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Abstract .
Until recently, business innovation studies focused on radical, technology-based

innovations in large firms whereas innovation patterns in small enterprise had widely
been neglected. Scholars and practitioners alike are concerned about the poor level of
customer satisfaction in the banking sector. However, in recent times, since the cost of
retaining existing customers has been confirmed to exceed that of acquiring new ones,
the emphasis has been on retaining existing customers. This study examines how bank
customers' satisfaction could be improved through some specific innovative practices.
This study focused on three banks within Horin metropolis in Nigeria. The descriptive
research design was adopted.384 self-administered, structured questionnaires were
distributed, out of which 332 copies were returned. Data was presented using
frequencies and cross tabulations. One-sample t-test and Analysis of Variance were
used to test hypotheses. The results of standard multiple regression indicated that
product innovation has a positive and significant effect on customer satisfaction with
coefficient value of 194 and a critical value of t=2.435, p-value (0. 016) < 0.05. Results
also indicated that process innovation has a positive and significant with customer
Salisfaction. The coefficient has the value 0.257 and a critical value of t=3.532, p-value
MW.NMWQA 0. Q.M. xmﬂ.& indicated that marketing innovation has apositive ﬁ.zwm .%m:.%ﬂnmv
stz %w satisfaction. The coefficient has the Era. 0. N.S. and a critical mmwz g
sign sn.mawé&:m (0.006) < 0.05. Technological .:.595:0.: has a homh mh fer
Critica] 5%.%2 on customer satisfaction as well with coefficient value of .2

ue of t=3.076, p-value (0. 002) < 0.05. The study recommended that these
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hanks should go beyond the conventional practice of outward show .N..\. appreciaticy,
customer patronage, but rather work towards ‘.&a@:m n.w.nasmwm ncﬂh&
meeting their needs promptly, and should be proactive oninnovation mix to
their performance.

0
€ \u}h&qﬁ.m

Keywords: Innovation, Technology, Customer” Satisfaction, Banking

Introduction )

Until recently, business innovation studies focused on radical, Sow_uo_omw-gm&
innovations in large firms whereas innovation patterns in small enterprise had widely
been neglected, Over the past decade, an increased number of studies have explored the
patterns of innovation in small firms, This tendency is closely related to the introduction
of measures different from the traditional innovation indicators, such as research anq
development activities and patent applications, which fail to capture the innovatjop

capacity of businesses in general and of small firms in low technology industries in
particular,

The impact of product innovation and technological capabilitics are widely studied,
however, the application to small businesses remain debatable (Rauch, Wiklund,
Lumpkin & Frese, 2009). Therefore, there is urgent need to ascertain the effect of the
product innovation on the efficiency of small businesses particularly among the poultry
farmers. Innovation is one of the important source of competitive advantage to the
business which the study examined. Camisonand Lopez (2014); Eniola, 2016,

submitted that through innovation, quality of products could be enhanced, which will in
turn contributes to firm performance and ultimately to a firm's efficiency,

According to Hult, Hurley and Knight (2004); Garvi
potential protection to a firm from market threats and cgfnpetitors. Jacobson (2003) also
proved that product innovation had positive and significant link with effectiveness.
Getting the right innovation mix at the right place at the right time with the right price is
one of the paramount goals of all consumer goods companies. For instance, products
like any living being go throu gh various stages in their productive lives from invention,

. nique cycle in the product life. These stages arc
characterized by specific features which mﬁﬁamnaﬁn_nnwﬁc?manm nnoaco_%n:%

in one stage depending on the marketing strategies applied (Kulkarni, 2009).

(2017) innovation offers a
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aketing, process, technology and product innovation have to be applied
5ivC 6, i any Stage of the product life cycle. It has become imperative
at wishes to compete favorably in volatile business environment

(sngvative mix.

. other _Esa,o:ﬁo.ﬁﬁ gatisfaction is the wheel around which marketing
¢ evolves. Marketing has passed through several developmental phases
ing arcas of emphasis in the exchange process between firms and

there are dimensions explored for customer satisfaction: Quality The

mination of how well a product or service performs is referred to as product/service
oﬂﬂ: ty. Businesses, in general, :.mna S.Bnmmﬁm the Quality of service they provide to
w_a: consumers 10 improve their business ﬁnn.onsmumm., by quickly identifying and
y flaws of problems before they become visible to customers, resulting in

correcting an ; . A ; i 3
higher customer satisfaction. Quality 1s the lifeblood of seryice delivery businesses,
ensuring enhanced client satisfaction, a competitive edge, and long-term profits. While

breakable relationships encompass both customers and service
rvices mightbe intangible products or other valuable instruments that
culties. The difference between a customer's impression and
tion of service is referred to as service quality. It also refers to a service
capacity 10 match perceived service to expected service in order to achieve
on. As a result of rising global competition, businesses have chosen 10
expand their market size and improve service quality by raising customer expectations
through technological advancements and globalization. Customer happiness 1S

influenced by the Quality of service provided (Ry ding,2010; Siddiqi,2011).

services and un
providers, these s¢
help clients solve diffi

expecta
provider's
client satisfacti

Also, cost price fairness 18 defined as a determination of the total price fairness of g
product or service after considering both business and consumer behavior. Firms wan
to maximize their profits primarily through product/ service pricing, whereas consumer
seck out the best-priced products/services that will provide them with the most benef
As a result, businesses must be able to predict how customers will react to spect!
pricing changes, The gap between a vendor's pricing and the price of a relative otf
M”mw is orﬁmoa.zwna as acceptable, reasonable, or justiffable by 8 nosw_._awﬂ.m valuati

accompanying emotions. Customers’ behavioral intentions might be influenced

price faimess (Ryding, 2010; Siddiqi, 2011).

199 -~
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Perceived worth orperceived value is another a_anaw“on_ and _Mu H_MM:MM Mw wo n.nwwoao}
assessment of a product or service's benefits as well as 1 cap . et the
: i ctations. Perceived worth When making a purchase, w_ucu.ﬁ.
rE_cSS._m f:._m Ol 5 ' fit than its function. The relationsh;

places higher importance on a product’s benefi gt p
between perceived costs and perceived advantages can be usedto nm_ _mn . Q._mn_uﬂﬂ.m
perceived value, The customer’s values are influenced by ,.Scn._.m actor S, Including
financial resources, product/service knowledge, and E.o shop's cm. mo.?_on.. .nns.ﬁ_._m
location. The development of customer value generation a.ﬁsm% 18 o::omn_ .woﬂ
attracting new customers, maintaining good customer relationships, and building
customer loyalty (Ryding, 2010; Siddigi, 2011). .
Kotler and Keller (2012) identifies the various oononﬁ.m and wr:om.oﬁ?.nm that have
directed marketing efforts since its inception. These EoEn._m“. ancﬂ_.o: concept,
product concept, selling concept, marketing concept and w.o__m:o Bm%QSm concept,
They stated that the production concept is the oldest concept in Bm_,rmﬁzm and holds that
consumers prefer products that are widely available and inexpensive. The product
concept proposes that consumers favour products offering that has the best quality,
performance or innovative features. While this may be true, it becomes necessary to
state that a new or improved product will not necessarily be successful unless it is
priced, distributed, advertised and sold properly. The selling concept holds that
consumers and businesses, if left alone, would not buy enough of the organisation's
products. So, firms aim at selling what they make, rather than making what the market
wants. The marketing concept does not focus on finding the right customers for its
products, but the right products for its customers. As a result of recent trends in the 21st
century which are affecting the practices of firms and industries, the holistic marketing

concept is based on the development, design and implementation of marketing
programs, processes and activities that recognizes customers' preferences.

Several Nigerian banks encounter peculiar problems in meeting customers'
expectations of services. Despite positive developments in information technology and
telecommunications giving rise to the use of automated machines and internet, most
customers still patronize the bank branches because they consider verbal interaction
with human tellers as very important (Adeoye and Lawanson, 2012; Zeithaml and
Bitner, 2003). Earlier studies have emphasized the priority of effective customer
relationship management for efficient bank performance. Reports have shown the
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fcant relationship between ocﬂﬂaﬂ _..nwﬁ.,%:mrmv management and
ign fromi reased patronage by satisfied customers.
rom1inc

. 1f1CC ch nnmc:m

¢ evidence shows that some bank customers are often dissatisfied
ora 0 ¢ of banks with customers resulting into switching of bank
o poo" a&mﬂoﬂmnw of innovation strategies, technological innovation are some of
que ¥ 5o Whi oiro decided to remain with their banks are confronted with which
se s 10 €NjOY full satisfaction. In Nigeria, it is a common practice to
sm ¢ on the queue for several hours before being served, without even
i M. m by the banking staff. In other situations, bank customers leave the

h mmmn:mm of uncertainties when bank .mamm...ao not even appreciate their

ing hall W tudy examines how technological innovation affects customers
ge. Hence, the s

ﬁaa:m_m isfaction with selected bankswithin llorin metropolis in Kwara State,
1
jevel © Ba

Nigeria-

anm::.owmini :
Concept of Innovation : . o .

tion is a strategic tool for firms to survive and mmE.ooEwnsfm advantage in E.m
_%%w market place. Innovative firms can improve their performances, defeat their
m%”wﬁ:oa and provide value to their stakeholders. Innovation is a source of
competitive advantage for a firm (Zawislak, Alves, Hmzo-om.ﬁmﬂm. m.wm&.ﬁcx.
gReichert, 2012). According to Oslo manual (OECD, 2005), an innovation is the
implementation of a new or significantly improved product (good or service), or
process, anew marketing method, or a new organizational method in business practices,
workplace organization or external relations (Dodgson 2018 ;Helfat 2016).

The early concept of innovation in economic development and entrepreneurship was
popularized by Joseph Schumpeter, a German Economist. Innovation, in his view,
comprised the elements of creativity, research and development (R&D), new processes,
new products or services and advance in technologies (Lumpkin and Dess, 2001). To
xﬁawo_msa Hodgetts (2004), innovation is the creation of new wealth or the alteration
and Srmsn.mSnB of existing resources to create new wealth. Innovationis alsoseenasa
MM,oMMwm ofidea creation, a development of an invention and ultimately the introduction
EW product, process or service to the market (Thornhill, 2006). At present, this

concept is annliad ; g, ey g ; g
Plisapplied in every facet of social lives and activities. This makes the innovatior

Concept by - 1 ;
Ptbecome more multidimensional and intricate.
¥
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Beaver (2002) believes that innovation is an essential n_.ﬁsnﬁ moﬂ.mno.:o::n progress of
of an industry. Innovation plays an important _.omn not
only for large firms, but also for SMEs (Jong wn.zﬁnn:m:_mu, 2017, >.nanaow. v ...___mc.
Amin, &Chong, 2009). Also, Sandvik and Sandvik (2016) argue that E:o_é 5:. 1S one
of the most important competitive weapons and mﬁﬁﬂ:% seen as a m_..:; core <m_:.m
capability. Innovation is also considered as an effective way 10 b firm's
productivity due to the resource constraint issue facing a firm (Lumpkin &Dess, 1996).
Bakar and Ahmad (2010) posit that the capability in an:nﬁ.msa busincss innovation is
crucial for a firm to exploit new opportunities and to gain noE.um::an. advantage.
Product, process, marketing and technology are the various types ofinnovation.

a country and competitiveness

Technological Innovation =

Camision and Villar-Lopez (2014) define technology Innovation capabilities (TICs) as
a comprehensive set of characteristics of an organization that facilitates and supports its
technological innovation strategies. TICs are a kind of special assets or resources that
include technology, product, process, knowledge, experience and organization (
Kabongo&Okpara, 2014). Improving TICs can be beneficial to a firm and leads to
enhanced competitiveness. Most studies have concluded that technology infrastructure
affects the productivity and efficiency positively (Abri &Mahmoudzadeh, 2015). For
instance, Lawless and Fisher (1990) argued that successful new product introductions
can provide the potential for firms to gain market vwmm:c: and realize longer term
returns than would otherwise be possible. \

Evangelista ef al., (1997) regard Research and Umﬁn_o_uaaa activities as a central
component of the technological innovation activities of firms and as the most important
intangible innovation expenditure. According to Peteraf (1993), a firm's heterogeneous
resource portfolios (including human, capital and technology resources) are responsible
for observed variability in its financial returns. These are a firm's specific competencies,
which contribute substantially to the sales growth and competitive advantage.

There would have to be a causal connection between a firm's resources and
performance. (Dierickx& Cool, 1989) argued that firms should attempt either to imitate
high-performing resources or to develop alternative resources that could produce
similar benefits. Successful technological innovation depends not only on technological
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so on other critical capabilities in the areas of manufact
strategy planning, learning and resources allocation fing,

and bringing new or substantially better .
ocess been consistently used in the literature S..«,aomzavmmu%%” Mwwmﬁm N
& Griffin 2005). For further clarification and distinction w_..ommw
be divided into three basic types which include: product line nwﬁnm.ﬂosm._
and nmiaﬁo-%a-éoﬂa products (Projogo2016 ; Olson, ﬁmﬁn,_.

yation is the introduction of a good or service that is new or significantly
rding its characteristics O intended uses; including significant

n technical specifications, components and materials, incorporated

O WarC, user friendliness OF other functional orﬁ.moﬁmmaom (Oecd, 2005). Product
atjons can utilize new knowledge or technologies, or can be based on new uses ot
nations of existing knowledge or technolo gies. The product innov ation has many
ions; First, from the ﬁmnmwmﬁ?o of the customer, product is new to the
rs. Second, from the perspective of the firm, the product is new o the firm.
oduct modification means bringing product variation in the existing products
Atuahene-Gima, 1996). Firms bring product innovation to bring efficiency
in the business. In highly competitive env ironment, firms have to develop new products
according t0 customer's needs (Olson et al.. 1995). The aim of product innovation isto
attract new customers. Firms introduce new products or modify the existing products
according to needs of the customers m}asﬁmﬁrmiarmr 2001). Shorter product life

cycle of the products forces the firms to bring innovation in the products

duct inno
mproved TeE%
maw_.oéanmm 1

combl
dimens
custome

Third, pr
of the firm (

Shiralashetti (2012) states that a new product can be developed by combining current
technologies and using them differently or using radical technologies. Deming (1996)
believes that firms have to understand customer needs and expectations, design
products and services to create better lives to them 10 survive in the long term. Bish
(2006) believes that a product innovation maybe in two dimensions namely new
products and new innovations in current products. Tiibitak (2006) acknowledges that

.—“ - - . - .
here is a relationship between product innov ation and technology.

A
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Technology and Customer Salisfm'tliun |

Dudhane&Pitambare (2015) in their wor

' srvice sustome .
B maa R y TH fo customers which 1mproves customey
' ' ives ‘mous value § )
innovative, It gives an enorm

L orave consumer experiences, improve businesy
happiness, Shops can use Apps 1o ml_pu?v. : g Lo aaas o
strategies, and increase income. Rclﬂ_lll.r}i l S s et
collaborate to improve customer cx;?urllel -G RITNIAL SR impnwmp
recommendations, empowering sales associates, cfls.c of ¢ | g] A (m“mwf
the consumer's in-store buying experience (Nemati, K'hnn, &I‘I i hlli 0 “_I(.waid.e mi“.t.-,
can be engaged in the right place at the right time by using beacons, whic ; Sl I_y
and value, The authors of this study argue that Bluetooth 'heacmls Lilfl e highly
beneficial to retailers in terms of customer analytics, o.pcrutmnul analytics, revenue
improvement, and partnering with service providers to improve cuslumf:r cxpcrufucg
(Ali et al,, 2021), Mendelson discusses how a beacon cun.hc set up with sensors (o
trigger a specific application, It recognizes users and begins nIYt‘am'lg |()Gilll(lnlm?cd
services (LBS) like navigation, mapping, and information transmission illfd c!mhlmg
emergency services (Ghazal et al,, 2021), As a result, the total service quality for their

in-store consumers has improved and we can draw the logical conclusion and establish
the verifiable hypothesis.

k titled; employing ideals business Appy 1
] . . o
rs makes business operations moye

Concept of Customer Satisfaction

The degree to which a customer's expectations for a progduct or service were
satisfied is referred to as customer satisfaction.
determining customer attitudes.
experience (satisfy/dissatisfy) a

exceeded or
1L i also thought to be a method of
Customers' satisfaction is defined as their perception or

s a result of comparing what they want with what they
have already received. In some sense, customer contentment er

inability to express dissatisfaction with the goods or servi
product/service fails to match the customer's expectation
unhappy (Johnson, Karlay, Fregidou-Malama, I lyder, & John

ails the consumer's
ce. However, if the
s, the consumer will be
son, 2018),

Satisfaction is a person's feelings of ple

asure or disappointment that result from
) ar ¢ “We AOOTY e s ~ ! -3
comparing a product's perceived performance (or outcome) to expectations (Michael,

2004). Customer assessment of product performance depends on many factors,
especially the type of loyalty relationship the customer has with the brand (Jennifer,

2004). Customer satisfaction can be Seen as both a transaction relevant element,

204




AGEMENT AND FINANCIAL TECHNOLOGY (
JAMAF) “ VOLUM
E1,155U
'] E 1

st-€va uation'betWE.:cn the levc.l of expectations and actual perform:
satisfaction, reﬂ_cctmg the overall performance ;m'dncp,,
| 08 8 C canin 1 con-sumer experiences wit‘h the provider. Accordingl él:;;?;
T n,tions . marketing c20 make a huge difference in banking services. This |
reld { more than to loan money or make use of savings. Th is is
relationship with the bank built upon trust and.saﬁ e;; a}so
y wantto be more than just a name in the database. sfaction

; eview
c::i 1:1' Theory OP [nnovation Strategies.
derpinne by the Schumpeter's Innovation theory. The suitability of this

yisul fact that the theo lai
he fact th ry explained the concept of Innovation

g siu
This S nchore dby t

ryis

's Innovation Theory (1912)
The Schumpctcrian theory on innovation one of the best-known contributors to the

ineory Of entrepreneurship has been Josepl} Sch'umpeter. In his book, the theory of
economic gevelopment (19 12), Schlenpcter identified the entrepreneur as an individual
who introduces new combinations 1.€. Innovation to the economy. In his theory of
pusiness cycles, Schumpeter explains that innovations come in SWarms i.e. The initial
innovator is followed by @ bunch of "imitators' which results in an economic boom and
(hat periods of innovation and lack of innovation are the main causes for the business
cycle. For Schumpeter, an entrepreneur is nOt only an [nnovator but also a leader. Since

haracteristic of an entrepreneur is innovation and leadership, Schumpeter's

fhe main €
1t his own business and does nothave risk taking as

entrepreneur does not necessarily sta
one of his functions.

However, he proposes three concepts; first, Schumpeter describes entreprencurs as

visionary change management agents (Sandberg & Hofer, 1987) who introduce newW
ot. Consequently, the creative

eco‘nomic activity that leads to @ change in the mark
activity of the entrepreneur i independent of the organizatio nal or legal s ing in which
he/she may work. Second, entrepreneurship ‘s not a profession and it is not & long’

lasting state.

Wha o

,cm;.wer the entrepreneur is doing, as 2 salesman or a goftwa | ;
l 1 w1
ns an entrepreneur as long he or she actually 10K lem
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. wmummmm&ﬁﬁﬁmm wﬁm“ et bani,
zmﬁhEMMﬁmbﬂxﬁﬁsszmwrm@mm%
JERD.

MMLWEA&WMG[&%%
fie srucemes S mels ¢ lomg-betng development of the marker Indeey
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S:hm*;é‘}f_';hﬁﬁm!afm&vdmmmmm
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prozceve onncomes ackieved by some entrepreney he
etz 2 difiereee w orpmzccns. T here i 2 relatonship between product 2nd
mmoatan 1 fe busmess performance. Three operational performance ! Eﬁ:
walies. weimes, proftabifity and market skare could be wsed 10 verify the by




W Sources of supply of raw rqaterial or semi-finished goods;
cture such as the creation or destruction of a m s,
ued that any_one seeki'ng p?ofits must innovate. That w?lrll(::gzls)c’:
ool lO)/rnEﬂt of e(-;onomlt: syst.e 3 ex1.stmg supplies of productive means
temp;'evc 4 that innovation 18 considered as an essential driver of
e 2: ; s ik am‘i'cs. Hf" also belie\{ed that innovation is the center
¢ etiti"?“e using gales qf ‘ creative destruction”, which a term was created
italisn, soc1'alism anfl democracy. According to Schumpeter
" g p uproceSS o.f u}du.strlal mutation, wl_nch mcessantly{ revolutionizes the
within, incessantly destroying tl}e old one, incessantly creating
cconomlc i chumpeter descr{bed de.velopmefxt. as hlsto_rlcal process of structural
1V 0 Bstaﬂﬁa“y driven by_ mnoxfatlofl. He dl\tld(‘id t.he innovation process into four
1ang®” vention, inno , dlffu§1on and imitation. Then he puts the dynamic
- : ' In Schumpeter's theory, the possibility and
n the discoveries of scientists and inventors,
nities for investment, growth and employment. In
r the basic innovation have less of an
s have a much greater influence on the

ortu
e invention phase 0

s Ty
schurmpe 2 i and imitation proces

Aziz, R, (2021) in their
g marketing strategies,
rpose of this

c, B Akourd, L., and

‘bute towards jmprovin
innovation The pu

study is to explore the market! .
applications (BLE) technology 10 busine : it gal P s
to satisfactory and loyal customers- .the pathway e
businesses to the next level with the help 0 on 10 B.LE tccazc; ;);)é
contributions. Companies are flexible towards adopting new teC m

ihat their marketing strategies are working positively
and wants. This was

market that we targeted to study the customers' needs
138 questionnaires distributed among 15

e
ANOVA through the SPSS program for analys’ e ‘d'ata. The resulﬂltsr ;Tl’ii:msmp
e h){P{)thesis of the study, which means there 1s 2 positive and dslr :)lziar ; o
topting BLE technology on customers' satisfaction W h leads 0

e
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an stick (o the brand for long “‘m_"__'l,‘lw results of our fCSearey,
Nvatty, making W - th Mgy applications have positively influenced Markgy;
peveaind hat “\“ﬁ“-““‘m w,\ _ i\f : i;x‘t&‘\'l customer satisfaction and loyalty, The Proximj,
oxwhich i ur have llﬂ l‘ eloped in liew of open innovation. Future stygje
A strateg) ﬁk \:‘ u:mlcl in perspective of other markets for ¢l
— marketing is the marketing strategy that

A !

¥

AR
marketing I the best
welonmed Ry aml\'iﬂkﬂ“h‘-‘ bty
adovaey of the hypothesis thal M “?u.l:l‘ their loyalty.
w customer happiess leading towards thetrlay:

S are
Carer

helps

Hao and Song (2016) mamimlx\l the rel‘a\ti:m:fhl[; be;\;’:z1{)1:;0I;gLo\%gl;ﬁﬁzfzxsr:rafegy
and fiem performance in china, lht‘t‘ll‘l]‘lrt&f\lhtm‘)’ 0‘ ‘ *1 4 S EXamineq
;s\\\ strategic capabilities mediate the effect of technology-c riven strategy on fim,
::*: :i\;'mau:‘t The resulis reveal that Fn‘chnnlogy,drwcn ftrflfe‘g): l; pomt‘wf{ly‘rehted o
;\\‘m\o!og\- capabilities and in!‘ormattou‘tec‘hnolugy Cfu‘n‘ibfllt;‘es‘, . ut negatively relateq
to marketing capabilities and market-linking capabilities. Furt cmlore,_all lypcs.of
strategic capabilities are positively related to ﬁ‘m\‘ performance, The findings pro'vtde
evidence that strategic capabilities play a mediating role befween technology-driven
strategy and firm performance and show that, like market-dm‘fcn strategy, lﬂh!l()logy
s also an important and successful founding strategy because it can exert great impact
on firm performance through strategic capabilities,

Tzokas, Kim, Akbar and Al-Dajani (2015) investigated on how the interplay between a
firm's absorptive capacity (ACAP) and its technological and customer relationship
capability contributes to its overall performance in South Korea's, Using structural
equation modeling in a sample of 158 firms (316 questionnaires, two respondents per
firm) from south Korea's semiconductor industry, we find that a firm's ACAP leads to
better performance in terms of new product development, market performance and
profitability when used in combination with the firm's capability to engage state of the
art technologies in its new product development program (NPD) (technological
capability) as well as cultivate strong customer relationships to gain customer insight in
NPD (customer relationship capability). By highlighting the interactive nature of
uhsmptwc capacity's antecedents and how these relate ta firms' performance, this study
contributes to the understanding of the role of ACAP as a mechanism for translating

t‘-‘“‘"““l knowledge into tangible benefits in high-tech SME, thus leadin £ to important
theoretical and practical implications.
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Chou (2015) identified the critical drivers affecting the
| et -"“wcrﬁ wchnulngy tr'unﬂfcr in Taiwan, These mcthani'-.m: a:t-i
““}Iyr'"rmw 0 l'“mcm ,wchnnlngy.orwnwdﬁla‘rl-ups,andpmvidingthc following;
o < inelue® o, contract rcscarc_h, consulting services, technology \iccnaing
. yanced (raining for enterprise staff, exchange of research mﬁ:
atto ‘ll'ﬂﬂ“"'l or infl ormal information transfer, The fuzzy Delphi me\hod,
' Modeling ( M), and the analytic network process (ANFP) a,:-:
ally 10 derive the relative importance of the various performance
ital and inslitutional/cu!tural resources are the two most emphasized

e for the imP .t of university rechnology transfer inTaiwan. Some policy
rees 10 erived on the basis of these results. -

i Villar-L"iPlW' (2014) anscsscd lh'c' r.elationship between organizational
W ion and lcuhnological innovation capabilitics, and analyzes their effect on firm
jpnov l::ncc using @ rcsourcc-bascd view theoretical framework. The article presents
idence from a gurvey of 144 Spanish industrial firms and modeling of a
jal least squarcs. The results confirm that

al equations using part
innovation favors the development of technological innovation
apabilities for

mgamzatinna i ' ; !
izational innovation and technological

capabilitics and that both organ
products and processes can lead to superior firm performance.

n (2017) examined the relationship between

innovation, the (inancial performance of company and firm's competitive advantage in
Nigeria, This was done through correlationand regression analysis, Data were analyzed
using descriptive and inferential statistics. Hypotheses WEre tested at 0.05 significant
levels with the aid of paramctric student T-test. The results revealed that there 1s @
positive relationship innovation and the financial performance of company. A clear
lesson from this study is that the future must include promoting innovation and
entreprencurship; in other words, business competitiveness depends on {he creativity

and innovativeness of its entrepreneurship.

Ojo, Petrescu, petrescu, and Bilca

A : .‘ -
kande (2015) explored the effectiveness of payment technology on entreprcncum\
ith three hundred (300)

develo :
I v H - [ .
quﬂn(&:ﬁ“‘ in Nigeria, The study was carried out Wi
aires administered to micro small businesses OWners in Mopo market [badan,
found

Oyo state of

i ﬂc taonvia T p . ' ' : =
e of Nigeria, Two hundred and sixty (2600) copies of qucslumnaurc were lou
d using descripive

the purpose of the study. The data collected were analyzc
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- L | that payment technology has a pogjg;,
and inferential statls:uclall tg:ii-l:;f:;it% :r? ‘;'?I?gcria :nd the result of teste'd hYPOthesiZ
effect on entrc;?rcf{t}urlz:lce of payment technology on entrepreneurial busineg,
buttress the Slgllll_ lcad it is recommended that entrepreneurs sho_uld be educateq and
fjevclopmcm.Ttolthl‘;S;: ;rtant of payment technology and how it could be useq o
;g(f:?gzd{);g;::ional cfﬁlt):icncy, also government should provide adequate power supply

to reduce operating cost of payment technology in Nigeria.

Methodology

Research Design ;
Descriptive research design was used for this study and the survey method wag

specifically employed. Hence, descriptive fes-earch is used to describe the features or
unique characteristics of a population,; this is in respect of Idata that are used to answer
varying questions or issues pertaining to a specific population. The target Populatlon of
this study is made up of all customers of First bank, Access. bar.lk and United Bank for
Africa (UBA) located in Ilorin metropolis,Kwara State, ngef'la. However, since this
population is undeterministic due to inaccessibility of information, a sample size of 384
using Godden (2004) formula.

Population of the Study

A population is any group of individuals that have one or more characteristics in
common and that are of interest to the researcher (Best & Kahn, 2006). The population
of the study was 384 customers of the three selected retail banking institutions. The

target population of this study is made up of active customers of First bank, Access bank
and United Bank for Africa (UBA) located in Ilorin metropolis,Kwara State, Nigeria.

Population of the study Tabulation

S/No | Institutions Population
1 | First Bank 184
2 | Access Bank 80
3| United Bank for Africa 120
Total 384

Source: Author’s Compilation (2023)
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d Sample Size

i g'l‘cchﬂiquc atf .
 ize WaS dcrwcdusmg(}oddcn (2004) formula. Hence, a sample size of 344
y A SIZCO

ThesamP at, On the other hand,convenience sampling techni '
i ﬁ:;vi;gm the pOpula“"“- While multi-stage Sampliig tcchlz?il;i;ﬁ;: E:ikisn t(i:law
sampt = ondents from v.vhor.n the data collected. Therefore, multi-st agﬂlqam f; 1o
sclf;tci qiage © uster sampling 15 lIJSCd to gather data from large, geo gl’aphi'c allp ing or
mu 4 of people by choosing sampling frame, allotting number to each r)' spread
JJect cample from relevant discretc groups. The use of the stated wc}ﬁ:?uiz“,d
S as more than 01 sampling technique was applied to achieve the ai T

made use of sampling techniques such as purposive andm:l of the
different stages of the study. sfs ratified

random techniques 10

thod of Data Collection

for this study will be sourced basically through primary sources;
rimary data for the study was generated and collected through structured and selsf‘

administered questionnaires 10 bank customers of Access bank, First bank and Unite;]

pank for Africa (UBA) around Enugu metropolis, Nigeria. A total of 334 questionnaires

d, out of which 332 copies were duly filled, returned and used for data

Sourcesand Me
Data collection

were distribute
analysis.

Method of data analysis
Analysis of variance (ANOVA) will be used as 2 tool of data analysis to examine the

impact of innovation on customers' satisfaction of selected retail banking institutions in
Ilorin metropolis Kwara State, Nigeria.

Data Analysis and Results of Findings

%ﬂlscripﬁvf, i atistics of the Respondents' Perceptions of their Businesses

pf;e[:tzsifzﬁ S;a’;istics of the : Respondents" Pelzceptions of their Businesses is

from 332 resp ondee f 0:;?' Concerning tﬁChno.logl..cal lnflt.wat'ion, we have information

fisaieR 3 80 and ; S’d e;ange: O‘ftechnologlcal mfmvaltlop: is from 2 to 5 points, witha

Blbso standar ‘dewauon of 0.6(]!2. E%y implication, the respondents are, on
ge, agreed with questions on technological innovation.
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Table of —.,.,.24::7.5 Statistics of the Respondents’
Ll A kit N Minimum Maximum Meq

Customer Satisfaction 210 2
Customer Satisfaction 210 2
Product Innovation 210 2
Process Innovation . 210 2
Marketing Innovation 210 2
Technological Innovation 210 2
Source: Author's Fieldwork (2023) .
Hypothesis of the Study
Hsﬂg 1S N0 mﬁwu.&nmﬁ relationship v.ﬁémon @cﬂummm technologica] innovatjg,
ustomer satisfaction among commercial banks in Ilorip metropolis, g
Results Presentation
Standard multiple regression wa
g S used to explore the effects -y
i ; . of percejve :
Mﬁﬁwmﬁmgmwgﬂa by E&cﬁ Innovation, process innovatjop Mm_,wﬂm:a mscoéjo:
o %:Mo .uaomsm_ Esoéw_o.: scales) on perceived business performance %smazoésoa
mmmcacmw # mow et analyses were performed to engyye no iommwmc_,mm Nw
1S of normality, Multicollinearit lon ofthe
contained e Y, homoscedasticit :
the MH_MMM_E%MM%_”o?mm_.mmmss labledag ), Analysis of /\%Hmﬂma A_MMM s
- F-Statisticg Am.:cmu and probabil; e ce VA) for
model is statigtical o Probability valye (0.000) show t :
innovation, Eowwm_mwmzs&owé In other Wwords, innovatjop, variables m”ww wwm o,,ma__
have joint sign ik, Marketing INnovation gnq t i -
Jomt significapt effects op Customer gatj : morso_omsa INnovation
melropolis,. TSatisfactiop among commerp;

2 - (Y
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:zz.:_wm.wﬁmc.ikn\ —
2 — Table444.L:ANOVA
" e gum of Df Mean F Sig.
.kap,p_ﬁ Squares Square
e 61.370 4 15343 87105 .000°
. “ne .n._____C__.— '
7 RS 15404 201 176

96.774 205

ors: AOcsmE:c, Technological Innovation, Marketing Innovation,
ctors:

. product Innovation
o ._Ca.::C:_ Pro ‘ -
58 INNCY Lable: Customer Satisfaction

-

ce Author's Fieldwork (2023)

..a—_—. [Cr , :

| 4.4.4 gpresents the model summary of the effects of innovation strategies on
Table 44521 Cocfficient of Determination (R Square) and Adjusted R square values

. oy, ThE ’ b f ke G o Y
n___em%m 4 and 0. 627 respectively. This implies that 63.4% variation in customer
%M\.A._o:% is explained by technological innovation , marketing innovation, process
gatislé -

ation, product innovation.

I
Table 4.4.4.2: Model Summary”

\-\I\\I‘.‘] ek "+
Model R R Adjusted R~ Std. Error of  Durbin-
Square Square the Estimate  Watson
iy
1 796" 634 627 420 1.213

2 Predictors: (Constant), Technological Innovation, Marketing
[nnovation, Process Innovation, Product Innovation
b. Dependent Variable: Customer
Satisfaction

Source: Author’s Fieldwork (2023)

Test of Hypothesis

_"a_.z. the result of regression as contained intable above; technological innovation hasa

positive and significant effect on customer satisfaction with coefficient value of 0.261

anda critical value of t=3.076, p-value (0. 002) < 0.03. Every increase in this predictor
Increases customer satisfaction by 26.1%. Also, the regression result as contained in

a3 -
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indicates
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oorzo_om_.nm_

o CUstome,

nce, this shows that ¢
f(=3.544, p-value (0. 000) < WWWQEMB the result, the nyj
critical value o ces customer satisfaction. tsoitSloica i
~.==os,_:o=_ oaa”ﬂe,a is significant nm.ma_.om ec
cjected; thus, o is.
?.H oomm ,_ o._wmaoz g banks in Ilorin metropo
satis

m:E:EQ.em_:.E mhﬂ“mo: has a positive and mmmwwwomzwhmwmﬁo wﬁmwﬂnomm%mo
technological inn itical value of t=3.076, p- : :

: of .261 and a cri o e 6.1%. Also
mooao_ﬁ: Mmm_m:o_.n&oaa increases customer .mm.:.mmmo:@ 3., Moma cH i
s o Hﬂ mﬂa in table indicated a positive Eﬁ signi atisfact; ;
Rmc_ﬁ.mm con m: ological innovation and perceived customer mo oo%z With
_UQMM:.RM chm:ow 245 and a critical value of t=3.544, p-value Ao.oovA. .m
coefficie .

ence,
Innovation enhances customer satisfaction, Baseq on the'

Y with
. mé@
> ther €8ression
onship betwee,

zmncasnzamzﬁ_m

F ollowing the major m:&:mm and oo:o_cmmozm. the stud
i, The bankers should ehcourage the yge of tec
among thejr Custome

_So_omw and electronic channels
Is,
i, Efforts should be
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