CHAPTER ONE

INTRODUCTION

1.1
Background of the Study

Globalised competition has stressed the strategic importance of satisfaction, quality and consequently loyalty, being customer service strategies, in the battle for winning consumer preferences and maintaining sustainable competitive advantages. Services are gaining increasingly more importance in the competitive formula of both firms and countries. In the modern customer centric competitive arena, satisfaction, quality and loyalty prove to be key factors reciprocally interrelated in a causal and cyclical relationship. The higher the (perceived) customer service, the more satisfied and loyal the customers are.

In particular, financial institutions (i.e. banks) have realized the strategic importance of customer value and seemed to be continuously seeking innovative ways to enhance customer relationships through its various service strategies. In fact, as the offers of many financial services are very similar and slightly differentiable, loyal customers have a huge value, since they are likely to spend and buy more, spread positive word-of-mouth, resist competitors‘ offers, wait for a product to become available and recommend the service provider to other potential customers.

Financial services in Nigeria have experienced several changes over the last decades with a growing attention to customer needs. Financial institutions (i.e. banks) realized the strategic importance of customer value and seem to be continuously seeking innovative ways to enhance customer relationships. The important role in the development of every economy by the financial sector cannot be overlooked. Banks as a matter of fact inevitably play an important role in boosting the performance of businesses in the economy. Banks are the principal supplier of credit in Ghana. In spite of their role, banks could not have done all these without customers. In actual fact, no customer no business.   This has therefore necessitated for the good treatment of customers to be able to sustain and play the above important roles.

Globally, every business looks for opportunities to stand out from the rest. Almost all the banks, through their customer service strategies, provide similar products and services. These products and services could be copied but the only way one could differentiate the business was by providing superior customer service. More so, it does not matter what systems or processes your business employs, unless you are able to make a profit all of it is worthless. Profit could only be generated through customers.

During the 1980s marketing research became aware of the potential of relationship marketing and shifted focus to the development and maintenance of long term marketing relationships. Therefore, the traditional product-oriented bank became more and more customer-oriented, focusing on protecting and retaining actual customers‘ loyalty as the main source of competitive advantage (Walsh and Lipinski, 2009).

1.2
Statement of the Problem

While there is existing research about customer service in the banking industry around the world, there are no clear conclusions as to the most important customer service dimensions and strategies for satisfying bank customers. As a result of the proliferation of banks, customers of late are seen hopping from one bank to the other depending on the kind of services offered. The current mobility crisis has been due to poor service which eventually put customers off. The problems envisaged as a result of poor customer service are damage to corporate image, low profitability, lost of customers (both existing and potential), loss of competitive edge, high cost in attracting customers, bad mouthing and legal implications.

Numerous studies have shown that it cost businesses six times as much to attract a new customer as it would to keep an existing customer. On average 95% of customers who experienced no problems would remain loyal to the business. But what is of more concern is that a dissatisfied customer usually tells an average of nine other people about any bad experience or dissatisfaction. Eighty-five percent (85%) of customers with a complaint or problem, who were not satisfied with the way in which it was handled, would not deal with the same business or company again (Walsh and Lipinski, 2009).   The study therefore, looks at the impact of customer service strategies on corporate performance in Nigeria banks to ensure long term success and development of the banking sector. 

1.3 Research Questions

Some of the major research questions to be answered by the study therefore would be:

1. What strategies are adopted by the bank to keep and maintaining customers?

2. How effective are the customer service strategies being pursued by GTBank?

3. What perception do customers have on customer service strategies adopted by  GTBank?

4. What are the major complaints of the customers of the GTBank?

1.4
Objectives of the study

Based on the background and the statement of problem of this study, the main objectives    were:

1. To identify the customer service strategies being pursued at GTBank

2. To assess the effectiveness of the customer service strategies being pursued.

3. To measure the customers perception of the customer strategies used at GTBank.

4. To identify the major complaints of customers at GTBank

1.4 Significance of the Study

The study would be significant to the following parties:

Management: It would help management of banks to put in place measures that addresses the problems relating to customers. It would also assist banks to identify other needs they could be used to meet customers‘ expectation, thereby ensuring sound, secured and profitable banking in Nigeria. This would enhance banks‘ ability to play their intermediation role effectively and contribute to the growth of the economy. The findings in this study provide targeted information for bank managers and others workers to improve satisfaction levels of specific groups of the ethnically diverse customer population in Nigeria.

Academia and the Public: The study would add to the body of knowledge that has been build on customer service and will serve as a base for academia and other people who want to conduct similar or further studies into the financial sector. This work, therefore, would add to the understanding of customer service at GTBank and in particular the banking sector in general.

Policy Makers: It is expected that the study would serve as an input to policy formulation by the government and its regulatory and supervisory bodies such as Ministry of Finance and Bank of Nigeria in formulating policies to facilitate, promote and develop the financial sector.

1.6
Scope and  Limitation of the Study

The study centered on the impact of customer service strategy on corporate performance. The study would focus on GTbank. The researcher focused more on Gtbank of Ilorin Metropolis. This concentration of study would ensure easy access to information given the timing constraint.

The researcher encountered some problems in this research work. Among the problems was the fact that the time span within which to complete this work was not enough to allow for the study of all the banks in Ilorin. 

Again, due to the banking secret codes and the sensitive nature of some banking information especially concerning clients, some respondents were reluctant to give the information required or gave wrong information. This could affect the authenticity of the findings. Due to the limited time, as stated above, which would limit the author to a case study of only one bank was concerned that the findings would not be true representative of the customer service situation in Nigeria.

1.7
Definitions of Terms
BANK

 This is a person or company carrying on business of receiving money and collecting draft for customer subject to the obligation of honoring cheque drawn upon them from time to time by customer to the extent of the amount available on their current account.

BANKERS

This is a person, who is consideration of remuneration, received or to be received engage himself in the practices of banking procedure

CUSTOMER

 This is a person who maintains and opens an account with a banker to enjoy any of the services of a bank.

RELATIONSHIP

This is a contractual agreement between the banker and the customer which is legally bind and legal consequences.

1.8
ORGANIZATION OF THE STUDY
The study comprised five (5) main chapters.

Chapter one was devoted to the general introduction covering the background of the study, the statement of the problem, the objectives, significance, scope and how the research was organized.

Chapter two was mainly concerned with the review of related literature on customer service strategies as well as its impact on corporate performance. 

Chapter three provided the methodology that was applied to achieve the research objectives including primary data and method of analysis. 

Chapter four covered the analysis and presentation of data. Chapter five finally, provided a summary of the presentation, conclusions, and recommendations.

CHAPTER TWO

LITERATURE REVIEW

2.1
Conceptual Framework
Whether through experience or good business sense, most companies, including banks, have become well versed in the correlation between service and returns. Happy customers spend more and are loyal. But this simplistic equation overshadows a deeper problem caused by bad customer service (Peattie and Peattie, 1995).

Walsh and Lipinski (2009), argue that customer service operations within large businesses are targeted with increasing customer revenues through cross- and up-selling, and enhancing loyalty by delivering a premium customer experience. Walsh and Lipinski explain that these operations are typically measured on the quality of their service delivery using metrics such as average call waiting times, query handling and resolution, sales conversion rates, etc. They add that a well performing customer service operation is judged by its ability to meet or exceed service level targets. These metrics, however, skew a company‘s understanding of its customer relationships.

Customer Service in the Banking Environment

Customer service is the primary end of any bank. A customer always wants something and expects that the bank should come up to the level to fulfill those needs. Albrecht, cited in Kirkwood (2009), describes customer service as an equation expressed below:

Service Equation:

[image: image1.png]



Source: Kirkwood (2009)

To deliver positive quality, a business must come up with a result beyond their customers‘ expectations. Although the mechanics of a business operation (e.g. quality systems, pricing policies) can often be similar between businesses in the same industry, it is the ‗people part‘ – the relationship with the individual customer – where the business gains an advantage over a competitor. Albrecht suggests that businesses today operate in a market-driven, customer- oriented era. To survive, businesses have to be flexible, adaptable and above all provide superior service. Albrecht in Kirkwood (2009) further suggests that research has shown that organizational subunits where employee perceptions are favourable enjoy superior business performance. The service profit chain model of business performance (Heskett, Sasser, & Schlesinger, 1997) has identified customer satisfaction as a critical intervening variable in this relationship.

The service profit chain

Heskett, et al (1997) have suggested that as customers become more mature in their expectations, organizations at all levels are shifting focus to becoming more customer-centric. The customer experience and quality of interaction has become the order of the day and organizations have had to look within to realign its customer processes and re-think its service delivery strategies, structures and methods to be more effective. Kirkwood (2009) believes that one plausible account of the link between the employee‘s work experiences and financial performance holds that, in the service sector, customer satisfaction is a critical intervening variable. Management theorists call this view of organizational performance the service profit chain (Heskett et al., 1997 in Ssebunnya Henry Abid Naeem, 2010).

Stated simply, the service profit chain asserts that satisfied and motivated employees produce satisfied customers and satisfied customers tend to patronize more, increasing the revenue and profits of the organization. Heskett et al. (1997) in Kirkwood , for example, define the service profit chain as ‗involving direct and strong relationships between profit; growth; customer loyalty; customer satisfaction; the value of goods and services delivered to customers; and employee capability, satisfaction, loyalty and productivity.‘ Heskett et al (1997) recommend the service profit chain as a framework for constructing a strategic organizational vision, and suggest that, provided service profit chain concepts are carefully interpreted and adapted to an organization‘s specific situation, they are capable of delivering ‗remarkable results‘.

Service Quality in the Banking Environment

Service quality is about meeting customer needs satisfactorily by matching to his expectations. Service quality in banking implies consistently anticipating and satisfying the needs and expectations of customers (Howcrof 1991). The importance of service quality in Banks has been emphasized in many studies and perceived quality advantage leads them to higher profit (Raddon 1987; Buzzell & Gale 1987 in Ssebunnya Henry Abid Naeem). Parasuraman and Berry (1991) cited in Ssebunnya Henry Abid Naeem hold the view that high quality service gives credibility to field sales force. Heskett et al. (1990) observed that the longer a company keeps a customer, the more money it stands to make.

Adrian (1995) contends that there is enough evidence that demonstrates the strategic benefits of quality in contributing to profit, market share and returns on investment; and lowering cost and improving productivity. This position is shared by Bateson (1995), Berry et al (1989), Garvin (1983); and Kotler (2003). Maximizing customer satisfaction through quality customer service has been described as the ‗ultimate weapon‘ (Davidow & Uttal (1989). According to Heskett et al (1990), by composing and orchestrating the appropriate level of resources, skill, ingenuity, and experience for effecting specific benefits for service consumers, service providers participate in an economy without the restrictions of carrying stock (inventory) or the need to concern themselves with bulky raw materials. On the other hand, their investment in expertise does require consistent service marketing and upgrading in the face of competition which has equally few physical restrictions.

Customer Relationship

Heskett et al (1990) argue that businesses cannot maximize asset productivity (for instance, the value of customer relationships) over the customer lifecycle. At best, potential process synergies and internal collaborative opportunities to enhance customer value slip by. At worst, companies risk damaging relationships resulting in unfulfilled revenue opportunities and higher churn. Companies have ended up putting the cart before the horse – business- driven customer relationships rather than customer-driven business.

Customer service strategy

As suggested by Kotler (2003), growth is the fundamental strategic challenge for business leaders. Creativity is essential for sustained growth. Effective execution of existing strategies can bring increased revenue and profits, but the most successful strategies are often the most creative, delivering growth by developing new ones.

Many organizations are faced with significant challenges in the area of customer service and service delivery, both internally and externally. The constant change in demographics coupled with high customer expectations is making organizations rethink its customer service strategies. Kotler (2003) again says that strategies and tactics that worked in the past are less effective and require more effort to execute. In an era where service has become a defining factor for customers, organizations of all types struggle to find the unique balance between delivery of a service, the cost of the delivery and customer expectations.

A winning customer service strategy, according to Julie Mohr (2008) includes six steps:

· Solicit: Solicit customer complaints and feedback.

· Resolve: Resolve customer complaints on first contact.

· Track: Track, trend and proactively eliminate customer complaints using the problem management system.

· Survey: Survey customers on a regular basis.

· Train: Train employees, based upon complaints, survey results and performance metrics, to increase quality of customer service and improve complaint resolution.

· Market: Market the winning customer service strategy to help desk employees and customers to establish expectation.

Customer satisfaction and financial performance

The second crucial element of the service profit chain is the link between customer satisfaction and financial performance. Management theorists and chief executives have often argued that superior business performance depends critically on satisfying the customer (e.g. Heskett et al., 1997; Peters & Waterman, 1982; Watson, 1963). In support of this view, consumer researchers have established that customers who are satisfied with a supplier report stronger intentions to purchase from that supplier than do dissatisfied customers (e.g. Anderson & Sullivan, 1993; Mittal, Kumar, & Tsiros, 1999; Zeithaml, Berry, & Parasuraman, 1996). However, as noted by Verhoef, Franses, and Hoekstra (2001), the link between customer satisfaction and actual, as opposed to intended, purchase behaviour is less well established.

At the business unit level of analysis, relationships between customer satisfaction levels and financial performance have been reported by both consumer and organizational researchers. Correlations between customer satisfaction and financial performance have been noted in the restaurant sector by Bernhardt, Donthu and Garry A. Gelade and Stephen Young Kennett (2000), and in the retail sector by Rucci et al. (1998).

In the banking sector, Loveman (1998) found that higher customer satisfaction leads to increased cross-selling at the branch level, and Ittner and Larcker (1998) found customer satisfaction was a leading indicator of revenue, and growth in the customer base, in bank branches. Overall, and despite some negative findings, these results support the general conception of a link between customer satisfaction and financial performance.

Customer Retention

Customer lifetime value: Thompson & Martin (2005) explain that every interaction with a customer should be done on the basis that their value to you is the total of all the purchases they will ever make, not that one sale. As an example, they state that most valuable customers are probably not those who make the biggest purchases; they are the ones who come back again and again. This way of thinking, according to him, enables firms to consider marketing approaches that don‘t require firms to make back the cost of acquiring a customer in a single sale.

The cost of acquisition: According to Porter, it has been demonstrated that it is up to 20 times more expensive to acquire a new customer than it is to keep an existing one. De Wit & Meyer (2004) say that a traditional sales approach can be likened to pouring new customers into a bucket with a hole in the bottom – the weaker your levels of customer retention the larger the hole.

Common Loyalty Personality Divisions

Krake (2005) present the following as common loyalty personality divisions:

a) Innovators/risk averse: Some people will always be on the lookout for the latest product or trend, and will tend to try something just because it‘s new.

b) Level of involvement: Some markets exhibit ‗high involvement‘ than others, reflecting the importance to customers of making the right purchasing decision. Beyond market-wide trends, however, the most significant difference is in how involved your customers feel with you.

c) Perception of switching barriers: Switching barriers are the perceived obstacles to changing supplier.

Types of loyalty

Reijonen et al (2010) identify five main types of loyalty. Most bear little relation to the true meaning of the word loyalty, involving very little allegiance, devotion or duty.

a) Monopoly loyalty: Monopoly loyalty is an extreme example, but does illustrate the point.

Where customers have little or no choice, their ‗loyalty‘ is far from devoted. It is often resentful.

b) Cost of change loyalty: Other suppliers are notionally in a competitive situation. Their customers could use alternative suppliers –in theory. In some situations, however, the cost, difficulty or hassle factor involved in changing suppliers is so great that customers will do it only as a last resort. Research shows that they will live with much lower than normal levels of satisfaction before they switch suppliers. But this reluctance to change suppliers cannot be described as ‗loyalty‘. It certainly involves little allegiance, duty or devotion.

c) Incentivized loyalty: Incentivized loyalty has possibly been the most over hyped marketing strategy in recent years. It may have some effect on customers who are not spending their own money.

d) Habitual loyalty: Habitual loyalty may be the most common form of repeat business. As time becomes an increasingly scarce commodity for many consumers, familiar routines that can be quickly accomplished with minimal thought become part of the lifestyle.

e) Committed loyalty: The degree of customer commitment can be used in customer satisfaction measurement to segment the customer base and identify those customer groupings that are most at risk of defection. Often, customer loyalty segments will have different needs and priorities, they will certainly have different perceptions of the performance of your organization and, consequently, you will often need to define distinct strategies for different loyalty segments.

Customer value

Krake (2005) point out that the cost of customer acquisition intensifies through greater competition, the need to maximize the value of existing customer relationships is becoming an absolute business imperative. This has driven the development of the concept of Customer Value, enabling CFOs to understand and act on what has historically been a management intangible.

Porter (1980) points out that customer value can best be described as an asset based on the quality of the customer relationship, as experienced from both sides of the coin. Expressed in financial terms, it is a function of cash flow, profitability and customer service status. By implementing effective Customer Value Management, businesses can create a virtuous cycle where the company invests in its customers and its customers invest in it. By doing so, a company will be able to maximize the value of its ‗customer assets‘ and customers benefit from a positive, responsive organization that is focused around them and their needs.

Krake (2005) say that in addressing the three core denominators of customer value, cash (Cash flow and payments), cost (administration and support) and service (sales & retention) in a fully integrated way, Customer Value Management requires:

· Optimizing cash flow to support value generation across the enterprise.

· Reducing the impact of bad debt and write-offs through enhanced credit risk management.

· Minimizing the cost (and complexity) of managing and supporting customer relationships (including reducing interest cost charges).

· Reducing churn and minimizing the cost of having to acquire replacement customers.

· Enhancing cross- and up-sell opportunities.

· Extending customer relationships to sustain revenue contribution.

Customer Engagement

With greater access to information, more sensitivity to price, and less sensitivity to advertising, today‘s customers are harder to win and keep. According to Kirkwood (2009) the key to acquiring and retaining customers in this environment is to engage them — to participate in an ongoing, two-way conversation with customers that creates:

A deep emotional connection with the brand: Engaged customers have strong positive feelings about a brand ranging from high brand affinity to passionate zeal.

High levels of active participation: Engaged customers don‘t just feel strongly about a brand, they act on those feelings. These individuals proactively visit stores or Web sites to check out what‘s new, talk about the brand with family, friends, and colleagues, visit online forums to get advice from professional peers, provide feedback that makes products and services better, and contribute content that helps other people buy, try, or use the company‘s products more effectively. A long-term relationship: Engaged customers interact with their favorite or most useful brands regularly. And with each positive interaction, their affinity for the brand is strengthened, making them more likely to return, repurchase, or extend a contract.

Creating Strategic Flexibility

Strategists have long argued for strategic purity (i.e., focused, distinctive strategy) and commitment (i.e., clear alignment of all resources and capabilities with that strategy), citing research and examples showing that the highest returns are correlated with focus and commitment. Kirkwood suggests that the choices underlying a focused, committed strategy must often address a future that involves unpredictable changes in consumer response, market dynamics, and development paths. ―Middle-of-the road‖ strategies offer more resilience, ―but at the cost of being able to generate significant returns,‖ It is impossible to build sufficient adaptability at the business level, even if competitors‘ responses might be parried.

The Impact of Good Customer Service

According to Long (n.d) contribution of good customer service cannot be overlooked in every successful business .The results are envisaged below.

Profits: Good customer service departments understand the relationship between the way they greet, treat and handle customers and the bottom line. Efficient customer service departments seek to solve problems as they occur, and, if possible, prevent them in the first place. For instance, when processing an order for products or services, good customer service departments will ask necessary questions to ensure the customer is ordering the correct item or service, and will verify the data before ending the call or contact to verify accuracy. This can reduce the drain on company resources and increase customer satisfaction by reducing the number of returns, complaints and problems that crop up because of poor handling. In addition, properly trained representatives can effectively cross-sell additional products or services while processing customer orders, thereby increasing sales.

Loyalty: Treating customers with respect, greeting them with enthusiasm and going above and beyond to resolve any problems and issues can keep customers coming back. When companies seek to resolve problems and issues in a quick, pleasant and efficient manner, customers remain confident in the company and continue the business relationship. In addition, happy customers help spread positive word-of-mouth, resulting in an additional avenue for marketing and advertising for your company.

Internal Benefits: Good customer service provides exceptional customer service to external and internal customers. Internal customers, including marketing and product development, depend on the data collected from customer service contacts to improve existing products and services. This data can include information related to safety issues, production problems and poor performance. The internal benefits of good customer service also stretch beyond current products and services. Good customer service departments capitalize on the ideas customers provide for suggested products and services, leading to opportunities for new innovations and revenue streams.

Corporate Performance

Atemnkeng et al (2000) suggest that corporate performance is the primary concern of management, investors and economic planners. This concern, according to them stems from the idea that the impact of performance of profit maximizing corporations on their profitability and hence, their survival will have great impact on the country‘s economic growth. They claim that good management decision would be made in favour of factors that highly improve a firm‘s performance. Abdula (1994) proposes that, a study of the determinants of corporate performance would help management, investors and governments to plan for unpleasant events.

Performance Indicators

Pilkington et al (2006) describe a Performance Indicator or Key Performance Indicator (KPI) as an industry jargon term for a type of measure of performance that is commonly used by an organization to evaluate its success or the success of a particular activity in which it is engaged. The Pilkington et al (2006) explains that sometimes success is defined in terms of making progress toward strategic goals, but often, success is simply the repeated achievement of some level of operational goal (zero defects, 10/10 customer satisfaction etc.). It further stresses that, choosing the right KPIs is reliant upon having a good understanding of what is important to the organization. According to the Pilkington et al (2006) a very common method for choosing KPIs is to apply a management framework such as the balanced scorecard.

Categorization of indicators

Key Performance Indicators define a set of values used to measure against. These raw sets of values, which are fed to systems in charge of summarizing the information, are called indicators. Indicators identifiable as possible candidates for KPIs can be summarized into the following sub-categories: Quantitative indicators which can be presented as a number, Practical indicators that interface with existing company processes, Directional indicators specifying whether an organization is getting better or not, Actionable indicators are sufficiently in an organization's control to effect change and Financial indicators used in performance measurement and when looking at an operating index (Pilkington et al, 2006)

Identifying Indicators of Organization

The key stages in identifying KPIs, according to Pilkington et al (2006) are: having a pre- defined

business process (BP), having requirements for the BPs, having a quantitative/qualitative measurement of the results and comparison with set goals, and investigating variances and tweaking processes or resources to achieve short-term goals.

Customer Complaints

According to Mealy (2007) no matter how hard a firm tries, things are bound to go wrong once in a while. No matter the reason for the complaint, the important thing is to try and please the customer and send them home knowing that, yes there was a problem, but it is not typical of your establishment. Let them know that you, the owner, value their comments and their business. How you handle customer complaints determined the customer commitment to company. Here are some tips to help you field your next complaint and send your customer home with a smile. Mealy (2007) suggested the following as effective ways of managing customer complaints:

1. Listen Intently: Listen to the customer, and do not interrupt them. They need to tell their story and feel that they have been heard.

2. Thank Them: Thank the customer for bringing the problem to your attention. You can‘t resolve something you aren‘t completely aware of, or may be making faulty assumptions about.

3. Apologize: Sincerely convey to the customer your apology for the way the situation has made them feel. This is not the time for preachy reasons, justifications or excuses; you must apologize.

4. Seek the Best Solution: Determine what the customer is seeking as a solution. Ask them; often they‘ll surprise you for asking for less than you initially thought you‘d have to give— especially when they perceive your apology and intention is genuinely sincere.

5. Reach Agreement: Seek to agree on the solution that will resolve the situation to their satisfaction. Your best intentions can miss the mark completely if you still fail to deliver what the customer wants.

6. Take Quick Action: Act on the solution with a sense of urgency. Customers will often respond more positively to your focus on helping them immediately versus than on the solution itself.

7. Follow-up: Follow-up to ensure the customer is completely satisfied, especially when you have had to enlist the help of others for the solution delivery. Everything up to this point will be for naught if the customer feels that ―out of sight is out of mind.
2.2
Theoretical Framework
Behavioural Theory

Stajkovic & Luthans, (1997) showed that in many behavioural theories, feedback is seen as reinforcement or as a stimulus. Prue & Fairbank, (1981).mentioned in their study that feedback is said to be reinforcement when the following performance increases the probability of the behaviour. This was further concluded by Balcazar, Hopkins, & Suarez, (1986).that feedback can become reinforcement by shadowing reinforcing consequences or it could act as a stimulus that strengthens the employees’ believe that there are future opportunities for reinforcement

Control Theory 

Weiner, (1948) and; Wickens, (1986) in their study showed that the effects of feedback are developed from the control theory. This theory sees people as processing information in order to understand and adapt to the environment and sees customer feedback as an important tool to adaptation. Klein, (1989), Katz & Kahn, (1978) concluded in their study that both people and firms are seen as systems that process information from the internal and external environment and adapt successfully to their context. Customer feedback whether corrective or negative feedback will have effects between current and desired strategic goals. High achievers need to correct any deviation from achieving their goals and must maintain their quality standards. Bandura, (1986) indicated that good performers have the option of lowering their standards or abandoning the task itself when performance does not meet standards. He also continued to show that this is a not a desirable option and brings to fore the need to keep employees committed to their tasks. Control theory looks at customer feedback as a way of maintaining performance levels of staff in relation to institutional standards. The process of setting higher standards and working towards meeting their achievements is not always very possible within dynamic organizational settings where multiple tasks and goals compete for the individual’s attention. In sum, control theories feedback is considered as an informational drawn together for future reinforcement or punishment. It especially lays emphasis on the importance of corrective-negative feedback or feedback about unexpected from desired standards.

Social Cognitive Theory

Sims & Lorenzi, (1992) indicated that the social cognitive theory identifies both environmental and cognitive effects on behaviour, covering elements from both the behavioural and cognitive frameworks. This theory explains the feedback and performance relationship through the influence of self efficacy. 

Self Efficacy Theory

Self efficacy can be best understood as the employee’s belief that his or her skills and effort affect performance. Bandura, (1977); (1997), mentioned that high self efficacy has been shown to be positively related to performance in both laboratory and field settings. Eden, (1990) showed that part of the impact of self efficacy on performance could be explained by expectancy effects, particularly the Pygmalion effect and the Galatea effect. Your expectations of people and their expectations of themselves are the key factors in how well people perform at work. Note that the power of expectations cannot be overestimated. Similarly, an employee who has high self efficacy has high self-expectations, and would be likely to exert effort and attain higher performance levels. Eden & Ravid, (1982) have indicated that both the Pygmalion and the Galatea effects have a positive influence on performance and are often difficult to disentangle (Eden, 1991). Locke & Latham, (1990) have also showed that self efficacy, impacts performance directly, and effects how the individual is to set difficult goals for himself or herself and how committed he or she is to these goals. Thus, goals can play a very important role in influencing performance improvements. This importance of goals is deliberated in what is known as goal setting theory, but which can be incorporated within social cognitive theory due to its focus on both social behaviour and cognition, and due to its prominence on seeking cognitive explanations for performance (Sims & Lorenzi, 1992).

Goal Setting Theory

Locke, Shaw, Saari, & Latham, (1981), Locke and Latham (1990) had also proposed that feedback offers individuals with information related to differences between actual and expected performance. The performer establishes goals for him or her and compares his or her performance against these goals. Again, discrepancies between goals and performance are made known through feedback which, in turn, affects future goal setting and performance. Subsequently, Locke and Latham (1990), mentioned that individuals first interpret or cognitively appraise the feedback, and then do a value appraisal, i.e., compare the feedback with their own performance standards, and finally emotionally respond to the discrepancy between staff performance standards and actual performance revealed in the customer feedback. Unlike control theory, bank staff is viewed as all the time setting higher standards and more difficult goals for themselves. Locke and Latham (1990) also went on and suggested that goal assurance moderates the relationship between goal difficulty and performance. This is because only when people are dedicated to their goals will they exercise effort to attain them. Feedback inspires the kind and level of goals that need to be set to achieve high performance, taking capacity and capability into account.

2.3
Empirical Framework
The generic clear-cut, complete and concise definition of the term ‗service‘, according to Pilkington et al (2006), is a set of singular and perishable benefits delivered from the accountable service provider, mostly in close coactions with his service suppliers, generated by functions of technical systems and /or by distinct activities of individuals, respectively, commissioned according to the needs of his service consumers by the service customer from the accountable service provider, rendered individually to an authorized service consumer at his/her dedicated trigger, and finally, consumed and utilized by the triggering service consumer for executing his/her upcoming business or private activity. Pilkington et al (2006) further explain that, a service is the intangible equivalent of an economic good. Service provision is often an economic activity where the buyer does not generally, except by exclusive contract, obtain exclusive ownership of the thing purchased. The benefits of such a service, if priced, are held to be self-evident in the buyer‘s willingness to pay for it. In terms of their generic key characteristics, services can be paraphrased, according to Pilkington et al as presented below:

Intangibility: Services are intangible and insubstantial; they cannot be touched, gripped, handled, looked at, smelled, tasted or heard. Thus, there is neither potential nor need for transport, storage or stocking of services. Furthermore, a service cannot be (re)sold or owned by somebody, neither can it be turned over from the service provider to the service consumer nor returned from the service consumer to the service provider.

Perishability: Services are perishable in two regards: (a) the service relevant resources, processes and systems are assigned for service delivery during a definite period in time. If the designated or scheduled service consumer does not request and consume the service during this period, the service cannot be performed for him. (b) When the service has been completely rendered to the requesting service consumer, this particular service irreversibly vanishes as it has been consumed by the service consumer.

Inseparability: The service provider is indispensable for service delivery as he must promptly generate and render the service to the requesting service consumer. In many cases the service delivery is executed automatically but the service provider must preparatory assign resources and systems and actively keep up appropriate service delivery readiness and capabilities (Pilkington et al 2006).

Simultaneity: As soon as the service consumer has requested the service (delivery), the particular service must be generated from scratch without any delay and friction and the service consumer instantaneously consumes the rendered benefits for executing his upcoming activity or task (petite, 1987).

Variability: Each service is unique. It is one-time generated, rendered and consumed and can never be exactly repeated at the point in time, location, circumstances, conditions, current configurations and/or assigned resources are different for the next delivery, even if the same service consumer requests the same service (Pilkington et al 2006).

Each of these characteristics is retractable per se and their inevitable coincidence complicates the consistent service conception and makes service delivery a challenge in each and every case (Pilkington et al 2006).

Service specification

Any service can be clearly, completely, consistently and concisely specified by means of the following 12 standard attributes which conform to the MECE (Mutually Exclusive, Collectively Exhaustive) principle (Pilkington et al 2006):

a) Service Consumer Benefits: describe the (set of) benefits which are triggerable, consumable and effectively utilizable for any authorized service consumer and which are rendered to him as soon as he triggers one service.

b) Service-specific Functional Parameters: specify the functional parameters which are essential and unique to the respective service and which describe the most important dimension(s) of the services cape, the service output or the service outcome.

c) Service Delivery Point: describes the physical location and/or logical interface where the benefits of the service are triggered by and rendered to the authorized service consumer. At this point and/or interface, the preparedness for service delivery readiness can be assessed as well as the effective delivery of the service itself can be monitored and controlled.

d) Service Consumer Count: specifies the number of intended, clearly identified, explicitly named, definitely registered and authorized service consumers which shall be and/or are allowed and enabled to trigger and consume the commissioned service for executing and/or supporting their business tasks or private activities.

e) Service Delivering Readiness Times: specify the distinct agreed times of every day of the week when i) the described service consumer benefits are triggerable for the authorized service consumers at the defined service delivery point, and again, consumable and utilizable for the authorized service consumers at the respective agreed service level, ii) all the required service contributions are aggregated to the triggered service, iii) the specified service benefits are comprehensively rendered to any authorized triggering service consumer without any delay or friction. (Pilkington et al 2006):Service Support Times: specify the determined and agreed times of every day of the week when the triggering and consumption of commissioned services is supported by the service desk team for all identified, registered and authorized service consumers within the service customer's organizational unit or area.

f) Service Support Languages: specifies the national languages which are spoken by the service desk team(s) to the service consumers calling them.

g) Service Fulfillment Target: specifies the service provider's promise of effectively and seamlessly delivering the specified benefits to any authorized service consumer triggering a service within the specified service times. It is expressed as the promised minimum ratio of the counts of successful individual service deliveries related to the counts of triggered service deliveries. The effective service fulfillment ratio can be measured and calculated per single service consumer or per service consumer group and may be referred to different time periods (workday, calendar week, work month, etc.)

h) Service Impairment Duration per Incident: specifies the allowable maximum elapsing time between: 1) the first occurrence of a service impairment, i.e. service quality degradation, service delivery disruption or service denial, whilst the service consumer consumes and utilizes the requested service, 2) the full resumption and complete execution of the service delivery to the content of the affected service consumer.

i) Service Delivering Duration: specifies the promised and agreed maximum period of time for effectively rendering all specified service consumer benefits to the requesting service consumer at his currently chosen service delivery point.

j) Service Delivery Unit: specifies the basic portion for rendering the defined service consumer benefits. The service delivery unit is the reference and mapping object for the Service Delivering Price, for all service costs as well as for charging and billing the consumed service volume to the service customer who has commissioned the service delivery.

k) Service Delivering Price: specifies the amount of money the service customer has to pay for the distinct service volumes his authorized service consumers have consumed.

CHAPTER THREE

3.0
RESEARCH METHODOLOGY 

3.1
Introduction

Research methodology state that sequence which the research will take, the procedure for collecting date i.e. primary or secondary data or both and the presentation and analysis of the data.

3.2
Research Design

There are various research methods that can be used but in this research work, case study approach to research is adopted. This is because it is the research that focused exclusively on a single individual, establishment or a group. It enables us to avoid unnecessary complication in logistic or in analysis that are involved in other methods.
3.3
Sources and Method of Data Collection

The data for this research work is obtained from both primary and secondary sources.


Primary data is collected by the researcher from interviews and questionnaire distributed to the respondents.


Secondary data is also collected by making references to relevant bank journals, magazines and other relevant materials.

3.4
Population and Sample of the Study

The banking industry is the population for the study. GTBank will be taken as a sample from the entire banking industry.


Also, stratified sampling method is used to determine the sample size, and the sample size will be 100 respondents.

3.5
Method of Data Analysis

The data collected in this study was analyzed by the use of percentage and chi-square for hypothesis testing. The chi-square denoted by the Greek letter X2 is used in testing a hypothesis concerning the differences between a set of observed frequencies of a sample and a correspondence set of expected or theoretical frequencies.


The chi-square statistic is denoted as:

 X2 =   ∑n
(oi - Ei)2


   Ej

Where: 
X2 = 
Chi-square



∑ = 
Summation



Oi = 
Observed value



EI = 
Expected value

Degree of freedom = (r – 1)
(c – 1)



r = Number of rows



c = Number of columns

Expected value is derived as:

E = Row total   x   Column total


Grand total


Decision Rule:   if the calculated value which is X2 is less than the table value, it means that the null hypothesis (Ho) will be accepted and reject alternative hypothesis (Hi) and vice versa.

3.6
Limitation to the Study
The fact that this study so conducted on commercial banks was limited to the case study, i.e (GTBanks). It cannot be said to be sufficiently representative of the entire banking industry  for generalization purpose.

Also, among all is the reluctance of information by banks so as to not violate the oath or duty of secrecy. The time within which this research work must be completed is short compared to the time really required. However, the researcher was still able to obtain useful information that facilitate the research work.

CHAPTER FOUR

4.0 DATA ANALYSIS AND DISCUSSION OF RESULTS

 Introduction

This chapter presents the findings of the empirical study. The chapter analyses the empirical data and connects the results to our theoretical framework. The analysis follows the same flow as our theoretical framework.

Sample and Response Rate

One hundred questionnaires were sent to the total respondents which comprise 15 staff and 85 clients. Of the one hundred (100) distributed questionnaires, one hundred were returned, implying a 100% response rate

4.1 Data Presentation and Analysis
Respondents’ Characteristics

The percentage distribution of respondents used in the study is indicated below. Respondents‘ characteristics include age of respondents, qualification of respondents, number of years spent with the bank, and account type

Numbers of Years with Bank

As the study gathered, twenty percent (20%) of the staff had been with the bank from between 1-5 years. Again, eighty percent (80%) of them had been with the bank for a minimum of ten (10) years.

Fig 4.1

[image: image2.png]



Source: field data (2022)

Qualification of Respondents

The study sought to identify the level of qualification of respondents (staff). It was identified that sixty percent (60%) of respondents were first degree holders. Again, forty percent (40%) had attained their second degree.

Fig 4.2
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Source: field data (2022)

Age of Respondents

The age distribution of respondents (customers) is indicated in fig 4.3. As the figure indicates, 7% were between the ages of 18 - 20, 44.7% were between the ages of 21-30, 27% were between the ages 31-40, and whiles 15% were above the age 40. The analysis shows that majority of the respondents are aged between 21-30 years.

Fig 4.3

[image: image4.png]



Source: field data (2022)

G.T bank Customer Service Strategies

It study sought to establish what constitute their customer service strategies. This was intended to clearly identify, in terms of policy direction, how these policies reflect on their day-to-day service delivery to clients. It was revealed that the company has established customer service strategies as evidenced by the response rate (see table 4.3)

Table 4.1:
Customer service policies

	Does the bank have customer service policies?

	
	
	Frequenc y
	Percent
	Valid Percent
	Cumulative Percent

	Vali d
	Yes
	15
	100.0
	100.0
	100.0


Source: field data (2022)

These strategies were identified as complaints logging, customer acknowledgement, mystery shopping, and treating customers fairly. Each of these strategies was designed to have the maximum impact on customer loyalty and retention. Further, as the study found, these policies and strategies are reviewed by heads of departments and service centers as desired, on monthly, quarterly, half yearly and yearly bases.

This is consistent with Kirkwood‘s (2009) position that strategies must be reviewed to suit the increasing complexity of the customer. On the bases of the review, where necessary, policies are redefined. Customers are also sometimes contacted to effectively address difficulties.

Communication of customer policies to staff

To achieve the desired impact on clients, the customer policies or strategies need to be communicated effectively to staff, which obviously is in direct contact with clients. The study therefore sought to determine how these policies and strategies are communicated to staff for effective implementation. It was established through responses that the following constitute the means through which service policies are communicated to staff: training programmes, circulars, and meetings (see table 4.4)

Table 4.2:
Communication of Customer Service Policies to Staff

	

	
	Communication
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Training programs
	1
	6.7
	6.7
	6.7

	
	Circulars
	1
	6.7
	6.7
	13.3

	
	Meetings
	2
	13.3
	13.3
	26.7

	
	All of the above
	11
	73.3
	73.3
	100.0

	
	Total
	15
	100.0
	100.0
	


   Source: field data (2022)

Effect of G.T bank Customer Service Strategies on Corporate Performance

The study identified some benefits associated with the banks customer service strategies (see table 4.10). The bank has derived most of these benefits out of creativity. It sees creativity as essential for sustained growth. This is consistent with Kotler‘s (2002) position that effective execution of existing strategies can bring increased revenue and profits, but the most successful strategies are often the most creative, delivering growth by developing new ones.

Table 4.3:
Benefits of good customer service.

	

	
	Benefits
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Good corporate image
	1
	6.7
	6.7
	6.7

	
	Positive mouthing
	1
	6.7
	6.7
	13.3

	
	Increase in profit
	1
	6.7
	6.7
	20.0

	
	High customer retention
	2
	13.3
	13.3
	33.3

	
	All of the above
	10
	66.7
	66.7
	100.0

	
	Total
	15
	100.0
	100.0
	


Source: field data (2022)

The study further identified the following as effects or benefits the bank has derived as a result of its customer service strategies:

Customer Satisfaction: Customers have been largely satisfied as indicated by fig 4.7. Customer satisfaction is determined by product and service features, consumer emotions, perceptions of product and service quality, and price as alluded to by Kirkwood (2009). Theses product and service features were described as being satisfactory.

Profits: The staff understands the relationship between the way they greet, treat and handle customers and the bottom line. This has reduced the drain on company resources and increased customer satisfaction by reducing the number of returns, complaints and problems that crop up because of poor handling. This has impacted positively on profit. Profits also grew from GH¢439,000 in 2009 to about GH¢ 549000 as at close of 2010 representing 20% increase from direct interview with the manager.

Loyalty: Because of their professionalism, customers remain confident in the company and continue the business relationship. In addition, happy customers help spread positive word-of- mouth, resulting in an additional avenue for marketing and advertising for the company.

Internal Benefits: Customer service provides exceptional customer service to external and internal customers. Internal customers, including marketing and product development, depend on the data collected from customer service contacts to improve existing products and services. This data can include information related to safety issues, production problems and poor performance. The internal benefits to the company stretch beyond current products and services. Good customer service departments capitalize on the ideas customers provide for suggested products and services, leading to opportunities for new innovations and revenue streams.

The study sought to find out again if at all the GTBank Bank Asafo branch is able to recruit new customers with the strategies in place. Based on the response from the staff 40% said the branch is able to recruit 1-50 customers within a month. 13.3% also said they are able to recruit 50-100 customers within a month as a branch (see table 4.11). This is to say that GTBank Bank still a choice for many customers irrespective of proliferation of new banks in the banking sector. From the interview conducted with the manager deposit grew from 4billion in 2009 to 6billion in 2010 representing 50% increase.

Table 4.4: Recruitment of customers in a month with customer service strategies in place.

	Customers
	Frequency
	Percent
	Valid Percent
	

	Valid
	1-50
	6
	40.0
	60.0
	

	
	50-100
	2
	13.3
	20.0
	

	
	100-150
	1
	6.7
	10.0
	

	
	150 and above
	1
	6.7
	10.0
	

	
	Total
	10
	66.7
	100.0
	

	Missing
	NR
	5
	33.3
	
	

	Total
	
	15
	100.0
	
	


Source: field data (2022)

Customer complaints

According to the response from staff, the bank has in place systems that track customer complaints. This came to the fore in the course of the study (see table 4.12) These complaints from customers are usually communicated or registered in writing, through telephone calls, and personal contact with bank staff. These appear to be part of the system put in place to get customer to communicate their concerns to management.

Table 4.5:
Systems in place to track complaints logged.

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	15
	100.0
	100.0
	100.0


Source: field data (2022)

Customer complaints were however seen to be on the decline (see table4.13). This lays credence to an improving customer service in the company.

Table 4.6:
Measurement of customer complaints.

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Ascendency
	3
	20.0
	20.0
	20.0

	
	Reduced
	12
	80.0
	80.0
	100.0

	
	Total
	15
	100.0
	100.0
	


Source: field data (2022)

Effectiveness of the Customer Complaints system

The study gathered that the staff saw the customer complaints system to be effective

(see table 4.14). The effectiveness of the company‘s customer complaints system is very relevant in the total customer service delivery system. Effectively, if customers have the means to channel their complaints, they could have them addressed. Addressing customer complaints is an important step in achieving customer satisfaction, and ultimately, customer

loyalty. However, the company may have to put in place a customer satisfaction measurement (CSM) programme as suggested by Kirkwood (2009). This will enable the bank to actively identify specific problem areas based on statistically sound information and correct them. It will also enable the company to prioritise improvement based on an understanding of what the key drivers‘ of satisfaction are, the areas that will have the greatest impact in improving customers‘ overall perception of the bank.

Table 4.7: Effectiveness of the complaint system.

	

	
	System
	Frequenc y
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Very effective
	8
	53.3
	53.3
	53.3

	
	Effective
	6
	40.0
	40.0
	93.3

	
	Ineffective
	1
	6.7
	6.7
	100.0

	
	Total
	15
	100.0
	100.0
	


Source: field data (2022)

Specifically, customers were not impressed with the turnaround time (see table 4.15). Customers pointed this out as an expectation which is not adequately met. It is in contradiction of an indication of Service quality, which according to Howcrof (1991) is about meeting customer needs satisfactorily by matching to his expectations. As indicated below majority of customers spend more than 5 minutes in the banking hall which is against the SLA time of 5minute to be spent in the banking halls. This actually confirmed that turnaround time in the banking hall should be seriously looked at.

Table 4.8 Time to complete a transaction.

	

	
	Transactions
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 5 minutes
	12
	14.1
	15.2
	15.2

	
	Less than 10 minutes
	29
	34.1
	36.7
	51.9

	
	Less than 20 minutes
	44
	44.7
	48.1
	100.0

	
	Total
	85
	100.0
	100.0
	


Source: field data (2022)

Customer loyalty

Levels of satisfaction and loyalty were generally high. This has resulted from a focused improvement on the drivers of satisfaction and loyalty. For example, customer complaints handling has impacted positively on customer retention (see table 4.16)

Table 4.9
Impact of Complaint Handling On Customer Retention.

	

	
	Impact
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Reduction in customer turnover
	10
	66.7
	71.4
	71.4

	
	Increase accessibility of customers to

Management
	3
	20.0
	21.4
	92.9

	
	Other
	2
	13.33
	7.2
	100.0

	
	Total
	15
	93.3
	100.0
	


Source: field data (2022)

Rate of Customer Turnover

This item was aimed at determining the rate of customer turnover. Thompson & Martin (2005) have demonstrated that it is up to 20 times more expensive to acquire a new customer than it is to keep an existing one. The purpose was therefore to help establish the effectiveness of the organization‘s customer service strategies on clients‘ retention. It was found that 29.4% of customers indicated that they had plans of leaving the bank (see table 4.17). This was in response to the question posed to customers as to whether they had any intention of leaving the bank in spite of the existence of the above mentioned customer service policy and strategies.

Table 4.10
Plans of leaving the bank.

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	25
	29.4
	29.4
	29.4

	
	No
	60
	70.6
	70.6
	100.0

	
	Total
	85
	100.0
	100.0
	


Source: field data (2022)

Reasons for customers leaving the bank

Several reasons for customers leaving the bank were identified (see table 4.18). It was evidenced however that one of the major reasons for customers leaving the banks is the bank‘s high interest rate. Currently however, upon the revision of the Bank of Ghana‘s monetary policy rate downwards (13%), the bank currently charges the lowest interest rate of eighteen percent (18%). This may impact positively on the bank‘s customer base. This is in the light of the finding that the bank‘s high interest rate was one of the reasons clients would leave the bank.

CHAPTER FIVE
5.0 SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

5.1 Summary of findings

G.T bank Customer Service Strategies

The study revealed that G.T bank Ilorin has its established customer service strategies as evidenced by the response rate. These strategies were identified as complaints logging, customer acknowledgement, mystery shopping, and treating customers fairly. Each of these strategies was designed to have the maximum impact on customer loyalty and retention. Further, as the study found, these policies and strategies are reviewed by heads of departments and service centers as desired, on monthly, quarterly, half yearly and yearly bases. Other strategies had to do with the general environment of the bank. In this category were: the state of the art banking hall, convenience of bank‘s location, pricing competitiveness, choice of products and services, long business hours, provision of souvenirs and staff professionalism. The various levels of appreciation and recognition of these other strategies are depicted in the various diagrams shown earlier.

Effectiveness of customer service strategies

The company believes that its customer service strategies are effective and are making the desired impact. This is evidenced in the responses which show 73.3% believing that the bank‘s customer service strategies are effective, whiles 20% saw it as very effective. This was corroborated by the customers who also considered the service experience with the bank to be satisfactory. The study established through responses that the following constitute the means through which service policies are communicated to staff: training programmes, circulars, and meetings. The study again sought to find out how effective the staff perceived the mode of communication of these service policies to them. It was established that the staff found the mode of communication of customer service policies as very effective.

Customers Perception of GTBank’ Customer Service Strategies

The study again assessed customers‘ perception of GTBank‘ customer service strategies. It was found that customers generally found the service strategies used by the bank to be good. This underscores the bank‘s customer service delivery efforts.

Measurement of Performance

Customer loyalty

Levels of satisfaction and loyalty were generally high. This has resulted from a focused improvement on the drivers of satisfaction and loyalty.

 Rate of Customer Turnover

It was found out that customers have plans of leaving the bank, this is in spite of the existence of the above mentioned customer service policy and strategies (see table 4.17). Several reasons for customers leaving the bank were identified. It was evidenced that one of the major reasons for customers leaving the banks is the bank‘s high interest rate. Asked whether current customers had any intention of leaving the bank, 29.4% of customers indicated that they had plans of leaving the bank. This was in response to the question posed to customers as to whether they had any intention of leaving the bank. Though the company believes its customer service strategies are effective and are making the desired impact. This is evidenced in the responses that showed 90% agreeing to this assertion. This will impact positively on the commitment level of customers.

Effect of G.T bank Customer Service Strategies on Corporate Performance

The study identified some benefits associated with the bank‘s customer service strategies which include: increased in profit, and high customer retention, as a result of customer satisfaction. The bank has derived most of these benefits out of creativity. It sees creativity as essential for sustained growth.

5.2 Conclusion

Today, banking sector is seen as a catalyst in economic growth of a country and, lot is expected from the banking fraternity. The recognition of banking, as a tool for all inclusive growth by economists, financial planners, reformist etc has made it an important sector in the Government‘s planning of economic growth. Competition has emphasized the importance of satisfaction, quality and consequently loyalty, being customer service strategies, in the battle for winning consumer preferences and maintaining sustainable competitive advantages, especially in the banking sector. Services are gaining increasingly more importance in the competitive formula of both firms and countries. Satisfaction, quality and loyalty have proven to be key factors in any firm‘s development or growth. It is important therefore that critical attention is given to customer service as an important strategy at ensuring growth.

5.3 Recommendations

G.T bank is playing a major role in Nigeria‘s financial industry. This study tried to assess the bank‘s customer service strategy to ascertain its effect on customer turnover and corporate performance. Based on the analysis and findings of the research the following recommendations are made:

Customer Satisfaction Measurement (CSM)

Generally, G.T bank has done appreciably well as shown in the findings. However, the company may have to put in place a customer satisfaction measurement (CSM) programme as suggested by Kirkwood (2009). This will enable the bank to actively identify specific problem areas based on statistically sound information and correct them. It will also enable the company to prioritize improvement based on an understanding of what the ‗key drivers‘ of satisfaction are, the areas that will have the greatest impact in improving customers‘ overall perception of the bank.

 Interest Rate

Again, because the rate of interest was raised as a reason why a customer would leave the bank, the bank has to consider its interest rates going forward.

Turnaround Time

As revealed, customers were not impressed with the turnaround time. Customers pointed this out as their expectations were not met as majority of them spent not less than 10 minutes to make transaction at the banking hall. The bank therefore must ensure to minimize the precious time of the customers spent to transact business.

Weekend Banking

As majority of the customers want the bank to do business on weekends based on the response in table 4.19 above, it is recommended that the considers weekend banking again as was done some years back for all the standard branches.

Reward Loyal Customers

Finally, loyal customer should be rewarded more often as this was revealed to meet the need of customers who are the life blood of business. The management should reconsider their policies in order to reward loyal customers.
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