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b ABSTRACT

liis work is on the impactof information and communication technology (ICT) innovations
i customer's satisfaction in Nigerian banks. It is a quantitative resecrch design which
lolves questionnaires and structured interviews for collecting the primary data from three
digerions banks: UBA Ple, Zenith Bank Plc and Diamond Bank Plec. It examined the
lpact of ICT innovation on customer satisfaction in the Nigeria banking industry; and also
e investigation of the impact of ICT innovation on bank customers’ perception of e-
nking in Nigeria. Descriptive statistics and chi-square were used in the data analysis. The '
lidy observed, among others, that even though ICT innovations enhances bank customer
flationship, the issue of..insecurity and lack of confidence on electronic products and
brvices clelivery of banks are the major obstacles. It concludes that Nigerian banks’ ICT
ovations are driven by the need to satisfy customers’ demand and to sustain efficient
ank customer relctionship. =
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WCTION .

business environment is extremely dynamic and it is undergoing rapid changes as a result of
fical improvement, increased awareness and demands of banks to serve their customers
ally and efficiently. The banking industry of the 21°% century operates in a complex and
e environment characterized by these changing conditions and highly unpredictable economic
fiformation and Communication Technology (ICT) is at the forefront of this global change curve of
phanking system in Nigeria today. The application of Information and Communication Technology
fechniques policies and implementation strategies to banking services has become a subject of
priance and concern to all banks and indeed a prerequisite for local and global competitiveness in
Information and Communication Technology (ICT) is the automation of process, controls, and
o production using computers, telecommunications, software and ancillary equipment such as
fieller machine and debit cards (Kamel, 2005). It is a term that generally covers the harnessing of -
fechnology for the information needs of business at all levels. Some banking services that have
lutionized through the use of ICT include account opening, customer account mandate, transaction
gand recording (Irechukwu, 2000). ICT products in use in-the Nigeria banking system include:
d Teller Machine (ATM), Smart Cards, Telephone Banking, MICR, Electronic Funds Transfer,
eData Interchange, Electronic Home and Office banking (Agboola, 2001). :
icade ago, the Nigerian banks and indeed the financial services industry embraced electronic
Information " and Communication Technology. Sanusi (2002) traced. the introduction and
gment of e-payment products in Nigeria to the year 1996; when the CBN granted All States Trust
ioval to introduce a closed system electronic purse called ESCA. Since then, many more
6d electronic banking products have evolved . to improve -sérvice - delivery and customer
Il Nigerian banks today are significantly into new electronic delivery channels for banking
i services with a view to delivery of better services and satisfying customers.the more.

ENT OF THE PROBLEM e T 7

fie benefit banks derive from electronic banking products and services delivery through ICT
8 is improved efficiency and effectiveness in rendition of products and services delivery to her
which will also impact significantly on the overall performance of the bank. The customers also”
oy convenient and fast delivery of services via the various e-channels, without necessarily having
ntact with the banks. Despite the developments in ICT innovations (Use of ATM, tele banking,
finking, among others), the Nigerian banking industry seem not to have achieved their aims, the
of cash economic long queues still exists in banking halls, and customers seldom patronize the
Blectronic banking products and services in Nigeria. '
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lle Impact ofInformanon and Commumcatxon Technology (ICT) Innovations on Customer’s
Satisfaction in Nigerian Banks

iscourse on d ffusion of ICT innovation has failed To focus much attention on rapid changes in ICT -
ent and its corresponding effect on product and services provision to the customers. While the
nof ICT in service delivery have been significant, the transition from one tech nology to a more
ficated onc is usually unnoticeable and occurs over a long period of time and this to a large extent
leustomers perception, confidence and acceptability. Today’s banking situation demands -continuous
ions in order to meet the yearnings and aspirations of ever-demanding customer services quickly and
jely, using latest cutting edge technology (Augusto, 2002).

i =28

CTIVES OF THE STUDY

jjectives of the study are:

To examine the impact of ICT innovation on customer satisfaction in the Nigeria banking
industry.

To investigate the impact of ICT innovation on bank customers’ perception of e-banking in
Nigeria.

rch Questions

W of the objectives of the study, the following research questions become necessary;

What are the impacts of ICT innovation on customer’s satisfaction in Nigeria?

What are the impacts of ICT innovation on Bank customer’s perception of e-banking?

arch Hypotheses

fhere is no significant posmve impact of ICT innovation on bank customer’s satisfaction in Nigeria.
There is a significant positive impact of ICT innovation on bank customer’s satisfaction in Nigeria.
There is no significant positive impact of ICT innovation on bank customer’s relationship.

There is a significant positive impact of ICT innovation-on bank customer’s relationship.

ERATURE REVIEW

fonic Banking (e-banking) is the product of ICT developments and innovation. The success of e-
ting depends squarely on customer satisfaction of the e-products and e-services bank service quality and
omer preferences. Efficiency, growth and the need to satisfy a growing, tech-survey consumer base are
three rationales for implementing e-banking in Nigeria. Success in the electronic banking era is
sured in the eyes of the customer because most customers want the same things such as quality of bank
s, efficiency of services delivery, flexibility of bank product and services and maximization of value
handler, 2001). The use of ICT in banking operation is called electronic banking (Ovia, 2001).

earches conducted in some countries on customer’s perception of and reaction to, electronic bgnking
liets and services as well as on customer satisfaction concluded that the few e-banks that faced liquidity
em 111 the so-called advanced economic was as a result of the negative perception their customer have
r services. In fact, in some countries, electronic, banking products and services are not very popular
use customers do not consider them as better alternative to traditional banking services (Balachandler,
01).

ldi and Mehrdad (2010) used chi-square to determine the impact of e-banking in Iran and their findings
m the view po'nts of customers is that e-banking cause higher advantages to Iranians. In other words, Iran
,'s plowde services rhat the customers are deriving satisfaction with particular reference to the use of e-
‘eme}\e et. al (2000) conducted an empmcal investigation on adoptlon of e-banking in Nigeria. The study
tntified the major inhibiting factors to internet banking adoption in Nigeria as, insecurity, inadequate
grational  facilities including telecommunication facilities and electricity supply and made
gommendations on how Nigerian banks can narrow the digital divide. The study also finds that internet
lking is being offered at the basic level of interactivity with most banks having mainly information sites
i providing little internets transactional sefvices.

gboola (2006) investigated electronic payment systems and tele-banking services in Nigeria. The moving
yay from cash paynients are now being automated and absolute volumes of cash transaction have declined,
fie result of the study revealed that tele-banking is capable of broadening the customer relationship, retain
Isiomers loyalty and enable banks to gain commanding height of market share if their attendant problems
ich as ineffectiveness of telecommunication services, epileptic power supply, high cost of transaction, fear
fifraudulent practices and lack of facilities necessary for their operation were taken care of.
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i6 Tiwari (2006) carried out an empirical assessment of customer’s acceptance of e-commerce in
). The study found that the most favoured reason for carrying out mobile banking is ubiquity,
b of bank account and immediacy while the highest fear of customers about mobile banking is that
Wity, cost and uncomfortability.

RETICAL FRAMEWORK

diation is an idea, practice, or object that is perceived to be new by a person or adopting entity. When
vation emerges, diffusion unfolds which entails spreading or communicating of the news of the
fon to the group for which it i intended (Rogers, 1995). Adoption however is the commitment 1o a
£d use of the innovation. This study however adopts the diffusion of innovation theory and Critical
heory.

iision of innovation theory postulated that diffusion of innovation occur as potential users become
fthe innovation, judge its relative value and make decision based on their judgement, implement or
fie innovation -and seek confirmation of the adoption or rejection decision (Rogers, 1995). These
6 lake place through a channel over a period of time among users within a social system. These
jare categorized into two viz: the Diffusion Innovation Delay which covers the period of availability
and acquisition of ICT by potential users and the Realization Innovation Delay which covers the
Qetween acquisition/installation to application and realization of potential benefits of technology,
(1995) identifies perceived characteristics of innovation and the type of individual decision involved
idoption process, size of the organization and socio-economic status of the users of the innovation as
Iy factors that affects ICT innovation and adoption. : ‘

(1987) also proposed a Critical Mass Theory in the diffusion interactive media. The theory suggests
e more people on the network; the more the diffusion and adoption of technology innovation.
fér, opportunity, usability and adaptability were identified as the three main factors affecting the rate
lzing the potentials of a new technology (Barras, 1986).

i

{0DOLOGY , ;
gpulation of the study consists of respondents, drawn from customers of United Bank for Africa Pley
Bank Plc and Diamond Bank Plc in Abakaliki, that maintain current account with these banks. The
bdrawn is based on judgment sampling approach: given that the population is infinite. It is infinite
¢ banks are not disposed to divulge the.number of their current -account holders for fear of
fiion and other undisclosed reasons. Descriptive statistics and chi-square were used in the data
. Thig is a quantitative research design and as such, questionnaire and structured interviews were
for céllecting our primary data. The model validity and reliability focuses on correctness of results
fisistency of means of measurement. Validity is proven if the research design fully addresses question
ectives that the researcher is trying to answer while Reliability is proven if the research is consistent
Similar answer would be found if conducted using the same research design (Zikmund, 2003). T

imula for chi-square (X?) =  (0-E)?
% 0= Observed value
E = expected value .. - v
The five point liket’s scale of rating were used to indicate the extent to which the customers
disagree with various statements. :

Analysis

Lof 240 questionnaires were administered to bank customers: 80 to each of the three banks. Of the
I, 72, 67 and 53 were answered and returned by customers of United Bank for Africa, Zenith Bank
Jlamond Bank respectively. Thus, of the 240 questionnaire distributed, 192 were answered and returned
fiepresented 80% of the total respondents. Though the questionnaire covered various issues, only the
int findings are reported here. In order to ascertain customers’ satisfaction and -perception with respect
teffect of ICT innovations on banking product and services delivery, descriptive statistics were
dyed in the presentation and analysis of results. ‘
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The Impact of Information and Communication Technology (ICT) Innovations on
‘ Satisfaction in Nigerian Banks QSQ’

you use any ICT innovation for your bank transaction?

o‘nses Frequency %
182 .1 951
10 4.9

bresult of table shows that 182 representing 95.1% of the respondents use one form-the electronic
ey system or the other, while the remaining 10 respondent representing 4.9 percent are yet to use any
e electronic delivery system. This indicates to'a large extent, high level of patronage of ICT innovations
lintroduced by Nigerian banks.

at type of ICT innovations do you use?

Sy,
Types of ICT Innovations used by customers.

léctronic Delivery Channels Frequency % 1
1 ’ 120 65.9

emet Banking 28 1549

glephone Banking , | 18 10.3

B Banking 9 ' 5.2

thers 7 . 3.1

otal 132 100

B2 indicator that 120 (65.9%) responderits use ATM for financial transactions, 28 (15.5%) use internet
ing, 18(103%) use telephone banking, 9(5.2%) use PC banking, 7(3.1%) use other electronic delivery
Il other than the ones specified here. This confirms that ATM s the most widely used ICT innovation

'rg Nigeria, by customer for their day-to-day financial transactions and almost all the banks have ATM
line located around the corner of the country. ‘

- h § &_,, T “ : .
often do you use electronic banking products and services in a month?
€3: frequency of usage of e-banking services

joer of visit per month Frequency %

; 11 5.9
14 7.8

; : 23 A 12.6

8 or more 134 73.7

1 182 100

13 indicates that 134 (73.7%) of the respondents visit their banks three times or more every nfonth to
ict some banking business which they believe other ICT innovations cannot satisfactorily offer them,
and 12.6% of the respondents.visits the bank once and twice,

lis the significance of human teller?
24 Importance of human teller to bank customer

nses Frequency %

gly disagree . 2 1.0

| 7 3.9

cided ' 23 12.8

£ 80 441

ly agree 70 38.2
182 100

4 shows that customer still believe that though many banks have introduced ICT innovations human
are still very relevant in financial transaction. About 150 (82.3%) of the respondent still agree that
iteller is still important while 9(4,9%) of the respondent disagree on the assertion, The result confirm
Ven in the face of increased ICT innovation and electronic delivery system, human teller are still
ered important in banking. The customer still value personal touch in banking services.

1y,
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s the use of ICT Innovation generally improve bank customer general satisfaction? ’;Z* j
ble 5: General customer satisfaction

Sponses Frequency %
ngly disagree 36 _ 20
Sagree | 47 ( ‘ 26

14 , 7
5§ 32 : o
{ agree 27 ‘ i 15
i ‘ | 182 = ‘ 100

om table 5, 85 respondents representing 47% agreed that ICT innovations provided adequate satisfaction
flhem. This calls for concern. Banks need to intensify effort to ensure that customers are delighted and
Bfied will electronic bankifrg services provided.
88ICT Innovations improve bank customer relationship?
ble 6: ICT bank customer relationship

ponse Frequency % |
Bngly disagree L18 - 10

Bgree 22 12 1
decided 7 4

o 55 30

ngly agree 80 44

TAL 182 100

I6 6 reveals that 74% of the respondent agreed that ICT Innovation improves bank customer’s
onship. 24% disagreed while 4% of the respondents were undecided. ' o

atis the main problem of electronic banking in Nigeria?

le 7: Problems of electronic banking (Product of ICT Innovation).
jonses ﬁrequency | %

¢of confidence 64 35
fquate technology 20 11
ourity 73 ' 40

rac 15 ' 8
equate framework 10 6

| : 182 100 ﬂ .

i table 7, it is glaring that customers are very interested in embracing the product of ICT innovation
fonic banking) services due to lack of confidence, insecurity and inadequate technolog

gy. However, few
mers are of the view that illiteracy and inadequate framework of banks toward ICT innovation are the
iproblem of electronic banking in Nigeria. \

of Hypotheses i Iy -

I I

e

othesis One: . : ‘ s
fhere is no significance positive impact of ICT Innovation on bank customer satisfaction in Nigeria
iere is a significance positive impaet of ICT Innovation on bank customer satisfaction in Nigeria
mers’ General Satisfaction
28: chi-square table on ICT Innovation and customer satisfaction
onse Oi Ei ~ Joite (Ol-ei) j (Oi-eilei |
gly disagree 36 ST 364 (6.4) 40.96 . 1.12 \
e,e 47 36.4 . 10.6 112.36 3.09
gidod 4 36,4 ' (22.4) 501.76 13.78
58 36.4 216 466.56 | 12.82 B
iy Agrec 27 - 364 | (9.4) 8836 | 243

182 182 T (3324

88 Researchers’ compu@d Data, 2011.
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he Impact of Information and Communication Technology (ICT) Innovations on Customer’sr
Satisfaction in Nigerian Banks.

blevel of significance and 4 degree of freedom, the calculated chi-square value is 33.24 while tabulated
lare value is 9.4877.

lon Rule: Since X* calculated is greater that X* tabulated (33.24>9.4877), we reject the null hypothesis
oept that alternative hypothesis that ICT Innovation have positive significant impact on customer
etion.

othesis Two

fliere is no significant positive impact of ICT Innovation on bank customer relationship,

flhere is a significant positive impact of ICT Inmovation on bank customer relationship.

Customer Relationship

260

85ponse Oi Ei Ol —ei (Oi-ei) (Oi-e1)2
(&

ongly disagree 18 36.4 (18.4) 338.56 9.30
agrec 29 36.4 (14.4) 207.36 5.70
decided 7 36.4 (29.4) 864.36 23.74

55 36.4 18.6 345.96 9.50
fongly Agrec 80 36.4 44.4 1971.36 54.16
ftal 182 182 102 .4

e: Researchers’ Computed Data, 2011.

4 level of significant and 4 degree of freedom, the calculated chi-square value is 102.4 while the
lated chi-square value is 9.4877. v

lsion Rule: Since X* calculated is greater than X? Tabulated (102.4 > 9.4877), we reject the null
fihesis and accept the alternative hypothesis that ICT innovation have positive significant impact on
Kcustomer relationship.

Bipg,

DINGS

advance in ICT have certainly introduced new delivery channels in Nigerian banking industries with
esearching implications on customers satisfactiori and bank/customer relationship. This study finds that:
8" customers are absolutely aware of ICT developments and advancements' which are directed at
omers, satisfaction and delight. Unfortunately, lack of confidence, growing level of insecurity and
equate technology involved in electronic banking product and servites delivery are the hindrances to
tlive and efficient e-service delivery and enhanced customers’ satisfaction. »

study also finds that even though ICT innovations enhances bank customer relationship, the issue of
gurity and lack of confidence on electronic products and services delivery of banks are the major
icles observed . Hence, more customers prefer human teller and personal touch will banks in their

ficial transaction. A lot need to be done to create confidence in the minds of customers about the benefits
Security of the new delivery channels,.

\CLUSION L -
i the foregoing, this study concludes that Nigerian banks are ICT complicate and that bank ICT
ation are driven by the need to satisfy customer demand and to sustain efficient bank customer

fionship. However, we submit that insecurity and lack of confidence on electronic delivery channels are

ajor challenges facing ICT survival in the competitive business environment, effort should be made to
e that these challenges are tabled.

COMMENDATIONS

l. There should be adequate regulatory framework that will ensure that customer confidence in the use
of electronic banking products and services are guaranteed. ’

12, Banks should try to change customer negative perception on the use of e-banking services and
products, This can be done through sustained promotions and advertisement and installation and-
maintenance of ICT machines that should improve service delivery to justify the benefits of
electronic banking products and services, By this, customers’ perception would be changed and
interest aroused.

ICT innovations is a continuous phenomena and should be driven by not just technology
development but must be based on customers demand and satisfaction, achieving competitive
advantage and enhanced bank performance that will encourage better bank customer relationship.
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