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Abstract

Customers play a great role in the banking sector of every country in the world. Without
customers of any bank, banking operations will be a thing of a shadow. Certain factors
have been identified that can drive customer satisfaction. These factors are: service
quality of banking operations and customer experiences. With this understanding, it is
deemed okay to investigate the influence service quality (SQ) and customer experience
(CE) on customer satisfaction (CS) of commercial banks, Ibadan North Local
Government Area, Oyo State. Descriptive research design was adopted. ulation
consists of 49945 bank customers in Oyo state. Multistage sampli %ue was
adopted after which 381 bank customers served as the sample sizeffo study. The
reliability coefficient for each of the variable ranged from 0.70 t %Data collected
was analyzed using descriptive and inferential statistics. Finding ealed that SQ had
no significant influence on CS (Adj. R? = .004; p = 0.12 \was also found not to
significantly influence CC (Adj. R? = .028; p = 0.606) J%x'%b/, SQ and CE were found

(@, Fe, 351 = 1.333, p <0.05).

not to statistically significantly influence CC (Adj.
The study concluded that both SQ and CE did nqt '\ ndently and jointly influenced
CC. It was however recommended that Bank g in Oyo state should always give
assurances to their customers as regards the\fal t their financial problems will always
be solved. This will restore much confi e 1irtheir customers also it was recommended
that the ICT department of banks ipNigerid have got to improve on the user interface of
their mobile applications as this wil e their customers to be more comfortable using

the application.

Key Words: Service Quﬂ@omer Satisfaction, Customer Experience, Commercial
Banks

Word Count: QQ .
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Chapter One

Introduction
1.1 Background to the Study
The improvement of any country's economy depends, generally on the strength of the
financial sector of that country and the adequacy of the manufacturing sector to deliver

%ﬁon. A

need-fulfilling products and services to satisfy the needs of the gene

compelling and proficient banking sector is fundamental for the d
intermediation as well as for the assurance of the depo%\ nsolation of sound
competition, support of certainty, and dependability of %brk, and insurance against
efficient danger and breakdown!. The bankin @ all over the world is going
through a transformation and Nigeria is %\ception. The driving force for this
mentality internationally is the dynarm‘%qnges experienced in the worldwide business
and marketing environment. Tl%g«u) petus incorporates customer service, customer

experience, and customer s(ti{}ﬂon of the banking sector to meet with inward contest

and globalization?. \x
N

In the chan in&} cial situation of the 21st century, the banks needed to have an
impera '\%a acter to offer excellent services. Banks these days must be of a-list
st %&used on greatness in consumer satisfaction and to assume a significant part in
%eveloping and differentiating financial sector’. There has been an exceptional change
in the method of banking over the most recent couple of years. Customers have likewise
precisely requested all around the world quality services from banks. With different
decisions accessible, customers are not ready to endure anything short of the best. Banks

have perceived the need to meet services yearning.



While the role of business traditionally has been the provision of goods and services for
individual needs or wants in exchange for profit*. The center has created some distance
from benefit orientated to customers situated. Customers have now turned into the king,
and subsequently, more significant for the market. The market is currently much centered
on customers' wants, and customer assumption straightforwardly influences consumer
satisfaction. In this manner, information with respect to consumer s% on helps
service giving firms to further develop their service quality. The d@‘ﬁf satisfaction

shifts from one customer to another; according to tl{r uests, assumptions,

\
discernments, and pictures for the service and product. ( \\
Consumer satisfaction is an individual expe %ﬂﬁat depends on the connection

between expectations and actual percepti n@faction is the result of buying products

and services; it is the experience o{é&m r accomplishes from past buy. Expanded
satisfaction builds customer r11 Y. To secure or acquire portions of the overall
industry, organizations ni,t beat competitors by offering top-notch products or
services to guarant atisfaction of customers. Satisfaction implies a sensation of joy

since one has @ng or has accomplished something®. It is an activity of satisfying a

need, @uest, or expectation. Customers analyze their expectations regarding a
lawi

pa tem or administrations and its real advantages.

The measures to be used for customer satisfaction in this study are bank service, bank
product and bank technical service, performance expectation and perceived performance
as adapted from literature’. Bank services are banking activities that involve accepting
and safeguarding money owned by other individuals and entities and then lending out this

money in order to earn a profit. It also involves activities such as keeping valuable goods



for customers. Bank products are different bank products that are prepared to entice
customers to patronize them such as saving promotions and so on. The issue with these
banks is that it has been observed that these banks only render services that earn them
profits without considering customers interest. Though, the products and services of the
banks do look interesting to the customers at first but it is the customers that are being
short changed on the long run. Commercial banks in Ibadan North local ent area
has been having lots of complaints to deal with as observed by th \% er due to the
number of customers that visit the banking hall every day to &1 about incomplete

\
transactions, poor network, delay in transaction and so orf \

e

The world competition of the business is grow'(%@v e in this era of globalization. A
firm should provide superior services in otde differentiate from another firm of the
market. Customer satisfaction is the %or every business in today’s market. It is the
mindset which comes from the %@ge and past experience. In the competitive world
all organizations are fo&g,% the superior satisfaction of the respected customers.
Nowadays the ban eetors are the most important bodies among the huge service
sector. Custo@isfaction measurement provides a sense of achievement and
accompli for all employees involved in any stage of the customer service process.
In '%, satisfaction measurement motivates people to perform and achieve higher
%S of productivity®. Customer satisfaction is considered as an ordinary standard of
performance and a possible standard of excellence for any business organization in the
competitive market. The satisfied customers always maintain contact with the

organization and purchase different types of goods and services. The banking sector is

increasing day bay day in Nigeria. So it is the big challenge of banking sectors to retain



customers through provided service. Attractive customer satisfaction is the main source
to stay in business in the competitive market. Owing to the financial services like banks
competition in the market place through undifferentiated products, this highlights service
quality as the basic competitive tool’. Customer satisfaction is a mental state, which
compares the results of customer expectations prior to purchase with performance
perceptions after a purchase. Customers are satisfied when they are \)R}[h their
purchase outcome, achieve their goals, and experience no hass \ is¥believed that

satisfied customers maintain contact with the company and \&rch ¢ more products or

\
services more frequently than dissatisfied customers. \\

It is through rendering efficient services to cu at would make bank customers
satisfied. Hence, its not possible to discﬁ% tomer satisfaction without giving an
insight into the services that either@@hstomers satisfy or dissatisfy. Bank quality
service implies giving a qualit or administration that fulfills the necessities/needs of
a customer and keeps the&u ing!. Great service quality empowers a firm to improve
its standing among ustomers. It helps the staff of a firm in critical thinking and
making the ca@ perform multiple tasks in regions like exploring complex data sets
and ch. xetween various computers to track down data for the guest. It turns into a
be %:all centre representatives in the present working environment to think rapidly

%\eir feet so they can manage involved information while working under tension.

Thus, service quality is a basic propelling power to drive the bank up in the high
innovation stepping stool. Banking industry is an interest-driven industry, which
comprises a significant piece of the help business'!. Banks need to rethink their corporate

picture that stresses service quality since it gives many benefits to an organization, for



example, permitting the organization to separate itself from its rivals by expanding deals
and pieces of the products and services, giving freedoms to strategically pitching, further
developing customer relations accordingly upgrading the corporate picture, reliability,
responsiveness, credibility, and correspondence brings about the fulfillment and

maintenance of customers and employee, in this way decreasing turnover rate'?. Four

basic dimensions would be used to judge bank quality service na @ability,

responsiveness, assurance, and empathy as adapted from Serq§ of customer

satisfaction'?.
4\ \

Reliability is the capacity to play out the guaranteed s% oth reliably and precisely.

Reliable service performed is a customer—% a h@ and implies that the service is

refined on schedule, in a similar way, and wh blunder without fail. Responsiveness is

the ability to help customers and to, \mick service. Keeping customers standing by
G

especially for reasons unknow%a

s a pointless negative impression of value. If a
service disappointment ha%%sjthe capacity to recuperate rapidly and with polished skill

can make an exce y certain impression of value. Assurance clarifies information
and kindness @sen‘[atives just as their capacity to pass on trust and certainty. The
assuran t incorporates the accompanying highlights: the ability to play out the
as %courteousness, and regard for the customer, viable correspondence with the
%)mer, and the overall demeanor that the server has the customer's wellbeing on the
most fundamental level. Empathy is the arrangement of mindful, individualized
consideration regarding customers. Empathy incorporates the accompanying elements:
congeniality, affectability, and work to comprehend the customer—% requirements. The

presence of physical facilities, hardware, workforce, and correspondence materials is



called Tangibles. The state of the actual environmental elements is unmistakable proof of
the consideration and meticulousness that are displayed by the service provider. This

appraisal aspect likewise can reach out to the lead of different customers in the service.

Assurance of bank service is a positive service to bank customers to give them
confidence in he bank operations and services. Commercial banks in Ibadamworth local
government are lagging in service assurance to their customers due to(sé&(\s observed
complaints from the customers. Responsive is the readiness o anagement to
support the banks—>customers and deliver them a rapid Q&n\ely service. Banks in
Ibadan north local government are slow in a t@ to their customers both
electronically and physically in the banking h %\ thy is about understanding and
responding appropriately to the emotional State of their customers. To inspire customer
satisfaction, banks must minimize r@xd rovide secure, reliable, responsive, resilient
and always available services t@r customers. Commercial banks in Ibadan north local
government are short of these{factors; their customers are always complaining about their
service which is th@reason why the customer service departments of the banks are

full with comp@ke many charges, inaccurate account balance, poor ATM services,

insec@ applications and so on.

sideration of sustainable Customer Relationship Management (CRM) has been
&ng amplified as of late. The idea that drawn-out relationships are more productive
than present moment value-based connections has advanced and steadied inside the
authoritative methods of reasoning. Relationship is created when a customer sees that a
shared perspective exists among the customer and service provider which is the driving

force towards customer experience. The good or bad relationship is termed quality



customer experience. Customer experience is the tendency to conform to CRM schemes
by quickly attending to issues and proactively proffering solutions to customer-%
complaints'3. The Quality Customer Experience starts from a bunch of communications

between a customer and an item, an organization, or part of its association, which incite a

X~

However, successful customer relationship centers around understandidg ecessities

response 4.

and wants of the customer and is accomplished by setting these reguitentents at the core
of the business by coordinating them with the organizati e@odology, individuals,
innovation and business processes!®. Qualities, for y invitingness, amenability,

accommodation, exchange precision and cauti@ wWeness in revising botches, speed

of services and choice cycle were viewed essential to customers than the cost of

6

services's. The two dimensions @h{y customer experience namely customer
c&

orientation and service process% ere adapted from literatures'>'6. However, these

two dimensions will be c@& for the purpose of this research.

The meaning o %%r:er orientation in the help situated business cannot be
overemphagaeg\nyt many research works have been done to date approving something
very si his specific development is of basic significance as customer orientation

n viewed as a key administrative goal since the time administration showcasing
gs appeared. Customer orientation is described as a person's inclination to address
customer issues in a hands-on setting. Process is a fundamental component within the
whole service marketing mix strategy. The exercises, methodology, conventions, and
more by which the assistance is rendered to the customer contain a service process'S.

Service process is distinguished to be a crucial antecedent of customer result i.e consumer



satisfaction or dissatisfaction which points out to close attention to be paid by both
academicians and industry directors. With respect to the above discussion, this study
tends to investigate the influence of customers service and customer experience on
customer satisfaction in commercial banks, Ibadan North Local Government Area of Oyo

State, Nigeria.

X
1.2 Statement of the Problem ®
Customer satisfaction is the measurement that determines how h@gomers are with
a bank=%s products, services and capabilities. It has the mos ?Agrt@nt effect on customer
retention and in order to narrow it down, focus %(ﬁ%wr service and customer
experience as some of the factors that in A& ustomer satisfaction. However
preliminary investigation, literature revie @ancial institutions and other journals
revealed that bank management hav \%{&erception about what their customers really
think about their products an (1%5 which made them operate in a relaxed and
confident state believingt\h/ hen their customers are dissatisfied they would know
about it but are u shocked when there is a decline in their customer base and
competitive ed@eatened. This is evidenced by the long, stagnant queues inside the
bank b @s\nd at ATM machines that are often <out of service>and the seemingly

u amed banking charges, amongst others. All these have a negative ripple effect on

%evels of the customer and financial performance of commercial banks.

This may be due to the inability to deploy appropriate and responsive services which can
clearly be responsible for the frustrating customer experience and the corresponding
decline in the number of satisfied customers of commercial banks in Ibadan North Local

Area, Ibadan, Oyo State, Nigeria. The issue of unreliability, delay in responsiveness, lack



of assurance in bank services and many others is another concern as it often leads to
customer frustrations, poor service delivery, and customer dissatisfaction. This study
argues that the potential influence of bank quality service and quality customer
experience on customer satisfaction of the commercial banks may likely be enhanced

when they deploy reliable, assured, and responsive banking operations.

Furthermore, empirical evidence shows that studies have been carried(%\ e area of
bank quality service, quality customer experience and customer sa \f%&n in other parts
of the world but not specifically on commercial banks in d@i& countries. Thus, the
study therefore intends to investigate the influence uality service and quality

customer experience on customer satisfaction of ial banks in Ibadan North Local

Government Area, Oyo State, Nigeria. @

1.3 Aim and Objectives of the Stu \
The aim of this study is to exan@te influence of service quality and customer
experience on customer saiQ/c ton of commercial banks, Ibadan North Local

Government Area, @(a‘te. Nigeria. The objectives were to:

1. examino%(h#el of customer satisfaction of commercial banks, Ibadan North Local
G nt Area, Oyo State, Nigeria.
f %ﬂine the level of service quality as perceived by bank customers of commercial
banks in Ibadan North Local Government Area, Oyo State, Nigeria.
iii. examine the level of customer experience of commercial banks in Ibadan North Local
Government Area, Oyo State, Nigeria.
iv. examine the influence of service quality on customer satisfaction of commercial

banks in Ibadan North Local Government Area, Oyo State, Nigeria.



v. determine the influence of customer experience on customer satisfaction of
commercial banks in Ibadan North Local Government Area, Oyo State, Nigeria.

vi. ascertain the combined influence of service quality and customer experience on
customer satisfaction of commercial banks in Ibadan North Local Government Area,
Oyo State, Nigeria.

1.4 Research Questions ®

Following from the objectives, the study raised the following que@’

1.  What is the level of customer satisfaction of commerma%lk adan North Local
\
Government Area, Ibadan, Oyo State, Nigeria? ( \
ii. What is the level of service quality as perce@, ank customers of commercial

banks in Ibadan North Local Govemmer@@yo State, Nigeria?

iii. What is the level of customerl\ ience of commercial banks in Ibadan North
Local Government Area %@e Nigeria?

1.5 Hypotheses

The following hyp%&ere generated for the study and were tested at the
significance 16@05

Hol: T s no significant influence of service quality on customer satisfaction of

% ercial banks in Ibadan North Local Government Area, Oyo State, Nigeria..

There is no significant influence of customer experience on customer satisfaction
of commercial banks in Ibadan North Local Government Area, Oyo State, Nigeria.
Ho3. There is no significant combined influence of bank quality service and customer
experience on customer satisfaction of commercial banks in Ibadan North Local

Government Area, Oyo State, Nigeria.

10



1.6 Significance of the Study
This study has relevance and is useful to the management of the selected banks in Ibadan
North Local Government Area, Oyo State, Nigeria. It is also useful to Staff, customers,

and future researchers.

For management of the selected banks, it will help them appreciate the real ef%ect of their
services and banking operations on customers—> satisfaction. Subse @\ they can

modify and add new features to improve customers—> satisfa ther financial

institutions will also be informed on how to identify a@iae s the challenges of
implementing appropriate operations and services. ®

Staff will also appreciate the challenges of i ing effective customer satisfaction
through appropriate and innovative servic s\%r er to ease pressure on management and
enhance their performance by imp@t eir customers—>satisfaction. The study will

also enlighten both existing %Qw customers on the effect of banking services and

experience. \<§/

From the educati %t of view, future researchers will find this study essential when
it comes to@ relating to this subject and banking industry. Finally, the study will
contrib % literature on the subject matter and serve as reference material for other

ers engaged in similar studies and for teaching purposes.

1.7 Scope of the Study
This study focused on investigating the influence of service quality and customer

experience on customer satisfaction in commercial banks in Ibadan North Local

11



Government Area, Oyo State. The measures of customer satisfaction are bank services,
bank products and bank technical services. The measures of services quality are
assurance, responsiveness, reliability and empathy while the measures for customer
experience are customer orientation, and service process. The geographical scope covered
three selected banks in Ibadan North Local Government Area, Oyo State, Nigeria with

three branches each making a total of nine branches. These banks are c@icause the

perceived problem of customer dissatisfaction is prevalent arnon% i tomers>. The

selected banks are Guaranty Trust Bank, Access bank and Uni{ for Africa (UBA).

d
4\ \
1.8 Limitation to the Study (-§
The major issue that limited this study was retri '<&rmation from respondents due
to the nature of their work which makes l% eptive towards advancing research and

time factor for retrieval of informatio@
1.9 Operational Deﬁnitio@?m

Customer Satisfacti :%ﬁ is a measure of how products, services and technical
services of co 1 banks in Ibadan North Local Government Area, Oyo State,
Nigeria. 6\

B %zce: This is the process whereby bank management provide services like giving
@, credit debit cards, digital financial services, saving money and other personal
services for customers of commercial banks in Ibadan North Local Government Area,

Oyo State, Nigeria.

Bank Products: These are facilities or services related to cash management, including

treasury, depository, overdraft, credit or debit card, purchase card, electronic funds

12



transfer and other cash management arrangements of customers of commercial banks in

Ibadan North Local Government Area, Oyo State, Nigeria.

Bank Technical Services: These are non-lending activities that consist of advisory
services, capacity building programs and business linkages that help mitigate loss of bank

customers of commercial banks in Ibadan North Local Government Area, Oyo State,
Nigeria. ®

Performance Expectation: This is the documented perfomanc@ at details goals,

values, outcomes, and requirements related to the positionﬂ@qﬂk customers in Ibadan
North Local Government Area, Oyo State, Nigeria. % )

Perceived Performance: This is how bank cu o\%n Ibadan North Local Government
Area, Oyo State, Nigeria rate the sewice@ anks.

Bank Quality Service: This is th@wlsion of quality service to bank customers of
commercial banks in Ibada, @Local Government Area, Oyo State, Nigeria before,

during and after a purc asN

Assurance: Th'(j@b all-encompassing paradigm that revolves around the idea that

improvin@mer-s experience and maximizing customer satisfaction of commercial

banks an North Local Area, Oyo State, Nigeria.

%Jbilily: This is the quality of trustworthiness of commercial banks in Ibadan North

Local Government Area, Oyo State, Nigeria.

Responsiveness: This is the situation whereby the commercial banks in Ibadan North
Local Government Area, Oyo State, Nigeria react quickly and positively to customers

complaints.

13



Empathy: It is the ability of management of commercial banks in Ibadan North Local
Government Area, Oyo State, Nigeria to understand and share the feelings of their

customers towards the services rendered to them.

Quality Customer Experience: It is bank customer—% collective experience interacting
with various touchpoints, including online banking systems, emails, call centers, and so

on in commercial banks in Ibadan North Local Government Area, Oyo %(/ igeria.

Customer Orientation: This involves bank staff performan i{lt” regard to the

satisfaction of the needs of commercial bank custoro(@i@\Ibadan North Local

Government Area, Oyo State, Nigeria. QQ )

Service Process: These are different types of. \% services which include individual
banking, business banking, digital bank@oans being offered by commercial banks

in Ibadan North Local Government @yo State, Nigeria to their customers.

N
N
S
O
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Chapter Two
Literature Review
This chapter review the literature relevant to this study. The theories relevant to the study
area were also reviewed. The chapter dwell on the concept, theoretical and empirical
studies that discuss the link among service quality, customer experience and customer

satisfaction with specific emphasis on commercial banks in Iba & local

government, Oyo State, Nigeria. The chapter is organized as follow

2.1  Conceptual Review Q

2.1.1 Concept of Customer Satisfaction <<,

2.1.2  Concept of Service Quality %
2.1.3 Concept of Customer E@
gﬁ(work

2.2 Theoretical Review an@

2.2.1 The Expec cyisconfirmation Paradigm (EDP)
222 SEQ L Theory of Service Quality by Parasuraman et. al. (1988)

2.2. 3 ct10n Motivation Theory
of Empirical Studies
% Service Quality and Customer Satisfaction
2.3.2 Customer Experience and Customer Satisfaction

24 Conceptual Framework
2.5 Summary of Literature Reviewed

Endnotes
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2.1 Conceptual Review

2.1.1 Concept of Customer Satisfaction

Customer satisfaction is a key concept in modern marketing thought and practice, which
emphasizes delivering satisfaction to customers and obtaining profits in return. Customer
satisfaction is thus crucial to meeting the various needs of customers and firms. The
realization of its importance has led to a proliferation of research on custo@‘ti\sfaction
among marketing and psychology researchers over the past five d o&ﬁgﬁd the pursuit

N

of customer satisfaction has become a strategic imperative fi firms that need to

survive and remain competitive'. Customer satisfactio@_%%bot; defensive effects of
retaining customers by reducing customer defec@ offensive effects of attracting
new customers through positive word of %‘}L\)r referrals by satisfied customers.
Satisfying customer is one of the ultinﬁ%@ls that service organisations seek, due to the
long-term benefits of having t@ customers such as positive word of mouth
comment, customer loyal@ustainable profitability?. Customer satisfaction has
generally been studi%}ﬂ research as a unidimensional construct that measures the

overall satisfac@th the service organisation as a result of the aggregate judgment of
n

all intera touch points with the service organisation’.

C er satisfaction indicates the fulfillment that customers derive from doing business
% a firm. In other words, it’s how happy the customers are with their transaction and
overall experience with the company*. The fact that everybody know customer plays an
important role in the business survival and sustainability. Without the customer, business
would not be operating well. Customer is one of the main sources to business revenue.

Customer satisfaction helps to improve products or services by business organizations.
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There are few important points that are supporting the importance of customer
satisfaction in business. Firstly, customer satisfaction is important in business because
maintaining the satisfied customer is cheaper than finding new ones. Satisfied customer
will keep repeating on buying or using the products and services by a company because
they know that the company serves the customers well. From that, the number of new
customers will also increase because of the good feedback that have beer@‘?rom the
satisfied customers. It will cost the company less especially in the Mg because they

do not have to spend more on finding ways to attract custo&rs buy and use their

\
products or services>. (\’\

Obtaining the attention of prospective custor&%ﬂng their interest and converting
them costs up to 6 times more than &\@ existing customers. This is why it is
important to maintain the existing c@qrs in business because it will keep the business
going in a long-term period. Se ly, there is no customers want to be treated badly. In
order to prevent the cust(){/ m feeling unsatisfied, good services from the staffs are
important®. Majorit e*customers will find a business that serve and treat them good
and do not car@the price charged. It is because they will assume that good services
are co ewith the price charged. Business has no problem if they want to increase
thd pricevor cost because they know that the customers will look up to them as they
p%ide the best products and services as well. As mentioned earlier, customers are one of
the sources to the business revenue. Happy and satisfied customers will not look up to
other brands or business. They will also recommend the brands to everyone and the
revenue of the business will keep increasing. In order to keep the business going and

revenue increasing, banks have to keep the customers satisfied by measuring their
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customers buying pattern from time to time. They have to make sure that the services or

products provided will keep the customers stick to their brand or business.

Customer satisfaction will help a lot the business to stand out of the competition. If a
customer does not satisfied with the products or services, they will easily switch to other
brands and it gives an advantage to other brands to stand out in the market v{)etition.
Although customers won=t love organizations if they give bad servi &%\mmpetitors
will. Competitors will wait for organizations to make a wrong a@ that they could
stand out in the market and they will improve their markeﬁﬁé{a(egy in order to attract
and gain more customers than the current business %('@\order to keep the customers
W

nt products and services to them

satisfied, you have to make sure that you give @
and know on how to stand out from @

satisfied with specific products and é%\es it will give a good impression to the brands

brands. Furthermore, if a customer is

and it can avoid the negative t%hts about the said brand. If a specific brand slightly
make a wrong move or mé/&; and do not satisfy the customer, they are eager to share

the bad experience dve bad reviews than good experiences about the business to

everyone and Qv/%slowly reduce the brand or business’. Most of the people tend to

&\e existing or new customers will believe on the reviews made by the unsatisfied

customer.

Satisfaction is the state felt by a person whose requirements have been met. Despite the
differences in the approach to defining customer satisfaction that we can find in the
literature, the most popular of them is based on the customer expectations. Satisfaction is
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a standard of how the offered ttotal¥ product or service fulfills the customer expectations.
Customer satisfaction can be defined as a state in which his expectations match his
perception of the actual service received. Customer satisfaction measurement is one of
the most important issues concerning business organizations, which is justified by the
customer-orientation philosophy and the main principles of continuous improvement of
modern enterprises. Effectiveness of a company depends largely \?e\ proper
identification of the customer as well as his understanding of the e <$ﬁs and impact
on the market. Consumer behaviour in the market depends o%%actors and relatively
complicated processes. Effective functioning of com n:\nd\whole of the supply
chains requires a detailed knowledge about buye% cipients, gathering information
about their behaviour in order to match the ri rs to the individual needs. Customer

&nto a number of measurable parameters.

satisfaction should be measured and ty&

In the recent decades, the impc%ng& customer satisfaction for business organization

has been increased®. (8\

It is worth to menti@( the customers are as important for the companies as the quality
of their produ@ch is the key for ensuring the effectiveness of the company. The
quality tces perceived by clients is shaped during three processes: production,
exand quality assessment. Creating optimal quality services does not stop at the
p%uction stage and does not focus only concern on the resources of service provider. It
is necessary to interact with customers to develop high-quality services. Market is
currently transformed under economic, social, political and technological pressure. As a
result, there are changes in the value system of customers who focus on personalized

service, partnership, speed and reliability of service. The issue of a quality of services is
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particularly important in logistics, where it deals with the correct and effective
implementation of the processes related to delivering products to the customers on the
right place at the right time, in optimal condition and at the lowest possible cost of the
project’. Even a product with excellent features and characteristics will not fully satisfy
the customer if the logistic processes related to its displacement in the supply chain fail.
Due to this fact, companies should carry out a thorough assessment %ality of
logistic processes and implement a number of improvement me 9\ t will enable
customer satisfaction and loyalty. This is particularly importq&fo%implementation of

\
the new services sector, which can provide immunity on Qle)\x:ket. One of them is the e-

commerce sector. &(/IQ
Customer satisfaction has important role @ess sustainability, especially banking
\U

support the customers to have positive

business. Customer satisfaction i@
impression on the product an%’vwe offered by a business organization. Positive
attitude has important rolsé/&ying the product or service in the future. The satisfied
customers will be @d to rebuy in the same shop despite the interesting offer from
other shops. In% 1, a positive relationship between the customer satisfaction and the
custom possibly becomes the main factor or the moderation. In some previous
m. %ﬁtudy, it is confirmed that the customer satisfaction on their needs is one
%cedent of loyalty either on the brand or the shop'®. Customer satisfaction is
determined by the development of product and quality conducted by the company, also
the service and improvement in order to meet the customer expectation. The customer

satisfaction can be measured through various methods. One of them is by measuring the

customer expectation compared with the benefit and cost.
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Satisfaction is a feeling or behavior of a customer related to a specific product or service
after their use experience. The definition of satisfaction can also be measured by the
customer experience with the service provider. In other words, satisfaction is an after-
sales evaluation that compares the expected value in the pre-sales stage and the perceived
value in the after-sales stage, after the purchase and the use of products or services.

Among several studies, customer satisfaction represents an essential p {{%\\% ustomer-

directed practices by an infinity of companies that operate in % Customer
sticc

satisfaction can also be considered one of the elements & ess in the highly

competitive globalized world of business, especially in fi a& se?vices“.

Customer satisfaction is the key catalyst for custo etdntion, loyalty, high profitability,
sustainability, etc. It remains a valuable as @roduct and service providers. More
precisely, in servicing, keeping the cu ?(;{satisﬁed is vital to service providers because
highly satisfied customers beco e ambassadors leading to the attraction of new
customers. Innovation expl((/ a service provider can improve customer satisfaction
through services 1rn t Innovative ideas can help firms to gain competitive
advantage and @xe options to customers. It is argued that favorable perceptions of
service 1 ation result in satisfaction. Earlier studies suggest that customer
involx% can be closely related to satisfaction, and/or influences customers—
ions of a service experience. Yet, greater satisfaction is said to be undoubtedly
possible when customers—*ideas are sought after and they, in turn, are encouraged to be
involved in the innovation process. By so doing, customers—*levels of satisfaction of the

innovated services receive maximum appreciation and are devoid of unaddressed

concerns and other criticisms. This often shows how customers—>level of satisfaction
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explains significantly the customers—levels of relationship with banks which could be

influence by bank service, bank product and bank technical service'?.

Customer service are activities aimed at a task that includes interactions between clients
and the organization and seeks the mutual satisfaction of the expectations of both, so it
must be designed with two objectives in mind: Customer satisfaction andwsrational
efficiency. With regard to the service quality term, its definition is ve (%k\x since the
intrinsic characteristics of the services means, on the one hand, l%uality practices
applied must be different from those for tangible produo(\ daon the other hand, a
greater difficulty is involved when evaluating the @f a service. The difference
between the evaluation of the quality of a serv%a\\ﬁtﬁét of a good by a consumer is not

in the process, but in the nature of the“characteristics on which the evaluation is
performed!3. Services are susceptib(/ ifférent evaluations by clients, which makes the
measurement and evaluation o%ahty difficult. The inseparability in the services of
production and consump@ well as the perishable nature and the potential
heterogeneity or Véx@i(y‘ in the performance, makes the precision of quality difficult.
In this context,%} ady mentioned, there are many definitions in this regard and their
review x two different views or approaches when defining the service quality term:
Ol %nd subjective quality. On the one hand, the objective quality or internal vision
%ality focuses on the technical aspects from the producer—% perspective, as well as the

subjective quality or external vision of quality in which clients=* requirements are

emphasized, thus emerging the tperceived quality ¥ concept.

Service quality is an overall assessment of consumer regarding the superiority of the
service resulting from the comparison made by customers between the expectations and
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perceptions regarding the performance of the service received'®. This definition of
perceived quality became the most widely used way to conceptualize quality from the
perspective of services and is the basis of the theoretical and methodological approach in

which the quality process in services is explained.

Customer satisfaction is the level of one's feelings after comparing per ance or

perceived results as expected!®. Customer satisfaction or dissatisfacg@ consumer

response to the discrepancy or discrepancy felt between the preg ception and the
perceived performance of the wearer. So basically CQ@QI\ satisfaction includes
differences in perceptions of perceived results by u\rs or customers. Customer
Satisfaction or often referred to as total cu % atisfaction, is the focus of the
Customer-Driven Project Management ( % ocess, even if it is stated that customer
satisfaction is of quality. Similarlh definition of quality is customer satisfaction.
Customer satisfaction is the 1 v% a person's feelings after comparing the performance
(or results) perceived in*{{/ e. Thus, the level of satisfaction is a function of the
difference between@qrbeived performance and the expectation. Satisfaction consists

of three necess ponents, a meeting with the product or service, the response to the

produ@v\ce by the consumer, and the time dimension, after purchase!®.

er satisfaction is a buyer's evaluation where alternatives are selected at least to
give the same result or beyond customer perceptions, while customer dissatisfaction
arises when the outcome is unsuitable. Customer satisfaction is a function of the
performance that is considered to exist on the product and the customer's expectations.
To get the advantage of every company demanded to be able to satisfy its customers, so
the management commitment to improving the quality of the product is achieved
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perfectly. Satisfaction is a physiological response, feeling of pleasure or disappointment
of someone who appears after comparing the perceptions or impressions on the
performance (result) of a product and its expectations before and after consuming the
product or service. Consumer satisfaction or dissatisfaction is consumer response to the
evaluation of the perceived mismatch between previous expectations and the actual
performance of the product perceived after its use!’”. Consumer satisfa \??n after-
sales evaluation where alternatives are at least equal or beyond co@ expectations,
while dissatisfaction arises when the outcome does not meet {&ns. Thus, it can be
concluded that the definition of consumer satisfaction@\)ke res;aonse of the behavior

shown by the consumer by comparing the perfo%c or the perceived results to the

expectation. §

Customer satisfaction could be me@@y services, products and technical abilities's,
Product quality is the extent to %h the product or service meets its specifications. The
consistency of the qualigé/(} product or service can contribute to the success of a
company rev1ewed®\ tustomer satisfaction, employee satisfaction, and company
profitability. @servlce products play an essential role in establishing customer
satisfac @' more qualified the product and the services provided, the higher the

%‘usfactlon When customer satisfaction is higher, it can generate profit for the
&ess entity. Satisfied customers will continue to make purchases on the business
entity. That is, if analyzed further, between long-term quality and profit is seen in 2 (two)
things, namely external profit factor derived from customer's fraud and internal gain
derived from improved product or service efficiency. External benefits may have

implications in the production process of goods or services, i.e., the quality of the product
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or service provided by the company can create a positive perception of the customer
against the company and generate a satisfaction and customer loyalty. In the meantime,
what is meant by internal gain is seen at the same time as gaining external gains with a
company focus on quality that can bring the company's internal positive value in the

process of improving its product quality? Quality is closely linked to customer value and
satisfaction. In a more narrow sense, quality can be interpreted as "free@&gdamage."

However, most customer-centric companies interpret quality base @@ creation and

customer satisfaction!®. &
\\ '

Customer satisfaction is the extent to which a produ&({ercblved performance matches a

buyer—s expectation. Customer satisfaction @

achievement of a product received by & er equals the consumers expectation.

evel at which a performance

Customer satisfaction is the individ@erception of the performance of the product or
service in relation to his or t%xpectation. Customer satisfaction is the individual
perception of the perform% f goods or services related to customer expectations. A
companies would Qﬁq fo measure customer satisfaction regularly because one key to
customer reten% customer satisfaction. A highly satisfied customer generally stays
loyal 1 ys more as the company introduces new products and upgrades existing
pn@%ﬂks favorably about the company and its products, pays less attention to
&peting brands and is less sensitive to price, offers product or service ideas of the
company, and costs less to serve than new customers because transactions are routine.+
Customer satisfaction has been defined in various ways, but the conceptualization, which
seems to have achieved the greatest acceptance, is satisfaction is the evaluative

evaluation of specific post-transaction choices'®. Customer satisfaction is the result of the
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customer-% perception of the value received in the transaction or relationship - where the
value is equal to the perceived quality of the service relative to the price and cost of
customer acquisition?’. This study contains significant differences in the definition of
satisfaction, all definitions have several common elements. When examined in its entirety,

three common components can be identified: Consumer satisfaction is the response

(emotional or cognitive), responses related to a particular focus @Qg product,

consumption experience), response occurs to a certain time (zﬁ%\ mption, after

selection, based on accumulated experience).

Price is a sum of money or value that is exchang sumers to get profits from
ownership or charged for a product or se is milk for the customer and
something else for the seller. For custo Q is the cost of something. For the price
seller is the income and the mai e of profit?!. Price is the amount of money
exchanged for a product and l—Kﬁurthermore prices are a number of values that
consumers exchange for the ber of benefits by owning or using an item or service.
Price is the amouni@s@ney charged for a product or a service; the sum of the values
that customers ® e for the benefits of having or using a product or service. Price is
a maj r behlnd satisfaction and product loyalty because a customer carefully

§f he is getting the most benefit from the product against his spending. Product
®1ty is the totality of features and characteristics of a product or service that depends

on the ability it has to satisfy expressed or implied needs. Quality of better products tends

to increase customer loyalty.

Customer satisfaction is feeling happy or disappointed someone who arises because of
comparing the perceived performance of the product (or result) to their expectations®?.
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This term is often used as a measure of how the products and services provided by the
company meet or exceed customer expectations. In the service environment, customer
satisfaction has been seen as a special form of customer attitude. Customer satisfaction
can be understood to be the difference between customers— expectation before
consumption and realization after consumption of product or service. Customer
satisfaction is defined as a measurement that determines how happy cu are with
products, services, and capabilities. Customer satisfaction informationy reflected by
customer reviews and ratings, can help a company improve its\products and services®. A
O
customer review is a review of a commodity or serv1ce by a consumer who has
purchased and used the product or service. Cust views reflect the consumers—>

satisfaction degree with their purchased goo %N long time, researchers are trying to

find the factors and evaluation indicau&&\customer satisfaction.

The early theoretical model letomer satisfaction mainly provided a qualitative
analysis method for s% ion evaluation?®, Simultaneously, researchers and
practitioners paid @\aﬁd more attention to the quantitative analysis of customer
satisfaction. N@tlcal calculation method of customer satisfaction and customers—>
psycho rceptlon were analyzed and proposed by Fornell model, which became

tical basis for developing customer satisfaction index models in various
%‘[riesﬁ. American Customer Satisfaction Index (ACSI) with the basic framework of
perceived quality, perceived value, customer expectations, customer satisfaction,
customer loyalty, and customer complaints was proposed, which has become one of the
most popular Customer Satisfaction Index today. Two other representative customer

satisfaction index evaluations are the European Customer Satisfaction Index Model
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(ECSI) and China Customer Satisfaction Index model (CCSI). In existing studies, the
ways to obtain satisfaction include questionnaires, interviews, and other methods. A large
amount of data through online questionnaire surveys to determine the relevant evaluation

indicators of customer satisfaction was collected?®.

Customer satisfaction evaluation model was established for budget hotels ba%&n ACSI
and took the budget hotels in Shanghai as an example to verify th @w ility and
effectiveness of the model?’. However, the path from perceived qual perceived value
in both the ACSI model and the ECSI model cannot be wﬂ%i@ined, leading to poor
calculation results. In recent years, the development %et technology has changed
the behavior of customers. Customers are mor %e to shop online and comment on
product satisfaction after consumption. é&ems reflect the degree of customer
expectations and will affect poten@&@t mers—> purchase decisions. Compared with
information obtained throu h%estlonnaires and interviews, online reviews are
spontaneously generated h{%}; omers and better reflect customers—>true feelings about
product satisfactiorQ*\ﬂot easy to evaluate customer satisfaction using text reviews.
Some website@everal characteristics in advance, allowing customers to score

differe%’\'es. It was found that text reviews and ratings are emotionally consistent,

SO @e atings can be used to evaluate customer satisfaction?®.

Q

Customer satisfaction evaluation methods were provided using different review
languages based on online hotel ratings. Hotel service quality evaluation based on online
ratings using the PROMETHEE-II method was done?’. Hotels in the Canary Islands were
used as an example, using a multicriteria decision-making method to determine customer
satisfaction and preferences. The frequency of clicks, browsing frequency, collection
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frequency, and shopping cart frequency in evaluation indicators were used, which is
similar to the Promethee-II process. However, these data are not highly differentiated and

are easily affected by order scalping.

Customer satisfaction is an overall evaluation based on the total purchase and
consumption experience with the good or service over time has been S&)ject of
enduring interest for academics®®. The importance of customer sa ﬁ(/\ has been
justified because empirical studies on customer satisfaction ha lly identified a

beneficial influence on firm performance for products. Reco@iearch shows cumulative

returns on customer satisfaction for the period of 15 @e 518% in comparison to a

31% increase for the S&P 500 while the in \\@ impact of product and services
satisfaction on firm outcomes is clear, ho § the joint impact of satisfaction with
products and services when they a@gr ted and offered by firms as a consumption
system to their customers is and an interesting avenue to explore. This issue of
integrated products and es assumes great importance as products and services are
increasingly bein ﬂed by firms as complementary components of a consumption
system for cus nbl. For example, instead of offering just a physical product, an MRI
machin @facturer may offer both the physical product and associated services
in %ﬁaining, maintenance, and service contracts as an integrated bundle to the
&r. The rationale for developing such a services portfolio around physical goods is
obvious: augmented services not only remain central to the consumption of the core
product experience in highly technical products, they also help deliver growth in

saturated markets, stabilize cash flows from traditional product-based exchanges, and

more importantly, generate new sources of cash flows beyond firms—*core businesses.
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Despite these well documented benefits of offering a consumption system to customers, a
critical issue remains underexplored: are there any synergies or compensating effects in
increasing both customer satisfaction with the product and the associated services in
explaining subsequent behavioral intentions toward the provider of the integrated
consumption system. While a few studies have explored the issue of customer
satisfaction in the context of integrated consumption systems, howevy }&\esearch
differs from extant research in two significant ways. First, unli research that
considered product and service subsystems offered by dlffere t en ies (for example, an
auto manufacturer and a franchise dealer), we cons1de(_\)sQ umpt10n system wherein
the different subsystems are provided by the san% . This integrated setting avoids
agency problems that are rife in consumptio @ns involving intermediaries. Second,
prior work on consumption systems @)t considered the inter-relationship between
product satisfaction and servic is ctlon with the assumption that the effects of
product and services satls ehavioral intentions are independent of one another.
We relax this theoreti% ption in this paper and demonstrate the significance of the

joint impact of @and services satisfaction on behavioral intentions??

Concep. e simultaneous consideration of product and services satisfaction implies

en the two types of satisfaction in determining behavioral intentions. Firms can
%by devise different strategic scenarios by combining different levels of product and
service satisfaction when they are offering consumption systems. Intuitively, firms would
benefit most by increasing the quality levels of both their physical product and associated
services to the highest possible levels, thereby eliciting very high levels of product and

services satisfaction from their customers. However, we contend that this strategy of
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increasing satisfaction levels, ad infinitum, to enhance behavioral intentions due to
complementarily may be inappropriate for two reasons. First, increasing customer
satisfaction, beyond certain levels, can require very high investments, thereby making it
an unattractive proposition for firms. Second, past research has shown that increasing
satisfaction beyond a certain threshold results in diminished returns for firms®3. Hence,
we believe that it makes rational sense for firms to strive for an optimal %ﬁon of
product and services satisfaction, instead of pushing toward the hi h@gﬁible levels of
both types of satisfaction. This begs the following questionw s gain by focusing
4\ \

&

¢s satisfaction, what is the right

on both product and services satisfaction?

Additionally, if firms focus on only product %
combination of different levels of produ&vh& § ices satisfaction in order to obtain best
returns in behavioral intentions, an@Q

paper by exploring the comple@ary and compensating effects between product and

e address these important questions in this

services satisfaction on b% | intentions. We investigate these issues within a single
industry to controlq dustry-specific effects that have been documented in previous
research®*, Var@pirical tests were conducted on a unique longitudinal database over
a 5-yea ’Xeriod that was obtained from a global multinational company that offers
bo %:ts and associated services as part of a consumption system to its customers.
&ﬂts indicate that increasing product and services satisfaction up until a point is
valuable for firms; however, beyond a point, firms have to focus on product satisfaction
vis-a-vis services satisfaction. To the best of our knowledge, the issue of
congruence/incongruence in product and services satisfaction levels has not been jointly

examined in extant satisfaction research. Our research thus facilitates an improved
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understanding of how to evaluate and manage product and services performance in
fostering behavioral intentions of customers. From a practical perspective, the finding
that product satisfaction and services satisfaction are interdependent factors in a
consumption system enables firms to optimally allocate resources and devise appropriate

strategies to balance their product and service subsystem offerings.

%\X\g which

Moreover, our empirical study focuses on a business-to business (@/

addresses the need to conduct more research on customer satis@

such contexts.
This is important because integrated products and service%&n\ore often provided in

business-to-business contexts. Finally, our paper arz(@?t\be call for more longitudinal

research to better understand the dynamic and % ature of customer intentions and

behavior®. Several studies in marketingK confirmed the positive relationship between

customer satisfaction and desirable @Qe

post-purchase attitude, premiur‘%ces, new referrals through positive word-of-mouth,

, such as repeat purchase intentions, loyalty,

customer acquisition, sha& allet, market share, firm value, CEO bonuses, and firm
profitability. Simil@woduct satisfaction, satisfaction toward the services offered by
the manufactu@o help in obtaining repurchase and service upgrade decisions,
improvi ’\and can lead to higher repurchase intentions both in consumer markets as
W %dustrial markets’®. Finally, researchers have also demonstrated the mediating

%of customer satisfaction on the relationship between customer value and customer

loyalty in a business-to-business service setting®’.

While this impressive body of work has reinforced the significance of customer
satisfaction in the realm of products and services, an important gap still needs to be
addressed. Firms and practitioners have started employing the strategy of offering both
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product and services as a bundled consumption system as a means to differentiate their
product offering against competitors and to provide an overall consumption experience
and solution to consumers, and as strategic tools for achieving customer satisfaction’.
However, we need to better understand the joint effects of satisfaction with both products

and services simultaneously in a consumption system.

Several methods have been developed to measure e-service quality. I nmng, the
method was purposed to measure the e-service quality of onli ing sites. Some

popular methods are WebQual which is used to measure eiéc\e‘quahty in e-commerce

by employing five indicators: design, usability, tms‘z%%ion, and empathy. Another

method is SITEQUAL which consists of four 4 toTs: ease of use, aesthetic design,

processing speed, and security. However, the\rthethod provides a disadvantage. Those
respondents can do the assessment %ut completing purchases. Thereafter, a scholar
developed eTailQ consisted of%gg:ators: website design, fulfillment or reliability,
security, and customer s%. owever, both website design and customer service are
considered to be le@smtent and distinct. To improve and complete the shortcomings
in the prev10us®s it was that suggested five indicators of e-SERVQUAL consisted
of con information availability, ease of use, privacy, graphic style, and

§ These indicators were later refined into a new method called E-S-QUAL
% four indicators of efficiency, fulfillment, system availability, and privacy*. It is
developed to evaluate the e-service quality of online shopping sites, not on other forms of
internet sites such as portals, free download sites, job sites, or newspaper sites aimed at
special purposes such as advertising other than online shopping. Some other methods

such as NetQual, ESELFQUAL were developed after that period.
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However, most of the methods aim to evaluate the e-service quality of online shopping
sites. Moreover, there were E-GOVSQUALRISK, E-GOV-SQUAL, PUBLIC VALUE
OF E-GOVERNMENT to evaluate e-service quality of public sectors, and LibQUAL for
libraries*!. End-user computing satisfaction model was used consisting of user ability,
design, playfulness, and support services available to evaluate student satisfaction of the
university portal. Dimensions of ease of use, information quality, and sy \Rgﬁty wee
used. Besides, a scholar used dimensions of information quality, s s&y, and user
ability to evaluate the perceived service quality of univer 't}%tals in developing
countries. Most of the dimensions used in the literat@\){x de\veloped based on E-
SERVQUAL dimensions. In this study, we used % test version of e-SERVQUAL, e-
core service quality scale (E-S-QUAL), a @ult of the reduction of previously
developed dimensions. E-S-QUAL coo@f efficiency, fulfillment, system availability,
and privacy. Efficiency is the &%gq}peed of accessing the information on the sites.

Fulfillment is the ability@s

availability is the abili o&lfe system to work according to its functions and privacy is

sites to provide the information required. System

the level of tru ites in maintaining consumer information confidentiality*?.

2.1.2 @pt of Service Quality

@ is considered to be an intangible, variable and it is regarded as an integral

characteristic, which is seen as unique to the services that are offered. Due to the increase
of global competition, providing quality service is considered to be a key for success.
Most marketing experts believe that service quality is among the top strategies that are
currently shaping the marketing and business strategy*’. For banks to increase the number

of customers that they serve on a regular basis they should not only provide good quality
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products; they should also be willing to render excellent services to satisfy their
customers—*needs. In reference to customer satisfaction, it is a measure of how different
products or services that have been supplied by a company will meet or surpass a
customer=%s expectation. It is mainly used by businesses and market owners as a metric in
order to manage and improve a business in terms of the products and services that are
being offered to the customers*. It is also considered to be a leading ind'@ems of
assessing a consumers repurchase intentions and also loyalty. It is.i t to point out
that the brand image of the Islamic banks is determined K&mpression that the
targeted customers have in relation to that brand. As h(s_\s%ﬂ p(?inted out, banks have

managed to build a positive image in Nigeria bage e products that they offer, and

that they ensure that the bank customers ca@o conduct their bank transactions.

A service is defined as an action th(\%nt to be beneficial to a customer. Therefore,
service quality is considered toe

certain service, and its actya formance. Service quality is seen as the extent in which

ifference between the expected performance of a

a certain service ft@é\{ﬂ‘e expectations of the customers. It normally determines the
impression tha% mer will have towards a certain product or service. They indicated
that th. @ions of service quality are specifically or directly connected with the
re ind of the service whilst satisfaction is based on many factors, both directly and
%ectly 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
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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 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. Some authors are of the view that satisfaction
leads to quality whilst others have a contrary view*. 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®. It can be gathered from the
4

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. 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
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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.

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 evidence®. 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
4

that quality affects value>®. 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
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importance attached to the services. Therefore, the three concepts; quality, satisfaction
and value are the 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.

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=% 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 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
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about customers—>expectations (expectation of service quality before using the service)
and the other set measures customer perceptions (perceptions of quality 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
4customer contracts. Gap 5: this is described as the difference between customers’

expectation of service quality and the actual service received.

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
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definitions and the number differ*3. 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.

v

Another model that@sé‘s characteristics of a product or service and how they relate to
customer sa‘us&/@S He has categorized these characteristics into three groups:
dissatis t1 ﬁers and delighters. Dissatisfies are characteristics customers expect to

od or service. Customers assume or expect the presence of such characteristics
% 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 satisfaction. Delighters are new and
innovative characteristics of a product or a service not expected by the customer. Its

presence delights the customer.
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Satisfaction has been considered as one of the most important theoretical as well as
practical issues for most organizations and customer researchers®®. Satisfaction reflects a
post-purchase evaluation of product quality given pre-purchase expectations. On one
hand, within literature on services marketing, satisfaction has traditionally been defined
as a cognitive-based phenomenon. Cognition has been studied mainly in terms of the
expectations/ disconfirmation paradigm; also known as the confirmation @\ firmation
paradigm, which states that expectations originate from the cus‘tm&' efs about the

level of performance that a product/service would provide. &
\

Many marketing scholars indicate that customer s ctign is related to the size and
direction of disconfirmation, which is defined a &rence between the post purchase
and post-usage evaluation of the perform e product/service and the expectations
held prior to the purchase®’. On t %and, other studies have recognized that the
affect experienced during the a‘%ltlon and consumption of the product or service can
also have a significant irh@\on satisfaction judgments. Customer satisfaction is an
ambiguous and abs@gohcept and the actual manifestation of the state of satisfaction
will vary fron‘% to person and product/service to product/service. The state of
satisfac ends on a number of both psychological and physical variables which

te ith satisfaction behaviors such as return and recommend rate. The level of
%factlon can also vary depending on other options the customer may have and other
products against which the customer can compare the organization's products.
Organizations of all types and sizes have come to realize that their main focus must be to

satisfy their customers. This applies to industrial firms, retail and wholesale businesses,

government bodies, service companies, nonprofit organizations and every subgroup
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within an organization. There is a substantial body of empirical literature that establishes
the benefits of customer satisfaction for firms. Organizations are increasingly interested
in retaining existing customers while targeting noncustomers; measuring customer
satisfaction provides an indication of how successful the organization is at providing

products and/or services to the marketplace.

Organizations that strive for high customer satisfaction are more lik ﬂ‘%ceive larger
economic returns. It has also been recognized that these ec i¢returns are not
immediately realized. Findings from other studies argued t Aitamer satisfaction act as
an indicator of future business opportunities, where %s ied customer is loyal to the
company, which implies a stable future cash-fl ~JHis is strengthened by the fact that

there is a positive relationship between c@ tisfaction and profitability

Consequently, it is noteworthy to s@nat a customer that is satisfied with a product or
service will raise their r frequency and future expectations. Due to the
customers higher ex%t\i)u it will become more difficult for the firm to satisfy the
customers in the urchase cycle which might damage the organizations fame in the
long run59.4§o nization that raises customers expectation too high will get problem
with % the same customer satisfaction in the future. It would be better for the

ation to reduce the expectations and then deliver more than expected. Furthermore,
satisfactions are a suitable goal that organizations do not gain advantage by seeking a
high level of customer satisfaction when it just raises expectations that are hard to reach
and, in turn, increases cost for trying to reach these higher expectations. In a related study,
it was further argued that, productivity within the company will be damaged because of
the cost and the search after customer satisfaction. Furthermore, in addition to higher cost,
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the company must add more effort in improving product attributes or overall product

design to keep satisfaction at desired level®.

Just 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=% the %(way of
building sustainable competitive advantage. Satisfaction is necessary$ er words,
satisfaction is of a great benefit for any organizations. Ther@ searchers have
highlighted the following key benefits of customer satisfac&{%Customer loyalty: When
customers are satisfied, they believe in the organizatj %d and become loyal. These
loyal customers give brands repeat patronage Ygﬁﬁ a major part of the revenue®'.
Losing customers takes a huge toll on a y\@ izations—*revenue and customer churn
numbers. Furthermore, the positiv@f mouth to friends and family from loyal
customers starts to add up. Sati% existing customers feel they can promote the brand
to their loved ones for the\é;&;periences they had when patronizing an organizations
products or serviceQ\AleS revenue: Brands focusing on customer satisfaction actively
have healthy s@enue. They do not lose old customers and have a steady revenue
strea @eat business. Customer satisfaction and increased revenue are directly
coSatisﬁed customers stay loyal to your brand, interact with it, buy offer, and
me recommendations to their colleagues, friends, and family. Run online customer
surveys to note which areas are impacting customer satisfaction negatively and need
improvement. This will help improve customer satisfaction and reduce customer churn.

Boost brand reputation and popularity: Customer satisfaction impacts brand reputation

and popularity. See customer feedback and figure out which areas could be improved and
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improve satisfaction. Is it accounts or customer service? Don-* 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 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 % that they

would spend on marketing and promotional campaigns to acquire % ers.

Most companies and banks for that matter have realize ?é\nged to offer customer

service to other customers. But most often, this is ju%za\)e r. The actual service or the

quality of the service is most at times not @

promised. This often leads to

customer dissatisfaction. Meanwhile, ¢u service interactions can often be
tl

frustrating, and client requests can f(\?{q

your organization that might%e reasonable consumer requests seem excessive.

appear demanding, there may be barriers in

Companies therefore need_ t derstand the barriers to customer satisfaction and take
that into considerat@xdrder to satisfy their customers. The barriers may range from
management e@/ ent, self, processes or systems, and communication. Some of the
specifi @ to customer satisfaction could result if the systems used in working with
cli@%orm poorly, are slow, contain insufficient data or doesn-t track client data
%opriately, there will always be problem. Customers will get frustrated very 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
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realization that there is a gap between what an 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
management to the service staff on the field. The organization must alw @mer how

valuable customers are, so as to treat clients in the appropriate and anner.

Overworked staff can be the result of understaffing, layo@gpid growth or assigning
too many tasks to too few people. The result is that @ quickly lose their energy.
Those that don-t will be stretched too thin and '%client will appear as a priority to
them. Since the representatives of the ox' tons will have many clients to service,

steps will be skipped, staff and cus@w 11 become frustrated and clients will receive
u

insufficient attention to their is rthermore, the exact opposite can have a similar
effect on customer service\/ staff of the organization is under worked, they will feel
less challenged, unc@&pﬁtciated and unimportant. Work has a habit of expanding to fit
whatever time@ allotted. So if the staff is under worked, case handling turnaround

time n longer than reasonably expected, and customers will get frustrated.

Si@ workplace culture can have a substantial effect on how customer service cases
&xandled. If the workplace climate is one where customers are not cared for, where
staff doesn—* care about their work, or if the environment is not empowering, your staff
will under-deliver whenever presented 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
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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 the blame elsewhere and know they can never get in trouble for letting a customer

leave unhappy.

Presently, banks in Nigeria are adding value to their services for customer-% %atisfaction.
The customers have more choices in choosing their banks becau &%\hew age is
bringing about sweeping changes in the banking industry, forci to re-engineer
many of their basic processes and systems. This in term@y\ affects their level of
satisfaction with the product®. Therefore, the bank%(ﬁ}[ry will need to understand
the factors that contribute to customer—% satisfaeti its industry. Many things that
affect customer—s satisfaction are not dirgctly* related to the product itself. Some
researchers are of the view that cus@atisfaction is based on the utility a customer
draws from a product or serviceNt plays a major role in the business. If customers are not
satisfied with the offering\/ e business, they can choose not to bring their business

there and impact w@{el‘t by the business®. Problems with customers—>satisfaction are

therefore VG&@&H'[ to the business.

This i because the quality of service directly affects how consumers perceive a

product or service. Positive experiences lead to positive 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
organization should be to deliver value to its customers in order to increase satisfaction®.
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However in the global market place, there are many companies offering similar products
and therefore targeting the same market or customers. The company therefore has to
come up with a general product that caters for all the customers. This means that the
general product will cater for the specific needs of each individual. This lack of

specialized products or each customers leads to less customer—% satisfaction.

stion now is has

The increased technological innovations in the banking industry h@ the ways

in which customers are now carrying out transaction®. The impo%

mobile banking enhanced customer satisfaction in the banl&{ dustry. Mobile banking

is considered to be one of the most value added se @anking. Facilities provided
by mobile banking services have helped fi 2<ﬁlstitution to reduce the crowd
experienced in the face to face banking tﬁ@%on through automated services where
ever possible. The ease of use and @y proficiency is important for the success of

mobile banking platforms. Ac@g to the author, users who are able to accomplish
transactions on such platft ith ease and great technological proficiency gain feelings
of mastery and %herefore it can be noted that mobile-service quality is an
important mea@
4\

pt of Customer Experience

en it comes to consumer satisfaction®’.

customer experience encompasses a set of interactions (e.g. rational, emotional,

serfSorial, physical, and spiritual) between a customer, product and company, the value
created through that set of interactions and customers— purchasing behaviour®.
Customers compare their service expectations and their experiences interacting with
firms—>offerings during different service contacts. By focusing on a few factors at a time,

previous studies do not provide a strong enough evidence base for constructing more
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robust theories of the links among customer experience attributes, different financial
performance measures (FP1 and FP2), and bank marketing. With regards to customer
experience measures, The use of NPS, which captures the net result of good experience
minus bad experience of what customers know about a firm. They conclude that customer
satisfaction occurs when the gap between customers—>expectations and experiences has

been closed. Thus, banks should constantly seek the opinion of customv%\&t}eir DB

to improve their experience. The above mentioned link between ¢ perience and
purchasing behaviour suggests that customer experience iS&dl ed by marketing to

\
improve customer satisfaction and loyalty, and their imE(c%ban organisations financial

performance®’. &(,
Quality customer experience is a broad @ comprises of various issues, matters,
u

and subjects related to banking apd\i nce sector and financial service sector in
general. Thus, the study focusQnQe literatures that explain the factors influencing
customer experience in b% insurance service, bancassurance channel and financial
service, in genera %{\e term customer experience (CE) means the sum of all
experiences a @r has with a supplier of goods or services, over the duration of their
relatio s a journey which makes the customer feel happy, satisfy and justify with
a %eing respected, served and cared, according to his/her expectation or standard.
%rts from first contact and continued through the whole relationship. It can also be
used to mean an individual experience over one transaction or multiple of them.

Customers have favorable experience of buying insurance policy through bank assurance

channel.
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Experience of customers for insurance service through bank is high, as banks have
developed a strong customer focus resulting in simpler and more transparent products
designed for the large customers. The need to create integration as fundamental to the
customer=s experience was emphasized. Customer experience is becoming one of the
primary drivers of differentiation in banking industry. Delivering an exceptional and
unique customer experience improves profitability by reducing costs, inc@tention
and achieving a higher share of wallet’!. Enhance customer ¢ <S€ to improve
retention. A report reveals that only 30% of bank custome %a positive tbank
customer experience¥ and 70% of bank customers are(a_t\;s'kx of\ competitive attack or
switching carriers due to absence of positive custodfiets experience. Market leaders in

insurance business have viewed customer ce as a means to demonstrate true

customer centricity. \\
Managing the experience of %)mers has been identified as an integral part of
enhancing business perfm% . The essence of customer experience management has

been attributed to l@eﬂing the relationship between businesses and customers. The

need for custo@perience management has been more pronounced in the services

sector

5

rience of their customers’®. The world over, customer experience management has

lity of a service is determined by the strength of the service interaction’2.

same token, the banking industry has been on the fore of enhancing the

been a phenomenon which has been phenomenal in the banking industry. The majority of
all bank interactions were digital in a bid to give customers the banking experience.
Customer experience has been enhanced with the adoption of modern banking

technologies. The same customer experience management trend was consistent with the
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banking services in Africa’. Retail banks in Africa had since improved their customer
services to exceed customer expectations. The move was to enhance customer
satisfaction and customer loyalty. Retail banks in Ghana, Africa, were taking a holistic
approach to customer experience management to enhance customer loyalty. The

Zimbabwean banking industry, unlike in other nations, has been spotlighted for its
inability to exceed customers—*expectations’. ®E

Long banking queues and inability to offer withdrawal servic (%ped a nomadic
behaviour among customers as they switch from one bank Qg\ot\her in search for better
customer experience. That phenomenon coupled wit %r-increasing competition in
the banking industry itself led to the exodus of &om one institution to the other.
The economic meltdown which has been,expenenced in Zimbabwe since 2017 has also
affected the financial willpower o bél\\so exceed customers—>expectations. On the
backdrop of a low customer ex@we management practice, what was more worrisome
was the high rate of cust% urn and portfolio purchasing in the banking industry in
Zimbabwe. Consur%*sﬁdtthing behaviour recorded an average of 9% between the year
2014 and 201@6ver, it rose to 11% in 2017, and alarmingly by the year 2018, it

stood %@ >The banking industry is no longer the sole provider of financial services,
e

as@ communications companies and microfinance institutions are now also offering
%st the same financial services as traditional banks. This presents a daunting
challenge for banks to lock-in customers so as to enhance market share through

competitiveness.

Customer experience is the customers—>perception of how the organization treats them.
Customer experience is the cognitive and affective outcome of the customer’s exposure
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to, or interaction with, a company-% people, processes, technologies, products, services
and other outputs. Customer experience is the process of strategically managing a
customer—% entire experience with a product or company’’. An all-encompassing
understanding of customer experience was raised by a researcher, who shows that
customer experience comprises of the cognitive, emotional, physical, sensorial, spiritual

market actors. Customer experience is thus built through intera engagement

and social elements that mark the customer—%s direct or indirect 1nter§®m1 other

between the customer and the service provider at touch pg & essence, customer
experience management is typically associated with the (e_e\;%{»offzr exquisite services to
customers. Customer experience management ac% mpetitive differentiator which
makes a company competitive over its %c\titive rivals. Customer experience

management enhances a company ma&k{are and further cleared the air as to how it is

done’8. Customer experienc nt improves customer loyalty which in turn
@tchmg behaviour.

enhances patronage and red{c(/

Through customer Q ehce management, companies develop a holistic package that
attracts, retams%/ ds value to their customers. That essentially means that customers
of bank: 1 not just do banking, but should enjoy a banking experience. It is the role
of %‘[o define the intended customer experience through designing firm-controlled
%uh and monitoring and responding to non-controllable stimuli. An elaborate

experience reshapes the customers—thinking about the relationship they have with the

company’’.

The term customer experience is one of the marketing concepts that have attracted wide
interest among researchers and practitioners recently, this concept began to take on an
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increasing resonance as a result of the shifting focus of the service industry from quality
to the pursuit of creating a superior customer experience as a new basis for achieving
differentiation in performance compared to other competitors. Customer experience is
"customer emotions measured through expectations and interactions throughout all stages

"80  Customer experience is "constitutes an

of service provider communication
embodiment of the customer—%s psychological feeling, which is reflecte %orm of
perceptions or behavioral reactions towards the journey to obtain h@fe". Customer
experience is an expression of the subjective response that a%n%how in their direct
and indirect contacts with the organization. Customer(és(xenc\e is a concept that is
difficult to define, and frame within a specific c@cause the elements on which
this concept is based are multiple and differ 1 %s dividual nature. More precisely, the

content of the customer's personal ex&' ce 1s related to the values, impressions, and

attitudes that differ in their el &Q&om one customer to another, and from one
company to another within Qz@ent service industries®!.
N\

In the past few yea@&rbst in the customer experience has increased to evolve from a
concept addre@ a number of studies to a widely recognized fact. To date, the
concep @mer experience is still emerging from a blurred landscape, but the lack of
a c@%vision for this concept and the standards on which it is based did not prevent
the/marketing literature from publishing emphasizing results of the importance of
building a superior customer experience in the field of intangible and heterogeneous
services whose success depends primarily on the presence of constructive interactions
with customers®?. Hereby, the performance of banks aimed at achieving customer

satisfaction and loyalty cannot be left to the experiences that are led by chance. There
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must be a sufficient understanding of customers—>requirements, then work to create the
necessary grounds to achieve experiences that rise to the level of excellence compared to
customer expectations. Undoubtedly, the results of positive customer experiences in the
age of technology will not only be reflected in customer satisfaction and loyalty, but that
the results of that experience will extend to others from friends via comments, likes, and

recommendations that the customer makes on digital networks®?

Obviously, the ability of banks to build a sustainable competltlv ge is no longer
limited to the innovation of services and discounted prl ut\rather it has become
mainly dependent on the existence of real efforts t % convincing experience for

z<ﬁ‘[erature reveals that there is no

the customer in the E-service journey. The m %

unified theoretical path among marketi K hers with regard to determining the

dimensions and metrics that can b pon in measuring the customer experience.
Meanwhile, seems that the ban in ustry is the Most Active in testing and measuring
customer experiences, uié/@; initiatives and viewpoints still differ among themselves
about the dimensio *@/ h the customer experience can be measured®®. Regardless of
the difference @hons building a Superior customer experience or improving that
experie e banking environment is linked to reconsideration in strategic thinking

stomer expectations. The current study is based on measuring customer

&nence on the dimensions (convenience, security and privacy, service recovery,

customer orientation, service process).

Convenience embodies the first dimension in measuring the customer experience and the
main motive or justification from which customers base most of their online purchasing
transactions, The Internet has contributed to removing the barrier of space and time in
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providing services. In the banking industry, there are many factors that influence
customers—*attitudes to use E-services. At the forefront of these factors are the simplicity
and speed in completing banking operations to obtain services®>. Convenience expresses
the ability to access and benefit from E-banking services at any time the customer desires,
within 24 hours, throughout the whole week. It is known that the electronic or digital

banking service has sought unremitting efforts to simplify the con @nancial

transactions through the use of artificial intelligence techniques, b%\' g an improved
usin
\

or completely new experience is not limited to the idea of& ing papers only, but
extends to a rapid and effective response to customer (e%%nents and changes in his
behavior). Therefore, banks should contlnuously torbuild capacities that enable the
provision of quick services and s1mp11ﬁed \res to customers in the services of
opening accounts, transferring funds, a\ king payments through the various channels.
Thus, the customer=% experien gklng services that is comfortable in reducing
effort and time and remo@plicated procedures for obtaining the service will
enhance the concept%\t& and will inevitably result in a strong preference towards

the concerned @Q

With @ nt scenario of banking service, customers can perform financial
t1

s easily and quickly with a click of a button through applications and programs
%lded by the Internet, however, the banking industry still suffers from security and
privacy issues. Security when doing financial transactions via the Internet is a concern
that preoccupies the minds of many customers even with the presence of high safety
measures taken by the banking industry. On this point, previous research discussions

have proven that security and privacy aspects constitute a major obstacle to buying and
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selling in an environment such as the Internet, which is characterized by being open and
oversight weak. The consequences of these concerns extended to the environment of E-
banking services®’. In this context, reports indicate that the past few years have recorded
a rise in the number of hacker, theft, and privacy breach attacks that a group of global
websites has been subjected to. Despite the advantages that are unique to E-banking
services, a wide audience of customers still avoids using these service%\s}r\esult of
concerns related to the security and privacy dimension. Cons 7 the lack of
attention to that dimension may cause material loss as a nat%§of the customers—>
\
vironment of E-banking

service that prevails in safety and the preservatio@y will inevitably pave the way

for building strong and long-term relationshi %\customersgg.

adverse reactions. Hence, the ability of banks to creae_})\’\n

Service process is considered a b C&Q%ension in the process of building a good
customer experience in the ﬁ%%lking services®. Especially, after many banks
realized that their operation\,r no longer a competitive advantage, but rather that they
have become a prer \k'\te- that cannot be deviated from to survive in the digital age. On
the other han@ efforts of banks to employ technology in providing services
contrib t@he emergence of many cases the failure of adopted electronic systems.
E %gh the electronic and digital communities have a high level of efficiency and
%racy in completing financial transactions, the possibility of an error occurring that
could lead to service failure is not excluded, this error may occur as a result of the
customer's limited knowledge in entering information for forms of E-service applications

and software on his phone or personal computer, and in some cases, the error is related to

the electronic system approved by the bank®®. No matter what the reason behind the error,
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service failure has negative consequences on customer attitudes and satisfaction, this
requires the adoption of effective mechanisms for service failure recovery focused on
addressing Possible errors through procedures that are far from complex and do not drain

the customer's time.

In examining the direct effect of social influences on customer experie&quality,

previous research in sociology has suggested that individuals @%we more

information about the firm or the product/service from relate have a higher
likelihood of being affected because of the greater joint inﬂ‘?\%l\powerm, Under a high
level of social influence, customers will be more easi@ded, given that the simple

i@(ﬁis is in line with scholars who

ence irrespective of the nature of the

repetition increases subjects—>belief in their v

suggested that the mere repetition of s&

information received can increase p@(

the information comes from a na social network in which they have strong trust,

customer experience. Most importantly, when

customers tend to confoms&, opinions of others.

\ .
Customer experi@as emerged as a crucial dimension in modern-day marketing. It
endeavors chbay a unique, memorable, and pleasurable experience for customers®?.

Organy are moving away from traditional features and-benefits marketing to

p experiences for their customers. There are multiple ways of defining customer
experience. He elaborated that, at times, it is explained as the quality of experience and
interaction on digital platforms like a website. Alternatively, it is focused on retail service
or the pace at which a call center solves the consumers—>problems. The study suggested
that customer experience should be looked at as the sum total of ways in which the

consumers engage with a brand. The literature on customer experience unravels that it
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has been christened as service experience and customer experience interchangeably.
Service experience has been explained by multiple authors. Service experience is an
actor—% subjective response to elements of the service, emerging during the process of
purchase and use, or through imagination or memory. Customer experience is the
cognitive, emotional, and behavioral responses that result in a mental conception.
Customer experience is an aggregate and cumulative customer percepti @kﬁ during

learning about, acquiring, using, maintaining and disposing of a pr &@ ervice®>.

Customer experience is the aggregate of feelings, perceptio, attitudes formed during
the entire process of decision making and consum ;')Bin involving an integrated
series of interaction with people, objects, proce nvironment, leading to cognitive,

%4 The explanation of customer

emotional, sensorial and behavioural es
experience offered by the above dis@ sand definitions help us conclude that (a) it is
a new way of looking at custon%ran relationships, (b) it encompasses the total of the

consumers interactions wi% stomer-facing value chain members and objects offered

by an organization, 1t will have a long-lasting impression on consumers mind.

The conce&geuntomer experience is facing new valences in the context of the new

technqlo including the technologies that sustain fintech development. New mobile

ogies and apps will become increasingly present in consumers—*lives, influencing
the” ways consumers search, buy, consume, and share information about products and
brands. Fintech companies (fintechs) create new value to consumers by focusing on
technology-driven customer experience. Academia is turning its attention to the factors
that shape the customer experience along the digital customer journey. From a historical

perspective, customer experience has a great relevance to industry and academia, as it
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relates to the shortcomings of purchasing behaviour, being based on consumers—>
cognition processes. In the consumption process, the customer is not only motivated to
maximize utility and obtain information as relevant as possible, but also to enhance
her/his experiences and buy those products that are best suited to her/his desires, feelings

and needs®.

\#

Customer experience is a psychological construct, which incorpordt subjective
response, following the customer—% interaction with a comp rands, services
and/or products. Customer experience designates a cogt&ﬁ\ar{d affective state that
results from the generation of meanings, in a cul@ntext From a managerial
perspective, customer experience can be enh enriching and very attractively
presenting a product or a brand. The p&c try to improve the customers—buying

process and to increase the value [(?%&(e

control customer experience, tl%an influence it to a certain extent, with the help of

by customers. Although companies cannot

stimuli. Companies haves\n/r ood that by injecting meanings into their products and
services, demand w{ *constantly stimulated, as the customer experience is enhanced.
From an ind@ perspective, customer experience represents a psychological,
subjectiy Xrnultidimensional response that ranges from an ordinary experience to an
ex %ry one. Customer experience is a multidimensional construct based on a
%itive, emotional, behavioural, sensory and social responses of the customer to a

company-% offers along the customer=%s journey.

Customer experience is a set of cognitive, emotional, social, physical, and sensory
responses of the customer following the interaction with an organization, its products,

and brands. Cognitive experience illustrates how customers think, emotional experience
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reflects how they feel, social experience includes interaction with other people, physical
experience captures interaction with tangible products or touchpoints, sensory experience
includes customer responses perceived through the senses. More recent studies have
identified three key elements of the customer experience: touchpoints, context, and
qualities, each in turn having a set of components. It is important for any company to
thoroughly evaluate the points of contact with the customer so that ts of the
offerings can be carefully considered. Customer experience is a concept that
varies not only according to companies—>offerings, but also %&n the evolution of
the environment, the changes in the consumption (r_a\;({xs ;nd the dynamics of
touchpoints between business and consumer. Dg ents, such as digitalisation, e-
commerce, mobile applications marketing, %‘\ial media marketing influence the
dynamics of the customer experience@%e intech and online environment, the digital
and social realms combine to ffgg}personalized customer experience. Companies

navigate to uniform the ¢us experience across various realms, by improving

connectivity and integ@v

Press reports o@ial and public institutions include customer experience among the
success that explain the recent fintech sector development. However, the
ac 18 literature is scarce on this topic. Customer experience in fintech is mentioned
m tangentially in a few studies that we will discuss next. According to a study of
digital banking in the UK, customer experience has a positive relationship with customer
satisfaction, while customer experience has a positive impact on customer loyalty. The
fintech sector comes with newer technologies to enhance customer experience that make

the traditional model of the financial-banking sector obsolete, based on the proximity to
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customers. Robo-advisors are digital advisory solutions that provide automated
investments strategies for customers. Robo-advisors are used to enhance customer
experience for those customers who have little investments knowledge and relatively
small savings. Fintech services enable customer experience by offering highly
personalized services for which traditional banks are yet to design a convincing offer. For
example, insurance companies known as Insurtech might offer a car insu%}si\e\pending
on mileage and not on a predefined period. Fintech innovations ¢ to financial
markets efficiency and deliver an improved customer ex§§Mobile payments

\
solutions such as M-Pesa understand and incorporate ﬁg\;\x{omer experience in their

services, as a way to adapt their offer to local con%l;
Fintech companies enhance customer e@ith new products, new services, and
d

new functionality such as: blockchayj

crowdfunding, online-brokera @ssi order payments, and open banking. Fintechs also
s&

supplement customer expg with improvements in existing functionality such as:

arkets, cryptocurrencies, global remittances,

faster payment set@x; smart contracts in trade services and lending, cross-border
custody servic% er functionality payment cards. Fintechs offering digital wallets
contrib t® seamless customer experience by simplifying the procedures and
fa '%the online commerce. Customer journey defines the customer interactions
% the company in the prepurchase, purchase and post purchases stages. In the
prepurchase stage, customers find out about the company, get in contact with proposed

firm tstimuli¥. The interaction between the customer and the stimuli makes the

torganism+¥ to produce the customer experience along the customer journey. Starting
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with the purchase stage, tresponses¥ build up as a result of customer experience:

acquisition, word-of-mouth, and loyalty intentions®s.

Fintechs usually implement their solutions around customer needs and leverage on
emerging technologies, to produce a comprehensive and enhanced customer experience,

by gathering different services into one platform. Fintechs are customer-orien§d3nd they

are able to offer simple, easy to use, convenient financial services.@%ompanies
i

enrich customer experience by offering access to automated an%\q ned processes.

Biometrics, which refers to the use of physical characteri A{ox digital identification,

has the potential to augment customer experienc s@i of having to remember

different passwords or authentication codes, in: might access a financial service

using a facial scan. At present, customer- ity is part of the effort of all players,
including traditional financial sect %p nies, the fintech sector and the regulation
bodies. We conceptualise custo%ex erience in fintech based on the three dimensions
that are applicable to this%o cognitive, affective and social experience. Cognitive or
informative experieQ ures the fintechs ability to convey new, useful information to
the customer, @r a new perspective. The affective experience is the emotional
respons XCustomer following the interaction with a fintech company. The feelings
in &m range from well-being to optimism, enthusiasm, pleasure, surprise, calm,
%dom and more. Social experience is formed in the context of interactions with other
people and consists in sharing information and feelings, perceiving a sense of belonging

to a community®. Customer orientation and service process have been identified as

factors that influence customer experience®.
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Customer orientation encompasses the willingness of companies to apply the marketing
concept to satisfy customers—*needs and for the development of mutually beneficial long-
term relationships. Since then, relevant authors have thoroughly studied this construct.
Although Customer orientation is a mature concept in marketing, it has gained recent
interest amongst academics. However, the current literature about the customer
orientation construct still has gaps, and missing is research that e @e most
relevant customer experience models for different needs. The Qﬁ this gap in
N

research will likely depend on the purpose and the subjew e research, and the

originality and validity of the chosen customer orier(a_t%%no}lel. For instance, the
selling orientation #customer orientation (SOCO as been extensively used, as it
was the first to be published, however, 1ts@mtatlon lies on the fact that it was
tested only on salespeople and not th@stomers Additionally, the model was tested
only on product-based compani E&Q\‘pt on service companies. The former limitation
was confirmed and overco(@esearcher who worked with dyads of customers and
sales executives in or: to ess their level of customer orientation. A proactive attitude

is one of the ({@elal skills an employee must possess to be customer-oriented.
S

However tudy did not imply that there are two categories of customer orientation'®,

Or@ imitation found in many studies is the application of a customer orientation
%el to a context for which it was not originally designed. After a thorough revision of
the most accepted definitions of customer orientation and the different variations, in this
study customer orientation is defined as the characteristic of a service employee that: has
the capacity and skill to identify, understand, and satisfy the needs of their customers; and

acts to that end. This definition was adopted because customer orientation is considered
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to be a behavioural construct, to be developed and applied by the employee, not the
organisation. Despite the importance of customer orientation and the comprehensive
nature of the model for service employees, it is surprising that COSE has been only
studied in transactional settings, and never in a HRS setting. This study also considers a
service process as one where a certain level of tangibility is attained, where there is a
relationship with the customer, and where there is a limited supply. @ast, the
tangibility of the service is lower in a HRS as the primary focus is @ product, but

instead on the service and the relationship. As a resul mployee-customer

\
relationship is much closer in a HRS than in a traﬁs&nal service environment.
Additionally, because of the implications of the sécwicchemployees, a personal level of
judgement is crucial. Furthermore, because @\rsonal nature of the service and the

level of customisation required, the mg@)f service delivery will vary according to the

customer—% needs!?!. Q
Customer orientation is \g;&;-based concept that determines the firm-% affiliation

towards its custom@qﬂected in its behaviour norms, values and beliefs. Customer-
centric behavi@ successful implementation of customer experience has been
emphasj ’\has been defined as the <cultural propensity of the organization to
u %ﬁ:ustomer relationship management— Therefore, customer orientation will
&rt the organization—% attitude towards the successful implementation of CRM
activities leading to the development of longlasting customer relationships. Researchers
have found that customer orientation has a positive impact on the performance and
loyalty of a bank and is considered one of the dominating factors of CRM capability and

have studied customer orientation as a key dimension of CRM capability and influence
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both the marketing and financial performance, thus giving distinct competitiveness to a
bank. In accordance with the above discussion, it could be concluded that customer
orientation is an essential dimension of the CRM capability and is thus expected to

contribute to the firm—% growth'%2,

Customer orientation is a key focus for any firm-% relationship to its market.¢A_company
must know which aspects of the firm's service are the ones that del{v \Iue to the
customer. There is the need for customer education on financial and services as
a knowledgeable customer is a good customer. Custo@ie‘n‘[ed culture has the
potential to deliver service quality to enhance custo %ﬁ[ion. Customer orientation

must be seen as a key driver to organizationa@ ce since its income comes from

the services rendered to their customers er orientation is critical in the era of
relationship marketing and value cr %hng paradigm in sales practice'®®. Customer
service expectations in retail in in Africa was investigated and revealed that
customer service expecta&'&/ ffer significantly between countries in Africa!®. Overall
in Africa the dimen: esponsiveness—*was the most important service requirement for
retailing bank @rs, followed by <reliability of service= However, when analyzing
results Xry clear differences and similarities emerged. It is important for banks to

tal@o -national differences into consideration when designing and implementing a

&al marketing strategy, or even Pan-African marketing strategy.

Relationship issues surrounding assurance and empathy were of less importance in an
African context. Sales performance is influenced by self-efficacy, effort and performance
of salespeople. It is not surprising that companies have realised that if customer

orientation of a company is managed well, it must lead to customer satisfaction and
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ultimately improved the profitability of the company. Optimal sales force compensation
drives salespeople to enhance perceived attributes. Self-efficacy and self-monitoring of a
salesman personality were found to be positively related to sales performance. How a
salesperson performs is the result of a complex interaction of many factors. Many of

those factors are the result of an individual=% personal characteristics, motivation, and

perceptions of the job. It is vital that sales managers have a clear %&Eﬂding of

salesperson performance so that they can maximize the perfo&@ ential of the
salespeople in the organization!%, &
4\ \

Service processes with customer orientation approac case relationship quality while

a selling orientation approach decreases rel® uality with customers. Higher-

performing sales personnel have mor \% ate, contingent and context-specific
procedural knowledge relevant to t &salls and are more adaptive or responsive to
the specific contingency. Lister@giours of salesmen positively influence customer
orientation behaviours, V\% turn influence adaptive selling behaviours. Enduring
sales success has IGQ%@-With special sales techniques but rather essentially depends on
personality trai@al competences and professional competences. If a salesperson can
connec spect with thoughts and ideas that trigger positive emotions, then the
sa % will be selling from strength. This will make the prospect to feel positive
%’[ both the salesperson and what he is saying. The prospects will have fewer
objections since they feel comfortable with the salesperson. Easy access and the

similarity of financial products and services have levelled the playing field. Not only

have all of the products and services begun to look alike but so have the people offering
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them. The market for financial products and services has been commoditized. This too

often makes the consumer confused!%*.

The secret to competitive advantage resides in the ability of a company to uniquely
position its product and services. The authors affirmed that positioning or differentiation
provides a business with a competitive advantage. The financial perfor@e of a
company is dependent on the competencies and dedication of its staf @achieve it
corporate objectives. Sales revenues are the life blood of most o@ns and revenue
fluctuations have a direct impact on the bottom line. Sales “&\hqve direct contact with

customers and are instrumental in the success or faii@w relationships a company

wants to establish with its customers. The al%

often responsible for the level of satis ab%
any.

er affirmed that salespeople are
nd the positive or negative image a
customer might develop toward a C%K Salesforce activities affect a customer—%
results and a customer-% result@ec a company-% result'®. An understanding of the
factors that drive sales @ce and how these vary across different contexts is
essential for both @qgers and researchers in sales and marketing. The inherent
problems most@saﬁons faced are that they focus on results as opposed to the sales
behaviou ab drive the results. The author also indicated that the input of the sales
pe %&nerate sales is the sales activities. Sales performance is the evaluation of sales
%le based on what they produce (i.e. outcomes) as well as what they do (i.e. sales

behaviours).

Motivation, competitiveness, aptitudes, role perceptions and a set of personal,
organizational, and environmental factors influence sales performance. A scholar

drawing on socioanalytic theory through 233 customers served by 44 personal finance
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advisors at five banking agencies in Canada using structured questionnaires revealed that
both perceived stability and perceived plasticity predict salesperson equity and
performance. In addition, the empirical results indicated that the relationship between
perceived stability and salesperson performance is partially mediated by salesperson

overall equity. However, equity fully mediated the relationship between perceived

erson overall

plasticity and salesperson performance. Finally, the salesperson-custg%\angmence

moderated the effect of both perceived stability and plasticity on

equity!®. Personal characteristics of salespersons can inﬂuen&%ehwioum on the
quality of their relationship with customers. Dem(&%}ﬂc ?/ariables have made
significant contributions to marketing and sales % ure. Sales people—% reactions are
likely to depend on their personal characteri %N preferences. Gender plays a critical
role in the sales profession whereas pu’&%erlence in sales brings about the confidence
of a salesman to perform a galés_task effectively and efficiently. Moreover, the

employment status of a salaQ/ influence performance of sales activities.

Finally, customer@@d selling requires greater expenditure of effort by the
salesperson in @r interactions. As a consequence, salespeople have to be motivated
to eng ’\his mode of selling, but, unfortunately, factors that motivate customer
ori %are still not well known. In the study, the authors develops and tests a model
%ganisational drives of customer-oriented selling and selling orientation on a sample
of 326 managers. Such organisational drivers refer to company culture, structure, strategy,

and systems. The study also analyse the effect of customer-oriented selling and selling

orientation on the creation of superior customer value!?’,
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2.2 Theoretical Review and Framework

2.2.1 The Expectancy-Disconfirmation Paradigm (EDP):

The EDP implies that consumers purchase goods and services with prepurchase
expectations about anticipated performance. The expectation level then becomes a
standard against which the product is judged. That is, once the product or service has
been used, outcomes are compared against expectations. If the outc @?hes the
expectation, confirmation occurs. Disconfirmation occurs where a difference

between expectations and outcomes. A customer is elther 1sﬁe or dissatisfied as a

result of a positive or negative difference between ex c ] and perceptions. Thus,
when service performance is better than in t1 xpected, there is a positive
disconfirmation between expectations and @nce that results in satisfaction, and
when service performance is as expe here is a confirmation between expectations
and perceptions that results in % . In contrast, when service performance is not

as good as expected, the@& egative disconfirmation between expectations and

perceptions, which @ssatisfaction. The notion of discrepancy theory may be

traced back to and Sheths definition of satisfaction, which states that it is a
function e degree of congruency between aspirations and perceived reality of
experﬁ% . There are, Dbasically, two methods of investigating

ahation/disconfirmation of expectations.

The first is the inferred approach (or the subtractive approach), and the second is the
direct approach (or the subjective approach). The inferred approach involves the
computation of the discrepancy between expectations and evaluations of performance.

This requires researchers to draw separate information relating to customer service
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expectations and perceived performance. These scores are then subtracted to form the
third variable, the confirmation-disconfirmation, or difference, score. The direct approach
requires the use of summary judgment scales to measure confirmation/disconfirmation,
such as tbetter than expected to worse than expected.¥ The calculation of the difference
scores by the researcher is avoided, because the respondents can be asked directly the
extent to which the service experience exceeded, met, or fell short of ex % As an

alternative approach, subjective disconfirmation represents a §€® sychological
rence

construct encompassing a subjective evaluation of the diffe between product

e

4\ \
performance and the comparison standard. That Qs\is bjective disconfirmation
encompasses a set of psychological processes_t y mediate perceived product
performance discrepancies. Both the inferre e direct methods of EDP have been
used by financial institution researg@\in various studies that assess customers

satisfaction levels as well as in s\xu 's\westigating customer satisfaction with banking

services)! 9110, (8\

The majority of b stomers—>satisfaction studies have assumed that the EDP is a
valid and reli@amework that can be confidently used to determine customer
satisfacti ith banking services. These studies, however, do not seem to have
scymtinized the extent to which the EDP measures what it intends to measure, although
%ﬁcation of its validity in determining customer satisfaction is essential. Despite the
dominance of EDP, the validity and reliability of the EDP in assessing customer
satisfaction with banking services, which are experiential in nature, may be disputable for
a number of reasons. First, the use of expectations might be less meaningful for

experiential services than for tangible consumer goods that are easy to evaluate prior to
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purchase!!!. The EDP predicts that customers will be satisfied (dissatisfied) when their
initial expectations are met (unmet); however, this may not necessarily be the case in
every consumption situation. Depending on the situation, some customers may be
satisfied with the service experience even when the performance falls short of their
predictive expectations but above the minimum tolerable level. Second, in line with the

on whether

conventional EDP, many of these studies have used predictive ex s as the
comparative standard. However, there is inadequate research é’

consumers use only predictive expectations in their postp% roduct evaluations,
whether they use other standard(s), which they bring ® consumption experience
(e.g., minimum tolerable level, desires, ideals), @mdards that may emerge after
the purchase (e.g., what others have receive faction processes may differ across

products/services, and the standard may depend on situation (e.g., low-high

involvement). The use of dlffe@aratlve standard questions may yield different

levels with which the per r%

terms of customer sa% ion!!,

If the relatlons@[%ween disconfirmation and affective outcomes (e.g., satisfaction) or

is compared, and may produce different results in

behav1or®omes (e.g., return intentions) differs, depending on the comparative
sta@ used, commitment to the conventional EDP might be wrong. For instance,
%ing or exceeding predictive expectations may result in indifference, whereas the
resultant satisfaction and future behavioral intention levels may be different, and possibly
higher, when consumer values, desires, or ideals are met. Another limitation relates to the
fact that the EDP cannot accommodate the dynamic nature of expectations. Consumers—

initial expectations of a product or service might be substantially different from their
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expectations if measured after a service experience that involves several encounters, as in
the case of many banking services. If consumers are using these retrospective
expectations in their postpurchase evaluations, then the reliability of suggesting the
occurrence of a positive or negative confirmation/disconfirmation of initially measured

expectations is disputable. Another limitation is that the model is unable to accommodate

the potential effect of customer perceptions of performance of altemat'@%uct(s) on

evaluation judgments of the focal product/service. The EDP doe m to provide
% is necessary for
\

comparative information on performance of competitorw

managers in planning competitive actions'!2, ( \&

2.2.2 SERVQUAL Theory of Service Qualit@(asuraman et. al. (1988)

SN
Service quality is a concept that has aroused considerable interest and debate in the

N
research literature because of the difficulties in both defining it and measuring it with no

overall consensus emerging on either. Besides, there are many different definitions of

»
what is meant by service quality. The most common definition used to define service

\
quality is the extent to which a service meets customers—>needs or expectations. Service

‘a\S
quality can also be defined as the difference between customer expectations of service
A\
and perceived service. If expectations are greater than performance, then perceived

N\ 3

qualiti is less than satisfactory and the result is customer dissatisfaction'!3,

Most of the researchers have recognized and used the service quality measuring model in
a variety of industries such as the service quality model improved by. The service quality
model suggested a five dimensional structure of perceived service quality assurance,
reliability, responsiveness, empathy and security as the instruments for measuring the

service quality. Assurance: It is an independent examination of banks—*processes and
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controls by bank customers who examine the rate at which financial transaction of their
bank are free of risk. 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. Moreover, they define reliability as the most significant factor in conventional
service. Reliability also consists of the right order fulfillment; accurate records; accurate

@mise of

ing services.

quote; right in the bill; Results are more accurate than commissions; ke

service. He also mentions that reliability is the most significant facteri
More specifically, in a study by a scholar, SERVQUAL was g&l& gather data in four
different companies, including banks, credit card compa@_e\s\’\ﬂ\e c:mpany's maintenance
services, and long-distance phone company. He fo h reliability in all four of these

companies, with the possible exception of s@tﬁe values associated with significant

dimensions.

N\
Finally, reliability is defined as gagility to perform the promised service dependably
and accurately¥. In this re%c , reliability is the ability of banking service providers at
commercial banks Q&da‘n North Local Government Area of Oyo State to execute the
promised sewi@king customers in Ibadan North Local Government Area of Oyo
State. eness: it is defined as "the willingness to help customers and provide
pr rvice¥. Furthermore, it can also be defined as speed and timeliness of service
&rery. 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 or readiness of employees 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
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staff, attention to the problem and customers' safety in their dealings. Finally, in this
research, responsiveness is the readiness of banking service providers at commercial
banks to provide punctual services as perceived by a commercial bank customers in
Ibadan North Local Government Area of Oyo State. Empathy is a caring and individual
attention that the firm provides to its clients. It contains giving individual attention to
employees who understand the needs of their customers and customer @}\k\ during
business hours. Furthermore, it was demonstrated in a research o sector banks,
provide individual attention and easy operation time; gi pe%onal attention, and
understand the specific needs of customers. Where Q_;X\ suggested that empathy
contains approachability, sensitivity, and effort%&stand customer needs. Also,
empathy can be defined as the ability to @\tomers feel welcome, especially by
staff contacts. Additionally, the SER L model indicates that satisfaction is related
to the size and direction of disc fqmy\on of a person—% experience when he/she faces
his/her initial expectations(\(i&ce is all verbal and written communication between
bank employees and L&&omers that deliver trust, faith and confidence to customers.
It also includ ‘% manners, attitudes, politeness, and knowledge of employees.
Service in anklng sector is influenced by a good level of assurance. Therefore,
good %@ uality requires staff to be polite with customers, competent, work on

g suitable financial advice, and have easy access to customer account
information. In addition, customer satisfaction and confidence in banking sector may be

developed by the banks—>credibility!'“.

2.2.3 Protection Motivation Theory
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Protection motivation theory suggests that information about a threat causes a cognitive
mediating process in individuals that appraises positive or negative responses!!'>. Thus
employees—*non-compliance with information security policies represents a maladaptive
response, while compliance with them is an adaptive response. The maladaptive response
invokes threat appraisal factors, which decrease the likelihood of maladaptive response,
such as non-compliance with IS security policies One of the three threat al factors
is rewards (or benefits), which results in any intrinsic or ex :@ﬂotivation for
increasing or keeping an unwanted behavior which in our co%%employee-s-’non-
compliance with information security policies. In the (0_% of\this study, researcher
conceptualizes bank services rendered by cor% iah banks in Ibadan north local
government area as a factor of customer %{ ence. Research on bank customers
account information shows that custo&&&etter bank offer and services as a benefit
for both customers and bank m agf}nt because customer experience will determine
their reaction to the bank e which will either enhance the customer orientation
either positively or n%@ Protecting customers—>account from vulnerable activities
will result in p @tientaﬁon to the customers and vice-versa. This theory is relevant

to the varij satisfaction.

2. view of Empirical Studies

% Service Quality and Customer Satisfaction

Customer satisfaction can be defined as the customer feeling based on the overall service
delivered by a service provider compared to the customer expectations. It means that the
service delivered must be meeting the customer expectations. Customer will fell happy if

the overall service delivered meet or surpass the customer expectations. Service delivery
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below the expectations will resulted to frustration and dissatisfaction. Satisfaction is the
measurement used by customer to evaluate their overall customer experiences. The
expectations however could be perceived by customer and it is very subjective from one
group of customer to another. There is market segment that put high expectations but
there are also some who put lower based on their actual needs, wants and demand!'®. The
challenge to the service provider is to understand what actually that cu t%xs‘e\eds and

their expectations from the service delivered. To add on the (%% s the type of

customer in 21st century. Today, customer is very complicz%an sophisticated. They
have access to information and knowledgeable. Such thi@g\;ésltec} to high demand from
customer since at the same time they have more Q@%e to many competitors in the
market. Customers have the choice to choos y hold high bargaining power. As a
result, service provider was forced to @ar er in order to get and keep customer. Past
research suggested that banking c@hould practice to empower their staff in order to

serve customer better. RecQt(/ rch stated that current customer is different from the

past. They want even@’be quick and fast!!®.

Giving empow@ to staff may allow them to serve customer better. Staff can make
certain %ﬁ making that otherwise will make the customer to wait longer for
u ﬁy Staff empowerment may have allowed the staff to make quick decision and
%e same time encourage for a more productive staff. Staff at the same time will feel
happy since the empowerment shows the trust from the superior to them. Circuitously,
staff will take care of the customer through the customer engagement that will make
customer happy and satisfied. On top of everything, empowerment according to will

certainly improve customer services and that have been proven to significantly positive
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towards customer satisfaction. Recent research indicates that customer would prefer to do
certain transactions on their own. They prefer to used machine that can expedite their

transactions'!’

. It is suitable to the majority of current customer where most of them are
from generation Y. They have been grown up with the internet and cellular phone.
Customers prefer to make transaction through machine where it is quick and fast. Recent
research indicates that using machine or any electronic platform high iate with
customer satisfaction. Past studies on the customer services shows l\@ mer prefer to
communicate with their service provider at all time. Custom&oda expects that there is
someone to answer their call at midnight. Bank shoul@;\epa?ed to operate 24/7 in
order to meet the customer needs and expectatio@end has change where people

no more limit their activities within day ti %&tomer want to have access 24/7 to

enables them to do any banking transa@as and when they wish.

N

Based on that, banking secton%ygvﬁere in the world started to offer machine and
providing services 24/7 @gp of that, there is also an internet based platform or
mobile based appli@m-that can offer almost all type of activities that a customer
wishes to dol® used of mobile applications or any internet based have been
signific @epted by the current generations as compared the customers in the past.
M % research conducted 2 decades ago resulted a mixed acceptance on the online
&ing-s but recent research lead to a high demand of online services. As mentioned
that customer is getting complicated and therefore banking sectors need to handle them
correctly with a high level of customer services. Customers do not need just a lender but
they need a good advisor in terms of financial. As such it was suggested that banking

sectors hire the right employee in the front lines that are committed and enjoy working
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with multi type of people. Today, customers need to be address using the adaptive
approach. It is was stated that ordinary approach on every single customer is no longer
effective. Staff need to be more empathy in order to satisfy the customer. They need
someone who can do more than rather a communications!'’. Recommendation made is
for the bank to alter their customer based on segments. Bank need to differentiate their
customer between loans and depositors. At the same time bank may s }&s\egments

into various categories by products. Such thing will enable bank ‘w& stomer better

and focusing on their needs and wants. &
Customer at the same time will feel more appreciate@
t

\
¢'ptaff is focusing on them and
understand their needs. The strong competiti een banks leads to all sort of
attractions made by the bank for acquisjtien.\Customer satisfaction may help bank to
reduce the acquisition cost as they v@n unicate among them through word of mouth
or e-word of mouth. Satisfied mé&r may tell and share their positive experiences to
others while the fmstrate@r\ner will tell, the otherwise story. Bank sector need to

aware that custome@mertant for them to survive and sustain in the industry'?°.

N

Research s% the way to evaluate satisfaction in education sectors may be different
comp&%g other service sectors. If satisfaction is generally the result of a

hensive evaluation after consumption of products and services or emotional
responses to the experience of interactions with an organization, then educational
institution satisfaction is obtained through the learning and teaching process and the
process is intangible. In research related to e-learning, students are considered as
customers of the services provided by educational institutions. To understand student
satisfaction, educational institutions need to understand what attributes will then be
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factors that will determine the level of student satisfaction on e-learning. Some previous
studies show that several factors might affect student satisfaction. For example, the
quality of instructional service and non-instructional service is related significantly to
perceived satisfaction!?!. In line with the study, course design, interaction with the

instructor, and interaction with peer students are related to learning satisfaction. Likewise,

the research is more specifically related to technical issues, where infe&\&\ quality,
task-technology fit, system quality, utility value, and usefulness a @@
&
\

to e-learning
satisfaction. From a university customer's perception, there is t positive effect on
perceived service quality on satisfaction. In addition(_s) t satisfaction in private
universities mostly depends on the tangible fa% ality and reliability including
comfortable lecture rooms, sufficient libra iities, well-order look of staff, non-
discriminated service, and proper %&{nic services provided by the university.
Technical quality might have implications or effects on student satisfaction in e-learning.
In this study, to evaluate ¢he of student satisfaction used several attributes, as

follows: 1) Gen%&sfaction of e-learning; 2) Satisfaction of the

platform/portal@‘ion; 3) Satisfaction of the lecturer; 4) Satisfaction of the IT
sfac

support; istacCtion of the e-learning activities; 6) Re-utilization of the platform; 7) E-
learni% crence compared to face-to-face learning; 8) Comfortability of e-learning; 9)

expectation of e-learning'??.

Some previous research shows that e-loyalty is influenced by customer=% evaluation of e-
service quality. In online transactions, e-service quality is the difference between
customers—*>expectations for service performance priorities the service encounters and

their expectations about service performance before the service offering. A key success
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factor to survive in a fierce competitive e-environment is a strategy that focuses on
services. A bank must deliver superior e-service experiences to its customers so that they
would be loyal to the firm. To obtain high levels of customer satisfaction, high service

123 A scholar showed

quality is needed, which often leads to customer loyalty (e-loyalty
that e-service quality has a significant positive influence on the loyalty of customers (e-

loyalty). Another result of the research is e-service quality has a si Q\positive

influence on customer satisfaction, and e-service quality has a si@ fluence on e-
loyalty through customer satisfaction. &
4\ \

Meanwhile, in another research on the impacts of e-sétvice yuality, e-satisfaction, and e-

trust on e-loyalty in online banking. The res@ ed that e-satisfaction and e-trust

play major roles in building e-loyalty ir&' anking. They also found that e-service
quality is not a predictor of e-loyal \%ghne banking. What these results imply is that
e-service quality cannot ensure alty in online banking. E-loyalty can only be ensured
when there is both e-satis%o and e-trust. The hypothesis that e-service quality has a
significant positive e on e-satisfaction and e-loyalty of B2B (business to business)
e-commerce u@s strengthened. A scholar identified seven dimensions of e-service
quality, @onsist of efficiency (easy and fast access of using the site), fulfillment
( %xomise regarding delivery and availability of products), system availability
&ropriate technical function from a website), privacy (safety and protection of
customers information), responsiveness (handling situations effectively), compensation

(site should provide compensation when customers have problems), and contact

(assistance through telephone or an online representative)!?,
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The e-service quality dimension is seen from two perspectives, which are the company—%
perspective and the customer—% perspective. From the company-% perspective, the
dimensions of e-service quality that should be considered are the ease of use (in terms of
using the website), website design (website should be designed properly and attractively

in terms of visual appearance), reliability (performance consistency and web reliability),

system availability (appropriate technical function from website), priv@%ty and

protection of customer—% information), responsiveness (handling s @ effectively),
and empathy (individuals treatment and attention given to, &%mers through the
electronic site). Meanwhile, if it is seen from the c@_s) rs \perspective, then the
dimension of e-service quality that should be con% d ¥s customer experience, which is

the impression of the company through testi i d trust of the customers by giving a

fast service and information that is comﬂ\% accurate and relevant.

Research showed that the imment in e-service quality will increase customer
satisfaction (e-satisfactionk/ e-loyalty. Customer satisfaction is the measurement
between customer-@bedtations and the service or products they received from the
company. It a&} key differentiator that enables you to attract new customers in
competi @ness markets. Not only is it a leading indicator used to measure customer
lo %retention, but it also enables businesses to identify unhappy customers, reduce
&)mer losses and negative word of the mouth whilst increasing revenue. Service
quality and customer satisfaction are the factors of the success of a particular company to

achieve a competitive advantage'?’

. Research showed that e-service quality has a
significant positive influence on e-satisfaction, but e-service quality does not directly

influence loyalty. E-service quality has a significant positive influence on e-satisfaction,
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and e-service quality has a direct influence on e-loyalty. Based on the background of
problems and previous researchs result, this research aims to find out the role of e-
satisfaction in mediating the influence of e-service quality on e-loyalty is done. This
research is done in Indonesia, where college students who are using Internet banking
from one of the private banks in Indonesia have been chosen as the population of this

study. Their respondent is chosen because they are the millennials w@a close

relationship with technology and could give responses and evalu t'\\%&ﬁvior towards

the implementation of informational technology'?®. &

\
A researcher applied a literature-depended analysis@ing the relationship among
subscribers—*bank services and products knowl electronic banking transactions.
Their investigation made use of the pri é}% f literature review methodology. The
results showed that the more know(/ 1é customers are partaking to the available e-
products and services, the morc%ge there will be. However, there is a knowledge gap
and lack of e-product am{/e ices awareness to drive customers to adopt and use
available platform effect of trust and quality aspects on the use of banking
services!?’. Th@ch model has been validated and evaluated with the utilization of
the dat ed from the questionnaire. The present investigation was a two-step
anglyticab method with merging Structural Equation Modeling (SEM) and neural network
%sis. The outcomes showed that intention and satisfaction to utilize banking services
are two essential variables of actual use. In addition, satisfaction and intention to use e-
banking have played a mediating role in information quality, service quality, system

quality, and trust. A scholar examined how Self-Service Technologies (SSTs) influence

behavioral intentions, customer loyalty, and satisfaction in Pakistan—% service section.
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The data were gathered from the 238 SST—% subscribers via the online inquiry. Structural
Equation Modeling has been executed with the utilization of the LISREL program. The
outcomes revealed an affirmative and notable relationship among SSTs loyalty, service

quality, and behavioral intentions straightly and indirectly through customer satisfaction.

A scholar investigated the factors impacting cloud computing selection in %\banking
sector from the customers—=>viewpoint. They proposed a selection m %\his target.
Data had been gathered with the utilization of inquiry and we %ed utilizing the
Partial Least Squares (PLS)!'?®. The outcomes showed dff\AQe\privacy and security

structures indicated a powerful positive impact on p@@sefmness, trust, and ease of

use. The outcomes also indicated that perceive use, cost, usefulness, trust, and

viewpoints toward cloud notably impact ub@) rs—*behavioral intention to select cloud
computing. The relationship amo@{ reliability and responsiveness, customer
satisfaction, and service enh%nent factors was examined. Research has been
conducted where the data\& athered via a questionnaire of 271 responders and visual
observations of serQ%PSS software had been utilized to analyze data. The outcomes

illustrated that % imensions of service quality, namely stability, reliability, and being

on time% inlize customer satisfaction.

er, a scholar investigated factors influencing customer satisfaction'?’. The data
were obtained through a questionnaire (200 participants). The five identified factors in
this study, which influence customer satisfaction with Internet banking, were service
quality, web and content design, security and privacy, convenience, and speed. The
results showed that service quality, privacy and security, content and web design, speed,
and accessibility influence customer satisfaction. The influence of customer attitude,
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perceived quality of e-services, and customer satisfaction on the utilization of e-banking
services was examined. The results illustrated that the quality of electronic services has a
strong and positive effect on the customer=s attitude. In addition, comparative advantage
meaningfully influences customer attitude, while complexity and adaptability do not
mainly impact customer attitude. Their study results confirmed the importance of
traditional service quality attributes ignored in the online environment @\&s\ service
competency and samples. Also, the importance of the e-service n optimizing

customer attitude and enhancing customer satisfaction in @banking has been

validated. %(_;\\

Furthermore, a researcher examined the e-banki aluation criteria in Malaysian. The
data had been analyzed with the utilizatk& , making use of AMOS version 213,
The results showed that perceived &{‘ credibility, and usefulness were the elements

influencing subscribers—> inte to select mobile banking. Simultaneously, the
perceived financial cost a‘s{/ of use had been known not to be notable in the present
investigation. In th@@nce of e-banking on consumer behavior and e-service quality,
it was criticall Qrzed with the existing literature, which has concluded that high-
qualit%%elivery in e-banking leads to increased CS, and consequently increases

insgant delivery channel has a large share in the gradual reduction of overhead costs such

minimizing costs. In addition, increasing acceptance of the Internet as an

as marketing, staffing, etc. A scholar examined the effect of website satisfaction and
capability on increasing customer loyalty and affirmative news bomb in e-banking
services. The results showed that satisfaction with previous associations with the banks

website has an affirmative impact on customer loyalty and affirmative news bomb.
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Besides, the availability of a website had a positive effect on customer satisfaction. As

expected, loyalty was also related to the positive news bomb.

2.3.2 Customer Experience and Customer Satisfaction

Importantly, a scholar recommends that researchers should explore which dimensions of
customer experience are important for organisational performance!3!. This will enable
bank marketing to maximise financial performance, through customer e, loyalty
and satisfaction, and share-of-wallet. Their study was conducted @ct services and
may not fulfill the needs of DB. However, it reinforces t md\% explore significant
relationships among customer characteristics and the yateud\explanatory and dependent
variables used in this study, since these clarify s&gvvr experiences that will support
successful digital bank marketing. Most% r¢h in customer experience explores
consumer perceptions and customer ﬁace management (CEM). A scholar suggests
that the first step in CEM sho»%e&déﬁning all the clues that a firm communicates to
customers, to determine w% he company is meeting them. Findings in this paper
could provide clue interface design, functionality, usability and quality of service,

from custome@erience of DB, areas that have previously received limited

attentioné\

1 §ustomer experience can offer values to both firms and customers, such as
&anced customer satisfaction and loyalty to organisations—>offerings, positive word-of-
mouth referrals (e.g. captured by NPS), improved retention, reduced complaints and fines,
all of which can improve profitability!'3*. In sum, using NPS categories to link customer
experience (satisfaction, loyalty, and behavourial intentions, such as how strongly

customers will recommend products to others) to profit, has become popular in
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measuring organisational performance, but has not been widely replicated in DB. A
scholar note that perceived usefulness, economic value, and social value predict overall
perceived value, which in turn predicts a customer—% intention to use social media to
interact with a bank. However, a major limitation of previous research in DB is showing

how this type of value improves financial performance, instead of a predominant focus on

service quality, satisfaction and loyalty'**. ®E

Recent studies on satisfaction, loyalty and financial performance.co ate attention on
traditional banking. A researcher found no relationship b W;ql\customer satisfaction,
loyalty and financial performance in Greek bank @hother researcher found a
relationship between customer satisfaction and B\\§ performance in USA hospitality
sector'®>, Scholar found that product  attribites impact on customer satisfaction,
trust/commitment and customer loy; «,@ financial performance in Taiwanese banks,
again not in DB contexts. GiV@%%ﬂicting evidence of the links between customer
experience variables and\@zl performance in these various contexts, this paper

presents much-needQ idence of these effects in UK DB!3¢.

Researchers%gw study customer experience with customer satisfaction and loyalty; for
example olar note that social influence, market orientation and service quality relate

%)mer loyalty, with satisfaction as an antecedent, and advise that banks should
invest resources to enhance customer satisfaction and loyalty!*’. Similarly, a researcher
indicates that customer loyalty is positively related to customer satisfaction, product
image, trustworthiness and customer relationship. Both studies were carried out in
Pakistan banks, which is different from the UK context for which the factors affecting

satisfaction and loyalty can vary. A scholar studied the online and offline effects of
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satisfaction, co-operation, trust, commitment, service quality, complaint handling, image
and communication in Iranian banking and finds that all eight variables have a significant
relationship with customer satisfaction, which can lead to customer loyalty. Nevertheless,
customer satisfaction is an aggregate of past consumption experience, and gives a limited

prediction of future customer behaviour, while loyalty offers a better predictor of repeat

purchasing intention'3®. Thus, both variables are studied in this paper, @y offer

different customer perspectives. %\%

For studies that combine a number of factors, measure ?l‘g\o{ customer experience

comprise six measures, namely convenience, reten 2&%}6 recovery (part of service
{1

quality), risk perception, satisfaction and loyalty, 1 s, while a different scholar used
three factors which are antecedents of t s% ty and financial performance'?’. These
authors—> research instruments ar *k\&a( related to deposit banks. A researcher
investigates the relationship b%tnﬂnree factors: customer satisfaction, loyalty, and
financial performance. The d financial ratios to measure financial performance of
banks (e.g. Return ets (ROA) or Investment (ROI), Net Profit Margin (NPM), and
Return on Eq@OE)). Methodologically, some of the above measures are not
comme @&across the banks when they are not stated in percentages, which is a
li %ﬁherefore, this study uses percentage measures of ROE, Net Interest Margin
%ﬂ) and Cost-to-Income ratio. A researcher developed a customer experience
framework in the Taiwanese leisure industry, using experiential value which customers

derive from services. This study incorporates perceived value in the analysis of customer

perceptions of UK DB,
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With increased competition in the banking industry the world over, there is an impetuous
need for banks to enhance the loyalty of their customers. Customer experience is an
antecedent factor of customer loyalty. It was reiterated that customer experience drives
the cognitive and emotional well-being of the customers to liking the product or brand in
a way that eliminates or reduces switching behavioural effect'*!. A researcher emphasize
that customers become loyal because of the experience they gain %sewice

creating a stronger customer engagement and long-lasting expérie r their customers.

providers at various touch points. Therefore, more companies no ¢ focusing on
N
O
Loyalty also brings with it high patronage and more sal s\ ich companies cannot risk
losing. Customer experience constitutes a crucia%o that influences the customers—>

willingness to repeat the experience or to re %d it to their friends or colleagues!*.

Scholar empirically tested that ex@es which are memorable have a higher

propensity to impact a person—% Etu&bj aviour.

Studies found out that Q&e\r experience has a direct positive association with

customer loyalty. TQ%]‘)WS that when customers perceive the services that they are
receiving as e@} al experience, they are more likely to stick with the organization
for a w, 'Q e impact of customer experience management on loyalty has led many
co@u into investing in digital technologies to exceed customer expectation at every
%h point!*. A balanced moderation of the association between customer experience
management and consumer loyalty was put forward that it is not always a given and
granted condition that once customer experience management is enhanced, customer

loyalty will increase significantly!'#.
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The basis of a researcher—%s argument was on the notion that customer experience
management does not directly always lead to loyalty behaviour, but rather it leads to
behavioural intention to stay loyal**, However, the extent to which the intention to stay
loyal eventually leads to loyalty behaviour is a different issue altogether. The same notion
as the former scholar was supported by aonther that most customers at times admire the
services of competitors (intention to switch); however, the actual switc i%\;‘%iour to
competitors is not always a direct association. This is because s n\ mers merely
admire and compliment and never make the switching behavi r%e loyalty behaviour.
Previous studies have conceptualized the customer ex(e_%%e iI} different ways'®. In
general, these definitions view the customer erfence as a holistic construct,
incorporating the customer reaction to all int s and touchpoints with the firm over
time. Within this line of thought, ,gg\mer experience is conceptualized as tthe

encompasses every aspect pany-% offering in terms of quality of customer care,

subjective response to the hol;’;ti&ij ct and indirect encounter with the firm¥. It
a

advertising, packaging@ﬁt and service features, ease of use, and reliability'*6.

As with perc@ of product and service quality, individuals could articulate
differe c@w quality of their experience by making judgments about excellence or
suptriority. They defined the concept of customer experience quality as “perceived
@ment about the excellence or superiority of the customer experienceV. This was
considered a superior construct, as it can help discriminate among different experiences
based on their excellence or superiority and, thus, tlink more strongly to customer
relationship outcomes+!4’. Building upon social influence theory as our fundamental

theoretical basis, we argue that there is a relationship between social influence and
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customer experience quality. Specifically, the three determinants of social influence
(accuracy, identification, and affiliation) proposed by Cialdini and Goldstein enable us to
integrate our arguments in a way that advances the understanding of the moderating role

of social influence!,

Customers also desire social identification. As symbolic resources for the co%rliction of

social identity, brands are helpful for customers to define or streE %eir social

identity, since they may reflect specific values or traits that a ered central to

communication with others. Thus, a brand presented in soci ’(%h\ence may be regarded

as identity signaling, thereby serving as an effecti\@nication function of social
identity to other customers in a social networ§®1
r

observers. We therefore argue that cu@ 1ven by social identification, tend to

align their own brand choices wit@o others to ensure that other members make

desired identity inferences abou%m

social identity'®. This t&o strengthens the link between brand equity and the

ould be perceived positively by

s a way of constructing or enhancing their desired

customer experienc ity.

Humans ay\gqaamentally motivated to create and maintain meaningful social
relati ith others. With the goal of affiliation, customers tend to comply with

embers in order to gain social approval. Whereas the literature has previously
stressed conformity, recent studies have also emphasized that people in a social group
simultaneously experience competing needs to conform and to be unique. However, the
need for conformity seems much more prevalent than the need for uniqueness; this
suggests that the rewards for conformity and approval tend to be more powerful

determinants of behavior. Following this logic, we argue that a customer will maintain a
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relationship with a company under conformity pressures in order to improve or maintain

their intimacy of relationship with others. This is because such conformity may make

them feel more likable and desirable, even when they are aware that such a position is not

necessarily correct!*’,
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The conceptual model of this study was developed based on the influence of service
quality and customer experience on customer satisfaction in commercial banks, Ibadan
North Local Government Area, Oyo State. The independent variables are service quality
which is measured with assurance, responsiveness, reliability and empathy!'® and
customer experience which was also measured by customer orientation, and service
process!919% The dependent variable customer Satisfaction which is @y bank
service, bank products and bank technical service®. As shown i 1n ework above,
hypothesis 1 shows how customer service and its metrics is\infl c1ng the factors of
customer satisfaction, hypothesis 2 shows the inﬂue(c_e\){x cuztomer experience on
customer satisfaction which implies that a good work\elationship between the customers
and management of the selected bank which @ance productivity while hypothesis 3
shows the combined influence of bank;ﬁ\&y service and quality customer experience on
customer satisfaction in the or n@n Overall, these formulated hypotheses were
subjected to a statistical tes((@mne the direction of results, conclusion, and possible
recommendations for
2.5 Summ @terature Reviewed
The infl o service quality and customer experience on customer satisfaction in
comm anks, Ibadan North Local Government, Oyo State is the subject of this
, which presents scholars' perspectives on the topic of this research. The study
demonstrates the importance of service quality, customer experience and customer
satisfaction on organisation products and service, particularly in the banking sector. The
concepts have been clarified due to the assessment of the conceptual framework

(customer service, customer experience and customer satisfaction). It depicts the link
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between the independent and dependent variables (service quality and customer

experience) and (customer satisfaction) respectively.

It is widely believed that customer satisfaction is an essential component of an
organization's performance; as a result, it is observed that customers patronize banks base

on the service rendered by the management and the customers—>experience &h when

positive will increase the bank customers and performance will also i@
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Chapter Three
Methodology
This chapter presents the methodology used for this study. It comprises the research
design, population, sample and sampling technique, research instrument, validation of the

instrument, reliability of the instrument, administration of the instrument and data

analysis procedure. ®E
3.1 Research Design %\%

This study adopted the cross-sectional survey design as it ﬁ@m&to study a subset of a
population at a point in time and determine the ef % rvice quality and customer

experience on customer satisfaction in c@i banks, Ibadan North Local

Government, Oyo State, Nigeria. As an a %, cross-sectional survey design offers the

opportunity to collect data at a pc'(‘:a\%\time, it has an economic advantage over the
longitudinal survey design as jt s cumbersome. Its usage is premised on prior related

literature on customer ser%% customer experience and customer satisfaction.

3.2 Population o®tudy

The populaﬁ% this study comprises of forty-nine thousand nine hundred and forty
five ( ank customers of the Guaranty Trust Bank, Access Bank and United Bank

ca (UBA) branches in Ibadan North Local Government Area of Ibadan, Oyo State,
Nigeria. Customers being the unit of analysis are premised on these issues such as their
services and customer experience towards customer satisfaction under investigation in

this study.
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Table 3.1: Population of the Study of Service Quality, Customer Experience and

Customer Satisfaction of Commercial Banks in Ibadan North Local Government

Area, Oyo State
S/N  Name of Banks Number of Bank
Customers.
1. GTB, Mokola 4005

2. GTB, Awolowo 7510 ®Z
3. GTB, Oyo Road 5%\
)

5. Access Bank, UCH (_§
6.  Access Bank, Idi ape \&V:

7. UBA,UCH @ 5000

8. UBA, Kenneth Dike Road 4000

9. UBA,1di Ape Q 4810
Total (8\ 49945

4. Access Bank, Bodija

J/\
=
O/

Source: Bank Cust ‘ S‘e\ll;fice Departments, 2022

33 Sampl{} Sampling Technique

The sam e of this study is three hundred and eighty ®one (381) bank customers of
Guaranty~¥rust Bank, Access Bank and United Bank for Africa (UBA) branches in

3>

afl North Local Government Area of Ibadan, Oyo State, Nigeria. This sample size

was obtained from Krejcie and Morgan (1970)' sample size table as shown in Table 3.2
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of bank customf@r B, Access Bank and UBA.

Q

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 4000 351
30 28 140 103 340 181 1000 278 %QO 354
35 32 150 108 360 186 1100 285 00 357
40 36 160 113 380 191 1200 29 <</ 6000 302
45 40 170 118 400 196 1300 7000 364
50 44 180 123 420 201 1400 8000 367
55 48 190 127 440 205 ISO,K 9000 368
60 52 200 132 460 210 310 10000 370
65 56 210 136 480 214 313 15000 375
70 59 220 140 500 2 0 317 20000 377
75 63 230 144 550 % 1900 320 30000 379
80 66 240 148 60 \S 2000 322 40000 380
85 70 250 152 %% 2200 327 50000 381
90 73 260 155 248 2400 331 75000 382
95 76 270 ( 0 254 2600 335 100000 384

Source: Krejcie and M%MWO) Sample Size Determination Table

As seen on the table W\M
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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

1. GTB, Mokola

2. GTB, Awolowo

3. GTB, Oyo Road

4. Access Bank, Bodija
5. Access Bank, UCH

N

Access 1@%5

N
S

o

8. UBA, Kenneth Dike Road

9. UBA, Idi Ape

Total

@ ="

2085 % 100 = 8%
495945
10 X 100=15%
495945
S010

e
=\
S§

X 100 =9%

6200

X 100 = 12%

495945

2002 % 100 = 10%
409645

2000 % 100 = 8%
G455

2810 %100 =10%

495945

_ \\mx 3gL
250ac X 100= IO%E\’\

BX 381
100

= 30

N\
&

=38
100
17 X 381
=65
100
9 X381
=34
100
12 ¥ 381
=47
100
10 X 381
=39
100
BX 381
=32
100
10 X 381
=39
100
381
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34 Description of Research Instrument

Data will be collected using a structured questionnaire titled: Service Quality, Customer
Experience and Customer Satisfaction (SBCECS). The instrument will be a structured
questionnaire adapted from previous empirical studies. This study will also adopt the

Likert type scale design which allowed the researcher provide their opinion about the

issue under study. The instrument will be collecting opinion and perce@tomem

from each of the bank branches, this will be done by giving %0\%
banks
\

ustomers the
questionnaires to fill through the help of the cashier and % customer service
department. (%\

Section A: This section is designed to collect der@ information of respondents and these

contain Bio data of Respondents measured @ five factors: Gender, Age, and Educational

Qualification. \\

Section B: This section is de%d 0 collect data on bank customer satisfaction (CS). The
customer satisfaction me@lch bank service, bank products, performance expectation,
perceived performaQ%d' bank technical service which were adapted from scholar in different
context??, Eac@ adapted questionnaires are considered reliable given the reliability tested
result r y scholars. The Cronbach—% alpha coefficients for the variables are 0.72, 0.6, and

0. spectively. The response options available to respondents following the Likert-type scale

%de Very high =4, High =3, Low =2, Very low = 1.

Section C: This section is designed to collect data on Bank Quality Service. The customer
service scale which indicates factors cover measures such as assurance, responsiveness,

reliability and empathy which were adapted from scholar in different context*>. Each of the
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adapted questionnaires is considered reliable given the reliability tested result reported by
scholars. The Cronbach—s alpha coefficient for the variables are 0.71, 0.79. 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.

Section D: This section is designed to collect data on quality customer experignce. The customer

experience scale which indicates the longevity and how each custome@bout the service of

the banks which covers measure such as customer orientation @&:e process which were

adapted from scholar in different context®. Each of the @Qd\questionnaires is considered

reliable given the reliability tested result reported by %gﬁ}. The Cronbach=s alpha coefficient

for the variables are 0.75, 0.73. and 0.79 %& y. The response options available to
e

respondents following the Likert-type scaleac Strongly Agree = 4, Agree = 3, Disagree = 2,

Strongly Disagree = 1. (\\
3.5  Validity of the R@Tnstrument

To validate this si@&% research instrument constructed through related literature
review and a% from questionnaires that have been used by other researchers.
Conten ’antruct validity was also done. Content validity was used to assess the
in %ﬂidity of the research instruments which was ascertained through the supervisor
%other experts in information management field. Corrections made were incorporated
in constructing the final questionnaire which was given out to the respondents for 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 administered to bank customers of First City Monument Bank (FCMB) which is
located in Ibadan Metropolis but was not part of this study. Data obtaine \kﬁbjected
to Cronbach=s alpha reliability test to establish internal consiste e 1terns The
report of the Cronbach—% alpha reliability test is as follows S 1c uality (SQ) - 0.70,

Customer Experience (CE) #0.75, Customer satisfactio QE/“S{ 95

3.7 Method of Data Collection &V

A primary data was collected to addres&%ectives of the study through an adapted
questionnaire in line with the und@g theory. This instrument works well with a
cross-section survey design mamly)because it supports the collection of data regarding
opinion and perception o\éeﬁp(mdents at a point in time on current issues. A letter of
introduction was e from the Department of Information Management, Lead City
Un1ver51ty as used to gain permission to conduct the survey from the

manam%%o the selected Banks. Due to number of respondents, a three (3) day

tra conducted for five (5) research assistants to ease the administration,
Qeval and initial sorting of copies of the questionnaires. In all, 381 copies of

questionnaires were administered to the bank customers of the nine selected banks.

3.8  Data Analysis

The researcher analyzed the data collected using the descriptive and inferential statistic
for the items in all the sections in the questionnaires. The use of the descriptive statistics
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is appropriate 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 regression analyses one and two were used mainly to test the
hypotheses one and two while multiple regression were used to test hypothesis three. The

data collected for the study were analyzed using Statistical Package fog@ciences

(SPSS), version 24. All hypotheses in the study are tested at leveﬂ% nificance.

AR

(_)
&
N
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Chapter Four

Results and Discussions of Findings

This chapter presents the outcome of the analysis of data collected from the respondents

in the study and discussions of findings arising from the study which includes:

4.1 Data Presentation and Analysis

Demographic Characteristics of Respondents @/

The demographic data of the participants were collected and K

statistics such as frequencies and percentages and presentﬁ%{g
Table 4.1: Demographic Characteristics, o %ndents
PN

4.1.1 Distribution of Respondents

Q\\V

a% using descriptive
\
bles

Variables (@g\o\y Frequency Percentage
Gender (@ale 188 53.1%
Q\\, Female 166 46.9%
QO
Age 4\&/ 20-25 years 68 19.2%
)
% 26-30 years 57 16.1%
O
Q 31-35 years 34 9.6%
36-40 years 47 13.3%
40-45 73 20.6%
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46 years and above 75 21.2%

Academic Qualification SSCE 60 16.9%
ND 68 19.2%
HND 82 23.2%

X
BSc Q{)& 11.9%

MSc % 20.6%

h.D & 8.2%
PD. A\Q\% 2%

Source: Field Survey, 2022 %

The gender distribution of respondenj@his study is shown in the table above. The
table has it that there are a total oR35# respondents, out of which there are 188 male
respondents, which is abo o of the total number of respondents for this study.
Their female counte @out 166 respondents. This account for about 46.9% of the

total number >bnden‘ts for this study. Going by this, there are more male

responde@t is study than female respondents.
o

T le as indicated above reveals the age distribution of the respondents for this
%y The age range of 46 years and above has the highest number of respondents
indicating that they belong to this age range. A total number of 75 respondents indicated
that they fall within this age range. This accounts for about 21.2% of the total number of
respondents for this study. The next age range that has the highest number of respondents

is age 41 to 45 years of age. A total number of 73 respondents affirmed that they fall
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within this age range. This also accounts for about 20.6%. The next age range that is third
highest is that of 20 to 25 years of age. A total number of 68 respondents affirmed to this
age range. A total number of 19.2% of total respondents for this study affirmed to this
age range. Age range of 26 to 30 years of age has about 57 respondents saying that they
are within this age range. This accounts for about 16.1% of the total number of
respondents for this study. Second to the last age range in the above tabl@t\o 36 to
40. 47 respondents attested to the fact that they are within this a e\<<.’rhis is about
13.3% of the total number of respondents for this study. The b&l%ﬂge in this study is
that of 31 to 35 years of age. A total number of 34 re@\%}qts \afﬁrmed that they fall

within this age range. This is about 9.6% of the tota er of respondents for this study.

The next demographic factor to be consid@ this study is that of the educational

qualification of the respondents fo \Qs\s dy. A total number of 82 respondents
attested to the fact that they g(e HND certificate. The number of those that had
the HND certificate accou\t, r about 23.2% of the total number of respondents. 73 of
the respondents attﬁ*&o%he fact they do possess the Master—% degree. This accounted
for about 20.6‘@} total number of respondents for this study. 60 of the respondents
are of @ that they possess the senior school leaving certificate (SSCE). This is
ab%l 2% of the total work force. 42, 29 of the respondents do possess the bachelor—s
ahd) doctorate degrees respectively. These two educational qualifications attracted a

percentage of 11.9% and 8.2% respectively of the total number of respondents for this

study.
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4.2 Research Questions

4.2.1 Research Question 1:

What is the level of customer satisfaction of commercial banks, Ibadan North Local
Government Area, Oyo State, Nigeria?

Table 4.2 Response on Research Question One

SD DA A SA N%\?\ Std.
((/ Deviatio

Bank Service

\\Q) n
@

The transaction 78 89 .56 1.095

progress in my bank  (22.0%) (25.1%) (27. @ 4%)

is very much visible

The bank I patronize 62 146 ®8 2.49 1.049
deliver services as  (17.5%) (41 16.4%) (24.9%)
expected :\

My bank online Q 126 74 81 2.46 1.059
services is fast and (20@\ (35.6%) (20.9%) (22.9%)
quick
Average Mea \
2.50 TQ
Bank Produc@
The prod ffeted 91 129 62 2.51 1.005
my ban frnuch (20 3%) (25.7) (36.4%) (17.5%)
% products offered 71 100 88 95 2.58 1.088

by the bank I  (20.1%) (28.2%) (24.9%) (26.8%)
patronize do make
much sense to me.
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I don— mind carrying
out voluntary
campaigns for other
people to patronize
the products offered
by my bank.

Average Mean: 2.59

Bank Mobile
Services

I have much
confidence in the
mobile banking
services offered by
my bank.

I believe that my

bank-% data security
and mobile banking
financial transaction

have legal guarantee

mechanisms.
I have never
encountered any
constraints of m

38 126 93 97
(10.7%)  (35.6%)  (263%)  (27.4%)
93 170 42 49

(26.3%)  (48.0%)  (11.9%)

(13.89%
N
87 92 @ 85
(24.6%)  (26.0%) 8 (24.0%)
S
Q

C

bank-% mobile:

platforms.
Average
Percei

P r

&8.31

nce
ff of the bank
[“patronize do give
customers  personal
attention
I see the staff of the

bank I patronize as

people who
understand the
specific needs of

Q S 164 38 65
\(2 Y (46.3%)  (10.7%)  (18.4%)
54 103 89 108
(153%)  (29.1%)  (25.1%)  (30.5%)
74 88 134 58
(20.9%)  (24.9%)  (37.9%)  (16.4%)
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2.70

A

W

2.49

2.23

2.71

2.50

987

.959

1.107

1.019

1.061
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their customers.

Customers in the 50 108 94 102 2.70 1.035
bank I use are given  (14.1%) (30.5%) (26.6%) (28.8%)

individual attention

Average Mean: 2.63

Grand Mean: 2.51

Key: Strongly Agree (SA) = 4, Agree (A) = 3, Disagree (D) = 2, Disagree
(SDA)=1
Decision Rule: 1.00 #1.49 (Very low), 1.50 #2.49 (Low), 2.5 ‘%@ (High), 3.50 »
4.00 (Very High) &

AR
Source: Field Survey, 2022 NN

In examining the first research question in this stu (:a says *What is the level of
customer satisfaction of commercial banks, Ib %rth Local Government Area, Oyo
State, Nigeria?+¥. Certain indicators were \s&d' to determine the level of customer
satisfaction is concerned as far a N%ﬁtudy is concerned. The indicators are: Bank
services, bank products, ban 'le services and perceived performance. The mean
score for satisfaction wit a%wices is at 2.50 on a scale of 4. This means that bank
customers in Ibad %ﬁh‘Local Government Area of Oyo state are averagely satisfied
with bank s @just an average level. Satisfaction with bank products is just at an
averag 2.59 on a scale of 4. This also means that satisfaction with bank products
is %%t above average. The next indicator is satisfaction with bank mobile services.
Thi€ indicator attracted a mean score of 2.31 on a scale of 4. This means that bank
customers in Ibadan North Local Government Area of Oyo state are poorly satisfied with
bank mobile services. Perceived performance with bank services in Ibadan is quite okay

as attested to by bank customers in Ibadan. This indicator attracted a mean score of 2.63

on a scale of 4. All in all, the overall satisfaction with bank customers in Ibadan is at
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2.51 on a scale of 4. This means that the overall satisfaction with bank services in Ibadan
is at just at an average level.

4.2.2 Research Question 2:

What is the level of service quality as perceived by bank customers of commercial banks
in Ibadan North Local Government Area, Oyo State, Nigeria?

Table 4.3 Response on Research Question Two
A
Very Low Low High Very % Std.
ngh \\( Deviation
Reliability
My bank 74 ’\*O 2.63 1.124
services is time  (20.9%) (25 4% (23. '@(30 5%)
saving. é<,

Banking 79 \ 2.33 1.016
operation in my  (22.3%) (40 1% @ %) (18.1%)

bank is flexible.

Banking \ 114 2.74 1.088
operations  both (17 2%) &J (27 1% (32.2%)

technical and

manual in the (8\:

bank I use 1s

highly Q\

profess10na1

Average ( Q

2.56 '\
Respon %

63 163 73 55 2.34 945
(17.8%) (46.0%) (20.6%) (15.5%)

banks 1 wuse is

always efficient.

Customer 67 95 88 88 2.60 1.058
problem (18.9%) (26.8%) (24.9%) (24.9%)
handling

capacity is top
notch.
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I will say of full
that
my bank is the

confidence

best among all
banks in the
country due to

the way they
respond to
customer
queries.

Average Mean:
2.53
Assurance

I see the staff of
the bank I use as
really being
competent  and
experienced in
their operations.

The

manner

way and
customers of the
bank I patronize
are handled is
really satisfying.
Service

custome ce
depa@ of

do
@ issues

and timeliness.

sincerity

S
especially ’S‘{ e

67 106 70
(18.9%)  (29.9%)  (19.8%)

76 126
(21.5%)

N

(222%) Q(&%? (21.8%)
N3

Q\\\

63 90 87
(17.8%)  (254%)  (24.6%)

S

Average Mean: 2.55

Empathy

124

72&\\&80
(35.6%) (20(2/ (22.6%)

111
(31.4%)

N

\

94
(26.6%)

114
(32.2%)

&

2.64

A

2.44
2.52

2.71

1.114

1.063

1.114

1.099



There is 44 75 105 130 291 1.035
individual (12.4%) (21.2%) (29.7%) (36.7%)
interaction

between service

front liners of

my bank and her

customers.

Customer 30 99 91 134
attention is (8.5%) (28.0%) (25.7%) (37.9%)

2
highly ®
personalized by %
the  bank I %\
patronize.

There is always 49 112

68 Q&S‘ 2.76 1.081
a staff of my (13.8%) (31.6%) (19.2% Q}( 5.3%)
bank readily &
available to *
attend to @
customer Q
queries. Q
Average Mean: Q

2.86

Grand Mean: @
AN P

3 997

2.62 \,v
RS

Key: Strongly M (SA) = 4, Agree (A) = 3, Disagree (D) = 2, Strongly Disagree (SDA)
=1

Decision XI.OO +1.49 (Very low), 1.50 #2.49 (Low), 2.50 #3.49 (High), 3.50 +4.00
(Ver
O\

%gc}: Field Survey, 2022

The second research question in this study is to examine the level of service quality as
perceived by bank customers of commercial banks in Ibadan North Local Government
Area, Oyo State, Nigeria. The overall mean score to determine the level of service quality
in Ibadan is 2.62 on a scale of 4. This means that service quality in Ibadan is just quite

okay. Furthermore, 4 indicators were used to measure bank quality services and they are:
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Reliability, responsiveness, assurance and empathy. The mean score of each of this
indicator was at 2.56, 2.53, 2.55 and 2.86 on a scale of 4 respectively. As regards
reliability on a scale of 4, the mean score was 2.56. This means that service quality in
Ibadan is averagely reliable. In terms of responsiveness, it was just at an average level of
2.53 on scale of 4. This means that the level at which bank officials in Ibadan respond to
their customers is also at an average level. In terms of customer assura Q\yf\eedback

gotten from the bank staff is also at an average level. E Q@ as however

acknowledged to be very much on the high side. With an me% 2.86 on a scale of

\
4, bank customers in Ibadan are very much comfortab(e\%ﬁi the way and manner by

which they are being empathized. &(,l:
4.2.3 Research Question 3: @

What is the level of customer exper'@r\&f commercial banks in Ibadan North Local
Government Area, Oyo State, Nige ax

Table 4.4 Response on Rese %uestion Three
NN

p 3

A

D A SA Mea Std.

Q\ . n Deviatio

n

Customer r%n
50 109 67 128 2.77 1.089
(14.1%) (30.8%) (18.9%) (36.2%)

m D
q '$e always

d to on time.
staffs of my 10 38 164 142 3.24 753
bank are very much (2.8%) (10.7%) (46.3%) (40.1%)
friendly.
The bank branch I 9 29 207 109 3.18 680
use is always neat. (2.5%) (8.2%) (58.5%) (30.8%)

Average Mean: 3.06

Service Process

My bank always 11 47 153 143 3.21 787
releases timely (3.1%) (13.3%) (43.2%) (40.4%)
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information.

The website of my 13 40 171 130 3.18 772
bank is loaded with (3.7%) (11.3%) (48.3%) (36.7%)

relevant information

The banking portal 10 53 126 164 3.26 815
of my bank is very (2.8%) (15.0%) (35.6%) (46.3%)

much effective.

Average Mean:

301 RN

Grand Mean: 3.18 N\
RS

Key: Strongly Agree(SA) =4, Agree (A) =3, Disagree (D) = 2, vDisagree (SDA) =1
Decision Rule: 1.00 #1.49 (Very low), 1.50 #2.49 (Low), 2. 49 (High), 3.50 +4.00
(Very High)

VI \\\
Vs \

Source: Field Survey, 2022 \

The last research question in this study lool\s&& of customer experience of

commercial banks in Ibadan North Loc ment Area, Oyo State, Nigeria. 2

indicators were used to determine the l&&f customer experience in this study. They are:

3.06 while service process a mean score of 3.06. A grand mean score of 3.18 on

N\

a scale of 4 served ¢ level of customer experience for this study. This implies that

customer orientation and se @sﬁds. Customer experience attracted a mean score of

bank customerQ/ mercial banks in Ibadan North Local Government Area of Oyo
state are@\experienced. In terms of  customer orientation, it seems that bank
custom®s¥in Ibadan are well orientated going by the mean score that was recorded. A
core of 3.06 on a scale of 4 was recorded for this indicator. The last indicator for
this variable customer quality orientation was service process. Service process as an
indicator attracted 3.21 on a scale of 4. What this implies is that bank customers in Ibadan

are to a large extent comfortable with bank processes. But all in all, the level of quality of
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bank customers experience is quite commendable among bank customers in Ibadan, Oyo

state, Nigeria.
4.3 Presentation of Test of Hypotheses

HO1: There will be no significant influence of bank quality service on customer
satisfaction of commercial banks in Ibadan North Local Government Area\wian, Oyo

State, Nigeria. %
A

Model Summary

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

.0832 .007 .004 41466

a. Predictors: (Constant), service _quality

ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 418 1 418 2.433 120P
Residual 60.523 352 172
Total 60.941 353
a. Dependent Variable: satisfaction
b. Predictovrs:\(C(Elstant), service quality
. B % Coefficients
) Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 2.711 134 20.292 .000
service quality -.078 .050 -.083 -1.560 120

a. Dependent Variable: satisfaction
Source: Field Survey, 2022
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The first null hypothesis tested in this study is to investigate the influence of service
quality on customer satisfaction of commercial banks in Ibadan North Local Government
Area, Oyo State, Nigeria. Findings from this null hypothesis reveals that service quality
did not significantly influence customer satisfaction. The significant value which is .120
is greater than the level of significance for this study which is 0.05. This means that the
null hypothesis has to be accepted. As regards the relationship between @ity and
satisfaction, the model summary table revealed a .083 level of re a\% This means
that there is a 83% relationship between bank quality and to er satisfaction. This

level of relationship means it is positive and very stron §< the model summary table

as well, adjusted R2 revealed a variance leve& . This means that customer
satisfaction is as a result of 4% variance as ited by service quality. The remaining

96% is brought about by other ext@actors that can also bring about customer

satisfaction. Q
HO02: There will be no @gnt influence of customer experience on customer

satisfaction of commerci% in Ibadan North Local Government Area, Oyo State,

Nigeria. & .
M

[\
Model Summary
Std. Error of the
Model R R Square Adjusted R Square Estimate
1 0282 .001 -.002 41593
{a. Predictors: (Constant), customer experience
vV
ANOVA

Model Sum of Squares Df Mean Square F Sig.
1 Regression .046 1 .046 267 .606°

Residual 60.895 352 173

Total 60.941 353
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a. Dependent Variable: satisfaction
b. Predictors: (Constant), customer_experience

Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.573 132 19.430 .000
quality customer exper -.021 .042 -.028 =517 .606

ience

a. Dependent Variable: satisfaction

Source: Field Survey, 2022 %\‘)
The second null hypothesis says tthere w @ significant influence of customer

experience on customer satisfaction ercial banks in Ibadan North Local
Government Area, Oyo State, nge®he result of this null hypothesis also positions
the researcher to accept thi %/ othesis. Reason being that customer experience did

not significantly influegce omer satisfaction. The significant value was at .606 which

is greater than th@ﬁcant level of study. The significant level for this study is 0.05.

As regard ﬂfqghﬁonship between customer experience and customer satisfaction. The
mode@ﬂy table revealed a value of .028. This means that there is a 28%
‘% ship between customer experience and customer satisfaction. This level of
relationship means that the relationship is positive but weak. From the model summary
table as well, the adjusted 72 value was -.002. This means that customer experience has
no contribution it will make to bring about customer satisfaction. At 100% level, other

external factors will bring about customer satisfaction.
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HO03. There will be no significant combine influence of service quality and customer
experience on customer satisfaction of commercial banks in Ibadan North Local

Government Area, Oyo State, Nigeria.

Model Summary
Std. Error of the
Model R R Square Adjusted R Square Estimate
1 0872 .008 .002 41510

a. Predictors: (Constant), bank quality service, quality customer experience

ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 460 2 230 1.333 2650
Residual 60.481 351 172
Total 60.941 353
a. Dependent Variable: satisfaction
Coefficients
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.773 185 14.989 .000
customer experience -.020 .042 -.026 -.489 .625
service quality -.078 .050 -.082 -1.549 122

a. Dependent Variable: satisfaction
b. Predictors: (Constant), service quality, customer experience

s@:rield Survey, 2022

The last hypothesis tested in this study is a joint one. That is investigating the joint
influence of service quality and customer experience on customer satisfaction.
Interestingly, both independent variables - service quality and customer experience were
found not to significantly influence the dependent variable bank customer satisfaction.

The significant values in the coefficient table for both independent variable was .625
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and .122 respectively. The relationship between the two independent variable and
dependent variable was .087. This means that the relationship is positive and very strong.
The adjusted r2 value recorded a value of .002. This means that both service quality and
customer experience only explained 2% variation in customer satisfaction. The remaining

98% will bring about customer satisfaction from other factors.

4.4 Discussion of Findings ®

The first research question in this study which was centered \(\&el of customer
satisfaction of commercial banks, Ibadan North Local G ?Awe\nt Area, Ibadan, Oyo
State, Nigeria, revealed surprising findings. It was \hat satisfaction with bank
services, bank products, bank mobile services <c&ved performance attracted mean
scores of  2.50, 2.59, 2.31 and 2.63 regpectively. Out of each of this indicator, bank
mobile services were found to be t o%. Studies have actually revealed the fact that
bank services to a large extent @]glﬁvely bring about customer satisfaction %3, Also
studies have also reveal&a there are positive links between bank services, bank
products and percei rformance and customer satisfaction 3 ¢, The second research
question borde&}gthe level of service quality as perceived by bank customers of
comme ’xﬁks in Ibadan North Local Government Area, Oyo State, Nigeria. The
le %Vices quality is a little bit high above average. This variable attracted a grand
%1 score of 2.62 on a scale of 4. Indicators such as reliability, responsiveness,
assurance and empathy served as the indicators used to measure quality of banking
services in this study. Out of all these indicators, only responsiveness was as an indicator

had the least mean score of 2.53 on a scale of 4. The implication of this is that bankers

in Ibadan are not well responsive to customer queries in Ibadan. Studies have also
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showed that to a large extent responsiveness has a great influence in bringing about
customer satisfaction 7 % °. Other indicators such as reliability, assurance and empathy

have also been proven to have significant influence on customer satisfaction 1% 1112,

The last research question in this study is about examining the level of quality customer
experience of commercial banks in Ibadan North Local Government Areaﬁy\o State,
Nigeria. Customer experience in this study was measured with two indi customer
orientation and service processes. Customer orientation attract \ score of 3.06
while service processes attracted a mean score of 3.21. Th &@L{ mean score was 3.18
on a scale of 4. To a large extent, this mean score @t customer orientation and
service processes are quite okay with bank cus % ifi Ibadan. This study tested three
hypothesis. Each of the null hypothesis res&% the negative. The first null hypothesis
says there will be no significant in @f service quality on customer satisfaction of
commercial banks in Ibadan N%%

result of the null hypothe&%a the researcher to accept the null hypothesis because the

cal Government Area, Oyo State, Nigeria¥. The

findings were in taQ with the way the null hypothesis was formulated. Studies have
actually contra{ic his findings. Studies reviewed in the literature reviewed section of
this stu ’\vs that bank quality service do actually influence customer satisfaction '*
14’6. The second null hypothesis was also accepted by the researcher. The null
&)thesis says tthere will be no significant influence of customer experience on
customer satisfaction of commercial banks in Ibadan North Local Government Area, Oyo
State, Nigeria. Truly, the findings of this null hypothesis actually showed that indeed
customer experience will not significantly influence customer satisfaction. Again, studies

reviewed in this study showed that to a large extent customer experience will
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significantly influence customer satisfaction. The last hypothesis was a joint one. The
findings revealed that both quality customer experience and bank quality service did not

significantly influence customer satisfaction.
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Chapter Five

Conclusion

5.1 Summary of Findings

This study examined the influence of bank quality service and quality customer
experience on customer satisfaction of commercial banks, Ibadan W Local
Government Area, Ibadan, Oyo State. Nigeria. The study made us K@@r 300 bank

customers in Ibadan North Local Government Area of Oyo st@he following were

specific findings of the study: Q \

1. Satisfaction with bank mobile services in &% orth Local Government Area

of Oyo state was low. %\

1i.  Customer satisfaction with bankm® ser¥vices in Ibadan North Local Government

Area of Oyo state is just at ag %age level.

iii.  Quality of services Q{ in Ibadan North Local Government Area of Oyo is a
evel.

little bit abovmxégv

iv.  The levelality customer experience of commercial banks in Ibadan North

Loc&o ment Area, Ibadan, Oyo State was high.
v. of services of banks in Ibadan North Local Government Area of Oyo state
diid not significantly influence customer satisfaction.

vi.  Customer experience was also found not to significantly influence customer
satisfaction in Ibadan North Local Government Area of Oyo state.

vii.  Jointly, both customer experience and quality of bank services was found not to
significantly influence customer satisfaction in Ibadan North Local Government
Area of Oyo state.
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5.2 Conclusion

This study has established that customer experience and quality of banking services will
to a large extent bring about customer satisfaction. A situation whereby satisfaction with
bank mobile services is low, there is every tendency that customer satisfaction is also low.
The study has also proven that when customer satisfaction is high, it could be as a result
of high level customer experience and quality of banking services. %‘\kl}dy also
concludes that service processes by banks in Ibadan North Local g \ t area in Oyo

state is very much okay with their customers in that part of Owat
\

5.3 Recommendations ®
Going by the findings of this study, the followi <$d$endations are hereby given:

i.  The ICT department of banks imNigeria have got to improve on the user
interface of their mobile appli@s as this will make their customers to be more
comfortable using the apph g’éﬂ.

ii.  Bank operators h V&%to be responsive real time to their customer queries. This
will make t have faith in the banking sector the more.
iii.  Bankin @:es in general should be improved upon by banking operators in
Il@n\lorth Local government area of Oyo state.
AV %ks operating in Oyo state should always give assurances to their customers as
Q regards the fact that their financial problems will always be solved. This will
restore much confidence in their customers.

v.  Banking operations in Oyo state should make meeting the queries of their

customers their major priority all the time.
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5.4 Contributions to Knowledge

This study has been able to establish the fact that banking mobile services is imperative
in driving customer satisfaction. Also, the study has been able to establish the fact that
quality of banking services and customer experience will not bring about customer

satisfaction especially in a situation whereby the indicators of customer satisfaction

(banking services, banking products, banking mobile services) is low. %\E

The findings of the study show the relevance of service quality &Qner satisfaction
as major areas of Human Capital Management and Office )@%e(nent and they impacts
significantly on the performance and the profitability 1@@ organisation.

The findings of this study enhanced a better \d&%ﬁding of the concept of service
quality, customer experience and custo@sfaction, to both employers and
researchers. It revealed the importagn¢eNof service quality and customer experience in
achieving and sustaining the co@% of customers.

The recommendations ané,(e/aesult of the findings will contribute immensely to the

knowledge of sewiﬁ&{ﬁy and customer experience.

5.5 Suggestio@urther Studies

In exp r@ he scope of this work, the following researchable topics is hereby
§

3
. Customer satisfaction with banking mobile applications in Nigeria.

Gender differences as an influence on the user interface of banking mobile applications in

Nigeria.
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3. A qualitative study on quality of banking operations alongside records management
practices and information handling of customer records and data in Ibadan, Oyo state,

Nigeria.
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Appendices

Lead City University
Faculty of Communication and Information Sciences (FCIS)

Department of Information Management

Dear Respondent,

I am a Master—% student of the above named Institution gathering data fi rpose of
academic research on the topic *Bank Quality Service, Quality Custo rience and
Customer Satisfaction in Commercial Banks, Ibadan North Lo ment Area,
Ibadan, Oyo State+¥. To achieve this, your optimum cooperatiofisis\iteeded; there is no

right or wrong answer. All your responses will be kept confidéntial®and used for research
purpose alone. \

Thank you. ( \&
Section A: Demographic Information \&V:

Gender: Male ( ), Female ( ) @
Age: 20-25 ( ),26-30( ), 31-35( ), 3@( ) 41-45 (), 46 and above ()

Educational level: S. S. C. E. ( H.N.D. () Bachelor—s degree ( ) Master—%

degree () Ph. D (). &?\

How many years ha ex&lp en operating this bank account? 1 ¥4 ( ) 5%10( ), 11 ¥

15( ), 16-20 @ 5( ),26-30 ()
,\(,

S
QQ
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Section B: Level of Satisfaction of Commercial Bank Customers.

The statement in this section concerns customer satisfaction as observed by the selected
banks. Using the four-point likert scale provided below. Please tick the appropriate
choice that indicates how satisfies you are with your bank services. Very low=1, Low=2,
High=3, Very High=4

S/N Items SA A D SD
4 3 2 1
Bank Service
_ PN
1 The transaction progress ({}Q~
in my bank is very much V&b
visible
S
2 The bank 1 patronize '\\\\
deliver services as 4®
expected

N\
3 My bank online services Q\

is fast and quick Q

2\
Bank Product ‘ \
P =

1 The products of] }@y
bank are of Kl cessity
to me. *
la W

2 The cté offered by

tlw I patronize do
ke much sense to me.
A@“

3 F'I don—t mind carrying out

voluntary campaigns for

: other people to patronize

the products offered by my
bank.

Bank Mobile Services

1 I have much confidence in

the mobile banking
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services offered by my

bank.

I believe that my bank-%
data security and mobile
banking financial

transaction have legal

guarantee mechanisms.

I have never encountered
any constraints

bank—%

of my
mobile app

platforms.

Perceived Performance

The staff of the bank I

patronize  do give

customers persona

|
N

S

attention

I see the staff of t@\:k}‘
patronize as % ho
understand \$§/ specific

needs
N

ir* customers.

&

c@ in the bank I
S€

are given individual

ttention

o

%ion C: Level of Service Quality

The statement in this section concerns customer service as observed in the selected
commercial banks. Using the four-point likert scale provided below. Please tick the
appropriate choice that indicates your opinion on your bank service Strongly Agree=4,
Agree=3, Disagree=2, Strongly disagree=1

S/N

Items

VH
4

H
3

L
2

VL
1

Reliability
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My bank services is time

saving.

Banking operation in my

bank is flexible.

Banking operations both
technical and manual in
the bank I use is highly

professional.

Responsiveness

The systems and network
operation of the banks |

use is always efficient.

Customer problem

handling capacity is top

notch. §\
'Ii
I will say of full N

confidence that m rgu I
1s the best am
banks in the\ogu)ky due

to the ey respond to

ueries.

°C
r&s}m’ance

D

%\) see the staff of the bank

Tuse as really being
competent and
experienced in their

operations.

The way and manner
customers of the bank I

patronize are handled is

really satisfying.
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3 Service people especially
the customer service
department of my bank do
handle issues with

sincerity and timeliness.

s

N ‘}\7
Empathy %\
e

1 There is  individual \\')V
‘§

interaction between &\

\

ice front li f /\

service front liners of my ) (_§

bank and her customers. Q(,
NN

2 Customer attention is @‘

highly personalized by th<

AN\
bank I patronize. Q) I
N

A
3 There is alwa@\ff of
my banlg@favailable

t@é to customer

P

\@erles .

% D: Level of Customer Experience in your Bank

The statement in this section concerns the level at which you rate your bank operations as
observed. Using the four-point likert scale provided below. Please tick the appropriate
choice that indicates your opinion. Strongly Agree=4, Agree=3, Disagree=2, Strongly
disagree=1

S/N Items SA A D SD
4 3 2 1

Customer Orientation
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As a loyal customer of my
bank, my queries are
always attended to on

time.

The staff of my bank are
very much friendly.

The bank branch I use is

always neat.

Service Process

My bank always releases

timely information.

The website of my bank is
loaded with relevant

information

The banking portal of myq

bank is very much ( \\

effective. Q
AN

Q

S
O
Q

&
Q\\.
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Biodata
2 Personal Data
Name: AFOLABI, Bukola Mayowa

Address: 45, Alaramimo Street, Oko-
Oba Agege, Lagos

E-mail: oIamavowaa@gm{%@
Phone No: 07030674@&52678639

Date and Place of Birth: Janua@
Lagos Nationality: 4@3{1

State of Origin: <§bgun State
Local Government: %\ Yewa North

92/ Agege,

Sex: Female

Marital Status: (\\ Single

3 Schools attended V\Qi&s

vi. Lead City My, Ibadan 2021-2022

vii. Lea @mversﬂy, Ibadan 2016-2019

Viii. olytechnic, Ilaro, Ogun State 2015-2017

1 ederal Polytechnic, Ilaro, Ogun State 2012-2014
QQ Brainfield College, Meiran, Lagos State 2007-2010
xi.  Orile Agege Community High School 2004-2006

xii.  First Choice Nursery and Primary School, Agege Lagos 1996-2003

4 Academic Qualification with Dates

2. Result Awaiting University Senate Approval 2022
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mailto:olamayowaa@gmail.com

3. B.Sc. Office and Information Management 2019

4. HND Office Technology and Management 2017
5. ND Office Technology and Management 2014
6. Secondary School Certificate (WASSCE) 2010
7. Junior Secondary School Certificate 2006

8. Primary School Leaving Certificate 2003 %\E
Professional Membership %\

Member, National Institute of Office Administrato %@formation Managers
(NIOAIM) \

Working Experience with Dates @
Transaction Officer, §
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