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CHAPTER ONE
Introduction 
1.1
Background to the Study

This chapter gives an insight of this research work as shall be outlined side by side with other contributors view. Many managers and analysis believe that customer services management can substantially improve co – operate performance but despite case studies and theoretical analysis of the optimal ways to organize workplaces and manage labor (Lazear, 2019, 2021, Milgrom and Roberts,. 2020, 2022; Baker, gibbons and Murphy, 1994 and Holmstorm and Milgram, 2021, among others) there is little systematic evidence on the actual impact of these practices on performance. Empirical research on customer service management that does exist tends to focus on blue collar workers in manufacturing despite the fact that most employees work in white collar occupations and service sector are particularly rare, partly because of the problems in measuring output in sector (Grilches 2019). This paper extends the effect of relationship between the customer service management environment and establishment performance to the service sector by examining the branch operations of one of the commercial banks.

A unique questionnaire approach adopted for data source to be used for this research project. Although analyzing data from one company may lead to the criticism that the findings cannot be generalized to other work settings, the two important reasons for focusing on one company in producing the same product using the same production process. It is possible to estimate the impact of the customer service management environment without worrying about the confounding impact of unmeasured attributes of the firms production process.

The extent to which, if any customer management (HRM) impacts in company performance has emerged as the central research question in the personnel/HRM field (see Becker and Gerhart, 2018; guest 2019 for review) although initial results indicate that some customer services practices may have a positive effect on company performance most scholars suggest that more conceptual and empirical work is required (Brewster, 2022, Zhu, 2022) for the moment although customer services (HR) are considered as the most in an organization, they made a difference only for a  fine organizations (Pfeffer 2021: Wimbush 2021).

The link between customer services (HR) and firm growth is well documented in classic economic theory overwhelming evidence suggest growth is driven by specialization and division of labour in the processes of generation and attraction/ development of technological opportunities.

However at the firm level of analysis only recently the link between customer capital and growth has attracted the interest of researchers. Firms growth is often seen as an indication of market acceptance and firm success (Fesser and Willard 2019) Growth is considered as a top strategic priority for most firms yet only few companies achieve growth and ever fewer in manufacturing in (Baum and wally, 2020: Zook and Allen, 2022) assuming that firm growth involves more purposeful work and strategic decision – making than leaving it to random and chance events, the present study addresses a central research question: how do customer service management practices contribute to firm growth?

The next section reviews the relevant literature on HR practices and firm growth. A discussion of the methodology employed for data analysis, the discussion of the key results and the provision of possible events for research

1.2
 Statement of the Problem

The problem of understanding the effect of Customer service management  (CSM) on company development has been a topic of interest in recent years. Despite the widespread adoption of CSM systems, there is a lack of consensus on their impact on company development (Trainor, 2018). Some studies suggest that CSM has a positive effect on performance (Becker, Greve, & Albers, 2019), while others argue that the impact is not significant (Mithas, Krishnan, & Fornell, 2019).

The inconsistency in the findings may be due to the different ways in which CSM and company development are conceptualized and measured. For instance, some studies measure CSM in terms of the adoption of specific technologies (Trainor, 2018), while others focus on the implementation of CSM strategies (Becker, Greve, & Albers, 2020). Similarly, company development can be measured in terms of financial performance, customer satisfaction, or operational efficiency (Mithas, Krishnan, & Fornell, 2019).

Another problem is the lack of understanding of the mechanisms through which CSM affects company development. Some researchers argue that CSM improves performance by enhancing customer satisfaction and loyalty (Becker, Greve, & Albers, 2009), while others suggest that CSM can also have a direct impact on performance by improving operational efficiency (Trainor, 2019). However, these mechanisms are not well understood and need further investigation.
1,3
Research Questions

Listed below are the question the researcher has being able to formulate in obtaining the following data.

1. What are the relationships between customer service and company development?

2. Does customer services management affect the developmental stand on the day to day banking operations?

3. What are the effect associated with mismanaged service accrue to banks and how can it affect development in that direction?

1.4 
Objectives of Study

i. To determine whether there is any relationship between customer service and company development.

ii. To determine the effect of customer services management and its developmental stand on the day – day banking operations in an organization.

iii. To examine the effect associated with mismanaged services accrue to banks and how it affects development in that direction.

1.5 
Research hypothesis

H1:
Customer services management does not have any associate with mismanaged services accrue to banks development.

H2:
There is no relationship between customer service and organizational development      

H3:
Customer services management does not affect the 
developmental stand on the day to day banking operations. 
1.6
 Significance of the Study 

This research work when completed will be of immense value to the following:

i.  Banks in Nigeria: this study will help the management of the bank in Nigeria to improve the quality of their staff with particular reference to organization.

ii.  Bank’s Customers: An improving banking service will save the customers time they waste in the banks before they attended to.

iii. Nigeria Economy: the research work will help to alleviate our battered and shattered economy. 

iv. Bank Staff: when banks realize the need for customer services its managerial tasks, they can predict future growth and development. This will help in developing and shaping their future.

1.7 
Scope of the Study

The study focuses on the Customer services management on company’s development in the Unity Bank plc. It will also determine the overall objective of banks industry in Nigeria  

1.8 
Definition of Terms

For better understanding of this research work, the following terms are operationally defined.

· Customer Services: This is defined as part of management process concern with the maintenance of customer relation and assuring the physical well being of employee so that they can give maximum interest.

· Employee: A worker is an employee who works for a member of the working class.

· Business Development: in the context of this research is a start – up process of identifying, creating, innovating and production of marketable needs/ services to satisfying them etc.

· Personnel Aspect: this is concerned with manpower, planning, recruitment, selection, placement, transfer, promotion, training and development, layoff and retrenchment, remuneration, incentives productivity etc.

· Welfare Aspect: this relates to providing proper work conditions, leave, medical facilities, canteen, rest rooms, workmen safety, social security, transport, education, health etc.

· Industrial Relation Aspect: this is a highly responsible and sensitive area and includes interacting with the unions, addressing grievances, disciplinary proceeding, dispute settlement, compliances with statutory requirements etc.

CHAPTER TWO 

LITERATURE REVIEW
2.1
Introduction 

This chapter is all about review of related literature on customer service management and how its affect the company development, the conceptual framework of HRM, theoretical foundation of HRM, trend of HRM, the important of HRM, customer service management development and implementation responsibilities and Hard and soft approaches to HRM and all other related above will be discussed. 

2.2
Conceptual Framework 
2.2.1
Concept of customer’s service management

From the discussion so far the following issues emerge that there appears to be significant relationship between strategic HRM practices and organization performance (low employee turnover, high productivity and high profitability, Hustled, et al, 2019). 

It is also clear that there exist low incidence of implementing SHRM practices relative to technical HRM practices (Huselid, et al., 2019); Wright & McMahan, 2020).

Furthermore although there exist a significant relationship between the extent of both HR professional and business related managerial competencies and the incidence of implementing HRM practices, organizations have achieved a higher levels of HR professional competencies relative to business related competencies. 

Finally, environmental context variables like firm size, technology and union status affect the extent of implementing HRM practices (Jackson & Schuler, 1995; Snell & Dean, 2021; Wagar, 2019).    

2.2.2
The Trend of Customer Service Management
Customer service management has changed name in various times throughout history. The name change was mainly due to the change was mainly due to the change in social and economic activities throughout history few of such are as examined in sections below;
i. Industrial Welfare: industrial welfare was the first form of customer service management (HRM). In 1833 the factories act stated that there should be made factory inspectors. In 1878 legislation was passed to regulate the hours of work for children and women by having a 60 hour week. During this time trade unions started to be formed. In 1868 the 1st trade union conference was held. This was the start of collective bargaining. In 1913 the number of industrial welfare workers had grown so a conference organized by Seebohm Rown was held. The welfare workers association was formed later changed to chartered institute of personnel and development.
ii. Recruitment and Selection: it all started when Mary Wood was asked to start engaging girls during the 1st world war. In the 1st world war personnel development increased due to government initiatives to encourage the best use of people. In 1916 it became compulsory to have a welfare worker in explosive factories and was encouraged in munitions factories. A lot of work was done in this field by the army forces. The armed force focused on how to test abilities and IQ along with other research in customer factors at work. in 1921 the national institute of psychologists established and published results of studies on selection tests, interviewing techniques and training methods.
iii. Acquisition of Other Personnel Activities: during the 2nd world war the focus was on recruitment and selection and later on training; improving morale and motivation; discipline; health and safety; joint consultation and wage policies. This meant that a personnel development had to be established with trained staff.
iv. Industrial relations: consultation between management and the workforce spread during the war. This meant that personnel departments became responsible for its organization and administration. Health and safety and the need for specialists became the focus. The need for specialists to deal with industrial relations was recognized so that the personnel manager became as spokesman for the organization when discussions where held with trade unions/ shop stewards. In the 1970’s industrial relations was very important. The heated climate during this period reinforced the importance of a specialist role industrial relations negotiation. The personnel manager had the authority to negotiate deals about pay and other collective issues.
v. Legislation: in the 1979’s employment legislation increased and the personnel function took the role of the specialist advisor ensuring that managers do not violate the law and that cases did not end up in industrial tribunals.
vi. Flexibility and Diversity: in the 1990’s a major trend emerged where employers were seeking increasing flexible arrangements in the hours worked by employees due to an increase in number of part time and temporary contracts and the invention of distance working. The workforce and patterns of work are becoming diverse in which traditional recruitment practices are useless. In the year 2000, growth in the use of internet make a move to a 24/7 society. This created new jobs in e – commerce while jobs were lost in traditional areas like shops. This meant and increased potential for employees to work from home. Organizations need to think strategically about the issues developments raise HRM managers role will change as changes occur.    
vii. Information Technology: Some systems where it helps HRM are: systems for e-recruitment; on-line short-listing of applicants; developing training strategies on-line; psychometric training, payroll system; employment data; recruitment administration; references; pre-employment checks. IT helps HR managers off load routine tasks which will give them more time in solving complex tasks. It also ensure that a greater amount of information is available to make decisions. 
2.2.2
the importance of hrm
For many decades such responsibilities as selection, training and compensation were considered basic functions of the area historically referred to as personnel management. These functions were performed without much regard for how they related to each other. From this narrow view we have seen the emergence of what is now known as customer services management. 

Customer services management (HRM) as it is currently perceived represents the extension rather than the rejection of the traditional requirements for managing personnel effectively. An understanding of customer behaviour and skill in applying that understanding are still required. Also required are knowledge and understanding of the various personnel functions performed in managing customer services, as well as the ability to perform those functions in accordance with company objectives. An awareness of existing economic, social, and legal constraints upon the performance of these functions is also essential. 

HRM, as it is practiced today, recognizes the dynamic interaction of personnel functions with each other and with the objectives of the organization. Most important, it recognizes that HR planning must be coordinated closely with organization’s strategic and related planning functions. As a result, efforts in HRM are being directed toward providing more support for the achievement of the company goals, whether it be a profit, not for profit, or governmental organization.
2.2.3
Hrm Development And Implementation Responsibilities

While most firms have a customer services of personnel department that develops and implements HRM practices, responsibility lies with both HR professionals and line managers. The inter-play between managers and HR professionals leads to effective HRM practices. For example, consider performance appraisals. The success of a firm’s performance appraisal system depends on the ability of both parties to do their jobs correctly. HR professionals develop the system, while managers provide the actual performance evaluations. 

The nature of these roles varies from company to company depending primarily on the size of the organization. This discussion assumes a large company with a sizable HRM departments. However, in small companies without large HRM departments, line managers must assume an even large role in effective HRM practices. 

HR professionals typically assume the following four areas of responsibility; establishing HRM policies and procedures, developing/choosing HRM methods, monitoring/evaluating HRM practices and advising assisting managers on HRM- related matters. HR professionals typically decide (subject to upper-management approval) what procedures to follow when implementing an HRM practice. For example, HR professionals may decide that the selection process should include having all candidates. 

i. Complete an application
ii. Take an employment test, and then 
iii. be interviewed by an HR professional and line manager- usually the HR professionals develop or choose specific- methods to implement a firm’s HRM practices. For instance, in selection the HR professional may construct the application blank, develop a structured interview guide, or choose an employment test, HR professionals also must ensure that the firm’s HRM practices are properly implemented. This responsibility involves both evaluation and monitoring, for example, HR professional may evaluate the usefulness of employment tests, the success of training programs, and the cost effectiveness of HRM outcomes such as selection, turnover and recruiting, they also may monitor records to ensure that performance appraisals have been properly completed. 
HR professionals also consult with management on an array of HRM- related topics. They may assist by providing managers with formal training programs on topics like selection and the law, how to conduct an employment interview, how to appraise employee job performance, or how to effectively discipline employees. HR also provide assistance by giving line managers advice about specific HRM- related concerns such as how to deal with problem of employees. 


Line managers direct employees day to day task. From an HRM perspectives, line managers are mainly responsible for implementing HRM practices and providing HR professionals with necessary input for developing effective practices. 

Managers carryout many procedures and methods devised by HR professionals 

For instance, line managers: 

· interview job applicants 
· provide orientation, coaching, and on the-job training
· provide and communicate job performance ratings 
· recommend salary increases 
· carry out disciplinary procedures 
· investigate accidents 
· settle grievance issues: the development of HRM procedures and methods often requires input from line managers for example, when conducting a job analysis, HR professionals often seek job information from managers and ask managers to review the final written product. Additionally, when HR professionals determine an organizations training needs, managers often suggest what types of training are needed and who, in particular, needs the training.
2.2.4
Hrm Current Challenges 

According to a survey of senior HR executives in personnel journals top 100 companies (based of 1992 revenues), the most challenging HR issues are health care costs, reorganizing and downsizing organizations, and mergers and acquisition. These issues are followed by problems in managing diverse groups of workers who have different attitudes, values, and work behaviours; managing for top-quality performance (TQM); team-building; and responding to the needs of the families of employees. Other areas presenting challenges are workers compensation, labour relations, and management development international companies face increased global competition.

One may expect to see new issues and challenges emerging in the future that require appropriate action. Evolving business and economic factors fore changes in the HR field requiring that preparation for change be an ongoing process. 

2.3
Theoretical Framework of Hrm
Several theoretical perspectives have been developed to organize knowledge of how HR practice are impacted by strategic considerations as briefly described below.

Wright & McMahan (2019) have developed a comprehensive theoretical framework consisting of six theoretical influences. Four of these influences provide explanations for practices resulting from strategy considerations. These includes among others the service based view of the firm and behavioral view.

The two other theories provide explanations for HR practice that are not driven by strategy considerations: 

2.3.1 Service Dependence and Institution Theory.

The service based theory of the firm blends concepts from company economics and strategic management (Barney, 2021). This theory holds that a firms services are key determinants of its competitive advantage. Firms can develop this competitive advantage only by creating value in a way that is difficult for competitors to imitate. Traditional sources of competitive advantage such as financial and natural services, technology and economics of scale can be used to create value.

However, the service – based argument is that these sources are increasingly unityible and easy to imitate. Thus they are less significant for competitive advantage especially in comparison to a complex social structure such as an employment system. If that is so, customer service policies and practices maybe an especially important source of sustained competitive advantage (Jackson & Schuler, 2005; Pfeffer, 2020). Specially four empirical indicators of the potential of firm services to generate competitive advantage are: value, rareness, limitability and substitutability (Barney 2021) in other words, to gain competitive advantage, the services available to competing firms must be variable among competitors and these services must be rare (not easily obtained). Three types of services associated with organizations are (a) physical plant; technology and equipment; geographic location), (b) customer (employees’ experience and knowledge), and (c) company (structure, systems for planning, monitoring, and controlling activities, social relations within the organization and between the organization and external constituencies).  HR practice greatly influence an organizations customer and company services and so can be used to gain competitive advantages (Schuler & Macmillan, 2020).

2.3.2
Behavioral View Based On Contingency Theory. 

This view explains practices designed to control and influence attitudes and behaviors, and stresses the instrumentality of such practices in achieving strategic objectives. The cybernetic system explains the adoption or abandonment of HR practices resulting from feedback on contributions to strategy. For example, training programs may be adopted to help pursue a strategy and would be subsequently adopted or abandoned based on feedback. The fourth influence, based on transaction costs explains why organizations use control systems such as performance evaluation and reward systems. The argument is that in the absence of performance evaluation systems linked to reward systems, strategies might not be pursued. The other two theories provide explanations for practices that are not driven by strategy considerations but based on power and political influences, control services (service – based theory) and expectation of social responsibility (institutional theory) (Greer; 2020).
Hard and Soft Approaches to HRM

Customer services as defined by Desster (2020) is the strategy of acquiring using, improving and preserving the organizations customer service. It could be well argued that in most cases the customer aspect is forgotten in relation to how they manage people, leaving most staff unsatisfied creating a high staff turnover which affects company performance. It is therefore an utmost importance that people as opposed just employees need to be managed in a way that consistent with broad company requirement such as quality or efficiency. As in most cases company effectiveness depends on there being a tight fit between customer service and business strategies. Customer services as could be said is all about making business strategies work. It is therefore important that emphasis is placed on how to best match and develop ‘appropriate” customer service management (HRM) approach/system of managing people in the tourism hospitality and leisure industry (THL). Thus, we would therefore be looking at some of the (HRM) approaches used such as the Harvard Model; hard and soft approach in conjunction with the real world of the THL industry and to determine whether the hard approach is more appropriate. 

Customer services management (HRM) as described by Kleiman (2020) has a concept with two distinct forms, soft and hard approach, where the soft approach of HRM is associated with customer relation and the hard on the hand sees people as customer service. 

The soft HRM is the notion that workers respond better when an organization recognizes their individual needs and addresses them as well as focusing on the overall business objectives. The work of Maslow is stating that customers have a ‘hierarchy of needs, which they will that organizations that recognizes and addresses these needs will have a happier, more fulfilled, more loyal and productive workforce (SHRM online). As argued by Noe (2019) the way to success is through deep sympathy of other people either by observing how to best ‘connect’ with others in the workplace, and motivate and inspire them as a result. As illustrated by Simon (2021) all of these soft HRM can of course be balanced by hard HRM; the notion that successful organizations are those that best deploy their customer service in the way that they would deploy any other service. 

The hard HRM on the hand therefore sees people as customer service. Holding that employees are a service in the same way as any other business service and they must therefore  be; obtained as cheaply as possible used sparingly developed and exploited as much as possible. As indicated by Weiman (2020) under this model of HRM, control is more concerned with performance, system, performance management and tight control over individual activities with the ultimate goal being to secure the competitive advantage of the organization. 

The hard HRM therefore is primarily concern to promote customer services strategy and align with business strategy. It may also include out sourcing, flexibility, performance, management, hence downsizing or work intensification, sees workers as another service to be exploited and can operate against the interest of workers. 

Harvard model on the other hand as indicate by Lado Wilson (2021) sees employees as service, but customer where the managers are responsible to make decision about the organization and employee relation. The employment relation is seen as a blending of business and societal expectations and because it recognizes the role societal outcomes play, it could be argued that the Harvard model provides a useful basis for comparative analysis.

The Harvard model also cover the four HRM policy areas which are customer services flows, reward system, employee influence, work system, which leads to the four CS; competence of employees, commitment of employees, congruence of company employees goals and cost effectiveness of HRM. As could be argued striving to enhance all four CS could lead favourable consequences for individual well-being societal well-being and company effectiveness either as long –term consequences.

2.4
Empirical Review
The subject matter has gained a lot of attention from researchers and practitioners across the globe. It is a necessity that must be put in place for organization to constantly achieve it stated objective in the face of competitive globalization. The issue of consumer satisfaction cannot be over emphasized because it is a factor that must be considered in order to give room for consumer retention. In the service industry, strong emphasize is placed on the significant importance of service quality perceptions and association between service quality and consumer satisfaction (Cronin and Taylor, 2002; Taylor and Baker, 2004). It is therefore presumed that some researchers concluded that service quality is an important indicator of customer satisfaction. In essence, consumers will be loyal to a bank if the services rendered are satisfiable to the consumers. Faizan et al (2021) were of the opinion that satisfaction is a critical scale of how well a customer’s needs and demands are met while customer loyalty is a measure of how likely a customer is to repeat the purchase and engage in relationship activities. They were of the opinion that customer satisfaction has a positive significant relationship with customer loyally. They also concluded that it is impossible to have loyally without satisfaction. 

According to Rahim et al (2022), consumer satisfaction is a critical focus for effective marketing programs. Oliver (2020) viewed the fact that consumer satisfaction remains a worthy pursuit among the consumer marketing community. Yi (2021) stated that consumer satisfaction is a collective outcome of perception, evaluation and psychological reactions to the consumption experience with a product or service. Consumer satisfaction more benefits than their cost Oliver (2020) suggests that „customer satisfaction is the core philosophy of marketing strategy of any organisation and plays a key role in an organisation success. He opines that customer satisfaction is vital for the brand loyalty as it is an important reason to attach someone with a particular brand. Customer satisfaction has traditionally been regarded as a fundamental determinant of long term customer behaviour. According to Ranaweera and Prabhu (2023) the more satisfied customers are the greater is their retention, the positive word of mouth generated through them and the financial benefits to the firms who serve them. It is not surprising therefore that the fundamental aim of firms is to seek to manage and increase customer satisfaction at least in this era of competitive global marketing. Customer satisfaction is defined as an overall evaluation of a firm’s products or services (Anderson et al., 2018). In the marketing literature, satisfaction has been established as a major antecedent of customer retention. In the context of relationship marketing, satisfaction is conceptualized as an element of the relationship quality concept.

In the same vein, Mohsam, et al. (2021) observed that the issue of customer satisfaction has been gaining increasing attention among researchers and practitioners as a fundamental tool in financial institutions for enhancing organizational performance and profitability. Mohsam et al. (2021) further observed that the issue of customer satisfaction cannot be easily dismissed because the happier the customers, the easier they disseminate information about the products.

Gerpott, et al (2021), states that the continuity of the business relations between the customer and organization depends on the relationship between the two parties. For organization to continue staying in business, there is the need create a link with the customers through the satisfaction of customers‟ needs. The vital issue in relationship marketing research was .the effects of relationships and quality on customer’s retention (Lin and Wu, 2021). Retention and attraction of new customer are used as drivers for increase in market share and revenues (Rust et al, 2020). In the retention of customer, it is important for firm to know who to satisfy and how to effectively satisfy their customers. Post sales services are the important drivers for customer retentions (Saeed et al, 2020). It is important for product/service provider to emphasis on the quality of product and service. As it is stated (Lin and Wu, 2021) that there is .statistically significant relationship between quality commitment, trust and satisfaction and customer retention and future use of product, as retention is influenced by future use of product. 

CHAPTER THREE

Methodology
3.1 
Introduction

It is indeed, not a fallacy to say that planning of any kind cannot yield any outcome except other mixed with a purposeful driven action. This chapter itemizes planning regarding the methods and procedures employed in this research work which is investigate the effect of customer services management on company development making case study of Unity Bank Plc, Ilorin.

Procedures here shall incorporate all the processes involved in obtaining and analyzing data relevant for this study. The chapter covers areas of study, population of the study, sample size and sampling technique, method of data collection and methods of data analysis adopted.

Reliability of this study lies on the systematic nature to which its data are capture and analyzed.

3.2 
Research Design

According to Abuduah and Levin (2019) research design could be seen as a framework of the plan that is to be used as a guide for analyzing data of study.

Thus, this study is design to use the survey method in which the opinions of respondents are sought. This type of research was considered most appropriate because of its cross sectional approach that endures seeking the views of individuals on the topic refers.

3.3 
Area of Study

The research is limited to Unity Bank Plc ilorin since the study was designed to determine the feasibility and viability of this effect of customer service management on company development.

3.4 
Population of Study

The population of the study was 38 which comprises employee from management, senior staff and junior staff of the organization.

3.5 
Sample Size and Sampling Technique

Kimmer (2019) in his work has it that, the study population is the aggregate elements from which a sample is taken. In this same direction, Ekott and Nyeyen (2019) posited that “sampling” is taking any portion of a population or universe as a representative of that population or universe.
To determine the sample size, the study employee are Yamane (1967) formula:

n =   N

                1+ N [e]2
Where:


n = Sample size


N = Population of the study = 38


P = Margin of error = 0.05

n   =   38

     1 + 38 (0.05)2

= 38

1 + 38 (0.0025) 

= 38
1 + 0.095

= 38

1.095

= 34.7    = 35

The sample size is 35 

3.6
Method of Data Collection 

Two main sources of collecting data were considered in this research. That is, primary and secondary sources. Primary sources include questionnaire approach, observation and personal interview all carried out with members of staff of Unity Bank Plc. From Gregory and Word (2018) views, primary data consists of figure and other data collection at first hand in order to satisfy the purpose of a particular research enquiry.   

Secondary sources include textbooks, journals, position monographs scientific compendium proceeding and magazines, data already existed in printed form having been previously gathered for some projects other than the one presently in question; according to me Gowan (2019).

3.7 
Description of Instrument for Data Collection

To facilitate a smooth data collection for this research work, the questionnaire was prepared with selected questions and structured in a way that the respondents could read and understand with a bid to providing by ticking (√) the space “yes” or “no” “no idea” in order of the questionnaire questions. The questionnaire was divided into two sections A and B; where section A dealt with personal data of respondents and section B dealt with the subject matter of the research work. The instrument which contain Ninty-eight (98) questions was personally administered to the respondents. 

3.8
Method of Data Analysis 

Obviously, data can only be measured full, if they are properly treated with specific analytical (statistical) technique. In all a total of thirty five questionnaires were administered to the selected members of staff and customers at service point out Unity Bank Plc, Ilorin. Both male and female were considered in the administration; thereby providing a simple analytical approach to treating the data collected. The result of the questionnaire were sought, analyzed and interpreted in a tabular form with the use of percentage (%) distribution as the most useful analytical service for the analysis of the data collected. Interpretation will lead to a comprehensive decision making using chi-square (x2) to test the hypothesis, denoted by: 

X2 = ∑[image: image2.png]



Where 

Df = degree of freedom 

Fo= observed frequency

Fe = Expected frequency 

∑ = summation 

X2 = chi-square 

Decision Rule 

In testing hypothesis, the calculated value of the test statistic is usually compared with a critical or table value of the testing statistic. The critical value of the test statistic serve as a criterion values, it afford us the basis for rejecting or not rejecting the null hypothesis. The decision or reject or not to reject the null hypothesis is a function of the value of the test statistic.

Decision Rule One: reject the null hypothesis if the calculated value of the test statistic is greater than (>) the critical value (tale value). 

Decision Rule Two: Do not reject the null hypothesis if the calculated value of the test statistic is less than (<) the critical value (table value).       
CHAPTER FOUR 

Data Presentation, Analysis And Interpretation 
4.1
Introduction 


This chapter focuses on presentation, analysis and interpretation of data collected from respondents through the approach adopted. Data will be in a tabular form and percentage method will be used in the analysis to indicate number of responses from the questionnaire. 

This analysis will involved converting series of recorded responses from the adopted approach into descriptive statement in order to make appropriate inference on the relationship between variables already explained. As states earlier chapter one refers, the main issue of study is to investigate the effect of customer services management in company development taking a case in Unity Bank Plc, Ilorin. 

4.2
Analysis of Questionnaire Administered 

At the end of administering the questionnaire to targeted respondent, research shows that some filled section A which was personal information of the respondents, leaving the section B unfilled and in all, out of thirty five (35) questionnaires distributed thirty one (31) was accurately filled and returned. 

	Questionnaire 
	Frequency 
	Percentage 

	No. of questionnaire return  
	31
	88

	No. questionnaire not return 
	4
	12

	Total 
	35
	100


Source: Field Survey Data, 2025
4.3
Analysis of Questionnaire According To the Respondents Response

To attain the objective of this research work and answer its question, the data collected will be presented in a tabular form using percentage distribution to analyze specific attention will be given to selected questions, in the questionnaire interpretation will lead to a comprehensive decision making using chi-square to test the hypothesis formulated in chapter one. 
4.3.1
Gender of Respondent 

Table Two

	Sex 
	Frequency 
	Percentage 

	Male 
	19
	88.57

	Female 
	12
	11.42

	Total 
	31
	100


Source: Field Survey Data, 2025 

The above table two shows the sex of respondents which indicated that the response of male are 19 which represent 88.57% of the total respondent, while the response of female are 12 which represent 11.42% this shows that there are more respondent from male than female. 

4.3.2
Table Three: Age of Respondent 

	Age 
	Frequency 
	Percentage 

	18-25 
	6
	19.35

	26-33
	8
	25.80

	34-41
	10
	32.25

	42-49
	7
	22.58

	Total 
	31
	100


Source: Field Survey Data, 2025        

The above table three shows age of respondent which indicated that the response 18-25 years where 6 which represent 19.35%, the response of 26-33 years where 8 which represent 25.80%, the response of 34-41 years where 10 which represent 35.25% while the response of 42-49 years where of which represent 22.58%. 

4.3.3
Table Four: Educational Qualification of Respondent 

	Educational Qualification 
	Frequency 
	Percentage 

	SSCE/GCE/NECO
	5
	16.12

	NCE/ND
	5
	16.12

	HND/B.Sc
	12
	38.70

	MBA/MS.c
	9
	29.03

	Total 
	31
	100


Source: Field Survey Data, 2025    

The table above reveal that Educational Qualification of SSCE/GCE/NECO where 5, which represent 16.12%, the response of NCE/ND where 5 which represent 16.12%, the response of HND/BS.c where 12 which representing 38.70% while the response of MBA/MS.c where 9 which represent 29.03%. 

4.3.4 Table Five: Length of Service of Respondent

	Length of Service 
	Frequency 
	Percentage 

	1-3 
	12
	38.70

	4-6 
	11
	35.49

	7-9 
	6
	19.35

	10 & Above 
	2
	6.45

	Total 
	31
	100


Source: Field Survey Data, 2025   

According to table five it was reveal that the response 12 are between 1-3 years which represent 38.70%, the response of 4-6 years were 11 which represent 35.48%, the response of 7-9 years were 6 which represent 19.35%, while 10 years and above were 2 which represent 6.45%. 

4.3.5 TABLE SIX: RESPONDENT OF LEVEL IN ORGANIZATION

	Level of Organization 
	Frequency 
	Percentage 

	Management Level
	3
	9.67

	Senior Level  
	20
	64.5

	Junior Level 
	8
	25.8

	Total 
	31
	100


Source: Field Survey Data, 2025
From the table six it shows that the response of 3 were management level which represent 9.67%, response of senior level was 20 which represent 64.5%, junior level were 8 which represent 25.8%. This indicates that most of the response were from the senior staff.         

4.3.6: Table Seven 

To Investigate the Relationship Between Labour Turnover and Availability of Customer Service Practice With Respect To Unity Bank plc. 

Question No.1 from the questionnaire is picked and analyzed below: 

	Variables 
	No. of Response 
	Percentage 

	Yes 
	24
	77.42

	No
	4
	12.90

	No Idea 
	3
	9.68

	Total 
	31
	100


Source: Field Survey Data, 2025
From table seven it shows that 24 (77.42%) accepted the fact there are relationship between labour turnover and availability of customer services practice in banks operations and 4 (12.90%) are against this view, while 3)9.68%) are undecided. 

4.3.7
Table Eight: To Determine How Customer Services Management Impacts The Bank’s Growth and Development. 

Question No. 2 was selected and analyzed below: 

	Variables 
	No. of Response 
	Percentage 

	Yes 
	22
	70.97

	No
	6
	19.35

	No Idea 
	3
	9.68

	Total 
	31
	100


Source: Field Survey Data, 2025
From table eight it shows that 22 (70.97%) accepted that customer services management has a corresponding impact on bank’s growth and development and 6(19.35%) disagreed with such view and 3(9.68%) were undecided.

4.3.8
Table Nine: To Investigate the Level of Mismanaged Available Services And Its Affect Banks Business,

Question No. 3 is picked and analyzed below: 

	Variables 
	No. of Response 
	Percentage 

	Yes 
	25
	80.65

	No
	2
	6.45

	No Idea 
	4
	12.90

	Total 
	31
	100


Source: Field Survey Data, 2025
From table nine it reveals that 25 (80.65%) of the respondent agreed that if services are mismanaged, it could affect banks growth and 2(6.45%) disagreed while 4 (12.90%) were undecided. 

4.3.9
Table Ten: To Find Out the Extent of Relationship between Bank Managers And Its Customer Services Department, 

Question No. 4 was selected and analyzed thus 

	Variables 
	No. of Response 
	Percentage 

	Yes 
	24
	77.42

	No
	-
	-

	No Idea 
	7
	22.58

	Total 
	31
	100


Source: Field Survey Data, 2025
In table ten it indicate that 24 (77.42%) were of the opinion that if bank managers relate well and supervise their customer services department; banks growth could be predicted since they deal with customers directly on their day to day operation. There was no objection on the part of respondent; expect for 7 (22.58%) who fall undecided cases. 

4.3.10 Table Eleven: To Investigate Measures That Could Improve Customer Services Practices in Banks, 

Question No. 5 is picked and analyzed thus 

	variables 
	No. of response 
	percentage 

	yes 
	26
	83.87

	No
	2
	6.45

	no idea 
	3
	9.68

	total 
	31
	100


Source: Field Survey Data, 2025
From table eleven above 26 (83.87%) affirmed that there are measures if adopted by banks could boost their customer services practices and 2 (6.45%) disagreed with such view, while 3 (9.68%) were undecided. 

4.3.11 Table Twelve: To Examine How Policy and Protocol Review In Customer Relationship Practices Hinders Bank Growth and Development

Question No. 6 was selected analyzed below: 

	Variables 
	No. of Response 
	Percentage 

	Yes 
	20
	64.52

	No
	5
	16.13

	No Idea 
	6
	19.35

	Total 
	31
	100


Source: Field Survey Data, 2025
From the table twelve it indicates that 20 (64.52%) accepted the fact that if well defined policies and protocol are reviewed periodically, it may hinder banks growth and 5 (16.13%) were objected to such view; while 6(19.35%) fall undecided cases. 

4.3.12 Table Thirteen: To Investigate the Types of Customer Service Practice Most Appropriate In Financial Institute like Banks 

Question 7 is picked and analyzed below: 
	Variables 
	No. of Response 
	Percentage 

	Yes 
	29
	93.55

	No
	1
	3.23

	No Idea 
	1
	3.23

	Total 
	31
	100


Source: Field Survey Data, 2025
From table thirteen indicates that 29 (93.55%) agreed of selected types of customer services practice that could be adopted in banks and 1 (3.23%) disagreed with such opinion; while 1 (3.23%) is undecided. 

4.3.13 table fourteen: to determine the rate of reactions by customers regarding the services of customer services personnel in banks. Question no. 8. 

	Variables 
	No. Of response 
	Percentage 

	Yes 
	28
	90.32

	No
	1
	3.23

	No idea 
	2
	6.45

	Total 
	31
	100


Source: Field Survey Data, 2025
In table fourteen, it shows that 28 (90.32%) responded in favor of the question and 1 (3.23%) was against and undecided responses were 2 (6.45%). 

4.4
Statistical Analysis 

The primary data obtained from the question was analyzed using simple percentage, table are drawn to present, classify and interpret the data and convey meanings to different readers chi-square (X2) tool will be used in validating the research hypothesis formulated. Simple percentage formula employed in analyzing, the research questions are stated mathematically. 

P = [image: image4.png]


 x 100% 

Where p% = calculated percentage for a particular responses. 

Fo = observed frequency for a particular response

N = Number of respondent 

100% = constant percentage based factor 

Chi-square is mathematically stated thus  

X2 = ∑[image: image6.png]


  

Where

X2 = chi – square.

fo = observed frequency

fe = expected frequency

∑ = summation 

Degree of freedom 

df
 = (r-1) 


= (3-1) 


= (2) 

df
= 2 

4.5
Test of Hypothesis

Formulation and use of appropriate hypothesis is so crucial and fundamental to any research work. The purpose of test of hypothesis is to make inference about the unknown population parameter (Nseyen and Ekoll, 2018) sample result expected do not always agree with theoretical result expected according to result of probability (Nsini and Udo 2022). 

A set of observed frequencies from a single variable is compared with corresponding set of expected frequencies which are actually computed on the basis of null hypothesis. 

The table below will be used to test the hypothesis stated in chapter of this research. 

Table 4.4.1: 

Table below seeks to test the null hypothesis that there is no relationship between labour turnover and availability of customer service practices at 5% significance.

Ho: No against HI: N>a = 0.05 

Critical region reject hypothesis if X2 cal > X2 tab. 

	Variables 
	O
	E
	O-E
	(O-E)2
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	Yes 
	24
	10.33
	13.67
	186.8689
	18.08992

	No
	4
	10.33
	-6.33
	40.0689
	3.878887

	No Idea 
	3
	10.33
	-7.33
	53.7289
	5.20149

	Total 
	31
	
	
	
	27.17006


X2 cal = 27.2, x2 tab = 5.991, df = k-1=3-2=2 (5.991) 

Decision 

Since the X2 cal = 27.2> tab = 5.991 

Therefore the null hypothesis is rejected and it is stated that there is a relationship between labour turnover and availability of customer service practices.    

4.4.2
Table 

Table below seeks to test the null hypothesis that customer services management does not affect the developmental stand on the day to day banking operations at 5% significance. 

Ho? N <O against HI: N>a = 0.05 
Critical region reject null hypothesis if X2 cal > X2 tab

	Variables 
	O
	E
	O-e
	(o-e)2
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	Yes 
	22
	10.33
	11.67
	136.1886
	13.18382

	No
	6
	10.33
	-4.33
	18.7489
	1.814995

	No idea 
	3
	10.33
	-7.33
	53.7289
	5.20149

	Total 
	
	
	
	
	20.20007


X2 cal = 20.2, x2 tab = 5.991, df = k-1=3-2=2 (5.991) 

Decision 

Since the X2 cal = 20.2 > X2 tab = 5.991 

Therefore the null hypothesis is rejected and it is stated that customer services management affect the developmental stand on the day to day banking operations. 

4.6
Discusion Of Findings 
Customer service management (CSM) is a critical factor in the development and sustainability of companies in the service industry, particularly in banking, where customer satisfaction directly influences loyalty, profitability, and growth. This discussion examines the impact of CSM on company development, focusing on a case study of Unity Bank Plc in Ilorin, Nigeria, drawing on recent studies to provide a comprehensive analysis.

Effective CSM involves strategies and practices that enhance customer experience, including timely service delivery, staff training, and the adoption of technology to meet customer needs. In the context of Unity Bank Plc, Ilorin, studies indicate that robust CSM significantly contributes to organizational growth. For instance, research highlights that well-implemented customer service strategies lead to increased customer retention, higher deposit volumes, and improved brand reputation, all of which are vital for a bank’s development in a competitive market like Nigeria’s. Unity Bank, operating in Ilorin, has leveraged CSM to differentiate itself by focusing on personalized services and electronic banking solutions, which have streamlined customer interactions and improved satisfaction.

One key finding is that poor CSM can adversely affect a bank’s financial performance. A study found that inadequate customer service in banks can reduce profitability and even lead to financial distress. For Unity Bank Plc, Ilorin, this underscores the importance of maintaining high service standards to avoid customer churn, which could erode market share. Conversely, effective CSM fosters customer loyalty, as satisfied customers are more likely to engage in repeat transactions and recommend the bank to others. This aligns with findings from a study on Access Bank Plc in Osun State, which concluded that CSM contributes significantly to bank growth by enhancing customer trust and engagement.

The adoption of electronic customer relationship management (ECRM) systems has been a game-changer for Unity Bank in Ilorin. Research shows that ECRM improves customer retention by enabling faster service delivery and better complaint resolution. At Unity Bank, the integration of electronic banking platforms, such as mobile apps and online banking, has reduced wait times and improved accessibility, aligning with customer expectations for convenience. This technological adoption has not only enhanced operational efficiency but also positioned the bank as a modern financial institution, attracting tech-savvy customers in Ilorin.

Employee training is another critical aspect of CSM at Unity Bank Plc. A study on Guaranty Trust Bank, Unity Branch, emphasized that well-trained staff improve service delivery, directly impacting customer satisfaction and organizational performance. In Ilorin, Unity Bank’s investment in staff development ensures that employees are equipped to handle customer inquiries effectively, fostering a positive service culture. This is particularly important in a service-oriented city like Ilorin, where customers value interpersonal interactions.

In conclusion, the case study of Unity Bank Plc, Ilorin, demonstrates that effective CSM drives company development by enhancing customer satisfaction, retention, and profitability. By prioritizing ECRM, staff training, and responsive service delivery, Unity Bank has strengthened its market position. These findings are consistent with broader research, which emphasizes that CSM is a cornerstone of success in the service industry. To sustain growth, Unity Bank must continue to innovate and address any service gaps to meet evolving customer expectations.

CHAPTER FIVE

Summary, Conclusion And Recommendations 
5.1
Summary of findings  

This research had shown that effective utilization of available services and monitoring of the services of customer services department of an organization can help predicts her developmental stand. However, the study also acknowledged the fact that there specific ethics and norms most appropriate in the practices of customer services unit of an organization; and if properly adhered it can impact positively in such output e.g banks. It is discovered that motivations, encouragement and welfare accrue to customer services personnel if properly implemented can save as a booster to the practitioners who serves as a mirror to the organization. The study reveals that for expected development and growth to be achieved in banks, her customer relationship department must be properly supervised and monitored.        

5.2
Conclusion    

The results of our research have indicated an appreciable level of adoption of innovative customer services practices by banks in Nigeria; specifically Unity Bank Plc. The study also found evidence for the value added by innovative HRM to firm financial performance. The study has therefore contributed to the field of strategic customer service management by providing evidence for the value-added by innovative HRM through the integration of HR functions within the organizations key strategies and operations. The implication from this and other empirical research studies are that managers should be involve in the implementation of HR practices and policies that would impact positively on bank’s goals. The live developmental expectations of banks lie almost wholly on customer services department.   

5.3
Recommendations 

From the research findings, the following recommendations are imperative as part of the measures of projecting development and growths; especially in banking section: 

1. Routine orientation should be conducted to all customer services relation practitioners aimed at updating of the current and appropriate ethics/norms. 

2. Policies and protocols review should be enforced and sustain in dealing with customer related issues in service delivery. 

3. Conclusive work environment and policy guidelines should be made available to customer relation personnel to guide/regulate the operation in the unit. 

4. Welfare packages, incentives and other staff friendly initiative should be implemented to boost the morale of officers in customer relationship departments.
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APPENDICES

APPENDIX I







       Department of Business administration  








       Institute of Finance and Management

                                                                               Studies







       Kwara State Polytechnic, Ilorin 

Dear Sir/Madam, 
REQUESTION FOR THE COMPLETION OF QUESTIONNAIRE

I am a final year student of the above mentioned Institution, carrying out a research on the overview of “Impact of customer service management and company development in service industry (A Case Study of Unity Bank plc). 
Instructions

This study is purely for academic purpose, therefore, your response or opinion will be treated in strict confidence. 

Thanks for your anticipated cooperation 









       Yours sincerely, 
  MUSEFIU  OLAYINKA OLATUNJI
APPENDIX II 
QUESTIONNAIRE

Topic: IMPACT OF CUSTOMER SERVICE MANAGEMENT AND COMPANY DEVELOPMENT IN SERVICE INDUSTRY (A CASE STUDY OF UNITY BANK PLC). 

INSTRUCTIONS: Please kindly tick (√) the appropriate box to indicate your response to the question stated below. 

SECTION A: Personal data of the Respondent

1. 
Sex of Respondent 


Male 

Female 

2.
Age of Respondent 


18-25 yrs


26-33 yrs


34-41 yrs


42-49years 

50 years & Above  

3.
Education Qualification 


SSECE/GCE/NECO 


NCE/ND 


HND/BSC


MBA/MSC

4.
Length of Service 


1-3 yrs


4-6 yrs


7-9 yrs

10 year & above 

5.
Level in Organization 


Management Level  

Junior Level  


Senior Level 
 

SECTION B: MAIN STUDY 

1.
Is there any relationship between labour turnover and availability of customer service practice?


Yes 

No 

No Idea 

2.
Does customer services management affect the developmental stand on the day to day banking operations? 


Yes 

No 

No Idea 

3
Is there any effect associated with mismanaged service accrue to banks and how it can effect development in that direction? 


Yes 

No 

No Idea 

4.
Does bank managers relate well and supervise the operations of their customer services department with a bid to protecting and predicting their growth for the betterment of the organization?    


Yes 

No 

No Idea 

5.
Is there any measure that could be adopted to improve customer services practices in organization?


Yes 

No 

No Idea 

6.
Does policy and protocol review often carryout by customer services personnel hinders banks growth and development? 


Yes 

No 

No Idea 

7.
Is there any types of customer service practice that could relate will in the financial institution like banks? 


Yes 

No 

No Idea 

8.
Is there any reaction of customers as to the service rendered by the banks? 


Yes 

No 

No Idea 
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