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Abstract 
This study examined the service quality and customer satisfaction in First Bank 

Plc Owerri, Imo State. Three research objectives, three research questions and 

three research hypotheses guided the study. Survey research design was employed 

and questionnaire served as the instrument of data collection.  The data was 

collected through questionnaire and analyzed using simple percentage and chi-

square. It was discovered that reliability affects customer satisfaction in the 

Nigeria banking industry, responsiveness affects customer satisfaction in the 

Nigeria banking industry and empathy affects customer satisfaction in the Nigeria 

banking industry. Based on the result, it was recommended that the banking 

industry should continue to show high level of reliability to their customers. Also, 

there is need for high level of responsiveness of Nigerian commercial bank to their 

customers to enhance satisfaction. The bank should do this by keeping customers 

informed on when service should be done, giving prompt service to customers and 

show high level of willingness to help customers. 

 

Keywords: service quality, customer satisfaction, reliability, responsiveness, and 

empathy.  

 
 

 

Introduction 
Consumer awareness, stiff competition 

and standard of living are forcing many 

businesses to pay more attention to 

customer satisfaction strategy (Kadir et 

al., 2011). Many businesses, big and 

small, are putting more efforts to retain 
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existing customers rather than to acquire new ones. This is because the cost of 

acquiring one new customer is greater than cost of retaining existing customers. 

Service quality and customers’ satisfaction are interlinked and this creates value for 

customer. If customers are offered services that they expect or that exceed their 

expectation, they will have a positive view about the firm. On the other hand if 

customers feel they got less value than what they expected, their attitude towards the 

given firm will be negative and they may pass this attitude to potential customers 

(Chau & Kao, 2019). If satisfaction is there, then customers will become loyal but if 

customers are dissatisfied their loyalty is not guaranteed. Hence management should 

pay special focus on the satisfaction and this starts with offering quality service.  

Therefore banks should keep in mind not to focus on shareholders alone, but also the 

customers through the quality of service they offer them. Customers’ satisfaction will 

affect the overall performance of the banks in the long run. Today’s’ economy is about 

maintaining old customers and attracting new customers to thrive in the market 

(Ramzi, 2010). According to Hossan (2012), customer satisfaction is a key factor in 

positioning a firm’s performance. This can be measured in different ways. One of the 

ways of measuring the customers’ satisfaction is by understanding benefits and costs 

relationship of the customers’ expectations. This can depend on their past experiences. 

Another way is through the life cycle of the relationship of the customer. If customer 

satisfaction may be achieved, quality service must be maintained in service industries. 

Quality of service is not only a vital factor of customer satisfaction in manufacturing 

industries but also in service firms today that are developing (Karim & Chowdhury, 

2014).  

Research indicates that customer satisfaction plays a very important role in customer 

loyalty, retention or repeat purchase (Mohsan et al., 2011). Firms in the service sector 

need to strive through service quality. One of the major factors which influence the 

customer satisfaction is the quality of service. Measurement of service quality enables 

firms to compare before and after changes, identify the quality-related problems, and 

establishing clear standards for service delivery. High service quality will improve 

customer satisfaction, give a firm an edge in the market share, and attract profit 

(Hossan, 2012). The thing that separates competitors is their level of service. It is not 

unusual for customers to switch back and forth between products or organizations 

simply because of pricing, a bad first impression from the organization or lack of 

quality service. This is sometimes referred to as service churn. Satisfaction is the 

customer‘s evaluation of a product or service in terms of whether that product or 

service has met their needs and expectations (Zeithaml and Bitner, 2013).  

Happy and satisfied customers behave in a positive manner. They will buy a lot from 

you and will give you a large share of their business. Customer satisfaction is derived 



357  africascholarpublications@gmail.com                                                                               

 2022 

 

largely from the quality and reliability of your products and services. However, almost 

every Nigerian bank encounters similar problems in meeting customer‘s expectation 

of services and customer satisfaction (Timothy, 2012). For example, the issue of 

money transfer in banks is one major problem that customers of certain banks have 

been made to experience. In most cases the customer hardly receives the payment of 

the money transferred into his account immediately. The long queues and huge crowds 

in the banking halls can be highly devastating and discouraging most times, especially 

when the weekend is near. Most times, this long queues are as a result of the 

breakdown of the computers used by these cashiers, sometimes it occurs as a result of 

the cashiers, pushing duty to one another, as to who is to attend to the customers or 

not. According to Ojo (2010), customer service is the ability of knowledgeable, 

capable, and enthusiastic employees to deliver products and services to their internal 

and external customers in a manner that satisfies identified and unidentified needs and 

ultimately results in positive word-of- mouth publicity and return business.  

 

STATEMENT OF THE PROBLEM  

In Nigeria, not much attention is given to the notion of providing consumers with 

quality service and satisfaction hence, some banks render weak services and thereby 

taking customers for granted (Ghost & Gnanadhas, 2011). In the past, quality was seen 

as a measurable aspect for tangible products only. This was due to inferiority of the 

service sector in the economy. Due to the increasing importance of service sector in 

the economy, the measurement of service quality began to be of interest to individuals 

in this field. 

 

OBJECTIVES OF THE STUDY  

The general objective of this study is to determine service quality and customer 

satisfaction. The specific objectives of the study are to: 

1. To determine if reliability affects customer satisfaction in the Nigeria banking 

industry.  

2. To find out if responsiveness affects customer satisfaction in the Nigeria 

banking industry. 

3. To identify if empathy affects customer satisfaction in the Nigeria banking 

industry. 

 

RESEARCH QUESTIONS  

Based on the research objectives, the following research questions were posed for the 

study. 

1. Does reliability affect customer satisfaction in the Nigeria banking industry?  
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2. Does responsiveness affect customer satisfaction in the Nigeria banking 

industry?  

3. Does empathy affect customer satisfaction in the Nigeria banking industry? 

 

RESEARCH HYPOTHESES 

This study is guided by the following research hypotheses. 

Ho1: Reliability does not affect customer satisfaction in the Nigeria banking industry.  

Ho2: Responsiveness does not affect customer satisfaction in the Nigeria banking 

industry. 

Ho3: Empathy does not affect customer satisfaction in the Nigeria banking industry. 

 

CONCEPTUAL REVIEW 

Service Quality 

The definition of quality may vary from person to person and from situation to 

situation. The definitions of service quality vary only in wording but typically involve 

determining whether perceived service delivery meets, exceeds or fails to meet 

customer expectations (Cronin and Taylor, 2012). Service quality is commonly noted 

as a critical prerequisite and determinant of competitiveness for establishing and 

sustaining satisfying relationships with customers. Previous studying suggests that 

service quality is an important indicator of customer satisfaction. Attention to service 

quality can make an organization different from other organizations and gain a lasting 

competitive advantage (Boshoff and Gray, 2014). In particular, consumers prefer 

service quality when the price and other cost elements are held constant. It has become 

a distinct and important aspect of the product and service offering.  

According to Brady and Robertson (2011) service quality helps to create the necessary 

competitive advantage by being an effective differentiating factor. Service quality was 

initiated in the 1980s as the worldwide trend when marketers realized that only a 

quality product could guaranteed and maintain competitive advantage. According to 

Parasuraman et al. (2015), service quality can be defined as the consumer’s 

comparison between service expectation and service performance. They proposed 

service quality to be a function of pre-purchase customer expectations, perceived 

process quality, and perceived output quality. Based on their statement in 1985, they 

then suggested that service quality is determined by differences between customers’ 

expectation of the service and their perceptions of the service experience. Parasuraman 

(2018) define service quality as the degree and direction of discrepancy between the 

consumer’s perceptions and expectations, or the extent to which a service meets or 

exceeds customer expectations.  
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Regarding services, quality usually involves a comparison between the provided 

service and the one expected by the consumers (Ioncica 2016). When the expectations 

are met, be they objective or subjective, they will favorably appreciate the service 

quality. It is a consumer’s overall impression of relative inferiority and superiority of 

the organization and its services. Parasuraman (2010) presented a definition of service 

quality as ‘‘the degree of discrepancy between customers’ normative expectation of 

the service and their perception of the service performance’’. Service quality has 

become a distinct and important aspect of the product and service offering. According 

to Mohammad and Alhamadani (2011), service quality is the lifeblood of every 

business. Thus, the attainment of quality in products and services has become an issue 

of concern of the 21st century. Customers judge service quality relative to what they 

want by comparing their perceptions of service experiences with their expectations of 

what the service performance should be.  

 

Customer Satisfaction 

Customer-centred companies have emphasized a better understanding of customers’ 

needs and wants, and then translated them into the capability to give customers what 

they really need and want. Simply stated, customer satisfaction is essential for 

corporate survival or existence. Customer satisfaction is defined as the result of a 

cognitive and affective evaluation, where some comparison standard is compared to 

the actually perceived performance (Ab-Aziz, Shukor & Abdullah, 2014). If the 

perceived performance is less than expected, customers will be dissatisfied. On the 

other hand, if the perceived performance exceeds expectations, customers will be 

satisfied. Otherwise, if the perceived expectations are met with performance, 

customers are in an indifferent or neural stage. In general, increased customer 

satisfaction leads to higher customer retention rate, increases customer repurchase 

behaviour, and ultimately drive higher firm profitability. 

Customer satisfaction with a company’s products or services is often seen as the key 

to a company’s success and long-term competitiveness. Customer satisfaction has 

developed extensively as a basic construct for monitoring and controlling activities in 

the relationship marketing concept. Satisfaction is regarded as a short term emotional 

state that results from an intrapersonal comparison of the customer’s expectations with 

the evaluation of a single product or service encounter. Oliver (2011); Brady and 

Robertson (2011); Lovelock, Patterson and Walker (2011) conceptualize customer 

satisfaction as an individual’s feeling of pleasure or disappointment resulting from 

comparing a product’s perceived performance (or outcome) in relation to his or her 

expectations. Generally, there are two general conceptualizations of satisfaction, 

namely, transaction specific satisfaction and cumulative satisfaction. Transaction-
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specific satisfaction is a customer’s evaluation of his or her experience and reactions 

to a particular service encounter and cumulative satisfaction refers to the customer’s 

overall evaluation of the consumption experience to date (Cook, 2018). 

For more than two decades, customer satisfaction has been an intensively discussed 

subject in the areas of consumer and marketing research. In recent times, customer 

satisfaction has gained new attention within the context of the paradigm shift from 

transactional marketing to relationship marketing, which refers “to all marketing 

activities directed toward establishing, developing, and maintaining successful 

relational exchanges”. This emotional state of satisfaction leads to an overall global 

attitude about [service] quality which is only implicitly based on some kind of internal 

expectation standard. Because quality is a dynamic construct, additional consumption 

experiences influence and modify the existing quality perception and cause changes 

in this perception (Thompson & Getty, 2020). In other words, multiple satisfaction 

evaluations contribute to an overall quality evaluation.  

 

Effect of Reliability on Customer Satisfaction  

Safwan et al. (2010) argued that reliability shows the service provider’s ability to 

perform services in a dependable and accurate manner. Furthermore, it involves doing 

it right the first time and it is a crucial service component of customers. It is noted that 

being reliable is an exceptionally important quality to have, especially in the banking 

industry. Reliability improvement is key in service quality enhancement efforts. This 

is because when a firm is unreliable, they communicate less concern to what customers 

care about. Customers may form a negative perception about the firm and will switch 

to a competitor without second thoughts (Sakhaei et al., 2014). It is not easy for many 

types of service businesses to maintain a higher level of reliability day in day out. 

Customers view, experience and judge mishaps in the service sector immediately they 

interact with the firm (Mudassar et al., 2013). In such a sector, variability occurs 

largely when services are being offered. It is difficult for service providers to control 

such variations since each employee is somewhat different from the others in 

personality, skills and attitudes.  

 

Effect of Responsiveness on Customer Satisfaction  

Providing service in a timely manner is highly appreciated by customers. Good service 

providers understand this aspect (Iqbal et al., 2010). Furthermore, firms that value 

efficiency pay attention to the services that they offer so that they can have an 

advantage and use this to keep off competitors. Bank customers look for banks that 

willingly help them in their banking operations. Customer satisfaction may be 

achieved in the banking sector when the service provider is willing to assist its 
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customers when required. “Responsiveness is positively related to customer 

satisfaction and customers can refers others if satisfied” (Armstrong, 2012). Therefore, 

Word Of Mouth (WOM) advertisements are important for the banks. Key aspects of 

responsiveness include keeping customers informed as to when services will be 

performed, prompt service to customers, willingness to help customers and Readiness 

to respond to customers request.  

 

Effect of Empathy on Customer Satisfaction  

The basis of empathy is rooted in understanding the needs of customers and giving 

them individual attention. Employee and customer interactions are reflected through 

the empathy dimension (Armstrong, 2012). Service customers have an expectation on 

how the service provider should understand and be concerned about their individual 

needs and wants. As a service provider, trying to understand the situation from the 

customer’s point of view gives a clearer picture of what is happening. Showing an 

understanding and having knowledge to solve customers’ problems are key factors in 

the banking industry. The key aspects of empathy include giving customers’ individual 

attention, employees who deal with customers in a caring fashion and employees who 

understand the needs of their customers (Armstrong, 2012).  

 

THEORETICAL REVIEW  

Disconfirmation Theory 

Consumer satisfaction is an aftereffect of the examination procedure amongst 

expectation of apparent service presentation. Consumer’s satisfaction which is 

summed via “disconfirmation theory”. Disconfirmation theory can be said as the 

evaluation of the execution state once utilizing the produce from the organization or 

service with the expectancy grade before making use of the produce from the 

organization or service which may be greater/bad. If the result from the product or 

service is bad than what is expected then (Expectation > Performance) “negative 

disconfirmation”, however it is read greater (Expectation < Performance) “positive 

disconfirmation”, but if it shows as expected then it will be Expectation = Performance 

“confirmation” should be involved. Consumer satisfaction/fulfillment take place in a 

condition where “confirmation” as well as “positive disconfirmation”.  

Where there are negative disconfirmation conditions the result will be dissatisfaction. 

There is provision of customer satisfaction if that product or service matches with 

expectations of the consumer. The situation of “positive disconfirmation”. On off 

chances that the clear execution of an item or administration is under the clients’ desire 

an item or administration can't fulfill the client. This will result to the situation of 

"negative disconfirmation". On off chance that the evident execution of a product or 
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service of which the expectation while applying a product/service are proportionate 

there is shaped consumer satisfaction. The situation of “confirmation” however, 

organizations create diverse investigations to measure the clients satisfaction. It secure 

a few evidence alongside the studies, on the reason backing why customers slant 

toward them and in which criteria they give hugeness when obtaining and if the 

organization can meet customers’ needs.  

 

Contrast Theory 

This theory was originally developed by Cardozo (1965) and popularized by Hovland 

et al. (2017). The theory explains the tendency to magnify the discrepancy between 

customer’s attitude and the attitude represented by opinion statements. Contrast theory 

presents an alternative view of the consumer post-usage evaluation process that was 

presented in assimilation theory (Cardozo, 1965). While assimilation theory suggests 

that consumers will seek to minimize the discrepancy between expectation and 

performance, the contrast theory suggests that a surprise effect occurs leading to the 

discrepancy being magnified or exaggerated (Peyton et al., 2013). According to the 

contrast theory, any discrepancy of experience from expectations will be exaggerated 

in the direction of discrepancy.  

If a firm raises expectations in their advertising, and a customer’s experience is only 

slightly less than promised, the product/ service would be rejected as totally un-

satisfactory. Conversely, under-promising in advertising and over-delivering will 

cause positive disconfirmation and result in exaggeration (Terry, 2017). Several 

studies in the marketing literature offer some support for this theory (Oliver & 

Hanming, 2014). The contrast theory of customer satisfaction predicts customer 

reaction instead of reducing dissonance; however, because consumers will magnify 

the difference between expectation and the performance of the product/service, it is 

difficult to measure customer’s satisfaction (Olson & Dover, 1979).  

 

EMPIRICAL REVIEW  

Ogunnaike (2010) focused on assessing the relationship between service quality and 

customer satisfaction; evidence from Nigerian banking industry. It is the performance 

of service that creates true customers: customers who buy more and who influence 

others to buy .However, Nigerian Banks have been found to be characterized by poor 

service quality. This study was therefore carried to examine the relationship between 

service quality and customer satisfaction. Two hypotheses were formulated in this 

study and appropriate statistical techniques employed to test the hypotheses were 

multiple regression and correlation. The study reveals that service quality has 

significant effect on customer satisfaction. The result also show that there is a 
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relationship between gender and customer service. Conclusion was drawn and it was 

recommended based on the findings of the study that the banks should focus more on 

their customers rather than on the products and services, which they sell because 

customers are the true business of every company. 

Dimfwina, Murtala & Ukonu (2018) assessed the effect of quality service of small 

hotels on customers’ satisfaction in Bauchi Nigeria. This study is aimed at determining 

the relationship between service quality dimensions and customer satisfaction. 

Purposive random sampling was used based on the convenient for researchers in 

gaining information from respondents. Structured questionnaire was used as an 

instrument where 150 respondents were engaged in the study but only 112 filled and 

returned their questionnaire which became the unit of analysis of this research. 

Correlation was used to test the relationship between service quality dimensions and 

customers’ satisfaction and meanwhile, the hypothesis were tested using regression 

analysis. The result shows that Reliability and Customers‟ Satisfaction were not 

positively and significantly associated (r=0.024, p=0.805), Assurance and Customers‟ 

Satisfaction were positively and significantly associated (r=0.798, p=0.000), 

Tangibility and Customers‟ Satisfaction were positively and significantly associated 

(r=0.447, p=0.000), Empathy and Customers‟ Satisfaction were positively and 

significantly associated (r=0.425, p=0.000). And finally Responsiveness and 

Customers‟ Satisfaction were positively and significantly associated (r=0.918, 

p=0.000).Therefore based on the findings it was recommended that hotel managers 

should place importance on significant predictors of guest satisfaction such as; 

empathy, responsiveness, assurance and tangibility for policy and practice. 

Achama, Obioha, Anukam & Nwaneri (2019) studied service quality dimensions and 

customer satisfaction in the hospitality industry: an exploratory approach. The main 

purpose of this paper therefore, is to determine the service quality dimensions and its 

influence on customer’s satisfaction and retention. Excellent quality service not only 

results in a profit strategy but also it is energizing for employees to perform to their 

potential to meet challenges. By providing quality service, hospitality industry 

especially the hotels can sustain customers’ confidence and gain competitive 

advantage over their competitors. In this paper, descriptive method was used with 

emphases in exploratory approach. Simple random sampling was used for data 

collection while multiple regression statistical tools was used for data analysis. The 

results indicate that service quality variables including tangibility and reliability 

influences customer satisfaction, retention and loyalty of customers. The study 

recommended among others that understanding of the impact of service quality on 

customer satisfaction, retention and loyalty should lead to improved efficiency of the 
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service process by improving both the customer satisfaction and the service quality 

process. 

Bello and Majebi (2018) explores the relationship between dimensions of service 

quality and customers’ satisfaction in hotels in Auchi, Nigeria using Lodging Quality 

Index as underline model. Survey method was employed for the collection of data, 

while multiple regression was used for data analysis. The results reveal a positive and 

significant relationship between the six dimensions of service quality and customer 

satisfaction. However, the outcome of regression analysis shows that tangibility, 

reliability and responsiveness are the most positive predictors of customer satisfaction 

in hotels in Auchi. Based on these findings, the researchers suggest that hotel 

stakeholders and government authorities in Edo State, and more so in Auchi should 

collaborate in developing and implementing policies that are designed to increase the 

level of reliability, responsiveness, tangibility and effective communication in the 

hotel sub sector in order to boost quality service delivery and promote customer 

satisfaction. 

 

RESEARCH GAP 

Many studies have been executed on service quality and customer satisfaction. For 

example, Ogunnaike (2010) focused on assessing the relationship between service 

quality and customer satisfaction; evidence from Nigerian banking industry. Based on 

the foregoing, it’s a fact that little or nothing has been covered on service quality and 

customer satisfaction in First Bank Plc Owerri, Imo State. For that, research gap exist 

and there is need for this study.  

 

RESEARCH METHODOLOGY 

1. Research design: The research designed employed for the study is survey 

design.  

2. Population of the study: The population of this study is made up of the entire 

staff of First Bank in their branches in Bank Road (which is their headquarters), 

Okigwe Road Orji, Wethedral Road and Orlu Road (which has total population 

of 39, 26, 19 and 16 respectively) all in Owerri, Imo State. The study 

population is therefore 100. 

3. Summary procedure: In this study, the researcher used simple random 

sampling technique as the sampling procedure for this study.  

4. Sample size determinations: Sample is the total number of elements actually 

studied from the entire population. The sample size of this study will be 

determined by the use of Taro Yamane formula, by Alugbuo (2002) as thus: 

N  =  N  
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     1+n(e)2 

Where     n =  sample size 

N =  population size 

e =  error allowance 

1 =  constant figure 

Given that the researcher was chosen 5% or 0.05 as a level of significance the sample 

size can be calculated thus. 

n =  ? 

n =  100  

€ =  0.05 

n =        100 

1+100 (0.05)2 

=            100 

1+100 (0.025) 

=   100 

           1+0.25 

=   100 

1.25 

=  80 

The sample size is therefore 80 

5. Sources of data collection: In this study, the researcher used both primary and 

secondary data. 

➢ Primary data: Questionnaires was the major instrument employed in 

collecting relevant data directly from the respondents.  

➢ Secondary data: These data were collected from textbooks, journal articles, 

seminar papers, periodicals and library research etc. They were well utilized in 

chapter two of this study. 

6. Validity and reliability of instrument: The researcher used content validity 

method. More so, the researcher used the test retest reliability.  

7. Method of data analysis: The need to enhance easy comprehension and 

analysis prompted the use of the frequency distribution table to present the data 

gathered. Moreover, the data collected were analyzed based on simple 

percentages and chi-square.  

 

DATA PRESENTATION AND ANALYSIS  

It should be noted that out of 80 questionnaires distributed to the sampled population, 

only 73 were properly filled and returned. Therefore, the 73 is now our sample size. 

Re-Statement of Hypothesis One 

Ho1: Reliability does not affect customer satisfaction in the Nigeria banking industry.  

To test this hypothesis, the data in table 4.6 was employed. 
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Table 1: Chi-square table for hypothesis one. 

Options Table 4.6 

Agreed 13 

Undecided  6 

Disagreed 54 

Total  73 

 

Expected frequency  = All observed frequency 

     Number of observations 

= 73/3  = 24.3 

Fo Fe Fo-Fe (Fo-Fe)2 (Fo-Fe)2/Fe 

13 24.3 -11.3 127.69 5.25 

54 24.3 29.7 882.09 36.3 

6 24.3 -18.3 334.89 13.78 

Total = 73    55.33 

 

Decision Rule 

Since the calculated value of chi-square, 55.33 is more than the tabulated value, 9.488, 

the alternative hypothesis is hereby accepted and the null hypothesis rejected, hence 

we conclude here reliability affect customer satisfaction in the Nigeria banking 

industry. 

 

 
Re-Statement of Hypothesis Two 

Ho2: Responsiveness does not affect customer satisfaction in the Nigeria banking 

industry. 

To test this hypothesis, the data in table 4.7 was employed. 

 

4df 
e = 0.05 

Rejection region 

Acceptance region 
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Table 2: Chi-square table for hypothesis two. 

Options Table 4.7 

Agreed 12 

Undecided  8 

Disagreed 53 

Total  73 

 

Expected frequency  = All observed frequency 

     Number of observations 

= 73/3  = 24.3 

Fo Fe Fo-Fe (Fo-Fe)2 (Fo-Fe)2/Fe 

12 24.3 -12.3 151.29 6.23 

8 24.3 -16.3 265.69 10.93 

53 24.3 28.7 823.69 33.80 

Total = 73    143.03 

 

Decision Rule 

Since the calculated value of chi-square, 143.03 is more than the tabulated value, 

9.488, the alternative hypothesis is hereby accepted, and the null hypothesis rejected; 

hence we conclude that responsiveness affect customer satisfaction in the Nigeria 

banking industry. 

 

 
 

Re-statement of Hypothesis Three 

Ho3: Empathy does not affect customer satisfaction in the Nigeria banking industry. 

To test the above hypothesis three, the data in table 4.8 was used. 

 

4df 
e = 0.05 

Rejection region 

Acceptance region 
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Table 3: Chi-square table for hypothesis three. 

Options Table 4.8 

Agreed 13 

Undecided  6 

Disagreed 54 

Total  73 

 

Expected frequency  = All observed frequency 

     Number of observations 

= 73/3  = 24.3 

Fo Fe Fo-Fe (Fo-Fe)2 (Fo-Fe)2/Fe 

13 24.3 -11.3 127.69 5.25 

6 24.3 29.7 882.09 36.3 

54 24.3 -18.3 334.89 13.78 

Total = 73    55.33 

 

Decision Rule 

Since the calculated value of chi-square, 55.33 is more than the tabulated value, 9.488, 

the alternative hypothesis is hereby accepted and the null hypothesis rejected, hence 

we conclude here that empathy affect customer satisfaction in the Nigeria banking 

industry. 

 

 
 

DISCUSSION OF FINDINGS 

In line with the hypothesis one, this study discovered that reliability affects customer 

satisfaction in the Nigeria banking industry. In this direction, Hossan (2012) stated 

that when organization is reliable, it enhances customers’ trust and therefore leads to 

customer satisfaction. 

4df 
e = 0.05 

Rejection region 

Acceptance region 
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In line with the hypothesis two, this study discovered that responsiveness affects 

customer satisfaction in the Nigeria banking industry. More so, Armstrong (2012) 

observed that responsiveness of organization especially the banking industry 

encourages customer happiness and customer acquisition. 

In line with the hypothesis three, this study discovered that empathy affects customer 

satisfaction in the Nigeria banking industry. In this case, Messay (2012) was of the 

opinion that the empathy shows that an organization understands the value of their 

customers; hence it encourages customer satisfaction. 

 

CONCLUSION 

This study focused on service quality and customer satisfaction in First Bank Plc 

Owerri, Imo State. Here, happy and satisfied customers behave in a positive manner. 

Customer satisfaction is derived largely from the quality and reliability of bank 

products and services. However, almost every Nigerian bank encounters similar 

problems in meeting customer‘s expectation of services and customer satisfaction. 

Therefore banks should keep in mind not to focus on shareholders alone, but also the 

customers through the quality of service they offer them. Therefore, any bank that 

encourages reliability responsiveness and empathy is like to achieve customer 

satisfaction and customer acquisition in their system. 

 

RECOMMENDATIONS 

Based on the findings, the following recommendations were made. 

1. The banking industry should continue to show high level of reliability to their 

customers. This should be done by providing service to customers as promised, 

showing that they can be dependable by the customers, offering good service 

to customers at the first time, and maintaining error free record for their 

customers. 

2. There is need for high level of responsiveness of Nigerian commercial bank to 

their customers to enhance satisfaction. The bank should do this by keeping 

customers informed on when service should be done, giving prompt service to 

customers and show high level of willingness to help customers. 

3. The Nigerian bank should be committed to the customers by showing empathy. 

This should be done by giving customers individual attention, understand the 

needs of customers and give high level of care to their customers. 

 

REFERENCES 

Ab-Aziz, M.R., Shukor, S.A. & Abdullah, W.W.M.Z. (2014). A Specific analysis of service quality 

dimensions on customer satisfaction and customer loyalty: A study of Al-Ijarah Thumma Al-Bai’ 



370  africascholarpublications@gmail.com                                                                               

 2022 

 

(AITAB) and vehicle financing-i (Bai’ Bithaman Ajil- BBA). Journal of Emerging Issues in 

Economics, Finance and Banking (JEIEFB), 3(2). 

Achama, G.I., Obioha, M.E., Anukam, I.A & Nwaneri, C.J (2019). Service quality dimensions and 

customer satisfaction in the hospitality industry: an exploratory approach. Department of Business 

Administration and Management, Imo State Polytechnic, Umuagwo-Ohaji. 

Alugbuo, C.C (2002). A practical guide to project writing. Owerri: Credo Publication. 

Armstrong, K. (2012). Principles of marketing, 14th edition. New Jersey: USA Pearson Education Inc. 

Bello, Y.O. and Majebi, E.C. (2018). The relationship between dimensions of service quality and 

customers’ satisfaction in hotels in Auchi, Nigeria. Journal of Tourism and Heritage Studies, 7(1), 

58-78.  

Boshoff, C. and Gray, B. (2014). The relationships between service quality, customer satisfaction and 

buying intentions in the private hospital industry. South African Journal of Business Management, 

35(4), 27–37. 

Brady, M.K., and Robertson, C.J. (2011). Searching for a consensus on the antecedent role of service 

quality and satisfaction: An exploratory cross-national study. Journal of Business Research, 51(1), 

53–60. 

Chau, V. & Kao, Y. (2019). Bridge over troubled water or long and winding road? Gap-5 in airline 

service quality performance measures, customers trust after financial tsunami managing service 

quality. International Research Journal of Finance and Economics, 36, 76-86. 

Cook, S. (2018). Customer care excellence: How to create an effective customer focus. London: Kogan 

Page. 

Cronin, J. & Taylor, S.A. (2012). Measuring service quality: a reexamination and extension. Journal of 

Marketing, 56, 55-67. 

Dimfwina, N.T., Murtala, A. & Ukonu, I.J (2018). The effect of quality service of small hotels on 

customers’ satisfaction in Bauchi Nigeria. IOSR Journal Of Humanities And Social Science (IOSR-

JHSS), Volume 23, 63-71. 

Ghost, H. & Gnanadhas, M. (2011). Effect of service quality in commercial banks on the customer 

satisfaction: An empirical study. International Journal of Multi displinary Research, 6, 19-37. 

Hossan, J. (2012). Effect of service quality on customer satisfaction: A case of tourism industry in 

Bangladesh. International Journal of Research in Finance and Marketing, 2(2),1-25. 

Hovland, C.O., Harvey, J. & Sherif, M. (2017). Assimilation and contrast effects in reaction to 

communication and attitude change. Journal of Abnormal and Social Psychology, 55(7), 244-252. 

Ioncică, M. (2016). Economia serviciilor. Abordări teoretice şi implicaţii practice. Uranus Publishing 

House, Bucharest. Culled from Crăciun. 

Iqbal, H., Ahmed, I., Nawaz, M., Usman, S., Shaukat, Z. & Ahmad, N. (2010). Effect of service quality 

on customer satisfaction: Empirical evidence from telecommunication sector of Pakistan. Inter-

disciplinary Journal of Contemporary Research in Business, 12, 123-129. 

Kadir, A., Rahmani, N. & Masinaei, R. (2011). Effects of service quality on customer satisfaction: 

Study of online banking and ATM services in Malaysia, International. Journal of Trade, 

Economics and Finance, 2(1), 1-9. 

Karim, A. & Chowdhury, T. (2014). Customer satisfaction on service quality in private commercial 

banking sector. British Journal of Marketing Studies, 2(2),1-11. 

Lovelock, C.H., Patterson, P.G. and Walker, R.H. (2001). Services marketing: An Asia- Pacific 

perspective. Australia: Prentice Hall. 

Messay, S. (2012). Bank service quality, customer satisfaction and loyalty in Ethiopian banking sector. 

Journal of Business Administration and Management Sciences Research, 1, 1-9. 



371  africascholarpublications@gmail.com                                                                               

 2022 

 

Mohammad, A. & Alhamadani, S. (2011). service quality perspective & customer satisfaction in 

commercial banks working on Jordan. Journal of Middle Eastern Finance & Economics, 14, 61-

71. 

Mohsan, F., Nawaz, M.M., Khan, S.M., Shaukat, Z. & Asla, N. (2011). Effect of customer satisfaction 

on customer loyalty and intentions to switch: Evidence from banking sector of Pakistan. 

International Journal of Business and Social Science, 3(2), 1982-1991. 

Mudassar, K., Talib, S., Cheema, S. & Raza, M. (2013). The effect of service quality on customer 

satisfaction and the moderating role of word of mouth. African Journal of Business Management, 

7(18), 1751-1756. 

Ogunnaike, O.O. (2010). Assessing the relationship between service quality and customer satisfaction; 

evidence from Nigerian banking industry. Global Journal of Management and Business Research, 

10(3). 

Ojo, O. (2010). The relationship between service quality and customer satisfaction in the 

telecommunication industry: Evidence from Nigeria. Journal of Broad Research Accounting 

Negotiation and Distribution, 1,88-100. 

Oliver, H.M.Y & Hanming, Y. (2014). Consumer behaviour in China: Customer satisfaction and 

cultural values. London: Taylor & Francis. 

Oliver, R. L. (2011). Measurement and evaluation of satisfaction processes in retail settings. Journal of 

Retailing, 57(3), 25–48. 

Olson, J. & Dover, P. (1979). Disconfirmation of consumer expectations through product trial. Journal 

of Applied Psychology, 64, (1), 179-189. 

Parasuraman, A. (2018). SERVQUAL: A multi-item scale for measuring consumer perceptions of SQ. 

Journal of Retailing, 64(1): 12-40. 

Parasuraman, A. and Berry, L. (2015). A conceptual model of service quality and its implications for 

future research. Journal of Marketing, 49: 41-50. 

Parasuraman, A., Zeithaml, V.A. & Berry, L.L. (2010). Refinement and reassessment of the 

SERVQUAL scale. Journal of Retailing, 67(4), 420-450. 

Peyton, R.M., Pitts, S. and Kamery, H.R. (2013). Consumer Satisfaction/Dissatisfaction (CS/D): A 

review of the literature prior to the 1990s. Proceedings of the Academy of Organizational Culture 

Communication and Conflict, (pp. 7,(2).  

Ramzi, N. (2010). Effect of service quality on customer loyalty in Jordan banks. The International 

Journal of Bank Marketing, 23(6/7), 508-526. 

Safwan, A., Rehman, N., Afzal, K. & Ali, I. (2010). Determinants of consumer retention in 

telecommunication industry: Case of Saudi Arabia. International Journal of Business and 

Management, 5(5), 104-120. 

Sakhaei, S., Afshari, A. & Esmaili, E. (2014). The effect of service quality on customer satisfaction in 

internet banking. Journal of Mathematics and Computer Science, 1(9), 33-40. 

Terry, V.G (2017). Improving your measurement of customer satisfaction: A guide to creating, 

conducting, analyzing, and reporting customer satisfaction measurement programs. London: 

American Society for Quality. 

Thompson, K. N. and Getty, J. M. (2020). The Relationship between quality, satisfaction, and 

recommending behaviour in lodging decisions. Journal of Hospitality & Leisure Marketing, 2(3), 

3-22. 

Timothy, A. (2012). Electronic banking services and customer satisfaction in the Nigerian banking 

industry. International Journal of Business and Management Tomorrow, 2(3), 1-8. 



372  africascholarpublications@gmail.com                                                                               

 2022 

 

Zeithaml, V.A. and Bitner, M.J. (2013). Services marketing: integrating customer focus across the firm. 

New York: McGraw- Hill. 

 


