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ABSTRACT

The success of any firm depends on its abilityasgstently satisfy and build total trust with éisstomers. This
cannot be achieved if customers are not involvedhi production and commercialization process @f th
organization anchored by market orientation. Thislg investigates the influence of customers’ ineohent on
customer retention of deposit money banks in Parcburt. Customers’ involvement has become peartifor
organizational success because it helps managemenitize a model good enough to explain, predicgate
and deliver customers’ expectations and wishes fparticular brand. The study population had 32i¢iafs of
the 21 existing deposit money banks in Port Harclisted in the Nigerian stock exchange .A crosgisaal
survey research design was adopted; primary dasasaarced from one hundred and sixty-six (166)f sthf
seven (7) deposit money banks in Port Harcourtuiinoadministering questionnaires to the samplenaf o
hundred and seventy-nine (179). The data were a@dlyand interpreted into meaningful information hwit
descriptive and inferential statistical tools; parages, bar chart, graph and regression analysishve aid of
Statistical package for social sciences (SPSSisttal software. Five equations where formulatadd their
level of significance were tested. Model one (Heidth a correlation coefficient R value of 0.325 slsoa
positive but weak relationship between coaching emstomer satisfaction in deposit money banks irt Po
Harcourt. Model two (Ho2) with a®Rvalue of 0.428 also shows that the relationshigveen coaching and total
trust is positive but weak. The?Ralue of model three (Ho3) is 0.708 which showpoaitive and strong
relationship between partnering and customer satisih and model four (Ho4) with a’Ralue 0.716 shows
partnering and total trust are statistically sigaifit so is model 5a,b (Ho5a,b) witf Ralues of 0.856 and 0.678
respectively. The study concludes that customergdlvement does not have a strong positive, sicgifi
influence on customer retention without the aidharket orientation. Hence, the continuous improvenod
market orientation is recommended to retain andlug/customers in deposit money banks in Port Hatdo
create utility, delight that will keep profitablestomers clued to the organization.

Introduction

Universal banking in Nigeria has brought abouttafdiversification and grounded competition ie thanking
industry in Port Harcourt. And yes, there are segraptoms of distress in most deposit money bankgeria
which affects the banks in Port Harcourt. Befor& B&cember, 2005, there were eighty nine banks tipgrm
Nigeria and only twenty-five of them emerged healileposit money banks that survived the twenty [iNign
naira (N25b) recapitalization deadline CBN, 200%itesd by Gbosi, (2015).When banks falil, life sa&n
savings for retirement, medical bills, children @ohfees and investments get lost. Deposit monekda
(DMBSs) in Port Harcourt should concede to the that retaining one’s current customer base is ¢issas
much as acquiring new customers Coyle and Gok&25R given the current financial crisis and itgpants on
the economy and the dynamism of the macro-enviromwiebusiness organizations. There is thus need fo
improvement and need to adequately analyze cussbimgolvement and retention of deposit money banks
This research provides useful insights into howtamers’ involvement can enhance customer retetiion
deposit money banks in Port Harcourt

The Concept of Customers’ Involvement

Customers’ involvement ian important variable in the studies of social psyogy, marketing and consumer
behavior because organizations now produce goodseanvices in collaboration with customers esphcial
new product and service development processes Hiewec competitive advantage, comparative advantage,
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profitability, market share and growth etc. (Wintlahd Lakemond, 2010 as cited in Minna, (2014) Kird,
(2003).Involvement was introduced to marketing daiing Krugman’'s (1967) conceptualization with
advertising. Krugman, (1965,1977) defined involveimas what connects an individual to a messagedbaise
his/her attributes and that of products ,serviedsgertisement messages and purchase process (litichia&nd
Dibb,2006;Lin and Chen, 2006) .Since then it hasaeted the attention of several scholars and axgdaby
different researchers.

Antonides and Raaij, (1998) as cited in Choubtarsdl. (2013) defined customer involvement aspttiesonal
relationship level of the customer with the prodsmtvice and it includes importance, value and. fid&tthing,
Sanden and Edwardsson, (2004) saw customer invelveas the actions customers take when an orgamizat
is developing a new product/service. Park and M{it&85) as cited Choubtarash et al,(2013) and &l et
al, (2001) defined customer involvement as a mttwal capacity based on personal goals that aderutne
influence of cognitive and affective stimulus. Ciiye aspect shows the cost benefit aspects anfirthacial
performance of goods and services while the affectispect displays the symbolic advantages likeiraelge
and self-esteem. But Fang et al. (2008) discovéradwhen customers are involved, it reduces intioaaess
of new products and services. Especially, when #reyacting as source of information, co-developeis the
organization depends on their output. (Zaichkowdl@g5; Festinger, 1975) as cited in Choubtarasth €2013)
said customer involvement is a psychological irtéoa in terms in terms of specific products, seegi and
ideas.

However, before a phenomenon is measured no niatversophisticated it is, it must be succinctlyirnkd to
know what it is and what it is not. Jacoby and Kyn@973) as cited in James and Shelby, (1984).nUpo
reviewing literature, it is observed that theradsuniversally acceptable definition of customénsolvement. It
has increased difficulty in the efforts to meastinis construct. In view of the lack of a generadlgceptable
definition for customers’ involvement, the meanatgributed to it and the underlying nature of t@struct are
changed by the context within which they appears Mhat Marsh and Yeung, (1999) called the ‘chamel
effect’, it is evident in customers’ involvemensearch. Lastovicka and Gardner, (1979) as citethimes and
Shelby, (1983) described involvement as “a bagwarms” p.54. Kapferer and Laurent, (1985) said,
involvement is a hypothetical construct that cartm®tmeasured directly. It can only be explainecdebam the
existence and non-existence of its determinantsieBa(1967) as cited in Kapferer and Laurent, (3985
identified five antecedents of customers’ involvetnehich include; interest in a product class, plea realized
from it, perception of self-expression throughdurot category and the two aspects of perceivédaisch are;
the stake and probability concerns. These antetedeére birth to involvement and produce some cqusaces
which include types of searching, information pissirg and decision making.

Some researchers insist that involvement is mitietisional especially Cohen, (1983) and Rothsckil€i84)
they disagreed with the one-dimensional schoohofight and insisted that involvement is an obsdevstate of
motivation, interest and arousal caused by a pdaticstimuli. Rohrbeck et al. (2010) as cited irekd and
Iruka, (2015) said customer involvement is idettify and nurturing opportunities to make customerd a
prospects a part of the organizational product lkdgveent process which includes; customer servisakes,
product design, product and service delivery eton& (1984) defined involvement as the time sperdfforts
made in undertaking behavior. Robertson, (1976)hasiged that involvement uses brand commitmentnas a
indicator of product involvement. Pineagar, (2068)d customer involvement is based on the roleg phesy;
coaching, partnering, advising and reporting .Nigs#n and Scupola, (2011) supported Pineagar, (2080
customers can take on different roles in co-develmt, two customers can take different roles insémme co-
development process.

Engel and Blackwell, (1982) measured involvementh®ytime spent during product search, the enepgnts
number of products examined and extensivenesseodi¢kision process. Cheng,Chen and Tsou, (201&@edtu
customer involvement from the perspective of coeli@yment phases ,some customers get involved in the
design stage, others get involved in the launchestathaide, Meyer and Wilemons’ (1996) idea of oostr
involvement is the interaction of customers durthg@ commercialization of high technology. Therenis
agreement as to the components and constituteshén conceptualization of customers’ involvement
Brockhoff,(2003;Carbonell et al,2009).Adapting frodiscussions of (Nambisan,2002;Fang ,2008; anpelsm
2005),Wu and Cui, (2013) conceptualized customiesgilvement in support of Pineagar, (2000) basedhen
roles customers play in the new product developrimethree levels which include 1) customers aerimiation
source, 2) customers as co- developers and 3)roastaas innovators.
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Customers as information source (CIS)

This is the first level of customer involvement wieustomers play the role of information sourbeytprovide
information on what's new in the environment.

Customers as co-developers (CIC):

Customers take on more active roles as co-devedagenew products, ideas and technology.

Customers as innovators (CIN):

Firms allow customers to design their own produsgsyices by providing them with technical supporsded
for innovations. (Thomke and Von Hippel, 2002; VHippel and Kartz, 2002; Fang, Palmatier and Evans,
2008).

Customer involvement can be measured through thedtin and depth of involvement. Breadth is the remolp
activities customers participate in and depth deddepth of interactions during the innovation pssc Minna,
(2014) emphasized that to involve customers inrm’$ product and service production and delivergcpss
there should be process efficiency, time is of ¢éssence especially time to the market, quality peo@nd
service performance. That is why organizations reakgct lead users and profitable customers faliment,
customer relationship must managed to avoid ang &frioss, customers must be motivated based ofirths’
abilities.

Importance of Customers’ Involvement

Customers’ involvement is essential for the follogvreasons;

1. It helps in understanding and anticipating aors’ needs and wants. When customers relatetiath
firm as information sources and sources of ideaeg#ion, the firm can better understand and aratieipheir
needs and wants. Von Hippel, (1986)

2. Customers’ involvement can improve the effemess of new product development process by
reducing innovative time and cost. When customees ia involved the cost of running the new product
development process is reduced because they madasyt for the firm to hit the nail on the head with
dwelling on assumptions. Fang et al, (2008).

3. The fact that the products, services, technolagd ideas are suggested by the customers who are
mostly users of the market offerings it makes easythe organization to produce and sell exacthatmMiey
require. It affects positively the technical qualif the developed product /service Carbonell e{24109)

4, Customers’ involvement improves the quality ahelivery of the products/services because the
organization is aware of what, how and where custerwant the product, service, technology ,idecBitleira,
(2011).

5. Customers’ involvement leads to positive pradoerformance. This is because the organization is
offering exactly what the customers want, how tivayt it and where they want it Lau, (2011).

6. It shortens new product development proceseryEproduct develops quickly when it is hastily
accepted by the market. Feng et al, (2012)

Some researchers disagreed with the above viewastémer involvement, Lengnick-Hall, (1996) emphegi
that customers’ involvement can be expensive amdease the level of uncertainty in the organization
operations because all customers cannot be the. samelarges the development tasks and slows diven
speed of incorporating new technologies Brockh(#)03).Gruner and Homburg, (2000) studies show that
customer involvement does not guarantee succesd. iAmay have a negative effect on new product
performance Knudsen, (2007).1 think customers’ imement is a risk every organization should and aidord

to take because of the dynamic nature of the mewcwironment to avoid waste of resources. It enhgnce
customer retention, firm’s performance, profitalilimarket share and reduction in operational (DstWulf et

al, 2001; Sirdeshmukh, Singh, Sabol; 2002).

This research work is set out to determine HoS5ark®taorientation has no significant relationshipthwi
customers’ involvement in Port Harcourt.

The Concept of Coaching

According to Pineagar, (2000), coaching is a lichiterm of customers’ involvement because the custsrare
seldom intimate with the firm but they provide itpusuggestions and comments on what new technology
should be and can be for the organization and Hemt (customers) as well. The firm only utilizes sthe
information in the product/service development psscsuch as idea generation and product concegattiai
(Nambisan, 2002; Fang, 2008).The customers only p&ssive roles.Although,it enables organizatianget
clues and anticipate customers’ needs and wanysdiierot get actively involved and this can makeedtious

for firms to gather comprehensive and tacit infaiorafrom customers and the environment at largmblaan,
(2002). Coaching is a low or limited form of invelment where customers only provide comments and
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suggestions on what's new in the macro-environnetie organization. For instance, a new technglogy
product ideas, new after sales techniques, newgtional channel, etc.

When customers become willing marketing coachebddirm, other customers and prospects as the roage
be it saves cost of acquiring new customers. Thi®rily achieved after adequate satisfaction, custem
voluntarily become ‘evangelists’; they spread thi@imation about their experiences about the firpraducts
and services to both the firm and others Kotler @mthstrong, (2013). They provide feedback from the
environment on new innovations, flaws in the orgation and ideas. For instance, Caremark Intemaitia
healthcare company based in lllinois acquired byl Martners in 1996; customers were taken for gdawtesn
physicians where paid illegally but the company ahlke to achieve back its lost total trust and vecavith the
help of some involved customers who pointed outthle organization its flaws and suggested ways of
recovering; working hand in hand with top managenkéart and Johnson, (1999).

This research is set to determine if;

Hol: Coaching has no significant relationship withstomer satisfaction in deposit money banks int Por
Harcourt.

And if Ho2: There is no significant relationshifthvcoaching and total trust in deposit money bank3ort
Harcourt

Theoretical Foundation of Customers’ Involvement

Involvement originated from social psychology maiimh the 1940s. It is the kernel of the social joaignt
theory used to extrapolate attitude and attitudeadysm. The social judgment theory explains howienmb
perceive messages based on the degree (latituddiict it agrees or disagrees with their attitudeomparison
with the attitude of others. Sheriff and Cantril947) Sheriff, et al, (1965) and Sheriff and Shig(if967) as
cited in Michaelidou and Dibb (2008). Sheriff andwWand, (1961) saw attitude as a combination ofsav
latitude which include; latitude of acceptance gisli¢hat a person considers reasonable and acesptakitude
of rejection (ideas that a person considers unredsde) and latitude of non-commitment (ideas wtagherson
sees as neither acceptable nor questionable).

The social judgment theory links involvement to 'snego, central value and the self-concept. Foersqn to
agree or disagree with a position and change hisdttéude there must be a gap between the infoomat
received and the person’s position (need). Egolivoent is the degree to which an object/idea igredy
related to the value system of a person or cemdran individual's self-identity. In this case tperson is
strongly linked to the position. Sheriff, SherificaNebergall, (1965) Freedman, (1964) as citeddapfrer and
Laurent, (1985).

Classification of Involvement

People get involved for several reasons .For exangamplex, important and expensive products, sesvand
ideas are likely to involve more deliberations,omhation search and participation because peo@tenably
want to get it right the first time. (Fill, 1999nfiti, 2015).Involvement is classified into highviolvement, low
involvement, enduring involvement, situational ilwement and response involvement (Krugman, 1966619
Sheriff and Sheriff, 1967; Fill, 1999; Smirti, 2015

What is Low Involvement?

People get involved based on who they are and ih@& & products, services and ideas offered to them
Complex and expensive ideas, products and sendoedikely to involve more individual's deliberatis,
information search and participation Smriti,(20¥8hen involvement is low the individual depends otminsic
search mechanisms more than extrinsic search misatamwhich are created by the firm, supplier aratpcer.

If attributes of the products, services and ideasigielevant to the results involvement will détidly be low.
Fill, (1999).Low involvement denotes a passive choimaking, minimized efforts in obtaining the progu
service and ideas James and Shelby, (1984).

When is Involvement high?

When involvement is high people will apprehendghkr level of risk and will be concerned aboutititended
purchase. Individuals are extremely active, infdiaraprocessing beings so there is thorough evialuétased
on the sensitivity of the product James and Sh€ll884). Involvement is high if attributes of thegucts,
services and ideas are linked to the goals ofrttiividual. Smirti, (2015) insisted that high invelment does not
equate high price because people get involvediffarent reasons. For instance most customerdatilin love
with very cheap unhealthy products like cigarettespsychological reasons smokers can be addaed
involved and retained to their brand of cigaretteduse of their mentality, value system, beliefgel of
education, income, taste and self-image etct
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A Synopsis of Market Orientation

Market orientation originated from a managementigsioiphy referred to as ‘marketing concept’, themter
‘marketing concept’ was first used by McKitteriqd,958) but Drucker is often considered the soubrei¢ker
1954;Webster 1998;Ruekert 1992) .It is the marigetioncept in tangible form as it gives life to tharketing
concept (Kohli and Jarworski, 1990; Ruekert, 19B28. marketing concept is a business philosophywiaatin
vogue in the 1950s .Felton, (1959) called it tHatést business fad” .The marketing concept is whmle
business seen from the customers’ point of viewamrorganizational culture that is customer centtids
assumed that rational customers always want to miaei utility. Therefore, firms should be organizem that
marketing identifies with the customers utility fitions (what the customers desire in a given prpdaovhat
price he/she is willing and able to buy, and whed ahere it will be wanted).

Through the example of General Electrics, wherfitihe in the 1950s gave marketing the authorityrtonitor
and guard engineering, design and manufacturingcbas the knowledge of the market. General Ele@®i2
Annual reports, p, 21 as cited in Sachs and Ben@®738) the concept became known to other firmskigting
orientation is when firms’ decisions and operatiaresonly in line with customer satisfaction andfare (Kohli
and Jaworski, 1990; Guo, 2002 as cited in Nwoka082 The real deal is no longer getting profitable
customers for a firms’ products and services bigebthe right products and services to the custenhéarket
orientation begins even before the production pedmcause the firm must know the right productsrdauce
before producing. This is why marketing researcti antelligence begins before any production is e
upon.

The misuse and misapprehension of the marketingegnhas contributed to its temporary decline irstno
organizations Houston, (1986) .The marketing cohigseen as a corporate state of mind that engbees
integration and co-ordination of all the marketfogctions which are melded with other corporatecfions for
achieving the organizations objectives. Mc Nam#t®,72) said it is a philosophy of business managgeme
centered on a firm-wide acceptance of the needsustomer orientation, profit orientation and redamg the
important roles of marketing in communicating theeds of the market to all corporate departmentscitr,
(1973) said market orientation is to know and ustiard the customer so well that the product fits/hér and
sells itself. Day, (1994a) emphasized that markeintation represents superior skills in understagndand
satisfying customers.

It is the set of beliefs that puts the customerteriest first, while excluding those of all othéakeholders such
as owners, managers and employees in order to apevellong-term profitable enterprise Deshpandel,et a
(1993) .Contrary to the views of Greenley and Hox@l998) that emphasized that market orientation i
dependent on shareholders orientation becausencesstorientation can only be sustained when shadens|
interest is clear, protected and achieved. But Kahtl Jaworski, (1990) posited that market oriéotats the
firm's generalization of marketing intelligence t@ning the current and future customer needs and
dissemination of the intelligence across departmant organization’s responsiveness to it. Accgrdd Sin et

al, (2003) as cited by Nwokah, (2008) and Narvet Slater, (1990) market orientation can be expthinghree
ways; customer orientation, competitor orientati inter functional co-ordination. Customer orétion is
being customer centric, competitor orientationresating a bench mark with the first —in-class fand avoid the
better mouse trap fallacy and marketing myopiaebdtiat competitors, inter-functional co-ordinatientails
coordinating all departments within the organizatemd the marketing mix to provide value for custosn
Deng and Dart, (1994) supported Narver and Slaf@©90) views but added that organizations sholdd be
profit oriented.

Customers’ Innovative ldeas

s/n Response Alternatives No of Respondents Percagé of Respondents
1 Strongly disagree 54 32
2 Strongly agree 55 33
3 Disagree 11 6.6
4 Neutral 10 6
5 Agree 36 21
Total 166 98.6

Source:Researcher’s data, 2016
From the above table 4.5, 32% representing 54 refgus strongly disagreed that their firm alwayscome
customers’ innovative ideas on products servicestachnology. But 33% representing 55 respondérdagly
agreed, 6.6% representing 11 respondents disagde2186 representing 36 respondents agreed.
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Hypotheses Testing

Hol: Coaching has no significant relationship with touser satisfaction in deposit money banks in Port

Harcourt.
Model Summary”
Change Statistics
F
Adjusted R [ Std. Errorof R Square |Chal Sig. F Durbin-
Model R | R Square Square the Estimatq Change |[nge|dfl|df2| Change Watson
1 .325 .105 -.193 16.5999¢ .109.353 1) 3 .594 1.089
a. Predictors: (Constant), C1
Analysis of variance (ANOVAY

Model Sum of Squareq Df Mean Square F Sig.
1 Regression 97.32( 1 97.32( .353 .594)

Residual 826.67¢ 3 275.55¢

Total 923.99¢ 4
a. Predictors: (Constant), C1

Coefficients
Unstandardized Standardized
Coefficients Coefficients 95% Confidence Interval for H

Model B Std. Erro Beta t Sig. [Lower Bounq Upper Bound
1 (Constant) 16.904 13.213 1.279 .291 -25.145 58.954

C1 .279 469 .325 594 594 -1.213 1.770

a. Dependent Variable: CS

CS =16.904 + 0.279*C12 R0.105, R = 0.325, F stat. = 0.353, Sig. = 0.594

The regression result in the coefficients table54above shows that coaching (C1) is positivelyteglato
customers’ satisfaction (CS) in deposit money bank2ort Harcourt as its coefficient is positivealso reveals
that if coaching (C1) is increased by 1 percerd,risultant effect would be a 28 percent increasistomers’
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satisfaction (CS). The R square’Ralue of 0.105 from the model summary table 4aB8ve is an indication
that coaching (C1) explains just approximately ®tcpnt of the behaviour of the dependent variaBl®, (.e,
customers; satisfaction). The correlation coeffitiéR) value of 0.325 in the model summary tablevab
confirms that there is a positive but weak relagtip between coaching (C1) and customers’ satisfaéh
deposit money banks in Port Harcourt. From bothANOVA (table 4.24) and coefficient table 4.25 aboit
can be deduced that the relationship between cog¢hil) and customers’ satisfaction (CS) is ndistteally
significant. This is because the level of significa (0.594) is far above the 5 percent acceptana. |Also,
from the output of the ANOVA table, the output betresidual which shows the variation that is remoanted
for in the model (826.678) is larger than that g sum of square of the regression model (97.32t% also
confirms that the predictor or independent varialjfel) explains just a very small portion of the
variation/behavior in the dependent variable (O3)erefore, hypothesis one (Hol) is accepted andltitsnate
rejected.

Ho2: Coaching has no significant relationship withatdtust in deposit money banks in Port Harcourt.

Model Summary’

Change Statistics Durbin-Watson
Adjusted R | Std. Error of| R Square
Model R | RSquare] Square | the Estimatgg Change F Change | dfl | df2 [Sig. F Chang
1 .654 428 .237] 23.7676] 428 2.241 1 3 .231 1.59d
a. Predictors: (Constant), C1
b. Dependent Variable: TT
Apsis of variance ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 1265.70 1 1265.70 2.241 237
Residual 1694.69 3 564.894
Total 2960.39 4
a. Predictors: (Constant), C1
b. Dependent Variable: TT
Coefficienfs
Unstandardized Coefficients| Standardized Coefficients 95% Confidence Interval for B
Model B Std. Error Beta t Sig. Lower Bound | Upper Bound
1 (Constant) -3.625 18.91§ -.192 .860 -63.83] 56.58(
C1 1.005 .671 .654 1.497 .23 -1.13% 3.140
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Model Summary®
Change Statistics Durbin-Watson
Adjusted R | Std. Error of] R Square
Model R | RSquare] Square | the Estimatgg Change F Change | dfl | df2 [Sig. F Chang
1 .654 428 .237 23.7676] 428 2.241 3 231 1.59¢
a. Dependent Variable:
TT

TT =-3.625 + 1.005*C1
R?=0.428, R = 0.654,
F stat. = 2.241, Sig. = 0.231

The regression result in the coefficients table84Bove shows that coaching (C1) is positivelytegldo total
trust (TT) in deposit money banks in Port Harcotuitis is so because the coefficient of C1 is peslyi signed.
The result also reveals that a 1 percent incraas®aching (C1) would result to 100 percent inczeiastotal
trust (TT). The R square {Rvalue of 0.428 from the model summary table 4B6ve shows that coaching (C1)
explains just approximately 43 percent of the bahavof the dependent variable (TT, i.e, total tyusFrom
both the ANOVA (table 4.27) and coefficient tabl28l above, it can be deduced that the relationskipreen
coaching (C1) and total trust (TT) is not statilig significant. This is because the level of sigance (0.231)
is far above or greater than the 5 percent acceptlmvel. Also, from the output of the ANOVA table27, the
output of the residual which shows the variatioait s not accounted for in the model (1694.698aiger than
that of the sum of square of the regression mod2b6%.700). This also confirms that the predictor or
independent variable (C1) explains just a smaltiporof the variation/behavior in the dependenialae (TT).
Therefore, hypotheses two (Ho2) is also acceptddtaralternate rejected.

Discussion of Findings

From the test of hypotheses one (Hol) ‘Coaching i@ significant influence on customer satisfaction
deposit money banks in Port Harcourt'. It showst thishough, coaching is positively related to custo
satisfaction because of the positivity of its cmiht, the B value of 0.105,R value of 0.325 and a level of
acceptance of 0.594 coaching has a weak positifieeice on customer satisfaction because the leel
acceptance is above 5%. This goes to support GameHomburg'’s (2000) views that customers’ invoteat
does not guarantee successful customer satisfadtimmefore, Hol is accepted as there is no statistvidence

to reject it Mac’Odo, (2006).

The test of hypotheses two (Ho2) ‘Coaching hasigwificant influence on total trust in deposit mgriganks in
Port Harcourt’ shows that coaching and total teustpositively related in deposit money banks irt Plarcourt
because its coefficient is positively signed. Bithwa R value of 0.428, R value of 0.654 and level of
acceptance 0.231 which is above the 5% acceptamek the test of hypotheses falls within the régacregion.
This depicts that statistically their relationsigpnot statistically significant and the decisient@ accept Ho2 ,
because with total trust the ball is in the coufttlee organization. Total trust is created only the
organizations’ ability to consistently satisfy afdfill its promises to customers (Hart and Johns@f99;
Hunsaker, 2015).Therefore, Ho2 is also accepted.

The regression result of hypotheses thrgg‘Partnering has no significant impact on custoseisfaction in
deposit banks in Port Harcourt’ partnering is peely related to customer satisfaction in deposingy banks
in Port Harcourt because of its positive coeffitiéknd the ANOVA table 4.30 and Coefficient tabl82 shows
that the relationship between partnering and custcsatisfaction is statistically significant withRi value of
0.708, R value of 0.842 and a level of acceptarfc6.@1 which is less than the 5% level of acceggan
Partnering have tremendous influence on customesfazion so the alternate is accepted that isa3H
Partnering has a significant influence on customatisfaction in deposit money banks in Port Hartour
According to David Packard as cited in Kotler anan&trong, (2013) for any organization to succeedkeatiang
must not be left in the hands of only the marketlegartment. Involving customers in the firms’ \ablreation
and delivery process through partnering is profgab the organization and customers as well Pizieg8000).
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The regression result of hypotheses four (Ho4)tfeaing has no significant influence on total trursteposit
money banks in Port Harcourt’ shows that partneisngpsitively related to total trust in depositmeg banks in
Port Harcourt. The ANOVA (table 4.33) and coeffittig(table 4.34) shows that the relationship between
partnering and total trust is statistically sigréfint with an R value of 0.716 ,R value of 846 and level of
acceptance of 0.031 which is below the 5% levedatfeptance. This means partnering have a greatiropa
total trust and vice versa because partnershiils dn some level of trust. In most cases totabtprecedes
partnership as customers must first of all trusthia organizations’ actions and intentions befarg form of
partnership is established. When customers becamiegos with the organization trust is strengthesed trust
defects is minimized (Hart and Johnson, 1999; B&d2013).

The regression result of Hypotheses five (5) dydws that market orientation is positively relatedtustomers’
involvement and customer retention in deposit mobapks in Port Harcourt. And its influence on both
variables is statistically significant. Hypothesiee (a) has an Rvalue of 0.856,R value of 0.925 and a level of
acceptance of 0.024;hypotheses five (b) have ‘avaRie of 0.678,R value 0.823 and a level of acueg of
0.047.Therefore, hypotheses 5 is rejected and liésnate accepted (market orientation have a sagmit
influence on both customers’ involvement and cusiometention in deposit money banks in Port
Harcourt).Since market orientation is all about wtarganizations’ decisions and actions are in livith
customer satisfaction and welfare (Kohli and Jakigt890;Hunsaker,2015).Gray et al,(1998) found aitpee
and significant relationship between market origote and customer satisfaction relative to the estar
competitor. Webb et al, (2000) also found a positierrelation between market orientation and serdilivery
which is also related to customer satisfaction. Rdtarorientation is found to have a positive effect job
satisfaction, trust in leadership and organizaticoanmitment Ruekert, (1992).

Conclusion

This study has established the fact that customervement (coaching and partnering) as variabseslihas no
significant effect in customer retention (custorsatisfaction and total trust) as measures withbetaid of a
market orientation. Hence an increase in customewsllvement is only feasible based on increasenarket
orientation to be able to achieve customer retarda® shown in the test results of the hypothesés plertinent
for the firm to emphasize on good quality of prodigervices, endeavor to satisfy customer consigtenbuild
total trust and minimize trust defects. Lin and WR011) in there study shows that there is sigaiftc
relationship between quality, commitment, satisfagtand trust and customer retention.

Recommendations

With the revelations and conclusions of this stutlg, researcher recommends that deposit money laiat
Harcourt should ensure the following;

Firms should ensure adequate market orientatiove(habalanced relationship with customers, congrstind

staff) as shown in the hypotheses test resultadmease customers’ involvement and customer reteniihis

requires a more complicated approach as firms rteeidvestigate customer needs, wants, build prufta
relationships with both existing and potential onsérs and they have to be satisfied. Customerfaetiisn does
not necessarily mean being world-class or bestassc The organization cannot satisfy its targetketaf they

do not understand the customers’ fundamental eapens.

Build healthy trust equity because of the sensitiof the market offerings in the banking industfyust should
be given first before it is expected in return. Thason why the relationship between customersilu@ment
and retention is not significantly positive as séerthe test of hypotheses in this study is thagrgone is
suspicious in deposit money banks in Port Harcdusstomers do not trust in most bankers and mastdra
will not allow adequate involvement because of faaat insecurity. The money deposit banks needitg know
their customers and relate with all customers gibhd faith and intent for customers to be involved.
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