative survey method. The study's findings
highlighted a significant shift from a product-centered approach to a customer-oriented approach
among companies. This shift necessitated a change in priorities, with companies striving to meet
customer expectations and deliver value. Habib concluded that organizational change, while
necessary, is both challenging and demanding, requiring meticulous planning from top

management. The supportive role of management emerged as a crucial factor for the successful
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implementation of BPR projects. The study emphasizes that proper planning and management
support are pivotal in navigating the complexities of organizational change and ensuring the

success of BPR initiatives.

In their study on the application of Information and Communication Technologies (ICTs) in
Business Process Reengineering in 232used an exploratory method to examine the rok&f ICT in
BPR. Their results indicated that continuous innovation in IT is vital for maingat its role in
process redesign. The study highlighted that IT's unique attributes sig ﬁ(gnyy support BPR
heuristics, making it an indispensable component of BPR initi 'é%ney concluded that
embracing changes and creativity within business processes, f: '%)y IT, is essential for the
success of BPR projects. The study recommends that b@:sses should foster a culture of

innovation and adaptability among employees to en e success rate of BPR initiatives.

The researchers conducted a study on BP \&strategic tool for managing organizational
change, focusing on a multinational cd\% y's production division in the USA. Utilizing a
survey method, they investigated t@&cgcts of BPR on the organization. Their findings revealed
that employees believed tqéaanagement commitment and support were crucial for the
successful implementation“ef BPR projects. The study concluded that BPR is a popular and
effective change Q.aé}'ge ent concept in today's business environment. They recommended that
future rese ould gather information from both employees and management or change

agents\&ain a more comprehensive understanding of BPR impacts. This approach would

provide a balanced perspective and enhance the accuracy of BPR implementation assessments?33.

The researchers analyzed the relationship between BPR and organizational resistance in Uganda
using both quantitative and qualitative methods. They employed cluster and purposive sampling

techniques to select respondents and collect data through observation. Their study showed that
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only 30.4% of BPR projects in Uganda delivered the intended usable Information Systems. They
identified several factors impacting BPR and the possible causes of its failures, including the
emotional responses of users, which ranged from acceptance to anger. The study concluded that
many organizations in Uganda need to reengineer their processes to improve efficiency. This
research highlights the significant challenges and resistance faced during BPR implementations
Y

and underscores the necessity for comprehensive strategies to manage organizatiiQ ge and

resistance.?3

The study was conducted using both theoretical framework su @ng Business Process
Reengineering (BPR) to strategize effectively for achie@% effective organisation
performance. The study highlighted that advocates of BPR@ert it as the ultimate solution for
enhancing productivity and quality while simultane%@iucing costs by prioritizing customer
needs. The research emphasized the impoﬂg&f including both managers and frontline
employees in BPR teams, ensuring .‘[k@e who execute the work are involved in the
reengineering process. Additionall &@:ommended that BPR initiatives should be owned by

the organization itself rather being driven by external consultants, to ensure genuine

commitment and alignm@% organizational goals?>.

2.4 Summary, 0@ in Literature

O

The succ ments of BPR projects and its relationship to the human-technology-organization
(HTO) paradigm are identified by these scholars based on their recent studies on BPR. Results
showed that organisational characteristics are viewed by all researchers as the primary

determinants of BPR success*. It didn't employ any other factors and instead concentrated more
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on information technology. There is a theoretical and conceptual gap because this does not fully

address all of the factors for this study.

Once more, Business Process Reengineering and Corporate Performance of Rivers State Deposit
Money Banks. The article uses work efficiency, profit for value, and return on resources as
performance measures. Results indicate that the Business Reengineering Process Q&ht work
well if the exercises on which the processes are based are tailored to the need jectives of
the company*. While the previous study examined organisational &gf it focused on
financial performance, whereas the present study examines non-fg@performance, such as

customer loyalty and satisfaction. Q

A group of researchers looked into the relationshiprbb@geen business process reengineering
resources and the performance of quoted brewi%élns in Nigeria. The results of the study
demonstrated that although human resource@e used moderately, financial and technology
resources were used appropriately. Fu@re, Nigerian brewing companies now have a high
performance rating (40 out of &% Therefore, employing Nigerian brewing companies to
evaluate theoretical studi@{\mpirical findings is the main research need that this study aims
to fill. Similarly, hpg&iness process reengineering affects organisational capacities Five Star
Hotel Evide 3g.@!ccording to the study, re-engineering business processes significantly
improves @’bmsational capabilities. As a result, Jordan's five-star hotels are looking for
innovak( ideas that can be implemented, possess cutting-edge technology used in the
hospitality sector, have fast internet, and can handle higher workloads. Both the geographical and
topic scopes are covered by the two investigations. While the present study is on banks in South

West Nigeria, the previous study was conducted in Jordan and the hotel industry.
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2.5 Conceptual Model

H6
BUSINESS PROCESS %:i%i&ANCE
RE-ENGINEERING
v v
Top Management H1 J Customer
Involvement Satisfaction
. H2

Collaborative Work >

Environment Customer Loyalty

Leadership H3 ~

Information H4

Technology ) Customer Trust

Service Delivery H5 N

CUSTOMET EQUITY

Relationship Equity

Value Equity

Brand equity

Fig 2.1: Model of Business Process Re-engineering and Market Performance
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2.6 Model Specification

The functional relationship between Business Process Re- engineering, Customer Equity
and Market Performance of Deposit Money Banks in South West Nigeria is formulated

below:
Y=f(X, Z) \
= Market Performance < 0

= (y1,y2,y3) ’\
y1l = Customer satisfactio so
y2 = Customer Loyalty

y3 = Customer TrusQ

= Business Process Re —Qgineering

Where:

= Custom ty

= (xl@ , X4, X5)
R

x1=T agement Commitment

Where:

x2 = Leadership
@ ollaborative Work Environment
x4 = Information Technology
r@ x5 = Service Delivery

6 = (z1,22,23,z4)
Where: fb
\% z1 = Relationship Equity

z2 = Value Equity
z3 = Brand Equity
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2.7 Summary of Literature

The concepts were captioned in line and within the operational coverage of the researcher.
Related theories were reviewed and the underpinning theory which encapsulates the idea of all
the variables and their relative impacts on BPR was highlighted. Having reviewed extensively
and bearing envisaged gaps, this study tends to revalidate some of the old findings and focus
more on the areas that have not been worked on in the banking sector and in Nigeriay From the

%ﬁrked in
banking in Nigeria considered one or two of the construct this current researc(l earchmg on.

reviews, most of the researchers had focused on manufacturing sector and those

Hence, that brings some form of novelty to the work
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Chapter Three
Methodology

3.0 Preamble

3.1 Research Design

The approaches, organizational frameworks, and designs of investigations for q&essing
research problems are referred to as research design!. The researcher ado tscriptive
survey research design because it gives accurate reasons for the argéristics of the
population, such as behavior, opinion, abilities and knowled articular individual
situation. Furthermore, the research endeavors to ascerta@r elucidate the correlation
between the impacts of Business Process Re—engineer'&o market performance bearing in

mind customer satisfaction, customer loyalty and %&wr trust which describe the behavior

of consumers at a given time. @
3.2 Population of the Study Eo\s&

The entire number of cases fr{a%ich a sample is taken is referred to as the population. A
collection of all object@:ts, or people who satisfy a set of requirements is known as a
population of stud ~éstomers of the six (6) deposit money institutions make up the study's
target audie% A, Zenith Bank, Access Bank, Polaris Bank, Wema Bank and Jaiz Bank)
in Sout t Nigeria and the employees of the selected banks. The choice of the banks is
validated as the leading customer-centric banks in Nigeria according Augusto & Co reports
published in www.businessday.ng. The population of the customers of these banks in Lagos,

Nigeria is infinite while that of the employees are as given in the table below:
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Table 3.1 : Number of employees of the selected banks.

S/N Bank Employees Population
Size

1

UBA 5,942
2 Zenith Bank 6,681
3 Access Bank 7,576
4 Polaris bank 4,335 Q\
5 Wema Bank 4,972

6 Jaiz Bank 846 (JQ
S

Total 30,352 O\ :

\NY4
Sources: Audited Financial Reports of the banks, 2023. Q

>

33 Sample and Sampling Techniques 6

Sampling is a statistical analysis technique i@volves selecting a preset number of
observations from a big population. T@ain sample size from an infinite population,

Cochran Z- formula as indicatci@%w: (Z-score)? x SD x (1-SD) / (margin of error)? is used

for the calculation. QQ\
Customers (@

_ (L98RBS)(E)
= SE
Thus, ple size for the customer per bank will be 384 respondents, totaling 2,304 for the

= 384.16—~384

randomly selected six (6) banks. This formula is very suitable to calculate sample size from

an infinite population.
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Employees

Taro Yamane sampling size determination formula was adopted for this study.

N
n = 1+N (e)2

Substitute N = 30,352and ¢ = 0.05:
n=(30,352 /(1 +30,352 *0.05"2)) \
n=(30,352 /(1 +75.88)) Q
n=(30,352 /76.88) (JQ
n~ 39479 &

O

= 395 respondents E

Table3.2: Sample Size of employees selected banks

S/N Bank Employees Population(\\) Sample Size
Size %Q

1 UBA 5@ 77

2 Zenith Bank @81 87

3 Access Bank * ’\\, 7,576 99

4 Polaris bank 4,335 56

&

5 Wema 1@ 4,972 65

6 Jaiz Bank 846 1
&

~Uotal 30,352 395

Sour@ted Financial Reports of the banks, 2023.
3.3.1 Sampling Techniques

Both stratified and simple random samplings are to be used in the investigation. The bank
customers are arranged based on their locations in each bank and the final samples are drawn

at random from each bank.
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34 Description of the Research Instrument(s)

To meet the study’s stated aims; the questionnaire was thoughtfully crafted and organized. It
is divided into two sections: Section A asks questions about respondents’ demographics, and
Section B asks about business process re-engineering factors and the success of the

enterprises (Customer Satisfaction, Loyalty and Trust).

A total of Sixty (67) questions were carefully crafted both for the customers an. loyees
respondents. Questions for the customers covered areas like Customer Satj @ , Loyalty
and Trust in addition to Customer Equity variables (Relationship, Val agﬁrand Equity),
while that of the employees centered on BPR variables (Top ment Commitment,
Leadership, Collaborative Work Environment, Information @ology and Service Delivery
Time). Six (6) points on the Likert scale were used to Q{@the independent and dependent
variables: Strongly Disagree (SD), Disagree (D), @ Disagree (PD), Mildly Agree (PA),
Agree (A) and Strongly Agree. (SA). Thi&@ as to be used in order to guarantee more
exact and accurate results and pré\@ spondents’ biases. The administration of the
instruments was done majorly th@h an online slot for the pilot study. Some of the sample
would be reached thro%@ medium as it will be easier for customers of the banks to

complete the questio%ir in the comfort of their homes. However, the researcher used the

]
services of rese@ssistants to physically reach the respondents that are not technologically

savvy. be

3.5 alidity of the Instruments

A study's or research's reliability is essential for reducing biases, errors, and plagiarism. The
goal of dependability is to design a study so that, if another person conducted the same

research in the same circumstances, they would also come to the same conclusions.
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Consistency is determined by the extent to which results from one test are obtained

consistently across multiple measures and the extent to which measurements are error-free®.

Content validity was used for validity of the questionnaire justified by senior academic
lecturers; friends and colleagues to reduce biases as constant criticism and monitoring of this
research work contributed to its validity. This enabled the researcher in ensuring that the
instrument covered the content area. Content validity and Cronbach's test were usec%eview
research and assess the reliability of the research, respectively. Since the ob values of

Cronbach's alpha for all variables are higher than 0.7, it can b;qudded that the

3.6 Reliability of the Instrument

questionnaire has acceptable reliability. EO

Table 3.3: Instrument Reliability Table be

Constructs le«t((v@?)v Alpha Value Number of Items
1. Top Management Commitment . &\V 4

2. Leadership ,\(—)\0.84 5

3. Collaborative Work Envil‘t)@% 0.85 4

4. Info Tech Support Q 0.86 7

5. Service Deliva@ 0.87 3

6. Market Péxfo ce 0.88 17

B@Suity 0.78 15
SourceCronbach Alpha SPSS Computation, 2024.

The results of the analysis indicate that the Cronbach’s Alpha value for top management
commitment is 0.83, 0.84 for leadership, 0.85, for Collaborative work environment, 0.86
Info Tech Support, 0.87 for service delivery, 0.88 for market performance and 0.78 for

Customer Equity. These values are high and it can be concluded that the questionnaire is
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reliable and can be used for the research work. Constant checks of this study by the project

supervisor further validate this work.
3.7  Method of Data Analysis

Data Analysis is the process of systematically applying statistical and/or logical techniques to
describe, illustrate, condense, recap and evaluate data. The researcher would make use of
descriptive and inferential statistical models. The descriptive analysis would focu aphs,
charts, tables, percentages and the likes, while the inferential model wo@ e use of
Structuring Equation Modeling (SEM) using SmartPLS to test the h eses. This assesses
the structural and measurement parts of the study and the multip es involved so as to

ease analysis and decision making. Q
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Chapter Four
Data Findings and Analysis
4.0  Introduction

This study looks at how customer equity and business process re-engineering affect the
performance of deposit money banks in South West, Nigeria. The research attempts to look at
six main goals: First, assess how top management commitment affects market performance in
South West Nigerian deposit money banks; second, ascertain the impact of | rship on
market performance in South West Nigerian deposit money banks; and tQJchrtain the
impact of a collaborative work environment on market performanc@\th West Nigerian
deposit money banks, determine how the market performance%posit money banks in
South West Nigeria is affected by information technolo ilities; assess the impact of
service delivery on market performance in South W@gerian deposit money banks; and,
lastly, assess the impact of service delivery on et performance in South West Nigerian

deposit money banks. Q:
A well constructed questionnaire sa}l

N
.$Q

especially to meet the study's goals served as the

tool for the investigation.

The survey was enter: &che survey application, and then the link was distributed to the
chosen banks' @ staff in the specified region so they could fill it out and send it in.
The evaly&éof participant responses took place after response data was gathered and
dow?ﬂ&d for additional examination. After being entered into an Excel spreadsheet, the

data was screened to make it easier to analyse using SPSS and SMARTPLS software.
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4.1 Descriptive Analysis of the Responses of the Customers

Table 4.1: Gender

Frequency Percent Valid Percent Cumulative
Percent
Valid Male 1017 45.2 45.2 45.2 \
Female 1234 54.8 54.8 100.0 Q
Total 2251 100.0 100.0 (J

The gender distribution of the survey participants used for ﬁy is shown in the result

above. According to the results, roughly 45.2% of respts were male and 54.8% were

female. This suggests that female responders to th&d@edominate.

Table 4.2: Age ®%

Frequencx_){%rcent Valid Percent ~ Cumulative
\ Percent
&

Valid  21-30 years géz( 73.5 73.5 73.5
31-40 years 4.8 4.8 78.3

41-5 & 368 16.3 16.3 94.7

5.3 5.3 100.0

\@1 2251 100.0 100.0

Regarding the respondents' age distribution, as shown in Table 2. The findings showed that
roughly 73.5% of the participants are between the ages of 21 and 30; 4.8% are between the

ages of 31 and 40; 16.3% are between the ages of 41 and 50; and the remaining respondents
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(5.3%) are older than 50. Therefore, the majority

the ages of 21 and 30.

Table 4.3: Marital Status

of respondents in the survey were between

Frequency Percent

Valid Percent Cumulative
Percent

Valid  Single 1540 68.4
Married 647 28.7
Others 64 2.8
Total 2251 100.0

68.4 68.4 \

28.7 97.2 Q
2.8 10(&(./

100.0 AO

According to Table 3 (information on respondents' marit@tus), 68.4% of respondents are

single, 28.7% are married, and the remaining resp % did not disclose their marital status

when answering the survey. As a result, the @y of respondents to the study are single.

Table 4.4: Educational Status . %
§

\
F,re%@} Percent

Valid Percent Cumulative

\\Q\ Percent
Valid ~ SSCE N240 10.7 10.7 10.7
Diplo@ 1272 56.5 56.5 67.2
Deée 344 15.3 15.3 82.5
\/&ters 363 16.1 16.1 98.6
Professional 32 1.4 1.4 100.0
Total 2251 100.0 100.0

According to the respondents' educational status (table 4.4), roughly 10.7% of the participants

held an SSCE, 56.5% held a diploma certificate, 15.3% held a degree, 16.1% held a master's

128



degree, and the rest participants confirmed that they were professionals. The survey's results
demonstrate that diploma holders predominate, a sign that many respondents are well-versed

in the topic under discussion.

Table 4.5: Most Preferred Bank

Frequency Percent Valid Percent Cumulative

Percent \

Valid UBA 631 28.0 28.0 28.(02

7.6 &3&6/
Access 371 16.5 16.5 EQ 52.1

Zenith Bank 170 7.6

Bank
Jaiz Bank 38 1.7 IQ 53.8
Polaris 63 2.8 Q& 56.6
Bank 6’6
Wema Bank 978 4&66 43.4 100.0
Total 2251 @0 100.0
SN
O
Based on the participants' fir. ce bank, as shown in Table 5. According to the results,

roughly 28% of responﬂ@%id they chose UBA, 7.6% said they liked Zenith Bank, 16.5%
said they were fdi Access Bank, 1.7% said they preferred Jaiz Bank, 2.8% said they

used Polaris@ 3.4% said they preferred Wema Bank. This demonstrated even more how

heav@a Bank clients dominate the survey.
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Table 4.6: Number of Years in the Bank

Frequency  Percent Valid Percent ~ Cumulative
Percent
Valid  1-3 Years 817 36.3 36.3 36.3
4-6 Years 747 33.2 33.2 69.5
7-10 Years 191 8.5 8.5

Above 10 Years 496 22.0 22.0 100. Q\
Total 2251 100.0 100.0 ( Q

AN

Regarding how long they had been banking with their preferr , over 36.3% of the
participants said they had been using it for one to three ye @% said they had been using
it for four to six years, 8.5% said they had been us'@\it for seven to ten years, and the

remaining 22% said they had been using it for m n& ten years.

Table 4.7: Responses on Customer Sat&\cﬁon

S/N  ITEMS SA '@:\& \PA PD D SD MEAN SD
1 I am satisfied with the bankm 495 437 328 25 158 456 1472
Service it provides 29)(22.0)(19.4)(14.6)(1.1)(7.0)

2. My choice to use this 595 674 150 72 101 4.58 1.301

was a wise one
.

3) (26.4) (29.9) (6.7) (32) (4.5)

3.l intend to centinue bank1ng606 517 292 57 107 4.54 1.353 674
this bank@ e next few (29.9) (26.8) (23.0) (13.0) (2.5) (3.2)
years

4 Iwould rather remain with this 657 434 616 226 134 184 4.311.529
bank than try a different one [ (29.2) (19.3) (27.4) (10.0) (6.0) (8.2)

am not sure of

5 I obtain the bank’s products or 623 548 528 333 59 160 438 1.448
services with ecase (27.7) (24.3) (23.5) (14.8) (2.6) (7.1)
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The participant responses on customer satisfaction are shown in Table 7, which shows that
approximately 35.9% of participants strongly agree that they are satisfied with the banking
services that their banks provide. Of those, 22% agree with the statement, 19.4% partially
agree with the statement, and 14.6% partially disagree with the statement. Furthermore,
29.3% of participants strongly agree that using their banks was a wise decision, with 26.4%

agreeing with the statement, 29.9% partially agreeing with the statement, and 6.7%$1rtially

disagreeing with the statement. QQ

with the goal of sticking with their preferred bank for the ensuing y&gffcording to the
responses, around 29.9% of the participants strongly agree with_t Qement, 268 % agree
with it, 23 % partially agree with it, and 13 0/@rtially disagree with it.
In a similar vein, 29.2% of respondents strongly co&gat they would stick with their

current bank rather than try a new one they're un%&. Additionally, 19.3% of participants

concur with the assertion. Nonetheless, @74% of participants said they partially

agreed with the statement, while 10% @ey partially disagreed.

24.3% of participants agreed Q&he statement made by 27.7% of participants, who said
they have no trouble ol@%\he bank's goods or services. In contrast, 14.8% of participants
partially disagreed the statement, while roughly 23.5% of people partially agreed with it.
The majorit&gpﬁ}icipants generally endorse the responses on customer satisfaction, and
there ar@r'bnany differences in their answers about the items used to assess customer

satis&fﬂ)n, according to the participant responses.
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Table 4.8: Responses on Customer Loyalty

S/N  ITEMS SA A PA PD D SD MEAN SD

1. I consider my bank 708 496 554 260 67 166 445 1474
as my first choiceto  (31.5) (22.0) (24.6) (11.6) (3.0) (7.4)

achieve my banking

purposes
2. I intend to continue 678 331 636 276 131 199 4.53 &
using this bank (30.1) (14.7) (28.3) (12.3) (5.8) (8.8) Q
3. I am willing to paya 766 517 498 228 96 1 &.25 1.563
higher price for the (34.0) (23.0) (22.1) (10.1) (4.3)
service rendered than
competitor’s similar Q

services Q D
4. I am not interest in 809 511 54 §69 20 102 4.67 1.333

switching to another  (35.9) (22.7) ) (12.0) (9) 4.5)

bank E—;\\'

5. I would recommend | @448 510 213 162 239 425 1.639

the banking servi%& ) (19.9) (22.7) (9.5 (7.2) (10.6)

to others

6. Imakeo@ 782 495 578 231 40 125 461 1383
oirother than (34.7) (22.0) (25.7) (10.3) (1.8) (5.6)

sa oney and

transaeti

\;gﬂng bills with banks
v

The customer loyalty responses from the participants are shown in table 8 above. It shows
that, of the participants, 31.5% strongly agree that they consider their bank to be their first
choice in order to achieve their banking purpose; similarly, 22% agree with the statement,

24.5% partially agree, and 11.6% partially disagree; additionally, 30.1% strongly agree that
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they intend to continue using their bank, with 14.7% agreeing; however, 28.3% of

participants partially agree and 12.3% partially disagree with the statement.

Comparatively, 34% of participants strongly agree—as do 23.4% of participants—that they
are willing to pay more for the services provided than rivals who offer comparable services.

On the other hand, 10.1% of participants somewhat disagreed with the statement, while

22.1% of people partially agreed. Q\
Regarding the participants' desire in moving to a different bank, 22.7% of@greed with

the statement, while 35.9% of them strongly agreed. Only 24% of re ’Sknts, however, said

they partially agreed with the statement, while 12% said th%‘\ially disagreed. This

suggests that the respondents are probably going to chang@nk they choose if necessary.

Regarding the participants' willingness to sugge% @nking services to others, roughly
30.2% and 19.9% of the participants resp %and strongly agreed with the statement.

Nonetheless, 9.5% of participants pa& isagreed with the assertion, while 22.7% of

individuals partially agreed. \(j\
[ ] Q

When asked if they do @g other than save money and pay their bills with their bank,
participants' ansvs./ers indicated that roughly 34.7% strongly agreed that they did, and another
22% agreed that s\egl performed additional things. Nonetheless, 10.3% of participants
partially ed with the assertion, while 25.7% of participants partially agreed that they

provi ditional services.

The majority of respondents are generally highly loyal to their preferred bank, according to
the average participant response on customer loyalty, which shows that participant responses

are not very varied.
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Table4.9: Responses on Trust

S/N ITEMS SA A PA PD D SD MEAN SD

1 Overall , T have 831 579 453 172 69 147 4.66 1.443
complete trust in (36.9) (25.7) (20.1) (7.6) (3.1) (6.5)
my bank

2. My savings and 423 245 465 305 206 607 336 1.838

resources are safe (18.8) (10.9)(20.7) (13.5) (9.2) (27.0)

with the bank. Q\

3. Trust has been 747 533 640 189 81 61 4.66 @
betrayed at one(33.2) (23.7) (28.4) (8.4) (3.6) (2.7 ’\
point or the other %0
in my dealings

with the bank. QQ

4. The bank is 911 553 462 190 100 481 1.327
consistentin  (40.5) (24.6) (20.5) (8.4@.) 4.4)

providing quality \Q
services. Q
° \\'

5. The bank treats 503 47 ]Q’(S?S 419 144 209 406 1.542
mein an honest(22.3)(2'0@ (22.4) (18.6) (6.4) (9.3)

way in every trar%&

6. My banl@ 609 544 313 171 159 4.17 1.459
(]

Conc§ (20.2) (27.1) (24.2) (13.9) (7.6) (7.1)
rity when

wi
\&ing transactions.
p)
v

36.9% of participants strongly agree that they have complete faith in their bank, according to
the results from Table 9 (trust), and 25.7% of participants agree with the statement. As
opposed to this, 7.6% of participants partially agreed with the statement, while 7.6%

disagreed with it. In a similar vein, 10.9% of participants likewise strongly agree—

134



that their resources and money are safe with the bank—with 18.8% of participants.
Furthermore, among the participants, 20.7% and 13.5% expressed partial agreement and

disagreement, respectively, with the statement.

In their transactions with the bank, 33.2% of respondents strongly think that trust has been
betrayed at some time, and 23.7% of respondents concur. Furthermore, respectfully speaking,
28.4% and 8.4% of the participants, respectively, partially agreed and disagree%th the
statement. Q

About 40.5% of participants firmly believed that their various banks ar@gs{ent in offering

high-quality services; 24.6% agreed with the assertion, while 20. d 8.4% respectfully

disagreed in part. Q

Of the participants, around 43.2% confirmed that t ceive honest treatment from their

bank in every transaction, with about 22.4% p@ly agreeing and only 18.6% partially
disagreeing. sg

The replies showed that, while onl o and 13.9% of participants respectively agreed and
disagreed with the statemén&oughly 47.3% of participants agreed that their bank is
concerned about Qurity whenever transactions are taking place.
Overall, the avﬁ.g:i\ﬁp ies show that respondents generally agree with trust-related notions,

with little digessity in their answers.
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Table4.10: Responses on Relationship Equity

S/N  ITEMS SA A PA PD D SD MEAN SD

1 Thavemade 523 570 568 302 54 234 4.22 1.516
some valuable (23.2) (25.3) (25.2) (13.4) (2.4) (10.4)
friends in the
course using the
banks services.

2 The helps 483 622 78 307 102 159 4.27 1.420
strengthen  (21.5) (27.6) (25.7) (13.6) (4.5) (7.1) Q\

my connections

with other customers. ( Q
3 Icanexpand my460 617 610 344 93 127 4 1.357

social network (20.4) (27.4) (27.1) (15.3) (4.1) (5.6)

through active banking %

with the bank. Q

4  Thereisclose 538 529 595 392 66 Q 431 1.383
and intensive  (23.9) (23.5) (26.4) (17.4) (2 .8)

interaction with
staff of the bank. rb

5  Thereis 604 604 512 &5 150 96 442 1.395
possibility of  (26.8) (26.8) @(12.7) (6.7) (4.3)
assistingother customers
when the need arises. \

Table 10 presents the r @ the participants about relationship equity. It shows that
around 25.3% of the ﬁants agree with the statement, with 23.2% strongly agreeing that
they estabhshe(s}e valuable friends while utilising the bank's services. It is noteworthy
that out o@aﬂicipants, 25.2% partially agreed with the statement, while 13.4% partially
disag}ﬁ&

Regarding if the bank facilitates the development of stronger relationships with other clients,
the replies show that approximately 21.5% of respondents strongly agree with the statement,

and 27.6% of participants agree with the statement. Nonetheless, the statement is partially

agreed with by 25.7% of participants and partially disagreed with by 13.6% of participants.
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Regarding the respondents' answers to the question of whether they can grow their social
network by actively banking with the bank, roughly 20.4% strongly agreed with the statement,
and 27.4% agreed that they could. On the other hand, 15.3% of participants partially
disagreed with the statement, while 27.1% of people partially agreed.
Furthermore, close and intensive engagement with bank staff is strongly agreed upon by
23.9% of participants and agreed upon by 23.5% of respondents. On the other hanc&4% of

participants and 26.4% of participants partially agreed with the statement. QQ

Finally, about the potential to help other clients when necessary, around®26.8%of participants
strongly agreed with the statement, and roughly 26.8% said that the ka help clients every
time. On the other hand, roughly 22.7% and 12.7% of pants, respectively, expressed

some degree of agreement and disagreement. Q D
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Table4.11: Responses on Valuable Equity

S/N ITEMS SA A PA PD D SD MEAN SD

1. This bank allows me 699 563 560 250 89 90 456 1.344
to increase my (31.1)(25.0) (24.9) (11.1) (4.0) (4.0)
knowledge about
their service adoption.

2. This bank assists me 756 451 517 321 103 103 4.5 &
solve problems (33.6) (20.0) (23.0) (14.3) (4.6) (4.6) Q
associated with my < )
financial needs. &

3. The bank’s image 661 504 595 358 6@ 450 1.306
of the firm is (29.4) (22.4) (26.4) (159 (3.2)
positive. Q

4. The available bank 726 519 586 677 82 61 4.60 1.295
apps make it possible  (32.3) (23.1)@ (12.3) 3.6) (2.7)
for easier purchase 5&
decision. (—)\

5. We have a very 684555 408 127 55 449 1.361

unique brand im@&@ (24.7)
compared to %
competile l;éids

(18.7) (18.1) (5.6) (2.4)

4
According,&éble 4.11's responses on valuable equity, approximately 31.1% of participants

stror%&ree that their bank enables them to learn more about their service adoption, with
25% of participants agreeing with the statement. On the other hand, 24.9% of participants
partially agree and 11.1% of participants PDI with the statement. Furthermore, 53% of
participants strongly agree that their bank helps them solve problems related to their financial

needs, with 23% and 14.3% of participants respectfully agreeing and disagreeing with the

statement.
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Regarding whether or not the bank has a positive perception of the company, 52.8% of
participants said they agreed. Nonetheless, the remark was politely partially agreed and
partially disagreed with by roughly 26.4% and 15.9% of participants, respectively.
Of the participants, roughly 55.4% agreed that the bank apps that are accessible make it

easier to make purchases, while about 26% partially agreed and 12.3% partially disagreed.

Regarding brand image, 55.1% of respondents said their bank had a distincﬁg&image
\J
compared to rival businesses; 18.7% of participants said they partially @c with the

statement, and 18.1% said they partially disagreed. /\

The majority of respondents, according to the responses, gener@gree with the items on

valued equity, with little diversity in their answers. Q

139



Table4.12: Responses on Brand Equity

S/N  ITEMS SA A PA PD D SD MEAN SD

1. Customers associate 556 540 553 435 41 126 4.341.373
themselves withour  (24.7) (24.0) (24.6) (19.3) (1.8) (5.6)
bank because it has
been tested and

trusted by them.

2. Customer’s interest 636 552 540 323 152 48 4.4@28

is given topmost (28.3) (24.5) (24.0) (14.3) (6.8) (2.1) < )
priority. 0&
3. Recommendation to 746 421 560 362 6 % 4.50 1.387

others- brand equity.  (33.1) (18.7) (24.9) (16. IQ 4.3)

4. The bank’s equity 746 421 560 % 66 96 450 1.387
ensures its (33.1) (18.7) (24 66 ) (29) @&.3)

sustainability. @
5. Employees of this @517 321 103 103 4.50 1.425

bank give prompt (&@(20 0) (23.0) (14.3) (4.6) (4.6)

service to customers. Q
\\

Table 12 presen.tg&responses regarding brand equity. Approximately 48.7% of the
participants ﬁg.aﬂ that customers associate themselves with their bank because it has been
tested a@bsted by them. Of these, 24.6% of participants partially agree with the statement,
While\MS% of participants partially disagree. Regarding the statement that customers'
interests should be given top priority, 52.8% of participants agree, while 24% of participants

partially agree. In contrast, 14.3% of participants partially disagree.

When asked if they could recommend their banks to others, 51.8% of participants said they

could, while 24.9% of them partially agreed with the statement; 16.1% of them disagreed.
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Similarly, about 33.1% and 18.7% of participants strongly agreed and agreed, respectively,
that the bank's equity ensures its sustainability, with 24.9% of participants partially agreeing

with the statement and 16.1% of participants disagreeing.

Regarding if the personnel of their courteous banks provide customers with prompt service,
roughly 53.6% of the participants strongly agreed with the statement, while 23% agreed with

it to some extent. 14.3% of participants, however, disagree with the statement in p
p p gr

The majority of participants, on average, support their respective banks @ comes to

brand equity, according to the results, with very few exceptions. 6\

4.2 Descriptive Analysis of the Responses of the Emplt@s E

Table 4.13: Gender Q
S

Frequency Percent @d Percent =~ Cumulative

P
\@ ercent

Female 247 64.7 100.0

Valid Male 135 3@ 35.3 35.3
G

. \QZ»
Total 382 100.0 100.0
A0

NJ
Figure 4.1 : B{@epresentaﬁon of Employees Gender
. y)

Frequency

Male

0 50 100 150 200 250 300
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The analysis's outcome, as shown in table 1 above, reveals that 65.7% of respondents are
female and the remaining 35.3% are male. This suggests that a large portion of female

employees participated in the survey.

Table 4.14: Respondent Status

Frequency Percent Valid Percent =~ Cumulative

Percent \
1
)
y{b

Valid  Staff 283 74.1 74.1 74
10

Manager 99 259 259

Total 382 100.0 100.0 :0
N

Table 2 indicates that, of the participants, around 74.1"/@ employees and the remaining

25.9% are managers. This suggests that employee l%&ract directly with consumers make

up the majority of respondents to the poll. \Q(b

N
Table 4.15: Age (.;\\%

0o
quﬂw Percent Valid Percent ~ Cumulative

\\Q\ Percent

Valid  21-30 Yearsy 282 73.8 73.8 73.8

314@ 100 26.2 26.2 100.0
\

o

Fig A@ar Chart Representation of Employees Age

Frequency

31-40 Years

21-30 Years

0 50 100 150 200 250 300
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Regarding the respondents' ages, roughly 73.8% fall within the 21 and 30 year age range,

with the remaining participants falling between the 31 and 40 year age range.

Table 4.16: Marital Status

Frequency Percent Valid Percent ~ Cumulative
Percent
Valid  Single 341 89.3 89.3 89.3 \
Married 41 10.7 10.7 100.0 Q

Total 382 100.0 100.0 &Q/

P

Figure 4.3 : Bar Chart Representation of Employees Mar@s

Frequency \Q
Married

Single

0 100 200 300 400

N~
In addition, 89.3% of p@lts stated they were single, and the remaining 10.7% said they
were married. :' @

Table 4.1@maﬁonal Status

o

\/YJ Frequency  Percent Valid Percent ~ Cumulative
Percent
Valid  Degree 339 88.7 88.7 88.7
Diploma 22 5.8 5.8 94.5
Professional 21 5.5 5.5 100.0
Total 382 100.0 100.0

143



Figure 4.4 : Bar Chart Representation of Employees Educational Status

Frequency

Professional
Diploma

Degree

0 100 200 300 400 \

The educational distribution of the employees who took part in the surv, @splayed in
Table 4; according to the responses, 88.7% of participants had a d@followed by 5.8%

with a diploma and 5.5% with a professional certificate. %

O

Table 4.18: How Long Have You Been Employed Q

Frequency Percent ; ?ﬁ’d Percent ~ Cumulative
\\(‘)’b Percent
Valid  1-2 Years 198 51.&\ 51.8 51.8
3-4Years 43 E_ixl% 11.3 63.1
5-6 Years 141 , A 36.9 36.9 100.0

Total 3\&5@ 100.0 100.0

Figure 4.5: a@

art representation of Duration of Employment

Frequency
5-6 Years
3-4 Years
1-2 Years
0 50 100 150 200 250

144



Regarding the length of time that the staff has been employed, as shown in Table 5, 51.8% of

the participants confirmed that they had used between one and two years, 11.3% that they had

used between three and four years, and 36.9% that they had used between five and six years.

This confirms that the bulk of the survey participants have worked there for one to two years.

Table 4.19: Which Bank Are You Currently Employed

RN

Frequency  Percent Valid Percent C@ﬂve
Q t
N,

Valid  UBA 75 19.6 19.6 \J19.6

Zenith Bank 85 22.2 22.2 41.8

Access Bank 90 23.5 23Q 65.3

Polaris Bank 56 14.6 N& 79.9

Wema Bank 65 17\(66 17.0 96.9

Jaiz Bank 11 §> 3.1 100

Total 382 5\\1 .0 100.0
A -
Figure 4.6: Name of E@r
Frequency
Jaiz Bank
Wema Bank
Polaris Bank
Access Bank
Zenith Bank
UBA
0 20 60 80 100
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According to table 6's study of the several banks the employees work for, 19.6% of them are
from UBA, 22.2% are from Zenith Bank, 23.5% are from Access Bank, 14.6% are from

Polaris Bank, 17% are from Wema Bank, and 3.1% are from Jaiz Bank.

Table 4.20: When Last Did Your Bank Engage In BPR

Frequency Percent Valid Percent Cumulative
Percent
Valid  1-2 Years 245 64.1 64.1 64.1 Q‘X
3-4 Years 137 35.9 35.9 10Q/O
Total 382 100.0 100.0 ’\
AN

Q$

Figure 4.7: The last time your bank engaged in BPRQ :
« N

Frequency
3-4 Years
1-2 Years
0 50 100 150 200 250 300
\NY4

When asked ogddug ago your bank had engaged in business re-engineering, 64.1% of

respond@rbaid it had been between one and two years, while the remaining 35.9% said it

had beeh between three and four years.
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Table 4.21: Responses on Top Management Commitment

S/N  ITEMS SA A PA PD D SD MEAN SD

L. Top Management 183 40 107 37 15 4.891.221
has the customers’ 47.9) (10.5) (28.0) (9.7 (3.9

needs at heart.

2. Management make 161 22 87 39 52 21 662
decisions and (42.1) (5.8) (22.8) (10.2) (13.6) (5.5

allocate resources ( Q
for quality &
improvement efforts. $< )

3. Management have a 150 34 59 4.12 1.895
clear knowledge (39.3) (8.9) (15.4) (16. S)Q (19.6)

about the current

situation of the gb
organization. @

4. Management 203 42\' 66 37 15 19 4.85 1.491

frequently (53.1)\%) (17.3) (9.7) (3.9) (5.0)
Q

communicates with
employees in order. Q\
to motivate the Q
movementsa trol

the BPR@nd users.

Table 8 @nts the results of the respondents' answers on top management commitment. It
indi&%( that approximately 58.4% of the respondents confirmed that their top management
prioritizes the demands of their customers, with roughly 28% somewhat agreeing and 9.7%

partially disagreeing with the statement.

Similarly, although 22.8% of respondents somewhat agreed with the statement and roughly
10.2% partially disagreed, 47.9% of respondents believed that management makes decisions

and allocates resources for quality improvement.
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Furthermore, roughly 8.9% of participants also strongly agreed with the statement that
management has clear awareness of the organization's current position, which is supported by
about 39.3% of participants. Nonetheless, 16.8% of participants partially disagreed with the
statement, while 15.4% of  participants partially agreed  with it.
Last but not least, 11% of participants and 53.1% of participants STAd that management
speaks with staff members frequently to regulate the BPR team and users and to i&pire the

movement. Nonetheless, 9.7% of individuals partially disagreed with the @)n, while

,\(,

As evidenced by their comments, the majority of participan lly agree with the

17.3% of participants partially agreed.

management commitment items. Q

Q

Table 4.22: Responses on Information Technology Q

SN ITEMS SA 1})\ PD D SD MEAN SD
1 The IT infrastructure 168 ZN 4.48 1.680
(i.e., mobile app, (44.0)(5.5) (31 Z& (13.1)
ATM and POS)
introduced by the bank is rekﬁ@
2 Personal computers 1 §8 109 36 15 4.90 1.226

and multimedia(49.2 (28.5) (9.4) (3.9)
communication@
work outside the
while still R%llows us
to con ct the office
ém my bank has169 61 102 28 22 4.86 1.226
@ tomated method (44.2) (16.0) (26.7) (7.3) (5.8)
predlctmg cash
4 The IT in my bank hasa 127 55 104 81 154.48 1.347
requirementsin the ATM (33.2) (14.4) (27.2) (21.2) (3.9)
channel technology-
basedmodel that can

approve,decline or refer
customer’s requests(i.e., refund, loans)

5 Customer’s request for168 42 84 56 16 16 4.63 1471
refund is automated their (44.0) (11.0) (22.0) (14.7) (4.2) (4.2)
to be credited to account
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on the same business day.

6 Loan acquisition is 120 60 79 43 22 58 410 1.767
made easy through (31.4) (15.7) (20.7) (11.3) (5.8) (15.2)
technique their online loan processing

7 Theuse of [Tinmy 60 42 117 82 23 58 3.63  1.560
bank has enabled us (15.7) (11.0) (30.6) (21.5) (6.0) (15.2)
that create new products and

serviceswere not available before BPR
4

N
Q
The result from table 4.9 indicates the responses on information technol ygue analysis
revealed that about 44% and 5.5% of the participants strongly agree& agree that the IT
infrastructure introduced by the bank is reliable while 31.7% lly agree with the
statement and 5.8% partially disagree with the statement. Ip.addition, about 58.1% of the

participants affirmed that personal computers and multin@ munication systems makes
it possible to for staff to work remotely with 28.5% of @p

the statement. 6’6

Similarly, 44.2% and 16% of the partici@ firmed that the IT in their bank has an

icipants partially agreeing with

automated method of predicting cash\&' irements in the ATM channel. Also, 26.7% and

7.3% of the participants partia@é?ee with 7.3% of them partially disagree with the

statement. QQ\A

About 47.6% of t p&icipants affirmed that the IT section in their bank has a technology-
based modekth n approve, decline or refer customer’s request, however, about 27.2% of

the paﬂ@ts partially agree with the statement while 21.2% partially disagree with the

state%ﬂ.

On whether customer’s request for refund system which is automated, make it possible for
their respective account to be credited same day; about 55% of the participants agreed with
the statement while 22% partially agree with the statement and about 14.7% partially disagree

with the statement.
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The responses on whether loan acquisition is made easy through their online loan processing
technique indicates that about 31.4% of the participants strongly agree and 15.7% agree with
the statement while 20.7% of the participants partially agree with 11.3% partially disagree

with the statement.

The responses on whether the use of IT in their respective bank has enabled them to create
new products and services that were not available before BPR shows that about 15«& the
participants strongly agree with the statement while 11% agree with the stat E owever

about 30.6% partially agree with 21.5% partially disagree with the stat ent

In all, the responses as indicated in table 9 suggests that all the @pants are in agreement

with the questions as indicated in the table on informatio ogy with slight variations in

their responses.
2

Table 4.23: Responses on Collaborative “@Avironment

S/N  ITEMS SA A A P PD D SD MEAN SD

—

\o
Employees interact 82 6? g3 42 94 163.87 1.578
in a Friendlymanner (2 7 0) (21.7) (11.0) (24.6) 4.2)

with each Other °©

Co-employem \26 59 63 68 36 30 421 1.642

confidence i 33.0) (15.4) (16.5) (17.8) (94) (7.9
trust eac&r

3 sm@blems 166 102 6 52 443 1.504
aﬁeam isa (166)(26.7) (162) (13.6)

alway at my
e

[\

workplace
4\/ Employees go the 166 37 84 38 57 4.57 1.488
extra mile to assist customers.

The result of the findings on table 10 on collaborative work environment indicates that about
21.5% of the participants strongly agree that employees interact in a friendly manner with

each other with 17% of the participants agreeing with the statement likewise. However,
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about 21.7% of the participants partially agree with the statement while 11% partially agree

with the statement.

In addition, about 33% of the participants strongly agree that co-employees have confidence
in and trust each other which 15.4% of the participants also agree with. However, 16.5% and

17.8% of the participants partially agree and partially disagree with the statement.

On whether solving problem as a team is a normal way at their workplace; Q’%& the
participants strongly agree with the statement while 26.7% of the particip ts@tially agree

with the statement. However, about 16.2% of the participants pa@\disagree with the

statement. %

On whether the employees go the extra mile to assist c@ners; 43.5% of the participant
strongly agree that they do with about 9.7% of t ipants agreeing with the statement.

However, about 22% of the participants pa@@ree with the statement with9.9% partially

disagree with it. . %
S

In general, the overall respons@hows that the participants are in support of all items

measuring the collabore%c@k environment in their respective banks with slight variations

in their responses. 5\%

Table 4.24: Ee&ﬁses on Leadership

S/N %@s SA A PA PD D SD  MEAN SD
\
1\/ The leaders present 148 59 66 43 52 144.43 1.584

feedback to the (38.7) (15.4) (17.3) (11.3) (13.6) (3.7)
employees in a manner
that gives room for improvement

2 Management drives 104 84 99 17 23 55 417 1.694
change by sharing the (27.2) (22.0) (25.9) (4.5) (6.0) 144

vision and goals

3 Management set up 124 62 108 30 584.28 1.684
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easy and effective (32.5) (16.2) (28.3) (7.9) (15.2)
communication channels
with the employees

4 Management provide 126 39 129 30 58 438 1.403
encouragement and (33.0) (10.2) (33.8) (7.9) (15.2)
support to employees
when they are faced with difficult tasks

5 Management is 146 1 111 81 43 4.33 1.446
involved in (38.2) (3) (29.1) (21.2) (11.3)

otential and personal growth

discussing the employee’s Q\
N4

The responses leadership shows that about 38.7% of the participants.Stfengly agree that the
leaders present feedback to the employees in a manner that giveﬁ or improvement with
15.4% of the participants in agreement with the statement er,11.3% and 13.6% of the

participants partially agree and partially disagree with L@ta ement.

On whether management drives change by, s ﬁhe vision and goals of the bank; about
27.2% of the respondents strongly a r@h the statement with 22% agreeing with the
statement. However, about 25 .9%@.5% of the participants partially agree and partially

disagree with the statement. ® \AQ

In addition, about 32.%‘}?3 the participants strongly agree that the management set up easy
ic

and effective c@

also agree@ Similarly, 28.3% of the participants partially agree with the statement while

7.9%5@%1@ disagree with the statement.

On whether the management provides encouragement and support to employees when they

tion channels with the employees in which 16.2% of the participants

are faced with difficult tasks; 33% and 10.2% of the participants strongly agree and agree
respectfully with the statement, however, 33.8% of the participants partially agree while 7.9%

partially disagree with the statement.
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On whether the management is involved in discussing the employee’s potential and personal
growth; about 11.3% of the respondent disagree with the statement while 21.2% of the
participant partially disagree with the statement, similarly 29.1% and 0.3% of the participant
partially agree and agree with the statement while 38.2% participant strongly agreed with

statement made by the management.
Strongly Disagree is STDI, Disagree is DI, Partially Disagree is PDI, Partially Agree is PA%gree is

O

AG, Strongly agree is STA

Table 4.25: Responses on Service Delivery Time, ’\

SN ITEMS SA A PA PD D MEAN SD

1. There is reduction of delays 144 51 42 67 60 \16 4.26 1.668
Inserving customer (37.7) (13.4)(11.0) (17.5) (16.&1.2)

2. The decision-making process125 64 98 ﬁb 20 452 1.271

for banking products/service (32.7) (16.8) (25.7E .6) (5.2)

and the period taken to deliver

the product/service is fast X @

3. The cycle time to serve al23 %’\(9 74 85 14 22434 1494

customer is shortened & (16.8) (19.4) (22.3) (3.7 (5.8)

.

The responses of@rticipants on service delivery time shows that about 51% of the
participants g@gtee that there is reduction of delays in service of customers in their respective
banks %11% of the participants partially agree with the statement. However, about
17.5Nially disagree with the statement.

Similarly, it was observed that about 49.5% of the participants affirmed that the decision-
making process for banking products/service and the period to deliver the product/service is
fast though about 25.7% of the respondents partially agree with the statement. In the contrary,
about 19.6% of the participants partially disagree with the statement.
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Lastly, about 49% of the participants affirmed that the cycle time to serve a customer is
shortened with about 19.4% of the participants partially agree with the statement. However,
22.3% of the participants partially disagree with the statement.

In general, the responses shows that majority of the participants are in support of the items

used in the questionnaire with little variations in their responses.

4.3 Test of Hypotheses

The hypotheses for the study were done using structural equation model. The hQ\wses to

be tested are as stated below: ( Q
4.3.1 Hypothesis One 6\

Hypothesis One: Top management commitment has no@ ificant effect on market
performance of deposit money banks in South West Nige@

>

1. Reflective Measurement Model Assessment

(&

The reflective measurement model was usm@assess the factor loading of top management
involvement and market performa;q rket performance is classified into customer
satisfaction, customer loyalty Q@stomer trust. A total of four (4) items was used in the
study to assess the fac%@ng of the top management involvement and seventeen (17)
items was used fps&(et performance. The analysis shows that the loading were between
0.50 and 0. ,&hle items below 0.60 were removed from the analysis'. Thus CL5, CS2,

CSs, fr%@arket performance construct was removed from the model because it was less

than%ﬁ.
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Table 4.26: Factor Loading of Top Management Involvement and Market Performance

To

Customer Customer Customer Market Managemerf‘)[

Loyalty Trust  satisfaction  Performance Involvement
CL1 0.932 0.915
CL2 0.947 0.936
CL3 0.746 0.696
CL4 0.937 0.847
CL6 0.948 0.935
CSl1 0.910 0.878
CS3 0.906 0.859
CS4 0911 0.878
CS6 0.756 0.757
CT1 0.787 0.743
CT2 0.871 0.852
CT3 0.872 0.827
CT4 0.867 0.847
CT5 0.851 0.843

TMII 0.793

T™I2 0.882

™3 0.894

T™I4 0.870
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Table 4.27 Composite Reliability (CR), Average Variance Extracted (AVE) and
Discriminant Validity (Fornell-Lacker Criterion)

Top
Customer Market  Manageme
Custome Custome satisfactio Performanc nt
r Loyalty r Trust n e Invovement
AVE CR
0.95
Customer Loyalty 0.820 3 0.905
0.90
Customer Trust 0.723 6 0.914 0.850 Q\
Customer 0.91 Q
satisfaction 0.763 1 0.896 0.869 0.873 ’\(/
0.96 0
Market Performance  0.730 8 0.971 0.972 0.94% 0.854
Top Management 0.88 Q
Involvement 0.741 6 0.900 0.988 Q.849 0.955 0.861
The composite reliability was examined to e items for top management and market

performance are similar. Values from. 0. 5.90 is good, but values from 0.95 and above is
considered problematic. This Val®e between 0.70 and 0.90, which shows that the
composite reliability is ade@%r the study. The average variance extract (AVE) was
assessed to explain h@%h of the indicator variance can be explained by the latent
variable. From %@;is, all the variables are above 0.50, which is the acceptable threshold
for the mod@hls indicates that the AVE for the study is adequate. Discriminant validity
was %%’g using the Fornell-Lacker criterion, cross-loading and heterotrait-monotrait
(HTMT) ratio. The Fornell-Lacker criterion explains that the square root of the construct
AVE should be greater than its correlation with other variables. However, not all the AVE are
all greater than other inter-construct correlation, thus, this study assessed the cross-loading

for discriminant validity as Fornell-Larcker Criterion fails to do so? (see Table xxx). Cross
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loading items are higher than the items in the row and column of the table, which support

discriminant validity (see Table xxx).

Table 4.28: Cross Loading for Discriminant Validity for Top management commitment
and on market performance of deposit money banks in South West Nigeria.

Customer Customer Customer Market Managem-lt-;i
Loyalty Trust satisfaction Performance Involvement
cL1 0.860 0.846 0.915 0.845 \
cL2 0.884 0.867 0.936 0.874
cL3 0.673 0.543 0.696 0.665
CL4 0.834 0.841 0.888 0.824
CL6 0.866 0.911 0.935 0.846
cs1 0.836 0.814 - ~0.878 0.795
Cs3 0.822 0.786 ~0.859 0.763
cs4 0.812 0.814 0.878 0.786
CT1 0.724 0.757 0.793
cT2 0.792 0.852 0.882
T3 0.764 0.827 0.894
CT4 0.814 0.847 0.870
CTs 0.788 0.843 0.758
T™I1 0.724 0.787 0.647 0.757
T™I2 0.792 0.871 0.800 0.852
T™I3 0.764 0.872 0.738 0.827
T™I4 0.814 0.867 0.731 0.847

157



Table 4.29: Discriminant Validity (Heterotriat-Monotriat-HTMT)

CONFIDENCE INTERVAL
Market
Performance 2.5% 97.5%
Top Management Involvement 0.985 0.978 0.992

The discriminant validity test using the Heterotrait-Monotrait (HTMT) method shows a high
correlation of 0.985 between Market Performance and Top Management Involvement, indicating a
strong relationship between the two constructs. The confidence interval, ranging from 0.992,
does not include 1.0, suggesting that the constructs are statistically distinct @ their high

correlation. While discriminant validity is technically achieved, the closeneA{the HTMT value to

1.0 suggests that the two constructs are similar. %

II. Structural Model Assessment QQ
Table 4.30: Collinearity Statistic (VIF)
VIF Valu
Customer Loyalty i@}
Customer Trust }6 -
Customer satisfaction E—;\\' 193

Market Performance A
Top Management Involve \
”‘\ 2.154
N\
N4

2.765

.
The sub-variab fasma ket performance tested for collinearity include customer satisfaction,
customer @y and customer trust. The result revealed that sub-variables of market
perf(}q%e are between 2.1 and 2.7, which are less than 3.3. This indicates that VIF values
are within the threshold value. It also implies that there are no collinearity issues between the

construct and are free from common method bias.
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Market Performance ->
Customer Loyalty

Market Performance ->
Customer Trust

Market Performance ->
Customer satisfaction

Top Management
Invovement -> Customer
Loyalty

Top Management
Invovement -> Customer
Trust

Top Management
Invovement -> Customer
satisfaction

Top Management
Invovement -> Market

Performance
H1

Path Standard P-

Coefficient Deviation T-Value Value Decision
0.971 0.001 819.911 0.000
0.972 0.002 601.100 0.000
0.940 0.003 355.926 0.000 \
0.927 0.003 319.39&@0
0.928 0.004@45908 0.000
0.898

b’&m 223.749  0.000
®%
&

Supported

0.002  406.563 0.000

R? Q\0.911

R? Adjusted

& Y

0.911
10.298

0.081

W

The F? result indicates that the relationship between top management involvement and market

performance (10.298) is high. This implies that the effect size of top management

involvement on market performance is high. The coefficient of determinant (R?) is assessed

to measure the level of variance of market performance as explained by top management

involvement. The analysis revealed that the R? for book value of asset is small at R?>= 0.911,
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which implies that 91.1% variance of market performance is explained by top management

involvement.
Tl c2 c13 cTa crs
o7s7 0871 0872 0867 445
0.944 c
T™IT 0.972 Customer Trust 0332,/' 2
0793
T™I2 : o3
0882 0 — N oo1
N = 0. > 0.971
™2 L4
0870
o Top 9 Market Performance 0.940 Customer Loyalty CLs

0910 goos oo 076

LA

€51 €53 54 C56

Figure 4.8: PLS Algorithm Model @/]anagement Involvement and Market
Performance \

.\
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Figure 4.9: Bootstrapping Model of the P-value Top Management Involvement and
Market Performance
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Figure 4.10: Bootstrapping Model of the ’bTop Management Involvement and
Market Performance

The direct effect of path coefﬁcieéfo:%ad T-value for the overall construct include; top
management involvement apd @ket performance (B= 0.955, t= 406.563, P-value= 0.00).
This implies that to%@gement involvement has a significant effect on market
performance. The i{&:t effect of path coefficient and T-value for the relationship between
top managelg('mﬁ\olvement and customer loyalty is (B= 0.927, t= 319.398, P-value= 0.00),
top mar@ent involvement and customer trust (f=0.928, t=249.908, P-value= 0.00), top
man%ent involvement and customer loyalty ($=0.898, t= 223.749, P-value= 0.00). This
analysis shows that customer trust has the highest contributing factor to explaining the impact
of market performance on top management involvement. The result further revealed that an
increase in top management involvement will increase market performance by 0.002 standard
deviation. The SRMR for the model is 0.081, which is within the acceptable threshold, thus,

the model is considered a good fit.
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The result shows that the t-value = 406.563 is more than 1.96 and its significant level, p=
0.00 is less than 0.05. this implies that the null, which states that top management
involvement does not have a significant effect on market performance is rejected. Therefore,
alternative hypothesis which states that top management involvement does have a significant

effect on market performance is accepted.

4.3.2 Hypothesis Two \

Hypothesis 2: Leadership has no significant influence on market perfor of deposit

III. Reflective Measurement Model Assessment Q s

IV. Reflective Measurement Model Assessment Q

money banks in South West Nigeria.

The reflective measurement model was used to %gb%e factor loading of leadership and
market performance. Market performance,@ ified into customer satisfaction, customer
loyalty and customer trust. A total of.fa&) items was used in the study to assess the factor
loading of the leadership and se@ (17) items was used for market performance. The
analysis shows that the loa @ere between 0.50 and 0.90, but the items below 0.60 were

removed from the a § . Thus CLS5, CT2, CT5, from market performance construct was

removed from @

\?:b

Table 4.31: Factor Loading of Leadership and Market Performance

because it was less than 0.60.

Customer Customer Customer Market
Loyalty Trust  satisfaction  Performance Leadership
CL1 0.932 0.915
CL2 0.947 0.936
CL3 0.746 0.696
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CL4

CL6

CSl1

CS3

CS4

CS6

CTl1

CT2

CT3

CT4

CT5

L1

L2

L3

L4

L5

L6

0.937

0.948

0.787

0.871

0.872

0.867

0.851

0.910

0.906

0.911

0.756

0.847

0.935

0.878

0.859

0.878

0.757

0.743

0.852

0.827

0.847

0.843

0.801

0.796

0.828

0.844

0.824

0.874

g\

Table 4.32 m® Reliability (CR), Average Variance Extracted (AVE) and
ity (Fornell-Lacker Criterion)

Discrimina%}

Customer Customer Customer Market
Loyalty Trust satisfaction  Leadership Performance
\ S AVE CR
Customerfoyalty 0.820 0.954 0.905
Customer Trust 0.723 0.906 0.914 0.850
Customer
satisfaction 0.763 0.911 0.896 0.869 0.873
Leadership 0.689 0.929 0.854 0.811 0.871 0.830
Market Performance 0.730 0.969 0.971 0.971 0.942 0.863 0.854
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The composite reliability was examined to ensure the items for leadership and market
performance are similar. Values from 0.70 to 0.90 is good, but values from 0.95 and above is
considered problematic. These values are between 0.70 and 0.90, which shows that the
composite reliability is adequate for the study. The average variance extract (AVE) was
assessed to explain how much of the indicator variance can be explained b latent
variable. From the analysis, all the variables are above 0.50, which is the acc é"hreshold
for the model. This indicates that the AVE for the study is adequate. anant validity
was assessed using the Fornell-Lacker criterion, cross-loadi eterotra1t-monotrait
(HTMT) ratio. The Fornell-Lacker criterion explains that @quare root of the construct
AVE should be greater than its correlation with other V@&. However, not all the AVE are
all greater than other inter-construct correlation, @his study assessed the cross-loading

for discriminant validity as Fornell- Larck ion fails to do so? (see Table xxx). Cross

loading items are higher than the 1ta% he row and column of the table, which support

\"J

Table 4.33: Cross Loa@ Discriminant Validity

discriminant validity.

Market
Customer Customer Customer

Loyalty Trust satisfaction Leadership Performance

CL1 0.932 0.860 0.846 0.915 0.843
CL2 0.947 0.884 0.867 0.936 0.843
CL3 0.746 0.673 0.543 0.696 0.829
CL4 0.937 0.834 0.841 0.888 0.829
CL6 0.948 0.866 0.911 0.935 0.525
cs1 0.836 0.814 0.910 0.878 0.525
Cs3 0.822 0.786 0.906 0.859 0.808
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Cs4 0.812 0.814 0.878 0.884
CT1 0.724 0.647 0.757 0.884
CT2 0.792 0.800 0.852 0.826
CT3 0.764 0.738 0.827 0.826
CT4 0.814 0.731 0.847 0.883
CT5 0.788 0.769 0.843 0.883

L1 0.703 0.627 0.721 @
L2 0.642 0.572 0.645 0 7
L3 0.640 0.615 0.690 &QJ 0.658
L4 0.712 0.707 0.731 0.728
L5 0.666 0.622 0.687 0.670
L6 0.812 0.769 0.797 0.814

&b

AN
\\J CONFIDENCE INTERVAL

. rket
,B,Sh%nance 2.5% 97.5%

Leadership &0\')‘
‘Q'_ .985 0.978 0.992
The table presents t fidence interval for the effect of Leadership on Market

Performance. T @inant validity test using the Heterotrait-Monotrait (HTMT) method shows
a high corr%)n of 0.985 between Market Performance and leadership, indicating a strong
relations@fatween the two constructs. The confidence interval, ranging from 0.978 to 0.992, does
not iMe 1.0, suggesting that the constructs are statistically distinct despite their high correlation.
While discriminant validity is technically achieved, the closeness of the HTMT value to 1.0 suggests

that the two constructs are similar.

V. Structural Model Assessment

VIF Values
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Customer Loyalty

2.454
Customer Trust 2.657
Customer satisfaction 2.193
Market Performance 2.765
Leadership 2.615

The sub-variable for market performance tested for collinearity include customerq“é@ction,
customer loyalty and customer trust. The result revealed that sub-vau of market
performance are between 2.1 and 2.7, which are less than 3.3. This indicates that VIF values
are within the threshold value. It also implies that there are no c@ y issues between the

construct and are free from common method bias. QQ

Table 4. 34: Leadership and market performan e@osit money banks in South
West Nigeria %\
\J

Path \ tandard P-
Coefficient “ Deviation T-Value Value Decision

Customer Loyalty 971 0.001  830.920  0.000

Market Performance -> ° ‘\'
\c}.\\
Market Performance ->° \A%

Customer Trust Q

Market Perfo e->
Customer (.i;%l 0.942 0.003 372.611 0.000

0.971 0.002 562.467  0.000

Leaders@—> Customer
Loy. lfb 0.838 0.005 166.619 0.000
mﬁership -> Customer
Trust 0.838 0.005 153.594 0.000

Leadership -> Customer
satisfaction 0.813 0.006 143.487  0.000

Leadership -> Market

Performance 0.863 0.005 174.736  0.000 Supported
H1
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R? 0.745

R? Adjusted 0.745
2.915
F2
0.071
SRMR
The

F? result indicates that the relationship between leadership and market p@mance

(2.915) is high. This implies that the effect size of leadership on market perfo@e is high.

The coefficient of determinant (R?) is assessed to measure the level Qgﬁfﬁce of market

performance as explained by leadership. The analysis revealed tha @(2 for book value of

asset is small at R= 0.745, which implies that 91.1% Va of market performance is

explained by leadership.
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Figure 4.11: PLS Algorithm Model of Leadership and Market Performance
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Figure 4.12: Bootstrapping Model of the P-value Leaders@ni Market Performance
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Figure 4.13: Bootstrapping Model of the T-value Leadership and Market Performance
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Figure 4.14: Bootstrapping Model of the F-value Leaders@ni Market Performance
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The direct effect of path coefﬁcien{& -value for the overall construct include; leadership
and market performance (= @tZ 174.736, P-value= 0.00). This implies that leadership

has a significant effect@(et performance. The indirect effect of path coefficient and T-

value for the relg:@kf between leadership and customer loyalty is (B= 0.838, t= 166.619,

P-value= O&

leadershi %d customer satisfaction (f=0.813, t= 143.487, P-value= 0.00). This analysis

adership and customer trust (B=0.838, t=153.594, P-value= 0.00),

shovmat customer trust has the highest contributing factor to explaining the impact of
market performance on leadership. The result further revealed that an increase in leadership
will increase market performance by 0.001 standard deviation. The SRMR for the model is

0.071, which is within the acceptable threshold, thus, the model is considered a good fit.
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The result shows that the t-value = 174.736 is more than 1.96 and its significant level, p=
0.00 is less than 0.05. this implies that the null, which states that leadership does not have a
significant effect on market performance is rejected. Therefore, alternative hypothesis which

states that leadership does have a significant effect on market performance is accepted.

4.3.3 Hypothesis Three

Ho3: Collaborative work environment has no significant influence on market Q&mance

of deposit money banks in South West Nigeria. ( Q

VI. Reflective Measurement Model Assessment 6\

The reflective measurement model was used to assess the@o loading of collaborative
work environment and market performance. Market pert@nce is classified into customer
satisfaction, customer loyalty and customer trust.é’@%of four (4) items was used in the
study to assess the factor loading of the Q@(ative work environment involvement and
seventeen (17) items was used for m.a@erformance. The analysis shows that the loading
was between 0.50 and 0.90, but the(gaxls below 0.60 were removed from the analysis'. Thus

CLS5, CT2, CT5, from mark. gformance construct was removed from the model because it

was less than 0.60. @
Table 4.35; ctor Loading of Collaborative Work Environment and Market

Performan(}\

Collaborative
Work
Customer Customer Customer Market

Loyalty Trust  satisfaction  Performance Environment
CL1 0.932 0915
CL2 0.947 0.936
CL3 0.746 0.696
CL4 0.937 0.847
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CL6

CSl1

CS3

CS4

CS6

CTl1

CT2

CT3

CT4

CT5

cw2

cw3

cw4

CW5

0.948

0.787

0.871

0.872

0.867

0.851

0.910

0.906

0.911

0.756

0.935

0.878

0.859

0.878

0.757

0.743

0.852

0.827

0.847

0.843

0.883

0.887

0.804

0.817

Table 4.36 Composite

S

N

N

acker Criterion)

.t%lity (CR), Average Variance Extracted (AVE) and
Discriminant Validity (Foraell-L

D Collaborative
N 5\' Work
\ Customer  Customer Customer Market
(_/ Environment Loyalty Trust satisfaction  Performance
A AVE CR
Collaborativ
Environ@ 0.720 0.892 0.849
Customer Loyalty 0.819 0.954 0.869 0.905
Customer Trust 0.723 0.906 0.832 0.914 0.850
Customer
satisfaction 0.763 0.911 0.973 0.896 0.869 0.873
Market Performance  0.730 0.969 0.906 0.971 0.970 0.943 0.854
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The composite reliability was examined to ensure the items for collaborative work
environment and market performance are similar. Values from 0.70 to 0.90 is good, but
values from 0.95 and above is considered problematic. This value is between 0.70 and 0.90,
which shows that the composite reliability is adequate for the study. The average variance
extract (AVE) was assessed to explain how much of the indicator variance can be explained
by the latent variable. From the analysis, all the variables are above 0.50, wlﬁ&is the
acceptable threshold for the model. This indicates that the AVE for the stu adequate.
Discriminant validity was assessed using the Fornell-Lacker criterion, G\Oj' oading and
heterotrait-monotrait (HTMT) ratio. The Fornell-Lacker criterio s that the square
root of the construct AVE should be greater than its C6$ with other variables.
However, not all the AVE are all greater than other ir@onstruct correlation, thus, this
study assessed the cross-loading for discriminant l@s Fornell-Larcker Criterion fails to

do so?. Cross loading items are higher th ems in the row and column of the table,

which support discriminant validity. ’\%\
N

Collaborative

Work Market
Customer Customer Customer

Loyalty Trust satisfaction Environment Performance

cL1 0.932 0.860 0.846 0.915 0.843
cL2 0.947 0.884 0.867 0.936 0.843
cL3 0746 0.673 0.543 0.696 0.829
s 0.937 0.834 0.841 0.888 0.829
CL6 0.948 0.866 0.911 0.935 0.525
cs1 0.836 0.814 0.910 0.878 0.525
Ccs3 0.822 0.786 0.906 0.859 0.808
cs4 0.812 0.814 0.911 0.878 0.884
cT1 0.724 0.787 0.647 0.757 0.884
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cT2 0.792 0.800 0.852 0.826
T3 0.764 0.738 0.827 0.826
CT4 0.814 - 0.731 0.847 0.883
cT5 0.788 - 0.769 0.843 0.883
W2 0.724 0.787 0.647 0.887
cws3 0.792 0.871 0.800 0.887

cw4 0.764 0.872 0.738

CWS5 0.814 0.867 0.731

(0{3;§K

CONF INTERVAL
Market

Performance 97.5%

Collaborative Work Environment

0.985 0.992
0

The discriminant validity test using the H @Monotralt (HTMT) method shows a high

correlation of 0.985 between Market Per,f ce and Collaborative work environment, indicating

a strong relationship between the tw&calstructs The confidence interval, ranging from 0.978 to

0.992, does not include 1.0, s @ng that the constructs are statistically distinct despite their high
tva

correlation. While discri lidity is technically achieved, the closeness of the HTMT value to

1.0 suggests that C\Q@?nstructs are similar.
VII. Structur@del Assessment

Tabl\u7 Collinearity Statistic (VIF)

VIF Values
Customer Loyalty 2.454
Customer Trust 2.657
Customer satisfaction 2.193
Market Performance 2.765
Collaborative Work Environment 2.514
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The sub-variable for market performance tested for collinearity include customer satisfaction,

customer loyalty and customer trust. The result revealed that sub-variables of market

performance are between 2.1 and 2.7, which are less than 3.3. This indicates that VIF values

are within the threshold value. It also implies that there are no collinearity issues between the

construct and are free from common method bias.

Table 4.38: Collaborative work environment and market performance of

banks in South West Nigeria.

Path Standard
Coefficient Deviation

S\

psit money

Market Performance ->
Customer Loyalty 0.970

Market Performance ->

iy

0%020.230 0.000

Customer Trust 0.971 E@OZ 551.961

Market Performance ->
Customer satisfaction

0.9\Q
Collaborative Work ’@
Environment -> Customer ,\(')

Loyalty . Q 0.879
Q

Collaborative Work Q
Environment-> Custc@

Trust ,\' 0.879
[ ]

Collabor. ti&v}k

Environ -> Customer

satisaation 0.854
N

Collaborative Work
Environment -> Market

Performance 0.906
H1
R? 0.820
R? Adjusted 0.820
4.562
F2

174

0.002

0.004

0.004

0.005

0.004

382.938

222.745

206.904

157.675

253.195

0.000

0.000

0.000

0.000

0.000

0.000

; Value Decision
N

Supported



0.084
SRMR

The F? result indicates that the relationship between collaborative work environment and
market performance (4.562) is high. This implies that the effect size of collaborative work
environment on market performance is high. The coefficient of determinant (R?) is assessed

to measure the level of variance of market performance as explained by collabor&owork

environment. The analysis revealed that the R? for book value of asset is high 2=40.820,
which implies that 82.0% variance of market performance is explained by ¢o6l ative work
environment.
i Customer Trust
*
0.804
W w0m7y
- .._0.383/ 0.906
0.887
%Ilahomti\fe Work Environment Market Performance
CW3

L Customer satisfaction

/ 0.906

£51 091

0.756

€53
c54

Figure 4.15: PLS Algorithm Model of Collaborative work environment and Market
Performance
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Figure 4.16: Bootstrapping Model of the P-value Collab work environment and
Market Performance
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Figure 4.17: Bootstrapping Model of the F-value Collaborative work environment and
Market Performance
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The direct effect of path coefficient and T-value for the overall construct include;
collaborative work environment and market performance (B= 0.906, t= 253.195, P-value=
0.00). This implies that collaborative work environment has a significant effect on market
performance. The indirect effect of path coefficient and T-value for the relationship between
collaborative work environment and customer loyalty is (B= 0.879, t= 222.745, P-value= 0.00),
collaborative work environment and customer trust (=0.879, t= 206.904, P-valug= 0.00),
collaborative work environment and customer satisfaction (=0.854, t= 15 P-value=
0.00). This analysis shows that customer trust has the highest (&&ujng factor to

explaining the impact of market performance on collaborative wo 'ronment. The result

further revealed that an increase in collaborative work enyirgnment will increase market

performance by 0.004 standard deviation. The SRMR for@nodel is 0.084, which is within

the acceptable threshold, thus, the model is consid%%%od fit.

The result shows that the t-value = 253.195\@6 than 1.96 and its significant level, p=0.00
is less than 0.05. this implies that thé hich states that collaborative work environment
does not have a significant effe@s market performance is rejected. Therefore, alternative

N

hypothesis which states@@aborative work environment does have a significant effect on
cc

market performanc’e&

43.4 Hyp gﬂsﬁ«‘our

H04:\j& is no significant effect of information technology capabilities on market

pted.

performance of deposit money banks in South West Nigeria.

Reflective Measurement Model Assessment

The reflective measurement model was used to assess the factor loading of information
technology capabilities and market performance. Market performance is classified into

customer satisfaction, customer loyalty and customer trust. A total of four (4) items was used
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in the study to assess the factor loading of the information technology capabilities and

seventeen (17) items was used for market performance. The analysis shows that the loading

were between 0.50 and 0.90, but the items below 0.60 were removed from the analysis!. Thus

CL5, CT2, CT5, from market performance construct was removed from the model because it

was less than 0.60.

Table 4.39: Factor Loading of Information Technology Capabilities an%arket

Performance
M\

Information

Customer Customer Customer Market  Technology

Loyalty Trust  satisfaction  Performance  Capabilities
CL1 0.932 0.915
CL2 0.947 0.936
CL3 0.746 0.696
CL4 0.937 0.847
CL6 0.948 0.935
CSl1 0.910 0.878
CS3 0.906 0.859
CS4 0911 0.878
CS6 0.756 0.757
CT1 0.787 0.743
CT2 0.871 0.852
CT3 0.872 0.827
CT4 0.867 0.847
CT5 0.851 0.843

IT1 0.883

T2 0.849

IT3 0.922
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T4

IT5

IT7

IT8

0.943

0.720

0.923

0.952

Table 4.40: Composite Reliability (CR), Average Variance Extracted (AVE) and
Discriminant Validity (Fornell-Lacker Criterion)

-,

Customer Customer Customer Market
Loyalty Trust satisfaction Leall Performance
AVE CR (
Customer Loyalty 0.820 0.953 0.905 ,\\J
Customer Trust 0.723 0.906 0.914 0.850 EQ
Customer Q
satisfaction 0.763 0.911 0.896 O.SGQ 0.873
Information Q
Technology E’b
Capabilities 0.788 0.960 0.990 (b .933 0.923 0.888
Market Performance 0.730 0.969 0.984 0.854

0\@ 0.971 0.941

The composite reliability W@ mined to ensure the items for information technology

capabilities and marketﬁ@&mnce are similar. Values from 0.70 to 0.90 is good, but values

from 0.95 and b@onsidered problematic. This value are between 0.70 and 0.90, which

shows that %composite reliability is adequate for the study. The average variance extract

(AVE) @’QSsessed to explain how much of the indicator variance can be explained by the

latent variable. From the analysis, all the variables are above 0.50, which is the acceptable

threshold for the model. This indicates that the AVE for the study is adequate. Discriminant

validity was assessed using the Fornell-Lacker criterion, cross-loading and heterotrait-
monotrait (HTMT) ratio. The Fornell-Lacker criterion explains that the square root of the

construct AVE should be greater than its correlation with other variables. However, not all

179



the AVE are all greater than other inter-construct correlation, thus, this study assessed the
cross-loading for discriminant validity as Fornell-Larcker Criterion fails to do so®. Cross
loading items are higher than the items in the row and column of the table, which support

discriminant validity.

Table 4.41: Cross Loading for Discriminant Validity

Information
Technology Market
Customer Customer Customer

Loyalty Trust satisfaction Capabilities Performance

CL1 0.860 0.846 0.915 0.843
CL2 0.884 0.867 0.936 0.843
CL3 0.673 0.543 0.696 0.829
CL4 0.834 0.841 0.888 0.829
CL6 0.866 0.911 0.935 0.525
Cs1 0.836 0.814 0.878 0.525
Cs3 0.822 0.786 0.859 0.808
Cs4 0.812 0.814 0.878 0.884
CT1 0.724 0.757 0.884
CT2 0.792 0.852 0.826
CT3 0.764 0.827 0.826
CT4 0.814 0.847 0.883
CT5 0.788 0.843 0.883
IT1 0.788 0.844
IT2 0.932 0.915
IT3 0.947 0.936
IT4 0.745 0.696
IT5 0.937 0.889
IT7 0.948 0.935
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CONFIDENCE INTERVAL

Market
Performance 2.5% 97.5%
Collaborative Work Environment
0.985 0.978 0.992

The discriminant validity test using the Heterotrait-Monotrait (HTMT) method shows a high
correlation of 0.985 between Market Performance and information technology cg&ilities,
indicating a strong relationship between the two constructs. The confidence inte ing from
0.978 to 0.992, does not include 1.0, suggesting that the constructs are stati icgapﬂistinct despite

their high correlation. While discriminant validity is technically achieveg @oseness of the HTMT

value to 1.0 suggests that the two constructs are similar. Q

VIII. Structural Model Assessment Q

>

Table 4.42: Collinearity Statistic (VIF)
x&‘éues

Customer Loyalty %1!1

Customer Trust §\\' 657

Customer satisfaction \
R\

A 2.193
Market Performance Q\
2.765
Information Technologyicapabilities 2.775
R :

Y
The sub-v% for market performance tested for collinearity include customer satisfaction,
cust ezfoyalty and customer trust. The result revealed that sub-variables of market
performance are between 2.1 and 2.7, which are less than 3.3. This indicates that VIF values
are within the threshold value. It also implies that there are no collinearity issues between the

construct and are free from common method bias.
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Table 4.43: Information Technology Capabilities And Market Performance Of Deposit
Money Banks In South West Nigeria

Path Standard P-
Coefficient Deviation T-Value Value Decision
Market Performance ->
Customer Loyalty 0.971 0.001 848.177 0.000
Market Performance ->
Customer Trust 0.971 0.002 566.231 0.000 \

Market Performance ->

Customer satisfaction 0.943 0.003 363.148
Information Technology /\

Capabilities -> Customer
Loyalty 0.956 0.002 0.000

Information Technology

Capabilities -> Customer Q

Trust 0.956 QQ 468.516 0.000
Information Technology b:

Capabilities -> Customer \Q
satisfaction 0. 9)\ 0.003 314.927 0.000

Information Technology @

Capabilities -> Market

Supported
Performance QQ 0.984 0.001 1347.463 0.000

H1

@ 0.969
R2 Adj &J 0.969

é) 4.562
F o0

g g ’ 0.076

The F? result indicates that the relationship between information technology capabilities and
market performance (4.298) is high. This implies that the effect size of information

technology capabilities on market performance is high. The coefficient of determinant (R?) is
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assessed to measure the level of variance of market performance as explained by information
technology capabilities. The analysis revealed that the R? for book value of asset is small at
R?>= 0.969, which implies that 96.9% variance of market performance is explained by

information technology capabilities.

Customer Trust

0.906
51 0911

C)ﬂéﬂer satisfaction 0736

€56

€53
C54

O

Performance

Figure 4.18: PLS Alg(%@del of information technology capabilities and Market
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Figure 4.20: Bootstrapping Model of the F-value information technology capabilities
and Market Performance
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The direct effect of path coefficient and T-value for the overall construct include; information
technology capabilities and market performance (= 0.984, t= 1347.463, P-value= 0.00). This
implies that information technology capabilities has a significant effect on market
performance. The indirect effect of path coefficient and T-value for the relationship between
information technology capabilities and customer loyalty is (= 0.956, t= 539.188, P-value=
0.00), information technology capabilities and customer trust (3=0.956, t=468.516, P-value=
0.00), information technology capabilities and customer loyalty ($=0.926, —Q4.927, P-
value= 0.00). This analysis shows that customer trust has the highest n&b)tmg factor to
explaining the impact of market performance on information te @; capabilities. The
result further revealed that an increase in information tech apabilities will increase
market performance by 0.001 standard deviation. The SR@or the model is 0.076, which is

within the acceptable threshold, thus, the model is idered a good fit.

The result shows that the t-value = 1347.4@“0re than 1.96 and its significant level, p=
0.00 is less than 0.05. this implies t null, which states that information technology

capabilities does not have a sign@&nt effect on market performance is rejected. Therefore,

alternative hypothesis %i@tates that information technology capabilities does have a
rke

significant effect 0151&
eSis Five

4.3.5 Hyp%gl?l?

performance is accepted.

HOS:\/QJ/Qe delivery time has no significant effect on market performance of deposit

money banks in South West Nigeria.

Hypothesis five: Service delivery time has no significant effect on market performance of
deposit money banks in South West Nigeria.
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Reflective Measurement Model Assessment

The reflective measurement model was used to assess the factor loading of Service delivery
time and market performance. Market performance is classified into customer satisfaction,
customer loyalty and customer trust. A total of four (4) items was used in the study to assess
the factor loading of the service delivery time and seventeen (17) items was used for market
performance. The analysis shows that the loading were between 0.50 and 0.90, but the items

below 0.60 were removed from the analysis!. Thus CL5, CT2, CT5, from, market

performance construct was removed from the model because it was less than 0.60:

Table 4.44: Factor Loading of Service delivery time and Market Performance

Service

Customer Customer Customer Market Delivery

Loyalty Trust satisfaction  Performance Time
CL1 0.932 0915
CL2 0.947 0.936
CL3 0.746 0.696
CL4 0.937 0.847
CL6 0.948 0.935
51 0.910 0.878
CS3 0.906 0.859
€54 0.911 0.878
€56 0.756 0.757
CTl 0.787 0.743
CT2 0.871 0.852
CT3 0.872 0.827
CT4 0.867 0.847
CT5 0.851 0.843

- 0.924
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B26 0.935

B27 0.934

Table 4.45: Composite Reliability (CR), Average Variance Extracted (AVE) and
Discriminant Validity (Fornell-Lacker Criterion)

Customer Customer Customer Market

Loyalty Trust satisfaction Leadership Performance

AVE CR

Customer Loyalty 0.819 0.954 0.905

Customer Trust 0.723 0.906 0.914 0.850 ( Q
Customer &

satisfaction 0.763 0.911 0.896 0.869

Market Performance 0.730 0.969 0.971 0.971 QO. 42 0.854
Service Delivery Q

Time 0.867 0.927 0.853 0.890 0.871

6’6

The composite reliability was examlnedﬁtn nsure the items for service delivery timeand

market performance are similar. V@.

above is considered problemabQ is value are between 0.70 and 0.90, which shows that the

0.70 to 0.90 is good, but values from 0.95 and

composite reliability 1&@%&&6 for the study. The average variance extract (AVE) was
assessed to ex a much of the indicator variance can be explained by the latent
variable. Fro &nalysm all the variables are above 0.50, which is the acceptable threshold
for the @@I This indicates that the AVE for the study is adequate. Discriminant validity
was assessed using the Fornell-Lacker criterion, cross-loading and heterotrait-monotrait
(HTMT) ratio. The Fornell-Lacker criterion explains that the square root of the construct
AVE should be greater than its correlation with other variables. However, not all the AVE are

all greater than other inter-construct correlation, thus, this study assessed the cross-loading
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for discriminant validity as Fornell-Larcker Criterion fails to do so?. Cross loading items are

higher than the items in the row and column of the table, which support discriminant validity.

Market
Customer Customer Customer Service Delivery T
Loyalty Trust satisfaction Performance ime
cL1 0.860 0.846 0.915 0.843
CL2 0.884 0.867 0.936 0.843
CL3 0.673 0.543 0.696 0.829
CL4 0.834 0.841 0.888 0.829
CL6 0.866 0.911 0.935 0.525
Cs1 0.836 0.814 0.878 0.525
CS3 0.822 0.786 0.859 0.808
Cs4 0.812 0.814 0.878 0.884
CT1 0.724 0.757 0.884
CT2 0.792 0.852 0.826
CT3 0.764 0.827 0.826
CT4 0.814 0.847 0.883
CT5 0.788 0.843 0.883
B25 0.745 0.702 0.824 0.771
B26 0.762 0.752 0.795 0.786
B27 0.866 0.820 0.862 0.869

Table 4.46: Discriminant Validity (Heterotriat-Monotriat-HTMT)

Collaborative Work Environment

CONFIDENCE INTERVAL
Market
Performance 2.5% 97.5%
0.985 0.978 0.992
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The discriminant validity test using the Heterotrait-Monotrait (HTMT) method shows a high
correlation of 0.985 between Market Performance and Service delivery time, indicating a strong

relationship between the two constructs. The confidence interval, ranging from 0.978 to 0.992, does
not include 1.0, suggesting that the constructs are statistically distinct despite their high correlation.

While discriminant validity is technically achieved, the closeness of the HTMT value to 1.0 suggests

Table 4.47: Collinearity Statistic (VIF) < ,:

VIF Values ’\
Customer Loyalty 2.454 EO
Customer Trust 2.657

Customer satisfaction 2.193 Q

Market Performance

that the two constructs are similar.

IX. Structural Model Assessment

2.765
Service Delivery Time 6(6
RSO

Q)

The sub-variable for market perfon&g@x tested for collinearity include customer satisfaction,
customer loyalty and cust('»@%ust. The result revealed that sub-variables of market
performance are betweé@ and 2.7, which are less than 3.3. This indicates that VIF values
are within the t @value. It also implies that there are no collinearity issues between the

construct anée free from common method bias.

Tabk& Service Delivery time and Market Performance of Deposit Money Banks in
South West Nigeria

Path Standard P-
Coefficient Deviation T-Value Value Decision
Market Performance ->
Customer Loyalty 0.971 0.001 824.109 0.000
0.971 0.002 559.498 0.000

Market Performance ->
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H1

Customer Trust

Market Performance ->
Customer satisfaction 0.942 0.002 377.507 0.000

Service Delivery Time ->
Customer Loyalty 0.845 0.006 143.227 0.000

Service Delivery Time ->
Customer Trust 0.845 0.006 132.116 0.000

Service Delivery Time ->

Customer satisfaction 0.821 0.007  124.282 0.0fQ\

Service Delivery Time ->

Market Performance 0.871 0.006 %@ 0.000 Supported

R? 0.759
R? Adjusted 0.759
3.142

Q
F >
0.073 ,bb

N\

g_;\&x
The F? result indicates tha.t &@g‘}aﬁonship between Service delivery time and market
performance (3.142) is high.\lhis implies that the effect size of Service delivery time on
market performar.lvs&lig . The coefficient of determinant (R?) is assessed to measure the
level of Varig&)j\narket performance as explained by Service delivery time. The analysis

revealed t
QJ‘Z}

VariMf market performance is explained by Service delivery time.

e R? for book value of asset is small at R?>= 0.759, which implies that 75.9%
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Figure 4.21: PLS Algorithm Model of Service delivery@)d Market Performance
cr2 cr3 cT4
\ '\ / o
[ 0.872 (0.000)  0.867 (0.000) /
'\ oeri(poog e il
0.851 (0.000) Skt
0.787 (0.000) /
o2
0.932 (0.000)
Customer Trust e
s 0.971 (0.000) 0947 {0.000}/
0.924 (0.000) 0.745 (0.000)
B26 0935 (0.000) 0.871 (0.000) o
2y I
0.934 (0.000) 0.971 (0.000) 0.937 (0.000)
B27 ; : 5
Service Delivery Time Market Performance 0.942 (0.000) 0,948 (0.000)

ga1i000 Customer satisfaction 0.756 (0.000)

0.906 (0.000)
st (0.000) 0911 (0.000)

C56

C54

Figure 4.22: Bootstrapping Model of the P-value Service delivery time and Market
Performance
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Figure 4.23: Bootstrapping Model of the F-Valu@%e delivery time and Market
Performance ’b

The direct effect of path coefficient and T-wakae for the overall construct include; Service
delivery time and market performarég\ 0.871, t= 151.358, P-value= 0.00). This implies
that Service delivery time has @ﬁicant effect on market performance. The indirect effect
of path coefficient an@ue for the relationship between Service delivery time and
customer loyalty js@.%& t=562.467, P-value= 0.00), Service delivery time and customer
trust (B=0. 5,(‘3132.116, P-value= 0.00), Service delivery time and customer loyalty
(BZO.SZ@%M.ZSZ , P-value= 0.00). This analysis shows that customer trust has the highest
contn%ﬁng factor to explaining the impact of market performance on Service delivery time.
The result further revealed that an increase in Service delivery time will increase market
performance by 0.002 standard deviation. The SRMR for the model is 0.073, which is within

the acceptable threshold, thus, the model is considered a good fit.
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The result shows that the t-value = 151.358 is more than 1.96 and its significant level, p= 0.00
is less than 0.05. this implies that the null, which states that Service delivery time does not
have a significant effect on market performance is rejected. Therefore, alternative hypothesis
which states that Service delivery time does have a significant effect on market performance

is accepted.

4.3.6 Hypothesis 6 Q\

1. Ho6: Customer Equity does not moderate the effect of Busi@ocess Re-

engineering on market performance of deposit money banks i@(h West Nigeria.

To identify the constructs that are important to the study, facto%ing analysis was done
prior to calculating the coefficient of Structural Equatio ing (SEM) for the variables
under investigation. Consequently, all questions in @dy that had factor loadings lower
than 0.6 were eliminated. By ensuring that o nificant and trustworthy indicators are
utilised to derive SEM coefficients, this t &%m enhances the validity and accuracy of the
model. &

The table below provides a dewglon of the factor loading report. For ease of identification,

questions with factor 10@655 than 0.6 have been underlined in red ink.

x@@
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Table 4.49: Factor loading of moderating effect of customers equity and market

performance

H4

Path
Standard P-
Coefficient Deviation T-Value Value Decision
Business Process Re-
engineering -> \
Collaborative Work Q
Environment 0.939 0.003 290.588 (@

Business Process Re-
engineering -> Information

«C

Technology 0.967 0.001 7 0.000

Business Process Re- Q

engineering -> Leadership 0.947 0.(@ 43.808 0.000

Business Process Re- (bQ

engineering -> Service b

Delivery 0.93&Q 0.003 332.941 0.000

Business Process Re- \

engineering -> Top ¢ 5\'

Management Invovement \(‘}.910 0.005 201.811 0.000
2

Business Process Re- Q

engineering -> Markat

Performance(.’\\, 1.533 0.011 138.885 0.000

Cust quity -> Market

Pe ance -0.574 0.012 49.724 0.000

Customer Equity x Business

Process Re-engineering ->

Market Performance 0.005 0.002 2.692  0.007 Supported

R? 0.982

R? Adjusted 0.982
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F? 9.766

SRMR 0.082

Sources: Researcher’s output, 2024.

The F? result indicates that the Customer Equity as a moderating effect of BusQ&rocess
Re-engineering on market performance (9.766) is high. This implies that@JQect size of
Customer Equity as a moderating effect of Business Process R@&eering on market
performance is high. The coefficient of determinant (R?) is asse@o measure the level of
variance of market performance as explained by Custo y as a moderating effect of
Business Process Re-engineering. The analysis revea}s t the R? for book value of asset is
small at R?>= 0.982, which implies that 98.2% vari of market performance is explained by
Customer Equity as a moderating effect o I%;ess Process Re-engineering.
N
N
&
&
Figure 4.24: PLS Alg@\ﬁodel of Customer Equity moderate effect of
B
)
C
O
O
\/Q/
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Figure 4.25: Bootstrapping Model of the P-value Customer Equity moderate effect of
Business Process Re-engineering and Market Performance

The direct effect of path coefficient and T-value for the overall construct include; Customer

Equity as a moderating effect of Business Process Re-engineering and market performance
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(B= 0.002, t= 2.692, P-value= 0.007). This implies that Customer Equity as a moderating
effect of Business Process Re-engineering has a significant effect on market performance.
The indirect effect of path coefficient and T-value for the relationship between Customer
Equity as a moderating effect of Business Process Re-engineering and Collaborative Work
Environmen is (B= 0.939, t= 290.588, P-value= 0.00), Customer Equity as a moderating effect
of Business Process Re-engineering and information technology ($=0.967, t= 7&64, P-
value= 0.00), Customer Equity as a moderating effect of Business Process Regefigineering

and leadership (=0.947, t=443.808 , P-value= 0.00). This analysis shows\that information

technology has the highest contributing factor to explain impact of market
e

performance on Customer Equity as a moderating effect of Process Re-engineering.
The result further revealed that an increase in Custome@uity as a moderating effect of

Business Process Re-engineering will increase t performance by 0.002 standard

deviation. The SRMR for the model is 0.0\%@ is within the acceptable threshold, thus,

the model is considered a good fit. . ’&

The result shows that the t-value (?2 is more than 1.96 and its significant level, p= 0.00 is
less than 0.05. this impli Q{\A»he null, which states that Customer Equity does not moderate
the effect of Buf,in s§ Process Re-engineering on market performance of deposit money
banks in South\West Nigeria is rejected. Therefore, alternative hypothesis which states that

Customer y does moderate the effect of Business Process Re-engineering on market

perfo}nyﬂce of deposit money banks in South West Nigeria is accepted.
4.4 Discussion of Findings

Objective One: To examine the effect of top management commitment on market

performance in deposit money banks in South West Nigeria.
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The analysis reveals that top management involvement has a significant and positive impact
on market performance, with a path coefficient of 0.955 and a t-value of 406.563 (p=0.00).
Additionally, top management involvement significantly affects customer loyalty (=0.927,
t=319.398, p=0.00) and customer trust (f=0.928, t=249.908, p=0.00). Customer trust is the
most significant factor in explaining the relationship between market performance and top
management involvement. The model, with an SRMR of 0.081, fits well, and the results
indicate that increased top management involvement boosts market perforr@T e null
hypothesis is rejected, affirming the alternative hypothesis that top man e&ey involvement
significantly influences market performance. The study was in ta ’iﬂ'th the work of !!
who posited that business process re-engineering with all ofs éponents (rebuilding the
organisational structure, senior management dedication upport, worker empowerment,
and organisational culture) has a statistically impo a%?pact on organisational effectiveness
at a significant level. More the work of 37fi from the result as the result affirms that,
with the coefficient of correlation of.?@ p-value 0f.000, management commitment and
inventive strength had a substanﬁ{(—’\sitive association. Among other recommendations

made by the research was ﬂ@eadership of the targeted organisations should provide an

example for the change}@%es in order to inspire their followers to adopt the notion®’.

Objective qu{: %&ﬁetermine the influence of leadership on market performance in

deposit anks in South West Nigeria.

The }ﬁ«%tural equation model (SEM) analysis reveals that leadership has a strong and
significant positive influence on the market performance of deposit money banks in South
West Nigeria, with a path coefficient of 0.863 and a p-value of 0.000. This finding
contradicts the hypothesis that leadership has no significant effect on market performance.
The high coefficient indicates that effective leadership practices, such as strategic decision-
making and management efficiency, substantially improve market performance. The p-value
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confirms the statistical significance of this relationship, highlighting leadership as a key
determinant of profitability and market success. Consequently, the null hypothesis is rejected,

affirming that leadership is crucial for the banks' market performance.

The findings from the study augur well with the findings of the results of *4 whose study
evaluated how corporate performance of deposit money banks in Rivers State was affected by
business reengineering. The findings revealed a significant and favourable rd{onship
between deposit money banks' corporate performance and business proces ~ ineering.
The study concludes with a fair recommendation that deposit money b QUVGS develop
new tools, associations, ideas, and attitudes in order to adj the turbulent and
cacophonous circumstances that demand constant change, must be achieved through
the successful and fruitful reconstruction of their busi ss . More so, the work shows that
employees' performance have an impact on n@acets of human life, especially in
management work!?’. These changes have i@rgct on managerial organisations' future and
present new challenges in the form justing to these shifts within the business and
adjusting to new ideas and pers@ﬁ?es. The study concluded that reengineering, with its
dimensions taken togeth ,@a statistically significant impact on employees of the company.
Additionally, the s%éoncluded that the four reengineering dimensions procedures
.

simplification, @mvmg services quality, process implementation, and information

technolog an impact on the company.

Obj(kﬁ/e Three: To ascertain the effect of collaborative work environment on market

performance in deposit money banks in South West Nigeria.

The result shows that a Collaborative Work Environment has a strong, positive, and
statistically significant influence on the market performance of deposit money banks in South

West Nigeria, with a path coefficient of 0.906 and a p-value of 0.000. This contradicts the
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hypothesis that a collaborative work environment has no significant impact on market
performance. The coefficient indicates that fostering teamwork, communication, and
cooperation within these banks substantially improves their market performance. The
statistical significance (p=0.000) confirms the robustness of this relationship, while high
indicator loadings (0.804 to 0.887) validate the measurement model. Therefore, the null
hypothesis is rejected, affirming that a collaborative work environment signiﬁcantl&nhances
market performance in these banks. The result was in tandem with 2*whose stu %d ten (10)
banks in Port Harcourt to analysed the costs and advantages of ngness process
reengineering (BPR) in Nigeria. The outcome demonstrated th advantages and
disadvantages of BPR varied significantly and favourably. T, re%ﬁ demonstrated that the
advantages outweighed the disadvantages, it was deterrni@wt BPR is a beneficial exercise
in Nigerian banks. Based on this, it was suggest t@Qstrategic planning, which addresses
using IT as a competitive tool, should come %xe business process reengineering (BPR).
The study was also in consonance 1\\16 study that investigated how cooperative
.
communication affects various rel{gq\ml performance measures, the researcher combined
relational and resource-basé@rspectivesl. The study discovered that, although partially
mediating its inﬂuence‘@tomer-focused performance, market-relating talents moderate
the link betwee '@rative communication and financial success. Interestingly, customer
cooperation@formance is also directly impacted by cooperative communication. These
ﬁnd%&&r fresh perspectives on how cooperative communication might improve

relationship effectiveness.

The work examined how business capabilities affect performance and external collaboration
while taking market instability into account as a moderating factor?>. The study looks at
internal capabilities (relational, informational, and innovative) and how these affect the

efficacy of cooperation. It finds that these qualities and collaboration effectiveness go hand in
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hand, and that this improves market and financial success. Furthermore, the research
indicates that the impacts of innovation and information skills on the efficiency of
collaboration are moderated by market turbulence, but relational capability consistently

improves the efficacy of collaboration across a range of market turbulence levels

Objective Four: To uncover the effect of information technology capabilities on market

performance in deposit money banks in South West Nigeria. \

The assessment of the reflective measurement model indicates that the@ significant
effect of information technology capabilities on the market perfor of deposit money

banks in South West Nigeria, contrary to the hypothesis that % otherwise. The factor

loadings for the indicators of information technology capabi @ range from 0.720 to 0.952,

with the highest values (IT4: 0.943, IT8: 0.952) de@strating a strong correlation with
market performance and customer metrics suc yalty, trust, and satisfaction. This data
implies that information technology c@ities are crucial for enhancing market
performance, suggesting that their i %ment can lead to competitive advantages and

increased customer satisfactionA efore, the hypothesis claiming no significant effect is

likely to be rejected bas%@ robust empirical evidence provided.

This aligns withos\ﬁﬁi\ﬁndings in the empirical review, particularly the studies by*which
demonstrate&g@échnological capabilities and innovations significantly influence customer
satisfac@perational efficiency, and market performance'> 2. These findings support the
notiohﬁat a conducive work environment, including collaborative efforts, is essential in
driving market performance and customer equity, while leadership and IT, though important,
may have less direct impact when not effectively integrated into customer-focused strategies.
Similarly, the study on the performance of Kenya Commercial Bank Limited emphasizes the

critical role of service delivery systems in enhancing customer satisfaction and organizational

201



success®. This aligns with the moderate impact of Service Delivery Time on CE in the
analysis, indicating that while service delivery plays a role, it may not have as strong an

effect as the collaborative environment on customer equity.

Objective Five: To evaluate the influence of service delivery on market performance in

deposit money banks in South West Nigeria.

The assessment of the reflective measurement model regarding the hypothesis ~&ervice
delivery has no significant effect on market performance of deposit mon(}@s in South
West Nigeria" shows strong evidence to the contrary. The factor loadi or service delivery
indicators (B25 to B27) are high, ranging from 0.924 to 0.935 @ Ing a robust positive
correlation between effective service delivery and mark rmance. This suggests that
service delivery significantly impacts customer loy trust, and satisfaction, playing a
crucial role in enhancing the overall performanc;‘b& banks. Consequently, the hypothesis
is likely to be rejected, reinforcing the n or improved service delivery practices to
achieve better market performance @w petitive advantage within the banking sector in

South West Nigeria. Aé

The study was in tande@%the work of 1% His study investigated the effects of Business
Process Re-engi @son Organizational Productivity: A Study of Selected Banks. The
study's ﬁnd@s showed a substantial correlation between process modification and
com&ti/@dvantage as well as a significant correlation between radical redesign and sales
growth. It was concluded that Business Process Re-engineering is the practice of rethinking
organizational processes, business structures, and related procedures in order to quickly and
gradually boost performance. In light of this, the research suggested that firms should work
feverishly to design and implement their plans while reengineering procedures are underway.

More so, the work correlates with the findings of*. The results showed that, in both samples,
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service innovation (SI) had favourable direct effects on FP and good indirect effects through
SCE. In the US samples, SI and SCE had greater effects on FP. Nonetheless, compared to the
USA, India has a larger SI impact on SCE. Additionally, moderating effects of service
innovation protection (SIP) were found in this study on the relationships between SI and FP

in the Indian sample and SI and SCE in the US sample.

Objective Six: To examine the moderating effect of customer equity on Busine&rocess

Re-engineering and market performance in money banks in South West @

The study on the interaction between Business Process Re-engineerin (Qstomer Equity and
Market Performance of Deposit Money Banks in South West, Ni as carried out using
both the descriptive statistics of simple percentage provide@at the participant responses
reveal generally positive sentiments across various ﬂﬁ&such as customer satisfaction,
loyalty, trust, relationship equity, valuable equi%’gand equity, information technology,
leadership, and service delivery time. A m@@ of participants expressed strong agreement
or agreement with the statements rela‘@hese factors, indicating satisfaction with banking

services, loyalty to their banks, %S‘ in their banks' operations, and positive perceptions of

relationship and brand %@bwever, there were slight variations in responses, particularly

"

concerning discussic&o employees' potential, personal growth, and the impact of IT on
]
product and se@nnovaﬁon. Despite these minor differences, overall, participants largely

supported fectiveness of these factors in their banking experience.

Further, the research on the significance of performance measurement and effective
communication on service delivery, with clear communication improving project completion
and client satisfaction highlights relationship with this study * 4. These studies resonate with
the structural equation models analysis findings, particularly the moderate relationship of

leadership and IT with CE. While leadership and IT do contribute to organizational outcomes,
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their impact on customer equity may be moderated by the quality of communication and the

effectiveness of performance measurement practices.

More so, the findings on the importance of business communication in enhancing company
performance reinforce the notion that communication and leadership, though moderately
linked to CE in the path analysis, still play a vital role in organizational success’. Effective
communication strategies, particularly within leadership and management, c ute to
customer satisfaction and loyalty, which in turn supports market performan @ iscussion
of the findings regarding Business Process Re-engineering (BPR) and tomer Equity (CE)
on market performance draws parallels with various studies pres the empirical review.
The relationship between BPR, organizational perform%gmd customer satisfaction is

strongly reinforced by the studies discussed. Q

The research on First Bank Nigeria provides, di %support for the positive effects of BPR on
organizational success®. Their ﬁndings@ke with the path analysis results, which indicate
that BPR and CE significantly inﬂé@\ the market performance of Deposit Money Banks
(DMBs) in South West Niéa@%y aligning business processes with customer needs and
organizational objectivﬁbs noted that banks can improve service quality and achieve

strategic chan ,'@ ultimately leads to better market performance’. This is consistent

with the pos@e relationship observed in the path analysis between BPR and CE.

O

Simi there is an attestation that emphasis has the shift from product-centered to
customer-oriented approaches, a theme that is central to the concept of CE’. The success of
BPR initiatives, according to their findings, depends heavily on top management's support
and a customer-focused mindset. This idea complements the path analysis findings, which
show that leadership and top management commitment, although moderate in influence, are

still significant factors in enhancing customer equity and market performance. The emphasis
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on planning and management support aligns with the need for effective BPR implementation
as seen in the path analysis. The research on the role of Information and Communication
Technologies (ICTs) in BPR also ties into the findings from the structural equation models
analysis, which showed a moderate relationship between IT capabilities and market
performance®. Their conclusion that continuous innovation in IT is essential for the success of
BPR projects supports the idea that technological capabilities are integral to process redesign
and customer engagement. The structural equation models analysis, whic %ed IT

capabilities as a significant factor in BPR success, echoes these ﬁnd& suggesting that

innovation and adaptability in IT processes contribute to custom

to market performance. Q

nd, by extension,

The study on BPR as a strategic tool for managing org%gnal change further corroborates
the importance of top management's commitment%@ving successful BPR initiatives®. The
structural equation models analysis four@lg top management commitment, though
moderately impactful, remains a ke@gtor in influencing market performance. This

reinforces the need for leadershié; e actively involved in BPR efforts to ensure they are

aligned with organizati%@{s and customer satisfaction.

Finally, there is am&hasis that BPR is most effective when the organization itself drives
the initiati giiw\involvement from both managers and frontline employees!®. This is
paﬁicul@levant to the structural equation models analysis, where the combined effect of
BPR anld customer equity was found to significantly influence market performance. The
involvement of all stakeholders in the BPR process ensures that customer needs are
prioritized, leading to enhanced service delivery and overall organizational success. This

reflects the importance of collaborative efforts in BPR as highlighted in the empirical studies.
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However, the findings diverge slightly from studies which found that IT significantly
moderated the relationship between certain bank attributes and financial performance but did
not consistently improve overall bank performance'! 1222 13 This difference could be due to
varying methodologies and the specific focus of the structural equation models analysis on
customer equity rather than overall financial performance. Despite these variations, the
combined effect of CWE, service delivery time, and IT on market performance is in tandem
with empirical evidence that emphasizes the critical role of technology an aborative

efforts in enhancing customer and market outcomes, highlighting the’<u ced relationship

O
Q
QQ

Y. C. Chen, P. C. Li & T. J.Amold. Effects o @aborative communication on the

between these variables.
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Chapter Five
Summary, Conclusion and Recommendations

5.1 Summary of Findings

The market performance of deposit money banks in South West, Nigeria, is examined in this
study along with the effects of business process re-engineering and customer equitQ%Meparate
hypotheses were derived from the development of six specific aims. A saerJQ of 395 was
obtained by selecting respondents from a population of 30,352 er@ges working for six
different banks: UBA, Zenith Bank, Access Bank, Polaris Bank,%a Bank, and Jaiz Bank.

The 2023 audited financial reports of the banks served as t of the information.

The study utilized a well-structured questionnaire @dressed respondents' demographics,
business process re-engineering factors and %%pact on customer satisfaction, loyalty and
trust, comprising 67 questions. A six-Roj,&}ert scale was used to ensure accurate results, and
the instruments were administered &S‘Q\w for the pilot study, Validity was ensured through
content validation by senior.aQAeQmics and a Cronbach’s Alpha test, which confirmed the
reliability of the questio@e across all variables, with values exceeding 0.7. Data analysis
employed descri@istics (graphs, tables, etc.) and inferential analysis using Structural
Equation Moc@g (SEM) with SmartPLS to test hypotheses and assess multiple variables for
decisio%gkmg. The primary variables investigated include Collaborative Work Environment
(CWE), Service Delivery Time (SD), Top Management Commitment (TMC), Leadership (L),

and Information Technology (IT).

The findings reveal that the responses across various factors, including customer satisfaction,

loyalty, trust, relationship equity, brand equity, valuable equity, information technology,
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leadership, and service delivery, demonstrate a predominantly positive sentiment, with a majority
of respondents expressing agreement or strong agreement on most statements. While minor
variations exist, particularly in areas such as innovation in IT, personal growth discussions, and
service delays, the overall consensus suggests strong satisfaction, loyalty, trust, and positive
perceptions of their banks' performance and relationship-building efforts. This reflects, consistent
support for the banks' service quality and operational effectiveness, with mini Q%eement
across the responses. Notably strong positive correlation between CWE afgd” CE, with a
correlation coefficient of 0.984. This indicates that a supportiv collaborative work
environment significantly enhances customer equity. Conversgly, Service Delivery Time, Top
Management Commitment, and Leadership demonstrate e to weak relationships with
customer equity, with correlation coefficients qQf ,%Q% 0.481, and 0.422, respectively.
Information Technology shows a very weak relati p with customer equity, with a correlation
coefficient of 0.396, which might be att&'%ed to varying levels of customer literacy and

engagement with technological tools.‘&C;\\'

Despite the relatively weake@%ﬁions with customer equity, the combined effect of CWE,
SD, TMC, L, and IT on iness Process Reengineering and Customer Equity (BPRCE) shows a
very strong corr@\x\l' ith Market Performance (0.996). This highlights the significance of
integrating éfactors effectively to drive market success. The study suggests that while
enhan&q&%stomer equity through CWE is crucial, banks should also address the moderate
contributions of Service Delivery Time, Top Management Commitment, and Leadership to

optimize their overall market performance.

The structural equational models reveal that from the study on top management commitment and

market performance of deposit money banks in South West Nigeria reveals that top management
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involvement has a significant and positive impact on market performance, Additionally, top
management involvement significantly affects customer loyalty and customer trust. Customer
trust is the most significant factor in explaining the relationship between market performance and
top management involvement. The model, with an SRMR of 0.081, fits well, and the results
indicate that increased top management involvement boosts market performance, The null

hypothesis is rejected, affirming the alternative hypothesis that top managem@vemem

significantly influences market performance. &<
Similarly, the second objectives on Leadership and market perform deposit money banks

in South West Nigeria indicated that leadership has a strong ar@ni icant positive influence on
the market performance of deposit money banks in South Nigeria, with a path coefficient
of 0.863. The high coefficient indicates that effe@’b&eadership practices, such as strategic
decision-making and management efﬁcienq‘\\@mtially improve market performance. The
findings affirms that leadership as a @gﬂeterminant of profitability and market success.
Consequently, the null hypothesis &&g?\cted, affirming that leadership is crucial for the banks'

3\

market performance. Q

More so, the third, Q&dves on Collaborative work environment and market performance of
deposit mone b@n South West Nigeria reveals that Collaborative Work Environment has a
strong, positive, and statistically significant influence on the market performance of deposit
money\bﬁks in South West Nigeria. The coefficient indicates that fostering teamwork,
communication, and cooperation within these banks substantially improves their market
performance. The results confirms the robustness of this relationship, while high indicator

loadings validate the measurement model. Therefore, the null hypothesis is rejected, affirming

that a collaborative work environment significantly enhances market performance in these banks.
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Furthermore, the fourth objectives on information technology capabilities and market
performance of deposit money banks in South West Nigeria indicates that there is a significant
effect of information technology capabilities on the market performance of deposit money banks
in South West Nigeria, contrary to the hypothesis that asserts otherwise. The factor loadings for
the indicators of information technology capabilities range from 0.720 to 0.952, with the highest
values (IT4: 0.943, IT8: 0.952) demonstrating a strong correlation with market Qm nce and
customer metrics such as loyalty, trust, and satisfaction. This data impligs tliat information
technology capabilities are crucial for enhancing market performa@{uggesting that their
improvement can lead to competitive advantages and increased$ r satisfaction. Therefore,
O

the hypothesis claiming no significant effect is rejected @ the robust empirical evidence

provided. bbe

Lastly, the fifth objectives on service delive@arket performance of deposit money banks
in South West Nigeria shows strong evi The factor loadings for service delivery indicators
are high, ranging from 0.924 to 0.%ca\mcating a robust positive correlation between effective
service delivery and marke@yrmance. This suggests that service delivery significantly
impacts customer loyal ,Qst, and satisfaction, playing a crucial role in enhancing the overall
performance of Q;\:b}ﬂ%

improved s@ delivery practices to achieve better market performance and competitive

Consequently, the hypothesis is rejected, reinforcing the need for

advank&e%thin the banking sector in South West Nigeria.
5.2 Conclusion

The study concludes that while a Collaborative Work Environment (CWE) is the most influential

factor in enhancing customer equity, other variables such as Service Delivery Time (SD), Top
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Management Commitment (TMC), Leadership (L), and Information Technology (IT) contribute

less significantly on an individual level. However, the strong correlation between Business

Process Reengineering and Customer Equity (BPRCE) and Market Performance (MP)

underscores the importance of integrating these variables effectively to improve overall market

success. This finding suggests that banks should prioritize fostering a supportive and
S

collaborative work environment to strengthen customer equity and, in turn, fQ market

performance. &<
Although factors like leadership and IT show weaker associations ustomer equity, their
collective impact, when combined with other variables, play: rucial role in driving market

performance. The study reveals that while SD and TMC@ibit moderate relationships with
customer equity, leadership and IT demonstrate&ker correlations, indicating potential
challenges related to customer engagement @\nological tools or management leadership.
Despite these individual limitations,s 8\' tudy highlights that a comprehensive approach

\

incorporating CWE, SD, TMC, L,@Fﬁ can significantly improve market performance, with a
correlation coefficient of 0& Consequently, banks should focus not only on creating
collaborative work en@nts but also on optimizing other organizational and technological

[ ]
factors to maxim@'f

verall market impact.

5.3 \R:Q@Qndations

In regards to the outcome of the result, the following recommendations were made:

1. Banks should prioritize the development and maintenance of a collaborative work
environment. This can be achieved through fostering teamwork, open communication,

and creating a culture of mutual support among employees. By investing in collaborative
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tools and practices, banks can improve employee engagement, which in turn enhances

customer interactions and satisfaction.

To improve customer equity, banks should streamline their service delivery processes to

reduce delays and enhance efficiency. Implementing advanced service delivery

management systems and regularly reviewing and refining service protocol&an help

ensure timely and effective customer service. Q

Senior management should actively demonstrate commitment cliStomer-centric

practices and employee development. This involves setti@r goals, providing

resources, and leading by example to drive a culture tl@ iQritizes customer needs and

supports staff in achieving these objectives. Q

Banks should invest in leadership develop @@grams to strengthen the leadership

skills of their managers. Effective lea ersﬁé§cmcial for guiding teams, implementing

strategies, and maintaining high leﬁ%of employee motivation and customer service
.

quality. &C;\\'

Banks need to improve Qe&%@:ctiveness of their information technology systems to better

meet customer h@? This includes investing in user-friendly digital platforms,

enhancin t@cuﬂty measures, and ensuring that technology solutions are aligned

with C%Sng expectations and behaviors.

T@rove overall market performance, banks should integrate Business Process

Reengineering (BPR) initiatives that align with customer equity goals. By reengineering

business processes to focus on efficiency and customer value, banks can enhance their

competitive advantage and market positioning.
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5.4 Contribution to Knowledge

This study offers significant empirical contributions to the body of knowledge by elucidating the
effect of Business Process Re-engineering and Customer Equity on Market Performance of
Deposit Money Banks in South West, Nigeria. Through detailed structural model equation, the
research highlights how Collaborative Work Environment (CWE), Service Delivery&le (SD),
Top Management Commitment (TMC), Leadership (L), and Information logy (IT)
collectively influence customer equity and market performance. By dem%a g that CWE and
IT have a strong relationship with customer equity, while TMC; ership, and SD have
weaker associations, the study provides actionable insights @w ich factors banks should
prioritize to enhance customer satisfaction and loyalty. %e findings fill gaps in existing
literature by offering empirical evidence of how& elements interact and contribute to

customer equity, thereby advancing the empi T@)wledge on banking sector performance and

customer relationship management. @

Theoretical contributions are gl@a&ble, as the study integrates the Theory of Reengineering
and the Theory of Constr@nalyze the effects of Business Process Reengineering (BPR) on
market performance &ustomer equity. The application of the Theory of Reengineering sheds

light on how ergmeering processes within banks can lead to improved market performance by
&ner interactions and service delivery. Meanwhile, the Theory of Constraints

optimizin@
helps %ﬂtify operational bottlenecks that hinder performance, offering a framework for
addressing these constraints to enhance overall efficiency and effectiveness. By applying these
theories in a banking context, the study contributes to knowledge by explaining how they could
be used to facilitate the social and business dynamics of the banking industry. (For instance the

introduction of loan processing self service that is not common within the region under review
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could be introduced). The study also provides a theoretical framework that enriches the
understanding of how process improvements and constraint management can influence banking

outcomes, thus contributing to both theoretical and practical advancements in the field.
5.5 Implications of the Study

The findings of this study have several implications to the banking industry, Aﬁzational
management, and academic research. Firstly, the empirical evidence showinQJ@ollaborative
Work Environment (CWE) and Information Technology (IT) hay, &trong influence on
customer equity suggests that banks should invest in creating sup[% work environments and
advanced IT systems. Such investments can enhance em atisfaction, leading to better
customer service and increased customer loyalty. The y’s results emphasize the need for
banks to integrate IT solutions effectively to strea@‘operations and improve service delivery,

thereby aligning with contemporary trends }\\Qital transformation and customer experience

management. X \o
g t &C.)\

Furthermore, the study’s ins'i@ into the weaker relationships between Top Management
Commitment (TMC), Lés@s ip (L), and Service Delivery Time (SD) with customer equity
highlight areas h%, nks might need to focus their efforts. Effective leadership and
management @tices are crucial, but their impact may not be as direct as other factors like
CWE .{/(@rb This suggests a need for banks to re-evaluate how they implement leadership
strategies and manage service delivery processes to ensure they effectively contribute to
customer satisfaction. The findings also imply that while these factors are important, their effects

may be moderated by other elements within the banking environment.
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From a theoretical perspective, the application of the Theory of Reengineering and the Theory of
Constraints provides a framework for understanding how process improvements and constraint
management can impact organizational performance. This theoretical contribution offers
valuable insights for both scholars and practitioners on how to apply these theories in real-world
settings. It highlights the importance of addressing operational constraints and reengineering
processes to enhance performance outcomes, thereby contributing to the broa %urse on
business process optimization and constraint management. QJ
¢\

5.6 Limitation of the Study &
In the cause of this study, the researcher encountered catal limitations as captured thus:
First, the research was limited to deposit money banks quuth West Nigeria, which may affect
the generalizability of the findings. The focus O%Q’Qiﬁc geographic region means that the
conclusions drawn might not necessarﬂg y to banks in different sectors, such as

institutions.

[ ]
microfinance institutions or non-bank ‘Eﬁéﬁn

Additionally, the cross-sectiorf@ﬂgn of the study limits the ability to assess changes over time.
This study captured datah@%gle point in time, which may not fully reflect the evolving nature
of business proc@@ineering, customer equity, and market performance. Mixed methods
could provide@ore nuanced understanding of how these relationships develop and change over
time. @ limitation was the reliance on self-reported data from respondents, which could

introduce bias due to subjective perceptions.
5.7 Suggestions for Further Study

Building on the limitations identified in this study, future research should explore the impact of
other organizational factors not considered here, such as organizational culture, employee
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motivation, and customer relationship management practices, on customer equity and market
performance. While this study focused primarily on collaborative work environments, leadership,
service delivery, and information technology, additional variables might offer a more robust
view of the drivers of customer equity in the banking industry. Expanding the scope to include
these factors could yield deeper insights and provide a more holistic perspective OIKW banks

S

Furthermore, this study was limited to deposit money banks in South Wgst Nigé€ria, which may

can optimize their performance.

restrict the generalization of the findings to other regions or S%Q-‘uture research could
broaden the geographic scope to include other regions within @ria or even other countries to
examine whether the relationships between collaborative w@nvironments, IT, leadership, and
customer equity hold across different contexts. Co@ive studies between banks in different
regions or sectors could also provide valuablg\ifisSights into the influence of regional or industry-
specific dynamics on customer equitys\q'tx market performance. Additionally, longitudinal
studies could help track the effects @cr?anizational changes over time, offering a more dynamic

view of how process reengine@%&mpacts long-term performance.
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Questionnaire (For Customers)

Business Process Re-engineering, Customer Equity and Market Performance
of Deposit Money Banks in South West Nigeria

Dear Respondent,

I am a PhD marketing student at Lead City University, Ibadan Oyo State. I am tly writing
my thesis, and your locality has been chosen as a case study as I aim to ¢ “Business
Process Re-engineering, Customer Equity and Market Performan Qﬁeposit Money
Banks in South West Nigeria.” You are humbly implored to provide answers to the
questionnaire. This is solely for academic purposes and all inforovided will be kept

confidential.
Thank You QQ

Abiaziem Fortune
)

SECTION A: SOCIO-DEMOGRAPHIC DAT
Please fill in the following by ticking where applic%

N
Gender Male éo\’& Female

Age @S
.21 ars 31-40 years
N\

.
Q— 50 years 50 years and above
o
Marital Status \ Single Married
fb§ Others
Most Pxeféerred ith Bank
Bank to visit Fnith Ban
s Bank Polaris Bank
@ Bank Jaiz Bank Others
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Number of years 1-3 years
with the bank

7-10 years

SECTION B: MARKET PERFORMANCE
This section seeks to measure Market Performance of banks Q\

4- 6 years

10 years and above

Please tick your answer in the box using the Likert scale rating: Strongly Disagree (SD), Dis , Partially
Disagree (PD), Partially Agree (PA), Agree (A) and Strongly Agree (SA)

1 obtain the ba@oducts or services with

€asec
A\

A

S/N | QUESTIONS SD QN) PA |A [SA

CUSTOMER SATISFACTION \

(@

1. I am satisfied with the banking service <D\}

provides
2. My choice to use this bank was a wise @‘

O

3. I intend to continue banking \NQ@S bank

over the next few years \
4. I would rather remain wi@%xh%ank than try a

different one I am no f.

° ‘\

5.

CUST-O@% LOYALTY
¢\

{

6. IEOM my bank as my first choice to achieve

nking purposes

7\/%

I intend to continue using this bank

8. I am willing to pay a higher price for the service
rendered than competitor’s similar services

9. I am not interest in switching to another bank

10. I would recommend the banking services to others

11. I make other transactions other than saving money
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and paying bills with the banks

TRUST
12. Overall, [ have complete trust in my bank
13. My savings and resources are safe with the bank
14. Trust has been betrayed at one point or the other in

my dealings with the bank. Q
15. The bank is consistent in providing quality services (.\Q
16. The bank treats me in an honest way in every &‘T’

transaction ﬁ
17. My bank is concerned with security when making

transactions

Q
CUSTOMER EQUITY be
A
S/N | QUESTIONS \Q SD PD | PA SA
L
RELATIONSHIP EQUITY{\"\
&

18 I have made some Valu@ﬁ{ends in the course

using the banks seﬂ\s&.

O\

19 The helps str@%n my connections with other

customers.

* X

20 Ica ex}gﬁﬂ thy social network through active

banki ith the bank.

A

21 Q here is close and intensive interaction with staff
Y

of the bank.

22 There is possibility of assisting other customers
when the need arises.
VALUE EQUITY

23 This bank allows me to increase my knowledge

244




about their service adoption.

24 This bank assists me solve problems associated
with my financial needs.
25 The bank’s image of the firm is positive
26 The available bank apps make it possible for easier
purchase decision.
A\
27 We have a very unique brand image, compared to N
competing brands '\Q
s
BRAND EQUITY &
28 Customers associate themselves with our bank Q N
because it has been tested and trusted by them %
<O
29 Customer’s interest is given topmost priority (\‘J
30 Recommendation to others- brand equity 'b\
31 The bank’s equity ensures its sustao@
32 Employees of this bank glve pr t service to

customers

A,c\\

%
N
¢

\3566
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Questionnaire (For Employees)

Business Process Re-engineering, Customer Equity and Market Performance
of Deposit Money Banks in South West Nigeria

Dear Respondent, \

I am a PhD marketing student at Lead City University, Ibadan Oyo State. I @mﬂy writing
my thesis, and your organisation has been chosen as a case study as I aim to‘examine “Business
Process Re-engineering, Customer Equity and Market Performa of Deposit Money
Banks in South West Nigeria.” You are humbly implored to Vlde answers to the
questionnaire. This is solely for academic purposes and all information” provided will be kept

confidential. Q
Thank You Q

Abiaziem Fortune &Q
SECTION A: SOCIO-DEMOGRAPHIC

Please fill in the following by ticking where a ble.
Gender M \ﬁ

Respondent \&ta i Manager
Status Q
Age C}’Q 21-30 years 31-40 years

Female

’b 41- 50 years 50 years and above
Marita Qtus Single Married
Others
Educational SSCE Diploma

Status
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How long have you
been employed

When last did your
bank engage in
business process re-
engineering

Which bank are you
currently employed

\/QJ’Z}

Degree

Professional

1-2 years

3-4 years

1-2 years

5-6years

Master’s Degree

5-6 years

>\

N

Above 6 ye \Q
&(I

Qrs and above

N\
O
’66

N

S

@ess Bank

Wema Bank

)

Others.
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Jaiz Bank



.SECTION B: BUSINESS PROCESS REENGINEERING
This section seeks to measure Business Process Reengineering in your organisation

Please tick your answer in the box using the Likert scale rating: Strongly Disagree (SD),

Disagree (D), Partially Disagree (PD), Partially Agree (PA), Agree (A) and Strongly Agree (SA)

~

S/N TOP MANAGEMENT COMMITMENT SD |D PD Q SA
o\
1. Top Management has the customers’ needs at CJ
heart. /‘\ 4
2. Management make decisions and allocate :\‘
resources for quality improvement efforts N
3. Management have a clear knowledge about th<DV
current situation of the organization
- RN
4. Management frequently communicate withQ)"
employees in order to motivate the n% ent
and control the BPR team and u&{@
\
INFORMATION TECH@GY
5. The IT infrastructure (4 obile app, ATM
and POS) introdu@ the bank is reliable
oy
6. Personal co@ s and multimedia
communication systems allows us to work
outsi fice while still being connected
t ice
7. 1T in my bank has an automated method
\/Q')of predicting cash requirements in the ATM
channel
8. The IT in my bank has a technology-based
model that can approve, decline or refer
customer’s requests (i.e., refund, loans)
9. Customer’s request for refund is automated to
be credited to their account on the same
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business day.

10.

Loan acquisition is made easy through their
online loan processing technique

11.

The use of IT in my bank has enabled us create
new products and services that were not
available before BPR

COLLABORATIVE WORK ENVIRONMENT

12.

Employees interact in a friendly manner with
each other

0

13.

Co-employees have confidence in and trust
each other

14.

Solving problems as a team is a normal way 22
my workplace

15.

customers.

Employees go the extra mile toe @
AV

LEADERSHIP

16.

The leaders present feedb; he employees
in a manner that gives rﬂQ or improvement
L\ )

17.

Management drf\@c ange by sharing the
vision and go

18.

Managsﬁ set up easy and effective
con@ tion channels with the employees

19.

&

gement provides encouragement and
pport to employees when they are faced with
difficult tasks

20.

Management is involved in discussing the
employee’s potential and personal growth

SERVICE DELIVERY TIME

21.

There is reduction of delays in serving
customer
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22. The decision making process for banking
products/service and the period taken to
deliver the product/service is fast

23. The cycle time to serve a customer is
shortened

CURRICULUM VITAE \
S
Biodata Q/

a. Name: ABIAZIEM, %@gochukwu

b. Date and Place of Birth: 22nd Septew@m 77, Lagos

c. Gender: Male Q

d. State of Origin: Im

e. Nationality: @erlan

f. Marital Status: rq/larried

g. Number and Ages of Childre & Three; 15, 13 and 7 years

h. Religion: Christianity

i. Contact Address: AQ Marketing Department,
Q Federal Polytechnic, Ilaro.

j. E-Mail: :@ fortune.abiaziem@federalpolyilaro.edu.ng

k. Tel Number: 08037271910

\Q‘/@nt Position: Lecturer II

Institutions Attended With Dates
Lead City University, Ibadan (2021-

Lead City University, Ibadan 2019=2021
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Lagos State University, Ojo, Lagos State: 2003-2005
Imo State University, Owerri, Imo State: 1995-1999
Araromi Secondary School, Lagos 1988-1993

Academic Qualifications With Dates

PhD Marketing (In View)

M. Sc. Marketing 2019- 2021

Masters in Business Administration (MBA) 2003 - 2005 \
B.Sc. Marketing (Second Class Upper Division) 1995 - 1999

SSCE 1988- 199& O

Membership of Learned Societies & Professional Bodies: é

a. National Institute of Marketing of Nigeria (NIM 2017
b. Institute of Business Strategy (IBS) 2015
c. Academic Staff Union of Polytechnics (ASUP@I chapter 2014

Professional Qualification: Executive MBA (Fi&al Management)

Selling Point @

Over 23 years of marketing, sales, trai , lecturing and consulting experience.

Work Experience &
a. Academic Experiencé A
i. Teaching Ex@@e: Federal Polytechnic Ilaro

& Lecturer: 2014-Date
@ Consumer Behaviour

ii. Courses Tau
%, Marketing of Financial Services
Q’b Marketing Management

Marketing Research
Research Methodology
Agricultural Marketing
Entrepreneurship

iii. Research Interests: Service Marketing and Consumer Attitude

iv. Academic Leadership Position: None
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b. Administrative Experience
i. Membership of Committees:

e Departmental Examination Officer 2014-2015
e Departmental Secretary 2015- 2020
e Staff Adviser, HND1 Marketing Class 2015 -Date
e Member; School of Management Studies Conference 2018- 2022
¢ Member, Departmental Project Committee 2019- Dat«
e Member, Moderation Committee 2019- Date
e Member, NAMAS Advisory Committee 20 3
¢ Departmental Counselor Og-Date
e Marketing Studio Coordinator ﬁw- 2022
e Member, SMS Seminar Committee % 023- Date
e Departmental Project Coordinator 2023- Date
e Member, Institutional Property Manage& 2023- Date

Services outside the Federal Polytechnic, Ilar fb
15T Degree Consulting, Lagos 06

Senior Consultant ®% 2012- 2014

Responsibilities
e Resource Person in the followd %aining modules:
Business Writing and ComQ 1cation
Business Etiquette

Excellent Custo 1ce Dehvery
Winning Sales Qr eting Skills

e Planning, S and Execution of training Programs( Open and in- house)
StanbicIBT B@IC
Branch He% 2011
Business er 2009-2010
Mobﬂ}&s Consultant 2008-2009
Responsibilities

Sales Management:
Cost Management:
People Management

1'Degree Consulting
(High Performance Consulting, Customer Service Strategy and Training Company)
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Business Development Manager 2005 -2008
Responsibilities:
e Discovering new business areas and relationship management
e Intelligent market information mechanism / Brand Management
e Direct and strategic Marketing of the company’s range of products.
e Instructor/ Resource person in customer service, marketing and high
performance training sessions.

CMC International Limited OQ
(Credit and Business Information Consulting Firm)
Credit and Business Information Analyst & 2001- 2004
Job Details: Q
e Sourcing for clients with investment prospects
e Preparing credit report on companies seeking faci @ and guarantee from local
and international financiers.
e Conducting due diligence visits/investmentappraisal on projects for funding.
e Corporate marketing research and intelligence report on strategic

industries and one - off training pr@ anning and execution.

United Bank for Africa (UBA Plc) &
N

Commercial Banking Sector (NYS 2000-2001

N
.$Q

Referees Q
i. Mr. Goke Oimo

CEO, 1* Dgg{ﬁConsulting. Lagos, Nigeria

N\

ii Prﬁ win Oyedokun
De nt of Management and Accounting, Lead City University, Ibadan.

\9#
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The University Compliance Certification

S\

This is to certify that this Thesis was written by Fortune Ugochukwu ABIA @with
Matriculation Number: LCU/PG/000998 in the Department of Managerfiént and Accounting,

Faculty of Management and Social Sciences, Lead City University 1s in full compliance

with approved University format. QO
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