Chapter One
Introduction
1.1 Background to the Study

The ultimate goal for business organizations is to strive to understand their

customers so that they could build long-term profitable relations @ them

which form the bedrock of customer satisfaction. From obsesyatiogn) ‘Customer-

centric management philosophy has become the center@&ll\ usiness decision
N\

right from the conception of a product to the delj the product. Business

organizations seem to have embraced this p}@ﬂgy and some of them are seen

practicing it today. The antecedents % ecent status of the customer in

business operations are the inte@bal competition, emergence of service

driven economies, increags (suﬂtomer awareness and sophistication and
advancement in inform@?chnology. It is now a common knowledge that the
success of every, ir}ss’ organization hinges on how their customers are served

and how thQ) ers evaluate and perceive such services'.

The (@6 f the service may not matter but the value customers place on such
@%is of significant importance in customer’s acquisition and retention. It is
Qherefore noteworthy to state that most organizations are founded with the sole
aim of achieving customer retention, customer perceived service quality and
better customer satisfaction in different settings. Customer Satisfaction is
perception of customer about a company and in relation to whether his or her

expectation is met or not.



Customer satisfaction, a term frequently used in marketing, is a measure of how
products and services supplied by a company meet or surpass customer
expectation. Customer satisfaction is defined as the number of customers, or
percentage of total customers, whose reported experience with a firm, its products,
or its services (ratings) exceeds specified satisfaction goals'.Customer s@ion
is seen as a key differentiator and increasingly has become a S&nent of
business strategy within organizations, and its customer sa@n ratings can
have powerful effects. They focus employees on t @@Nance of fulfilling
customers ‘expectations. Furthermore, when t c;angs dip, they warn of
problems that can affect sales and profi \ . When a brand has loyal
customers, it gains positive word-of& t%arketing, which is both free and
highly effective. Therefore, it j \‘étutlal for businesses to effectively manage
customer satisfaction. To to do this, firms need reliable and representative

measures of satisfa&éﬁ/

customers whet@ it product or service has met or exceeded expectations.

In researching satisfaction, firms generally ask

N
Reliabib’&&w\rice is a method for measuring the probability that a service will
m@]erformance standards which can drastically reduce and increase up
%ng opportunities, thus increasing revenues for the organization. Thus,
customer’s responses indicate how fast and efficiently the organisations that is the
banks responds to its customers. It is the time taken by the banks to respond to its

customers in the same vein, accessible customer service is when service that



empower or enable individuals with disabilities to engage with the banks and

those without disabilities.

The creation of customer satisfaction and customer value is considered
undoubtedly a competitive advantage in today’s competitive banking industry. In
order to maintain and keep their customers satisfied with their level of service,
banks need to ensure that the right product, service and support are available at
the right time for their customers. The banking industry in Nigeria is heavily
regulated by the Central Bank making it necessary for banks to continue
innovating and bringing new products and services to the market to continue
capturing the interest of the customers by creating the value that only superior
customer service can deliver. While the service delivery units are non-client
facing departments, their service is of vital importance to measure the service
quality, perceived value and ultimately customer satisfaction. Effort is being made
to maintain a balance between customer satisfaction, increase profitability and
lower costs. The banking industry is centralizing services such as local and
international wire transfers, credit card payments, debit services, trade, collection,
standing order processing, funds disbursement, collateral and contract services,
(reconciliation, call center service and technology support to cross-border units

with lower wages are also revisited®.

The domestic banking system is largely homogenous, standardized with similar
products. Therefore, service is the only differentiator between the banks, hence,

the reason for service being of utmost priority in this industry. Delivering optimal



customer service is a determinant factor of customer satisfaction which can also
lead to improved market share. Once the bank’s customers are satisfied with the
received service, they are less likely to switch to another financial institution.
Subsequently, if a bank can retain their existing customers while attracting new
once, they are likely to increase their market share. However, reliability is
significant for customer satisfaction, but responsiveness and accessibility are
more significant. Reliability explains how consistent the mobile transaction of
selected banks in Osun State is. The selected banks may not reliable due to the
fact that customers mostly complain of network, unnecessary debit of accounts,

incessant charges and the bank applications vulnerability.

Responsiveness is the quality and timeliness at which the bank is programmed to
react to customers’ request and complaints especially a quick and positive
reaction to customers’ request. These banks act like they take customers for
granted due to the rate at which their banking applications react sluggishly to

customers’ requests and the incessant situation where transactions are reversed.

Accessibility dictates the rate at which these banks’ mobile applications are
programmed for customer to have easy accessibility to their applications during
Qtransaction and how secured the mobile applications are for hackers not to have

access into their account information and how stable is their financial security.

This innovative approach is seen as an attempt by the banks to determine the most
effective approaches for satisfying customers’ needs. For instance, the

introduction of computer technology to enhance the quality of banking services to
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their customers is acceptable, but the rate of effective utilization of computers still
remain very low*.The operations of Banking Industry in this 21% century have
been quite complex and competitive due to changing conditions and a highly
unpredictable economic climate. This to a large extent is as a result of
technological improvement, increased awareness and demands that b nY?ierve
their customers electronically. The increased technological in %‘in the

banking industry have changed the ways in which customers % carrying out

transaction®.The banking industry no doubt has & advancement in
technology just like any other sector; the adopt anklng service is one of
these as it affects banking operations entir the adoption of Self Service

technology by the banks, e-banking s ‘% continued to service the populace,
in which mobile banking appli ’\s one of them. They offer convenience to
customers and provide ba erv1ces well beyond the traditional service period.

It therefore encourage less society?®.

In the contex %le banking application, users want transactions to be rapid,
secure, &dg@s-free. As a result, their satisfaction depends on the ability of the
a to meet these expectations. For instance, in a study of acceptance and
% of electronic tax filing applications carried out by some researchers, it was
discovered that the intention to utilize the e-filing system is directly related to the
system’s usefulness. Taxpayers who viewed the e-filing system as useful and
secure were reported to be willing to continue using it, indicating that they are

satisfied with it. On the other hand, individuals who did not perceive the system to



be secured were dissatisfied with it and considered it ineffective. Similarly,
researchers observed that when organisations and institutions fail to promote a
new technology’s latent benefits, it might result in a poor assessment of its

usefulness’.

The rapid growth of mobile banking application has created opp m\ for
financial services providers across the world. Scholars are of the c@%at long
tern successful and sustainability of Information System (IS) %& nologies such
as mobile banking application systems is a function @-uch satisfaction the
targeted users can obtain from it use. It 1s el that a system that can
demonstrate its usefulness has ensured its d use after being introduced to
the consumers through various m %actlvmes Financial institutions that

provide mobile banking appth\s\\erces value the continuous patronage of

their existing customers@se this is one of their means of achieving

competitive advarmss”\/
Mobile ban ilice:tion is becoming more popular in modern banking and as
such fbe\en subject of interest among researchers. Mobile banking application
is ce provided by a bank that allows customers to access their bank

rmation, conduct financial transactions, make transfers and pay bills without
physically visiting the branch of the bank where account is domiciled. Mobile
banking application has completely changed the way that customers do banking

transaction when electronic banking systems start providing efficient automated

banking services through wireless networks. It is a term used for performing



balance checks, account transactions, payments etc. via a mobile device such as a
mobile phone’.The emergence of Global System for Mobile Communication
(GSM) has led to improvements in efficiency and productivity, reductions in

transaction costs, increased service innovation and better quality of life for the

)

Mobile banking application services are designed to offer ience to

rural dwellers.

customers. This means that customers can have control @ ank accounts

K

sferred the same services

without visiting the branch of the bank physically. Ts it is clear that most

banks offering mobile banking services have si
they offer in physical branches to a mobil that can be accessed any time.
Although the number of features o {&t types of transactions that a mobile
platform can accommodate c@w s greatly to customer’s satisfactions, it
mainly contributes towa %ty The fact that a service is available does not
necessarily mean that acystomer will be satisfied with the service!®. also points
out that custo ex .erience greatly affects satisfaction. This is mainly because
of poorﬁgiwerface of the mobile devices used in mobile banking application.
Thi des small screens, uncooperative keypads, communication bandwidth
Q% other constraints!!. Customer complaints are part of the business life of any
corporate entity and this may be more for banks because they are service
organizations. As a service organization, customer service and satisfaction should

be the prime concern of any bank. The bank believes that providing prompt and

efficient service is essential not only to attract new customers, but also to retain



existing ones. Presently, banks in Nigeria are adding value to their services for

customer’s satisfaction.

The customers have more choices in choosing their banks because the new age IT
(Information Technology) is bringing about sweeping changes in the banking
industry, forcing them to re-engineer many of their basic processes an %s”.
Ease of use and technology proficiency are important for the SL% mobile
banking platforms. Accordingly, users who are able to accom ansactions on
such platforms with ease and great technological r@'e § gain feelings of
mastery and pride. This in term directly affects the | of satisfaction with the
product!3.An automated mobile-service @an important measure when it
comes to consumer satisfaction. Thj &inly because the quality of service
directly affects how consumer@v‘e e a specific product or service. Positive

experiences lead to posEt@sumer attitude and higher satisfaction. On the

other hand, negatiye ¢ ences lead to negative consumer attitude and lower
satisfaction. % ;o make their customer satisfied through the use of mobile
banking@%&s@tion, also depend on how innovative and creative the bank
m nt corporate risk and cost of mobile transactions before innovation
%ng banks make it easy for banks to improve through the use of up to date
technology which could result in security of customers’ account and satisfaction

of customers.

Innovation in the banking industry is not only about showing people what to do
and expecting them to do it but it is about leading people and empowering them to
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be involved and participate in the organizational as well as personal development.
Suffix to state that every stakeholder in the banking industry is responsible for
innovation in other to have a competitive advantage for survival in the industry',
Technology has influenced innovation significantly. The advent of cell phone
technology has given rise to novel products due to the nature of its operat\w.\For
instance, clients can make savings using their cell phones, buy %d even
access their bank accounts directly from their ¢ ones'>. The
telecommunication industry has strived to connect co %{ And mobile devices

such that information can be exchanged without c-laym. Innovation is not an

event but a continuous process which rec@eimvolvement of all interested
parties. There are critical elements @ be utilized by bank managements

to ensure that innovation projec(\} uccessful when executed regardless of the

many obstacles that may pecially within large scale businesses!’. The first

K,

ingredient is rewardl\{/ and not punishing mistakes. Innovating are not
failures but a s@f improvement and information and corporate management
should r \n@novators and accommodate failure as it is the path towards
effe ransforming innovative projects into novel business ideas that are
- sting. Secondly, corporate support and protection of the innovators within
Qnd without the organization and innovators should be able to access needed
wherewithal tools/machineries to carry out the innovation programs. Lastly,

leaders who are keen in innovation should work harder to attract clients whose



criticism of the product and the business practices and revenue is crucial for the

business.

In the banking sector, the most common measures of corporate innovation are
increased revenue and increased customers base. Other top measures include
greater customer satisfaction, faster time to market for new or

improvements, more products moving along the pipeline, more fofu Iture of

innovation, improved operational efficiencies and learn@ e innovation
e’l&\Qk

¢ most robust measure of

ecosystem. Innovation is a very important part of t sector. The most

specific measure is the Innovation Sales Rate whic
corporate improvements'®. Due to the prev \ es among banks in Osun State,

increased customer base, culture of i &n and operational efficiencies will be

used to measure corporate innow@ selected banks in Osun State.

The independent variabl Qorporate innovation which is measured with

increased custom@culmre of innovation and operational efficiency!'’!2.

\J
The other i ent variable of the study is mobile banking application with

the m. ing-indicators as; ease of use, risk (security) and cost of transaction are
be ted to test its significance on customer satisfaction'?*. Customer base is

group of customers who repeatedly patronize the services of their banks. They
are the main source of revenue for their banks, and are also referred to as the
targeted market for the banks’ product and services. Increasing these customers
depends on how satisfied and innovative the existing customers are which is what
Customers of banks in Osun State are perceived to be complaining and grumbling
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about. Culture of innovation is a banking environment that supports creative
thinking and advances efforts to extract economic and social value from

knowledge and in doing so generates new and better services for their customers.

Use of mobile applications measured with ease of use of Mobile banking

applications measured with ease of use, risk of mobile transaction %Vis
<8~:

customer’s satisfaction through reliability and responsiver@ rporate
innovation in terms of increased customer base, cult re%novation and
operational efficiency through customer’s accessibi "&{r ﬁng an innovative

customer patronage and

environment for technology to strive in other %
satisfaction has been the bane among i* Osun State which this study
intends to investigate and find soluti@perational efficiencies are the ability

of banks in Osun to attend to t@tomers’ service and request without waste
of time. Banks in Osun %ﬁerceived to always attend to customers’ request
and complaint wit de@(is worthy of note that none of the existing researchers
have studied Q lat c:nship between mobile banking and customer satisfaction
of selec&d s specifically. Consequently, the study examined the impact of

nking application, corporate innovation on customer satisfaction of

m
Q@cted banks in Osun state, Nigeria.
1.2

Statement of the Problem

Customer satisfaction is an important issue affecting organizational survival. It
has the most important effect on customer retention and in order to narrow it

down, focus on customer service quality as one of the customer satisfaction
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factors. However preliminary investigation, literature on financial institutions and
other journals revealed that banks have no clue what their customers really think
about their products and services and operate in a state of ignorance believing that
when their customers are dissatisfied they would know about it, but are usually

shocked when there is a decline in their customer base and competitixr,v&e is

threatened. @%

This is evidenced by the long, stagnant queues inside the b%\% anches and at
ATM machines that are often ‘out of service’ and,thc\se \ingly unexplained
banking charges, amongst others. All these ha tive ripple effect on the
levels of the customer and financial perft \mf banks at large. In developed
economies, the use of mobile banki &aﬁons for transactions have recorded
significant success and positiv@s{ er experience and customer satisfaction
but the same cannot be @ut some banks in Nigeria given the huge crowd
still found in their, pr@lis, owing to the number of failed transactions using

L )
mobile bank@gp ications leading customer dissatisfaction as a result of

increase&c&mmer complaint.

U@h online platform by customers of selected banks specifically banks in
Q@n State, Nigeria has become a burden for customers in this era of innovation.
This may be due to the inability to deploy appropriate and responsive mobile
banking capabilities which can clearly be responsible for the frustrating customer
experience and the corresponding decline in the number of satisfied customers of
these banks. The issue of unreliability, safety factors, and the cumbersomeness of
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using this online platform is another concern as it often leads to customer
frustrations, poor service delivery, and customer dissatisfaction. This study argues
that the potential influence of mobile banking application, corporate innovation
on customer satisfaction of the banks may likely be enhanced when they deploy

reliable, safe, easy to use mobile banking platform (meaning more cust\ will
engage in mobile banking). @(’%

Furthermore, empirical evidence shows that studies have be$ ied out in the
area of electronic banking and customer satisfactio @baﬂs of the world,
but not specifically on mobile banking appl'cﬁt{/, orporate innovation and
customer satisfaction in any part of Nigeria. ku, the study investigated mobile

banking applications, corporate inn%o nd customer satisfaction of selected

banks in Osun State, Nigeria. < \’\

1.3  Aim and Objec 'v@-e Study
The main obje@s study is to investigate the use of mobile banking

application@r te innovation and customer satisfaction of selected banks in

Osunéﬁ%\Nigeria. The objectives were to:

Q%dentify the level of customer’s satisfaction of selected banks in Osun
State, Nigeria,
2. examine the level of use of mobile banking applications of customers of
selected banks in Osun State, Nigeria;
3. identify the corporate innovative capabilities of selected banks in Osun

State, Nigeria,
13



4. determine the influence of mobile banking applications on customer
satisfaction of selected banks in Osun state, Nigeria;

5. examine the influence of corporate innovation on customer satisfaction of
selected banks in Osun State, Nigeria and,

6. identify the combined influence of use mobile banking apphc\v\and

corporate innovation on customer satisfaction of selecte Osun

State, Nigeria. %\
14 Research Questions [\\\ \

The following research questions guided th

1. What is the level of customer sati of selected banks in Osun State,
Nigeria? \\\

ii.  What is the level of gwobile banking applications among customers

of selected bank@ghn State, Nigeria?

iii.  What is 1 Qf corporate innovative capabilities of selected banks in

05{’,

theses

igeria?

Q% following hypotheses was formulated and tested at 0.05 level of

significance.

H1- There is no significant influence of use of mobile banking applications on

customer satisfaction of selected banks in Osun state, Nigeria.
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H2  There is no significant influence of corporate innovation on customer

satisfaction of selected banks in Osun State, Nigeria.

H3  There is no combined influence of use of mobile banking applications and

corporate innovation on customer satisfaction of selected banks in Osun

1.6  Significance of the Study \@(I

This study is relevant to the management of the selec bag in Osun State,

Nigeria. staff, customers, future researchers and @ lic. For management

of the selected banks, it will help them appr; i%

\

banking service on customers’ satisfac% sequently, they can modify and

State, Nigeria.

real effect of their mobile

add new features to improve cus@saﬁsfaction. Other organizations will be

informed on how to identify=an dress the challenges of implementing good

mobile banking experie\@ﬁ services.

Staff will als eeiate the challenges of improving effective customer

satisfaction< t@gh mobile banking service in order to ease pressure on

m. The study will also enlighten both existing and new customers on
e

ect of mobile banking services.

qn the educational line, future researchers will find this study essential when it
comes to matters relating to this subject and banking industry. Finally, the study
will contribute to literature on the subject matter and serve as reference material

for other researchers engaged in similar studies and for teaching purposes.
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1.7 Scope of the Study

This study focused on investigating the influence of mobile banking applications

and corporate innovation on customer satisfaction of selected banks j % State,

Nigeria. The measures of customer satisfaction are reliability%&@iveness and
a

accessibility. The measures of mobile banking appli& \r

s and cost of use of

ease of use of
mobile applications, risk in the use of mobile a
mobile banking applications, while the meﬁ r corporate innovation are
increased customer base, culture of i 1 and operational efficiency. The
geographical scope will cover eig@&qted banks in Osun State; these banks are
chosen because the percei g&Hem of customer dissatisfaction is prevalent
among their customers e elected banks are First Bank Nigeria Plc., Wema
Bank Plc., ank Ic., Fidelity Bank Plc., Guaranteed Trust Bank Plc.,

Sterling Ba@ nited Bank for Africa Plc., and Polaris Bank Plc.

1.®tanon to the Study

major issues that limited this study were retrieving information from
Qespondents, who in this regard are staff of the eight banks. The nature of their
work makes them less receptive towards advancing research. Also, the ingenuity

of respondents who filled the questionnaire for accurate data analysis, time factor

for retrieval of information, and the financial implications of carrying out this
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study limited the study, Nevertheless, these has not in any way affected the

quality of this study.

1.9 Operational Definition of Terms

Customer Satisfaction: This is a measure of how products of @ing

and services supplied meet or surpass customer expectation %%&d banks in
Osun state, Nigeria. ’\\ N

Reliability: This is the quality of trustworthiness %e d banks in Osun State,
Nigeria. \§</
Responsive: This is the situation w@e selected banks in Osun State react

quickly and positively to custor@mplamts

Accessibility: This is t of how customers’ of selected banks in Osun

State are able to 10 1r applications.

Use of Mo @nkmg Applications: Mobile banking application is a service
pr0V1 e selected banks in Osun State that allows their customers to

nancial transactions remotely using mobile device such as smart phone

@ablet.

Ease of Use: This is the capacity of the system of the selected banks in Osun State
to provide a condition for its users to perform the tasks safely, effectively, and

efficiently while enjoying the experience.
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Risk in Mobile Transaction: This is a situation that involves exposing customers

of the selected banks in Osun State to danger such as malware, phishing and so on.

Cost of Mobile Transaction: This is an amount that has to be paid or spent to buy

or obtain the services of the selected banks in Osun State, Nigeria.

Corporate Innovation: This is the intentional fostering of o \&}e\-box

thinking within the environment of the selected banks in Osun SK ieria.

Increased Customer Base: This is the ability of selecte%&s it Osun State to be

\
able to pull more customers to their bank throu@actory mobile banking

services of existing customers. \§</

ability of information technology

et
managers of selected banks in O@, Nigeria.

Operational Efficiency: I&%s state of being able to serve bank customers

without waste of time‘&é/&g
N\ .

S
&S

Culture of Innovation: It is creativ

mobile banking applications.
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Chapter Two

Literature Review ®

This chapter reviewed the literature relevant to this study. Th@ies relevant to
the study area will also be reviewed. The chapter dyélled\on the concept and
empirical studies that discuss the link betwee QQ banking and customer
satisfaction with specific emphasis on Fir @ of Nigeria Plc. This chapter is

organized as follows;

2.1 Conceptual Review < \\

2.1.1  Concept of Customer Satlsfactlon

2.1.2  Overview ghuse f Mobile Banking Application

2.1.3 Con @Corporate Innovation

2.2 ﬁ\ ical Review and Framework

% RVQUAL Theory
@2 Technology Acceptance Model

2.2.3 Diffusion of Innovation Theory

23 Review of Empirical Studies

2.3.1 Use of Mobile Banking Applications and Customer Satisfaction
2.3.2 Corporate Innovation and Customer Satisfaction
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24 Conceptual Framework
2.5 Summary of Literature Reviewed

Endnotes

2.1 Conceptual Review \V\

Considering the variable to be discussed in this study, the s&will be
discussed in line with the existing literatures in order to wid@ nderstanding
of these variables. To this end, each variable wilfNoe “eViewed with their
definitions, types and significance and implicati he variables described
includes: mobile banking (ease of use, sec *isk) of mobile transaction and
cost of mobile transaction), corpor e%ovation (increased customer based,

culture of innovation and op@ml efficiency) and customers satisfaction

(reliability, responsive an@ibility perspectives).

.
2.1.1 Concepts of Customer Satisfaction

Customers @\ service in terms of quality, but how satisfied they are with the
overall_e erlence is what defines their satisfaction. Whether the customer is
after purchase depends on the offer’s performance or the customer

ice in this case, in relation to the customer expectations. However, although
service quality and customer satisfaction are used interchangeably, there is indeed
a distinction!.Studies has indicated that satisfaction is the extent to which the
requirements of the customers have been met where requirements means stated

needs or expectations whether implied or obligatory. Accordingly, satisfaction is a
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process where the service provider meets the expectations and norms of
customers. Some researchers postulate that satisfaction is when a consumer
cognitively compares actual performance with expected performance?.
Furthermore, they opine that satisfaction is the post purchase evaluation of
products or services taking into consideration the expectations. Summ rw& the
definition of satisfaction, it is indicated as the feeling which e %Yom the
process of evaluating what was obtained against what was e he purchase
decision itself and or the fulfillment of needs or *It\ can therefore be
accentuated that the level of customer satisfacti c-))e influenced by various

internal and external factors. This suggests @ etermination of satisfaction is

very difficult. It can therefore be atte@ verall customer satisfaction is not a

static process but keeps on cha@w
the service provider. Q
\a é ;

Although customeg s tion is anew thing, researchers defined customer’s

en the customer get an experience with

satisfaction u i e;ent angles and different time. While the literate contains
signiﬁc&&ﬁﬁﬂences in the definition of customer satisfaction, all the definitions
S g\e common elements. When examined as a whole, three general
%ponents can be identified: (1) consumer satisfaction is a response (emotional
or cognitive); (2) the response pertains to a particular focus (expectations, product,
consumer experience) and (3) the response occurs at a particular time (after

consumption, after choice, based on accumulated experience).
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According to English Business Dictionary, customer satisfaction is the degree of
satisfaction provided by the goods or services of a company as measured by the
number of repeat customers. Customer satisfaction is also defined as a judgment
that a product or service feature, or the product or service itself, provide (or is
providing) a pleasurable level of consumption related fulfillment, includifglevels
of under or over fulfillment. Moreover, customer satisfaction is Q to be
one of the most important competitive factors and will be th@\mdicator of a
company’s profit ability in addition, customer’s satisfa, %(iﬂ drive company to

improve their reputation and image, to redu@-&bmer’s turnover, and to

increase attention to customers’ needs, Su jons will help company create

barriers to switching and improve b%s};% elationships with their customers,

customers’ satisfaction is a me ﬁ;é@\f ow products and services supplied by a

company meets or surpass‘cer’s expectation.’

Customer satisfacti n% defined as the number of customers, or percentage of
total custom ho é reported experience with a form, its products or its
service ragng‘) exceeds specified satisfaction goals®.And yet another definition
of. Qer satisfaction is; it refers to the extent to which customers are happy
%1 the products and/or services provided by a business’.Further definition of
customers’ satisfaction is; it is a term generally used to measure a customer’s
perception of a company’s products and/or services. It’s not a straight forward

science however, as customers’ satisfaction will vary from person to person,
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depending on a whole host of variables which may be both psychological and

physical®.

It is also noted that customer satisfaction can be described as measures that tells

how well a product or a service supplied by a firm meets customer expectation.

Customer’s satisfaction is the customers overall feelings of contegfr@(m a

business interaction. Customer’s satisfaction is defined as a '@9 of how
products and services supplied by an organization meet or sS customer’s

expectation’.Customer Satisfaction is when the out ﬁé\t}}e service matches
the expectations of the service even though they{d ne is a component of the
other. Therefore, it is defined as the customgi luation of a product or service
in terms of whether the product 5)@ has met his needs or expectations.

Failure to meet needs results in Ql&ﬁ{l faction, or a poor perception of the service

quality'?.Satisfaction ca %nowledged in various senses depending on what
needs the customer\ha}%ﬁ

contentment, @re, delight, relief, and ambivalence. Although it tends to be

measurw\a static quantity, it is dynamic and evolves over time being

re the service; it ranges from feelings of fulfillment,

in by a variety of factors. Service quality is one of those factors that
Q%tribute to customer satisfaction, in other words a component of customer
satisfaction measure. As it can therefore be pointed out that the distinction
between the two is a very important one. The level of customer satisfaction is the
result of the customers comparison of the service quality expected in a given

service encounter, with the perceived service quality. In addition, the distinction is
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that in measuring customer satisfaction, the actual experience of the customer is
the basis of assessments while in service quality measurement the customer
experience is not required. Accordantly, satisfaction or dissatisfaction is a

measure or evaluation of a product or service’s ability to meet a customer’s need

or expectations. V\

If the customers of an organization are satisfied by quality servi %%esult is
that, they will be loyal to them and consequently be retained organization,
which is positive for the organization because it co Q@ kan higher profits,
higher market share, and increasing customer ba§e archers have argued that
customers value satisfaction and quality i \Q different ways. Therefore, the
expression “no customer d1ssat1sf§ es not necessarily go hand-in-hand

with “customer satisfaction”!! 1( }&Q

are consequences from % isions. He continues to explain that quality is

further argued that changes in satisfaction

judged by the co d that the most important measurement of quality is
how it affect omer satlsfactlon This is further strengthened by some other
researcb&gsby argued that whether or not a customer considers their purchase to

their expectations, i.e. whether the customer is satisfied or not, is

Q‘cndent on the perceived quality'3.
In order for satisfaction to be fully implemented, there is need for the involvement
of the customers. The interaction between customers and service providers is an
important determinant of perceptions of service quality. Sometimes the interaction
will be largely transactional in nature but most common interactions will be
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within the context of an ongoing service relationship. Building effective and
significant relationships can contribute significantly to customer satisfaction,
loyalty. Retention and improvement of performance'*.If transaction is without
customer involvement, the provision of many services cannot occur, and the way

N

implication for both customer and the service provider!'. ers who

in which customers participate in the delivery process can have an rtant

willingly participate in service delivery process expect better %}N of service for

various reasons. First of all, customer participation m f\the provider has a
clear understanding of their needs and circumst c.-aecondly, customers who
participate may be aware of some of the %& on the service providers in
terms of what they can deliver a& aty they cannot. For that matter, such

customers are more likely to \z{’\nore realistic expectations about service

quality and as a conseque c% gaps between expectations and performance may

be smaller. Finally, 1\/

actively in the@kfon of a service can provide the organization with an

ssible that, willingness of customers to participate

opportunjty\to ance service productivity if they consider the contribution of
cust 1 It is further suggested that customers will and can only be expected to
%ic'pate in a relationship if they anticipate benefits from that relationship.
Q}enerally, the quality of service or interaction between the supplier and buyer and
the degree of customer participation in the relationship has been identified as
possible antecedents of customer satisfaction. A cursory glance at the relationship

between these concepts will be desirable.
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Customer Satisfaction and Quality have enumerated the differences between
service quality and satisfaction. They indicated that the dimensions of service
quality are specifically or directly connected with the rendering of the service
whilst satisfaction is based on many factors, both directly and indirectly relating
to the delivery of the service. Customers do not base their perceptions of the
quality of service on experiences/encounters with both the service provider and
the service environment. On the other hand, past experiences form the basis for
evaluation of satisfaction. In addition, quality is supposed to be ascertained by
external cues such as price and reputation whilst satisfaction is prompted by
conceptual cues like equity and regret. Also ideals and excellence in connection
with the service delivery are the clues to service quality. In the same vein,
satisfaction perceptions are based on predictions or norms for the service delivery.
However, it has been indicated that it is very difficult to draw a line between

satisfaction and quality of service.

Some researchers have postulated that satisfaction can be experienced and
happened during or at the transactional level whilst quality is seen to be taking
place at the global level'’.It is further believed that quality judgments are more
Q(speciﬁc and that of satisfaction are holistic. Quality judgments have a connection
with cognitive judgments whilst that of satisfaction relates to affective judgments.
Researchers are divided over the antecedents of service quality and satisfaction.

Whilst some believe service quality leads to satisfaction, others think

otherwise!8.Some authors are of the view that satisfaction leads to quality whilst
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others have a contrary view'? 2, Studies suggest that satisfaction leads to quality
and also submits that there is a correlation between the quality of service and
customer satisfaction. Enhanced service quality leads to customer satisfaction
with its ripple effects such as; customer loyalty and improvement in the existing
relationship between the organization and customers. Others are that customers
will bear with the service provider when the organization is not able to deliver as
well as customers canvassing for the organization to get more customers?"> 22, It
can be gathered from the above that the two concepts are the same and are being
used interchangeably. Some other authors are of the opinion that quality and
satisfaction are closely connected and are synonymous and interchangeable?3: 24 23,
Thus, both concepts are referring to meeting the requirements of customers.
Therefore, making a clear distinction between them will be a difficult task.
Accordingly, there are four main factors that constitute customers perceptions of
service quality, satisfaction and value. These are service encounters, the evidence
of service, image and price. Service encounter refers to both verbal and non-
verbal attitudes which form the basis for intangible service quality such as the

environment where the service is provided like equipment and layout of the room

(or building? 2

Evidence of service is whereby customers based their search of the level of
service provided on certain proof like employees, process and physical evidence.
This is because services are intangible and they are produced and consumed at the

same time. Studies have furnished three proofs; employees, process and physical

29



evidence?® ?7. Studies are of the view that a high service price is associated with
an equal high quality consumer expectation. A low price will prompt customers to
be apprehensive about the quality of the service and the capability of the
organization to render quality service. This point is not wholly true. Normally a
low price of things in general does not connote inferior or superior quality. The
value is more practicable or is a feasible thing than satisfaction since it includes
not only the benefits accrued but the price. This value is dynamic that must be

managed.

On the other hand, satisfaction is derived from the value proposition offered in
specific products/markets which precedes satisfaction. It can further be
accentuated by the fact that quality affects value?® 2°.Subsequently, there is
correlation between service satisfaction and quality and value. It is clear from the
literature that value is the worth or the importance attached to or gains and loss
derived from purchases or consumption of services. Satisfaction and quality are
also seen as the meeting of the requirements of customers. It could therefore be
inferred that the requirements are the same as the importance attached to the
services. Therefore, the three concepts; quality, satisfaction and value are the
Q(same and are being used interchangeably. The SERVQUAL and the SERVPERF
Models The most widely used models in measuring quality in the service industry
in general and in the banking sector in particular are the SERVQUAL and the

SERVPERF models. Since the SERVPERF was curved out of the SERVQUAL.
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SERVQUAL is one of the tools used in measuring the quality of services. This
model is also being used to measure the quality of services from the customer’s
point of view. The originators of the model are Parasuraman, Zeithaml and Berry.
The main aim of SERVQUAL is to have a standard and a reliable tool that can be
used to measure the quality of services in different service sectors. Originally,
those who developed SERVQUAL introduced ten service quality dimensions or
attributes. These are: tangibles, reliability, responsiveness, competency, courtesy,
communication, credibility, security, access and understanding the customer.
However, in the 1988 article, these were pruned to five which are; tangibles,

reliability, responsiveness, assurance and empathy.

Tangibility refers to the physical environment in which the service provider
operates. It comprises the physical facilities available, workers, and equipment
and communication materials. Reliability concerns the ability with which the
service organization can deliver the service dependably and accurately. Empathy
on the other hand, is about the special care and attention given to individual
customers when being served. Responsiveness is also the preparedness of the
service provider to assist customers and render as quick or prompt service as
Q(possible. Assurance too is in connection with the knowledge and the courteous
attitude of staff and their ability to instill trust and confidence in customers. Based
on this service quality dimensions, two sets of statements are developed, one set is
about customers’ expectations (expectation of service quality before using the

service) and the other set measures customer perceptions (perceptions of quality
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after using the service). The difference between the two; perceptions (P) and
expectations (E) constitute the service quality gap®*.The quality gaps are five.

These are:

Gap 1: The difference between what customers really (actually) expect and what
management think (perceptions) of customers’ expectations. This gap occurs
because management did not undertake in-depth studies about customers’ needs.
Also there are poor internal communication and insufficient management
structures. This gap is referred to as the understanding or knowledge gap. Gap 2:
This is called the standard gap. It is the difference between management
perceptions of customer service quality expectations and service quality
specifications. Gap 3: This gap is also known as the delivery gap. The difference
between service quality specifications and the actual service quality delivered.
This means the failure to ensure that service performance conforms to
specifications. The failure emanates from absence of commitment and motivation,
insufficient quality control systems and insufficient staff training. Gap 4: This gap
too is termed as the communication gap. It is the difference between the delivery
of service and the external information (communication) regarding promises
(made to customers or implied .Examples of medium used for the external
communication are media and customer contracts. Gap 5: this is described as the
difference between customers’ expectation of service quality and the actual

service received.
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One of the major shortcomings of the model is that the five service quality
dimensions are not universal and cannot be applied in all service industries.
Researchers have contended that it depends on the context in which the
dimensions are applied since the definitions and the number differ®'. This has
been confirmed by another study where only two dimensions were found. In the
same vein, studies has propounded that there was no evidence of the five
dimensions. In spite of the numerous criticisms, SERVQUAL has been adopted
for conducting many studies. It is therefore held in high esteem. The model in
general lays bare the strengths and weaknesses of the quality of service provided
by organizations. In this way, areas of weaknesses can be prioritized by the
organization®?. Another important merit of the model is that it serves as the
standard for organizations to measure the quality of service in the same industry.
Apart from this, it serves as a signal to management to take into consideration the
perceptions of both management and customers. It also helps management to
know customers’ impressions about the service purchased. The analysis of the
quality gaps assist management immensely to draw their strategies to meet
customers’ expectations. Having discussed the SERVQUAL model, the next
(section dwells on the studies conducted into the banking industry using the

SERVQUAL model.

Another model that discuses characteristics of a product or service and how they
relate to customer satisfaction is attributed to Dr. NoriakiKano (undated). He has

categorized these characteristics into three groups: dissatisfies satisfiers and
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delighters. Dissatisfies are characteristics customers expect to see in a good or
service. Customers assume or expect the presence of such characteristics even
though they may not mention them when asked about what they are looking for in
a product or service. Satisfiers are characteristics that customers expressly say
they want in a product or service and their presence leads to s trﬁ(ﬁon.

Delighters are new and innovative characteristics of a product @ice not

expected by the customer. Its presence delights the customer. %

Satisfaction has been considered as one of the most j %‘[\heoretical as well
as practical issues for most organizations and c t% esearchers??, Satisfaction
reflects a post-purchase evaluation of@&g quality given pre-purchase
expectations**. On one hand, withi &e on services marketing, satisfaction
has traditionally been defined @ nitive-based phenomenon. Cognition has
been studied mainly in te@the expectations/ disconfirmation paradigm; also
known as the xnl on/ disconfirmation paradigm, which states that

ate f.rom the customer's beliefs about the level of performance

expectations gri

that a p@ rvice would provide.

keting scholars indicate that customer satisfaction is related to the size

direction of disconfirmation, which is defined as the difference between the
post purchase and post-usage evaluation of the performance of the product/service
and the expectations held prior to the purchase®: 3¢. On the other hand, other
studies have recognized that the affect experienced during the acquisition and
consumption of the product or service can also have a significant influence on
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satisfaction judgments®’. Customer satisfaction is an ambiguous and abstract
concept and the actual manifestation of the state of satisfaction will vary from
person to person and product/service to product/service. The state of satisfaction
depends on a number of both psychological and physical variables which
correlate with satisfaction behaviors such as return and recommend rate 'wlxevel
of satisfaction can also vary depending on other options the cus ﬁé&y have
and other products against which the customer can compa% organization's
products. Organizations of all types and sizes have coné\tor¢alize that their main
focus must be to satisfy their customers. This ap @c\a\dustrial firms, retail and
wholesale businesses, government bodi \%ervice companies, nonprofit
organizations and every subgroup withih, ah ‘organization. There is a substantial
body of empirical literature tha(\%lis es the benefits of customer satisfaction
for firms. Organizations a asingly interested in retaining existing customers
while targeting non&% rs; measuring customer satisfaction provides an

indication of h@wéessful the organization is at providing products and/or

services& e rirdrketplace.

O ons that strive for high customer satisfaction are more likely to receive
@; er economic returns. It has also been recognized that these economic returns
are not immediately realized. Findings from other studies argued that customer
satisfaction act as an indicator of future business opportunities, where a satisfied

customer is loyal to the company, which implies a stable future cash-flow?8. This
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is strengthened by the fact that there is a positive relationship between customer

satisfaction and profitability

Consequently, it is noteworthy to state that a customer that is satisfied with a
product or service will raise their repurchase frequency and future expectations.
Due to the customers higher expectations it will become more diffi b@gthe
firm to satisfy the customers in the next purchase cycle which mfg age the

organization’s fame in the long run®*’.An organization the@és customer’s

i@h% same customer

ganization to reduce the

expectation too high will get problem with re

satisfaction in the future. It would be better
expectations and then deliver more than e . Furthermore, satisfactions are
a suitable goal that organizations do%gﬁ advantage by seeking a high level of
customer satisfaction when it ju@ expectations that are hard to reach and, in
turn, increases cost fo%/%each these higher expectations. In a related study,

it was further argyed productivity within the company will be damaged
L )

because of t t and the search after customer satisfaction. Furthermore, in

additio&i&gher cost, the company must add more effort in improving product

attgl r overall product design to keep satisfaction at desired level!.

satisfying customers is not enough, there has to be extremely satisfied
customers. The reason is that customer satisfaction must lead to customer loyalty.
Ensuring customer satisfaction is not a choice any longer with organizations: it’s
the only way of building sustainable competitive advantage. Satisfaction is
necessary; In other words, satisfaction is of a great benefit for any organizations.
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Therefore, researchers have highlighted the following key benefits of customer
satisfaction: Customer loyalty: When customers are satisfied, they believe in the
organization’s brand and become loyal. These loyal customers give brands repeat
patronage and form a major part of the revenue* 42, Losing customers takes a
huge toll on any organizations’ revenue and customer churn ﬁv&ers.
Furthermore, the positive word of mouth to friends and fa &&1 loyal
customers starts to add up. Satisfied existing customers feel @Qa promote the
brand to their loved ones for the great experiences thg¥"hathwhen patronizing an
organizations products or services. Sales revem{{/csajs focusing on customer
satisfaction actively have healthy sales re %‘hey do not lose old customers
and have a steady revenue stream fromg r ;%business. Customer satisfaction and
increased revenue are directly Q% Satisfied customers stay loyal to your
brand, interact with it, bu % and make recommendations to their colleagues,
friends, and family. \% nline customer surveys to note which areas are
impacting custo@ktfsfaction negatively and need improvement. This will help
improve gusto satisfaction and reduce customer churn. Boost brand reputation
and gity: Customer satisfaction impacts brand reputation and popularity.
% stomer feedback and figure out which areas could be improved and
Qmprove satisfaction. Is it accounts or customer service? Don’t be afraid to ask
your customers; honest feedback will help manage expectations and act

accordingly. Famous brands have dedicated teams and initiatives for improving

customer satisfaction, which helps them achieve high sales figures. Reduce
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marketing expenses: Satisfied customers are your biggest advocates. Their
positive word-of-mouth lends your brand credibility, popularity, and helps acquire
new customers. This saves brands a lot of money that they would spend on

marketing and promotional campaigns to acquire new customers.

Most companies and banks for that matter have realized the ne \ fer
customer service to other customers. But most often, this is jusf o er. The

actual service or the quality of the service is most at times not% t as promised.

a@,\customer service

s can frequently appear

This often leads to customer dissatisfaction. M

interactions can often be frustrating, and clie
demanding, there may be barriers in \ ganization that might make
reasonable consumer requests see exﬁsive. Companies therefore need to
understand the barriers to custon@sg tsfaction and take that into consideration in
order to satisfy their cu %s. The barriers may range from management,
environment, self, ro@!or systems, and communication. Some of the specific
barriers to cu rs t.isfaction could result if the systems used in working with
clients p{&@poorly, are slow, contain insufficient data or doesn’t track client
d priately, there will always be problem. Customers will get frustrated
%r quickly if the turnaround time is long. Therefore, they may start looking for

other services that are efficient enough for their needs.

Furthermore, if there is no proper documentation of data, it is easy to make the
claim that an organization is customer-centric. Proper documentation of
Information leads to the realization that there is a gap between what an
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organization is doing and what the customers are experiencing. Once this gap is
surfaced, management is faced with a lot of uncomfortable decisions about what
to change. Reliable information can lead to meaningful innovation that will find
greater customer acceptance and market success. Consequently, customer
satisfaction is the responsibility of the organization; from the managen%& the

service staff on the field. The organization must always conside@(&%luable

customers are, so as to treat clients in the appropriate and Vals.@mner.

%fs\, rapid growth or

is that staff will quickly

Overworked staff can be the result of understaffi

assigning too many tasks to too few people. T,

lose their energy. Those that don’t will@

will appear as a priority to them. e representatives of the organizations

will have many clients to servi(QJ

become frustrated and cl %ill receive insufficient attention to their issues.

d too thin and no single client

will be skipped, staff and customers will

Furthermore, the exact site can have a similar effect on customer service. If
the staff of th %a.tion is under worked, they will feel less challenged, under-
apprecia&dg.ud unimportant. Work has a habit of expanding to fit whatever
ti is allotted. So if the staff is under worked, case handling turnaround
@ can drag on longer than reasonably expected, and customers will get
frustrated. Similarly, workplace culture can have a substantial effect on how
customer service cases are handled. If the workplace climate is one where

customers are not cared for, where staff doesn’t care about their work, or if the

environment is not empowering, your staff will under-deliver whenever presented
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with a customer service case. This culture prevents your staff from caring enough
about your customers to make them happy. Customers are not a priority, and the
repercussions of an unhappy client are not apparent to them. Conclusively, if the
staff is not held accountable for customer service, there is no reason for the staff
to try harder to make sure customers are happy. Staff can always place tﬂw@me

elsewhere and know they can never get in trouble for letting a@ leave

unhappy. %\
Presently, banks in Nigeria are adding value to t e@iées for customer’s

satisfaction. The customers have more choicx(? sing their banks because
the new age is bringing about sweeping ¢

them to re-engineer many of their@rocesses and systems. This in term

directly affects their level of sat@ with the product®’.

the banking industry, forcing

Therefore, the banking i ill need to understand the factors that contribute
to customer’s sa@l in its industry. Many things that affect customer’s
L )

\J
satisfaction idirectly related to the product itself. Some researchers are of
t

the vi at tlstomers’ satisfaction is based on the utility a customer draws from
a % or service. It plays a major role in the business. If customers are not
fied with the offerings of the business, they can choose not to bring their

business there and impact will be felt by the business*. Problems with customers’

satisfaction are therefore very significant to the business.

This is mainly because the quality of service directly affects how consumers

perceive a specific product or service. Positive experiences lead to positive
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consumer attitudes and higher satisfaction. On the other hand, negative
experiences lead to negative consumer attitudes and lower satisfaction. Similarly,
user experience greatly affects customers’ satisfaction. This is mainly because
prior user experience creates consumer perceptions, which have an effect on
satisfaction. Some researchers suggested that the aim of any organlzat\wlould
be to deliver value to its customers in order to increase satisfactio (&Wer in
the global market place, there are many companies offering @( products and
therefore targeting the same market or customers. Th ahy therefore has to
come up with a general product that caters for a @tomer& This means that
the general product will cater for the speci s of each individual. This lack

of specialized products or each custo \Q to less customer’s satisfaction*®.

The increased technological 1nn6 %s in the banking industry have changed the

ways in which custom E now carrying out transaction*’. The important
1

question now 1s e banking enhanced customer satisfaction in the
banking 1ndu®o ile banking is considered to be one of the most value-added
serv1ce$\ ing. Facilities provided by mobile banking services have helped
fi stitution to reduce the crowd experienced in the face to face banking
saction through automated services where ever possible. The ease of use and
technology proficiency is important for the success of mobile banking platforms.

According to the author, users who are able to accomplish transactions on such

platforms with ease and great technological proficiency gain feelings of mastery
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and pride. Therefore, it can be noted that mobile-service quality is an important

measure when it comes to consumer satisfaction®®.
2.1.2 Concept of Mobile Banking Applications

Currently, the advancement of mobile technologies has provided an opportunity
for financial providers in introducing new financial innovations. \R}“the
emerging financial innovations introduced by financial provida\% effort to
increase customer satisfaction and efficiency is mobile \banking. More recent
developments in Information Communication Tech(%\ég (IéT) have provided
the opportunity for customers to access ban {&Vices without necessarily
going to the bank branches. This techn @‘ development has intensified in
recent years and has led to th uction of financial institutions’ costs®.
Customers will be able to obt{;bmmediate and interactive banking services
anytime and anywher in turn, initiate great value for them. Mobile

banking service @Vmcrease the amount of data processing and improve
L )

operational ance. Moreover, adoption of mobile banking has significant
impac redlicing costs and facilitating change in retail banking®®. Mobile
bakje as great potential to provide reliable services to people living in the

ote areas where internet facility is limited>'>>2.

Mobile banking application has been defined as an application of mobile
commerce which enables customers to access bank accounts through mobile
devices to conduct and complete bank-related transactions such as balancing

cheques, checking account statuses, transferring money and selling stocks>?.
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Another study defined mobile banking as an innovative method for accessing
banking services via a channel whereby the customer interacts with a bank using a
mobile phone>*.Mobile banking also means performing banking activities which
primarily consist of opening and maintaining mobile/regular accounts and
accepting deposits; furthermore, it includes performing fund transfer \ sh-in

%banking

- within an

and cash-out services using mobile devices. In the broader sense
enables the execution of financial services in the course o%
electronic procedure - the customer uses mobile co %i@ation techniques in
conjunction with mobile devices>®. Mobile Bank%(aerform various functions
like mini statement, checking of account , SMS alerts, access to card
statement, balance check, mobile re 2}%6 c. via mobile phones>®. Banks are
constantly updating their techn@ want to increase their customer base by
reaching to each and eve %mer. There are many advantages of using mobile
banking, such as peop‘}\ll e rural or remote areas can also get an easy access to
mobile bankin ﬁuéver required. Mobile banking is a developing mobile
techniqug that combined information technology and commerce applications

xce mobile banking was introduced, consumers have been able to use

tog
@ tain special services 24 hours a day without having to visit the traditional

Q}ank branch for personal transactions.

Mobile banking helps banks to increase speed, shorten processing periods,
improve the flexibility of business transactions and reduce costs associated with

having personnel serve customers physically>’. The use of mobile phones has
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facilitated the expansion of markets, social business, and public services in both
developing and developed countries>®.Other researchers claim that rapid advances
in mobile technologies have made mobile banking increasingly important in
financial services®®. The use of mobile banking offers a way of lowering the cost
of moving money from place to place®. A related study classified mobile%banking
into two; firstly, transformational mobile banking, which is t (&mn of

banking services using a mobile phone to reach the unbar@opulation“’ 62,

Secondly, additive mobile banking, in which the r{?\é\phone is simply an
additional channel that is used to provide baaggrvices to those already

rtunities for businesses and

banked. This opens a whole new worlc%\

retailers to market their goods and ¢y for customer. Customers today are
‘on-the-go’ they appreciate thin&( are readily available to them and banking
is one example. Gone are l%ys when customers would line up in banks to do
their banking needs. N y a touch of a button using electronic banking they
can transfer fu@& and from their accounts. However, even though mobile

technolo y(ij ely available amongst customers, there are proportionately few

ad@)r mobile banking.

Q@as been argued that for any service or technology to success it must be adopted

y the users and accepted. Therefore, on the following paragraphs discussed the
factors leading to the adoption of mobile banking. Accessibility is defined as the
ability of users to access information and services from the web, this dependent

on many factors. They include: the content format; the user's hardware, software
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and settings; internet connections; the environmental conditions and the user's
abilities and disabilities. The term "web accessibility" generally relates to the
implementation of website content in such a way as to maximize the ability of
users with disabilities to access it. For example, providing a text equivalent for
image content of a web page, allows users with some visual disabilitie@s to
the information via a screen reader. The techniques and appro % create

more accessible web pages for people with disabilities alsoﬂ@ws many other

access issues such as download speed and discoverabil@ \
Furthermore, reliable/prompt responses, atte&;@ and ease of use had

considerable impacts on both customers& d overall service quality and
satisfaction. It also indicated that@ a significant positive relationship
between overall service quality th\’\aisfaction. In a related study, the traditional

service quality dimensio @ context of online services, was redefined as an

instrument consisting ofsg¥en online service dimensions (reliability, access, ease
of use, pers %I.l, security, credibility, and responsiveness). Therefore,
conside% banking service quality with respect to technology use, such as
A ephone, and the internet and identified six dimensions®*.They were
Q%Venience/accuracy; feedback/complaint management; efficiency; queue
management; accessibility; and customization. Therefore, accessibility has
positive effect on customer satisfaction. Mobile banking provides higher degree
of convenience that enables customers to access internet bank at all times and

places. Apart from that, the ease of access of computers is perceived as a measure
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of relative advantage®®. Furthermore, it has been revealed that there are some
service quality determinants that are predominantly satisfiers and others that are
predominantly dissatisfies with the main sources of satisfaction being
attentiveness, responsiveness, care and friendliness. The main sources of

dissatisfaction are integrity, reliability, responsiveness, availab'l\ and

functionality®®. @%

Accordingly, the provision of customer interactivity is an im$ criterion that

@v}tors of paramount

s been identified such as;

attracts users in the delivery of mobile banking. Als

importance in ensuring the success of mobile b
the ability of an innovation to meet users' %ng different feature availability
on the web site. For instance, t &ion of interactive loan calculators,
exchange rate converters, and @g e calculators on the web sites draw the
attention of both users users into the bank's web site. Customers have
doubts about the trustNabjfity of the mobile bank's privacy policies. Trust has
striking influ &;er's willingness to engage in online exchanges of money
and per@gﬁwsitive information. Privacy is an important dimension that may
af] %rs’ intention to adopt mobile based transaction systems. Encryption
nology is the most common feature at all bank sites to secure information
privacy, supplemented by a combination of different unique identifiers, for
instance, a password and warrant. Thus, a combination of smart card and

biometric recognition using fingerprints offers a more secure and easier access

control for computers than the password method.
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Assurance about security relates to the extent to which the web site guarantees the
safety of customers’ financial and personal information, an area which has
witnessed a proliferation of research interest. Security can be assured by
providing a privacy statement and information about the security of the shopping
mechanisms and by displaying the logos of trusted third parties. Fo ple,
displaying trusted third party logo guarantees a certain level of se ﬁ&tection
and has been shown to significantly influence how co@&s regard the

trustworthiness of e vendors. Customers can use mobi @(ﬁ&g technologies for

various banking services ranging from plannin@ their bills via their cell
an

phones. Mobile technologies used in the m king include the messaging-

based applications, browser-based a@ , and client-based applications.’On
the messaging-based applicatiot\%b\communication between the bank and the

customer is carried out V{@ messages. For example, by using a registered

mobile number, the cb@

uses text mess@(o‘ conduct transactions with the bank. An example of

sends a predefined command to the bank, and then

messagi&ga@pplications is the Unstructured Supplementary

S Qata (USSD), which has compatibility with most mobile phones. The
%7 “SMS Banking” refers to the provision of banking and financial services via
means of text messaging service, known as SMS. SMS allows the financial
institutions to communicate with their customers. Almost all mobile phones have
the ability to use SMS; SMS is so suitable for sending messages from banks for a

number of banking operations. In order to create a query, the customer sends an
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SMS containing the service request to a special number which is considered for
this purpose. The customer sends a customized SMS (a command based instructed
with Arabic number) to the bank with the predefined commands for each offered
service. The server of the bank receives the SMS, interprets the commands and
executes commands and instructions, if the request is found to be autho, iw\The
authentication is carried out with the help of a special Mobile B @Personal
Identification Number (MPIN). Furthermore, the requests are@saccepted from
a mobile phone number that has been registered as %thorized number of
operating that particular bank account. With the % n made with the mobile
banking server one can get all the financia financial information. After

completion of the whole process, th \%1 tion will be gathered in the oracle

database for future reference. (\
The browser-based applicvx essentially a Wireless Access Protocol (WAP)-

based internet acc requires a compatible mobile phone which is WAP-
enabled. The e phone is used to access banking portals through the Internet.
Brower&&ﬁlstomer needs to be connected to the internet to use this service.
T ce is generated from the server which is transported to mobile device,
% this allows the content to be displayed through the browser. This method is
extremely fast depending on the server that the customer is connected to but one
its disadvantages is that, it requires the subscriber (customer) to stay online all
through the transaction process and could lead to higher cost for the customers.

The client based method requires the customers to use software installation, and
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this will serve as a user interface that can allow customers to use the mobile
device while offline to access some basic transactions before going online. Typing
details before connecting to the internet could reduce cost. This client based
application is particularly useful because it allows customers to stay offline and
while preparing transaction such as entry of account details and after\\w{ the

transmission is made by sending out the data, this banking pr@?ﬂducted

offline reduces online connection time and cost. These @a ile banking

applications that the users should download on their Q Using the properties

of these applications, transactions can be encryp %Saletely in both source and

destination. Since this software has been %%’for special purposes, mobile
»

banking application designers ca \%

n 01&
transactions. (\’\
The independence of ang@ is one of the advantages of these applications for

financial instituti@ customers have downloaded the software on their
e

applied interface for the financial

phone, they s¢ the Mobile Banking application. In other words, the
applica&ghguld be compatible with the various needs and functions for a large
n mobile phones and this is expensive. The phone should also support
% of the environments such as the Microsoft Windows Mobile. Another
problem of mobile banking applications is that the customers should download
the software, install it on their devices, and update its new versions, and maybe

this is a new problem for some of the customers®®.Mobile Banking, includes a
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wide range of services. Accordingly these services may be categorized into

mobile accounting and mobile financial information services:

The Mobile accountings are transaction-based banking services that revolve
around a standard bank account and are conducted and/or availed by mobile
devices. Not all mobile accounting services are however necessarily ns@stion
based. Mobile accounting services may be divided into tw ories to
differentiate between services that are essential to operate an t and services
that are essential to administer an account. More ’&%ﬁi}ional services are
required that inform a customer about his/he (r{/ ions and other activities
®

involving their account. It is for this rea%\\ Mobile Accounting is offered
almost regularly in combination w’i@s from the field of Mobile Financial
Information® 7°, Account Opefatidn:>which refers to an activity that involves
monetary transactions. Su@sactions may involve an external account and/or
internal account. Nob rvices that are used to operate an account are: (a)
Money remit %’\.ich may be used to instruct the bank to remit money in
order t(@gw one-time transactions, such as paying bills or transferring funds.
Thi e can also include the facility to cancel an ordered remittance. (b) Issue
Qding orders which refer to a situation where the bank may be entrusted with
standing orders for payment of regularly recurring payments such as payment of
standing payments, monthly rent or telephone bill. (c) Transfer funds to and from

sub-accounts as and when needed, for instance from a savings account to

checking or other types of account and vice versa. (d) Subscribing for insurance
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policies like travel insurance policy may be purchased via mobile devices. This
service could be particularly attractive in time-critical situations, for instance, if a
bank customer has to set out on an urgent, unplanned journey, he may still be able

to subscribe to a travel insurance policy offered by his house bank.

Account Administration: The term Account Administration refers w\%dcal
situations, for instance, if a bank customer has to set out on an u@) planned
journey, he may still be able to subscribe to a travel insuran cy offered by
his house bank. This may involve activities like acce &d%ﬁs\ration and cheque
book request. Mobile Accounting services that afe o administer the account
are: (i) Access administration in which M@ ices may be used to administer
the access to an account, for exam &nge the individual PIN or to request
new transaction numbers. (ii) nge operative accounts through which a

customer can change hi %t operative account and do transactions using a
1IN0

different account. Th lon is attractive for customers holding several sub
accounts. Fu % sul;-accounts may be hereby utilized in a targeted manner
withoutfirsNzansferring the amount to the default account. (iii) Blocking lost
C g\g Mobile non-voice telecommunication systems such as Wireless
Q lication Protocol, Short Message Service (WAP, SMS) can be used round the
clock to speedily block lost credit and debit cards irrespective of the current
geographic location. (iv) Cheque book request which are used Instead of going

personally to the bank, the customer can request for a cheque book to be mailed to

his or her address as per the records of the bank. This saves his/ her valuable time.
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(v) Bill Payment for those companies which register with the bank for this service,
the payment is made on request on mobile phone banking and (vi) Change of
Primary Account in which the customer has the option to change the primary

account to another new account number for carrying out transactions.

The Mobile Financial information refers to non-transaction based b %\and
financial services of informational nature’® !, These sub-applicati services
rendered through Account Information which refer to inform%\hat is specific
to a customer and his bank, even though it doe @céssarily involve a
monetary transaction. Mobile services that belo

category are (a) Balance

inquiries which are employed to check th financial status of own bank or

%

securities accounts. (b) List of latest.thansaetions which may be used to request a
list of the latest transactions pe 0}’}\& on an account. This service works with a

standard, pre-specified @of latest transactions that are reported, as and

when demanded.& e banks provide a list of transactions. (c) Statement
.
request whick@rat s a list of all transactions in a given period, for instance in
a week i&a.month. Statements may be requested either manually, as and when
n ectronically. With Mobile Banking the account statements can be
Q ested via and/or delivered on mobile devices. (d) Transaction and balances
where the bank may be instructed to automatically alert the customer via SMS
whenever transactions (credits as well as debits) exceeding a certain amount are
performed on the account. In addition, a similar threshold alert may be activated

for the balance status of the account. The customer may be informed via SMS
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whenever the balance falls below a certain predefined level. This service may be
useful to help the customer avoid unpleasant situations by not being able to honor
his commitments. (e)Threshold alerts for stock prices where bank may be
instructed to send an alert on mobile devices, via SMS, when prices of some
particular stocks fall or jump to a predefined threshold value and ask W{ther
instructions. (f) Returned cheques or cheque status that keep %ﬁstomer
informed without time delay if one of her or his deposited c@e%

honored and corrective steps are required. (g)Credit ca@p‘saﬁon: This allows
the customer to check anytime and anywhere th%cea status of his credit cards
and the amount that he may utilize at tha® int of time. (h) Helpline and

emergency contact which provides & ent that is required in emergency

as not been

situations, for instance to bl@lost credit card and cheque book. The

information may be eith r%edded in the telephone menu, for example in
cooperation with a ne@x

page analogue Qﬂxﬁb page and Information on the completion statutes of an

arrier or the information may be provided on a WAP

order w& bafKs may use as a “push” services to inform the customer via his
vice regarding whether or not his orders could be carried out. This

%ur s that urgent information can be provided to the customer while on the

ove.

A lot of literature has highlighted the importance of Mobile banking which allows
anytime, anywhere (within the network coverage) banking with all the inherent

advantages’?. The high penetration of mobile phones across the strata of society
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makes it a natural tool for taking electronic banking to its next level. Convenience
is one of the benefits of mobile banking as banking transactions and other related
activities can be performed in the comfort of customer’s home or offices. The
usefulness of conducting banking transactions at home or from the office
eliminates the difficulties that are associated with driving to the bank, w@\st of

petrol, and parking. Mobile banking also allows customers to @banking

transactions 24 hours a day, 7 days a week, and 365 days a ye%\

Banks can utilize the time saved by the channel migr, % Ustomers to mobile
banking for expansion of business through be ting and sales activities.
Mobile banking enables banks to reduce @courier, communication, paper
works, etc. and also it reduces cost%&ng up a branch and the resources to
process transactions’. Also ba@viding mobile banking services can have
competitive advantage ov %e banks, which are not providing this service. It
has also been found to\inpfeases customer loyalty that is using mobile banking
customers ne % .go in banks braches for fund transfer or for information,
which %gu good relationship between banks and customers which helps in
in loyalty towards the banks. Lastly, mobile banking services will enable

%ks to not only increase fee-based income but also enable significant cost

savings, improve service quality and provide cross-selling opportunities.

Similarly, one of the major benefits of mobile banking to customers is
experienced when they don’t need to stand at the bank counter for various
enquiries about their account. Customers can save their valuable time and
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travelling cost in reaching the bank for their financial transactions. Customers can
pay their utility bills on time and save themselves from paying penalties, since
alerts are received from the bank. Ubiquitous access, convenience and mobility
are the main benefits that mobile banking confers to customer. Nevertheless,
despite the widespread proliferation of mobile phones and the nwe\rous
advantages that mobile banking offers, mobile banking is 'ﬂ&widely
adopted’>.Some researchers have contended that currently cvant factors
determining the adoption of mobile banking in Ni %pklude the level of
awareness or attention, the accessibility to<</ ters and the Internet,

convenience, privacy, costs, and the availabt of knowledge and support

concerning internet banking’®. The i t?% ion of internet banking services is
facilitated by the bank’s rep a’\\ in terms of size, awareness and trust
awareness of Service an neﬁts in form of the amount of information a
customer has about anking and its benefit may have a critical impact on
the adoption o banklng On the other hand, low awareness of mobile

banking‘\@al factor in causing customers not to adopt this type of banking
n

plat the most important factors discouraging the use of mobile banking
%la k of Internet access and not having a chance to try out mobile banking in a
afe environment, thus not being in a position to access account. Accordingly,
previous studies have identified that user input factors are a function of control,

enjoyment and intention to use. Control could be described as the amount of effort

and involvement required by consumers in mobile banking. Enjoyment is the
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perceived playfulness and intrinsic value that consumers experience from the
utilization of mobile banking and this would also influence the level of
satisfaction’’; there is every indication that when consumers are aware of the

availability of electronic banking, they will use adopt, though some may not.

In the same vain, another researcher noted that numerous potential in % on
consumer adoption of mobile banking including theories of conm@@ avior in
mass media choice and use, gratification theories, in%\on diffusion,
technology acceptance, online consumer behavio @t\sewice adoption,
service switching costs and the adoption of int ing. They proposed that
customers’ intentions to use mobile ba n be affected by customers’

attitudes toward using internet banki %en customers have positive attitudes,

they are more likely to adopt m@ king and vice versa’®.

In another related studygr ers found that customers’ attitude are significant
factor affecting c&@oehaviors in accepting or rejecting technology. It was
.
found that t@aﬁonship between attitude towards using and usage was
signifi ﬁﬁ\ stomers' attitudes are a significant factor affecting customer
be Qin accepting or rejecting technology. Customer satisfaction in the view
obile banking is as a result of cognitive and affective evaluation where some
comparison standard is compared to the actually perceived performance. If the
performance perceived is less than expected, customers will be dissatisfied’®.On
the other hand, if the perceived performance exceeds expectations, customer will

be satisfied. The operational constraints related to customer location, the need to
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maintain customer satisfaction and the capabilities of the Bank's main software
are influential factors in motivating the decision to enter electronic banking
services and consequently influencing the usage experience and thus affecting the

level of satisfaction.

Furthermore, service as an intangible good appeal differently to eac &smer
and certain extent of service should be achieved in order to sati }S{e/ ustomer
and that the resulting commitment, loyalty and retention are%a indicators of
customer satisfaction. Customer commitment; on ’e&qg ,\highly committed
customers use more products or services, give errals and are much less
likely to switch to another bank, com e\r h customers who have lower
commitment levels®®. Indeed, this @ppoﬂed by another researcher who

contends that higher levels of Wwebsite usability might lead to higher levels of

consumer's affective cc@ﬂ to the website as well a direct, positive and
significant relation i;\/

L )
2.1.3 Conc %

rporate Innovation

Innov &s not about showing people what to do and expecting them to do it but

,1\1 %ut leading people and empowering them to participate in the development

the organization and their own personal development®?. From the statement
everyone within a corporate organization is responsible for innovation.
Established organizations have to continuously innovate so that they can continue
to have a competitive advantage and survive in the market. For an organization to

survive, it must come up with new and better ways of doing things. Technology
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has influenced innovation significantly, the advent of cell phone technology has
given rise to novel products due to the nature of its operations for instance clients
can make savings using their cell phones, buy goods and even access their bank
accounts directly from their cell phones®. The telecommunication industry has
strived to connect computers and mobile devices such that informati @ be
exchanged without difficulty. Innovation is not an event but a co@ rocess

which requires the involvement of all interested parties®*. %\

There are critical elements that should be utilized b %r e\adership to ensure

that innovation projects are successful when %e(/ regardless of the many
obstacles that may arise especially withd % scale businesses®. The first
ingredient is rewarding risk and no%ﬁng mistakes, he states that mistakes
while innovating are not failurﬁ\a\\ta source of improvement and information
and corporate managem d reward innovators and accommodate failure as
it is the path tov&rds ctively transforming innovative projects into novel
business idea; Qare Iong-lasting. Secondly, he advocated for corporate support
and pro}% f the innovators from inside the organization, he also advocated
fogg tors to be able to access enterprise assets they may need to carry out
Q‘%wation programs and lastly, leaders who are keen in innovation should work

arder to attract clients whose criticism of the product and the business practices

and revenue is crucial for the business.

Mobile banking is a platform through which customers can access banking
services with the use of their mobile phones®. The adoption of mobile banking
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has been beneficial to banks because it aids in the satisfaction of customers by
significantly reducing transaction costs®’. A study examine customer satisfaction
in the Kenyan Banking Industry revealed that the most important factor to

satisfaction in Kenyan banks is the availability of bank branches followed by E-

banking presences while the least important factor is the quality of pr%and
services®®. Innovation is not about showing people what to do ar@g them
to do it but it is about leading people and empowering them\% 1

development of the organization and their own perso@e‘iopment. From the

cipate in the

statement everyone within a corporate organizatb® ponsible for innovation.

Established organizations have to continu% ovate so that they can continue

to have a competitive advantage and @\ the market®.
There are critical elements thatg& be utilized by senior leadership to ensure
that innovation project

cessful when executed regardless of the many

s oW
obstacles that m&}feéfspecially within large scale businesses®. The first
ingredient is ding. risk and not punishing mistakes, he states that mistakes
while i&&ﬁyg are not failures but a source of improvement and information

a %ate management should reward innovators and accommodate failure as
% the path towards effectively transforming innovative projects into novel
Qusiness ideas that are long-lasting. Secondly, he advocated for corporate support
and protection of the innovators from inside the organization, he also advocated

for innovators to be able to access enterprise assets they may need to carry out

innovation programs and lastly, leaders who are keen in innovation should work
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harder to attract clients whose criticism of the product and the business practices

and revenue is crucial for the business®!.

The use of Innovation is well pronounced in all the activities of a whole
organization, from the conception of an idea to the introduction of a product or
service to the market. Five stages have been found to exist by some re @%& as
a constant innovation process, this includes: idea creation, stud ansion,
application, commercialization, and internalization®?. Innovat%\md to be seen
as a process through which important ideas are tra 1 t}) new methods of
added worth for the organization, customers,€ ces and investors. With
reference to organizational innovation, it %ufﬁcien‘[ that every worker as
such wants to be creative. Creativit be seen as a collective effort to raise
the level of innovation as part a set of the organization. This “refinement”

between individual azd(/ stakeholders is important for organizational

innovation”?,

Innovation E@n described as a product or process which are new to the
0

compafyy ecessarily to the world or other sectors®®. Furthermore, innovation
ca cribed as the collation of ideas that are new to the adopting company or

rocess of successfully creating something new with monumental value to the
relevant unit of adoption®. As suggested in a study that an idea may be seen as
innovative if it is original for the individual who formed it, without essentially

being novel to the entire society®®.
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Corporate innovation can be seen as a key indicator for creating confidence and
growth in an organization®’. The organisation’s capability to innovate is the most
crucial factor for competitive advantage in high turbulent market. Innovations is
not limited but also involve products, procedures and machineries used to
manufacture products or render services directly related to the basic wowvity
of an organization. Process innovation is the application of a n@proved
creation or delivery technique. This includes significant @e& in methods,
equipment or software while process Innovation can ﬁqléd as improving or

changing current procedures and techniques us production of products.

Process innovation includes bringing signi provement in the equipment,

technology and software of the pr 10n* or delivery method. Firms bring
novelties in the production and T‘r\’&eq method to bring efficiency in the business.
The new method must b %st new to the organization and organization had
never been implemenfs{/ re. The firm can develop new process either by itself
or with the hel %ﬂ'other firm®. Firms bring process innovation to produce
innovatiye &J s and amendments are also brought in the processes to produce
the &poducts. To decrease the production cost, firms go for process
%o tion. The process innovation is reflected in the cost of the product®. Firms

dopt new process to compete with other firms; they have to bring the process

innovation to satisfy their customers.

Another type of innovation is product innovation. This is the introduction of a

good or service that is relatively new or improved such with respect to its features
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or intended usefulness. This includes significant progress in technical brand,
components and materials, incorporated software, user friendliness or other
functional characteristics. However, product innovation forms the core of
innovative organization and offers incredible competitive advantage in new as
well as established markets. Although related to process innovation\ duct
innovation is much more of a process than a single im %ﬁon or
improvement. For product innovation, the product must eithe@ew product or
significantly improved with respect to its features, i t& use, software, user-
friendly or components and material. The first d@a}xera and microprocessors
are the examples of the product innovation®

The main aim of product innovati 'sﬁn‘[ice new customers. Organizations
present new products or modify@éq( ting products according to demands of the
customers. Shorter produ cycle of the products forces the firms to bring

innovation in the p&odﬂ\ts, n the competitive environment, product innovation is
being introdu compete in the market. In highly competitive industry such as

the ban&ign,;yation face the low competition at the time of implementation and

th %r it is tailored towards high profit'®°. In another study, it was stated that
%s bring product innovation to compete with other firms in the markets.
QProduct innovation is mirrored by the practical performance. Product innovation
is one of the key factors that contribute to success of an organization. New

product progress is an important strategy for increasing the market share and

performance of the business in general.
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Furthermore, marketing innovation may be considered as a part of a marketing
concept along with strategy that is significantly different from the original
marketing procedures. It is based on the principles that adhering to existing
marketing rules alone is not enough to ensure success and attractiveness in the
modern markets. Marketing innovation is based on the principle of plajfulness,
boundlessness, and provocativeness. These areas of marketing i \\ave a
progressive development, including personal marketing, @m marketing,
environmental marketing, guerilla marketing, ambush ig, buzz marketing,

viral marketing, product placement, mobile mar%(f aord of mouth marketing,

geo-marketing, behavioural marketing and hese new areas are rapidly

emerging, and their definitions andb\e}@ ns are often uneven'®!. In the final

summary, marketing innovat@n be described as doing something

fundamentally new with‘i% products, services, or technologies based on

market-based ideas thé?y

Innovative marl@vﬁbj ect of other research, claim that innovative marketing is

inates from different arrays of customer desires.

based O&'antions, which are: product design or packaging, product

pla or channel of communication, product promotion or pricing, approach
%et, product delivery, service delivery. The examples they give of these
gunctions are the use of applications, the use of social media and opening up

processes to customers!®.

In addition, Organizational innovation can be described as the adoption of an idea

or behavior that is new to the organization!®. Organizational innovation refers to
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new ways work can be organized and accomplished within an organization to
encourage and promote competitive advantage; it can either be a new product, a
new service, a new technology, or a new administrative practice!®*. Further,
organizational innovation can be understood as a process by which the firm
creates and defines problems and then actively develops new knowled%s\olve

them. Organizational innovation encompasses product inno@process
innovation, and marketing innovation. Further, each fom@organizational

v&%mdng the other forms
of innovation. In another notion “organizational @&n” refers to the creation

or adoption of an idea or behaviour @ new to the organization'®,
is

innovation has a unique and shared variance when vie

V)

Furthermore, organizational innova@ ts in the implementation of new

organizational methods that ca@anges in business practices, in workplace

organization or in the ﬁn@mal relations.

Innovation more %}&:urs in response to a problem or opportunity that arises
either insi @side of an organization. Management researchers identified
four i al and three external impetuses for innovation!*®. Internal prompts
in% unexpected occurrences, incongruities, process needs, and industry or

ket changes. Internal Impetuses: unexpected occurrences include mishaps,
such as a failed product introduction. It is often through such unexpected failures
(or successes) that new ideas are born from new information brought to light. For
instance, a failed product can give an organization new information about

marketing that allowed it to achieve stellar gains with succeeding products. This
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type of incongruity might cause some innovators to develop the product in a less

expensive method that will be more conducive to changing market demands!'?’.

Process needs: Innovations inspired by process needs are those created to support

some other product or process. For example, advertising was introduced to make

mass-produced newspapers possible. Newspaper publishers devised @Ver

the expense of printing the newspapers on the new equipment@@ de such

N

printing possible. Industry and market changes, the fourth al impetus to
innovate, often result in the rise (and decline) of su@ 1 'I}novators. External
Impetuses: External impetuses to innovate incl graphic changes, shifts in
perception, and new knowledge are: De ic changes affect all aspects of
business. For instance, an influx o %1 nts into a particular geographic area
will create new market niche@organizations or companies. Likewise, an
increase in the level of of indigent of that geographic area will result in
a dearth of qualifie rkers for some low-paying jobs, causing many
organizations@mp;nies to develop new (innovative) automation techniques.

When aﬂ(i%nology emerges, innovative companies can profit by exploiting it

W
in@lications and markets'0®,

Q\lso, innovativeness and newness of the innovation may be related to differences
in innovation capabilities. For example, highly innovative products in the
financial sector have a lower prospect of earning back investments, as the
response time (the time before imitations appear) is rather short due to the

competition by other service providers like microfinance institutions that often
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imitate under “own-label. Research findings reveal that only 4.7 percent of sales
come from radical innovations in the banking industry, while this ranges between
6.4 and 11.6 percent in technology-based industries. The banking sector has a
relative difficulty to earn back the investments from product innovations, due to
the dominant position of the banks in making an innovation succes while
engaging relatively little in co-innovation (when compared to o g&hstries).
The share of turnover from new products to the market is 1&&' the banking

industry, with 6 percent in the latter and 9 percent in t@ﬁk ustry, and 8 percent

of turnover is from products new to the comp@-)e bank compared to 12
percent in the total industry. ®

Due to the lack of co-investment is?\é{'nnovation, the advantages from this kind
of innovation do not always @/ith the actor who has made the investment.
This is exacerbated by ¢he culty to protect the intellectual property rights in
the banking indus%/%&ordingly, there is more focus on process innovation in

the bankin@r, with sixty-nine (69) percent of innovators in the banking

indus% cus on process innovation, compared to fifty-seven (57) percent in

I\

end and machine industries, and 61 percent in the electro-technical
Qg.lstry“”. In addition, innovative companies indicate that uncertainty about the
demand is one of the most important impeding factors for innovation''®, These
aspects make the innovation process in the banking sector complex, time-

consuming and risky. The capabilities of firms to deal with the challenges of

innovation, assuring adequate resources and fast adaptation to the conditions in
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the business environment, are considered to be critical for successful innovation!'!.
Furthermore, the lack of an effective technological innovation development
process as a barrier to innovation management. A recent study concluded that the
single biggest growth inhibitor for banks was mismanagement of the innovation

process. According to some researchers, the personality of the i %(luals

involved in the initial phases of the technological innovationg‘%s is as
important as the innovation process itself. %\

\
Innovation when applied in today's banking environﬁé)h%vlls into three specific
categories: customer independent (a techpo I\\that involves a customer

conducting and completing a transactio@bank entirely independent of any

human contact with the institutioru@(s, phone banking and Internet banking);

BN

customer assisted (a bank will use customer-assisted technology as a
resource to complete a @n, call Centre’s customer service officers will use
a Customer Rela%li.p anagement (CRM) System to understand a customer's
profile an @e instant responses to customers' queries on the banking
trans s and up-to-date billings and customer transparent Customer
tec‘@gy which represents the real core of bank operations and customers never
it but expect it''2.
Electronic Funds Transfer at Point of Sale (EFTPOS): An Electronic Funds

Transfer at the Point of Sale is an on-line system that allows customers to transfer

funds instantaneously from their bank accounts to merchant accounts when
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making purchases (at purchase points). A POS uses a debit card to activate an
Electronic Fund Transfer Process. Increased banking productivity results from the
use of EFT POS to service customers shopping payment requirements instead of
clerical duties in handling cheques and cash withdrawals for shopping.
Furthermore, the system continues after banking hours, hence xw\nual
productivity for the bank even after banking hours. It also save s time
and energy in getting to bank branches or ATMs for cash wi %as which can

be harnessed into other productive activities. As the 1@ se of innovation in

developing countries increases, so does the need ch on the subject.

X

Key inhibitors that negatively affect a l® ovation capability are identified

as follows; Service process desi th dependency and successful concepts:
Many winners often become lgs sing their innovative edge. Many banks also
limit themselves for ter%/ incremental innovation, such as improvements of
existing designs a&%ﬁologies, the so-called dominant design. They run the
risk of bej rtaken by innovative companies that introduce a timely
innovatio gﬁt totally disrupts the market''>.  Organizational dualism:
In%ngly, the patterns of success may cause a conflict between functioning

ciently to sustain the current successful business model and incorporating
innovations that will enable a company to be competitive in the future''#
Another researcher terms this one of the trickiest issues banks face in achieving
the right balance between centralization and decentralization. The hierarchical

structure, although an effective structure for routine-based processes, activities
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and continuous improvements (doing what we do best), is less appropriate and
flexible for radical innovation development. Large corporations often lack a clear
two-fold structure, combining consistency for incremental innovation, and

flexibility and experimenting capabilities for radical innovation''>.

Excessive bureaucracy is often synonymous with large organization

allegiance to rules and procedures that ultimately frustrate c
result are slower to react and less willing to take risks! isting successful
products, a dominant design and a risk-averse @) create a status quo
preference that limits the willingness to s innovation and to accept

cannibalization of its own investments @\Jently, the generic conservatism

and learning deficiency are the m sons why large companies find it so hard

researchers argue that e banks are genetically programmed to preserve

to successfully embrace radls atlon and then commercialize on it’!. Some
the status quo; theg\ invested too much in it to embrace radical innovation.
When ban .g. through merger) they often lose the capability to penetrate
small ergent markets as it usually does not serve their growth needs''’.
Pr% sales margins can be perceived as adequate by smaller companies,

reas large banks may consider them inadequate, often due to the higher cost

structure.

Stifling of the status quo. Deviations from the standard are often not appreciated,

as variety is perceived as negative in many financial institutions. Yet standards,
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such as dominant design, are often barriers to innovation. Because many banks
prefer the stable, efficient environment to fulfill market requirements, the status
quo is reinforced; and the familiar, stable and close-to-home situation is
maintained at the expense of new opportunities, “That’s the way we’ve always
done things around here. This invocation of a dominant and familiar pw*n to

address problems reduces the probability of experimentation @adically

different approaches, hence falling into the familiarity t e “Mindset
Barrier ”: A major barrier for banks is their inabilit @n{eam. Unlearning is
defined as the process by which people and fi cl-iainate old logic (test the
validity of their beliefs and discard the way of doing something) and
substitute it with something fundam& %“8. The ability to unlearn is one
of the most critical competenciQp{ le require to overcome pre-judgment and

obsolete mental models, iers to innovation. Unlearning is central to higher

order learning: the cap% y' and application of generative and meta-learning and
challenging ass %oﬁs. It must take place both at the individual and at the
organiza '0@61. Most (organizational) unlearning is problem-driven, and is
set 1 @g

%n nlearning efforts should be initiated seems critical. Inability to unlearn, to

i0n by some external shock to the organization. The ability to sense

Q}reak through the barriers of conventional thinking, and to discard outdated

beliefs hinders the shedding of obsolete mental models!!.

Lack of distinctive competencies. Core competencies, although very useful in the

past, can become “core rigidities” or “capability-rigidity paradoxes” for future
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effective radical innovation. Knowledge about, and use of, old competencies
inhibit efforts to change capabilities. In general, most large corporations lack the
management ability to adapt the necessary skills to engage in and profit from new
technology and to manage the challenges that will reap the business opportunities

that lie in innovative processes. Exploiting innovation is feasibl @ugh

initiating new business development (NBD) processes and th g&‘morate

“venturing”, joint ventures, alliances, acquisitions and the 11k% ever, many of

these collaborations fail to generate breakthrough i 1nn\ ‘Yecause they focus

on acquiring new products rather than new cap @c\?

hey lack the ability to

118

absorb knowledge

2.2 Theoretical Review and Fra @
2.2.1 SERVQUAL Theory < \

Customer satisfaction is the measurement that determines how happy bank

S

customers are with the banks products and services especially with banks’ mobile
v

V2N )
application. It can also be defined as the difference between customer

N
e\ .
expectations and service rendered (performance). If expectations are greater than
A\

performance, then perceived quality is less than satisfactory and the result is

customer dissatisfaction!!®.
a4

Most of the researchers have recognized and used the service quality measuring
model in a variety of industries such as measuring bank customer satisfaction.
The service quality model suggested a five dimensional structure of perceived

service accessibility, reliability, responsiveness, empathy and security. Three of
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the five measures that are suitable for measuring customer satisfaction will be
used to guide this study which are reliability, responsiveness and accessibility.
Reliability: it depends on handling customer service issues, performs the services
right the first time; offers services on time, and maintain a record of error-free on
the bank mobile applications. Moreover, they define reliability as, tRe, most
Ny

%ﬂe right

order fulfillment; accurate records; accurate quote; right in WI; Results are

significant factor in conventional service. Reliability also consj

more accurate than commissions; keep the promise&i\gelwice. It was also
mentioned that reliability is the most significant cr-B\banking services. More
specifically, in a study by a scholar, SER was applied to gather data in

four different companies, including b rﬁs dit card companies, the company's

maintenance services, and Lon{){j{ﬁmce Phone Company. It was observed that

companies, with the possible exception of some

significant dimensions. Reliability is defined as the

high reliability in all four

of the values associatb%

“ability to perfoQ\tlx promised service dependably and accurately”!?0.

In thi arch, reliability is the ability of banking service providers at some
@ banks in Osun State to execute the promised service banking customers
&sun State. Responsiveness: it is defined as "the willingness to help customers
and provide prompt service”. Furthermore, it can also be defined as speed and
timeliness of bank applications. This consists of processing speed and service
capabilities to respond promptly to customer service requests, and wait a short

and queuing time. More specifically, responsiveness is defined as the willingness
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or readiness of bank applications to provide services. It contains the timeliness of
service. It also contains understanding the needs and requirements of the customer,
easy operation time, individual attention provided by the bank application,
attention to the problem and customers' safety in their dealings. Finally, in this
research, responsiveness is the readiness of bank application to provide a@iﬁc

service to banking customers in Osun State. Accessibility is the @ereby

bank customers are able to access the bank account throu applications

anytime without delay. \\\ \

Companies and organizations strive hard to a %’gh customer satisfaction,
especially those companies that consider @\term relationship with customers

as an asset. However, understandir&%%omer satisfaction components remain
u

to be a subject of discussions at@
State, customer satisfaEt %S become a key consideration for successful

business operatiorxalt

may not be f\@derstood. So, the model introduced by Parasuraman et al. has

ents. For instance, among banks in Osun

identification of customer satisfaction characteristics

been ac&&t&-ﬁy many scholars to be a predictor variable of customer satisfaction,
Wl@ been utilized by scholars in their studies, where they established the
%tionship between service quality dimension and customer satisfaction was
regarded as a positive relationship. As a result, perceived service quality has been
widely considered as an antecedent of customer satisfaction and previous studies

has ascertained its relationship!?!.

2.2.2 Technology Acceptance Model
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Technology Acceptance Model (TAM) First introduced by Davis, Bagozzi and
Warshaw, the technology acceptance model (TAM) was soon after tested by
Davis'?2. The purpose was to explain the effect of how users’ perceptions of
system characteristics influence acceptance of information systems (IS)
applications. TAM has roots and was adapted from the Theory of Wgned
Action (TRA) to the field of information system application. ggests,
‘Intention to use information system’ is determined by ‘C(@mplication of
using the system which influences ‘perceived usefuln@elceived usefulness’

is suggested to be directly impacted by ‘perce@e of use.” In discussing
ttitu

TAM, the scholar clarified that an indivi de is a kind of perceived

behavioral control, where a high @) perceived control will influence

behavior intention, resulting ac@aviorm. ‘Perceived ease of use’ (PEOU):

In constructing one’s attit:ard a certain type of information system(s) both

perceptions are deeﬂ% levant. A positive ‘attitude’ directly affects an
individual’s in(QAots to use the information system(s) (IS), adoption. Thus,
‘Attitude, tqwardS using information system is the fundamental predictor of the
usemr tance behaviour — intention to use defined perceived usefulness as
% degree to which a person believes that using a particular system would

gnhance his/her job performance".

Accordingly, perceived usefulness is a major factor that affects attitude toward
acceptance of information system. For example, researchers found a positive

relationship between customers’ usage of bank applications and their perceived
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usefulness of the system!?*!24, When applied to similar information systems, this
finding could suggest that when customers feel that a particular information
system (IS) is perceived as useful, their resulting level of usage will be higher. In
addition, a scholar examined the relationships between perceived usefulness (PU)
and customers’ attitudes toward and intentions to use 3G mobile s s in

\ect on

Nigeria. These researchers found perceived usefulness to have a p,

intention to use toward and behavior intention to use 3G mob 1Ces.

Perceived ease of use,” states "the degree to which p@eheves that using a
particular system would be free of effort" an application that is

perceived to be easier to use than anot ore likely to be accepted by
customers, as it will positively in ’% 1tude and subsequently ‘intention to
ed t

use.” Many studies have demoﬁx

range of IS settings!?>. E ors contributing to the acceptance and adoption

he validity of the TAM across a wide
(intent to use) IS to vary across levels of technology, target users, and
type of IS , with the discussed factors are considered to be
fundarng%&g‘determining the acceptance (attitude toward) and adoption (intent
to bank application. Bank applications enable customers from widely
%erent backgrounds to perform banking transactions and financial activities in

virtual space (real-time).

Another factors that TAM considered is the risk/security of using bank
application; with many applications where customers are required to divulge
personal information such as social security numbers, bank account numbers,
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account information like balances, and identifying transactions people of all walks
of life tend to be concerned for their privacy and security. Researchers
investigating mobile banking application services have consciously noted the
importance perceived privacy and security!?®. Individuals fear providing sensitive
information such as financial details on the Internet, as a result of se wand
privacy defects and distrust of dealing less scrupulous service %s With

respect to the attitude toward and adoption of banking appli many experts

have acknowledged customers’ concerns regarding se@S\i\é\mvacy, and risk'?,

V)

However, in some instances users who ha%;ane experienced in the

safeguards employed by many banks and co ial intuitions often cite feelings

of security in conducting transactior@ ank applications as a major factor
e

fective use of the bank applications for

that reduces their concerns ab@
making online purchases @er transactions.

Given the paramc& ance of ease of use, risk of use and cost of use of
L )

mobile bank ations and because of paramount importance these factors may

vary fr&S&&n to person, this study will use these factors to determine how

i Qin these perceptions may influence individuals’ satisfaction toward

v
Q@)ile banking applications.

2.2.3 Diffusion of Innovation Theory
The theory was proposed by Rogers in 1962 and explains the levels through
which innovations are absorbed by a population. According to Rodgers, the
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theory outlines three key stages in social change; it divides the society into
segments and understanding the needs per segment; appreciation of peer to peer
conversations and peer networks; and the qualities that enable the spreading of an
innovation!?’. According to the theory, people’s rate of adoption to innovation
varies. The adoption categories include the innovators who are usually h\ﬁgt to
develop the ideas and take risks, they are the early adopters and '%eaders,

they are comfortable adopting to the new idea. The second au@sﬁarly majority

who need evidence of the innovation and are the @ge\ person. The late

A\

majority are very skeptical and will only adopt t %c-iazovation after it has been
attempted by the majority. The last cat% is’ the laggards who are very

traditional and conservative. They qorR e change and are the hardest to

convince, the theory thus expla@ this adoption is not simultaneous'?’. It is
worthy to understand t e%racteristics of the target population to fully
comprehend how that\'égy s on the adoption of any innovation, the end results

of diffusion are @ec;ple, as part of a social system, adopt a new idea, behavior,

or prodt;{@

New™ ation is usually faced with stiff oppositions from within and externally.
@ can explain inefficiencies that are experienced over the different process,
service and organizational and product innovations carried out by banks'?°. The
diffusion of innovation theory is often simplified so as to solely focus on a
product without considering complex cultural, societal, economic and other

factors that determine how the products is adopted into the society. The focus of
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this theory on few selected and perceived innovations often fails to advance and
give conclusive and significant recommendations on large theory. The diffusion
innovation theory is relevant because it explains the reason why banks adopt
technical innovations. One of the reasons why banks adopt technical innovations
is relevant advantage. This means that banks that adopt technical innovai&%&ave
a comparative financial advantage over those who do not and thes @fends to

consider their customer satisfaction during the introduction @x ideas to fend

off competitors. *\\ \

C.)
&
N
)

2.3.1 Mobile Banking A tions and Customer Satisfaction

2.3  Empirical Review

The review of empiria@etature gives an evidence-based and factual analysis of
related works ih the country or outside and in the same area of study or
related. Fhisstudy identified past researchers that has investigated the moderating
effe %\smg mobile banking on customer satisfaction as well as analyzed the
ous results which emanate from other studies. Customer satisfaction is a
Qneasure on how the services provided or supplied by an organization meets or
exceeds the expectations of a consumer. Customer satisfaction is obtained through
meeting the expectations that consumers have about the mobile banking service, if

the expectations of the reliability, safety, ease of use, etc. is met by the service,

78



customer satisfaction will be high (meaning more consumers will engage into
mobile banking) and if not, it will be low (meaning more consumers will not

engage in using mobile banking services).

A study conducted on technological innovations and banking, evaluating
customer’s perceptions in the industry with a sample size of 6 ban \ 60
customers. The study revealed that all the banks were engaged in fnt banking
and had business websites. Results further shows that cust of the banks
were found to be generally enthused and satisfied wit @1& internet banking.
However, the study finds out that most the cus not visit the websites of
the banks and do not patronize the SMS though all the banks had this
product. Customers are also four& be patronizing the internet banking
platform of the banks. Thougl@{t of the customers do not use the internet
products and services, ¢ satisfied with banks with state of the art
technology'*’. Fu another research paper conducted to examine how
internet banki Kmprove the relationship between clients (firms) and banks

using a&&a)f 180 firms. The results indicates that, as at then only 68% of the

re firms have heard of internet banking whiles about 33% have never

%d of it. 55% of the firms indicate they do not patronize internet banking
Qecause of the fear of security. Majority of them indicates that even with the

adoption of mobile/internet banking; they would still love to bank manually'!.

In a similar research using data from five banks and 60 of their customers to
analyze mobile banking uses and challenges. Findings reveled that though
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majority of the sampled customers of the banks use mobile banking generally and
have some knowledge about mobile banking, they had not developed completely
the attitude to make use of this type of banking facility. The findings in this study
therefore points out that the under-utilization of the mobile banking in the country

is as a result of inadequate awareness and the fear of security. B onbile

banking infrastructural development in the country was cite@ major

challenge of internet banking in the country!32. %\
In using the four major commercial banks and 100 Eh@s\from these banks,

an empirical evidence to study electronic practices and customer
satisfaction which focuses on the use of d teller machines, internet and
telebanking from a cross section of% stry. The study presents 98% of the
respondents are satisfied and s@:se of the automated teller machine to be
good. Though 88% of th t use telebanking, 62% of the respondents do not
see telebanking as irrﬁﬁt. 78% see internet banking to be important. On a
whole, 72% Xéondents prefer electronic banking to the manual type of
banking,Qh dy also finds out that electronic banking is more patronized by

y%@ylks and business persons'3?,

&lated study researched provided and important empirical evidence to support

mobile banking and customer satisfaction and to study the adoption of electronic
banking in Jordan and the impact it has customer satisfaction, loyalty and positive
word of mouth. In using purposive sampling, the researcher used 179 customers
from 24 commercial banks. The study revealed a positive effect of internet
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banking on customer satisfaction and loyalty. The study also revealed that there is
a positive relationship between internet banking satisfaction and the rate at which
customers are responded to. However it finds a negative relationship with privacy.
In the same vain, a study examined the impact of mobile banking on customer
satisfaction in commercial banks of Namibia. In this study, ac:\uv of
transaction, security and trust, convenience, system availability, @Veness,
usefulness, transaction speed, reliability of service and cost v@np oyed as the
explanatory variable while customer satisfaction was \Bxetl as the dependent
variable. Descriptive statistics was employed i\{(/c-ang the data. The results
revealed that the most frequently used se% irtime purchases and the least
frequently used service is the allocatt& ds and that mobile banking services

in the Keetmanshoop banking (@J\Nws an overall satisfaction rate of 75% is

reliable, convenient, cos tive, available on different mobile networks,
advertisements are e\éﬁv ing, service is compatible with mobile devices,
income (social Q%\ Of transacting) of respondents influences the usability of
mobile }Qin d mobile banking services are more secure than branch based

S€

%tudy investigated the effect of electronic banking on customer satisfaction in
the banking sector in Tehran. Using descriptive survey to select a total of 384
customers. A positive correlation between customers™ income and satisfaction of
electronic banking services is found. Customers’ positive experience with

electronic banking is positively related to electronic banking customer satisfaction.
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The study however finds a negative relationship between customers’ education
and their satisfaction of electronic banking services. Also customers' satisfaction
with services of electronic banking is negatively related to their acquaintance with
the services provided by banks. Finds a positive relationship between electronic

banking services provided by the surveyed banks and customer satisfact%

Another study highlights the impact of E-banking on customer sftisfactton using
some banks in Nigeria (First Bank Nigeria Plc., Zenith Ban& and Guaranty
Trust Bank Plc.) and 155 customers that maintain u@eﬁ:count with these
banks, finds the impact of electronic banking opdc er satisfaction. The study
finds out though most of the respondent \Qe s patronize electronic banking,
they still patronize the going of t &ranches to have encounter with the
officials. It also finds out that @\ f electronic banking of the banks are not
satisfied with the quality a@ciency of services'*®. Another study examined the
effects of mobile bankind strategies on customer satisfaction in the Kenyan
banking indu@%&ptive and inferential statistics was employed in analyzing
the dat«Th dy found that mobile banking application user interface is clear
an@o understand. The study revealed that effect of mobile banking service
%lity on customer or rather revealed that most of the mobile banking users don’t
Q‘ave high technology proficiency hence they are more willing to learn how to use
mobile technologies. The study concludes that mobile banking application user

interface that is clear and easy to understand enhances customers’ satisfaction'3’.
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A research conducted to examine mobile banking services and customers’
satisfaction in commercial banks. The study used the customer satisfaction as the
dependent variable and the five dimensions of service quality namely; tangibles,
reliability, responsiveness, assurance and empathy, as the independent variables.
One hundred and twenty respondents were sampled for the study. '%\data
generated were analyzed using correlation and regression a@%esults
showed that the four variables tangible, reliability, responsi and empathy

correlate with satisfaction significantly. However, thé\assyrance factor would

have no relationship with customer satisfactionlwg%c-@rmore, in a related study

that investigated the impact of mobile ban '%\rices on customer satisfaction
in Sri Lankan state commercial bank&ﬁndent variables used in this study
include usefulness, ease of use,@@ advantages, perception of risk and user’s
life style, and current ne

dependent variable. De%

in analyzing tQ%tﬁ.'The study found that usefulness, ease of use, relative

Qﬂle customer satisfaction was employed as the

ve statistics and correlation analysis were employed

advanta& erception on risk and user lifestyle and current needs of customers

influg stomer satisfaction in the sampled commercial bank!3°.

Q%Z Corporate Innovation and Customer Satisfaction

The relationship between banks and the market is informed by the level of
customer satisfaction!*’. This satisfaction is determined by the way bank
employees approach client needs'*!. Satisfied customers also positively
communicate the services they get from an institution to potential clients'4?,
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Examination of the effects of corporate innovation and customer satisfaction is
not a new phenomenon. A study that examines the relationship between
innovation, customer satisfaction and brand loyalty, among Pakistani mobile

143

phones users The study revealed a weak positive correlation between

innovation and customer satisfaction. A researcher examined the effect o!?r\vice
innovation on Customer satisfaction, with a focus on the tel g&mcation
sector in Vietnam, from the data analyzed there was sigr@b{ and positive
impact of service innovation on customer sat1sfact10n14‘K§8la‘ted study was done
on examining the relationship between mob ng service quality and

customer satisfaction. The study reveale t ere is a strong correlation

between mobile banking and custome sﬁ@ ion'®.

A study was conducted to ﬁn@e effect of mobile banking on customer
satisfaction with specifi v\ st on Equity bank, Eldoret branch, data was
collected using qu tio es and analyzed using SPSS, the study concluded that
mobile banki as rehable and efficient and also some of the respondents
doubte c&.’ybanking citing security measures and reliability'4°. In a study that

e the factors influencing customer satisfaction of Mobile Banking
%ices: a study on second-generation banks, the study was conducted in
Qangladesh, the study established that there is strong associative relationships
between the customer satisfaction with selected factors (cost, convenience,
responsiveness, system, accuracy, ineffective advertisement, ease of use, security

and speed), the study concluded that security and trust factor is the most
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influential factor where ineffective advertisement has negative influence on

customer satisfaction of mobile banking!'¥

. A researcher tried to analyze the
relationship between mobile banking and customer satisfaction, in Dhaka city,

Bangladesh. The findings advocated that the determinants of customer satisfaction

are reliability and responsiveness'#®, \V\

A scholar also conducted a study on the contribution of electr%b king to

customer satisfaction: a case of GCB Bank Limited-Kofori ana, the main

i }@&}tronic banking to

nking was very effective

objective of the study was to access the contribut

customer satisfaction'®. The study found that i
in its operations and transactions are mad \1 nt’s convenience. In a research
conducted on the effects of sewice@ innovation and corporate image on
customer’s satisfaction and loy 1‘[;\§‘air cargo terminal'>®, This study aimed at

outlining the effects of @f service, corporate image as well as innovation

capability on cust&m%!\’g/

service qualit

atisfaction levels and loyalty. They found out that
L )

ovation capability and corporate image have a positive impact

on cust&g@jsfaction. It is evident that there is little empirical research done in

K Qh regards to effect of corporate innovation on customer satisfaction.

Q leads to a gap that the study proposes to fill.
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Conceptual Framework
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Figure 2.1: Conceptual Fra % for Use of Mobile Banking Applications,
% s Satisfaction

Corporate Innovation and C&Q
Source: Researcher’s C@ Model, 2022
The conceptu ork under this study relates customer satisfaction which is
the dependent yariable and mobile banking application and corporate innovation
as %]ependent variables. The relationship between the abovementioned
ors (independent variables) and customer satisfaction (dependent variable) are
:discussed below. Reliability: Reliability entails consistency of performance and
dependability. This means that the services offered by the service provider should

always be of same quality and form. Reliability involves offering services; on

timely basis, responding to customer request and complaints without delay and
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the services having the same quality aspects. Responsiveness concerns the
readiness or promptness of employees to make available a service or good.
Responsiveness is attributed to the period that an employee is able to offer a
service requested by a customer. there are several diverse mobile banking services
such as account balance retrieval, transaction history retrieval, transfe\ﬁ@nds

between to a third party account, stock trading, portfolio mana@dnd bill

settlements. Accessibility is the ability and easiness of a co@t o be able to
approach or use a service'?’. Mobile banking can be ea@:&ssed by customers

no matter the location where the customers are @e time of accessing and
using mobile banking service is not limited B@ﬁ(’

access the service 24 hours in a da st area is the identification of the

ing hours but a customer can

product or service the custome@\to buy or access from the organization or

business. The atmospher @ocaﬁon of the service is also important to the
Ge

customer as far as sbéﬁp

confidence and %Aswﬁnce felt by customers whenever they access services. The

livery is concerned. The last area relates to the

independent, vattdble is corporate innovation which is measured with increased

cust se, culture of innovation and operational efficiency!'!""''2, The other
%ﬁp ndent variable of the study is mobile banking application with the
easuring indicators as; ease of use, risk (security) and cost of transaction are

being adopted to test its significance on customer satisfaction!?.

2.5 Summary of Literature Reviewed
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Considering the variable discussed in this study, the review discussed in line with
the existing literatures in order to widen the understanding of the variables. To
this end, each variable was reviewed with their definitions, types and significance
and implications. The variables described includes: mobile banking (ease of use,
security (risk) of mobile transaction and cost of mobile transaction), cvgrate
innovation (increased customer based, culture of innovation ﬁ%tational
efficiency) and customer satisfaction (reliability, responsi accessibility

perspectives). \ \

The conceptual framework under this study rela{({ er satisfaction which is

the dependent variable and mobile banking ation and corporate innovation

as the independent variables. The e%n hip between the abovementioned
factors (independent variables) Qﬁtomer satisfaction (dependent variable) are
discussed below. Rehab1 tys hablhty entails consistency of performance and
dependability. This m t the services offered by the service provider should
always be of s@}uahty and form. Reliability involves offering services; on
timely l& responding to customer request and complaints without delay and
the s*having the same quality aspects.

@1 e quality is key for customers' satisfaction and the banking sector is not left
Q}ut of this. Several studies have been conducted on internet banking and

customer satisfaction. However, studies that are specifically focused on mobile

banking applications, corporate innovation and customer satisfaction remain
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scanty; hence creates a gap worthy of investigation. Following this, other related

studies done in this regard are being identified in the summary of table below.

In their 2015 study on customer satisfaction at work place, Kannaiah, D and
Shanthi, R elucidated certain determinant they found in the course of their study
which included reliability factor, accessibility factor, responsive e%ctor,
tangibility factor, among others whereas the finding of the stuc% rces the
basic component of customer satisfaction and gave an u%&\nding of the
reasons for being satisfied. “The measurement of cu o@tﬁfaction: A critical
review of the literature and recommendatior&/ rchers and Practitioners.
asures

The authors distilled the five widely us@q
W

Apparently, the authors only revisﬁézk lable ‘Literature but were unable to
give an in depth understanding @ y studies underlying the various measures

o\
&S
QQ

of customer satisfaction.

they presented.
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Chapter Three
Methodology

This chapter presents the research methodology used in this study. It discussed the research

design strategies employed, population used for the study, sample size and sampling techniques,

data collection, analysis techniques and description of the research instrumen%& v

3.1 Research Design %\%

This study adopted a cross-sectional survey design as it a«@&w \to study a subset of the

AN

population to investigate the influence of use of mo @ King application and corporate

innovation on customer satisfaction of selected ® sun State, Nigeria. Cross-sectional
ehto o

survey design is capable of allowing the rex btain information from large samples of
0

the population. The advantage of thi(‘%!&

longitudinal survey design and les@bersome. It is important to note, however, that surveys

is that it has economic advantage over the

only provide estimates for the{tghe population, not exact measurements. Furthermore, the

adoption of the survey \@Qﬁ‘ design in this study is premised on prior related studies.

3.2 Populaswgule Study

The popu@f this study comprised of Nineteen thousand one hundred and thirty (19,130)
cu f eight banks in Osun State, Nigeria. The selected banks are First Bank Nigeria Plc.,
Wema Bank Plc., Zenith Bank Plc., Fidelity Bank Plc., Guaranteed Trust Bank, Sterling Bank
Plc., United Bank for Africa, and Polaris Bank Plc. These customers will be contacted through

the assistance of the bank cahiers.
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Table 3.1: Population of the Study

S/N  Name of Banks Number of Customers.
1. First Bank of Nigeria Plc. 1810
2. Wema Bank Plc. 1982
3. Zenith Bank Plc. 1975

4.  Fidelity Bank Plc. 2832 %\2
5.  Guaranteed Trust Bank Plc. 3196 @

6.  Sterling Bank Plc. %
\
7. United Bank for Africa Plc. ( %2

8.  Polaris Bank Plc. &(/: 2700
Total \)%\ 19130

\
Source: Banks Staff from Branch Headqu@\2022.

33 Sample size and Sampling@&ﬁue

Ile Ife was chosen by the rese@rough purposive sampling methods. The eight banks were
selected because they aQ%ohly banks operating in Osun state that has the spread across all the
local governme i@ State as at the period of study.

The sample %\ this study is three hundred and seventy-seven (377) which is made up of the
custoo the eight banks sampled in Osun State. This sample size was gotten using Krejcie

andmgan (1970)! sample size table as shown in Table 3.2.
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Table 3.2: Table for determining sample size of a known population

N S N S N S N S N S

10 10 100 80 280 162 800 260 2800 338
15 14 110 8 290 165 850 265 3000 341
20 19 120 92 300 169 900 269 3500 346
25 24 130 97 320 175 950 274 40 351
30 28 140 103 340 181 1000 278 354
35 32 150 108 360 186 1100 285 357
40 36 160 113 380 191 1200 29%\%6000 302
45 40 170 118 400 196 1300 {97 7000 364
50 44 180 123 420 201 140()\3 2\ 8000 367
55 48 190 127 440 205 1 b\ 06 9000 368
60 52 200 132 460 210 <§ig> 310 10000 370
65 56 210 136 480 214 %{ 313 15000 375
70 59 220 140 500 00 317 20000 377
75 63 230 144 550 1900 320 30000 379
80 66 240 148  6Q0 2000 322 40000 380
85 70 250 152 42 2200 327 50000 381
90 73 260 15 248 2400 331 75000 382
95 76 270 153650 254 2600 335 100000 384

Source: Krejcie and 1\@970) Sample Size Determination Table
As seen on Table 3.2, the @v ze will be three hundred and seventy-seven (377) customers
of the selected banks@m State, Nigeria.
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Table 3.3 Stratified Sampling Calculation for the Sample used

S/N  Name Institutions % of total population Calculated no for each sample
. . 1810 _ 0 <o 95 377 _
1. First Bank Nigeria Plc. 19130 X 100=9.5% 100 36

1982 B 104 3N
2. Wema Bank Plc. o X 100=10.4% 39

1975 X 100 = 10.3% %10.3 377 _

19130 \ 100 39

3. Zenith Bank Plc.

o 2632 <<16 138 377
4. Fidelity Bank Plec. To130 @ .8% 0 2
&

_ 167 377_
5. Guaranteed Trust Bank Plc. < T30 X 100=16.7% oo 63
. <</ 2533 _ 132 377_
6. Sterling Bank PIC.Q/ To130 X 100=13.2% TR 50
. QJ . 2302 B 12 377
7 U@ for Africa Plc. 19130 X 100=12% 00 45
Q . 2700 _ 14 377_
8. Q’olarls Bank Plc. To130 X 100 = 14% 100 53
Total 377
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34 Description of Research Instrument

Data was collected using a structured questionnaire titled: Use of Mobile Banking Applications,
Corporate Innovation and Customer Satisfaction (MBACICS). The instrument is a questionnaire
adapted from previous empirical studies. This study also adopted the Likert scale design which
allowed the researcher provide their opinion about the issue under study. w\instmmen‘[
surveyed opinion and perception of customers of eight selected banks in ﬁ&t&, Nigeria.
Section A: This section is designed to collect demographic informat@&espondents and these

contains Bio — data of Respondents measured through five @Q‘Gender, Age, Educational

Qualification. <&>

Section B: This section is designed to collect d t@tomer Satisfaction with 15 items. The
Satisfaction scale covers measure such rﬂ&[ »fesponsiveness and accessibility which were
adapted from scholar in different cont%Each of the adapted questionnaires were considered

reliable given the reliability tes Qt reported by scholars. The Cronbach’s alpha coefficient
é&

for the variables are 0.7,& and 0.76 respectively. The response options available to
respondents followin@.ikert—type scale include Strongly Agree = 4, Agree = 3, Disagree = 2,
Strongly Disagé). Examples of questions are my banking application is very easy to

navigate t mobile banking application is very easy to use than conventional banking.

Se This section is designed to collect data on Mobile Banking Application with 15
items. The Mobile banking application use scale which indicates measures such as ease of use,
risk and cost of use of application were adapted from s in different context®. Each of the adapted

questionnaires were considered reliable given the reliability tested result reported by scholars.
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The Cronbach’s alpha coefficient for the variables are 0.7, 0.8. 0.6, and 0.76 respectively. The
response options available to respondents following the Likert-type scale include Strongly Agree
=4, Agree = 3, Disagree = 2, Strongly Disagree = 1. Example of question is mobile banking

application is cost effective compared to conventional banking.

Section D: This section is designed to collect data on corporate innovation ’&%‘bitems. The
corporate innovation scale which indicates the level at which each ba unpbe the culture of
innovation covers measure such as increased customer bas of innovation and
operational efficiency which were adapted from scholar in di %mtext4 Each of the adapted
questionnaire is considered reliable given the reliabil'&/ result reported by scholars. The
Cronbach’s alpha coefficient for the variables @ 0.8. 0.6, and 0.76 respectively. The
response options available to respondents i the Likert-type scale include Strongly Agree
= 4, Agree = 3, Disagree = 2, Strongl ree = 1. Examples of questions are Deliver new

products that are technological % , Transactions are uninterrupted on my mobile banking
application \\/
3.5 Validation %’Research Instrument

To validat " nstrument was gathered through reviewed related literature and adapted from
questl irds used by other researchers, thereby content and construct validity were done.
Cor@ validity was used to assess the internal validity of the research instruments which was

ascertained through the supervisor and other experts in information management field.

Corrections made were incorporated in constructing the final questionnaire which was given out

to the respondents of the study.
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3.6  Reliability of the Research Instrument
The researcher subjected the questionnaire to a reliability test to check the internal consistency of
all items measuring each variable in the study. The reliability of the instrument was done

through a pilot study using thirty (30) copies of the questionnaire that was é@ﬁered to the

customers of First City Monument Bank which is not part of the st a obtained was

subjected to Cronbach’s alpha reliability test to establish internal cc@hcy of the items. The

Cronbach’s alpha reliability test has the following result: U e&&i\@ bile banking applications —

0.75, Corporate Innovation — 0.85 and Customer satis@/ ’85.

3.7 Distribution of the Research Instrum@

The researcher personally administered tlﬁ\ ionnaire to the respondents face to face and also
with the help of bank cashiers to e llection of data across the eight banks in Osun State,
Nigeria. A letter of introductjo }btamed from the Department of Information Management,
Lead City University $ was used to gain permission to conduct the survey from the

management of th@

(3) day trau@ as conducted for four (4) research assistants to ease the administration,

banks in Osun State, Nigeria. Due to number of respondents, a three

retrievakant\iititial sorting of copies of the questionnaires. In all, 377copies of questionnaire was

adn%ered to customers of eight banks in Osun State, Nigeria.
3.8  Method of Data Analysis

The researcher analyzed the data collected using descriptive and inferential statistics for the

items in all the sections in the questionnaire. The use of the descriptive statistics is appropriate
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because it helps to describe and summarize data in terms of frequency distribution, mean,
standard deviation, and percentage of response about variables under study, thereby answering
the research questions. To test the hypotheses formulated, the inferential statistics through linear
regression analyses was used mainly to test the hypotheses, while multiple regression was used
to analyze hypothesis three. The data collected for the study was analyze w Statistical

Package for Social Sciences (SPSS), version 24. All hypotheses in the st tested at level

of 0.05 significance. %\
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Chapter Four

Results and Discussions of Findings

This chapter establishes the result of the analysis of data collected from th@;ants in the
study and thoughts of outcomes arising from the study. %\b

4.1 Data Presentation and Analysis \’\\ \

Response Rate: ‘\\<<, equency Percent

Sample Size: %\\ 377 100%
Total Questionnaire Distributed ’\\% 377 100%

Total Questionnaire Retrieved (\ 292 77.45%
Valid Questionnaire ‘\g 292 77.45%
Q{Respondents

Demographic Charactesi&

The demographic @the participants were collected and surveyed using descriptive statistics

such as fr@aﬂd percentages and presented in tables.
4.1@bution of Respondents by Gender

Table 4.1: Gender of Respondents

Gender of Respondents

Frequency Percent Valid Percent ~ Cumulative Percent
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Female 138 473 473 473 Sourc

e:
Total 292 100.0 100 Surve
Y,
2022

The table above shows the gender distribution of mobile banking application users in Osun state.

With a total number of 292 respondents, the data has it are 154 (52.7%) male a& 8 (47.3%)

N
&
Q.

female mobile application users in Osun.

Table 4.2: Age of Respondents

N\
Age of Respondents
Cumulative
Frequency  Percent Valid Percent Percent

20 to 25 years 46 15.8 15.8 15.8
26 to 30 years 90 30.8 30.8 46.6
31 to 35 years 86 29.5 29.5 76.0
36 to 40 years 36 12.3 12.3 88.4
41 to 45 years 22 7.5 7.5 95.9
46 years and above 12 4.1 4.1 100
Total 292 100 100

N/
Source: Field 5@2022

N
The a %ﬂtion of respondents for this study is shown in the table 90 (30.8%) respondents
ind1 that they are within the age range of 26 to 30 years of age. 86 of the respondents
indicated that they are ages 31 to 35 years of age. 46 respondents are of age 20 to 25 years of age.
36 expressed the fact that they are within the age range of 36 to 40 years of age while 22
respondents in the study said that they are within the age arrange of 41 to 45 years of age. The

last age range is that of those who are 46 years of age and above. Going by this age distribution
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according to the data above, we can comfortably say that users of mobile application users are
still in their prime of life, therefore, it is expected that they will know much about what is in
vogue as regards the use of mobile application use.

Table 4.3: Educational Qualifications of Respondents

|
Educational Level of Respondents
Cumulative
Frequency Percent Valid Percent Percent
SSCE 55 18.8 18.8 18.8
ND 46 15.8 15.8 34.6
HND 78 26.7 26.7 61.3
Bachelor's degree 43 14.7 14.7 76.0
Master's 45 154 15.4 914
PhD 25 8.6 8.6 100
Total 292 100 100
Source: Field Survey, 2022 Q\
: Y,

The educational level of mobll@fatlon users in Osun state is depicted in the table. 78 of the
respondents indicated t ey ave the HND, while 55 of the respondents indicated that they
have the SSCE ce % hile 46 said that they have the ND certificate, 45 said they have a
master’s de 1le 43 said that they have a bachelor’s degree. However, 25 of the total
respondent of the view that they possess the doctorate degree. All in all, with these level of

Q qualification, these respondents are well enlightened enough to know how to operate

edu

a mobile banking application
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4.2 Research Questions

4.2.1 Research Question 1: What is the level of customer satisfaction of selecte@¥anks in Osun
State, Nigeria? \
Table 4.1.1 Level of customer satisfaction of selected banks in Osun S {% eria

Customer Satisfaction SA D SDA \ td. Mean
(%) (% (%)

Perceived Value é;\ \

My mobile banking app is 71 1.082  2.54

of much benefit to me (24.3) (27 4) Qs/ (21 6)

My mobile banking is cost 87 92 44 1.041 2.76
saving than conventional (29.8) BL 3.6) (15.1)
banking

My mobile banking app is 80 @ 93 30 972 2.75

flexible than conventional (27. S5)  (31.8) (10.3)

banking

My mobile banking app is 58 112 49 1.046 2.53
easy to use than conventional 5.3) (19.5) (38.4) (16.8)

banking \\/

My mobile banking Q 77 56 109 50 1.059 2.55
more secure than S (26.4) (19.2) (37.3) (17.1)

conventional b@%

Average Q 2.63

Affective onse

The s %\ etwork for 123 145 24 0

m Q@ banking is (42.1) (49.7) (8.2) 0) .624 3.34
0

more 8fficient than

conventional banking

My mobile banking 9% 196 0 0 471 3.33
application has better (32.9) (67.1) (0) (0)

problem handling capacity

than conventional banking

My mobile banking app 120 145 27 0 .635 3.32
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has fulfilled my expectation  (41.1) (49.7) 9.2) (0)
than conventional banking

I am pretty more satisfied 117 148 27 0 .632 3.31
with the mobile banking (40.1) (50.7)  (9.2) 0)

application

Average Mean 3.33
Fulfilling Important Needs

My mobile banking 144 111 37 0 .6 % 3.37
application menu is very (49.3) (38) (12.7) 0) %

easy to navigate

My mobile banking 144 111 37 0 %0 698 337

application menu is very (49.3) (38) (12.7) 0
easy to understand \

My mobile banking 155 110 27 @ 658 344
(

application do meet my (53.1)(46.9) (9.2) 0)

query needs when carrying \

out online transactions ®

I find it easy to transfer 203 62 4{7 0 .653  3.60
money on my mobile (69.5)(2 @92) 0)

banking application

Average Mean: ((?\: 3.45

Grand Mean:

Source: Field Sur@z

Key: Strongl ree(SA) =4, Agree (A) = 3, Disagree (D) = 2, Strongly Disagree (SDA) =1
Decision —1.49 (Very low), 1.50 — 2.4 (Low), 2.50 — 3.49 (High), 3.50 — 4.00 (Very
High)

Tablen412.1 served as the table indicating answers to the first research question of this study.

3.14

With a grand mean score of 3.14 on scale of 1 to 4, Customer satisfaction of selected banks in

Osun state are very much satisfied with how they are treated by banks in the state.
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Independent Variables Dependent Variable

Use of Mobile Banking %\2

Applications ®
e Fase of Use g\

e Risk of Mobile Customer’s Satisfaction
Hol

Transaction e Reliability

e Cost of Mobile

Transaction e Responsive

%//4 ¥

Ho3

® Accessibility

Corporate Innovation

e Increased Customer
Base

TJO/‘

e Culture of Innovation

e Operational Efficiency

Three indicators are being used customer satisfaction in this study, they are: Affective mean,
perceived value and fulfilling important needs. Perceived value as one of the indicators
attracted a mean score of 2.63 on a scale of 1 to 4. This implies that the level of value derived

from customers as in terms of how customers are being treated is just a little bit above average.
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The second indicator which is affective response attracted a mean score of 3.33. This means
that customers of selected banks in Osun state are very much affected by the way and manner
bankers respond to their queries. Because on a scale of 1 to 4, with a mean score of 3.33 it is
quite above average. Fulfilling important needs is the last indicator used to measure customer
satisfaction in this study. A mean score of 3.45 served as the average mean s%lsed to find
out how needs of customers of selected in Osun state are in this study. %mean score, it
was really encouraging to find out that the important needs of custa@n the state as regards

banking operation is really met. Simply because, on a scale \!((é\él,\an average mean score of

3.45 is very much average. These are the indicators a (gibrespective average mean scores

that actually contributed to the level of custor@ action derived from the services of

certain banks in Osun state. As earlier me i}% ith a mean score of 3.14, it is absolutely

correct to say that the level of satisfa 'Qﬁrived from users of certain banks in Osun state is
not bad at all. Even some of th i% in each of the indicator in the study actually attracted a
high mean score. This agairt\@\as an important factor that contributed to an overall mean
score of 3.14 that clai *ahi'gh level satisfaction of customers in the state.

4.2.1 Research stg 2: What level of use of mobile banking applications among customers
of selected b in OSun State, Nigeria?

Ta@e of mobile banking applications among customers of selected banks in

Os , Nigeria

Use of Mobile Applications SA A D SDA Std.  Mean
) (%) () (%)

Ease of Use

I like to use mobile banking, because 203 34 55 0 793

3.51

it offers independence (69.5) (11.6) (18.8)  (0)
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Mobile banking enables me to be 203 62 27 0 653 3.60

fully involved in my banking (69.5) (21.2) (9.2) (0)

transactions

Mobile banking enables me to 255 10 27 0 598 3.78
undertake banking transactions at my (87.3) (3.4) 9.2) (0)

own discretion

Mobile banking is user friendly 241 51 0 0 ®E 380 3.83

(82.5) (17.5) (0)

Mobile banking application provides 241 51 0 380 3.83
easy access for banking transaction (82.5) (17.5) && \ (0)

Average Mean: c’) 3.71
Risk of Mobile Transaction

My mobile banking application @Q 53 1.077 2.66
offers high security for me (@ 7.1) (26 4) (18.2)

In-branch banking is less 54 1.071 2.57
satisfying than mobile banking QG 4) (22 3) (32 9) (18.5)

I am familiar with mobile V\ 78 61 99 54 1.075 2.56
banking application security (26.7)  (20.7) (33.9) (18.5)

features \\/

I have had satisfacto riences 76 80 77 59 1.082 2.59
with mobile bankl cation (26) (27.4) (26.4) (20.2)

Personally, ‘l ured transferring 86 78 82 46 1.058 2.70
huge amo oney on my (29.5)  (26.7) (28.1) (15.8)
apphc

Av% Mean: 2.62

Cost of Mobile Transaction

Mobile phone payment service is 105 72 79 36 1.050 2.84
very much easy to afford (36) (24.7) (27.1) (12.3)
Going to a bank branch is not 46 26 119 101 1.032 2.06
always convenient for me (15.8) (8.9) (40.8) (34.6)
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Mobile banking services are 53 89 76 74 1.057 2.41

faster than in-branch banking (18.2) (30.5) (20) (25.3)

Mobile banking is cost effective 41 30 138 83 971 2.10
compared to in branch banking (14) (10) (47.3) (28.4)

Mobile banking charges is very 86 77 75 54 1.088 2.67
much affordable for me. (29.5) (26.4) (25.7) (18.5) \V\

Average Mean:

Grand Mean: %\ 3.00

Source: Field Survey, 2022 \ \

Key: Strongly Agree(SA) =4, Agree (A) =3, Disagree % trongly Disagree (SDA) =1
Decision Rule: 1.00 — 1.49 (Very low), 1.50 - 2.4 (Lo [0— 3.49 (High), 3.50 — 4.00 (Very
High)

The second research question for this study is etermining the level of use of mobile

banking applications among customers of ﬁanks in Osun state. The overall mean score

to determine the level of use of mobile ®10n5 was 3.00 on a scale of 1 to 4. This means that

the usage is very encouraging. Qﬂ not be surprised that much at this level of usage, more
Y

so because in the demogr sis of this study, it was found that quite a good number of

participants of this st@e very much educated which means they are well enlightened enough

to make effectl (&Ja bank’s mobile application.

Three @%s of use of mobile banking applications were used in this study to measure use of

%)ankmg applications. They are: Ease of use, risk of mobile transaction and cost of mobile
transaction. Each of this indicator recorded an average mean score of 3.71, 2.62 and 3.00
respectively. Ease of use as the first indicator attracted an average mean score of 3.71 which of
course is also the highest average mean score among the three indicators. So, on a scale of 1 to 4,

the ease of use mobile banking applications was a good one. This also implies that bank
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customers in Osun State found the use of mobile banking apps to be easy to use. The second
indicator attracted an average mean score of 2.62 on a scale of 1 to 4. This is fair because the
average mean score is just a little above average of 2.5 which is determining average score used
to determine how well the research questions in this study has been answered. The implication
of this mean score is also that many of the customers took big risks in absol e@nce on the
use of mobile banking applications to carry out various forms of transactong. Rethaps concerns
were raised by the respondents of this study that risk taking @e of mobile banking
applications to carry various forms of transactions was %Qng that they are not too

comfortable with, maybe that is why there is an averaigascore being recorded as regards

this particular indicator. The last indicator used b\ksure level of use of mobile banking
applications is cost of mobile transaction. &?&[or attracted an average mean score of
2.52 on a scale of 1 to 4. This is also a(ﬁ)li it above average. What this implies is that many
of the customers are not too co le with charges attached to the use of mobile banking
applications in the state. Th@have affected the average mean score recorded for this

particular indicator. H(@\ With a grand mean score as earlier discussed above which stands

as the overall n& core’to determine the level of use of mobile banking applications which was

3.000na % I*to 4, the level of use is encouraging.
4.2.1 xQ h Question 3:

Wh&level of corporate innovation of selected banks in Osun State, Nigeria?

Level of Corporate Innovation SA A D SDA Std. Mean
) (h) (n) (%)

le 4.1.3: Level of corporate innovation of selected banks in Osun State, Nigeria
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Increased Customer Base
My bank is recognized as an
organization that values her
customers

I’m always aware of new products
and services of my bank through
their mobile application

The mobile application of my bank
offers fast and efficient services

Average Mean:

Culture of Innovation
Use technology to derive
organizational process

Provide clients with services
that offer unique benefits superior
to those of competitor

Actively carries out its work on
developing existing new products

Deliver new products that are
technologically driven

See new product devel(@m *

as a critical succes

Average Meaii:
Operatio% iency
My b

cor%
transas#ion

My mobile banking application
shows high level of reliability

obile application is
nd stable during

Transactions are uninterrupted
on my mobile banking application

87 59 95
(29.8) (20.2) (32.5)

73 58 101
25) (19.9) (34.6)

95
(25) (233) (32.5)

104
U8$BS® C%ﬁ
@74 @ 32

%E

73 78 86
(25) (26.7)  (29.5)
108 61 94
(37) (20.9)  (32.2)
57 90 126

(19.5)(30.8)  (43.2)

54 63 115
(18.5) (21.6)  (39.4)

84 53 87
(28.8) (18.2) (29.8)
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51
(17.5)

60
(20.5)

&

53
(18.2)

41

(14)
77

(26.4)

55
(18.8)

29
(9.9)

19
(6.5)

60
(20.5)

68
(23.8)

1.088  2.62

1.079  2.49

6%\33 254

2.55
992 254
1.028  2.66
1.028 2.43
1.109  2.58
1.060  2.85
2.61
.869 2.63
1.010 2.38
1.138 2.52



Average Mean: 2.51
Grand Mean: 2.55
Source: Field Survey, 2022

Key: Strongly Agree(SA) =4, Agree (A) = 3, Disagree (D) =2, Strongly Disagree (SDA) =1
Decision Rule: 1.00 — 1.49 (Very low), 1.50 — 2.4 (Low), 2.50 — 3.49 (High), 3.50 — 4.00 (Very

High) \V\

The last variable of this study is about level of corporate innovation of g%ﬁeing used this
study. A grand mean score at 2.55 on a scale of 1 to 4 served as th% ning mean to know
the level of corporate innovation existing among selected ba k§\1 Osun state. The implication

of this mean score is that innovation wise in this secto@vel of innovation is just at the

average level. Three indicators were being used t ¢ corporate innovation in this study.

The indicators are: Increased customer basxt of innovation and operational efficiency.

The first indicator which is increased c@@

1 to 4. What this portends is t ite the level of innovation banks in Osun state have

ase attracted a mean score of 2.55 on a scale of

incorporated to their work, i\{/ t in any way brought about many customers. The second
indicator is about cultu@nﬁovation which attracted an average mean score of 2.61 on a scale
of 1 to 4. This ig a \ittIeHit above the average of 1 to 4. The meaning of this average mean score
is that the xf innovation existing among banks in Osun state is just around an average
level eration. The last indicator is about operational efficiency. This indicator attracted an

avera@e mean score of 2.51 on a scale of 1 to 4. This is also at an average level which means that

the banks in Osun State operate on an average level of efficiency.
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4.3 Presentation of Test of Hypotheses \E
Hol - There is no significant influence of use of mobile banking ap, on customer
satisfaction of selected banks in Osun state, Nigeria. $\

Influence of Use of Mobile Banking Application and Custon&}\%@i‘sfaction

AN

Table 4.1.4 Influence of Use of Mobile Banking Application and Customer Satisfaction

Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate
1 2252 .051 .048 44215

a. Predictors: (Constant), use of mobile banking applications

ANV

ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 3.033 1 3.033 15.515 .000P
Residual 56.693 290 195
Total 59.726 291

a. Dependent Variable: level of satisfaction
b. Predictors: (Constant), use of mobile banking applications

Q\)

Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 2.364 187 12.648 .000
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Use of mobile banking 250 .064 225 3.939 .000
applications

a. Dependent Variable: level of satisfaction

Source: Field Survey, 2022

The first null hypothesis in this study is to find out if use of mobile bankmg ons will in
any way influence customer satisfaction. The result of the hypothesi @@ that the use of
mobile banking applications will influence customer satisfaction. This o usion is based on the
p value which has a value of .000, lesser to the level of si Y\’&ch (0.05) which serves as the
bench mark to determine if an independent Var1able ficantly influence the dependent
variable or not. But in this case, the p value was @me level of significance, thereby drawing
on the conclusion that use of mobile ban appHcations will influence customer satisfaction.
This hypothetical result also prompted Qsearcher to reject the null hypothesis. The r value in
the model summary. Table is d to determine the multiple correlation coefficient. This
can be considered to be one Qﬁre of the quality of the prediction of the dependent variable.
The r value is .225 i %e above. This means that the level of prediction between use of
mobile banking&@geétions and customer satisfaction is 22.5%. This means that the prediction
isa positi@ one. The “R Square” column represents the R’value which is the proportion
of %nce in the dependent variables that can be explained by the independent variables.
From the model summary table, .051 serves as the value of R°. This implies that the independent
variable — use of mobile applications explained 51% of the variability of the dependent variable
— customer satisfaction. The remaining 49% is caused by factors other than use of mobile

applications as included in this study. The adjusted r2 in the model summary table is another
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important factor in the model summary table. A value of .048 in this context indicates true 48%
variation in the outcome variable is explained by the predictor variable, use of mobile banking
applications in this study. In conclusion from the test of the first null hypothesis, it can be
deduced that use of mobile banking applications will definitely determine customer satisfaction
but at an average level as there are other factors that can determine customer @ction. The
results of the first null hypothesis test indicate that the adoption of mobi %/1 g applications

will undoubtedly affect customer happiness, but only to a moderate ecause other factors

can also affect consumer satisfaction. \\\ \

Hy2: There will be no significant influence of corporat catlon on customer satisfaction of

N\

selected banks in Osun State, Nigeria. %
Influence of Corporate Innovation on Custqrhe}ﬁ tisfaction

Table 4.1.5 Influence of Corporate Innovation on Customer Satisfaction
Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate

1 0142 .000 -.003 45377

a. Predictors: (Constant), level of innovation

«Q

ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 012 1 012 057 811°
Residual 59.714 290 206
Total 59.726 291

a. Dependent Variable: level of satisfaction
b. Predictors: (Constant), level of innovation

Coefficients
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Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 3.055 159 19.191 .000
Level of innovation 015 .061 014 239 811

a. Dependent Variable: level _of satisfaction

Source: Field Survey, 2022 ®
The second null hypothesis of this study says “There will be no signi@&auence of corporate

innovation on customer satisfaction of selected banks in Osun , Qllgeria”. The result of the
hypothesis has shown that the level of innovation will n; g%mce customer satisfaction. This
conclusion emanated from the p value which has \%%W of .811, greater than the level of
significance (0.05) This hypothetical result als pted the researcher to reject the null
hypothesis. The multiple correlation coef@\s calculated using the r value from the preceding
table's model summary. This can iewe€d as one metric for the accuracy of the dependent
variable's prediction. In tabl @e r value is.014. Accordingly, there is a 14% chance that
level of innovation will<jngrease customer satisfaction. This indicates that the prediction is a
weak yet positive @he R? value, which is the percentage of the variance in the dependent
variables tha@ge explained by the independent variables, is shown in the "R Square" column.
R2 is @ ¢d using the model summary table, where it has a value of.000. This suggests that
O%Qhe variability of the dependent variable, customer satisfaction, was explained by the
independent variable, use of mobile applications. Other variables outside the adoption of mobile
applications as described in this study are responsible for the remaining 100%. Another
significant component of the model summary table is the adjusted r2. A value of -.003 in this

context suggests that the predictor variable, level of innovation in this study, accurately explains
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-97% of the variation in the outcome variable. The results of the second null hypothesis test
indicate that the adoption of innovation will undoubtedly affect customer satisfaction, but only to

a moderate extent because other factors can also affect consumer satisfaction.

Hy3: There will be no combined influence of use of mobile banking applicati rVQd corporate
innovation on customer satisfaction of selected banks in Osun State, Nig @
Use of Mobile Banking Application and Corporate Innovation

Table 4.1.6: Use of Mobile Banking Application and Corporate Innovatlon

Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate
1 2252 051 .044 44290

a. Predictors: (Constant), level of innovation, use of mobile banking applications

(\\J
ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 3.035 2 1.518 7.736 .001°
Residual 56.691 289 196
Total 59.726 291

a. Dependent Variable: level of satisfaction
b. Predictors: (Constant), level of innovation, use of mobile banking applications

~\"

Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 2.378 232 10.239 .000
Use of mobile banking 251 .064 226 3.926 .000

applications
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Level of innovation -.006 .060 -.006 -.101 919

a. Dependent Variable: level of satisfaction

Source: Field Survey, 2022

The third null hypothesis of this study is from a joint perspective. The null hypothesis says “there
will be no combined influence of use mobile banking applications and corpora‘rﬁ innovation on
customer satisfaction of selected banks in Osun State, Nigeria”. Given th. %\/alue and the

corresponding p-value are in the “t” and “sig” columns in Table 4.1.6. esult of the Table,

this tests tell us that use of mobile banking applications p(.000) O{is significant, but level of
innovation is not significant. This means that the explan@riable level of innovation is no
more useful in this model, when the other variable %&dy is already in the model. In other
words, only use of mobile banking applications\ model will add substantial contribution to
explaining customer’s satisfaction of ce{-@&s in Osun state.

4.4 Discussion of Findings Q

The discussion of findings 1 Q@s\tudy centers on discussions around each of the research
question in this study | as each of the null hypothesis being tested in this study as well.
The first research@n in this study says “What is the level of customer satisfaction of
selected banl@ un State, Nigeria”? The level of customer satisfaction was at 3.14 on a scale
of 1t 1Cators of customer satisfaction in this study were the following: Perceived value,
Af&e response and fulfilling important needs. Each of this indicator had an average mean
score. Some studies have actually reported findings as regards how each of this indicator can

bring about customer satisfaction.
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In a study, it was reported that perceived value, effectiveness and fulfilling important needs can
actually bring about customer satisfaction. The same with affective response and fulfilling
important needs !. In some other studies, it was also revealed that these indicators to a large
extent can bring about customer satisfaction 3.

The second research question is about “use of mobile banking applications an‘\%\ustomers of
selected banks in Osun State, Nigeria”. The use of mobile banking appli ﬁ&as found to be
pretty much above average on a scale of 1 to 4. The grand mean sc is variable was 3.00.
Also, three indicators was used to determine this variable. T @Ease of use, risk of mobile
transaction and cost of mobile transaction. Each of this i %Saattracted an average mean score

of 3.71, 2.62 and 2.52 respectively. Risk of mo@action and cost of mobile transaction

were the two indicators that had a low averag; }% core level. Studies have pointed to the fact

that these two indicators were strong d \%ant of customer satisfaction 3. The indicator that

to be a strong component of ile banking applications °.

had the highest mean score wa ich is ease of use has also been found in different studies
%&z

The last research ques Amthls study says “What is level of corporate innovation of selected

banks in Osun Sta erla‘? Again, three indicators were used to measure level of corporate

innovation study. These indicators are: Increased customer base, culture of innovation and

%mency Each of this indicator had an average mean score. Studies have also

operat

repo how each of this indicator do serve as a determinant of level of corporate innovation 7

Hypotheses tested in this study were three and they were formulated in the null form at 0.05 level

of significance. The first null hypothesis says “There will be no significant influence of use of
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mobile banking applications on customer satisfaction of selected banks in Osun state, Nigeria”.
This null hypothesis was rejected because use of mobile banking applications was found to
significantly influence customer satisfaction. Some research works have actually corroborated
this finding. About three different studies actually revealed that use of mobile banking

applications can actually bring about customer satisfaction * 101112,

The second null hypothesis says “There will be no significant influence @y;rate innovation
on customer satisfaction of selected banks in Osun State, ngerla null hypothesis was
accepted because it was actually found that corporate 1nn&_;ng A in no way bring about

customer satisfaction. Report from certain studies % irm this finding. Instead these
a

studies revealed that corporate innovation do @

hypothesis of this study was a joint one. % mbination of the two independent variables

was tested against the dependent Varlab@

applications could bring about ce(/ satisfaction.

out customer satisfaction. The third

however found that only use of mobile banking
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Chapter Five @

Conclusion ’\\\
5.1 Summary of Findings ( \
This study examined the influence of use of mobile pplication, corporate innovation
and customer satisfaction of Banks in Osun St igeria. About 292 customers of various

banks in Osun state participated in this stud &llowing were findings in this study:

1. Customer satisfaction on select@nks in Osun state are very much satisfied with the

use of mobile banking a(p({ s in Osun state.
i

2. Use of mobile ba@p

\J
They do maE use of mobile banking applications.
n

3. Corpordts inniovation of banks operating in Osun state was just at an average level.

cations by customers in Osun state was also on the high side.

4. It nd that use of mobile banking applications will to a large extent influence about

&mner satisfaction.

5. Corporate innovation was found not to influence about customer satisfaction.

6. Combination of use of mobile banking applications and corporate innovation will not
influence about customer satisfaction, rather, only use of mobile banking applications
will do.
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5.2 Conclusion

The study has been able to investigate the effectiveness of use of mobile banking applications in
Osun state as regards how it will bring about customer satisfaction. It concluded that the use of
mobile banking applications by customers in Osun state have contributed to a large extent on
satisfaction level especially in terms of how banking applications function i \{&ountry. The

research work also concluded that there is a high level of usage of mobffe ng applications
among bank customers as well. The conceptual model has been a@link ease of use and
mobile banking applications among users of mobile applicat'o@&m state. The usage of the

TAM theory was able to help navigate usage, ease d the various application in the

research work for the researcher to come out With@{ us findings.

The issue of unreliability, safety factors, g@e cumbersomeness of using this online platform

that often leads to customer frustration@r service delivery, and customer dissatisfaction has

not distracted customers frong u he applications. This study argued that the potential

influence of mobile ban%}phcation, corporate innovation on customer satisfaction of the
o\

banks may likely ced when they deploy reliable, safe, easy to use mobile banking

platform (me mofe customers will engage in mobile banking).

The st %luded that the components of customer satisfaction such as perceived value,
affe gesponse have fulfilled important needs which had contributed to a large extent on
customer satisfaction. Financial institutions have got to be really innovative to also bring about
customer satisfaction. Financial institutions like banks operating at the branch level have got to
be given some form of autonomy so as to be innovative. Hypothetically, only use of mobile

banking applications can actually bring about customer satisfaction.
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5.3 Recommendations
Considering the findings of this study, the following recommendations are made:

1. Banks in Osun state have got to increase their customer base by introducing different

innovative tendencies to how banking operations in the state is being carried out.
2. Mobile banking innovations to be more realistic for customer service. ®E

3. Interface features of banking applications should be improve %’hen this is done,

corporate innovation has taken place, thereby customer satisfdctrn will greatly be achieved.

4. Charges vested on the use of mobile banking appli@@r banks in the country which is
presently affordable should be maintained. ®

5. Further innovation which will result to (@e atisfaction should be invented.

5.4. Contribution to Knowledge Q

This study has been able to establ % fact that innovation is a key cultural practice that should
t

be encouraged in financial jns ns.

Theoretically, the ¢ ion of responsiveness, reliability and accessibility are the factors that

makes mobiliﬁ{kl an inevitable and a widely accessible means of banking transaction.

ofessio%

Pr e study has been able to establish the fact that the use of mobile banking
ap(@s can actually bring about customer satisfaction. However, it must possess all the

factors that makes mobile banking widely accessible which are reliability, accessibility and
responsiveness. Therefore, developers of a banking applications should take into consideration.

Banks as a service oriented organization must ensure that customer satisfaction factors is the

134



central of any technological or corporate innovation they want to embrace so as to command

higher patronage and derive competitive advantages.

Generally, the use of mobile banking applications and corporate innovation as stated, being
variables in this study cannot on their own bring about customer satisfaction without the
Perceived value, affective responses and their abilities in fulfilling i needs as
components of customer satisfaction were found in this study to hav & correlational
factor. The study further found that technological innovation is an ir% le concept especially

in the banking sector which need to be studied properly bec&f érole financial institutions

plays in the society. @

5.5 Suggestions for Further Studies %
This study can be examined more from di@\perspectives. These are identified below.

1. Gender differences and the%og{nobile banking applications in Nigeria. A qualitative

— R

2. Dissecting existi *@govativeness factors on the organizational performance of financial

institutionsﬁn@ria. A case study first generation banks in Nigeria.

3. In interface security breaches of mobile banking applications in Nigeria.
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Dear Respondent,

I am a Master’s student of the above named Institution gathering data for the purpose of
academic research on the topic “Mobile Banking Applications, Corporate Innovation and
Customers Satisfaction of selected banks in Osun State, Nigeria. To achieve this, your optimum
cooperation is needed; there is no right or wrong answer. All your responses will be kept
confidential and used for research purpose alone.

Thank you.

Section A: Demographic Information ®
Gender: Male ( ), Female ( ) \%

Age: 20-25 ( ),26-30( ), 31-35( ),36-40( )41-45( ), 46 a@\ )
Educational level: S. S. C. E. ( )N.D. ( )H.N.D. () Bac@egree ( ) Master’s degree ()

Ph.D (). \§<(/

How many years have you been operating this %ount? 1-4()5-10( ), 11-15( ),

16-20 ( ), 21-25( ),26-30 ( ) 6\\

Section B: Level of satisfactio@k customers.

The statement in this sectt n&wems customer satisfaction as observed by the selected banks.
Using the four-point li %@1& provided below. Please tick the appropriate choice that indicates
how satisfy you a mobile banking services. Strongly Agree=4, Agree=3, Disagree=2,
Strongly Disagr e{J

SIN Q\ Items SA |A |[DA|[SDA
<\ 4 |3 |2 |1
N&i?ed Value
1 mobile banking app is of much benefit to me
2 My mobile banking is cost saving than conventional
banking
3 My mobile banking app is flexible than conventional
banking
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4 My mobile banking app is easy to use than conventional
banking
5 My mobile banking app is more secure than
conventional banking
Affective Response
6 The system, network for my mobile banking is more
efficient than conventional banking (<Q§
7 My mobile banking application has better problem N bv‘
handling capacity than conventional banking \§
8 My mobile banking app has fulfilled my expectation ¢<\\ \
than conventional banking ) 0(_\)\\
9 I am pretty more satisfied with the mobile banki NS
application \&\.
Fulfilling Important Needs ‘\Q\
10 My mobile banking application m@ery easy to
navigate ~
11 My mobile banking appli W menu is very easy to
understand %
12 My mobile bankj ; nlifation do meet my query needs
when carry@ online transactions
A
13

)

N

I ﬁnc@gy to transfer money on my mobile banking
ion

o

N

Section C: The use of mobile banking application
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The statement in this section concerns electronic banking service quality as observed in the
selected money deposit banks. Using the four-point likert scale provided below. Please tick the
appropriate choice that indicates your opinion on the quality of service experienced through your
mobile banking application. Strongly Agree=4, Agree=3, Disagree=2, Strongly disagree=1

S/N Items SA |A |D |SDA
4 3 2 |1

Ease of Use
1 I like to use mobile banking, because it offers independence \§?\
2 Mobile banking enables me to be fully involved in my < (/ 3

banking transactions \Q’:)

N

3 Mobile banking enables me to undertake banking \ \\

transactions at my own discretion \’\

K2
4 Mobile banking is user friendl
g y A\

5 Mobile banking application provides easy a yWbanking

transaction \
A\ \
vy

Risk of Mobile Transaction
A

6 My mobile banking application foé&high security for me

7 In-branch banking is less @nﬁhan mobile banking

features

8 I am familiar with mo@ﬁng application security

Za\

9 I have had sa@&)ry/ experiences with mobile banking
applicatkn

10 Per v\ felt secured transferring huge amount of money
;%P

on plication

<~\ t of Mobile Transaction

11 MMobile phone payment service is very much easy to afford

12 Going to a bank branch is not always convenient for me

13 Mobile banking services are faster than in-branch banking

14 Mobile banking is cost effective compared to in branch
banking
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15 Mobile banking charges is very much affordable for me

Section D: Level of innovation of your bank

The statement in this section concerns how innovative your bank is as observed. Using the four-
point likert scale provided below. Please tick the appropriate choice that indicatgs your opinion.
Strongly Agree=4, Agree=3, Disagree=2, Strongly disagree=1 \

,(l

S/N Items SA Q
A,

Increased Customer Base

1 My bank is recognized as an organization that values hex\ \
N\
S

customers (_\}
Q

2 I’'m always aware of new products and serviceS\efogiy

bank through their mobile application %\
O\

3 The mobile application of my bank offers ¥ast and

efficient services (\\

Culture of Innovation (\

4 Use technology to derivg o ational process
5 Provide clients w }%(that offer unique benefits

o
superior to thos petitor

6 Actively ca@t its work on developing existing new

produ?Q

DW products that are technologically driven
7

8 <~\ ed new product development as a critical success factor

“MOperational Efficiency

9 My bank mobile application is consistent and stable

during transaction

10 My mobile banking application shows high level of
reliability
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11

Transactions are uninterrupted on my mobile banking

application

Biodata

A. Personal Data

Name:

Omofoyeke Omolabake, ADEYERA
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Address: No 53, Hezekiah Oluwasanmi Road 7 Ile-Ife

E-mail: adefoyeke2010@gmail.com

Phone No: 08069065756

Date and Place of birth: February 28, 1987/Ile-Ife, Osun State

Nationality: Nigeria

Local Government: Ife Central

Sex: Female ®\

Marital Status: Single <(/

Address: No 53, Hezekiah Ol@nmi Road 7 Ile-Ife

Schools Attended with Dates \
Rl
(a) Oduduwa University, Ipetumodu, %}6\— 17
(b) Osun State Polytechnics, Iree, Osun. (%i» -2013
(c) Osun State Polytechnics, Iree, Osun. \* 009 -2010
(d) Moremi High School, Ile-Ife, Osun Stat% 1999 — 2005
, e~

(e) St. Peters Anglican Primary Schoo Ife 1992/93 —1997/98

Academic Qualification with D@

(a) Bachelor of Scienc\o\/ 2017
(b) NYSC Q ) 2015
(c) Hig rﬁ@nal Diploma 2013

(d) Diploma 2010
© Q AEC 2006
) Q NECO 2005

Working Experience with Dates
Confidential Secretary
Registrar’s Office, Oduduwa University, Ipetumode, Ile-Ife. June, 2015 - June, 2019.
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mailto:adefoyeke2010@gmail.com

Administrative Responsibilities
Secretary

Typing, preparing and collating reports, filling, organizing and servicing meeting, taking minutes,
managing data basis, answering calls, taking messages and handling correspondence,

maintaining diaries and arranging appointment.

Dr. Mrs. Sophia V. Adeyeye %\

Head of Department ¢\\ \
Information Management (_§
Lead City University %

Ibadan \
08061127708 @

Signature < \) Date

S
QQ

University Compliance Certificate
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This is to certify that this Thesis written Omofoyeke Omolabake ADEYERA with
Matriculation No. LCU/PG/001316 in the department of Information Management of the
Faculty of Communication and Information Sciences, Lead City University, Ibadan is in full

compliance with the approved University Format and style.

Signature ;\\ Date
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