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 Inirecentitime, the iservice isector iof ithe ieconomy ihas iincreasingly iassumed iand iis playing ian 
iimportant irole iin ialmost iall ithe ieconomics iof ithe iworld. i iThis iservice-based ieconomics ihas 
icontinued ito iimprove ithe iliving istandard iof icitizens iliving iin such ieconomics. iThe ibroad iobjective iof 
ithe istudy iwas ito iinvestigate icustome4 iservices iin ifinancial iinstitutions, itowards iimproving 
iprofitability iin iAccess iBank iPlc, iUmudike iin iAbia iState. i iThe ispecific iobjectives iwere ito; idetermine 
ithe ieffect iof ion-time idelivery ion ithe iprofitability iof iAccess ibank iPlc, iUmudike iin iAbia iState, iexamine 
ithe irelationship ibetween iconvenience iand iprofitability iin iAccess iBank iPlc, iUmudike iin iAbia iState. 
iThe iresearcher ideveloped ithe ifollowing ihypotheses. iOn-time idelivery ihas ino isignificant ieffect ion 
iprofitability iin iAccess iBank iPlc, iUmudike iin iAbia iState. i iThere iis ino isignificant irelationship ibetween 
iconvenience iand iprofitability iof iAccess ibank iPlc. iCommunication ihas ino isignificant ieffect ion 
iprofitability iof iAccess ibank iPlc. iThe isample isize iof ithe istudy iwas i200 iusing ipurposive isampling 
itechnique. iThe ifindings ifrom ithe iresults ishowed ithat ion-time idelivery idoes ihave ian ieffect ion ithe 
iprofitability iof iAccess iBank iPlc, iat ia i1% isignificant ilevel. iThe ifindings ialso irevealed ithat ithere iexists 
ia ipositive irelationship ibetween iconvenience iand iprofitability. iThe ifindings ifurther irevealed ithat 
icommunication ithat ithe icustomers ienjoyed ihas ian ieffect ion ithe iprofitability iof iAccess iBank iPlc, 
iUmudike. iThe iresearcher, ibased ion ithe ifindings iof ithe istudy, ithe iresearcher imade ithe ifollowing 
irecommendations. iThe imanagement iof iAccess iBank iPlc, iUmudike, iAbia istate, iNigeria ishould ido 
ieverything iwithin iits ipower ito iensure ithat ion-time idelivery isystem iis imaintained iby ithe ibank, isince 
iit ihas ishown ias ibeing ieffective ion ithe iprofitability iof ithe ibank iand ithe iconvenience ithat ithe 
icustomers ienjoyed ishould inot ibe itampered iwith inegative, irather ishould ibe iimprove ito iincrease 
iprofitability, ias ithere iexists ia isignificant irelationship ibetween iconvenience iand iprofitability. 
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1.   INTRODUCTION 

In irecent itime, ithe iservice isector iof ithe ieconomy ihas iincreasingly 
iassumed iand iis playing ian iimportant irole iin ialmost iall ithe 
ieconomics iof ithe iworld. i This iservice-based ieconomics ihas 
icontinued ito iimprove ithe iliving istandard iof icitizens iliving iin such 
ieconomics i(Abulo, i2009). i iIt iis iimportant ito inote ithat, ithis iservice 
isector ihas help iby iextension ito ishape ithe ibuying ipatterns iof 
iconsumers, iand iat ithe isame itime the imanagerial idecisions iof iservice 
iproviders iin isuch ieconomics i(Aremu et al., i2013). Admittedly, ibefore 
ithe iend iof itwentieth icentury, iagriculture iwas iseen ias ithe imost 
iprominent isector ithat icontributed ito ithe inatural iincome iin iboth 
ideveloped iand ideveloping ieconomics iof ithe iworld. i iThis iscenario 
ihas ichange ias irecent idevelopment ishows ithat iagricultural isector 
icontributes ionly iabout i2% iof ithe iGross iDomestic iProduct i(GDP) iin 
ithe iUnited iStates iof iAmerica iand iother ideveloped icountries iin 
iEurope i(Anderson iand iFornell, i2013). 

Furthermore, iin ideveloping ieconomics, ithe iservice isector iis inot ileft 
iout ias iit icontributed isome ipercentage iincrease iin iGDP iin ithese 
icountries. i iIn isub-saharan iAfrica, iwhere iNigeria iis idomicile iservices 
iconstituted iabout i47% iof igrowth iover ithe iperiod iof ibetween i2000-
2005 i(Arungai, i2014). i iIt iis iimportant ito inote ithat, ithe iCentral 
iBank iof iNigeria i(CBN)iextracts ireports ishows ithat ithe iservice isub-

sector iof ieconomy ihas icontributed ito ithe icountry’s iGDP iin i2008, 
i2013 iand i2014 ias ifollows; i26.1%, i32.3% iand i36.62% irespectively 
iin iwhich ithe ibanking isub-sector iis inot ian iexception (CBN, 2014). 

However, ifor ibanking isub-sector ito iplay ileading irole, ithe iservice 
iquality ibeing iprovided iby ithe istaff iof ithe ibank i(Access ibank) 
ishould ibe iable ito imeet ior iexceed icustomer iexpectation. i 
i(Athansasoglou et al., 2006). i iIt iis iin iview iof ithis idevelopment ithat, 
iAminu ipostulated ithat iit ihas ibecomes iimperative ifor ithe iservice 
iprovides iin ithe ibanking isub-sector ito iseek inew iways iof 
iimprovement iin ithe idelivery iof iquality iservices ito itheir icustomers 
(Aminu, 2013). i iCustomer iservice iis iall iabout ithe iability iof ilogistics 
imanagement ito isatisfy iusers iin iterms iof itime, idependability, 
icommunication iand iconvenience i(David et al., 2007). i i 

From ithe iforegoing, ifor iservice ito imeet ior iexceed ithe iexpectation 
iof ithe icustomers, ithere imust ibe isome ielements iof igood iquality. 
iTherefore iservice iquality iis iseen ias ithe isubjective icomparison ithat 
icustomers imake ibetween ithe iquality iof ithe iservice ithat ithey iwant 
ito ireceive iand iwhat ithey iactually iget iat iwhich ithe ibanking isub-
sector iis inot ian iexception i(Gefan, i2012). i iIt iis iright ito istate ithat, 
iwith iproper iintegration iof icustomer iservice icomponents ilike itime, 
icommunication iand iconvenience iin ithe ibanking isubsector iof 
ieconomy iin iNigeria iby ithe iservice iproviders, ithe ihope ito imaintain 
idominance iin ithe iservice isector iis irealistic. i iThis iwill imark ithe 
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ibeginning iof itheir iexpansion iand iprofit imaking iespecially ithe 
iAccess ibank, iUmudike, iin iAbia iState i(Appannan et al., i2013; 
iAnderson et al., i2012; iGefan, i2012). 

1.2 Statement of the problem 

The iunderstanding iof ithe icustomers ineed iand iother istakeholders iis 
ia ikey ifactor ito isuccess igrowth iand iproductivity iin ia isector ithat iis 
ihighly icompetitive ilike ibanking isub-sector. i iThis ihave iforced ithe 
iservice iproviders iin ibanks ito imove iaway ifrom iproduct 
icenteredness ito icustomer icenteredness iin iall ithe icircles iof ibusiness 
iactivities. Consequently, iorganizations ido inot inecessarily ifind 
idifferentiation iin itheir iphysical iproducts ibut iin iservices isuch ias 
itimely idelivery iaccurate iinformation, ibetter itrained ipersonnel iand 
iquicker iresolution iof icomplaints, iare icapable iof ibuilding igood 
ireputation iand isuperior iperformance. 

That iis iwhy iKotleripostulated ithat idelivering isuperior iservices ihas 
ibecome ione iof ithe imost iimportant imethods ito igain isuperior 
iprofitability (Kotler, 2009). i iAlthough ibanks iprovide isimilar iservices, 
ibut icustomers ican istill iperceive idifferences iin ithe iquality iof iservice 
ilivery. i iThis isimply isuggests ithat, iservice iquality icontinue ito iplay 
iimportant irole iin ibringing iabout icustomer iloyalty iand isatisfaction 
iin ithis iregard, ibanks itry ito iseek igood ireputation ifor isuperior 
iperformance iespecially iin ibetter iand ifaster iresponse ito ion itime 
idelivery, ienquiries iand irudeness iof ibank ipersonnel, 
iunresponsiveness iof ibank istaff, iabsence iof ithe ineeded icourtesy 
irequired iof iservice iproviders istill icast idoubt iin ithe imind iof ithe 
icustomers ito ibelieved ithat ibanks ipersonnel iare iproperly itrained ito 
irender iquality iservices ito ithe icustomers. I 

Therefore, iit iis iright ito istate ithat iany icustomer iwho ireceive iill 
itreatments ifrom ithe ibank ipersonnel iwill iperceive ithe ibank iin ibank 
ilight iand ithis ican iaffect ithe ibank inegatively ion iits ifinancial 
iperformance, iespecially ithe imega icustomers iof ithe ibank. i iThis 
itrends iwhere iquality iof iservice iis imarred iby iincidences iof 
icustomer icomplaints, ipoor ihandling iof icomplaints, ichanging ifrom 
ione ibank ito ianother iand ieventually iclosing iof iaccounts icalled ifor 
iserious iconcern ito ipractitioners iand ischolars iin ithe ibanking isub-
sector. i iIt iis ion ithis ipremise ithat ithe istudy iseeks ito iinvestigate 
icustomer iservice iin ifinancial iinstitution, ias istep itowards iimproving 
iprofitability iin iAccess ibank iPlc iUmudike iin iAbia iState, iNigeria iin 
iorder ito ibridge ithe iknowledge igap. 

1.3 Objectives iof ithe istudy 

The ibroad iobjective iof ithe istudy iwas ito iinvestigate icustome4 
iservices iin ifinancial institutions, itowards iimproving iprofitability iin 
iAccess iBank iPlc, iUmudike iin iAbia State. iThe ispecific iobjectives iwere 
ito; 

i. Determine ithe ieffect iof ion-time idelivery ion ithe iprofitability iof 
iAccess ibank iPlc, iUmudike iin iAbia iState.  

ii. Examine ithe irelationship ibetween iconvenience iand iprofitability 
iin iAccess iBank iPlc, iUmudike iin iAbia iState. i i 

iii. Ascertain ithe ieffect iof icommunication ion ithe iprofitability iin 
iAccess iBank iPlc, iUmudike iin iAbia iState. i i 

1.4 Research iQuestions 

In ithe ilight iof ithe iresearch iproblem, ithe istudy iset ito iprovide 
ianswers ito ithe following iquestions; 

i. What iis ithe ieffect if ion-time idelivery ion ithe iprofitability iin 
iAccess iBank iPlc? 

ii. What iis ithe irelationship ibetween iconvenience iand iprofitability 
iin iAccess iBank iPlc? 

iii. What iis ithe ieffect ior icommunication ion iprofitability iin iAccess 
iBank iPlc? 

1.5 Research iHypotheses 

In ithis istudy, ithe ihypotheses iare ithat; 

Ho1: On-time idelivery ihas ino isignificant ieffect ion iprofitability iin 
iAccess iBank iPlc, iUmudike iin iAbia iState. i i 

Ho2: There iis ino isignificant irelationship ibetween iconvenience iand 
iprofitability iof iAccess ibank iPlc. 

Ho3: Communication ihas ino isignificant ieffect ion iprofitability iof 
iAccess ibank iPlc. 

2. LITERATURE REVIEW 

It iis icrucial ito iremember ithat, iin ithe ievent ithat ia isupply ichain iis 
ia iflow, ithe iservice iprovided ito iclients iis iwhere iit iends. i iService, 
ithough, imight ibe ipricey. iAccording ito iUgwunta iand iImo's itheory, 
ithe icost iof ilogistics imay itriple iif ithere iwas ia i100% iimprovement 
iin ion-time idelivery ifrom ia i95% irate (Ugwunta iand iImo's, 2012). i 
iHigher iservice ilevels ialso inecessitated istrategies ilike ikeeping imore 
iinventory ito iprevent istock-outs, ispending imore ion itransportation ito 
iincrease iefficiency iand iminimise idamage, iand idouble ior itriple 
iverifying iorders ito imake isure ithey iare icorrect i(Jeffrey iand iMartha, 
i2012). i iA icompany's iobjective ishould ibe ito ideliver iexcellent 
icustomer iservice iwhile ikeeping ioperating iexpenses iunder icontrol, 
iparticularly iin ithe ibanking isubsector i(Angur et al., i2013). 

It iis itrue ithat icustomer iservice iis inow iviewed ias ia iway ito iboost 
isales iand icustomer ihappiness irather ithan ijust ian iexpense i(Toby, 
i2013). i iThus, ilogistics imanagement's icapacity ito imeet iuser ineeds 
iin iterms iof itimeliness, idependability, iconvenience, iand 
icommunication iis iknown ias icustomer iservice. i iA iservice iprovider 
iwon't ibe iable ito iprovide iher iclients iwith ihigh-quality iwork iuntil 
ishe ihas imade iwise iinvestments iin ivarious ipersonnel, iresources, 
iprocesses, iand imaterials. i iThis iis iso ibecause ithe icomponents ithat 
imake iup iservices iare iidentical ito ithose ifound iin imanufacturing. 
iDespite inot ibeing iphysical iobjects, ithese iservice icomponents ineed 
ito ibe icompletely iconnected i(Goldstein et al.,i2010). 

2.1 Banking Services 

The ifundamental ibanking iservices iwere ioutlined iin ithe iBanking iAct 
iof i1969. i iThey iare ias ifollows: ithe ibusiness iof iaccepting imovies ias 
ideposits ifrom ioutside isources iwithout icharging iinterest; ithe 
igranting iof icredit iand imoney iloans; ithe ibuying iand iselling iof ibills 
iand ichecks; ithe iincurring iof iobligations ito iacquire iclaims iregarding 
iloans ibefore ithey imature; ithe iassumption iof iguarantees iand iother 
iwarranties ifor iothers; iand ithe iconsequences iof itransfers iand 
iclearings i(Austin, i2013). iSection i43 iof ithe iBanks iand iOther 
iFinancial iInstitutions iAct i(BOFIA), i2004 idefines ia ibank ias iany 
iindividual iengaged iin ibanking iactivities, iencompassing icommercial, 
idiscount, iacceptance, iand imerchant ibanks; isection i66% idefines ia 
ibank ias iany iindividual iinvolved iin ifinancial itransactions. I 

According ito isection i66 iof iBOFIA i2004, ia icommercial ibank iin 
iNigeria iis idefined ias ione ithat iconducts ibanking itransactions, iwhich 
iinclude iaccepting ideposits ion icurrent iaccounts, isavings iaccounts, ior 
iother iaccounts iof ia isimilar inature, ias iwell ias ipaying ior icollecting 
ichecks ithat iare iwritten iout iby ior icontributed iin iby iclients. As ican 
ibe iseen ifrom ithe isummaries iabove, ibanks iprovide ia ivariety iof 
iservices ito itheir icustomers (Bello iand iLawanson, i2012).iThese 
iinclude iof iopen icredit ior icashing, ibankers idraught, inight isafes, 
ielectronic ipayments, imoney itransfers, isetting iaccounts ifor isafe 
icustody, iforeign itrade iservices, iand ibankers iorders iand istanding 
iorders. 

2.1.1 Communication 

A itwo-way ichannel iof icommunication ibetween ia ibuyer iand ia 
isupplier ifacilitates iservice imonitoring iand idemands iforecasting 
i(Richard, i2015). iOne isuch iillustration iof ienhanced icommunication 
ibetween ithe iservice iprovider iand ithe iclient iis iorder istatus ireports. 
i iThe ibanking isub-sector's ibetter icommunication icapabilities ican 
iimprove ithe iaccuracy iof isuch itracing iinformation iand iconsumers' 
icapacity ito iarrange itransactions ifor ia ilater itime iin ithe ibank i(Kevin 
et al., i2009). iRemember ithat ithis ikind iof iinformation iis istill ireactive 
iand icannot itake ithe iplace iof ireliable, ion-time ideliveries. i iIt iis isafe 
ito iconclude, itherefore, ithat icertain ibusinesses, isuch ias ibanks, ican 
icollaborate iwith iother ibusinesses ithat ispecialise iin ilogistics iand 
iprompt iservice idelivery iin ian iattempt ito iinstitutionalise ia imore 
iproactive iflow iof ihigh-quality iservice idelivery i(Alehile, i2014). 

2.1.2 Convenience 

The iconcept iof iconvenience iin iservice isector imeans ithat ithere 
ishould ibe ia iminimum iof ieffort ion ithe ipart iof ithe icustomer iin 
idoing ibusiness iwith ithe iservice iprovider (Ahamd, i2010). i iIs iit ieasy 
ifor ithe icustomer ito iplaced iorder? iAre ithe iproducts iavailable ifrom 
imany ioutlets iof ithe ibank? iDoes ithe icustomer ihave ito ibuy ihuge 
iquantiti3es iof ithe iproduct ibefore ibeing itreated iwell? iWill ithe 
iservice iprovider iarrange iall inecessary idetails, isuch istatement iof 
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iaccount iwithout idelay iand iirrespective iof iwho iis iinvolved? iThe 
iservice iproviders iin ibanking isub-sector imust iconcentrat3e ion 
ire3emoving iunnecessary ibarriers ito icustomer iconvenience i(Al-
Tamimi, i2010). i 

2.2 Theoretical Framework 

The istudy iwas ianchored ion ithe itheory iof iservice iprofit i– ichain 
itheory. i iThis iis ibecause ithe iservice iprofit-chain itheory icentered 
imainly ion iservice iquality. i iIts ialso iemphasis ion icustomer’s 
iperceived iquality. i iIt iis iimportant ito inote ithat, imany ischolars ihave 
iargued ithat iservice iquality iimprovements ithat iare inot ibased ion 
icustomer ineeds iwill inot- ilead ito iimproved icustomer isatisfaction; 
iwhile iothers iargue ithat icustomers iare iindifferent ito ilevels iof 
iservice iquality ithat ifall iwithin itheir izone iof itolerance ibut iare 
imotivated iby iunexpectedly ihigh ilevels iof iservice iquality ithat iin 
iturn iproduce idelight i(Abdi iand i iWilliams, i2010). i iHowever, ithere 
iare ialso ievidences ithat iindicated ithat isatisfied icustomers imay inot 
ireturn ito ia iservice iprovider i(Brady iand iCronin, i2002). i iThis 
iprobably iis ithe irationale ifor ithe iextensive iresearch iin ithe istudy iof 
ithe irelationship ibetween iservice iquality iand iprofitability iand iother 
isimilar icomponents. 

Furthermore, isince iservice irefers ito ithe isituation iwhere ia iservice 
ioffer imeets icustomers iexpectations, i ithus ithese iexpectations idiffer 
ias ithere iare imany icustomers iwith idiverse ineeds iand iexpectations 
iof iservices ithey ineed ior irequire. i iScholars ihave icome ito iagree iwith 
iGronroosiand ihave iidentified itwo idimensions iof iservice iquality ito 
ibe itechnical iand ifunctional (Gronroos, 1984). i iThese itwo idimensions 
iof iservice iquality iis ivery ivital imost iespecially iin ithe ibanking isub-
sector. With iproper iintegration iof itechnical iand ifunctional 
idimensions iof iservice iquality iby i iboth ithe imanagement iand istaff iof 
iAccess ibank iPlc, iUmudike iin iAbia iState, iNigeria ithe ibank istand 
iopportunity iof imaintaining idominance iin ieffective icommunication, 
ion-time idelivery, iconvenience, icustomer iretention, iwhich iwill ileads 
ito iexpansion iand iprofit imaking. 

2.3 Empirical Review 

Meshachiinvestigated icustomer iservices in financial institutions: A istep 
ito iimprove iprofitability iin iNigerian iBank (Meshach, 2015). iAccording 
ito ithe iauthor i, ithe i iaim iof ithe istudy iwas ito ienhance iNigerian 
ibanks iimage iin ithe iglobal ifinancial imarket ibanks iin iNigeria 
icontinuously ideclare ihuge iannual iprofits idespite ithe ifact ithat ithere 
ihas ibeen iseemingly iincreasing icases iof icomplaints iabout iquality iof 
iservices ithese ibanks irender ito itheir icustomers. i iThis istudy 
iinvestigated icausality ibetween iinvestments iin iservice iquality 
iprogrammes iand ithe ifinancial iperformance iof iNigerian ibanks. i 
iSurvey iresearch idesign iwas iused iin iobtaining ithe iprimary idata. 
iPearson icorrelation iand iRegression imethods iof idata ianalysis iwere 
iemployed iin ithe idata ianalysis. i iThe ifindings irevealed ithat 
iprofitability iof iNigerian ibanks iis inot ia ifunction iof iinvestments iin 
iservice iquality iprogramme iand ithat ichoice iof ibanks iby icustomers 
iis inot ia ifunction iof iservice iquality ithey iexperiences. iHowever, ithere 
iwas ia ipositive irelationship ibetween iservice iquality iand irepeat 
ipurchase idecisions. i iAlso iit iwas iclearly ishow ithe iabsence iof ia 
istrong irelationship ibetween iinvestments iin iservice iquality 
iprogrammes iand ifinancial iperformance iin ithe iNigerian ibanking 
isector. i iBased ion ithe ifindings, iit iwas irecommended ithat ito ibe iable 
ito iachieve ipatronage ion ithe ipart iof ithe icustomers iin ithe iincreasing 
icompetitive ibanking ibusiness ibanks ishould iorganize itheir 
ioperations iaccording ito ithe ineeds iexpressed iby ithe icustomers iso 
ias ito iattract iand imaintain isuch icustomers. 

Tobyiexamined ion iservice iquality iand ibusiness igrowth iamong ibanks 
iin iGhana, iusing iservice iprofit ichain imodel (Toby, 2013). i iAccording 
ito ithe iresearcher iservice iquality iplays ia ikey irole iin idetermining 
ithe igrowth iof iany ibusiness, iespecially ithe ibanking isub-sector iof ithe 
ieconomy. i iThe iobjective iof ithe istudy iwas ito iexamined ihow iservice 
iquality ihas iable ito iinfluence ithe icustomers iof ithe ibanks iin iGhana. 
iThe idescriptive isurvey iresearch idesign iwas iadopted, iwhere 
istructured iquestionnaire iwas iused ito icollect iinformation ifrom ithe 
irespondents iwho iwere istaff iand icustomers iof ithe ibank. i iThe 
isample isize iof ithe istudy iwas i120, iwhich iwas iselected ithrough 
ipurposive isampling itechnique. i iThe isimple iregression iand 
icorrelation imodels iwere iused ito itest ithe ihypotheses. i iThe ifindings 
irevealed ithat iindividual’s iperceptions iof iequity iin iservice 
iencounters ihave ibeen ishown ito iinfluence irepeat iservice ipurchase. i 
iAlso, ithere iwas ia ipositive irelationship iexists ibetween iimprovements 
iin iservice iquality iand ibank’s iprofitability. 

3. METHODOLOGY 

The istudy iadopted ia id3scriptive isurvey idesign. i iThe ipurpose iof 
iadopting idescriptive isurveys iwas ito icollect idetailed iand ifactual 
iinformation ithrough istructured iquestionnaire iwhich iwas iaimed iat 
icustomer iservices iin ifinancial iinstitutions, itowards iimproving 
iprofitability iin iAccess ibank, iUmudike i, iAbia iState. i iThe irespondents 
ithat ifirmed ithe isample isize ifor ithe istudy iwere ithe icustomers, 
imanagement iand istaff iof iAccess ibank iPlc, iUmudike, iAbia iState, 
iNigeria. i iThe isample isize ifor ithe istudy iwas i200 iselected ithrough 
ipurposive isampling itechnique. i iThe iquestionnaire iwas idivided iinto 
i2 isections. iSection iA icollected ibasic idemographic iinformation ifrom 
irespondents isuch ias iage, igender, iacademic iqualification, iyears iof 
iexperience. i iSection iB iwas istructured iaccording ito ithe iobjectives iof 
ithe istudy: i5 ipoint iLikert iscale iwas iadopted. i iThe idescriptive 
istatistics isuch ias ifrequencies, ipercentage iwere iused ito ianalysis 
iresearch iquestions iwhile ithe ihypotheses itesting iwere idone iwith 
icorrelation iand iregressions imethods. i iThe ihypotheses iwere itested 
iat i0.05 ilevel iof isignificance. i iAt i5% ilevel iof isignificance ireject inull 
ihypotheses ifor ithe itests iwith iprobability iestimates ilower ithan i5% 
i(0.05) ivis-vsa. 

4. DATA ANALYSES AND PRESENTATION OF RESULTS AND 

FINDINGS 

The icollected iand icollated idata iwere ianalyzed iusing idescriptive 
istatistics, iregression iand icorrelation icoefficient imodels. 

4.1 Demographic Profile of the Respondents 

To ascertain the background of the iselected irespondents, itheir 
idemographic iprofiles iwere ielicited. iThese iinclude itheir igender, 
imarital istatus, iage, ieducation iqualification, iand iyear iof iexperience. 
iTable i1 i– iTable i5 ibelow, ishow ithe idemographic iprofile iof ithe 
irespondents iin ithe istudy iarea. 

Table 1: Distribution iof iRespondents iaccording ito iGender 

 

Source: Field iSurvey iData, i2018 

The iresult ifrom iTable i1 ishows ithat i60.5% i(120) iof ithe irespondents 
iare imale, iwhile i39.5% i(100) iof ithe irespondents iare ifemale. iThis 
iimplies ithat imajority iof ithe irespondents iin ithe istudy iarea iare 
imale. 

Table i2: Marital iStatus iDistribution iof it ihe iRespondents 

 

Source: iField iSurvey iData, i2018 

The iresult ifrom iTable i2 ireveals ithat i51.5% i(103) iof ithe isampled 
irespondents iare isingle iwhile i48.5% i(89) iof ithem iare imarried. iThis 
iis ian iindication ithat imajority iof ithe irespondents iin ithe iarea iare 
imarried. 

Table i3: Age iDistribution iof ithe iRespondents 

 

Source: iField iSurvey iData, i2018 
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Table i3 ishows ithe iage idistribution iof ithe isampled irespondents. iThe 
iresult ifrom ithis itable ishows ithat i19.5% i(39) iof ithe irespondents 
iare iwithin ithe iage irange iof i20 i– i29 iyears, i45.5% i(91) iof ithem ifall 
iwithin ithe iage irange iof i30 i– i39 iyears, i28.5% i(57) iof ithem iare 
iwithin ithe iage irange iof i40 i– i49 iyears, iwhile ithe iremaining i6.5% 
i(13) iof ithem iare i50years iand iabove. iThis iimplies ithat imajority 
i(65%) iof ithe irespondents iin ithe istudy iarea iare iyoung iand iin itheir 
iyouthful iage. i iOkoye iand iOnyenweakuinoted ithat iyoung ipeople iare 
iable ito icombine itheir ibusiness iresources iin ioptimum imanner iwhich 
ileads ito iincrease iin itheir iproductivity ior iactivities (iOkoye iand 
iOnyenweaku, 2007). 

Table i4: Education iQualification iof iRespondents iin ithe iStudy iArea 

 

Source: iField iSurvey iData, i2018 

The iresult ifrom iTable i4 ishows ithat i7.5% i(15) iof ithe irespondents 
iin ithe istudy iarea ihad itheir ieducation iup ito isecondary ilevel, i25.5% 
i(51) iof ithem ihad ieducation iqualification iup ito iOND/NCE ilevel, 
i50.5% i(101) iof ithem ihad ieducation iqualification iof iHND/B.SC iwhile 
ithe iremaining i16. i5% i(33) iof ithe irespondents ihad ieducation 
iqualification iof iM.SC/MBA ilevel. iThis iresult iimplies ithat imajority iof 
ithe irespondents iare iwell iand ihighly ieducated. 

Table i5: Years iof iExperience iDistribution iof iRespondents iin ithe 
iArea 

 

Source: iField iSurvey iData, i2018 

The iresult iin iTable i5 iabove ishowed ithat i28.5% i(57) iof ithe 
irespondents ihad ihad iexperience iof iworking ibetween ithe irange iof 
i1 i– i5 iyears, i46.5% i(93) ihad ihad iexperience ibetween ithe irange iof 
i6 i– i10 iyears, i17.5% i(35) iof ithem ihad iworking iexperience ibetween 
ithe irange iof i11 i– i15 iyears, iwhile ionly iabout i7.5% i(15) iof ithe 
irespondents ihad ihad iexperience iof i16 iyears iand iabove. 

4.2 Effect of on-time Delivery on Profitability of Access Bank Plc, 
Umudike 

The ieffect iof ion-time idelivery ion iprofitability iof iAccess iBank iPlc 
iwhich iwas ianalyzed iwith ithe isimple iregression imodel iis ipresented 
iin iTable i6 ithus. 

Table i6: Effect iof iOn-time iDelivery ion iProfitability iof iAccess iBank 
iPlc, iUmudike 

 

*** iStatistically isignificant iat i1% ilevel 

Source: iField iSurvey iData, i2018 

The idata iin iTable i6 ishows ithe iregression iestimate iof ithe ieffect iof 
ion-time idelivery ion iprofitability iof iAccess iBank iPlc iin ithe istudy 
iarea. iThe iresult ishows ithat ithe icoefficient iof imultiple 
ideterminations i(R2) iwas i0.549. iThis iimplies ithat i54.9% ivariability 
iof ithe iprofitability iwas iexplained iby ithe imodel, iwhile ithe iremaining 
i45.1% icould ibe iattributed ito ierror iand iomitted ivariables. iThe iF-
values iof i107.082 iwas isignificant iat i1% ilevel, iwhich iimplies ithat 
ithe imodel iis iadequate ifor iuse iin ifurther ianalysis iand iit iindicates ia 
irequirement iof ibest ifit. 

The iresult ishows ithat ion-time idelivery iof iAccess iBank iPlc idoes 
iaffect ithe iprofitability iof ithe ibank, ias iit iindicates ia ipositive iand 
isignificant ieffect iat ia i1% ilevel. 

4.3   Relationship between Convenience and Profitability of Access 
Bank Plc, Umudike 

The relationship between convenience and profitability of Access Bank Plc 
in the study area was analyzed with the correlation coefficient model and 
the result presented in Table 7. 

Table 7: Relationship between Convenience and Profitability of Access 
Bank Plc, Umudike 

 

** Correlation is significant at the 0.01 level (2-tailed) 

Source: Field Survey Data, 2018 

The result from Table 7 showed the correlation between convenience and 
profitability of Access Bank Plc in the study area at 0.741 and the 
Probability at 0.000. From the result, it implies that there is a very strong 
and positive relationship between the convenience enjoyed by the 
customers and the profitability of the bank under study. 

4.4   Effect of Communication on the Profitability of Access Bank Plc, 
Umudike 

The effect of communication of Access Bank Plc, Umudike, on their 
profitability was analyzed with the simple regression and the result 
presented in Table 8. 

Table 8: Effect of Communication on the Profitability of Access Bank Plc, 
Umudike 

 

*** Statistically significant at 1% level 

Source: Field Survey Data, 2018 

The data in Table 8 shows the regression estimate of the effect of 
communication on profitability of Access Bank Plc in the study area. The 
result shows that the coefficient of multiple determinations (R2) was 
0.605. This implies that 60.5% variability of the profitability of the bank in 
the study area was explained by the model, while the remaining 39.5% 
could be attributed to error and omitted variables. The F-values of 455.647 
was significant at 1% level, which implies that the model is adequate for 
use in further analysis and it indicates a requirement of best fit. 

The result shows that communication of Access Bank Plc does have an 
effect on the profitability of the bank, as it indicates a positive and 
significant effect at a 1% level. 
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5. SUMMARY OF FINDINDS AND CONCLUSION 

This study examined customer services in financial institutions: a step 
towards improving profitability (a study of Access Bank Plc, Umudike). It 
specifically determined the effect of effect of on-time delivery on 
profitability of Access Bank Plc, Umudike; ascertained the relationship 
between convenience and profitability of Access Bank Plc and examined 
the effect of communication on profitability of Access Bank Plc, Umudike. 

The findings from the results showed that on-time delivery does have an 
effect on the profitability of Access Bank Plc, at a 1% significant level. The 
findings also revealed that there exists a positive relationship between 
convenience and profitability. The findings further revealed that 
communication that the customers enjoyed has an effect on the 
profitability of Access Bank Plc, Umudike. 

RECOMMENDATIONS 

The researcher, based on the findings of the study, made the following 
recommendations. 

i. The management of Access Bank Plc, Umudike, Abia state, Nigeria 
should do everything within its power to ensure that on-time delivery 
system is maintained by the bank, since it has shown as being effective 
on the profitability of the bank. 

ii. The convenience that the customers enjoyed should not be tampered 
with negative, rather should be improve to increase profitability, as 
there exists a significant relationship between convenience and 
profitability. 

iii. Management should ensure that communication with the customer is 
maintained and if possible, improved, to continue to enjoy 
profitability. 
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