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ABSTRACT

This study was carried out to examine customer relations practice and patronage of banks in Uyo Local Government, Akwa Ibom State. Specifically, the study examined if there are customer service personnel in first bank Uyo. Also, if the customer service department attend to the need of the bank customers in a swift and professional manner.and finally, find out ways to improve customer service relation in other to be able to render quality service to the bank customers in Uyo, Akwa Ibom State. The study employed the survey descriptive research design. A total of 20 responses were validated from the survey.  From the responses obtained and analysed, the findings revealed that There are customer service personnel in first bank Uyo. Also, customer service department attend to the need of the bank customers in a swift and professional manner. Furthermore, customer service relation can be improved in other to be able to render quality service to the bank customers.

. The study recommend That  banks should make sure that their customer service is top notch and that customer complaint should be attended to as soon as possible. Also, That customer service personnel should be professional in how they handle customer complaints. Finally, Banks should employ personnel who have experience in customer service 

CHAPTER ONE

INTRODUCTION

1.1
Background of the Study

Communication is acknowledged all over the world as the most distinctive factor for human interaction. Over the years it has become needful for organization to relate with customers. Hitherto internet era in the world, customers largely selected their banks based on how convenient locale of the branch was to their homes or offices with the advent of new technologies in the business of banking, such as internet banking, mobile banking and Automated Teller Machines (ATM), customers can now freely choose any bank for their transactions. The fundamental purpose of customer relations practice is to establish the flow of mutual understanding based on trust, knowledge and full information between an organization and its customers. Customer relations practice in all ramifications of human life is very vital and can only be successful if the ground work is properly done and its highest standard are maintained. Customer relations starts from good manners of approach of an organization to other advanced forms of customers; relations. “There is an adage that says good word brings kola from the pocket, while bad words bring machete”. A company or organization that relates well with the customers will enjoy good patronage from its customers and its customers will speak well of the company or organization where by other listeners are encouraged to be customers as well.Customer relation practice is an effective means of gaining and retaining customers. According to Ogunsanya, (1991) many organizations are becoming more successful as a result of the implementation of strategic customers relations practices. A successful business enterprise or an unsuccessful one makes the difference between good public or customers’ relations practice and poor approach.The British institute of customer relations (1982) defines customer relations as the deliberate, planned and sustained effort to establish and maintain mutual understanding between an organization and its customers. The part of this definition which requires lots of emphasis is the need for customers’ relations practice to be deliberate, planned and sustained. Relationship between an organization and it customer is fundamental to the growth and survival of the organization, especially an organization that deals with the production of goods and services for people’s consumption. Mutual understanding and motivation are the potent factors for success and strategic customer relations that can bring in those potent factors. Customer relation refers to the communication within the company’s or organization network that is: employees, employers and existing customers, customer relations practices managing a company’s’ interactions with customers, client and sales prospects. It involves using technology to organize, automated and synchronize business processes principally sales activities, but also those for marketing, customer service and technical support, (Shaw, 2000). The overall goods are to find, attract and win new clients, nurture and retain those the company already has, entice former clients back into the food, and reduce the cost of marketing and client services.

1.2
Statement of the Problem

Frustration and anger has however been illustrated in some banks due to lack of effective customers service and relations. Many customers today are not satisfied and do not trust their banking service because of the perceived lack of fulfillment. Some argued that the quality and level of customer services have decreased in recent years and this can be attributed to lack of support or understanding at the executive and middle management levels of a customer service policy. In the banking environment customers relations emerged as one of the areas that have attracted management attention in recent years. Today, with intense competitions and innovations by banks is an increasing effort by banks to improve their customer relations based on trust, respect and value. The importance of depositors and share holders as the life-wire of banking institution cannot be over- emphasized. As the banking industry grows so also is the growth of depositors. In view of this, what kinds of customer relations practice exist in first bank of Nigeria, uyo? How effective those customer relations practice turns in much patronage for the bank?

1.3
Objective of the study

The primary objective of the study is as follows

To find out if there are customer service personnel in first bank Uyo

To find out if the customer service department attend to the need of the bank customers in a swift and professional manner

To find out ways to improve customer service relation in other to be able to render quality service to the bank customers

1.4
Research hypothesis

H0:  there are customer service personnel in first bank Uyo

H0:  the customer service department do not attend to the need of the bank customers in a swift and professional manner

1.5
Significance of the study

The significance of this study cannot be underestimated as:

This study will examine customer relations practice and patronage of banks

The findings of this research work will undoubtedly provide the much needed information to government organizations, radio stations, broadcasting commission and academia.

1.6
Scope of the study

The study will examine customer relations practice and patronage of banks using first bank Uyo as a case study. Hence the study will be delimited to first bank Uyo

1.7
Limitations of the study

This study was constrained by a number of factors which are as follows:

 just like any other research, ranging from unavailability of needed accurate materials on the topic under study, inability to get data

Financial constraint , was faced by  the researcher ,in getting relevant materials  and  in printing and collation of questionnaires

Time factor: time factor pose another constraint since having to shuttle between writing of the research and also engaging in other academic work making it uneasy for the researcher

1.8
Operational Definition Of Terms

Customer relation:  the relationships that a business has with its customers and the way in which it treats them
Bank: Bank is a financial intermediary institution which deals in loans and advances
CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

Customer Relations 
Based on the theory of Smith cited by[Luo,,2019] that the Customer Relations is one or a set of people who use one or more products or services rendered. Customer Relations is a 
function that has the most contact with the external environment. Therefore customer relations play an important role in the agency. According to Tull and Kahle [Coelho,2012] defining customer relations as a fundamental tool are planned to achieve corporate objectives and develop a sustainable competitive advantage by entering the market of marketing programs that are used to serve the target markets. 
 Customer Relationship Management (CRM)

Consumers are a very important asset because no single or company will be able to survive when left by their customer[Luo,,2019], so that communication with customers 

should be done as effectively as possible for the company to continue to establish good cooperation with customers. Form of communication that can be done against subscribes company is through customer service, that all activities undertaken company to maintain existing customers or consumers who are becoming regulars[Hasan,2018]. Activities to establish relationships with customers (Customer Relations) in the business world is run by a special section called the customer service, because customer service is a frontline company that serves all the needs of the consumer satisfactorily including receiving complaints that are being faced and to deliver value and high customer satisfaction so that will be able to increase loyalty subscribes[Johnson,2015] The role of customer service in creating customer loyalty by providing quality service to its customers is to do a Customer Relationship Management (CRM), process of maintaining and building customer relationships that benefit by providing value customer satisfaction are high so it will be able to increase customer loyalty by four activities are identified , acquire, retain, develop. Good communication to stakeholders will also create a good impression about the company and this will create a positive company image in the eyes of customers. Image itself that shows the impression of an object to another object that is formed by processing the information at any time from a variety of reliable sources[Johnson,2015]. Without armed with a positive image as a financial institution that is honest and 
trustworthy, then consumers will not feel confident to Integration. The image formed on the customers' perception of the performance of Integration will be an impact on customer loyalty.

Process of developing customer relationships: 

Morrel and Philonenko (2001, p.8) argue that “CRM is not a technology or even a group of technologies. It is a continually evolving process that requires a shift in attitude away from the traditional business model of focusing internally. CRM is an approach a company takes toward its customers backed up by thoughtful investment in people, technology and business processes”. It is important to understand the concept with respect to information systems and marketing. As a marketing component, CRM is a relationship process which a company can cultivate with its customer groups/segments in such a way that it would benefit both the customer and the company. It can also be considered as a liaison process between a product and a consumer which is as old as marketing itself. Similarly, with regards to the information systems perspective, CRM system includes four main technological components (Curley, 1999). They are: 

• A data warehouse with customer, contract, transaction and channel data 

• Analysis tools for examining database and identifying customer behavior patterns. 

• Campaigning management tools for allowing the marketing department to define communication and facilitate automatic generation of these communications 

• Interface with the operational environment for maintaining the marketing database and communication channels to deliver the messages. Customer relationship management (CRM) has become a topical area of interest especially with the commencement of e-commerce and is used in a broad manner. There is probably a need for the organization to understand its impact and applicability to an organization as well as its benefits to customers. CRM requires a long-term plan, and strong organizational commitment with appropriate investment to support its overall organizational strategy. In order to 
develop the better customer relationship, there should be: 
A willingness from both the organization and the customer to stay committed to the relationship which is based on mutual benefits. 
A ‘non-transactional’ orientation that involves a combination of strategies which build up the relationship between the organization and customer over a period of time (though transaction-based loyalty programs could be formulated). 
 A willingness from organization to invest in an infrastructure that can help implements the CRM system. The infrastructure could include web- based hardware/software which could effectively harness the advantages of CRM. 
It should be noted that customer relationship is always associated with loyalty and customer satisfaction aspects. These two aspects point out to the fact that different customer segments/groups would be interested in different dimensions of the offerings made by an organization. The implication of these aspects will be reflected in retention and loyalty programs plan and monitoring of satisfaction parameters developed by organizations.

Major application components of CRM system: 
It is clear that managing customer relationship in an effective manner means- to provide the organizations and all of their customer-facing employees with a single complete view of every customer at every touch points and across all the channels; and to provide the customers with a single, complete view of the company and its extended channels (Norris, Grant; James Hurley; Kenneth Hartley; John Dunleavy & John Balls, 2000). Organizations are now paying more attention to improve their customer orientation. For that, CRM practices provide a consolidated, integrated view of customers across all business areas to ensure that each customer receives the highest level of service (Karakostas et al., 2005; TDWI Industry Study, 2000). For instance, in colleges and universities, students are the customers. Some areas that touch the students are the registration processes, transcript services, career counseling and academic support services. Similarly, today students can also have a wide variety of choices in higher education like engineering, management studies, social sciences etc or online learning environment. The academic reputation of a school is also a major factor in determining their selection. Other performance indicators that prospective students may examine include pass rate of licensure examinations (like, Public Service Commission examination and other competitive examinations), improvement in critical thinking and communication skills, alumni satisfaction with their college experience, and the percentage of graduates who find employment (Cleary, 2001). In the same way, satisfaction with the college’s programs and services is also a critical performance measure. CRM can play a significant role in this regard. While being able to obtain information about a course prerequisite or a schedule listing is not relevant to the student’s learning. However it is an integral part of the college experience. Most students regard administrative activities as a necessary evil. An information system with an enhanced CRM initiative that provides an individualized fast-track to completing these activities can be a strong incentive for selecting a particular institution. The major application components of a CRM system are: (James O'Brein, 2007) 
Contact and account management: 

By using CRM, organizations can track relevant information about every past and planned customer. The information can be obtained and captured from all customer touch points like telephone, fax, e-mail, organizations website, exhibition stalls and personal contacts. The CRM system store the data in a common repository that integrate all customer account information and make it available throughout the organization via internet, intranet or other network links for sales, marketing, service etc. 
Marketing and fulfillment: 
For marketing professionals, CRM can help to accomplish direct marketing campaigns by automating tasks like scheduling and tracking the direct marketing mails. It also helps to capture and manage prospect and customer response data; and analyze the customer and business value of organizations' direct marketing campaigns. Beside, CRM also support in fulfilling the responses of prospect and customer by quickly scheduling sales contacts as well as providing appropriate information on products and services to them. 
Sales:
Using CRM system, organizations are able to optimize their sales activities (like cross-selling & up selling) such as sales prospect and product information, product configuration, and sales quote generation capabilities. It can be made effective by providing customers with real time access to a single common view of the product available and scheduling the sales calls. For example, using IT enabled CRM system, a salesperson could be made alert of unresolved service, delivery or payment problems that could be resolved through a personal contact with customer. 

Customer Service and support: 

This gives an emphasis that modern organizations are becoming more customers centric and moving rapidly providing more customized product. There is no doubt that with effective customer relationship organizations can create, assign and manage requests for service by customers. The organization can be more customers focused by taking customization strategy and by understanding the interest of each customer personally. For example, Call-Center routes calls to customer support agents based on their skills and authority to handle specific kind of service request and Help-Desk assists customer service repository in helping customers who are having problems with a product or service, by providing relevant suggestions for resolving problems. An organization can also introduce web-based self service that enable customer to easily access personalized support information at the organization's website, while giving them an option to receive further assistance online or by phone from customer service personnel. 
Retention and loyalty programs: 

Highly satisfied customers are always assets of the organizations. They have less price sensitiveness and generally talk constructively about the company to outsiders. They will 
also show their trustworthiness for a longer period. The relationship between customer satisfaction and loyalty varies according to the nature and competitive situation of the organization. Enhancing and optimizing retention and loyalty is the major business strategy and primary objective of any service oriented organization. CRM system tries to help organizations to identify, reward and market their most loyal and profitable customers. Organizations can use different analytical software that includes data mining tools, for identifying and extracting profitable customer from customer data warehouse and data marts; so that relationship marketing program can be implemented toward them which includes both financial benefits program as well as social benefits program. 

Bank

The word „Bank‟ is widely and extensively used and circulated. The „Bank‟ in English carries the same meaning in Bengali. The origin of English word „Bank‟ came into being (when, where and how) which could not be specifically identified. The history regarding the origin of „Bank‟, even after the twelfth century, is not also clear which has been based on guesses. According to some writer the word „Bank‟ was derived from „Banco‟, „Bancus‟, „Banque‟ or „Banc‟ all of which mean a bench upon which the mediaeval European Money-lenders and Money –Changers used to display their coins. Anyhow this word has been in use from the middle ages in connection of a bank. In the words of German writer W. Frankace, a long stool or bench was said to be replaced by Bank, Bangke etc. in the Scandinavian and Mid European countries. Again, Dutch and French words „Banque‟, „Bangko‟ were used to mean stool or bench and in course of time the word „Bank‟ came into effect. In the Mediaeval age Italian states were sound and solvent economically and commercially. At that time a group of people used to conduct business of transaction of money sitting on a stool or bench which was replaced by „Banco,‟ „Banko‟ „Banca‟, „Bangk‟, „Bancus‟, „Banc‟ etc.It is assumed that the word „Bank‟ was originated from these words. In the later age, an English writer Maclead challenged the above concepts. His contention was that the money-lenders and money-changers used to display their coins which were not termed as „Banco‟, „Banque‟, „Banke‟, „Banca‟. However, Banco in Italy and Banke in German and Australia were understood as public debt or issue of paper money. In his opinion, these words were used for the purpose of economic activities of different countries of Europe. Another British writer Chamber ,in his Twentieth Century Dictionary, very clearly stated that the word „Bank‟ is derived from Banca and Banque. The French still uses „Banque‟ in place of the word „Bank‟. In the mid of twelfth century Italian states were under political turmoil and in 1150 Venice was afflicted with enemies. As a result, the Government introduced public debt/ collective credit/ forced subscribed loan @ 5% compulsorily on the public for meeting economic crisis.During that time this loan was called Banke, Banco, Compara,Monte etc. So many thinkers think that the German word‟ Banke‟ and the Italian word „Banco‟ have been transformed into English word‟ Bank‟.

Source and Origin of Modern Banking: 

Banking-experts pass their opinion that banking system was introduced from the primitive stages of human civilization in some way or other in the world. While reviewing historical backgrounds of social, economic and religious activities of ages, origin of modern banking can be better known. From different angles the source and origin of modern banking can be justified: 

Introduction of coins: 

From the ancient times coins were introduced in different countries as a medium of exchange. So, banking system was in vogue for preservation and safety of coins. The discovery of archaeological symbols have intensified the arguments. At that time excess residual coins were kept with the religious and local elite persons for the purpose of extending help to the needy poor people. Gradually, this became a profitable business for the businessmen and money-lenders. 

Different Civilization: 

At different stages of human civilization, many evidences were recorded for the existence of banks and coins. The archaeological symbols are the evidences of this statement. During Indus Civilization (5000-2000) coins were available in Mohenjudaru of Pakistan, in Egypt coins were found in mummy of Pyramid. In Bangladesh coins of ancient civilization were found at Moynamati of Comilla and Paharpur of Bogra. 

Expansion of business and trade: 

The expansion of business and trade played a vital role for the advancement of modern banking. Because of the fact that in the middle age Indo- sub-continent, Middle-East and Europe progressed tremendously and thus banking business improved for their smooth functioning of transaction. 

Various Religions and Religious books: 

A lot of information regarding banking business were incorporated in the Quran, the Bible,the Bedh and the Mahabharat.

The contributions of Goldsmith, money-lenders and the businessmen: 

For the growth and development of banking business the Goldsmiths, Money-lenders(mahajan) and businessmen had positive roles

The Goldsmiths: 

From the very ancient periods the Goldsmiths, over and above their own activities, used to act as custodians of the surplus funds of the general people of the society. For that reason they were recognized as a symbol of honesty, sincerity, solvency and security. On receipt of money they used to issue receipts and on return of money they used to take acknowledgement. Later on, these receipts were treated deposit slip and cheque respectively. The deposits receipts were undoubtedly acceptable and popular as notes of the Goldsmiths and afterwards converted into bank notes. Besides these, they used to lend money with interest to the needy people and thus , the words interest and profit were introduced. In the middle ages , the Goldsmiths became very rich and affluent.At one time Goldsmiths used to deposit their money with the treasury of England. During the regime of King , the First Charles, in 1640 , the reserve funds of the Goldsmiths with London Tower were confiscated and they had to pay penalty for taka two lacs pounds. Then they left gold business and got involved with banking business. Thus, the Goldsmiths had a definite role for the advancement of modern bank. 

The Money-Lenders: 

The Money-Lenders(Mahajan) also played an important role for the growth and development of modern banking. They used to keep surplus money of the people and refund those in case of need. Later, they took it as a profession. They used to pay interest to the depositors and earn interest on loans. They also used to take security, mortgage against loan. In Europe they were called Medici, Bengkuci, Piti, Missouri and in Indian subcontinent Seth,Chetti,Multani, Kabuliwala were the Mahajans.In Europe, most of the Mahajans were jews. Amongst them Shylock of Italy was one of them. Besides, Medici of Lombardi was the world-famous. Lombardi Street in London was recognized after the name of Medici. Patheh Chand was also famous in India.The Emperor Farook Shayar ornamented him with the title of world banker. 

Businessmen: 

Business Class also played vital role for the growth and development of modern banking. From the ancient periods the Business Class were trustworthy to the general people. They were honest ,faithful and solvent. As a result, general people used to deposit money to them for the safety and security of fund. In course of time they were involved in money-lending business. The businessmen of seven-hills of Rome were world-famous.

Commercial Bank and Central Bank Their functions and mutual relationships :

Their functions and mutual relationships In common parlance, Bank means Commercial Bank and its functions. Central Bank is a separate entity and plays distinctive roles. The function of a Bank is to collect deposits from the public and lend those deposits for the development of Agriculture, Industry, Trade and Commerce. Bank pays interest at lower rates to the depositors and receives interests on loans and advances from them at higher rates. In modern banking, Bank carries out many other activities, e.g. creation of debts and money, transmission of money from one country to another country, increase of foreign trade, preservation of valuables in safe custody etc. Thus, Bank earns profits through executing various types of activities. 

Commercial Bank: 

Historically, commercial bank came into being for its commercial purpose. The inception of modern banking is the outcome of commercial bank. In the words of Professor Roger, “ the bank which deals with money and money‟s worth with a view to earning profit is known as ``Commercial bank.” Professor Hart says, “ A banker is one who, in the ordinary course of business, honours cheques drawn upon him by persons for and for whom he receives money on current account.”

The objectives of a commercial bank: 

To establish as an institution for maximizing profits and to conduct overall economic activities. 

2. To collect savings or idle money from the public at a lower rate of interests and lend these public money at a higher rate of interests. 3. To create propensity of savings amongst the people. 
To motivate people for investing money with a view to bringing solvency in them . 

To create money against money as an alternative for enhancing supply of money. 

To build up capital through savings. 

To expedite investments. 

To extend services to the customers. 

To maintain economic stability by means of controlling money market. 10. To extend co-operation and advices to the Govt. on economic issues. 11. To assist the Govt. for trade& business and socio-economic development

The functions of commercial bank 

Receiving Deposits: 

The first and foremost function of commercial bank is to receive or collect deposits from the public in different forms of accounts e.g. current, savings, term deposits. No interest is charged in the current account, lower rate of interest is charged in the savings account and comparatively higher interest rates charged in fixed deposits. Thus, commercial bank builds up customer network. 

Accommodation of loans and advances: 

Commercial Bank attaches much importance to providing loans and advances at a higher rates than the deposit rates and thus earns profits on it. Working capital is accommodated to the borrower for expansion and smooth running of business. In the similar manner, commercial bank extends financial accommodation for the development of agriculture and industry. Credit accommodation is provided to the entrepreneurs for reviving sick and old industries as per Govt. directives. Thus, commercial bank also extends welfare services to the people at large.

. Creation of Loan Deposits: 
Commercial Bank not only receives deposits from public and accommodates loans to public but also creates loan deposits. For example: while disbursing loans as per sanction stipulation, the amount of loan is credited to the borrower‟s account. The borrower may not withdraw the full amount at a time. The residual amount i.e. balance left in the account creates loan deposits. 

Creation of medium of exchange: 

Central Bank has got exclusive right to issue notes. On the other hand, Commercial Bank creates medium of exchange by issuing cheques. Like notes, cheque is transferrable being popularly used in the banking transactions. 5. Contribution in foreign trade: Commercial Bank plays a vital role in expediting foreign exchange and foreign trade business e.g. import, export etc. It contributes greatly in the economy through import finance and export finance and thus, earn foreign exchange for the country. 

Formation of capital: 

Commercial Bank extends financial assistance for the formation of capital in the trade, commerce and industry in the country which expedites its economic development. 

Creation of Investment Environment: 

Commercial Bank plays a significant role in creating investment environments in the country.

Public Utility Functions: 

In modern banking ,commercial bank executes public utility services:

Remittance of Money: 

Remittance of money to the public from one place to another is one of the functions of commercial bank. Remittance is effected in the form of demand draft ,telegraphic transfer etc. through different branches and correspondents home and abroad. 

Help in trade and commerce: 

Commercial Bank helps expand trade and commerce. In inland and foreign trade customers are allowed credit accommodation in the form of letter of credit , bill purchased and discounted etc. 

Safe custody of valuables: 

Commercial Bank introduces „locker‟ services to the customers for safe custody of valuables e.g. documents, shares, securities etc. 

Help in Foreign Exchange business: 

While opening letter of credit , commercial bank obtains credit report of the suppliers and thus help expedite import and export business. 5. Act as a Referee:

Commercial Bank acts as a referee for and on behalf of the customers

Act as an Adviser: 

Commercial Bank provides valuable advice to the customers on different products, business growth and development, feasibility of business and industry. 

Collect utility service bills: 

As a social commitment, Commercial Bank collects utility service bills e.g. water, electricity, gas, telephone etc. from the public. 

Purchase and sale of prize bonds, 

sanchaya patra, shares etc. Commercial Bank undertakes to purchase and sale of prize bonds, sanchaya patra, shares etc. as a part of social commitment. 

Help people travel abroad: 

Commercial Bank helps customers in traveling abroad through issuance of travelers cheques, drafts, cash etc. in favour of the customers

Agency Functions:

Besides above stated functions, commercial bank acts as a representative of the customers. 

Collection and payment: 

Commercial Bank is engaged in collection and payment of cheque, bill of exchange, promissory notes, pension, dividends, subscription, insurance premium, interest etc. on behalf of the clients. 

Purchase and sale of shares and securities: 

Commercial Bank is entrusted with the responsibility of purchase and sale of shares and securities on behalf of the customers. 

Maintenance of secrecy: 

Maintenance of secrecy is one of the most important functions of commercial bank. 

Act as a trustee: Commercial Bank acts as a trustee on behalf of the customer. 

Economic Development and Welfare activities: 

Commercial Bank contributes much for the welfare and economic development of the country.

Central Bank: 

The bank which governs banking system and money market is Central Bank. The primary function of a central bank is to assist Government in formulating economic policy, in controlling and conducting money-market and also controlling bank‟ credit. Some specialized Bankers, Economists and thinkers have given different definitions: “ A central bank is a bank whose essential duty is to maintain stability of the monetary standard.In the words of Decock, “ The central bank is a banking system in which a single bank has either a complete or a residuary monopoly of note issue.” Professor Hatley says, “Central Bank is the lender of the last resort.”

Functions of Central Bank: 

The functions of central bank are different from other banks. The following functions of central bank are stated below: 

Traditional or general functions: 

Issue of notes and coins: 

The first and foremost function of central bank is to issue notes and coins as per needs of the public and requirement of business and commerce. As per rules, notes are issued against gold, silver and foreign currency. Bangladesh Bank (Central Bank) keeps foreign currency reserves as security against issuance of notes. Bangladesh Bank unilaterally reserves the right to issue notes. The arguments in its favour are as follows: 

To maintain equilibrium in quality between notes and currency issue To maintain equilibrium in size, types and values of notes and currency 

© To maintain stability in rates of exchange both inland and foreign (d) To create confidence on the people 
To control money market. 

Government Bank: 

Central Bank acts as banker and economic adviser of the Government. The central bank conducts and maintains Government accounts for all Government receipts and payments. 

Banker’s Bank: 

Central Bank acts as banker‟s bank. As a rule, all scheduled and commercial banks have to maintain Statutory Liquidity Reserve(SLR) 18% with Bangladesh Bank(CRR: 5% and Bonds & Securities 13%). 

Lender of the last Resort: 

In case of financial crisis of the commercial banks, central bank acts as a lender of the last resort through lending against first class securities, bill of exchange etc. 

Reservoir of foreign currency: 

Central Bank maintains Foreign Currency Reserve. For the purpose of control of foreign currency, the following factors are responsible: 

For issuance of notes 

For payments of liabilities 
For payments of debts. 

Clearing House: 

Central Bank acts as a Clearing House for settlement of inter bank transactions.

Credit Control: 

Credit Control is one of the major functions of central bank. The following are the ways of controlling credit: 

Change in bank rates 

 Open market operation 
 Change ( increase or decrease) in reserve- ratio
Selective credit 

(e) Direct influence 
(f) Moral suasion 
(g) propaganda.

Purposeful functions:

Control Currency Market: 

Central Bank acts as a controller and guardian of the currency market. For the purpose of formation, control and maintenance of currency market and for its overall development, central bank is the pioneer. 

Stabilize Exchange Rate: 
Central Bank maintains stability of the foreign currency exchange rates by means of controlling credit. Stable exchange rates position helps create favourable balance of trade and acceptability of stable currency gets momentum in the international market. 

Maintain Gold Standard: Central Bank is responsible for maintenance and control of gold reserve. 

Stabilize Price-Level: 

Fluctuations and frequent changes of price-level affect economic growth. With a view to making good of the economic imbalances and crisis situations, central bank takes necessary measures for stabilizing price-level. 

Stabilize business activities: 

Central Bank formulates credit policy and with this spirit, central bank takes necessary steps to protect economic depression for stabilizing business activities. 

Employment opportunities: 

Central Bank takes initiatives for creating employment opportunities by means of credit-control mechanism. 

Expansion and Development Functions: 

Development of Agriculture Sector: 

Central Bank formulates policy for expansion of Agri-sector for the purpose of economic upliftments in the country. 

Development of Industry Sector: 

Development of natural resources: 

Central Bank plays vital role for tapping natural resources which may lead to economic growth.

2.2
THEORETICAL FRAMEWORK

the social exchange theory

When rewards can only be met through interaction with another person, they are called social rewards. For example, being loved, respected, socially accepted, attractive to others, or having opinions and judgments approved by others, all depend upon other people. Rewards in social interactions include pleasure, satisfaction, gratification, and fulfillment of needs (Thibaut & Kelley, 1959). One unique property of social rewards is that we can’t really barter over most of them (Blau, 1964). While we might say something like, “If you won’t love me, I won’t love you,” such an attempt at barter isn’t really feasible. However, we do weigh the value of the social rewards we receive against the costs of a given relationship. Two people might find it rewarding to spend time together because each with such intrinsic rewards as confirmation of the one’s value, respect, and acceptance. Sometimes the rewards are more extrinsic such as helping the friend move, buying lunch, giving a gift, or providing a favor (driving the friend home). Such extrinsic social rewards usually represent costs to the people providing them; a cost which they expect or anticipate will result in a greater rewards for them. Giving a friend a gift might be in hopes of increasing the other person’s attraction or affection for the gift giver.

theory elements

Rewards and Value of a Reward Homans drew upon economics in developing his theory. In considering rewards he decided that some of the economic terms and conceptualizations did not apply as well to social behavior. He used the phrase “value of a reward” to emphasize the notion that any given reward might have different value to different people. A reward of five dollars has a lot more value to a homeless person than to a millionaire. Homans’ definition of value is within the context of a social exchange and thus is different from other ways of defining value. Homans (1961) wrote, “A man emits a unit of activity, however that unit be defined, and this unit is either reinforced or punished by one or more units of activity he receives from another man or by something he receives from the non-human environment (p. 39).” Reexamining our opening example should help you get a better handle on Homans’ definition. Driving a friend home was your unit of activity for which you were paid and got lunch (the unit of activity received from another) which is reward you received. Remember in our example, that you didn’t place much value on the initial reward; so as the value of the reward increased, you were more willing to exchange your unit of activity (drive). Homans’ definition allows for an extensive assortment of things to be considered rewards essentially anything we put value on. One implication of this is that what is valuable to one person is not valuable to another. The value of those rewards also fluctuates over time, it is not always the same. When you’re hungry, food has value and can be a reward, but once you’re full, eating more is no longer rewarding actually it has a negative value, a cost (Have you ever had to eat two thanksgiving dinners the same day because of split family or friend obligations? Ugh!). While young, our parents’ financial help is rewarding, but as you become more independent and have your income, getting money from your parents is not as rewarding and might actually frustrate you because your parents aren’t recognizing that you’re no longer a child. To complicate this notion of rewards, you might not find the money from your parents as rewarding, but come to appreciate the love and generosity that act represents which is rewarding to you.
CHAPTER THREE

RESEARCH METHODOLOGY

3.1
AREA OF STUDY

Uyo is the state capital of Akwa Ibom, South South Nigeria. It became the capital on September 23, 1987 when Akwa Ibom was created from the former Cross River State. According to the 2006 Nigerian Census, the population of Uyo is 427,873, while the greater urban area, including Uruan, has a population of 554,906

3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled.
3.3
POPULATION OF THE STUDY

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out to examine customer relations practice and patronage of banks in first bank Uyo, Akwa Ibom state,  Selected first bank in Uyo, Akwa ibom State form the population of the study.

The population size is the entire banks in Uyo local government area, Akwa Ibom State
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of banks in Uyo local government area, the researcher conveniently selected 36 out of the overall population as the sample size which comprise of 12 selected staff each from each department in the bank making a total of 36 banks as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of  questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the Chi-Square statistical tool, SPSS v.23
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	17
	56.7%

	Female
	13
	43.3%

	Age
	
	

	20-25
	9
	30%

	25-30
	8
	26.7%

	31-35
	6
	20%

	36+
	7
	23.3%

	Marital Status
	
	

	Single 
	19
	63.3%

	Married
	11
	36.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	0
	0%

	BS.c
	25
	83.3%

	MS.c
	5
	16.7%

	MBA
	0
	0%


Source: Field Survey, 2021

4.2
TEST OF HYPOTHESIS 

H01:  There are customer service personnel in first bank Uyo

H02:  The customer service department do not attend to the need of the bank customers in a swift and professional manner
Table 4.2: There are no customer service personnel in first bank Uyo
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	15
	10
	5
	25
	2.5

	No
	4
	10
	-6
	36
	3.6

	Undecided
	11
	10
	1
	1
	0.1

	Total
	30
	30
	
	
	6.2


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 6.2 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 6.2 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that There are customer service personnel in first bank Uyo which means the alternate hypothesis is accepted.

Table 4.3: The customer service department do not attend to the need of the bank customers in a swift and professional manner
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	17
	10
	7
	49
	4.9

	No
	4
	10
	-6
	36
	3.6

	Undecided
	9
	10
	-1
	1
	0.1

	Total
	30
	30
	
	
	8.6


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 8.6 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 8.6 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that  the customer service department  attend to the need of the bank customers in a swift and professional manner is accepted
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was to examine customer relations practice and patronage of banks Using first bank Uyo  as a case study. The study specifically was aimed at highlighting  if there are customer service personnel in first bank Uyo.  if the customer service department attend to the need of the bank customers in a swift and professional manner. ways to improve customer service relation in other to be able to render quality service to the bank customers.

The study adopted the survey research design and randomly enrolled participants in the study. A total of 20 responses were validated from the enrolled participants where all respondent are drawn from staffs of first bank Uyo

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

There are customer service personnel in first bank Uyo

The customer service department attend to the need of the bank customers in a swift and professional manner

customer service relation can be improved in other to be able to render quality service to the bank customers

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

That  banks should make sure that their customer service is top notch and that customer complaint should be attended to as soon as possible

That customer service personnel should be professional in how they handle customer complaints

Banks should employ personnel who have experience in customer service 
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age

20-25 [  ]
25-30 [  ]
30above [  ]

Section B

There is no customer relations personnel in the bank

Yes  [  ]
No   [  ]
Undecided  [  ]
Customer service personnel do not respond swiftly to their customers

Yes   [  ]
No   [  ]
Undecided  [  ]
Customers complain about the service of first bank Uyo 

Yes  [  ]
No  [  ]
Undecided  [  ]
First bank Uyo is not customer service conscious

Yes  [  ]
No  [  ]
Undecided [  ]

