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Abstract

This work examined the effect of customer complamd feedback management on customer satisfactithrei
Nigerian banking sector. In this study, turnarouimde of banks to resolve complaints, banks respdose
customer complaints (responsiveness), employeetesyurcommunication of service failures and hamgllin
process and service recovery were employed as tplratory variable while customer satisfaction was
employed as the dependent variable. In line with, tive hypotheses were formulated for the stuglglevant
conceptual, theoretical and empirical literaturesemeviewed in order to identify the knowledge .geipe study

is anchored on equity theory. The study adoptedesuresearch design. Primary data were used isttidy. A
total of 400 customers of five selected banks imwhra Central Senatorial District were sampledtfierstudy.
Questionnaire was employed as the instrument cd datlection. The data generated were analyzedgusin
descriptive statistics, correlation analysis andtiple regression analysis. Turnaround time of lsattkresolve
customer complaint, banks response to customer legm (responsiveness), communication of senéderes
and handling process and service recovery weredftaimave significant effect on customer satistagtiwhile
employee courtesy was found to have an insignifiedfect on customer satisfaction in selected sathplanks

in Anambra Central Senatorial District. The studndudes that complaints and feedback management ha
significant effect in customer satisfaction in bankh Anambra Central Senatorial District. The study
recommends that banks should reduce their turndrtiome to resolve compliant, ensure service recoesd
retrain their employees on effective and qualityise delivery to customers.

Keywords: Customer satisfaction, Equity theory, Customer dainp Feedback, Service recovery and
Communication

INTRODUCTION
Background of the Study
The contemporary advancement of commerce and emngergfi markets has led to radical economical
fluctuations and inflamed fierce competition (N&art2013). As a result, the consumer today has détoue of
alternatives to exceed his expectations when ma&iqmrchasing decision, whereas, rivalry has rehdtse
climax (Leal & Pereira, 2003). In the present scienaf competitive banking, excellence in custorservice is
the most important tool for sustained business groWustomer service has been the challenging rjothe
banking industry, specifically, after the financidctor reforms and implementation of new age telcyy.
Providing prompt and efficient service is on thp tgenda of commercial banks to attract and reékemew
customers (Malyadri & Sirisha, 2015). Consequerdlyen the assumption that satisfied customersaarial
ingredient of a sustainable business operatiomethie, satisfying and retaining these customermisloubt an
interactive catalyst that will systematically irdluce the long-term success of any enterprise iaytedervice-
driven economy\Wasfi & Kostenko, 2014)In this regard, customer satisfaction strategyifies the vaccine
that must be utilized by enterprises to diminish ttisk of substitutes (Komunda & Osarenkhoe, 2012).

One of the effective ways of satisfying customerthrough effective compliant and feedback managéme
Customer complaints and feedback management hasnigean integral part of the banking industry, kiotm
the regulatory perspective and a customer sert@®point. Simply stated, feedback managementrding
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to customerexpressions.com, the formal processaafrding and resolving a customer complaint angaeding
to complements and suggestions. It means listeningsatisfied customers and taking actions to dgnigsues,
where appropriate. Customer complaints and feedb@kagement is just one initiative under a largatesgy
called customer experience management. By listetoirige customers, banks can develop service stsdad
delivery processes to meet the standards (ZaibiQR0

Understanding the nature of the service one previdecustomers allows for an appreciation of how th
customers see the services provided. According umiT(2005), in any customer service interactiorg th
perception of customers is crucial to one’s abilityensure that they are satisfied beyond expecatatihis helps
to give customers not what is obvious but alsailfdf multitude of less obvious customer needs (if2@05).
Porter (2008) explains that customer expectatiors demand for services have substantially increaded
consumers become better educated, they demand moelugs, better and more reliable delivery, as \asl
more responsive services; As a consequence, tooirapcompetitiveness, banks have to understand the
customers’ needs and expectations and satisfy Hyepmoviding excellent services. The banks haveeendred
to create a culture to reinforce complaints andlieek strategy. Commercial banks have adopted an-dpor
and technological customer feedback approach witereenior personnel are readily available to itsnts.
There exists a customer care help desk that waksd the clock. Commercial banks have assisted dggints
to create a fulfilling working environment each tgveloping an organizational architect that mogsats staff
even at branch level and virtual support to its@uers through automatically coded responses te safnthe
standard queries. This step not only generatesdtibfaction but also creates customer satisfactimnto the
swift decision-making. Firms have now realized thmatg-term growth and survival is dependent on adgo
customer’s satisfaction (Nguli, 2016).

Customer complaints and feedback management islumbla source of important market intelligence
which companies should use to correct the rootecaifighe problem and to improve the service or pebd
(McCollough, Berry and Yadav, 2000). Ndulilo (20IMaintained that complaints and the processesdiodlng
them are important issues for service providersabge they have the potential to have an adversetefh
customer satisfaction and loyalty. Research hawstibat, the way a company handles company contplaan
affect its business success in the long term (Rdbmmbard, 2011).

Most often, banks customers complain about theigesthey receive. Shammout and Haddad (2014) noted
that “almost half of consumers’ complaints aboutkiag services relate to opening, closing or mamggheir
accounts. Another quarter of complaints are abepbdits and withdrawals. Problems in this categciude
transaction holds and unauthorized transactionichlties caused by low funds, such as overdraésf and
bounced checks, are another significant complaiteggory”. Forbes (2013) noted that “about 11% afstoners
are frustrated with sending or receiving paymeais] 6% have gotten fed up with trying to use tAgiM or
debit cards”. Most banks hardly assess their cust@momplaint procedures to find out if it is deliveg in terms
of handling customer complaints effectively. Duethis, some banks adopt a nonchalant approachstoroer
complaints, especially if it is related to custorservice, oblivious of the latent harm being causetthe bank.

Despite the fact that organizations appreciateii@ortance of managing complaints, overall customer
satisfaction after a failure has not improved (MigiBowen & Johnston, 2009). Organizations shoualcberage
dissatisfied customers to complain so that they szdime the problem and retain the customer. Unifatily,
organizations that do not rise to the challengecafplaining customers are turning down the impdrtan
opportunity of reclaiming and improving a relatibim Owing to the apparent importance of effective
complaints handling, there is a research gap on bm&nization management should treat all compigini
customers to create complaint satisfaction.

Statement of the Problem

Customers are increasingly becoming self-awarenefrieed to receive high quality service and to Hhea
complaints over goods or services addressed by aviepthey deal with (Mensah, 2016). Effective tiagdof
customers’ complaints has become a source congefidr banks. Ineffective handling of customer ptaimts
could result to high customer turnover and low co®r retention. When bank fails to effectively hiand
customer complaints, that particular customer cdoddost in the process, sparking a chain reaétivalving

the customer telling others, who might also corgirte spread negative news about the bank involved.
Consequently, the loss of one customer could causbain reaction where a lot more customers are los
reducing market share, reducing bank profitabiligd increasing negative perceptions about the bank
(Morrisson & Huppertz, 2010).

Gelbrich & Roschk (2010) assert that poor compldiahdling procedures could damage company-
customer relationship and cause customer dissatiisfia It could promote negative word of mouth adigeng
causing potential customers to refrain from doingibess with the company. It could cause low custom
loyalty and significantly chances of customer réten Awara (2010) opines that poor customer compda
handling ultimately cause companies to lose custstiereby losing market share, whilst the reanginf new
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customers through marketing promotions cost moeigctively reducing company profitability. Komundad
Oserankhoe (2012) advocates for a comprehensivieroas complaints management system, complete with
complaint handling procedures, customer satisfactbecks, customer feedback acquisition and custome
retention measures.

Given these dynamics, and in order to attain arsiagu the state of customer satisfaction, thisanese
underlines the nexus between complaint and feedbeaiagement strategy in relation to customer satisi.
Meanwhile, the objective in this study is to pravidmpirical evidence that effective complaint aeddback
management strategy has a positive impact on cestemsatisfaction, research shows that the coroelat
between complaint and feedback management andneces&atisfaction are important for two reasonsmgrily,
customers who voice their complaints embody thetrmal of customers and consequently it shouldhese
firm’s top priority to enhance their service in erdo satisfy these loyal customers (Eccles & Ddr&l998).
Also, satisfied customers will enhance the compamyarket share by spreading positive word-of-mautti
performing as a costless marketing power, wherms; counterpart will have the opposite impact ¢Hhitb,
Bowers & Donavan, 2006). This argument is furthenforced by studies that show that dissatisfiestamers
tell about ten to twenty people about their badeeigmce (Edvardsson, Tronvoll & Hoéykinpuro, 2011),
conversely, satisfied customers will trust the fitana large extent and are more likely to repeair thurchase
and talk positively about their successful purchastheir acquaintances (Fecikova, 2004). Withia blanking
industry, ‘complaints management’ has become agrmat part of business, both from a regulatory persve
and a customer service standpoint. Simply statathptaints management is the formal process of diegrand
resolving a customer complaint. It means listerimdissatisfied customers and taking actions tcedgnmssues,
where appropriate. Base on the foregoing, this ystagamined the effect of complaints and feedback
management on customer satisfaction in the Nigdréanking sector.

Objectives of the Study

The major objective of this study is to examine #fiect of compliant and feedback management otoouer

satisfaction in the banking sector. The specifigotives include to:

1. Determine the effect of turnaround time of banksesolve complaints on customer satisfaction iectet
banks in Anambra Central Senatorial District.

2. Ascertain the effect of response to customer coimgla(responsiveness) on customer satisfaction in
selected banks in Anambra Central Senatorial Bistri

3. Examine the effect of employee courtesy on custosagéisfaction in selected banks in Anambra Central
Senatorial District.

4. Determine the effect of communication of servickufas and handling process on customer satisfadtio
selected banks in Anambra Central Senatorial Btstri

5. Ascertain the effect of service recovery on custosaisfaction in selected banks in Anambra Central
Senatorial District.

Resear ch Hypotheses

The following research questions stated in nulhfguided this study.

Hoy: The turnaround time of banks to resolve compsahlms no significant effect on customer satisfaciio

selected banks in Anambra Central Senatorial Bistri

Ho,: The banks response to complaints (responsivemassno significant effect on customer satisfaction
selected banks in Anambra Central Senatorial Btstri

Hos: Employee courtesy has no significant effect ost@mer satisfaction in selected banks in Anambratr@e

Senatorial District.

Ho,: Communication of service failures and handlinggeiss has no significant effect on customer satisfa

in selected banks in Anambra Central Senatoriatibis

Hos: Service recovery has no significant effect ontauer satisfaction in selected banks in Anambrati@én
Senatorial District.

Significance of the Study

The findings of this study will be beneficial torkaemployees, management, customers and academia.
Employees. The findings of this study will equip the empl@geof the bank with knowledge on better customer
complaint processes that would serve to imprové fh@gact on customer service and subsequently orgor
their customer relationship management skills. Adsecomplaint handling system would also servantoease
customer satisfaction.

Management: The findings of the study will help bank managet® understand the effect of complaints and
feedback management on customer satisfaction. Willis¥ielp them in their policy formulation espediahs it
relates to handling customers complaints. This Wélp banks to avoid the harsh repercussions afidos
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customers to competitors. To this end, the studyldvbelp banks not only avoid cost, but increaseketashare
and profitability in the long term.

Customers. The findings of this study will help them to ensuhat their complaints about customer service,
bank procedures and certain unexplained chargegiaea the needed attention and appreciation t@mseh
their dealings with banks. It will also improve thervices they receive from the banks through ttwinplaints
about service short-falls.

Academia: The findings of this study will provide conceptutiheoretical and empirical foundation for future
research work. The findings of this study would daddextant literature and serve as a referenceriabte
future researches.

Scope of the Study

This work examined the effect of complaints anddfesck management on customer satisfaction in barties.
study will specifically examine the effect of inadement variables like turnaround time of banksédsolve
complaint, banks response to complaints (responsi&, employee courtesy, communication of seffaiberes
and handling process and service recovery on c@steatisfaction in banks which is the dependeritisée.

The geographical location of the study is AnamhiEeSCentral. Anambra Central is one of the serator
zones in Anambra State. Commercial banks namalgr&htee Trust Bank Plc, Fidelity Bank Plc, Zeftnk
Plc, First Bank of Nigeria Plc and Union Bank Plclacated at Anambra Central were studied. Thesuof
study in this research work consist of customerthe$e selected banks who are present in the tgahiaith at
the time of carrying out this research and areinglto participate in the study

REVIEW OF RELATED LITERATURE

Conceptual Framework

Customer Complaintsand Feedback M anagement

Customer complaint is expression of dissatisfactiorm consumer's behalf to a responsible partydtari980),
While consumer complaints are clearly expressiohdlissatisfaction, at the same time, they present a
opportunity for management to respond in such a thay dissatisfaction is reduced and repeat busirges
encouraged (NgaiHeung, Wong and Chan2000). Customer complaint is a customer’s exjoas®f
dissatisfaction towards a product, service or pasgly situation (Nakibin et al., 2011). Complaimtncbe
defined as an expression of disagreement betweegustomer and the company. Solutions must be agen
being fair and impatrtial, and this is the maineariitn when customers select or remain with a comg@&ho, Im

& Hiltz, 2003). A complaint mostly results fromree disruption to expected services (Reinartz, Thlofka
Kumar, 2005). Complaints represent a comprehers#teof behavioral and non-behavioral responses-(no
standard behaviors) made by customers who are eddaghe communication of contradictory undersiags
and begin with dissatisfaction with a situation @idg & Lam, 2003). According to Stauss (2010), a jglait is

a verbal or written articulation of discontent tlsands a warning to a company or service provitdeutits
behaviors, service or product(s). It is usuallyated quite deliberately. Customers usually compifaihey are
confident that there is a chance of compensatiahthis would be one of the benefits of lodging aptaint.
Tronvoll (2012) calls it a formal or informal custer report regarding a problem with a product avise.
Tronvoll (2012) further noted that “it is an actidaken by an individual which involves communicgtin
something negative regarding a product or serviCeie and Ladwein (2002) assert that it will bedzhsn the
perceived dissatisfaction with a product, a sereican event in the course of the buying processuoing the
consumption. Hoyer & Mclnnis (2010) further argukeis dissatisfaction is based on the customer’nige and
perception. This view is very significant in thendees domain since quality evaluation to a cerdggree is
based on customer’s subjectivity and failure invieess can affect customer outcome and service psoce
(Hansen et al., 2009).

Zemke and Bell (1990) defined complaints and feeklmmanagement “a thought-out, planned, process for
returning aggrieved customers to a state of satisfawith the organization after a service or pretchas failed
to live up to expectations”. Jeschke et al (20@@®) it as the “the way in which companies systerabyihandle
problems in customer relations”. Hansen et al. @@0faintained that complaints and feedback manageme
“involves the receipt, investigation, settlemend gorevention of customer complaints and recoverythef
customer. A customer complaint is a report fromoastmer providing documentation about a problenh ait
product or service or again, is any expression is§alisfaction by a customer or potential abouttasr
delivery or a product by the company or its agé€bédon, 1980). Tronvoll (2012) argue this processzn be
likened to information processing in an organizatibhe goal is to stabilize customer relationshipg are at
risk and to assure a specific level of quality byating a consistent business environment regapingpnnel.

Complaints and feedback management is majorly cheniaed by the following actions: encouraging
complaints to enhance service quality; creatingpecisl complaint department; ensuring a quick amst f
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response on lodged complaints; installing a complaatabase, affirming that all unsatisfactory &erv
encounters are identified; and using compliantlzizga for tracking trends for further improvemerger(dall-
Lyon & Powers, 2001). That said, effective compisimand feedback management implies developing and
employing thoughtful procedures that implies enaging customers to lodge complaints and returning
disgruntled customers into delighted one.

Complaints and feedback management efforts shoeldebarded as investments which help to retain
customers and protect long-term stream of profilicks of complaint handing management may imply
apologizing, excusing or material compensation @8&bMaute, 1994) as well as redoing core servigbtrat
the second try correcting what went wrong (Zemk&dll, 1990). In this regard, Milleet al. (2000) divide
complaint handling strategies into two types: psjyobical and tangible strategy. The psychologiggdraach is
focused on actions like explaining the problemhi® tustomer and apologizing whereas, in this casphasis
is applied on communication; meanwhile, the targibpproach is concentrated on refunding and mhteria
compensation.

The problem resolution process consists of two dsimns: a technical and a functional dimension. The
technical dimension is considered as an outcomeoafiplaint handling, more specifically what customer
receives eventually after the service providerforé$ to fix the problem, whereas, the functionahension
relates to process of its execution (Berry and faeaman (1991). Furthermore, Berry et al (1991)rasjze the
prominence of functional dimension in complaint dilimg process and point out that the outcome isemor
essential while delivering original service; yetdn depend on type of service at the point.

Customer Complaint Procedures

It is essential for a firm to have an effectualp@sse when a complaint takes place. This shoulseka in the
form of the quality of the reply, ability to addsesustomers concern and perception and plan fareut
prevention (Behrens et al, 2007). Various autharsetseparately tried to conceptualized complaimagament
process. For example, Wysocki et al. (2010) idexgtithree important aspects of the complaint pedsch
includes activity seeking customer complaints; geiping the type of customer that is complainingd a
responding appropriately based on the type of camghts. Complaint management should be evolvexigr

a four-stage process starting with an in-depthyaigland strategic use of past complaints and teefilams,
1993). Cook & Macaulay (1997) deal with the rathermative concept of empowered complaint management
Important elements in this concept include a pasitind proactive (non-defensive) attitude towaatepaints,
fast reply and simple solution, and that compldiahdlers should be regarded as an important patheof
company. Johnston (2001) however, supports theatipeal view on complaint management which advccate
for the process by which complaints are handledcarstomers recovered.

The proponents of operational view on complaint aggment process argued for speedy response,
reliability, and consistency of response, ease amfess to the complaint process, keeping the congiai
informed, and well-trained staff who understand t@mplaint process (Johnston, 2001) for successful
implementation of complain management process. étaret al. (2009) categorized operational view on
complaint management into three sub-dimensions:ptaining accessibility; retailer-customer interacti and
compensation policy. It is important that the detaconvinces his/her customers that complaintswaleome
and that they will be handled seriously (Hansemalg®009). Since Johnston (2001) asserted mistalesn
unavoidable feature of all human endeavor and caimigl are a natural consequence of any service. mhay
imply that if a retailer receives only few compl@init could be dissatisfied consumers are justchivig to a
competitive retailer without voicing a complaintibthe customer is uncertain on where/or how tbvee the
complaint or, even worse, if the customer doubgsr#tailers interest in receiving the complaintristen et al.,
2009).

Retailer-customer interaction stress a complaiot@ss where customers are more interested in aigean
fair and serious procedural treatment rather th@acific result of the complaint process (Kim et &010).
Saxby et al. (2000) supported this view and arpaé ¢onsumers are always occupied with obtainingeuural
justice, which according to Sheppard et al. (198#) be termed perceived fairness of a proces<tiainates
in an event, decision, or action. Hansen et al092Guggested a situation where customers feelgsexpto a
poor retailer-customer interaction cannot necelgshe compensated by a favorable outcome of thegan
Davidow and Dacin (2007) asserted customer digaatisn can also take place during the complaiotess. It
is therefore imperative retailers welcome compfaantd treats them seriously with positive attitddeng the
process. Hansen et al. (2009) further suggesteprtheipal motive for complaining is his/her penai loss and
consequently would be expectant of reimbursemenbompensation in any of the following forms offeyiprice
reductions, repair or exchange of poor productsii(&Au, 2001). Blodgett et al. (1995) suggestetkiactive
justice carries a heavier weight which implies fattlements or distributive justice is not enougls therefore
imperative for customers to be treated with sucluesincluding empathy, courtesy, honesty, andtgradiss
(Tax et al., 1998). Chase & Dasu (2001) furthemarthat whether compensation and reaction is perdeis
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appropriate is dependent on the kind of failure dtaurred.

Turnaround Time

Turnaround time can be defined as the time thanstitution takes to process a request from the fins made

to the time it is delivered. In the banking indysif the approach for serving clients or employeemeffective
and the processing time for account opening andaameling of staff is slow, the bank risks losirggtistomers

to the competitor banks. There are four main fumal areas to be considered when reducing the raund
time in the service industry (Olagunju, 2014). Tlésthe time taken to complete a task. In compliant
management in the banking sector, “it includestiime taken to resolve the customers’ complaintds Tan
affect customer satisfaction because time is aureso The faster the transactions, the more thtooes was
satisfied for saving time” (Nguli, 2016).

Service Recovery

Service recovery can be defined as an action uskkmtby service provider in response to serviceiriiin
attempt to deliver service right at the second(kigmer, 2006). Lovelock and Wirtz (2011) defined\&=
recovery as “an umbrella term for systematic effdoy a firm to correct a problem following a seevi@ilure

and to retain a customer’s goodwill”. Having sdidtt service recovery is a broad concept thatgarded as a
proactive customer retention tool, service recovierysupposed to address the failure encountersrebefo
complaints are lodged (Bendall-Lyon & Powers, 20@)ammout and Haddad (2014) see service recogery a
“the actions by a bank to restore a client to testé satisfaction after a service failure and claimp.

Shammout et al (2014) see service recovery asOlagtirout process for returning aggravated custdmarstate

of satisfaction with the firm after a service ooguct has failed to live up to the customer's etqigms".

Communication

Communication is an important element in compliantd feedback management. Typically there are Severa
communication channels available for customers ddress their complaints to companies: writing detet
(mail), sending an e-mail, calling a hotline (phpner visiting a shop (face-to-face) (Halstead 1)9%All
channels entail specific characteristics and arsichly expected to be suitable for providing costo
satisfaction with the complaint management progesaost cases (Mattila and Wirtz 2004). Accordingoaist
and recent research, complaints are most frequextittiressed through a face-to-face dialogue at @,sho
followed by phone, e-mail, and regular mail compigi(Matos et al. 2009). The availability of comnmation
channels is a compulsory component of corporateptaint management (Halstead 1991). The term comiplai
channel can be defined as the medium by which s submits a complaint to a company (Mattilalet
2004). These channels are also used by companiespond to customer complaints (Gilly and Gelb2)98
Building upon this research and in line with th@gestions of Mattila et al (2004) this study exassirdour
conventional channels: face-to-face, phone, e-raad, mail.

Mattila et al (2004) distinguish the tendency todgla type of communication channel only between
interactive and remote communication channels. Tite typology, interactive communication channels,
represents all channels in which customers hawetdaontact with a company’s employees and camusiisand
interact immediately, as for example by means oéf-face and complaints on the phone. On thehand, not
all customers favour direct interaction. Accorditm research, most customers are afraid of confignti
companies with an interactive complaint (Lerman &0Especially face-to-face confrontations are ik
escalate because of impoliteness between a custmdehe employee (van Jaarsveld et al. 2010) h@®wther
hand, some customers prefer phone calls, one rdasiog to experience individualised, personal tremit
(Johnston and Mehra 2002). The second typology,otfentommunication channels, comprises written
communication such as mail and e-mail complaingsorunotifying the company customers have to waitafo
company response (Mattila et al 2004). For instasoene male complainers are found to be comfortable
complaining in writing a mail or e-mail, which alls them to structure their complaints more acciyate
(Grougiou and Pettigrew 2009). Female customersetioms wish to obviate the potential embarrassment
inherent in interactive channels and are thus &k&dy to choose remote channels (Grougiou, et G09D.
Although the majority of companies support mosthef mentioned communication channels and custohzems
general channel preferences, the implementaticegugion, and supervision of each channel affectsocoers’
satisfaction levels (Blodgett et al. 1995).

Responsiveness

Responsiveness refers to the ability and willingnesservice providers to be always in customeviserand
their ability to perform service for them when theged it. Responsiveness concerns the willingnessagliness
of employees to provide service (Parasuraman e1@85). This dimension is concerned with dealiriththe
customer’s requests, questions and complaints gip@mpd attentively. A firm is known to be resporesiwhen
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it communicates to its customers how long it waialke to get answers or have their problems dedit Wio be
successful, companies need to look at responsigefiesy the view point of the customer rather thha t
company’s perspective (Zeithaml et al., 2006). Rasjveness is defined as “the willingness to helgtamers
and provide prompt service” (Parasuraman et aB8)L9%urthermore, Johnston (1997) defines respensiss
such as speed and timeliness of service delivenis @onsists of processing speed and service dijeabto
respond promptly to customer service requests, wad a short and queuing time. More specifically,
responsiveness is defined as the willingness odimeas of employees to provide services. It costdie
timeliness of service (Parasuraman et al., 1988)sb contains understanding the needs and reneims of the
customer, easy operation time, individual attenpoovided by the staff, attention to the problerd anstomers'
safety in their dealings (Kumar et al., 2009).

Metwally (2013) noted that keeping the complainaptiated with the outcomes of the investigation is
highly influential in raising customers’ satisfactiand building an effective system of handling ptaimts. The
more complex is the complaint, the better it isetspond in writing. An oral explanation is usualsed if this is
the method of communication preferred by the complat or adopted in previous dealings. The response
should include a detailed explanation of all issaeshe complaint. This aims to ensure the complairthat
his/her complaint has been handled properly aralildl trust between the customers and the compRiiyacy
should not be a barrier to transparency and acability. Providing a remedy to the complaint shohkltaken
into consideration. Potential remedies include #ebeor fuller explanation, an apology, changingisien,
expediting action, and providing financial compéditsa

Customer Satisfaction
Customers satisfaction is the customers overalinigef contentment in a business interaction (&&a2005).
Customer satisfaction is defined as a measure wfgroducts and services supplied by an organizatieat or
surpass customer satisfaction. The customer s#tmfiais defined as a judgment that a product ovice
feature, or the product or service itself, provide is providing) a pleasurable level of consumptielated
fulfillment, including levels of under or over filllment (Caruana, & Malta, 2002). Moreover, custome
satisfaction is considered to be one of the mopbitiant competitive factors and will be the besliéator of a
company’s profit ability. In addition, customer isédction will drive company to improve their reptibn and
image, to reduce customer turnover, and to incratieation to customer needs. Such actions wilh kempany
create barriers to switching, and improve businedationships with their customers (Mandan, Bahr&m,
Maasomeh, 2013).

Customer satisfaction is a measure of how prodacts services supplied by a company meet or surpass
customer expectation. It is matching consumer etgiea with product performance (Nebo and Okoldl&0 It
is a measure of the chasm between expectationoofupt benefits and real or actual performance (@ian
Okolo, Obikeze, Mmamel, Ugonna and Okolo, 2017)st@umer satisfaction is also defined as the number o
customers, or percentage of total customers, whegsarted experience with a firm, its products ersérvices
(ratings) exceeds specified satisfaction goalsrigaBendle, Pfeifer & Reibstein, 2010). And yeto#rer
definition of customer satisfaction is it refersth@ extent to which customers are happy with toglycts and/or
services provided by a business. Further definibbrcustomer satisfaction is it is a term generaibed to
measure a customer's perception of a company'u@oand/or services. It's not a straight forwasigrece
however, as customer satisfaction will vary fromspa to person, depending on a whole host of viesalvhich
may be both psychological and physical (Kumbhat, 120

According to Hansemark and Albinsson (2004), custosatisfaction is an overall customer attitude
towards a service provider, or an emotional reactmthe difference between what customers antieipad
what they receive, regarding the fulfillment of ssmeed, goal or desire. Oliver (1997) defined austo
satisfaction as a judgment following a consumptperience-it is the consumer’s judgment that adpcd
provided (or is providing) a pleasurable level ohsumption-related fulfillment. Kotler (2000) dedith customer
satisfaction as a person’s feelings of pleasurdisappointment resulting from comparing a produpésceived
performance (or outcome) in relation to his or bepectations. Customer satisfaction can be assdciaith
feelings of acceptance, happiness, relief, excitéyrand delight. Most research confirms that theficmation
or disconfirmation of pre-consumption expectatiisshe essential determinant of customer satisfacfrhis
means that customers have a certain predicted grrquerformance in mind prior to consumption. During
consumption, customers experience the product peafioce and compare it to their expected product
performance level. Satisfaction judgments are foemed based on this comparison. The resultingmetd is
labelled positive disconfirmation if the performanis better than expected, negative disconfirmaifidh is
worse than expected and simple confirmation ifsitais expected. In short, customers evaluate product
performance by comparing what they expected withtwiey believe they received (Kumbhar, 2011).

Harter, (2003) also indicates that highly satisfiemstomers are more forgiving than the unsatisfied
customers. lIt, therefore, translates that the fiem occasionally slip up and not lose customersirgahighly
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satisfied customers then, is like having an insteapolicy against something going wrong in the iserv
encounter. Mainly, customer satisfaction can b& ssea means of achieving business goals as wbkiag a
source of sustainable competitive advantage.

Theoretical Framework

This study is anchored on equity theory. Equityotigewas first developed in the 1960s by Stacy Jamsl, a
workplace and behavioral psychologist. This the@built upon the argument that a “man’s rewards in
exchange with others should be proportional toilmrestments”. An early recognition of this theoimstf came
out of research by Stouffer and his colleagues ilitary administration. They referred to ‘relatigeprivation’
(equity) as the reaction to an imbalance or dispaetween what an individual perceives to be tteality and
what he believes should be the case, especiallyenfis own situation is concerned. Consumers aveepto
spread a negative word of mouth when they percaivenfair response to a service failure. When coste
perceive that they have not been sufficiently comspéed for the damage, they may feel even moreyadno
than they were subsequent to the failure. Thitabse a report of a service failure may imply wrifaatment
of the customer; service recovery must thereforestablish justice — from the customer's perspectWith
effective handling of complaints, consumers willrqeve fair treatment. In the case of a servicdufaj
individuals will perceive inequity and they willtto restore equity by complaining.

Gruber (2011) maintained that complaining custonuselop their equity or fairness perceptions by
evaluating three facets of the complaint handlimgognter: the fairness of the decision making date
procedures and polices used to accomplish the @inlome (procedural justice), the fairness of db&ined
tangible outcomes (distributive justice) and theehiactional justice or manner in which the sengoenplaint
handling process is carried out. Equity theoryelevant where exchange takes place because ihdgi@n of
fairness; and it is conceivable that one or botigmperceive inequity in an exchange (Maxhamidettmeyer,
2003). Equity theory seems quite tenable in a serfdilure context because consumers usually percan
inequity following a service failure. When ineqatgi arise, equity theory provides a meaningful fraork for
shaping consumer perceptions of satisfaction amdhase intent and word of mouth. The relationstapwieen
equity sensitivity and recovery expectations hasbheen empirically established. Benevolent custsnmeay
hold less stringent expectations than entitled austs, but the existence of these groups has nem be
empirically established (Ruyter & Wetzels, 2000).

Several researchers have used equity theory iexplkanation of service failure and consumer respene
the failure (Maxham & Netemeyer, 2003). The argutisrihat consumer ratings of failing organization
increase when they offer fair recovery efforts. é&shers have suggested that consumers are prepectad a
negative word of mouth when they perceive an unfgponse to a service failure. Therefore, whetoousrs
perceive that they have not been sufficiently comspéed for the damage, they may feel even moreyadno
than they were subsequent to the failure (Maxhamefemeyer, 2003). This is because a report of écser
failure may imply unfair treatment of the customseyvice recovery must therefore re-establishgasti from
the customer's perspective (Michel et al., 2009).

Theoretical Exposition

Compliant and Feedback M anagement and Customer Satisfaction

At present, many firms pay great attention to cmsio complaint, and some ones even take the nunfber o
customer complaints as an important measure wawytadaisfaction. They try to increase customer ltgylay
reducing customer complaints, but this approachoissatisfactory. Some statistics indicate thatoermging
dissatisfied customers to complain directly is ataficient way to improve satisfaction and loyalBodey &
Grace, 2006). One reason for the fact is that tfiess confuse the types of complaint behaviorsstGmers,
complaining directly with high expectations oveffiam, are still in the hope of changing and unwidji to
abandon the firm immediately. If their complaintault be dealt with well, some dissatisfied custameill be
turned into satisfied ones and have a favorables & the firms, then the overall customer satigéaciwill
increase. The complains contain a lot of importafdtrmation such as product design, quality contot
improvement of management, which are helpful to fin@s for providing more satisfactory products and
services (Lerman, 2006). Bodey & Grace (2006) &dsad that if the company can disseminate consulinect
complaint information in the organization and ceeaémedies to preserve, customer satisfaction bell
elevated.

On the contrary, if consumers are not given orgatitnal channels and opportunities to complainy thi
voice concerns to others outside the company aatl Hatisfaction degree will decreased. McCole €00
thought that the indirect complaint behavior nofgnatdicates a degree of consumer dissatisfactompany
unresponsiveness or related factors, which canralgvéhreaten marketing relationships and effectéss.
According to the viewpoint of Bart & Dirk (2005)f tustomers who do not complain to the firm when
dissatisfied, the company will lose the opportunity rectify the problem and to restore the custdsner
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satisfaction level (Lerman, 2006). In addition, somlissatisfied customers may even tell their urgaslet
experiences to others forming bad word of mouththegerformance of advertisements and promotiomdvoe
abated as well as overall customer satisfactionvéyer, it is far from enough for the firms to omgncern the
significance of customer complaints. In order teiove satisfaction and retain customers effectjblgy must
deal with the complaints in a right way.

The customers, complaining directly, will be disajpped if encounter blenching, delay, negligence or
pretermission, furthermore abandon the firms. Imars®rious cases, they will seek protection fraimra party,
which will do harm to the firms. If taking a pos#i attitude to handle the voice effectively, sushsacere
apologies for the error, investigating the caudesvents, and making generous compensations toroess, the
firms can considerably increase their customersfsatiion, retain customers, win good public praises
unpredictable economic returns. However, complaiahagement appears to be a double edge bladee @mé¢h
hand there is a favorable opportunity to regaintamsrs; on the other hand a poor complaint manageme
procedure can alienate customers forever. Theesiieg and challenging side of complaint managerisetitat
the company can be aware of the given answer atidecfuture repurchase behavior, but how the respam
perceived by a dissatisfied consumer, how this g@ien influences the satisfaction or dissatistactand,
consequently, the repurchase intentions stay cdeipleidden (Gilly, 1987).

Turnaround Time and Customer Satisfaction

The banking industry has been transformed intov@maomplicated one. Over the last few of years fithencial
institutions have developed rapidly by acquisiticasd mergers without full implementation of the relh
services (Gemes, Fletcher, & Aggarwal, 2009). Tpglieation of shared services includes integratbbmew
products, processes, and systems. The transitioihellato complex matrix organizations, as well ezad and
sophisticated product offering that are servicedahyassortment of incompatible information techggld T)
systems. Besides, the banking industry has madstastal investments in alternative distributiorahels
devoid of a significant increase in value fromritworks (Naghibzadeh, 2005). Turnaround time maybe
feasible under some circumstances. In other ssitihg organization might lack the capabilitiesesources to
implement appropriate turnaround time correctly.efzvif applied correctly, in a suitable setting, the
organizational outcome of a turnaround time sgjpends on emergent factors (such as competitidnihvwean
prevent or delay in turnaround time. Factors thfiténce the turnaround time include severity & dlistressed
state, firm size and free resources available (Santd Graves, 2005).

Overall simplification and concentrated efforts &rds activities that add value can assist the bamks
improve on cost-cutting, customer service, and robaonsumer retention. The benefits of short tourad
time can be substantial (Beyer & Holtzblatt, 199@emes et al (2009) notes that “the banking inguis&rs
tremendous opportunities to enhance customer seand efficiency as compared to other service itnigss
Despite these potential, the growth in the sectdh wespect to the effectiveness and customer c®rvi
Compared to other industries offering services,ptauctivity in the banking sector has seen aedagrowth
rates. Reduction of the complexities of processed roduct offering assists in improving the delvef
service. Improved delivery of services, in turnpmaves the Turnaround time”. Banks can achieve kgaitd
improved turnaround time by simplifying and focugits efforts in activities that add value to thgamization.
Turnaround time can be defined as the time thanstitution takes to process a request from the fins made
to the time it is delivered. In the banking indystf the approach for serving clients or employeemeffective
and the processing time for account opening andbaameding of staff is slow and if there is ineffeeti
complaints and feedback management, the bank lasksg its customers to the competitor banks (Otggu
2014).

Creating an excellent customer or employee serwigeerience is reliant on how fast and accurate thei
request is processed and delivered. If a bank'so@gh to customer service or its employees is éuéffe, it
risks losing its customers to their rivals. The gassing time for account opening, loan processimyfaster
access to other banking services should be shart&tertening of turnaround time, also known as@ssing
time, includes reducing account opening and othemking processes, understanding of customer needs,
migrating customer data electronically to varioysteams and ensuring ease of accessibility, and cgimg
digital technology to replace the manual executibprocesses (Nguli, 2016).

The top management develops and implements turndrime mechanisms that address the imminent
organizational crisis. Top management becomes llaege agent to reverse the organizational perfarean
Arogyaswamy and Yasai-Ardekani (1997) investigatied role that cutbacks, efficiency improvements and
investments in technology play in turnaround timecpss. They found that reductions and increaséfiziency
were critical factors for successful turnaroundetias these actions improve customer satisfactiagharshort
run and allow the company to release resourcesrhgitbe used elsewhere. Faulin, Juan, Grasmany §&2Pd.2)
found a statistically significant relationship betm turnaround time successes; that is turnaroantpanies
were smaller than failed companies were. He suggisit smaller companies may be more successful in
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enacting successful turnaround time as they captéadatheir changing environment more quickly tHarge
firms can.

Communication of Service Failuresand Handling Process and Customer Satisfaction

In customer complaint and feedback managementtsteja well-founded communication structure cantds
an elementary component of the complaint-handlimggss; as a result, effective communication igificant
variable in our paradigm (Andreassen, 2000). FaligvBoshoff (2005) the mass of customers who erpeg
service failure do not report that dysfunction toe tsupplier. Consequently, as a result of unraiabl
communication tools, lots of firms lose clientshvaitit extending cognition of what went wrong. Theinlg said,
therefore, firms have to stimulate and facilitatenenunication channels with their clients so as doeive
feedback and suggestions on their service.

In order to ensure that complaints are handled emsfally, the service provider through effective
communication is supposed to provide dissatisfiestamers with feedback as for progress made tce shie
problem through empowered frontline employees wh® able to fix the problem on the spot, providing
apologizes and ensure that customer is not “ogiooket” and staff is dressed in proper way workim@ tidy
and professional environment (Boshoff, 2005). Aiddilly, findings of Boshoff (2005) draw attentidghat
communication has the most significant impact opalty in case of complaint management. This disonss
further supported by Ruyter and Wetzels (2000), singgest that effective communication and explanatave
a positive effect on customer’s evaluation of caamgl handling efforts. Similarly, Lewis and Spyrakalos
(2001) based on their study argued that a listaofdrs which are important to consider in attenopprovide
positive recovery experience satisfying customenmaints, among those the following: speedy andekbn
response, listening, attention, care, flexibiliggurtesy, communication, fixing the problem andafioial
compensation.

Responsiveness and Customer Satisfaction

Responsiveness is the willingness to help customedsprovide prompt service. Johnston (1997) nébed
“responsiveness ensures speed and timelinessvideselelivery”. This consists of processing speed service
capabilities to respond promptly to customer servaguests, and wait a short and queuing timdsdt @ntains
understanding the needs and requirements of theras, easy operation time, individual attentioavided by
the staff, attention to the problem and customsafety in their dealings” (Kumar et al., 2009). et al.
(2006) while investigating the impact of effectieemplaint handling on customer assessment of sgbpli
service have found that responsiveness and emplogadesy are key aspects of complaint management
strategy. The authors emphasize that responsivamelsstaff courtesy dramatically affect customewaluation
of provider's complaint handling efforts enhancingstomer satisfaction, and decreasing negative wbrd
mouth intentions.

Service Recovery and Customer Satisfaction

Service recovery has received a lot of attentiondsgarchers and marketers due to the importanservice
quality in the competitive environment of the conpmrary service era. The attention of most service
organizations have been turn toward unsatisfactegrsice encounters and complaint handling effbis
changed into proactive one. The recognition ofdiinategic role of service recovery in competitiveieonment
requires creative thinking and well-deliberatedtstgy in attempt to retain customer’s goodwill (block &
Wirtz, 2011).

Moreover, service recovery has been receiving nzor@ more attention in response to the increasing
customer expectations caused by the intensive citiopein the marketplace. In an attempt to attrawire
customers, marketers tend to give outstanding esnito differentiate the service among rivals that
consequently leads to escalating customer’s expewsa(Brown, Cowles & Tuten, 1996). In this regard
Gronroos (1990) points out that it is much easiemfarketers to give promises but it is much maficdlt to
manage employees to meet customer’s hopes; comgggaeer-promising contributes to creating a “gapthe
difference between customer expectations, baseexaggerated promises, and actual customer peroeptio
offered service (Hamer, 2006). Given these dynantiesnecessity to assimilate high customer exfieotand
competition of service provider, results into acre@asing need of employing effective service reppstrategies
to address customers complaints (Brown, Cowles #&M,ul996). Thwaites and Williams (2006) maintaitteat
“it is five times more expensive to attract new tonsers rather than retaining existing ones”. Aduiiilly,
disappointment with the offered service may leadspoeading negative word of mouth, this idea ighier
reinforced by the findings of Morrisson and Huppgf010) who claimed that, “dissatisfied custonmass tell
from ten to twenty people about their bad expeeendhereas if the problem is resolved successfiiliysually
is shared amongst up to five people on average”.
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Empirical Studies

Empirical literatures abound on the relationshipween complaint and feedback management and custome
satisfaction. For instance, Nguli (2016) examind@ tnternal factors affecting customer satisfactimi
commercial banks in Kitui town. The study adoptessaiptive survey design. The study targeted thiveac
customers who normally visit the 8 commercial baik«Kitui town on daily basis. In this study, Custer
satisfaction was employed as the dependent varialige product innovation, relationship management,
customers’ feedback, turnaround time, and queuiagagement were employed as the explanatory vasiable
The data generated were analyzed using descriptatéstics, Pearson’s correlation and multiple esgion
analysis. The study found that the variations istamers’ satisfaction are significantly explaingdvariations

in product innovation, relationship management, tamers’ feedback, turnaround time, and queuing
management.

Ndulilo (2014) carried out an assessment of custaagsfaction on complaints handling in BarclaymB
branches in Dar es Salaam region of Tanzania. Tty adopted survey research design. The custoamets
staff of Barclays banks constitutes the populatibthe study. Descriptive statistics was employednalyzing
the data. The study results revealed that thereclzalenges that face management of the bank irplkzont
handling as about 45 percent of the customer refgubthat the service level in complaint handlingusrage, it
is also revealed that time taken to handle complaimot satisfactory about 44 percent opined thay are
uncertain with the time taken to handle complaititsalso revealed that staffs receive training oistemer
service only once per month.

Wasfi and Kostenko (2014) examined the impact ahmlaint management on customer retention in
banking industry in Sweden and Leban®he purpose of this study is to examine or inspleetaftermath of
effective complaint management structure in releeato customer’s retention in banking industry. r€lation
analysis and linear region analysis was employexhalyzing the data. The study found that effectiveplaint
handling has a positive effect on loyalty. The gtadso found that effective handling of customemptaints
affects positively customer satisfaction. The stalyp found that customer satisfaction leads teatepatronage
behavior and favorable word of mouth referencethers.

Shammout et al (2014) examined the impact of coimlahandling on customers' satisfaction using
commercial banks' clients in Jordan. The sampléhef study consists of five commercial banks in dard
(Housing Bank, Arab Bank, Bank of Jordan, Cairo AamnBank And Ahli Bank). Compliant handling which is
the independent variable was disaggregated tocgerecovery, service quality, switching cost, serviailure,
service guarantee and perceived value while cust@asfaction was employed as the dependent Variab
Descriptive statistics, simple regression analgsais t-test was employed in analyzing the data.rékelts of the
research showed that there is a statistically Bagmt impact of the overall dimensions of comptaiandling
(service recovery, service quality, switching casyvice failure, service guarantee, and perceixdde) on
customer satisfaction.

Mensah (2016) examined the effectiveness of custammplaint handling and its impact on customer
retention in Unibankghana Limited. This study wasducted using a quantitative research approachaand
explanatory research design. The study populatioluded both customers and management of Unibanlegha
Limited. 84 respondents were selected using coemensampling technique. Data was collected through
questionnaires. Factor and correlation analysisewesed to analyze data. The study found that most
complainants have made complaints just once oretwi@dominantly about automatic teller machine (ATM
failures and totally defective ATM machines. Theudst showed that the reactions of most customer
complainants were mostly an expression of disapp@nt, negative perceptions about the bank, tebitigpr
people about their complainants and having an dvaiadset of negativity against the bank. Finathe study
showed that majority of customer complainants stilintain accounts with Unibankghana Limited antl st
transact business with Unibankghana Limited despéking complaints.

Nofal, Alida, Hasanuddin, Patwayati and Hayati®0examined the effect of complaint handling todgar
customers satisfaction, trust and loyalty to baakyRt Indonesia. The study population compriseadtomers
of Bank BRI customers in Souteast Sulawesi who eediwered complaints with more than two years 1sqvi
account. The sample of this research was 168 regpts chosen through purposive sampling techniata
analysis used path analysis. The study found tlbatptiant handling has significant effect on custome
satisfaction, trust and loyalty.

Ahmed, Iman, Hakim and Mamdouh (2015) examined dffect of justice in complaint handling on
customer loyalty using empirical evidence from Hgyfhe main objective of this research is to idgnéind
validate the factors that significantly influenagstomer loyalty during the complaint handling precéen Egypt.
The current study explores how Egyptian customeiten different industries perceive the quality daidhess
of the complaint handling process, and how complagmdling perceptions affect customer loyalty.
Confirmatory factor analysis, ANOVA and correlatiomatrix was employed in analyzing the data. Procadu
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justice and distributive justice were found to haignificant effect on complaint satisfaction. Tétedy also
found that interactional justice has an insignificaffect on compliant satisfaction. Compliant sattion was
found to have significant effect on customer satisbn. The study also found that overall custosatisfaction
after the complaint mediates the impact of complaandling justice on customer loyalty after thenpdaint.

Chikosha and Vutete (2016) examined the effectisenef customer complaints handling systems in
commercial banks in Harare. The study was carrigdttorough the quantitative approach taking crasgien
survey as a research survey. A total of 200 custenvere surveyed across 10 banks. The data getervate
analyzed using descriptive statistics. The studynébthat the critical customer complaints from #tady
include high transaction charges, rigid creditlfgcapplication requirements, high interest ratask of product
variety and inconsistencies in turnaround timeglectronic transfers.

Metwally (2013) examined complaint handling in #idine industry and how it enhance customer Igyalt
in Egyptair. This study aims to understand howaugr complaints are managed in the airline induSyther,
it provides in-depth analysis and understandingth&f issues studied including customers’ evaluatién
complaints handling, staff commitment to compldihendling, and the mechanism of receiving and hagd
complaints in Egyptair. Customers were randomlgateld at the check in desk, as well as Egyptaiceofat
Cairo airport. Data were collected using four msodnirces: documents, questionnaires, and interviéhe data
generated were analyzed using descriptive statistithe study found that managing complaints was
unsatisfactory to customers. All customers inclughethe study reported their dissatisfaction witfte@r more
issue related to handling their complaints in Egimpt

Aihie and Komunda (2013) examined redress for eustodissatisfaction and its impact on customer
satisfaction and customer loyalty. This study aimexplore the concept of customer complaint behawvith a
view to establishing relationship between handlougtomer complaints, customer satisfaction andltpya
Regression analysis were employed to investigatomer complaint behaviour among retailers in four
supermarkets in Kampala, Uganda. Findings showtktese is a need for customer complaints to be ledrialy
competent and service-minded staff. Issues sudacksof courtesy and professionalism charactetizeréetail
sector in Uganda. The study concluded that comiglahould be handled quickly, and feedback on camipl
handling process should be encouraged by manageimemider to use the feedback as starting point for
improving future complaint management.

Ateke and Kalu (2016) examined complaint handlimgl gost-complaint satisfaction of customers of
eateries in Port Harcourt, Nigeria. The study addp descriptive research design and employed gheofi
questionnaire as the instrument of inquiry. Datbected from four hundred and fifteen (415) respamtd was
utilized in the final analysis of the study, usithge Spearman’s rank order correlation (rho) astéke statistic
and relying on SPSS version 16.0. Based on theyseml the study found that complaint handling aost-p
complaint satisfaction have a positive and sigaificcorrelation; as all the dimensions of compl&iandling
considered in the study were found to have strargitipe links with post-complaint satisfaction. Téteidy thus
concludes that post-complaint satisfaction is $igantly influenced by complaint handling throughstomer-
firm interaction, complaining accessibility and gmensation policy. The study recommends that eatéri@ort
Harcourt that desire a satisfied customer baseldhmomote friendly, polite and honest interactiongh
complaining customers and institute accessible tainmtpprocedures to enable customer lodge comglaufien
the need arise.

Morel, Faure and Moreau (2014) examined the ctif@etors of customer satisfaction in Nigerian $segv
sector. The study covered 600 Nigerian telecomkibgnand insurance, civil aviation and tourism, dredlth
services customers. In this study, service interactservice delivery process, customer complaamdiing
procedure, overall satisfaction levels and alsdosusr’s opinion on improvement on service providaugity in
the last five years were used as the variablethoistudy. This study used both quantitative a$ gquellitative
survey research designs. The study measured custatisfaction levels with recalled service enceuntand
the method of data collection was convenience type. data collected was analyzed using descrigtiatstics
with the help of Microsoft Excel software packagéke findings of the analysis showed that 36% austs of
Nigerian service sector were dissatisfied with empeks’ interaction skills. Furthermore another 4@#the
customers were also disappointed with service dpligystem and 52 and 61% customers were not pledte
the service recovery process and complaint handfiracedure, respectively. And 49% of the customers
expressed overall dissatisfaction on the servicesiged by Nigerian service sector. Besides 94%asdents
robustly acknowledged Nigerian service sector igrowing immensely in providing all kinds of service the
last five years.

Orjiobele (2002) examined the influence of custom®mmplaints handling on the marketing performances
in private and public service industry in Nigefldne major objective of this work is to establisk tielevance of
customer complaints on companies’ preferences amd Nigeria private and public enterprises haveefhior
failed on handling customer complaints. In ordeatbieve the above aims, a comparative analysisistbmer
complaints handling in private and public serviagemted enterprises in Nigeria was conducted. Rebkea
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questionnaire copies were designed and administareZb operators and 50 customers of the servibestny.
Chi-square and t-test were employed in analyzirgy data. The study revealed that there is a sigmific
difference in the operation and perception of awmstio complaints between the private and public servi
oriented companies in Nigeria. Both the public gnidate sectors of the economy are not properlydtiag
customers’ complaints.

Ateke and Harcourt (2017) examined the perceivéidfaation with organizational response to compkin
and repeat purchase intention. The study aimedviestigate the link between customers’ perceivéidfaation
with organisational response and repeat purchdsation. The study utilised data collected fromrfbundred
and fifteen (415) respondents who are customemsatdries, through questionnaire and used the Spe&m
Rank order Correlation (rho) as the test statisétying on SPSS version 20.0. The study found pleateived
satisfaction with organisational response corrghagtively and significantly too, with repeat phase intention,
with interaction satisfaction having the strongesationship with perceived satisfaction with origational
response. The study concludes that competent a@#omnal response to customer complaints inforrpeat
purchase intention; and that repeat purchase iotemtepends on customers’ perceived satisfactiah thie
interactions, the outcomes and the processes iadaivthe complaint resolution encounter.

Obasi (2012) examined the impact of customer coimislaon marketing performance in the service
industry (A case study of MTN Nigeria). The majdrjective of this work is to establish the relevarofe
customer complaints and how service companies fareel or failed in handling customers’ complair@i-
square was employed in analyzing the data. Theinfgsdof the study revealed that there are significa
differences in the operation, benefits and peroeptif customer complaints handling by service dedn
companies in Nigeria when compared with non-serga@panies.

Aihie and Mabel (2013) examined redress for custowmlissatisfaction and its impact on customer
satisfaction and customer loyalty. This study aimexplore the concept of customer complaint behawvith a
view to establishing relationship between handlougtomer complaints, customer satisfaction andltpya
Quantitative and qualitative approaches were engaloy investigate customer complaint behaviour ggnon
retailers in four supermarkets in Kampala, Ugafdde data generated were analyzed using correlatiatysis.
The results revealed a positive relationship betmagstomer compliant behaviour and customer loydlhe
study also found a significant relationship betweestomer compliant behaviour and customer satiefacThe
findings show that there is a need for customerptaimts to be handled by competent and service-auraiaff.
The study also found that issues such as lack oiftesy and professionalism characterize the retor in
Uganda. The study concluded that complaints shbalthandled quickly, and feedback on complaint hiagdl
process should be encouraged by management intordse the feedback as starting point for imprgWirnure
complaint management.

Nwokorie (2016) investigated service recovery syas and customer loyalty in selected hotels igoka
State, Nigeria. Data for the study were gatherealtlih a structured questionnaire and analyses eegreed out
using inferential statistics, while the study hypestes were tested using the regression technicee stidy
revealed that there is significant relationshipwaetn service recovery strategy, time, customerltipyand
customer satisfaction. The study concludes thacgffe recovery efforts have a significant impauognce
compensation was among recovery strategies adbgtatst hotels studied.

Agu, Benson-Eluwa and Nto (2017) examined Emplay@®plaint management systems in the Nigerian
Oil and Gas Industry. The study assessed oil arcegmployees’ views of the employee complaint mamesg
systems in their firms vis-a-vis the Commonwealtimliddsman Standard. Three oil and gas servicingsfirm
Lagos State were used for the study. Respondents naedomly selected to provide answers to thectired
questionnaire. A sample size of 236 was adoptethfoistudy while stated hypotheses were tested) ysired
samplest-test of difference. Also, variables in each eletieypothesized were measured using the ordinal
multiple regression analysis to ascertain contidoubf each variable to the tested element. Thdystavealed
that employees’ rating of the complaint handlingteyns in their firms in terms of culture, principlgrocess,
people and analysis were significantly lower whempared with international standards. The studgmenend
that oil and gas firms should adopt the new progasedel in evaluating their efforts in employee @damt
handling and that complaint lodging and resolutigystems should be transparent, fair and devoid of
victimization as this will enhance productivity aoderall organizational performance.

Summary and Gap in Literature

Empirical evidence on the effect of complaints éaeblback management on customer satisfaction isdnkor
instance, Ahmed et al (2015) found that overalt@mer satisfaction after the complaint mediatesittig@act of
complaint-handling justice on customer loyalty aftee complaint Wasfi and Kostenko (2014pund that
effective handling of customer complaints affeasipively customer satisfaction. Also, Shammouale2014)
found that there is a statistically significant imap of the overall dimensions of complaint handl{isgrvice
recovery, service quality, switching cost, serviadure, service guarantee, and perceived valuefustomer
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satisfaction. Nofal et al (2015) found that compiibandling has significant effect on customerséatition, trust
and loyalty. On the contrary, Mensah (2016) fouhdt tthe reactions of most customer complainantse wer
mostly an expression of disappointment, negativequions about the bank, telling other people alblogir
complainants and having an overall mindset of neigatagainst the bank. Metwally (2013) found that
managing complaints was unsatisfactory to custonfeo, not much has been done in measuring complia
and feedback management and customer satisfacatially within the Nigerian context. For instanégéeke
and Kalu (2016) found that post-complaint satistacts significantly influenced by complaint harmdii through
customer-firm interaction, complaining accessibibind compensation policy. Orjiobele (2002) stueyealed
that there is a significant difference in the ogieraand perception of customer complaints betwiberprivate
and public service oriented companies in Nigeridek& and Harcourt (2017) concludes that competent
organisational response to customer complaintsrimforepeat purchase intention; and that repeathpeec
intention depends on customers’ perceived satisfaatith the interactions, the outcomes and thecgsees
involved in the complaint resolution encounter. idilrand Mabel (2013) found also found a significant
relationship between customer compliant behaviowur @istomer satisfaction. Nwokorie (2016) studyeeded
that there is significant relationship between ®erwecovery strategy, time, customer loyalty andtemer
satisfaction in selected hotels in Lagos State. Aresent study will improve on the previous onegkgmining
the effect of turnaround time of banks to resoleenplaint, banks response to complaints (responss@n
employee courtesy, communication of service fagusad handling process and service recovery orpmest
satisfaction in banks. Also none of the studiesewdne in banks in Anambra Central Senatorial Zbeecby
exposing a knowledge gap.

METHODOLOGY

This section entails the description of how theea@sh was conducted. It includes the area of stindyresearch
design, and the research tools used, proceduredatarcollection, and methods of data analysisiegph the
study.

Resear ch Design

This study adopted survey design. Use of survey aygdied because of its capability to summarizgdar
quantities of data using understood measures im fof graphical and numerical techniques (Mugendé an
Mugenda, 2003). Survey design can give specifigroup characteristics for a sampled population Kot
2006). It determines the frequency with which sdnmgt occurs or its association or correlation veittmething
else. It also minimizes bias and maximizes religbibf the evidence collected if designed withinegise
objectives and on relevant data.

Area of the Study

This study is carried out in Anambra State spedlificAnambra Central Senatorial District. Anambran@al
Senatorial District is made up of 7 local governteeThey are as follows: Awka North Local Governtnen
Area; Awka South Local Government Area; Anaochadldgdovernment Area; Dunukofia Local Government
Area; Idemili North Local Government Area; IldemBouth Local Government Area; and Njikoka local
government. Hence customers of commercial bankimiihe area constitute the population of the study

Population of the Study

Population of study is made up of all conceivablments, subjects or observation relating to aiqadar
phenomenon that a researcher is interested inistdy describing (Asika 2006). The population ofdy is
made up of all the customers of five selected coroiakebanks in Anambra Central Senatorial Zone. haeks
include Guarantee Trust Bank Plc, Fidelity Bank, lenith Bank Plc, First Bank of Nigeria and UniBank
Plc.

Sample Size and Sampling Techniques

The research employed purposive sampling techrimohoose the respondents to get the desired tariges, a
sample size of 400 respondents was chosen thrauglogive sampling. The sample comprised of 80 couste
from each of the selected banks.

Sour ces of Data Collection

With respect to this research work, the researomede use of primary and secondary sources of dhe.
primary sources of data include the questionnaitkthe personal interview, while the secondary sesiof data
include the journals, magazines, textbooks, aretriet.

Instrument of Data Collection
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The researcher used structured questionnairesqiésionnaire was preferred tools of for this stauhge they
enabled the researcher get views from a larger eurab correspondents within a short time, thus mgkt
easier to collect relevant information. The quesigires contained closed-ended questions. Operdende
questions were used to get the views and opiniémespondents on complaints and feedback management
banks. Matrix questions that utilize the Likertimgtscale were used. The researcher administerestiqonaires
were distributed by the researcher personallyéa¢ispondents. This instrument was pre-testedsoma#l group
that is similar to one under study to check itsdial and reliability.

Validity of the Instrument

Validity is the accuracy and meaningfulness ofriafiees which are based on the research, resultharmtgree

to which the results obtained from the analysidaif actually represent the phenomenon under $kidgenda
and Mugenda, 2002). Validity also refers to theeakto which an instrument asks the right questiosrms of
accuracy. This study adopted face and contentityalifihe researcher consulted lecturers who weeeiafists

and experts in the Department of Marketing in itanalysis and research methodology. They assessed th
relevance of the contents in the questionnairesgand their opinions and suggestions that wererpurated to
improve the validity of the questionnaires.

Reliability of the I nstrument

To check on the reliability of the instrument, tpgestionnaires were pre-tested through pilot stodgscertain
their effectiveness in soliciting information intteed. The researcher used test-retest method i todest
reliability of the research instruments. Researdtruiments were retested on a sample of ten resptsgvho
were representatives draw from other commercialkbamot studied. Cronbacch Alpha was employed in
measuring the reliability of the instrument. A adlility coefficient of 0.790 was obtained, an iration of high
measure of reliability.

DATA PRESENTATION AND ANALYSIS

In this section, the data generated from the custerof the sampled banks were presented, analyzéd a
interpreted. A total of four hundred questionnaivesre distributed to the respondents, out of whiutee
hundred and thirty two was properly filled and fduelevant to the study. Therefore, the analysthig section
will be based on the three hundred and thirty televant copies. The first part of this section cevihe
demographic features of the respondents while #worsl section analyzed the data relevant to rdsearc
questions.

Demographic Data

In this section, the demographic features of thgpwoaedents such as gender, marital status, age dbrack
educational qualification and number of years i bank are presented and analyzed. Note th#tleofahree
hundred and thirty two respondents were sampledtandesult are presented in the table below.

Table 4.1: Demogr aphic Profile of the Respondents

Demographic Variables Particulars No. of Respondents Per centage
Gender Female 185 56
Male 147 44
Age Bracket 20 - 30 years 91 27
31 - 40 years 118 36
41 - 50 years 48 14
51 years and above 75 23
Marital Statues Single 122 37
Married 176 53
Others 34 10
Educational Qualification O Level 64 19
OND/NCE 93 28
B.Sc./HND 73 22
MSC/MBA 96 29
PhD and others 6 2
Number of Years with the Bank 0-5Years 91 27
6 - 10 years 78 23
11 - 15 years 94 28
16 years and above 69 21

Source: Field Survey, 2018.
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The table above shows the demographic profile efdhstomers of the sampled commercials banks in
Anambra Central Senatorial District. A higher pradmm of the respondents (56%) are female while 4f%e
respondents are male. The table further reveakedigle bracket of the respondents. The distribigimws that
27% of the respondents are between the age bratRé& to 30 years while 118 respondents represg3@do
are within the age bracket of 31 - 40 years. Orstirae note, 14% of the respondents are withindbebeacket
of 41 - 50 years while the remaining respondentsesenting 23% are within the age bracket of 5Isyaad
above.

The table further revealed the marital status ef thspondents. Table 4.1 also shows that 37% of the
respondents are single, 53% are married while ¢émeaming 10% of the respondents are either divoared
separated. Table 4.1 further shows that 19% ofeélpondents have O’level as their educationalifigagion.

The table also shows that 28% of the respondenis éisther Ordinary National Diploma or National @ferate
on Education as their educational qualificatior2@f the respondents agreed that they have eithendlor of
Science (B.Sc.) or Higher National Diploma (HNX)also shows that 29% of the respondents have NI8&
as their educational qualification while 2% of tlespondents has PhD as their educational qualdital he
table also shows that 27% of the respondents hase banking with the banks between zero to fivesyedile
23% of the respondents have banked with them bet@de 10 years. On a similar note, 28% of the sadpnts
have bank with them between 11 to 15 years whierémaining 4% have bank with them between 6 yaads
above.

Descriptive Analysis

This section presents the descriptive statisticstten compliant and feedback management and customer
satisfaction. The aim of the analysis is to exantieperformance of the compliant and feedback emant
variables in relation to customer satisfaction. &nalysis of the individual characteristics of #esuriables is
presented in the table below:

Table 4.2 Descriptive Characteristics of the Variables

Variables Mean Standard Deviation
Customer Satisfaction 20.33 3.307
Turnaround Time of Banks to Resolve Complaint ®7.8 4.245
Banks response to complaints (responsiveness) 018.3 3.952
Employee Courtesy 14.20 2.036
Communication of service failures and handling pssc 17.91 3.699
Service Recovery 18.25 4.059

Sour ce: SPSS Version 21.0

The table above shows the summary of statisticd usehe analysis. It provides information about th
mean and standard deviation of the variables uséuki study. The mean value for customer satisfadsi 20.33
while the standard deviation is 3.307. Turnarountetof banks to resolve complaint and banks respaos
complaints (responsiveness) recorded a mean v&ll&.86 and 18.30 with a standard deviation of 8.24d
3.952 respectively. Employee courtesy and commtioitaf service failures and handling process harean
value of 14.20 and 17.91 with standard deviatior2 @36 and 3.699 respectively. Finally, Serviceovecy
recorded a mean value of 18.25 with a standarcatewiof 4.059.

Correlation Analysis

Here, Pearson correlation was employed to meabarstitength and relationship between independeiables.
The Pearson correlation coefficient is a measutbestrength of a linear association between targables and
is denoted by r. Table 4.3 below shows the summbeprrelation coefficient.
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Table 4.3 Correlation Matrix

CS TTRC BRC EC CSFHP SR
Pearson Correlation 1 654" .790 219" 554 673
CS Sig. (2-tailed) .005 .001 .000 .000 .006
N 332 332 332 332 332 332
Pearson Correlation .654" 1 .016 -.057 -.238" -.103
TTRC Sig. (2-tailed) .005 775 .301 .000 .061
N 332 332 332 332 332 332
Pearson Correlation .790 .016 1 .060 -.011 .023
BRC Sig. (2-tailed) .001 775 277 841 677
N 332 332 332 332 332 332
Pearson Correlation 219" -.057 .060 1 -.033 121
EC Sig. (2-tailed) .000 .301 277 546 .027
N 332 332 332 332 332 332
Pearson Correlation 554 -.238" -.011 -.033 1 .004
CSFHP Sig. (2-tailed) .000 .000 841 546 947
N 332 332 332 332 332 332
Pearson Correlation 673 -.103 .023 121 .004 1

SR Sig. (2-tailed) .006 .061 677 .027 947
N 332 332 332 332 332 332

**_Correlation is significant at the 0.01 leveH@iled).
Source: SPSS 21.0

The table above shows the extent of associatiomdsst the dependent and independent variables osed i
the study. Turnaround time of banks to resolve damp(TTRC) has a correlation coefficient of 0.6&#th a
probability value of 0.005. This implies that Turoand time of banks to resolve complaint (TTRC) laas
positive strong effect on customer satisfaction )(@Sbanks in Anambra Central Senatorial Distridanks
response to complaints (responsiveness) (BRC) leasralation coefficient of 0.790 with a probabilitalue of
0.001. This implies that banks response to comggiresponsiveness) (BRC) have a very strong asdiym®
relationship with customer satisfaction (CS) ink&im Anambra Central Senatorial District. Emplogmurtesy
(EC) recorded a correlation coefficient of 0.21%wa probability value of 0.000. This implies thanployee
Courtesy (EC) has a positive weak effect on custaatisfaction (CS) in banks in Anambra CentralBerial
District.

Furthermore, Communication of service failures d@hdling process (CSFHP) recorded a correlation
coefficient of 0.554 with a probability value of000. This implies that Communication of servicduias and
handling process (CSFHP) has strong positive eiecustomer satisfaction (CS) in banks in AnamBeatral
Senatorial District. Service recovery (SR) recordetbrrelation coefficient of 0.673 with a probégilvalue of
0.006. This implies that Service Recovery (SR)dasry strong positive effect on customer satigfactCS) in
banks in Anambra Central Senatorial District.

Multiple Regression Analysis

Multiple regression result was employed to test ¢fiiect of independent or explanatory variablesto@
dependent variables. The result of the multiplegsgjon analysis is presented in the tables below.

Table 4.4 Summary of the Regression Result

[Model R R Square| Adjusted R | Std. Error of Change Statistics Durbin-
Square [ the Estimate|R Squard F dfl |df2 | Sig. F Watson
Change | Change Change
1 294 .686 572 3.185 .086] 6.151] 5]|326 .000 1.875

a. Predictors: (Constant), TTRC, BRC, EC, CSFHP, SR
b. Dependent Variable: CS
Source: SPSS 21.0

Table 4.4 shows that Rvhich measures the strength of the effect of irdelpnt variable on the dependent
variable have the value of 0.686. This implies 2% of the variation in customer satisfactionxplained by
variations in turnaround time of banks to resolvemplaint (TTRC), banks response to complaints
(responsiveness) (BRC), employee courtesy (EC),nuamication of service failures and handling process
(CSFHP) and service recovery (SR). This was suppdiy adjusted fof 0.572. This implies that 57.2% of the
variation in customer satisfaction is explainedvhyiations in independent variable.

In order to check for autocorrelation in the mod®lirbin-Watson statistics was employed. Durbin-\WWats
statistics of 1.875 in table 4.4 shows that théabdes in the model are not auto correlated antdttieamodel is
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reliable for predications.
Table 4.5 Analysis of Variance

[Model Sum of Squares df Mean Square F Sig.
Regression 312.052 5 62.410 6.151 .000
1 Residual 3307.503 326 10.146
Total 3619.554 331

a. Dependent Variable: CS
b. Predictors: (Constant), TTRC, BRC, EC, CSFHP, SR
Source: SPSS 21.0

The f-statistics value of 6.151 in table 4.5 withtétistics probability of 0.000 shows that theepdndent
variables has significant effect on dependent. Bhisws that turnaround time of banks to resolve ptaimt,
banks response to complaints (responsiveness)pgagkourtesy (EC), communication of service fatuand
handling process and service recovery can collelgtiexplain the variations in customer satisfactiorthe
selected banks in Anambra Central Senatorial Btstri

Test of Hypotheses

Here, the five hypotheses formulated in this stueiye tested using t-statistics and significanceievalf the
individual variables in the regression result. Bssence of this is to ascertain how significanttiaeeeffect of
individual independent or explanatory variables tba dependent variables. The summary of the rasult
presented in the table below.

Table 4.7 T-Statistics and Probability Value from the Regression Result

[Model Unstandar dized Coefficients Standar dized Coefficients t Sig.
B Std. Error Beta
(Constant) 18.916 1.918 9.863| .000
TTRC 123 .043 .158( 2.870( .004
1 BRC .085 .044 202 2.923( .005
EC A71 .044 .209( 1.901 .176
CSFHP .076 .049 .185( 2.562( .009
SR .028 .044 .204{ 3.632[ .000

a. Dependent Variable: CL
Source: SPSS 21.0

Test of Hypothesis One

Ho: The turnaround time of banks to resolve custommmplaint has no significant effect on customer
satisfaction in banks.

Hi: The turnaround time of banks to resolve custocmenplaint has a significant effect on customeistaction

in banks.

In testing this hypothesis, the t-statistics anobpbility value in table 4.7 is used. The turnabtime of
banks to resolve complaint has a t-statistics 87@.and a probability value of 0.004 which is statally
significant. Therefore, we reject the null hypoiBeand accept the alternative hypotheses whicle steit
turnaround time of banks to resolve complaint hagyaificant effect on customer satisfaction ires¢dd banks
in Anambra Central Senatorial District.

Test of Hypothesis Two

Ho: The banks response to customer complaints drssgeness) has no significant effect on customer

satisfaction in banks.

Hi: The banks response to complaints (responsiwies a significant effect on customer satisfadtiobanks.
Banks response to complaints (responsiveness) hagatistics of 2.923 and a probability value dd@b

which is statistically significant. Therefore, wejgct the null hypothesis and accept the alteradtiypotheses

which state that banks response to complaints grespeness) has a significant effect on customisfaetion

in selected banks in Anambra Central Senatoriatibis

Test of Hypothesis Three
Ho: Employee courtesy has no significant effectostomer satisfaction in banks.
Hi: Employee courtesy has a significant effect astemer satisfaction in banks.
Employee courtesy has a t-statistics of 1.901 angrabability value of 0.176 which is statistically
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insignificant. Therefore, we reject the alternatiwgpotheses and accept the null hypothesis whiatestthat
employee courtesy has no significant effect onarust satisfaction in selected banks in Anambra 1@ent
Senatorial District.

Test of Hypothesis Four
Ho: Communication of service failures and handfimgcess has no significant effect on customerfaatisn in
banks
Hi: Communication of service failures and handlprgcess has a significant effect on customer satisi in
banks

Communication of service failures and handling peschas a t-statistics of 2.562 and a probabiityer of
0.09 which is statistically significant. Thereforeie reject the null hypothesis and accept the radtére
hypotheses and conclude that communication of @eff@ilures and handling process has a signifieffatt on
customer satisfaction in selected banks in Anarftaatral Senatorial District.

Test of Hypothesis Five
Ho: Service recovery has no significant effect astomer satisfaction in banks.
Hi: Service recovery has a significant effect ostomer satisfaction in banks.

Service recover has a t-statistics of 3.632 antbhgbility value of 0.000 which is statisticallygsificant.
Therefore, we reject the null hypothesis and actteptlternative hypotheses which state that semécovery
has a significant effect on customer satisfactiosalected banks in Anambra Central Senatoriatibist

Discussion of Findings

This study examined the effect of complaints aretlfack management on customer satisfaction. Data we
sourced from the customers of five sampled comrakbznks in Anambra Central Senatorial districte Hata
generated were subjected to inferential statistests. The study found that turnaround time okban resolve
complaint has a significant effect on customerséattion in selected banks in Anambra Central it
District. This agrees with the findings of NguliO@®6) that turnaround time has significant effectcoistomer
satisfaction. This also agrees with the assertib®lagunju (2014) that if the processing time facaunt
opening and on-boarding of staff is slow and ifréhies ineffective complaints and feedback managénika
bank risks losing its customers to the competitanks. Similarly, Arogyaswamy and Yasai-ArdekaniqZp
found that reductions and increase in efficiencyeneritical factors for successful turnaround tias these
actions improve customer satisfaction in the shamtand allow the company to release resourcesnthgtbe
used elsewhere.

The study also found that banks response to coniplgresponsiveness) has a significant effect on
customer satisfaction in selected banks in Ananflaatral Senatorial District. This agrees with tlsipon of
Hocuttet al. (2006) whose study indicates that responsivenegstaff courtesy dramatically affect customer’s
evaluation of provider’s complaint handling effogahancing customer satisfaction, and decreasiggtive
word of mouth intentions.

The study further shows that employee courtesy nmassignificant effect on customer satisfaction in
selected banks in Anambra Central Senatorial BistiThis agrees with the findings of Hocettal. (2006) that
responsiveness and employee courtesy are key asgazimplaint management strategy.

Communication of service failures and handling psscwas found to have significant effect on custome
satisfaction in selected banks in Anambra Centehaforial District. This agrees with the assertwn
Andreassen (2000) that communication is a signifizariable in complaint and feedback managemeuttsire.

It also tallies with the opinion of Ruyter and W&z (2000) that that effective communication anglaxation
have a positive effect on customer’s evaluatiooarfiplaint handling efforts. It also tallies withetffindings of
Boshoff (2005) that communication has the mostifgamt impact on loyalty in case of complaint mgament.

Finally, the study revealed that service recovexy & significant effect on customer satisfactiondlected
banks in Anambra Central Senatorial District. Ttaiblies with the findings of Shammout et al (201)ose
study indicated that service recovery has a sicanii impact on customer satisfaction.

Summary of Findings

In synopsis, the findings of the study are:

1. Turnaround time of banks to resolve customer coimigldnas a significant effect on customer satigfadin
selected banks in Anambra Central Senatorial Btstri

2. Banks response to complaints (responsiveness) Bamidicant effect on customer satisfaction inesétd
banks in Anambra Central Senatorial District.

3. Employee courtesy has no significant effect onamstr satisfaction in selected banks in Anambra i@ent
Senatorial District.
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4. Communication of service failures and handling peschas a significant effect on customer satisfadti
selected banks in Anambra Central Senatorial Btstri

5. Service recovery has a significant effect on custosatisfaction in selected banks in Anambra Céntra
Senatorial District.

Conclusion

The importance of customer complaints and feedlraekagement in any organization especially service
organization like bank cannot be overemphasizedréfbre, this study examined complaints and feddbac
management in commercial banks in Anambra Centeab®rial District in order to determine its effeut
customer satisfaction. Data generated from custeméfive selected commercial banks were analyzgdgu
multiple regression analysis. The study found thataround time of banks to resolve complaint, Isarg@sponse
to complaints (responsiveness), communication ofice failures and handling process and servicevery
have significant effect on customer satisfactiorthe sampled banks. Employee courtesy was fourdite an
insignificant effect on customer satisfaction ihested sampled banks in Anambra Central Senatbitlict.
Based on the significant f-statistics value, thedgtconcludes that complaints and feedback managehss
significant effect in customer satisfaction in bauk Anambra Central Senatorial District.

Recommendations

Based on the findings and conclusion, the studgmenends the following:

1. The bank should shorten the time that it takes dakerdecisions on customer requests. This can be lopn
improving the systems that are in use or througtrueturing so as to get rid of what is not requlire

2. The bank should frequently carry out customer fati®n surveys to find out the opinions of its tousers.
Their feedback can be used to improve servicegpeaodiicts offered.

3. The bank should also improve its turnaround timehés will help shorten queues and waiting time of
customers.

4. Simplification and concentrated efforts towardswaties that add value can assist the banks to awgpion
cost-cutting, customer service, and enhance constetantion.

Contribution to Knowledge

The major contribution of this study to knowledge that it established that complaints and feedback
management has significant effect on customerfaatisn thereby validating existing studies thas lsamilar
findings. The study also modified the model of Nwok (2016) which can be used in measuring thecetié
complaints and feedback management on customsfasaidn within the banking industry in Nigeria. &hktudy
also closed the geographical gap identified in émepirical literature review thereby providing eniqsil
evidence within the banking sector in Nigerian he #tirea is under researched. Finally, the studyemad
recommendations that will help management and pdticnulators within the banking industry in comipls

and feedback management.
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