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ABSTRACT

            This research project is a very crucial study for Ohha community Bank in Ltd. The study was motivated by the necessary to establish marketing department in order to satisfy their customers in the most efficient and effective way. Ohha community bank was establish in 1997 and has been since entertaining their customers with services. Meanwhile, the aim of this research work is to find out whether the customers are satisfied with the manner in which services of the bank are rendered, to identify the delivery’s system of banking services and determining their effectiveness. And also, to formulate marketing strategies and make recommendations that would be more effective in the marketing of banking services.  To solve the research problem both primary and secondary data were collected. The research instruments used in collecting the data were questionnaires and oral interview. The respondents comprised of the staff/management and the customers of the bank. In organizing and presenting data collected, tables, frequencies and percentages were used. The various hypothesis were tested using the chi- square (X2) .

            Data analysis and interpretation revealed that  most of the respondents are not satisfied with the time spent in Ohha bank. Some of the respondent are not satisfied with the services of the bank. The researcher recommends that Ohha Community Bank should employ an expertise’s on computer in order to help speed up their services and also saves time for their customers. They should also employ old experience workers and mixed it up with new experienced once. 

CHAPTER ONE
1.0 INTRODUCTION
            Community  bank is one of the banking industry in Nigeria, which discount cheques at a negotiable rate, effect purchases or sale of securities, collected cheques and dividends. It makes periodical and other payments on behalf of customers. The essential features of banking business are the receipt of deposit from customers, which made up of individuals, firms, bank and sometimes governments either on current accounts, savings and deposit accounts. On the basis of resources so attained, it either makes loans and advances to other customers or invests in security placement at commercial banks. Community bank undertakes the agency of other banks, pay customer acceptance, issues drafts, circular notes and letter of credit. It has other functions which include the acceptance of bills for customers, undertaking the office of trustees, taking charge of securities and other value for customers. They offers also business consultancy services to customers community banks therefore does not only serve as mobilizer of fund but also help to channel funds to various sectors of the economy. A community bank is under legal obligation to repay its customers balances either on demand or whenever the amount credited to them become due. It is only by meeting these obligations to customers that confidence the community banking system to be maintained.

            Generally, community bank covers its expenses and earns its profits by borrowing at one rate of interest and lending at a higher rate. Commissions are also charged in some financial services rendered to customers.

1.1              BACKGROUND OF THE STUDY 

Community bank was imitated within the 1990 budget speech of the Head of State, commander in chief of the Armed forces of Nigeria, General Ibrahim Badamasi Babangida. Since then institutionalizing the system has gone through a long way. One of the most critical element in the process is the privation of an operational manual appropriate for the activities of the community banks. Unlike the conventional commercial bank, a community bank has the dual function of not only providing banking services but also being a very active agent in the economic development of its community. This dual function imposes great responsibilities on the management of a community bank. These responsibilities require that the management is particularly sensitive to the credit needs of the numerous small and medium scale producers as well as to the task of mobilizing the saving of all and sundry in the community to meet this demand for credit.

A community bank starts as a small bank but with an unrestrainedly capacity for growth. It is imperative that it should be cost-conscious and very prudent in its expenditure and operational practices that is imaginative and aggressive with regards to mobilizing the fund with which to establish a high profitable assets portfolio. (see National Board for Community Bank (NBCB) operational manual December 1991, p 1.).

Ohha community bank Ltd among other community banks, is located at No 1 Ogui Road Enugu. Ohha community bank Ltd was registered in 1997 under the company and alied matter degree 1990, particularly to serve as a community bank which is responsible for the financial needs for its catchments area. Ohha community bank ltd commenced her operational business with a paid up capital of less than 3M to serve the community interest. This bank as authorized by department of bank order financial institution and National Board for Community Banks. The bank has authorized capital of N5m and it was fully paid up. The shareholders are made up of individuals and organisation. The bank has Standard Trust Bank Plc (STB), Union Bank of Africa (UBA) and Hallmark Bank plc as its corresponding banks.

1.2  STATEMENT OF THE PROBLEM
 The quality of services rendered by our banks have been attracting criticisms from people in all works of life. The government functionaries, business men, the media and the general public are all very critical of banking services. The complaints range from those of inefficiency, favouritism, long delays in cashing cheques or making withdrawals, tiredness in granting loans or credits, to unfriendly attitude of bank workers. Even government that owns a siseable proportion of the shares in most banks is known to have constantly accused banks of not identifying enough with the nation’s aspirations. The chief of General staff had cause to appeal to bankers to leave arm chair banking and adopt the marketing concept in carrying out a research banking activities.

Consequently, most banks do not put their customers in the prime place as they are supposed to be. There is now keen competition and to compete means to apply the marketing concept. Are these criticism justified, or are they just a mare rundown of the banking industry because they are making profit in an era of economic slump?

1.3  OBJECTIVES OF THE STUDY
The major objectives of the study are as follows:-

Determining the services rendered by Ohha community bank Nigeria Ltd Ogui Road Enugu to the public.

Identify the media through which customers get informed about the services rendered by the bank.

3. Identify the deliver system of banking services and determining their effectiveness.

4.To find out whether the customers are satisfied  with the manner in which services of the bank are rendered. 

5.To formulate marketing strategies and make recommendations that would be more effective in the marketing of banking service.

6. Recommending ways of making profit in the banking services.

1.4.  RESEARCH HYPOTHESIS
Ho1:Customers employee relationship do not have positive impact in Ohha community bank.

Hi1:Customers employee relationship have positive impact in Ohha community bank.

Ho2:Customers are not satisfied with the time spent in Ohha community bank.

Hi2: Customers are satisfied with the time spent in Ohha community bank.

Ho3: Customer of Ohha community bank are not satisfied with their services.

Hi3:  Customer of Ohha community bank are satisfied with their services.

Ho4: The positive of marketing concept apply by banks to satisfy their customers in the way they render their services.          

Hi4:  The negative of marketing concept apply by banks to satisfy their customers in the way they render their services.          

1.5       SIGNIFICANCE OF THE STUDY

This project work will be of great benefit and important to student, lecturers, the company (Ohha community bank Ltd,) the competitors, customers, readers as well as the researcher.\

1.  The company: From this research work the company will benefit by identifying their problems as well as improving in their services effectively in order to satisfy their customers. It will also enable the bank in planning and developing their method of services.

2.   The competitors: competitors will derive the benefit in the area of improvement in the services of their customers. It will help them to know the problem facing them or perhaps face them in the future and find out the possible solution to it in order to satisfy their customers.

3. Customers:  Having read through this project work, customers will therefore discover that Ohha community bank Nigeria Ltd render appropriate quick service to their customers.  

4. The Researcher: The benefit it derive will enable the researcher to know about Ohha community banking services and the historical background. The researchers knowledge will be broaderied on the area of problems facing Ohha community banking services and the possible solution to it.

5.Readers: Readers knowledge will be enhanced after going through this project work, as well as understanding events, activities and problems existing in their environment about banking services.   

1.6              SCOPE OF THE STUDY
This project work is restricted to Ohha community bank Nigeria Ltd, that operate at No 1 Ogui road Enugu. This project work also focused on the problem encountered by Ohha community bank Nigeria ltd during their service to customers and how to overcome them efficiently and effectively.

1.7  DEFINITION OF TERMS
Some of the following terms are defined below in order to enable the reader find the project work easily understandable. The terms are marketing and banking “jargon’ whose real meaning may not be got correctly from the dictionary.

Customer orientation: This is when the marketer gear his activities faviouably towards the customer Adirika, Ebue and Nnolim (1996: 21). 

Banking industry: Establishment for keeping money and valuables safely, the money being paid out on the customers order (by means of cheques) Ben. Chukwuemeka Anibueze (1998:18).

Community bank: This is a financial institution set up to mobilize the supposed idle cash in the community band provide for the financial and other banking needs of members of that community. It is a self sustaining financial institution owned and managed by a community or groups of communities. Ben. Chukwemeka Anibueze (1998:186).

Services: A service is any activity benefit or satisfaction that is offered for sale. It is essentially intangible and does not result in the ownership of anything. Edoga (2004:1). 

HAPTER TWO

LITERATURE REVIEW

2.0 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.

2.1 CONCEPTUAL FRAMEWORK

CONCEPT OF BANKING INDUSTRY


The banking industry in Nigeria comprises of the commercial banks, the merchant banks and the development bank. At the apex of the industry is the central bank of Nigeria (CBN). The commercial banks provides services like acceptance of deposits, granting of short and (very recently) medium term loans to customers, safe-keeping of valuables, offering of pieces of advice to investors ect. The merchant bank on the other hand provide medium and long-term loans etc. The development banks services the development activities by making available about medium and long-term finances for this purpose. The central bank functions regulate the activities of these banks.


Easily, we can point at a member of factors that may be contributing to the unhealthiness and instability in the banking sector. Such factors as unstable macro-economic and fiscal policies, unethical and unprofessional practices, as well as inadequate supervisory activities, rank high on the scale. Developments in the Nigerian political economy since the mid 80s have greatly led to changes in the structure and art of banking. The period witnessed the proliferation of banks and other financial institutions. From CBN annual report (1994), there were 66 (sixty-six) commercial banks and 54 fifty-four) Merchant banks in Nigeria. According to the CBN diary 2003, as at June 2002, we had the following licensed financial institution 89 (eighty-nine) commercial and Merchant banks, 6 (six) development finance institutions, 97 (ninety-seven), finance companies and 125 (one hundred and twenty five) Bureau de change companies in Nigeria.

THE ROLE OF BANKS IN ECONOMIC DEVELOPMENT

It is widely acclaimed that banking system in particular and the financial system in general, play crucial role in economic development. By mobilizing savings and channeling them for investments especially in the real sectors, the banking system, increases the quantum of goods and services produced in the economy thus, national output increases and the level of employment improves. At a broad levels of generalization, empirical studies have established strong evidence of a positive correlation between real growth of output and bank assets (Adelman and Morris, 1967; Goldsmith, 1969; Cameron, 1972; McKinnon, 1973; Gurley and Shaw, 1976; Geffen and Rose, 1991; Levine, 1992 among others).

Needless to say that the banking system is able to play the positive role only if it is functioning efficiently. However, if it is repressed or distressed, in efficient and incapable o providing timely and quality services, the banking system could become a major hindrance to economic growth and development as observed by Cameron (1972) and McKinnon (1973). It is for this reason that governments the world over take keen interest in the performance of their financial system and would like to see the system being “supply – leading” and therefore catalystic for industrialization and development. This was particularly the case in Germany and Japan as reported by Patrick and Cameron (1967).

Government’s interest in the banking sector is usually aimed at ensuring a safe and sound system were depositors and consumers are protected so as to ensure monetary stability (Spong, 2009). Also, government through in laws, policies and regulatory institution exclusively regulates banks in order to minimize bank and cost of failure (Dale, 1984).

ORIGIN AND EVOLUTION OF COMMUNITY BANKING

The establishment of community banking in Nigeria was consequent to 1990 budget speech by the president. Owing to this, the first community bank was established at Alheri Local Government Area of Kaduna State in December, 1990.  A community bank from definition standpoint is a bank for the community purely set up for the development of the rural community.  To this extent, the bank is a rural development bank.  It is also a self-sustaining financial institution owned and managed by a community or group of communities to provide financial services to that community. To establish a community bank, a minimum equity share capital of 250, 000 = is required by the community banks implementation committee to process applications for its establishments. Community banks were established mainly to promote productive activities in rural areas specifically. They are meant to facilitate the programmes of the Directorate of Foods, Roads and Rural infrastructure by providing easy access to credit of rural producers.  Consequently, the Directors of community banks will be expected to take very special interest in knowing about and understanding the details of these programmes and encouraging their customers to enhance their productive capacity through participating in these programmes. Part of our experience in rural development has clearly shown that efforts are expanding the economic base of the rural area is always backward because of scarcity and restrictive access to loan able funds.  In solving this problem, previous government in their economic policies had relied on development banking and rural branch banking of the orthodox banks.

It was however, observed that the sophisticated mode of operation of conventional banks, their legalistic insistence on collaterals and their very limited/geographical coverage rendered them inadequate or incapable of dealing with the unsophisticated rural dwellers and less privileged in our society.

It was the unsatisfactory outcome of the banking systems that prompted Babangida administration to conceive other more appropriate systems of credit delivery, hence, the introduction of community banking in 1990. The law establishing community banks made it a unit banking institution.  This means that it is prohibited from haring branches.  Community banks render all banking scheme services except foreign exchange transactions restricted by the law establishing it. It is also restricted to other lower financial institutions.

The creation of the decree through which the community banks were established was founded under the conviction that commercial banks and the state-owned development banks were unable to satisfy the entire demand for financial services by the rural population. In addition, most of these banks were not meant to grant loans without collateral, and were spatially far from the rural population. It was further recognized that the rural population is widely using informal financial arrangements and is capable of organizing itself and rural financial services. 

The Federal Military Government decided to take a different path from the supply-led credit approach that had dominated so far by enacting Decree 46 of 1992, which permitted the creation of community banks in both rural and urban areas. The advantage for the Government was also that the policy did not draw heavily on the budget, and that it reduced the pressure from people who wanted to establish a bank. At that time, the CBN had made it very clear that it would not grant any new banking license for commercial or merchant banks, and it was widely believed by the general public that banking was a very profitable investment. As a consequence, many investors who could not establish a ‘real’ bank went into community banking.

The first community bank was launched in December 1990 in Kaduna. By the end of 1995, the National Board for Community Banks (NBCB) had granted a total of 1 355operating licenses. This number had declined to 1 015 in 1997. By 2001 and 2002, the NBCB records showed 881 functioning community banks. In 2000, supervision of community banks was vested with the CBN, which demanded that all community banks needed a new and final banking license from the CBN in accordance with the banking laws, thus disregarding the NBCB‘operational’ licenses granted earlier. Based on an assesbanking sectornt of CBN staff, auditors and consultants, the CBN granted 282 new licenses in 2001, two licenses in 2002 and another 248 in2004. This brought the total number of licensed community banks to 532 as at 27 May 2004. In2004, the CBN also withdrew the provisional NBCB licensees of 23 community banks. 

The CBN estimated that at the end of 2003, there were 774 operational community banks, and that it might eventually grant an additional 200-240 licenses to community banks over the next year,provided that these would comply with the legal requirements. On the other hand, the CBN informed the public that it had withdrawn the provisional licenses of a number of community banks and advised the public not to transact banking sector with them. Annex 5 shows the distribution of licensed community banks over states. The average community bank (OFID data for 2003) has total assets of NGN 50.9million, total deposits of NGN 32.0 million, total equity of NGN 12.4 million and loans outstanding of NGN 17.7 million.

CONCEPT OF BANKING SERVICES

Since the day that the job of the service in regular day to day existence got clear, the services quality issue was considered as the principle highlight of rivalry among organizations with the goal that given the quality of services, the organization can be become different from its competitors and this results in achieving competitive advantage. 
Gronroos (2000) defined service as, “A service is a process consisting of a series of more or less intangible activities that normally take place in interactions between the customer and service employees or physical resources or goods and/ or systems of service provider, which are provided as solutions to customer problems”.  Services are a continuous process of on-going interactions between customers and service providers comprising a number of intangible activities provided as premium solutions to the problems of customers and including the physical and financial resources and any other useful elements of the system involved in providing these services (Grönroos, 2004). Premium service quality is a key to gain a competitive advantage in services industry. The satisfaction level of customers is dependent on their perception of service quality and the trust in service provider (Ismail et al., 2006; Aydin & Özer, 2005; and Parasuraman et al., 1988). By providing better quality services to customers, a firm revives the perception of customers about quality of services.
Fogli (2006) defined term service quality as “a global judgment or attitude relating to particular service; the customer’s overall impression of the relative inferiority or superiority of the organization and its services”. The connection between services quality and consumer satisfaction has been submitted to exceptional investigation by leading service quality specialists (Bitner and Hubbert,1994; Bolton and Drew, 1994), just as the connections between quality, consumer satisfaction, client maintenance and gainfulness (Storbacka et al., 1994). Thus, as a core competitive strategy banks need to concentrate on service quality (Chaoprasert and Elsey,2004). One of the ways to improve quality of service is by fulfilling customers’ expectations. Kotler and Keller (2009: 143) characterize client focused quality and state quality is the entirety of highlights and attributes of an item or service that relies upon their capacity to satisfy expressed or inferred needs. We can say that the seller has conveyed quality when the item or service has met or surpassed client desires.

According to Blerry (2009) quality of banking services is measured in tangible variables. Those tangibles are things which have a physical existence and can be seen and touched. In context of service quality, tangibles can be referred to as Information and Communications Technology (ICT) equipment, physical facilities and their appearance (ambience, lighting, air-conditioning, seating arrangement); and lastly but not least, the services providing personnel of the organization (Blery et al., 2009). These tangibles are deployed, in random integration, by any organization to render services to its customers who in turn assess the quality and usability of these tangibles. 

Reliability of Services: Reliability means the ability of a service provider to provide the committed services truthfully and consistently (Blery et al., 2009). Customers want trustable services on which they can rely. Reliability explains the promptness of delivering Ebanking services in an accurate way an inline advertised attributes. Many studies (Bacinello et al., 2017; Graupneret al., 2015; Masoud & AbuTaqa, 2017) argues that the success of e-banking heavily depend on e-banking services and reliability. Hasandoust & Saravi, (2017) confirmed that reliability is among the key factors that customers consider before and even during usage of E-banking services. Consequentially, prior researchers have revealed that reliability (such as prompt responses, attentiveness, and error free E-banking plat forms) have a considerable impact on customer satisfaction

Assurance: Assurance is developed by the level of knowledge and courtesy displayed by the employees in rendering the services and their ability to instill trust and confidence in customer (Blery et al., 2009).

Empathy: Empathy means taking care of the customers by giving attention at individual level to them (Blery et al., 2009). It involves giving ears to their problems and effectively addressing their concerns and demands.

Convenience: Convenience is considered to be the dimensions of E-banking that enables customers to access Ebanking services at any time and beyond the limit of geographical location (Villa-Real, 2014; Chu et al., 2012; Fonchamnyo, 2013; Chavan, 2013). The conveniences of E-banking for enabling customers to check their account balance, pay bills, apply for loan, trade securities and conduct other financial transactions 27/7; have make customers to become satisfied when they are able to perform their banking transition at any geographical location. Previous studies have also empirically acknowledged a positive relationship between e-banking convenience and customer satisfaction. For example, Chu et al., (2012); Raza et al., (2015); Amin, (2016) and Mou et al., (2017) explained convenience as the critical dimensions for the success of adopting and patronising E-banking among customers. Thus, it's therefore hypothesis in this study that conveniences a dimension of e-banking services has a positive impact on customer satisfaction.

Availability: E-banking availability is recognised as the ability of users to access banking information and services from the web. Customers can access e-banking services only when the services is available (Rao, 2017).

CONCEPT OF CUSTOMER ORIENTATION

Customer orientation is the knowledge of customers and target customers to be able to create superior value consistently superior to them. Another definition is customer orientation consist of a set of beliefs that it provides customer benefits in the first place (Matsuo, 2006). Customer orientation is the willingness to help customers to assess their needs and appropriate decisions order right by them, provide services that meet customer needs, and avoid high-pressure sales tactics (Lee et al, 2011). Customer orientation is the tendency or inclination of employees to meet customer needs in the context of job responsibilities (Lee et al, 2013). Customer orientation is the organization's needs and ability to identify, analyze, understand and respond to customer needs (Yazdani and others, 2011). Customer orientation is the expansion of customer information across the organization, formulation of strategies and special techniques to meet market needs more practical form and from all parts of the organization and sense of commitment to the related program throughout the organization (Rsjoei, 1387).

The dimensions of customer orientation Brown et al (2002) have proposed two dimensions of customer orientation:

The Needs Dimension

The Enjoyment Dimension

The needs dimension related to the employee's beliefs about their ability to meet customers' needs. Enjoyment dimension is correlated with that employees are able to get pleasure from the interaction and service to the customers’ requirements. This two-dimensional view allows to suggest this point that employee customer orientation is not only related to satisfying customer needs. But also, it has a personal pleasure to serve the customer (Lee et al, 2011).

Additionally, Hennig-Thurau (2004) also states that, customer orientation is the level of employee behavior in personal interaction with customers, to meet customer needs. He states the concept of customer orientation in four dimensions. All these four dimensions to the extent that employees are able to behave in a manner oriented. These four dimensions are: social skills, technical skills, motivation, and decision-Making Authority (Hennig-Thurau, 2004). These four dimensions of customer orientation are apart from each other. Technical skills of employees refer to knowledge and those technical skills that an employee provides service in order to meet individual customer needs during the interactive process should have them. Such technical specifications are essential to meet customer needs. And service organizations are requiring employees that consistently meet customer requirements. Social skills focus on the ability of service personnel to take and gain customers’ perspective during interactions. Specially, such an approach could be achieved:Visually (i.e employees know what the customer sees and what Understand) 2. Cognitive (i.e employees understand to what the customer) thinks) 3. Emotional (Employees understand what the customer feels) All these three aspects, which enables employees to recognize customer needs and thus they are critical to meet customer needs.

CUSTOMER ORIENTATION IN BANKING INDUSTRY


Contemporary banks increasingly realize that customer orientation is a very important factor for their success in increasing their business performance in respect of customer treatment, customer focused bank structure and supporting customer with bank technology. Customer orientation focused on a strategy that can help them build strong relationships with their customers and increase their profits through the right management system and the application of customer-focused institutions to boost their business performance. Thus, the idea of customer orientation is found in relationship marketing theory which is intended to improve long term customer relationship by changing from transaction based marketing, with its emphasis on customer treatment with great care, to customer retention through effective management of customer relationships to cope with unstable business environments (Christopher et al., 1991). For instance Reich and Sasser (1990) stated that those customers who have been around long enough to get familiar with the company’s rules, regulations, ethics and principles, will make more valuable business partnerships, will acquire more business profits and will be less price sensitive on individual offers. The implementation of customer management as a tool of competitive strategy is on the rise in different financial institutions across the world. Yet there is no doubt that an effective and efficient practice of customer orientation is important to the successes of financial institutions such as banks. According to Parvatiyar and Sheth (2002), most of the firms implementing customer management will benefit highly, because there are no laid down guidelines and procedures on adoption, implementation and practices. However, most banking systems experience some degree of inefficiency in the utilization of their resources and especially managing the quality of service to service-seekers and service provider client partnership. Previous studies have concluded that: the service is very complex and customized in the transaction process, the external business environment is sensitive to change rather than stable, and the marketing is uncertain when sellers are not sure what the service seekers want.

In order to be successful, enterprise must always provide superior value, better than competitors, when it comes to quality, price and services. Marketing combination of management activities should find the best way to fulfill customers` needs and follow new organizational changes. New organizational changes denote new internal and external dimensions of marketing (Filipoviæ et al., 2000). Contrary to conventional wisdom, the customer should not always be king. While maintaining a high level of customer-oriented service is important for building long-term agent-customer relationships, identifying the optimum level of customer orientation can help an agent maximize his customer relationship potential to achieve maximum sales results (Homburg et al., 2011). The heart of market orientation is its customer focus. To create superior value for buyers continuously requires that a seller understand a buyer’s entire value chain. A market orientation is an externally focused business culture that makes creating superior value for buyers its top priority. That value comes from successfully exploiting core capabilities that can be developed in any functional area. But a market orientation is far more than just a function of marketing. A marketing orientation results in placing the marketing function at the top of an organizational hierarchy, leading to a preoccupation with traditional marketing activities when they are neither the major nor the appropriate core capability of the firm (Slater and Narver, 1994). Institutions like banks and short term insurance organizations become more aware of the importance of customer orientation and its potential to help them acquire new customers, retain existing ones and maximize their life time value. A close relationship with customers will require a strong coordination between information technology and marketing departments to provide a long term retention of selected customers (Lombard, 2011). On the other hand, customer-orientation has to become a fundamental organizational value and in such we are dealing with a learning process. Looking at business today we find that many firms, indeed, are learning to perceive customers differently than they used to (Brännback, 1999). For instance, to adapt the needs into the features and values of the output, the business model needs multimedia and interchangeable techniques. They help the customer to explain their needs, the intermediary to understand them and to adapt the needs into feature specifications and the suppliers (companies, employees and public administrations) to produce the required intermediate products and services (Scheer and Loos, 2002). Therefore, Customer oriented marketing emphasis the analysis of the wants, needs and resources of individual customers and consumers rather than those of mass markets or market segments.
2.2 THEORETICAL FRAMEWORK

The theories mostly discussed an used explaining customer orientation include mainly the Expectancy-Disconfirmation Paradigm (EDP.

EXPECTANCY-DISCONFIRMATION PARADIGM (OLIVER 1977)

Disconfirmation theory postulates that customers com- pare a new service experience with a standard they have developed. According to expectancy-value theory customers often make some judgment about a product, its benefits, and the likely outcomes of using the product.
Oliver (1977), drawing on the adaptation level theory (Helson, 1964), developed the Expectancy Disconfirmation model for the study of consumer satisfaction, which received the widest acceptance among researchers, and proposed the Expectancy Disconfirmation Paradigm (EDP) as the most promising theoretical framework for the assessment of customer satisfaction. The model implies that consumers purchase goods and services with pre-purchase expectations about the anticipated performance. The expectation level then becomes a standard against which the product is judged. That is, once the product or service has been used, outcomes are compared against expectations. If the outcome matches the expectation confirmation occurs. Disconfirmation occurs where there is a difference between expectations and outcomes. These frameworks generally imply conscious comparison between a cognitive state prior to an event and a subsequent cognitive state, usually realized after the event is experienced.
Disconfirmation of expectations paradigm is conceptualized by Oliver (1980, 1997). It came from a subject of study for antecedents of satisfaction (Anderson and Sullivan, 1993). The standard approach to study the satisfaction involves comparison of prior expectations with observed performance. Thus in this theory, the customer’s perception of overall satisfaction results from a comparison between expectation and outcome performance. Therefore, expectation and outcome performance are two important variables which can influence the judgment of satisfaction measure. Because customers’ satisfaction is one of the curial factor to predict the customer purchase tendency. To investigate satisfaction toward the products is also a main topic in customer behavior research. Based on expectation disconfirmation theory, firm can increase satisfaction by increasing perceived product performance or decreasing expectation. In the process of satisfaction judgments, first buyers may experience from expectations of the specific product or service prior to purchase. Second, consumption reveals a perceive performance level of product which is influence by expectations if difference between actual performance and expectations is perceived as being small. Hence, perceived performance may increase or decrease directly with expectations as indicated by the arrow drawn from expectations to perceived performance. Third, perceived performance may either confirm ot disconfirm prepurchase expectation (Anderson and Sullivan, 1993). Fourth, satisfaction is positively affected by expectations and the perceived level of disconfirmation. When the outcome performance is object, it is difficult to increase the perceived performance. Thus, to decrease expectations is a viable alternative for the firm(Kopalle and Lehmann, 2001). To sum up expectation disconfirmation theory, expectations provide a baseline or anchor level of satisfaction. It also be considered as belief probabilities of what the consequence of an event will be (Oliver,1980). In this research, we develop our stochastic model by this view of point.

2.3 EMPIRICAL STUDIES

The essence of customer orientated service ideas arose from three concepts in marketing management: customer orientation, relationship marketing, and database marketing. With the advancement of information communication technology, these three marketing views have come together in the paradigm of customer management (Langerak and Peter, 2004). Contemporary Yim, Anderson and Swaminathan (2005) identified three marketing concepts: customer orientation, relationship marketing and database marketing for the evolution of the idea of customer management. For instance at different positions of management, it may be used to express different perspectives. For instance, at the middle level of management it may be equated to data-base marketing or electronic marketing; at the strategic level, may be interpreted as customer retention or partnering with customers (Peppers and Rogers, 1995). At the theoretical level, it may be seen as an emerging research paradigm in management most often loosely equated to existing perspectives. Thus on the analyses of the customer management literature, customer management implementations usually involve activities specifically focusing on main customers (Srivastava et al., 1999); (Vandermerwe, 2004), organizing structures around customer Homburg et al. (2000); management of technology based knowledge Stefanou et al. (2003), and incorporating customer oriented banking technology (Bhaskar, 2004). The focus of customer orientation is to maximize both efficiency and effectiveness at a customer level (Smith and Chang, 2010).

Customer orientation has been shown to have a positive impact on performance, both at the level of the company  and on the sales force (Chan, 2014). Much of the literature that has analyzed the sales force and customer orientation has shown that sellers who have a greater customer orientation, tend to achieve better performance in their sales functions ( Harris et al., 2005).

Robinson (2014) to investigate  he customer orientation and business performance of financial institutions targets customer services to maintain long term mutual relationships. The findings of the study has direct practical relevance for the banking institutions. Currently, Commercial Bank of Ethiopia dominates the private commercial banks in terms of having millions of customers and hundreds of branches throughout the country. The result of the study also indicates customer orientation has assisted the bank to improve its customers need, even though competing with private commercial banks with different banking strategies is proved to be a challenge to commercial bank of Ethiopia. Additionally, customer orientation is crucial for financial institutions like banking sector since their business income is generated from service rendering to customers.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
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. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
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. 

The main objective of the study is to examine customer orientation in banking industry using Ohha Community bank Ltd as case study. Thus staff and customers of Ohha Community bank Ltd  forms the population  for this study.
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.  Out of the entire population of  of Ohha Community bank Ltd  forms the population  for this study., the researcher conveniently selected  sixty-five (65) who are  staff and customers as the sample size for the study.
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 inquired 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 analyzed using simple percentage, frequencies and tables which provided answers to the research questions. Hypothesis test was conducted using Chi-Square statistical package for social science (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

The 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 sixty five (65) questionnaires were administered to respondents of which fifty (50) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  50 was validated for the analysis.

4.2
PRESENTATION OF DATA 
The table below shows the summary of the survey. A sample of 65 was calculated for this study. A total of 50 responses were received and validated. For this study a total of 50 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	65
	100

	Received  
	50
	76

	Validated
	50
	76


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	19
	38%

	Female
	31
	62%

	Age
	
	

	20-30
	10
	20%

	30-40
	22
	44%

	41-50
	10
	20%

	51+
	08
	16%

	Education
	
	

	HND/BSC
	33
	66%

	M.S
	14
	28%

	PHD
	03
	6%

	Marital Status
	
	

	Single
	12
	24%

	Married
	26
	32%

	Separated/Divorced
	08
	16%

	Widowed
	04
	8%


Field Survey 2022

4.3
TEST OF HYPOTHESES

Ho1:Customers employee relationship do not have positive impact in Ohha community bank.

Hi1:Customers employee relationship have positive impact in Ohha community bank.

Ho2:Customers are not satisfied with the time spent in Ohha community bank.

Hi2: Customers are satisfied with the time spent in Ohha community bank.

Ho3: Customer of Ohha community bank are not satisfied with their services.

Hi3:  Customer of Ohha community bank are satisfied with their services.

Ho4: The positive of marketing concept apply by banks to satisfy their customers in the way they render their services.          

Hi4:  The negative of marketing concept apply by banks to satisfy their customers in the way they render their services.  

HYPOTHESIS ONE
Table 4.3: Customers employee relationship do not have positive impact in Ohha community bank..

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	26
	16.6
	9.4
	88.4.
	5.3

	No
	13
	16.6
	-3.6
	13.0
	0.8

	Undecided
	11
	16.6
	-5.6
	31.4
	1.9

	Total
	50
	50
	
	
	         8.0


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 = 8.0 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 8.0 is greater than 5.991,  the  Null hypothesis is rejected and the  alternative hypothesis is accepted which states that Customers employee relationship have positive impact in Ohha community bank.

HYPOTHESIS TWO
Table 4.4: Customers are not satisfied with the time spent in Ohha community bank.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	18
	16.6
	1.4
	1.96
	0.1

	No
	12
	16.6
	-4.6
	21.16
	1.3

	Undecided
	20
	16.6
	-3.4
	11.56
	0.7

	Total
	50
	50
	
	
	2.1


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 = 2.1 and is less than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is less than the critical table value that is 2.1 is less than 5.991, the alternate hypothesis is rejected and the null hypothesis which states that Customers are not satisfied with the time spent in Ohha community bank.

HYPOTHESIS THREE

Table 4.5: Customer of Ohha community bank are not satisfied with their services.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	19
	16.6
	2.4
	5.76
	0.3

	No
	11
	16.6
	-5.6
	31.36
	1.9

	Undecided
	20
	16.6
	-3.4
	11.56
	0.7

	Total
	50
	50
	
	
	2.7


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 = 2.9 and is less than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is less than the critical table value that is 2.1 is less than 5.991, the alternate hypothesis is rejected and the null hypothesis which states that Customer of Ohha community bank are not satisfied with their services.

HYPOTHESIS FOUR

Table 4.6: The positive of marketing concept apply by banks to satisfy their customers in the way they render their services.   
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	27
	16.6
	10.4
	108.2
	6.5

	No
	13
	16.6
	-3.6
	12.9
	1.0

	Undecided
	10
	16.6
	-6.6
	43.6
	2.6

	Total
	50
	50
	
	
	         10.1


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 = 10.1 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 less than the critical table value that is 10.1 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis is accepted which states that the negative of marketing concept apply by banks to satisfy their customers in the way they render their services.  

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

The main objective of the study is to examine customer orientation in banking industry using Ohha Community bank Ltd Enugu State as case study. The study identified the media through which customers get informed about the services rendered by the bank. It identified  the deliver system of banking services and determining their effectiveness, find out whether the customers are satisfied  with the manner in which services of the bank are rendered and formaulate marketing strategies and make recommendations that would be more effective in the marketing of banking service.

The research design adopted for this study is the survey method in data collection. It is used to obtain the peoples opinion through the questionnaire. The sampling technique adopted for this research is purposive sampling technique. A researchers purposively selected 50  respondent who are staff and customers of Ohha Community bank Ltd Enugu State was drawn as the sample size for the study.  Data was analyzed using simple percentage in frequencies and tables. Hypothesis test was conducted using Chi-Square Statistical package for social science (SPSS).

5.2 CONCLUSION

Contemporary banks increasingly realize that customer orientation is a very important factor for their success in increasing their business performance in respect of customer treatment, customer focused bank structure and supporting customer with bank technology. Customer orientation focused on a strategy that can help them build strong relationships with their customers and increase their profits through the right management system and the application of customer-focused institutions to boost their business performance. Thus, the idea of customer orientation is found in relationship marketing theory which is intended to improve long term customer relationship by changing from transaction based marketing, with its emphasis on customer treatment with great care, to customer retention through effective management of customer relationships to cope with unstable business environments.


From the result of the study, the following conclusion were drawn:

Customers employee relationship have positive impact in Ohha community bank.

Customers are not satisfied with the time spent in Ohha community bank.

Customer of Ohha community bank are not satisfied with their services.

The negative of marketing concept apply by banks to satisfy their customers in the way they render their services.
5.3 RECOMMENDATION

From the findings of the study, the following recommendations were drawn:

Ohha Community Bank should employ an expertise’s on computer in order to help speed up their services and also saves time for their customers. 

They should also employ old experience workers and mixed it up with new experienced once.

Holding period of intermittent and continuous training for employees in order to gain information, knowledge, expertise and their technical competence. After recruiting both technical and professional skills of the job and the desired behavior of employees should be trained to employees. Training should include the entire working life, to enable employees be responsive against technology changes and customer and job requirements. 
Establishing an effective reward system to encourage staff to best meet the needs of customers. 
Motivation of the personnel using financial and non-financial instrument In order to better solve most problems of customer.  Giving sufficient authority and independence to employees in order to meet customer needs.
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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 

20-27
[  ]

28-36
[  ]

37-44 [  ]

45+ [  ]
Educational level

NCE/OND
[  ]
BSC/HND
[  ]

MSC/PGDE
[  ]

SECTION B

SECTION B

Question 1: Does Customers employee relationshiphave positive impact in Ohha community bank?

	OPTIONS
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 2: Are Customers satisfied with the time spent in Ohha community bank.

	OPTIONS
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 3: Are Customers of Ohha community bank  satisfied with their services?

	OPTIONS
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 4: Does  the positive of marketing concept apply by banks to satisfy their customers in the way they render their services?    

	OPTIONS
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


