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CHAPTER ONE
INTRODUCTION
1.0 	BACKGROUND TO THE STUDY
[bookmark: _GoBack]The setting up of organization must target a specific target market that tends to satisfy the customers. Understanding the specific needs of the customers will not only aid in the service delivery but also in meeting the needs of organization in maximize profit. However, the degree at which customers derived satisfaction from the products and services reflects the degree of profitability of the organization. Banking industry is increasingly being customers centric and are embracing customer-driven initiatives that seek to understand, attract, retain and build intimate long term relationship with  customers (Kotler, 2006). 
The era whereby banks just concentrate on adding to their customer base has become a thing of the past. Customer retention been very vital to all deposit money banks in Nigeria. The aim of sustaining performance should not aim at only adding up to its customer base but have a strategy of maintain them. This will provide the avenue for cross-checking their products and services. Any banks with customer satisfaction is an important concern for management due to concentrated competition especially in the banking industry (Bodet, 2008). It is therefore necessary for every bank to focus on the degree at which they satisfy their customers. A bank that fails to satisfy its customers will gradually move to an organizational grave. The satisfaction of customers will give way for profitability, resulting from high market share. 
Customer satisfaction is a necessary foundation for banks to retain their existing customers (Morgan et al, 1994). It is therefore vital that banks that create satisfaction do not only create room for the existing customer but also increases customers’ base. The focus of bank on the target market in order to give out the expected and necessary satisfaction made it vital to say that customer satisfaction is a valuable tool that must be given to customers by organizations if organizations must achieve their core business objective which is growth and profitability. 
According to Schneider and Chung (1994), for a banking industry, the most appropriate criterion for an organization growth is customer satisfaction. Customer service is basically the relationship that a bank builds with its customers. It involves providing support during the advisory service and deposit mobilization. A bank has to make sure that both service and the deposits have the customer satisfaction and happiness. The reason is that a satisfied customer will not only return without looking at alternatives or comparing service in the case of deposits and loans service in but will recommend the bank to family members and friends. Customer service goes beyond providing loans and overdrafts but making your clients feels you really care about them. Organizational growth is the accomplishment of a given task measured against preset known standards of accuracy, completeness, cost and speed. 
Frempong (2002) said the responsibility of managers in banks was to ensure that much attention is given to customers in the area of service so that firms continue to thrive on the market in the face of strong competition. This is because it is more expensive to gain a new customer than to retain an existing one. Thus understanding the needs of your customers and providing them with the best customer service will ensure the sustenance of business transactions so that in the long run the growth of the bank will take effect. Customers are always aiming to get maximum satisfaction not only from the products and service delivery but also in the way they are treated before and after transaction. Winning in today’s market place entails the need to build customer relationship and not just building the products and service; building customer relationship means delivering superior value over competitors to the target customers (Kotler, 2002). Whether an organization provides quality services or not will depend on the customer’s feedback on the satisfaction they get from the products and services, since higher level of quality services and products lead to higher level of satisfaction (Kotler & Keller, 2009). 
Most banks are adopting quality management programs which aims at improving the quality of their services and products in the marketing concepts, because it has been proven that “ quality has a direct impact on product and service performance, and thus on customer satisfaction” (Kotler, 2002). The reason for this is to satisfy the customers. But the question is, are customers satisfied because of the products or service quality? That is, are the banks providing the actual qualities perceived by the customers.
Again, in the bank, competition is very high and the products and service offerings are more comparable. This leads to reduced customer loyalty. Losing an existing high volume of customers means losing lot of revenues. Thus understanding the need of your customers and providing them with the best customer service will ensure the sustainability of the organization growth (Abiw-Abaido, 2011). This study therefore becomes germane in the face of globalized competitive environment in the banking industry, and to be dynamic in improving customer loyalty in the selling of their service and products in order to constantly increase profitability and Performance.
1.1 	STATEMENT OF THE PROBLEM
The problem for this study is propelled by need to empirically measure customer satisfaction in the service delivery of bank using Central Bank of Nigeria, a case reference. The state of customer satisfaction with service delivery is not clear as there is scanty documentation on the issue hereby affecting the bank performance. However there have been many complaints from customers about the service delivery of the banks in Nigeria. Despite the appreciable growth recorded by the financial industry in Nigeria, “the quality of service delivery and customer satisfaction is still poor”. Also the economic and market benefit of the banks in Nigerian economy was equally hampered by marketing, product and service deficiencies and financial advisory service of CBN in the dynamic business environment which required management research and attention to the banking sector. 
It is imperative to conduct empirical analysis in the banking industry on satisfaction surveys in marketing and also on the financial advisory service of CBN in the sector for any useful growth to yielded performance. Hence, there is currently no literature material on customer satisfaction as it relates to banking industry in Nigeria. Some of the literature available only focus on financial performance, the non-financial performance in the banking industry in Nigeria does not provide empirical support for the claim that customer is satisfied with the products’ and service delivery in Nigeria.
Therefore, the gap created by this information necessitates a further research study that will determine the empirical effect of customer satisfaction on the performance of Bank Using CBN as a case study in Ilorin Kwara State.
1.2	RESEARCH QUESTIONS
Based on the statement of problem, the following research questions were raised:
i. To what extent does the customer loyalty improve organizational growth in CBN? 
ii. Does the service delivery impacted on customer satisfaction in CBN?
iii. What are the significant effects of financial advisory service on the organizational growth in CBN?
1.3	OBJECTIVES OF THE STUDY
i. The broad objective of this study is to examine the impact of customer satisfaction on the growth of Central Bank of Nigeria. The specific objectives are to:
ii. To examine the impact of customer loyalty on the organizational growth in CBN
iii. To determine the impact of service delivery on customer satisfaction in CBN
iv. To examine the significant effect of financial advisory on the organizational growth in CBN.

1.4	RESEARCH HYPOTHESES
H01: There is no significant impact of customer loyalty on the organizational growth of CBN. 
H02: Service delivery has no significant impact on customer satisfaction in CBN Ilorin branch.
H03: There is no significant effect of financial advisory on the organizational growth of CBN.
1.5	SIGNIFICANCE OF THE STUDY
The significance of this study is that it helps to provide better understanding that customer satisfaction to some extent affects customer loyalty which in turn may affect retention and organization growth. The literature review fails to evaluate and measure this area and this is what this study attempts to cover by looking at the various factors that constitute customer satisfaction and how they affect the organization growth and performance of bank.  
The findings of the study will be of importance to the government as it will go a long way to assist in setting up specific management policies that will enhance effectiveness in banking sector in Nigeria. 
The study is also of significance to scholars and professional managers in understanding the role that service delivery, financial advisory and customer loyalty scheme played in protecting customers in the industry. Finally, this study contributes to the future development of this area of research, particularly in a developing country like Nigeria
1.6	SCOPE AND LIMITATION OF THE STUDY
The scope of the study shall be limited to banking industry. However, for the purpose of this study, respondents’ opinion when garnering this data were limited to some selected banks and the employees of CBN in customer relation Department of the CBN office in Ilorin. These banks are expected to provide information regarding their satisfaction on the products and financial advisory service provided by the CBN while CBN staff particularly those in the customer care unit were asked of their responsibility in getting acquaintance to resolving customers problems and requests. Therefore the study has become imperative to critically focus attention in examining the impact of customer satisfaction in the organizational performance of the CBN.
1.7 	DEFINITION OF TERMS
Customer Service: Is the process of ensuring customer satisfaction with a product or service. Often, customer service takes place while performing a transaction for the customer, such as making a sale or returning an item. Customer service can take the form of an in-person interaction, a phone call, self-service systems, or by other means.
Organizational Performance: It comprises the actual output or results of an organization as measured against its intended outputs (or goals and objectives). Specialists in many fields are concerned with organizational performance including strategic planners, operations, finance, legal, and organizational development.
Banking Institution: (also referred to as a universal or commercial bank) can range from a large financial institution with a highly visible brand name and an international presence to a small organization with a local presence.
1.8	PLAN OF THE STUDY OR ORGANIZATION OF THE STUDY
This project work which is on the impact of customer satisfaction as a key to organization performance in the banking industry is divided into five (5) chapters additional with a reference list of all citations made during the work; of which each chapter contain the following:
· CHAPTER ONE: It contains the background of the study, the statement of research problem, the research questions, objectives of the study, the formulated hypothesis, scope and limitation of the study, significance of the study, definition of key operational terms on the impact of customer satisfaction as a key to organization performance in the banking industry and finally the organization of the research work.
· CHAPTER TWO: It contains the literature review, conceptual review, theoretical review, empirical review and finally, what has been observed from the concepts, theories and empirical reviewed.
· CHAPTER THERE: It deals with the case study and methodology of this research work, research design, population of the study, sample size and sample techniques, method of data collection (instruments), method of data analysis and finally the limitation to the methodology used.
· CHAPTER FOUR: It contains the introduction, data presentation, data analysis and implementation from the case study report.
· CHAPTER FIVE: It contains findings, summary of the findings, conclusion and recommendations suggested for other study.
REFERENCES: This contains the list of all journals and articles been reviewed. 
















CHAPTER TWO
2.0 	LITERATURE REVIEW
2.1 	CONCEPTUAL REVIEW
2.1.1 	CUSTOMER SATISFACTION
Customer satisfaction remains a vital metric for understanding customer perceptions and improving service delivery. Recent developments from 2015 onwards emphasize the transition from traditional satisfaction models to more dynamic, experience-driven frameworks. Lemon and Verhoef (2016) propose that customer satisfaction is now better captured through the lens of customer experience (CX), which involves every interaction a customer has with a brand across multiple touchpoints. This reflects a shift from static service quality assessments to dynamic, journey-based evaluations.
Rust and Huang (2014) underscore the influence of omni-channel strategies and artificial intelligence (AI) in shaping customer satisfaction. They argue that personalized, data-driven interactions significantly impact satisfaction levels. Morgeson et al. (2020) provide empirical evidence linking customer satisfaction to Net Promoter Score (NPS), showing its predictive value for customer loyalty and financial performance.
Additionally, Parasuraman, Zeithaml, and Malhotra (2020) updated the SERVQUAL model to account for digital interfaces, highlighting reliability, responsiveness, and assurance as critical dimensions in virtual service environments. These changes are especially relevant to sectors undergoing digital transformation, including banking and telecommunications
2.1.2 	THE CONCEPT OF CUSTOMER LOYALTY
Customer loyalty has evolved to encompass both behavioral and attitudinal dimensions. Chaudhuri and Holbrook’s framework, updated through later works, differentiates between repeat purchasing behavior and emotional attachment to a brand. Brodie et al. (2016) argue that customer engagement—defined by emotional, cognitive, and behavioral investment—mediates loyalty.
Islam and Rahman (2017) stress the role of trust and emotional bonds in the digital banking environment. As financial services become increasingly virtual, customers seek personalized and secure experiences that reflect their values and expectations. According to Kumar and Reinartz (2016), loyalty is not solely dependent on satisfaction but also on perceived value, brand trust, and switching barriers.
2.1.3 	FACTORS AFFECTING CUSTOMER SATISFACTION
Recent literature identifies several modern determinants of customer satisfaction. McKinsey (2021) highlights digital transformation, real-time responsiveness, and personalization as critical drivers. PwC (2022) reports that customers now prioritize seamless, cross-channel experiences and expect banks to offer self-service options.
Accenture (2020) reveals that perceived privacy and data security are top concerns influencing satisfaction in financial services. Additionally, post-COVID realities have increased demand for contactless banking, leading to innovations in mobile banking apps and digital identity verification.
Gupta and Zeithaml (2020) emphasize the significance of corporate social responsibility (CSR) and brand ethics. Customers now factor in a company’s environmental and social contributions when evaluating satisfaction. Service innovativeness, value co-creation, and real-time support have become central in enhancing satisfaction. 
2.1.4 	DIMENSIONS OF CUSTOMER SATISFACTION
Modern scholars present customer satisfaction as multi-dimensional and context-specific. Forrester’s Customer Experience Index (2021) identifies emotion, ease, and effectiveness as the three pillars of satisfaction. Lemon and Verhoef (2016) argue that satisfaction must be analyzed along the entire customer journey—from awareness to post-purchase engagement.
Attribute-specific satisfaction remains relevant, but now includes digital attributes such as app usability, cybersecurity features, and mobile responsiveness. Khalifa and Liu’s (2002) process-based view of satisfaction is now expanded to include predictive standards formed by social media, peer reviews, and real-time comparisons.
2.1.5 	APPROACHES TO DETERMINING CUSTOMER SATISFACTION
Traditional survey methods have been augmented by digital analytics. Real-time feedback platforms like Medallia and Qualtrics, as well as metrics like Net Promoter Score (NPS), Customer Satisfaction Score (CSAT), and Customer Effort Score (CES), are now industry standards.
Big Data and AI enable companies to track behavioral signals, analyze sentiment, and predict satisfaction trends. Observational and database methods, including the analysis of customer complaints, service logs, and chat transcripts, offer a comprehensive view of satisfaction. These methods provide a more holistic and accurate measurement of the customer experience.
2.2 	THEORETICAL REVIEW
	To underpin the study, this research adopts a combination of contemporary theories that reflect the modern understanding of customer satisfaction and loyalty in digital service environments.
Expectation Confirmation Theory (ECT) initially developed by Oliver (1980) and extended by Bhattacherjee (2020), remains relevant for examining satisfaction as the result of comparisons between expectations and actual experiences. It is particularly applicable in evaluating customer responses to digital banking services.
Service-Dominant Logic (SDL) by Vargo and Lusch (2016) offers a paradigm shift by viewing value as co-created through interactions between service providers and customers. In this context, satisfaction is influenced by the extent of customer involvement in the service process.
Customer Experience (CX) Theory, as described by Lemon and Verhoef (2016), considers emotional, cognitive, and behavioral responses over the customer journey. It reflects a broader scope than traditional satisfaction models and is highly suitable for dynamic service sectors like banking.
Unified Theory of Acceptance and Use of Technology (UTAUT2) by Venkatesh et al. (2012) is relevant in understanding customer adoption of digital banking innovations. It integrates factors like performance expectancy, effort expectancy, hedonic motivation, and habit, all of which influence satisfaction and loyalty in tech-enabled environments.
By integrating these theories, this research provides a robust framework for analyzing customer satisfaction and loyalty in the context of Nigeria’s banking sector, particularly within Access Bank Nigeria PLC.
2.3 	EMPIRICAL REVIEW 
Several recent empirical studies (2015–2025) have reinforced and expanded our understanding of the relationship between customer satisfaction, loyalty, and organizational performance, particularly within banking and financial services.
Agyapong et al. (2019) conducted a study in Ghana's banking sector and found that service quality dimensions—especially reliability and empathy—were significantly correlated with customer satisfaction and retention. This finding aligns with broader evidence that emotional and relational aspects of service are becoming more critical in competitive service environments.
Adebayo and Oyeniyi (2021) examined Nigerian commercial banks and confirmed that digital banking features such as mobile apps, internet banking, and ATM usability significantly affect customer satisfaction. They further established that satisfaction mediates the relationship between these features and loyalty.
Aliyu et al. (2020) employed structural equation modeling to study customer loyalty in Nigeria's fintech space. Their findings indicate that digital trust, service innovation, and security perceptions directly influence satisfaction and indirectly influence loyalty.
Ndubisi and Malhotra (2016) explored customer relationship management (CRM) strategies in emerging markets and found that personalization and proactive service were strong predictors of customer loyalty. They recommend integrating CRM systems with customer analytics to enhance predictive accuracy and responsiveness.
Chukwu and Igwe (2022) studied 400 customers of Nigerian retail banks and found a positive and significant relationship between perceived value, satisfaction, and loyalty. They highlighted that price fairness, mobile accessibility, and service reliability play mediating roles.
Globally, studies such as Lemon and Verhoef (2016), Morgeson et al. (2020), and PwC (2022) continue to support the strong link between CX metrics (NPS, CES) and financial performance. Wong (2018) used longitudinal telecom usage data and confirmed that optimal plan alignment and low perceived switching costs enhance customer retention.
These empirical findings collectively underscore that customer satisfaction remains a cornerstone of competitive strategy in the banking sector. Specifically, they affirm the growing impact of digital transformation, trust, and personalized service in shaping customer perceptions, loyalty behaviors, and organizational outcomes.
2.4 	GAP IN LITERATURE
Despite the wealth of literature on customer satisfaction and loyalty, notable gaps persist, especially within the Nigerian banking context. First, while global studies provide a robust understanding of digital transformation and customer experience, there is a scarcity of research focusing specifically on the Nigerian market, where unique socio-economic, technological, and regulatory factors shape customer behavior.
Second, most existing studies emphasize traditional satisfaction metrics without fully integrating advanced digital analytics or real-time behavioral data, which are increasingly vital for capturing dynamic customer expectations in a mobile-first, post-pandemic environment.
Third, although the importance of digital banking features has been acknowledged, there is limited empirical investigation into how specific innovations—such as biometric authentication, AI-powered customer support, and personalized financial services—affect long-term customer loyalty in Nigeria.
Additionally, cultural and demographic diversity in Nigeria suggests that satisfaction and loyalty may differ significantly across regions, age groups, and income levels. However, studies often treat customer bases as homogeneous, overlooking critical variations in expectation and experience.
Furthermore, while theories like Expectation Confirmation and Service-Dominant Logic have been adopted globally, few studies have tested their relevance or adaptability within Nigerian banking institutions like Access Bank. There is also limited exploration of how these frameworks interact with emerging technologies and evolving consumer expectations in local settings.
Lastly, the interplay between customer satisfaction and organizational performance is under-researched in Nigeria, particularly regarding measurable outcomes such as market share, digital engagement, and customer retention rates. Future research should bridge these gaps by employing longitudinal designs, integrating real-time data analytics, and focusing on contextual nuances within Nigerian banking environments.

CHAPTER THREE
3.0	METHODOLOGY
3.1 	INTRODUCTION
This chapter highlights the procedures used in conducting the study. Pertinent issues discussed in this section include the research design, sample size, sample procedure, methods of data collection, procedure for data collection and data analysis.
3.2	RESEARCH DESIGN
The research method adopted for this study is descriptive survey research design which described the existing status of what is being investigated which is to determine customer satisfaction on organizational performance. The survey design also helps the researcher to know where the variables are gotten and how the objectives could be achieved through the use of questionnaire. 
This descriptive approach involves the normal gathering analysis and interpretations of a set of data so as to explain the underlying factors that surrounding the problems which triggered the research.
3.3	POPULATION OF THE STUDY
The population for this study comprises of some selected customers and some member of staff of CBN in Ilorin branch which include 30 financial advisors and 20 managers of deposit money banks in Ilorin Metropolis who is supervisees of CBN. Therefore, 50 are target population hypothetical selected for the coverage areas under investigation.
3.4 	SAMPLING SIZE AND SAMPLE TECHNIQUES
The sample size for this study is 50 drawn from the hypothetical population of financial advisors from CBN and Managers of DMBs from customer’s feedback survey using convenience sampling. The study equally adopted stratified sampling technique; the first stage employed purposive sample of 50 participants based on study variables and objectives.  Second, the stratified random sampling was adopted for segmentation process by selecting members of staff. This is to increase precision and enable the study to obtain reasonable conclusion from which generalization shall be ascertained from the participants for this study. 
3.5 	METHOD OF DATA COLLECTION (INSTRUMENT)
Primary and Secondary sources were used to source for data for the study. The primary data was obtained through the administration of questionnaire which elicits information on the bio-data of the respondents and data related to the effect of Customer satisfaction on organizational performance. The secondary data was sourced from CBN branches in Ilorin metropolis. Service of Research Assistants was employed to assess information from the deposit money banks in selected location in Ilorin.
3.6 	METHOD OF DATA ANALYSIS
Descriptive statistics such as frequency distribution, percentages, means and standard deviations were calculated and data presented in form of table. Inferential statistics correlation and regression analysis (single regression) was used to draw implications from the data with regard to the regression model. Data was analyzed through the use of SPSS (Statistical Package for Social Science) software version 23.0.
3.7	LIMITATIONS TO METHODOLOGY
Despite the structured approach adopted in conducting this study, several methodological limitations were encountered which may have affected the scope and depth of the findings:
· Small Sample Size - The study employed a sample size of only 50 respondents, which may not be large enough to comprehensively represent the diverse customer and staff experiences within the entire Access Bank network or across the Nigerian banking sector. This restricts the statistical power of the findings.
· Sampling Technique Bias - The use of convenience and purposive sampling techniques may have introduced bias, as participants were not randomly selected. This may affect the generalizability of the results to a broader population.
· Questionnaire Limitations - The study relied primarily on structured questionnaires as the data collection instrument. Although this method is efficient, it may not fully capture the nuanced views of respondents. The fixed-response format can limit the depth of responses, especially for complex constructs like satisfaction and loyalty.
· Self-Reported Data - The responses obtained were based on the self-perceptions of customers and staff, which are inherently subjective. Respondents may have exaggerated or understated their experiences due to recall bias or the desire to provide socially acceptable answers.
· Lack of Longitudinal Data - The study was cross-sectional in nature, capturing data at a single point in time. It does not account for how customer satisfaction and organizational performance evolve over time, especially in response to new strategies or changing market dynamics.
· Limited Use of Qualitative Insights - The study relied heavily on quantitative analysis without integrating qualitative methods such as interviews or focus group discussions, which could have provided richer, more context-driven insights into the customer experience.
· Potential for Measurement Error - While the regression models used were statistically sound, there remains the possibility of measurement error due to issues like misinterpretation of questions or inaccuracies in self-reported data, which may affect the reliability of the results.







CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION
	This research work examined the impact of customers’ satisfaction on organization’ Performance in CBN Ilorin, Kwara State. In this chapter, the test of hypotheses will focus on the data extracted from returned questionnaires using the statistical tools discussed in chapter three. A total of 50 questionnaires were distributed for the purpose of executing the research objectives, out of which all are completely and correctly filled were retrieved for data analysis. It is also worth stating here that all tests of hypothesis in this research will be carried out using a level of significance of 0.05 (i.e. 5%).
4.2 	SAMPLE SIZE RETURNED
	Table 4.2.1: Sample Size Returned and Unreturned

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Returned
	50
	100.0
	100.0
	100.0

	
	Unreturned
	0
	0.0
	0.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
Table 4.2.1 show that out of the 50 copies of questionnaires distributed to some selected customers and staff of CBN Ilorin, Kwara State, all were returned as duly completed and used for further statistical analysis, and by implication the response rate was very good which enhance the accuracy of the results and findings in this study
4.3	DEMOGRAPHIC CHARACTERISTICS
This section presents the socio-demographic information of the respondents presented in frequencies tables and percentages. The study found it crucial to provide evidence of demographic data since it was deemed necessary to obtain such information on account that the respondents background sometimes are clear indicator of factors that may have economic relation to the nexus between customer satisfaction and organizational growth. The analysis relied on this profile information of the respondents so as to relate the relevance of the socio-economic background of the respondents to the study objectives
	Table 4.3.1GEDER

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	18
	36.0
	36.0
	36.0

	
	FEMALE
	32
	64.0
	64.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
18 respondents representing 36% were female, 32 respondents representing 64% were male. This means the study get the opinion responses of more females than males in the study which also implies that the banking industry required more service of males than females in the study location. 
	Table 4.3.2 AGE

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-25
	16
	32.0
	32.0
	32.0

	
	25-35
	29
	58.0
	58.0
	90.0

	
	35-45
	4
	8.0
	8.0
	98.0

	
	45 and above
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
16 respondents representing 32% indicate by specifying their age between 20-25 years, 29 respondents representing 58% indicate their age between 25-35 years, 4 respondents specifying between 35-45 representing 8%, while 1 respondents representing 2% indicate their age above 45 years. This directly implies majority of respondents are matured adults above 25 years and were able to provide objective responses in the study especially on issue pertaining to the customer satisfaction in the selected banks.
	Table 4.3.3 MARITAL STATUS

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	17
	34.0
	34.0
	34.0

	
	MARRIED
	26
	52.0
	52.0
	86.0

	
	WIDOW
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
17 respondents representing 34% indicate by specifying they are married while 26 respondents representing 52% indicate they are singled. 7 respondents indicate they are widow.  This directly implies majorities (52%) of respondents are a married person who are matured responsibilities of how to established customer relation of the banking industry.  
	Table 4.3.4 EDUCATIONAL QUALIFICATION

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	2
	4.0
	4.0
	4.0

	
	OND/NCE
	12
	24.0
	24.0
	28.0

	
	HND/BSC
	36
	72.0
	72.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
2 respondents representing 4% were SSCE holders, 12 respondents representing 24% indicate they are Diploma holders, 36 respondents specifying representing 72% were degree holders.  This means that the literacy cut across the selected bank and they were well enlightened about the study objectives.





4.4 	PRESENTATION AND ANALYSIS ACCORDING TO KEY QUESTIONS
	Q1. The organization positively respond to customer choice and preference

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	3
	6.0
	6.0
	10.0

	
	Undecided
	2
	4.0
	4.0
	14.0

	
	Agreed
	8
	16.0
	16.0
	30.0

	
	Strongly Agreed
	35
	70.0
	70.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagree that the organization positively respond to customer choice and preference 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 86% agreed. This means that the majority of respondents support the claim that the selected bank positively respond to customer choice and preference.






	Q2. Problems tackling in customer care unit are quickly resolved to improve better performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	3
	6.0
	6.0
	10.0

	
	Undecided
	1
	2.0
	2.0
	12.0

	
	Agreed
	7
	14.0
	14.0
	26.0

	
	Strongly Agreed
	37
	74.0
	74.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagree that the Problems tackling in customer care unit are quickly resolved to improve better performance, 1 respondents representing 2% were neither agree nor disagree and 44 respondents representing 88% agree. This means that the majority of respondents support the claim that that Problems tackling in customer care unit are quickly resolved to improve better performance.






	Q3. Customer loyalty scheme of the organization is undertake by people in customer relation department to oversee the organizational growth

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	3
	6.0
	6.0
	6.0

	
	Disagreed
	1
	2.0
	2.0
	8.0

	
	Undecided
	2
	4.0
	4.0
	12.0

	
	Agreed
	23
	46.0
	46.0
	58.0

	
	Strongly Agreed
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
4 respondents representing 8% disagree that the Customer loyalty scheme of the organization is undertaken by workers in customer relation department to oversee the sale growth, 2 respondents representing 4% were neither agree nor disagree and 44 respondents representing 88% agree. This means that the majority of respondents support the claim that that Customer loyalty scheme of the bank is undertake by workers in customer relation department of the selected banks to oversee the organizational growth.






	Q4. I have never switch between banks in the industry due to service problem

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	1
	2.0
	2.0
	6.0

	
	Undecided
	3
	6.0
	6.0
	12.0

	
	Agreed
	24
	48.0
	48.0
	60.0

	
	Strongly Agreed
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
3 respondents representing 6% disagreed they have never switched to other bank due to service problem. Also 3 respondents representing 6% were neither agree nor disagree and 44 respondents representing 88% agreed. This means that the majority of respondents support the claim they never switch to other bank due to product and service problem. This means the customer are very loyal simply because the CBN are ready to listening to their complaints as indicated in the excerpt of Q2 & Q3 above.






	Q5. The banking industry were quick in restoring hope in products and service delivery 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	3
	6.0
	6.0
	10.0

	
	Undecided
	3
	6.0
	6.0
	16.0

	
	Agreed
	8
	16.0
	16.0
	32.0

	
	Strongly Agreed
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagreed that the banking industry were quick in restoring hope in delivery problems. Also 3 respondents representing 6% were neither agree nor disagree and 42 respondents representing 84% agreed. This means that the majority of respondents support the claim that the bank industry was quick in restoring hope in service delivery. This means the service delivery system in CBN and banks is worthy of emulation in the study area. 






	Q6. The bank on occasion gives financial advisory to attract loyal customers to the industry

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	1
	2.0
	2.0
	2.0

	
	Disagreed
	3
	6.0
	6.0
	8.0

	
	Undecided
	2
	4.0
	4.0
	12.0

	
	Agreed
	10
	20.0
	20.0
	32.0

	
	Strongly Agreed
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
4 respondents representing 8% disagreed that the banking industry on occasion gives financial advisory service to attract loyal customers. Also 2 respondents representing 4% were neither agree nor disagree and 44 respondents representing 88% agreed. This means that the majority of respondents support the claim that the bank industry on occasion gives financial advisory to attract loyal customers. This means customer loyalty is better improved through financial advisory offered by the CBN.






	Q7. The organization act as a link between customers and the bank

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	3
	6.0
	6.0
	10.0

	
	Undecided
	5
	10.0
	10.0
	20.0

	
	Agreed
	18
	36.0
	36.0
	56.0

	
	Strongly Agreed
	22
	44.0
	44.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagreed that the organization acts as a link between customers and the bank. Also 5 respondents representing 10% were neither agree nor disagree and 40 respondents representing 80% agreed. This means that the majority of respondents support the CBN organization acted as a link between customers and the bank. This means that the selected company experienced growth through business expansion.







	Q8. Survey were occasionally undertaken to review customer satisfaction and to explore area of improvements in service delivery

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	1
	2.0
	2.0
	2.0

	
	Disagreed
	3
	6.0
	6.0
	8.0

	
	Undecided
	1
	2.0
	2.0
	10.0

	
	Agreed
	21
	42.0
	42.0
	52.0

	
	Strongly Agreed
	24
	48.0
	48.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagreed that the Survey were undertaken to review customer satisfaction and to explore area of improvements in service delivery. Also 1 respondent representing 2% were neither agree nor disagree and 45 respondents representing 90% agreed. This means that the majority of respondents support the organization survey being undertaken to review customer satisfaction and explore area of improvements in service delivery. This improves organizational performance of bank.





	Q9. The organization instruct the quality control department to take cognizance of customers choice and preferences

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	3
	6.0
	6.0
	6.0

	
	Disagreed
	2
	4.0
	4.0
	10.0

	
	Undecided
	2
	4.0
	4.0
	14.0

	
	Agreed
	22
	44.0
	44.0
	58.0

	
	Strongly Agreed
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% disagreed that the organization instructs the quality control department to take cognizance of customer’s choice and preferences. Also 2 respondent representing 4% were neither agree nor disagree and 43 respondents representing 86% agreed. This means that the majority of respondents support the organization decision to instruct those   in quality control department to take cognizance of customers’ choice and preferences. This increases organizational growth and customer satisfaction.  





	Q10. Customers feel free to relate with the organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	2
	4.0
	4.0
	8.0

	
	Undecided
	2
	4.0
	4.0
	12.0

	
	Agreed
	19
	38.0
	38.0
	50.0

	
	Strongly Agreed
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
4 respondents representing 8% disagreed that the Customers feel free to relate with the organization Also 2 respondent representing 4% were neither agree nor disagree and 44 respondents representing 88% agreed. This means that the majority of respondents support the claim that customers feel free to relate with the staff of the selected banks. This promotes customer satisfaction.







 
	Q11. The industry quality experience and service is of high expectation to satisfying customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	3
	6.0
	6.0
	10.0

	
	Undecided
	2
	4.0
	4.0
	14.0

	
	Agreed
	16
	32.0
	32.0
	46.0

	
	Strongly Agreed
	27
	54.0
	54.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
5 respondents representing 10% claim that industry produce the quality products expected by the customers, 2 respondents representing 4% were neither agree nor disagree and 43 respondents representing 86% disagree. This means that the majorities (86%) of respondents support the claim that bank quality experience is of high expectation to satisfy the customers
4.5 	HYPOTHESES TESTING
H01: There is no significant impact of customer loyalty on the organizational growth of CBN.
	Table 4.5.1: Model Summary

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

	1
	.663a
	.440
	.435
	.57610

	a. Predictors: (Constant), Customer loyalty


	To assess the extent of impact of customer loyalty on sales growth simple linear regression analysis was carried out. The model summary in table above indicates the value of the correlation coefficient R= .663 and the adjusted R- square = .435 which is just so close to R- square = .440 depict the fact if the model were derived from the population rather than a sample it would account for approximately 0.5% less variance in the outcome. Thus, the aggregated effects of customer loyalty on organizational growth is explained by the value of the R square, which indicates that 44% increase in organizational growth is accounted specifically by the customer loyalty of the selected bank and not more than 56% explained by other factors not included in this model. These factors include industrial policies etc.
	Table 4.5.2: ANOVAa

	Model
	Sum of Squares
	Df
	Mean
Square
	F
	Sig.

	1
	Regression
	24.360
	1
	24.360
	37.768
	.000b

	
	Residual
	30.978
	48
	.645
	
	

	
	Total
	55.338
	49
	
	
	

	a. Dependent Variable: Organizational Growth

	b. Predictors: (Constant), Customer Loyalty


ANOVAs table above test whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio (37.768) represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R2=0.440, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (Customer Loyalty) is positively related with the dependent variable (Organizational Growth). Hence, it is posited that there is significant relationship between customer loyalty and Organizational Growth at 5% level of significant.
	Table 4.5.3: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.381
	.150
	
	-2.495
	.000

	
	Customer Loyalty
	.702
	.162
	.663
	4.333
	.001

	a. Dependent Variable: Organizational Growth



Based on the R square explained above, the independent variables explain 44% of the variance of depended variable “Sales Growth”. Using non- standardized weight of regression, simple regression of equation can be presented as below:
Ŷ = -0.381 + 0.702x1 + εi
Ŷ = dependent variable “Organizational Growth”
x1 = independent variable “Customer Loyalty=0.702”
εi = stochastic error.
From the formula presented above, the Organizational Growth is equal to the sum of non-standardized beta coefficients with the average of using the appropriate method and non-standardized weight constant. From the regression analysis results, the customer loyalty is statistically meaningful for the model. It has regression coefficient (ẞ=0.702) positive which means with the raise of the independent variable (Customer loyalty) will have even raise of the dependent variable in “Organizational Growth”.  According to the results the statistical test for beta coefficient control the same result is taken (t1= 17.825 and p=0.001), this coefficient show that customer loyalty have a huge contribution for the model in order to improve organizational growth at 5% level of significant. However if the selected industry zeroing the customer loyalty scheme, it is likely for the organizational growth to decrease by 38.1% and this might affect the organization growth as shown by the intercept (c=-0.381) of the regression line in the table
H02: Service delivery has no significant impact on customer satisfaction in bank 
	Table 4.5.4: Model Summary

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

	1
	.962a
	.925
	.924
	.24858

	a. Predictors: (Constant), SD





To assess the level of relationship between Service Delivery (SD) and customer satisfaction (Affective non-financial Performance), simple regression analysis was carried out. The result of the regression model in the table shows the value of the regression coefficient R= .962, R- square = .925 and adjusted R-square = .924. From this result, the extent of relationship between access to service delivery system and customer satisfaction is clarified by the value of the R-square. The R-square value denotes 92.5% of customer satisfaction is accounted definitely by the accessibility to service delivery in the process and not more than 7.5% explained by others not included in this model. This means that service delivery system improves the customer satisfaction in the selected banks.
	Table 4.5.5: ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	167.144
	1
	167.144
	590.614
	.000b

	
	Residual
	13.594
	48
	.283
	
	

	
	Total
	180.739
	49
	
	
	

	a. Dependent Variable: Customer’s satisfaction

	b. Predictors: (Constant), SD



The analysis of variance table (Anova table above) showed regression sum of square value of (167.144) which is higher than the residual sum of square value of (13.594). This implies that the model accounted for most of the variations in the dependent variable. More so, the F calculated value of (590.614) is greater than the tabulated value of (3.84) indicating a significant relationship. In addition, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (PDS) is positively related with the dependent variable (Customer satisfaction). Hence, it is posited that there is significant relationship between Service Delivery (SD) and customer satisfaction at 5% level.
	Table 4.5.6: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	Model
	Sig.

	
	B
	Std. Error
	
	
	

	1
	(Constant)
	-.350
	.096
	
	-3.646
	.000

	
	SD
	.995
	.101
	.962
	9.852
	.000

	a. Dependent Variable: customer satisfaction



The beta value of the constant is -0.350 whereas; the beta value for the predictor variable (PDS) is 0.995. The t-value of 9.852 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.962) implies customer satisfaction will increase by 96.2% if Service delivery (SD) by one. Also if peradventure customer experienced poor service delivery (i.e. PDS= 0), non-financial performance will be badly affected because of further reduction in customer satisfaction by 35% and this might constitute a threat to the organizational performance of the bank in the study area, as shown by the constant value (-0.350) in the table.

H03: There is no significant effect of financial advisory on the organizational growth
	Table 4.5.7: Model Summary

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

	1
	.919a
	.845
	.844
	.67711

	Predictors: (Constant), Financial Advisory


To assess the extent of impact of Financial Advisory on organizational growth Simple linear regression analysis was carried out. The result of the regression model shown in table above indicates the value of the correlation coefficient R= .919 and the adjusted R- square = .844 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.845-0.844=0.001 or 0.1%). This shrinkage means that if the model were derived from the population rather than a sample it would account for approximately 0.1% less variance in the outcome. Thus, the aggregated effect of Financial Advisory on Organizational Growth is explained by the value of the R-square, which indicates that 84.5% increase in organizational growth is accounted specifically by change in price discount and not more than 15.5% explained by others not included in this model.




	Table 4.5.8: ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	160.901
	1
	160.901
	261.203
	.000b

	
	Residual
	29.580
	48
	.616
	
	

	
	Total
	190.481
	49
	
	
	

	a. Dependent Variable: Organizational growth

	b. Predictors: (Constant), Financial Advisory



The analysis of variance (ANOVAs table above) tests whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio (261.203) represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R2=0.845, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (Financial Advisory) is positively related with the dependent variable (Organizational Growth). Hence, it is posited that there is significant relationship between Financial Advisory and Organizational Growth at 5% level of significant.

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	Model
	Sig.

	
	B
	Std. Error
	
	
	

	1
	(Constant)
	.210
	.122
	
	1.718
	.087

	
	Financial Advisory
	.952
	.028
	.919
	33.636
	.000

	a. Dependent Variable: Organizational Growth


The beta coefficient of the model in table above indicates the beta value of the constant is 0.210 whereas; the beta value for the predictor variable (pricing policy) is 0.952. The t-value of 33.636 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.952) implies the level of organizational growth is increase by 95.2% as the Financial Advisory rating increase by 1%. With the value of constant (0.210) in the regression coefficients above, it is predicted that when removing the financial advisory service of bank from the model, it has no significant effect on organizational growth because other strategies are devise for organizational growth in the selected banks. Therefore it is concluded that there is a significant impact of Financial Advisory on the customer satisfaction of the selected banks. 
4.5 	DISCUSSION OF FINDINGS
Male respondents represent a simple majority 32(64%) compare to female 18 (36%). The results indicate that male responses are the majority employed in this study area.  29(58%) of the respondents were the majority that the instrument was administered to are in the age bracket of 25-35 years and about 26 (52%) of them are single. A comprehensive analysis of the result also shows that the majority of the respondents 50 (72%) were graduate working in the study area, with approximately 2(4%) were SSCE holders. 
This study is aimed at examining the impact of customer satisfaction on the organization performance of CBN in Ilorin metropolis. Specifically, the first hypothesis investigated the influence of customer loyalty on the growth of the selected banks.  Regression analysis was used to examine the impact of independent variable (customer loyalty) on dependent variable (sales growth). As a rule of thumb, the Pearson correlation helps in establishing issues of multi-collinearity. The result of the relationship between the customer loyalty and organizational growth were found to be significant 0.663* and the R2=0.440 implies that 44% increase in organizational growth is explained by a 1% increase in customer loyalty of the industry. The p-value = 0.000<0.005 signifies the rejection of null hypothesis in hypothesis 1 with the finding in the regression coefficient specifying the value of t>1.645 which significant at 5% level. The finding in hypothesis 1, give credence to the works of (Yi; 1990 & Cyne; 1989).
The finding in hypothesis 2 implies that service delivery has significant impact on customer satisfaction. The simple regression analysis was also conducted to test the impact of quality of service delivery on customer satisfaction. The results posited that 96.2% (R- square =0.962) of the variance of customer satisfaction have been significantly explained by the increase in the service delivery system by 1%. Hence the predictor (service delivery) significantly contributes to customer satisfaction which consequently results into customer retention. Therefore, the result of hypothesis 2 supported the view of (Erikson and Vaghult, 2000) that customer satisfaction is a central determinant of customer loyalty that improves performance of bank. The finding further reveals the need for the banking industry to strive hard in an effort to improve in service delivery system in order to redeem good image for customer satisfaction and retention. The result proved support for the alternative hypothesis that management of selected banks typically assigns task relative to service delivery system (SDS) in the study area. This is really necessary due to the competitive nature of the market which assist them overcome many challenges and improved in performance in the banking industry.
From the result in hypothesis 3, it was found that there exists a significant impact of financial advisory on customer satisfaction. The finding is in agreement with the works of (Gale & Fornell, 1992) who found that higher financial advisory have direct impact on customer satisfaction and growth of organization. The finding in hypothesis 3 indicates higher customer satisfaction translates into increase in organizational performance sustained by the ability to of offering financial advisory service.






CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS.
5.1 	SUMMARY OF FINDINGS
According to the findings in hypothesis 1 of this study, the result of the regression analysis proved support for the alternative hypothesis by indicating that customer loyalty has a huge contribution for the model in order to improve organizational growth at 5% level of significant. However it is predicted from the result that if the selected bank zeroing the customer loyalty, it is likely for the organizational growth to decrease by 38.1% and this might affect the organization performance as shown by the intercept (constant= -0.381) of the regression line.
The finding in hypothesis 2 implies that service improvement has significant impact on customer satisfaction. Therefore the null hypothesis is rejected and the alternative accepted and therefore drawn the fact that the variance of customer satisfaction by 96.2% have been significantly explained by the increase in the service delivery system of selected banks by 1. Hence the predictor (Non-financial Performance) significantly contributes to customer satisfaction which consequently results into customer retention
The finding in hypothesis 3 indicates higher Financial Advisory translates into higher organizational growth and the ability to improve performance. The finding gives support to the alternative hypothesis that there is significant impact of customer satisfaction on the performance of the bank in Nigeria.
 
5.2 	CONCLUSION
The implication of this study for managers is that banking industry should not just rely on profit margins as a good indicator of organizational growth. Rather, they should develop strategies that better capture customers’ perceptions on their products performance, service delivery and advisory service for the clients, and these strategies can complement the internal operational performance of banks. Findings conclude that customer satisfaction strategically helps to increase organizational growth, and that improved service on customer satisfaction exists in the industry.  
This helps the bank internally and externally in operational performance and provides opportunities for improvement in the industry.  The study concluded that customer satisfaction by offering financial advisory service by CBN take the most priority in satisfying clients and improved performance in the area. Service delivery system which includes effective loans and overdraft in time deposits, service turnaround, are relatively the best in the banking industry. The ability of bank getting connected to the customer helps in further improvement in non-financial performance, and organizational growth of selected bank in Ilorin.  Building trust in customers and occasionally offers of advice financially strengthened organizational growth and help to promote sustainable competitive advantage in banking industry.



5.3 	RECOMMENDATIONS
In the light of the above findings, the following recommendations are made.  
Banking industry should avail themselves the best in customer feedback which increase customer’s loyalty with a view to knowing how their organizational are performing in relation to their expected goals and objectives. 
Secondly, service delivery that can facilitate improvement in customer satisfaction should be embraced to increase organizational growth of the bank
It is a known fact that the banks are concerned about growth and by implication their customer satisfaction. Since they cannot use loans and overdraft alone to maneuver growth easily, they need to build trust in customer and offers an advisory service for better improved performance in the industry
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