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Abstract 
Background: The Nigerian banking sector is currently grappling with a mul-
titude of obstacles that are having a detrimental impact on consumer satisfac-
tion and trust in the ability of financial institutions to carry out their obliga-
tions. However, research has been scarce on how project managers can con-
tribute to enhancing the situation. Hence, this study centres on the responsi-
bilities of project managers in augmenting customer contentment in Nigerian 
banks, specifically emphasizing UBA Nigeria. Methods: The main data were 
gathered via interviews with five project managers purposively sampled from 
UBA, and the responses were qualitatively analyzed using the content analysis 
framework. Results: The study findings demonstrate that UBA places a strong 
emphasis on customer satisfaction, and project managers extensively utilize soft 
skills to enhance customer satisfaction. Nevertheless, project managers do not 
have a predetermined budget to execute projects aimed at improving customer 
satisfaction. The UBA employs digital and technological tools to enhance cus-
tomer satisfaction levels. Conclusion: The study concludes that banks should 
actively promote the cultivation of interpersonal skills among project managers 
to foster customer relationships, even in the face of advancing digital technology. 
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1. Introduction 

The Nigerian banking sector is presently encountering numerous challenges that 
have greatly affected customer satisfaction and confidence in the sector’s capaci-
ty to fulfill its essential responsibilities (Farabiyi, 2020). After the consolidation 
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period of the Nigerian banking sector, customers held high expectations, per-
ceiving that only proficient institutions remained in the market capable of com-
peting both domestically and internationally. Nevertheless, most Nigerian banks 
have not met these expectations. Customers have experienced a range of prob-
lems including delayed transaction notifications, stock shortages, insufficient 
staff at service locations, unprofessional conduct by bank employees, inaccurate 
or insufficient records, unmet commitments, and other issues. These factors 
have collectively led to a decrease in satisfaction levels. 

According to Ogunnaike and Ogbari (2008), customer service in the Nigerian 
banking sector may be misinterpreted as causing customer frustration and irri-
tation. Virtually every bank in Nigeria encounters a comparable obstacle in 
meeting consumers’ demands for services. Nigerian bank clients have faced the 
challenge of delayed publication of transactions, such as money transfers and 
customer payments. Frequently, consumers do not receive prompt notifications 
regarding the crediting or debiting of their accounts. Under extreme circum-
stances, the account holder may be required to personally visit the bank to verify 
the transaction, following an excessively long wait for the notification. Further-
more, as the weekend draws near, the extensive queues and substantial throngs 
in the banking premises can be exceedingly distressing and discouraging. Most 
instances where lines become excessively long are a result of computer networks 
and Automated Teller Machines (ATMs) experiencing malfunctions. Occasion-
ally, this occurs due to the competitive nature among cashiers vying for the op-
portunity to serve customers (Ogunnaike & Ogbari, 2018). 

The bank is facing challenges in terms of profitability and customer retention. 
The expeditious alignment of banks’ service offerings with clients’ preferences is 
a pivotal criterion for operational efficiency. Nevertheless, it is an undeniable re-
ality in Nigeria that most banks are deficient in the resources and infrastructure 
required to effectively cater to their customers. The inefficiency of banking ser-
vices in Nigeria has resulted in decreased client satisfaction (Kuo et al., 2019). 
Hence, a significant segment of the Nigerian banking clientele has raised con-
cerns regarding the timeframe in which the country’s banks will meet their in-
cessant requests for expedited banking transactions. 

Maximizing profits in the banking sector relies on the management’s ability to 
provide efficient services to customers, minimizing any unnecessary delays, while 
simultaneously attracting and retaining customers as a key priority (Agbadudu, 
2005). As per conventional wisdom, any organization must strive to meet the 
desires and requirements of its stakeholders (Sureshchandar et al., 2019). The 
organization’s existence and expansion rely on fulfilling the requirements and 
expectations of the stakeholders. Customers are the most vital stakeholders in 
any organization due to their indispensable role in its success (LeBoeuf, 2017). 
Hence, marketers prioritize customer behaviour research, specifically focusing 
on behavioural intention research. Gaining insight into consumer behaviour is 
crucial for developing successful marketing strategies that cater to client’s needs 
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and ultimately enhance client satisfaction and company reputation. 
Empirical research is needed to address the various challenges faced by Nige-

rian banks and the persistent dissatisfaction among clients. What actions can 
project managers take to enhance the situation? Which innovative technology 
can project managers implement to enhance customer satisfaction? What fiscal 
measures can project managers undertake to guarantee an enhancement in cus-
tomer satisfaction? Conducting a study in the Nigerian banking sector, specifi-
cally focusing on UBA, is crucial as it can offer valuable insights for project 
managers and the banking industry in Nigeria on enhancing customer satis-
faction. The study’s findings have the potential to significantly contribute to 
ensuring that customers in Nigeria are content with the banking services they 
receive. Furthermore, conducting research is necessary given the significant 
role of the banking sector in the Nigerian economy and the imperative to foster 
its ongoing expansion, ultimately enhancing the overall performance of the 
economy. 

This study specifically examines the responsibilities of bank project managers 
in Nigeria in ensuring customer satisfaction with the services provided by finan-
cial institutions. The study derives insights from the United Bank for Africa 
(UBA) as the primary source of information and illustrations.  

The UBA Group provides a wide array of banking services to various types of 
customers, including corporate, commercial, SME, consumer, and retail clients. 
It serves more than 27 million customers through a variety of channels, such as 
over 1000 business locations, 2669 ATMs, 87,223 point-of-sale locations, and 
advanced Internet banking services. Moreover, UBA is actively engaged in 
providing pension custody services. The bank possesses significant proficiency 
and capacity in crucial economic sectors across Africa, particularly in domains 
such as Oil and Gas, Infrastructure Finance, Agriculture, and Commodi-
ty/Export. Consequently, the UBA Group has established itself as a leading pro-
vider of structured solutions for prominent governments and corporations en-
gaged in business activities within or towards Africa. UBA exemplifies the typi-
cal features, services, and structure of commercial banks in Nigeria. It is widely 
believed that focusing on a single bank can provide valuable insight into the 
sector, as it may not be feasible to study all the banks in Nigeria comprehensive-
ly. This approach can shed light on similar banks in Nigeria. 

2. Literature Review 

Customer satisfaction has been examined from various perspectives in the field 
of business administration, with marketing management being the primary fo-
cus. Customer satisfaction is widely regarded as the fundamental principle in the 
field of marketing (Ngobo, 2004; Belassi & Tukel, 1996). According to Kotler et 
al. (2022), a narrow definition of marketing as “delivering client happiness while 
making a profit” highlights the significance of the satisfaction concept in the 
business world. Consumer satisfaction is considered essential in marketing, par-
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ticularly as a determinant of customer loyalty and financial prosperity. It occu-
pies a central position within businesses, forming a complex network of rela-
tionships that includes perceptions of attitude, performance, and quality (Ngo-
bo, 2004; Belassi & Tukel, 1996). 

Various scholars (Prime, 2018; Aurier & Evrard, 2018; Ngobo, 2004; Dabhol-
kar, 2019) have made multiple efforts to clarify the concept of customer satisfac-
tion from different angles in the past. As an illustration, El Moussaoui et al., 
(2022) provided evidence of how satisfaction differs from previous concepts. The 
presence of alternative or interconnected concepts such as “perceived value,” 
which is considered beneficial for enhancing a company’s competitive ad-
vantage, or the concept of “trust,” which enhances understanding of loyalty (El 
Moussaoui et al., 2022). According to Piper et al. (2024), the notion of satisfac-
tion derived from prior studies exhibits three consistent features: it is a cognitive 
or emotional reaction to an assessment process, it is influenced by specific factors 
such as individual expectations, comparison standards, and consumption experi-
ence, and it is contingent upon a specific timeframe. The following analysis will 
briefly examine the theoretical foundations of customer satisfaction. 

The cognitive nature of satisfaction 
Cardozo (1965) establishes that satisfaction is contingent upon exertion rather 

than solely a direct evaluation of the product. Consumers expend monetary re-
sources to acquire the product and fulfill their anticipated desires. The Cardozo 
notion of satisfaction refers to a cognitive construct that emerges from a deci-
sion-making process governed by logical rules (Isac et al., 2021). According to 
Howard (2019), satisfaction with a service or product can be understood as a 
condition where one feels adequately compensated for any sacrifices made, re-
gardless of whether the compensation is appropriate or inappropriate. Based on 
this premise, satisfaction is an assessment of the experiences an individual has 
with a product, which may not necessarily be influenced by the prices or the 
product itself. This renders the examination of customer satisfaction a highly 
subjective discourse, as what may appease one individual could potentially repel 
another. Wang (2022) concludes that satisfaction arises from a subjective evalua-
tion of the disparity between expectations and actual outcomes. This perspective 
posits that satisfaction can be achieved through a comparative trial that involves 
the examination of both similar and different experiences. 

Satisfaction as an emotion 
Additional scholars contend that customer satisfaction is contingent upon the 

customer’s subjective perception, distinct from cognitive experiences (Filser, 
2006; Kasulke & Bensch, 2017). As emotions play a more significant role in pur-
chasing and consumption behaviour, satisfaction has been described as a basic 
sensation (Filser, 2006). Therefore, Kasulke & Bensch (2017) defined satisfaction 
as a subjective emotional reaction. Satisfaction is commonly regarded as a sub-
jective emotional response that lacks objective measurability due to its reliance 
on physiological reactions and the generation of affects or impulses in affections 

https://doi.org/10.4236/ojbm.2024.123100


I. J. Benson et al. 
 

 

DOI: 10.4236/ojbm.2024.123100 1886 Open Journal of Business and Management 

 

(EL Moussaoui et al., 2022). 
Both affective and cognitive processes contribute to the experience of satisfac-

tion 
Among these two contrasting approaches, a third alternative advocates the 

notion that contentment emerges from the two previously analyzed philosophies 
or procedures, one being emotional and the other cognitive, and that they can 
potentially influence each other. Palaci et al. (2021) discovered a substantial cor-
relation between the affective and cognitive aspects of customer satisfaction in 
their study. To determine the factors related to satisfaction, the direction of these 
correlations, and the differences between the two main approaches, Palaci et al. 
(2021) conducted empirical research from these two perspectives.  

A systematic analysis was conducted on 104 empirical research studies on 
customer satisfaction published between 1975 and 2017. The findings indicated 
that both the cognitive and emotive traditions have statistically significant fac-
tors that contribute to the experience of pleasure. The significance of cognitive 
elements in conventional consumer behaviour was demonstrated through a com-
parison of empirical studies investigating customers’ satisfaction with traditional 
versus Internet purchasing behaviour. Empirical studies comparing consumers’ 
satisfaction with hiring services versus purchasing items have provided evidence 
that both cognitive and emotional factors play a significant role in determining 
whether customers choose to utilize services or make purchases. 

Excellence in Service and Fulfilment of Customer Needs 
Banks have a crucial and dynamic role in a country’s financial and economic 

development. The impact of an efficient financial system on a nation’s develop-
ment is substantial across various economies (Jahan et al., 2019). Banking pro-
fessionals face a diverse array of complex issues in the global marketplace. To 
enhance their competitiveness against multinational corporations, banks must 
gain a comprehensive understanding of the evolving needs of their customers 
and effectively utilize state-of-the-art information technology systems (Oranusi et 
al., 2018). Considering the ongoing global economic recession, banks are com-
pelled to establish a robust and loyal customer base capable of withstanding and 
bolstering heightened competition.  

Delivering outstanding customer service alongside their product is a powerful 
catalyst for meeting and engaging with consumers’ needs. Due to the abundance 
of banks providing a variety of services, there is an increased emphasis on ser-
vice excellence as a means to gain a competitive advantage. Due consideration 
should be given to the quality of service, as it is a contemporary approach to en-
hance competitiveness. Research has examined the connection between service 
quality and customer satisfaction, revealing that although these two factors are 
separate, they are closely linked. This implies that enhancing one of these factors is 
likely to lead to an enhancement in the other (Sureshchandar et al., 2019). Con-
tentment and service quality are fundamentally different in terms of their root 
causes and outcomes. 
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Project Manager Role in Ensuring Customer Satisfaction  
Existing literature has confirmed a correlation between project success, the 

effectiveness of the project manager, and customer satisfaction. As per Ake-
wushola et al. (2016), the successful delivery of a technical project has a signifi-
cant positive effect on customer satisfaction. This is because when a technical 
project is successfully delivered, it means that the project’s scope aligns with the 
client’s demands and expectations. Project management metrics, as defined by 
the Project Management Institute and Microsoft Dynamics (2015), encompass 
various benchmarks such as Project Cost Performance, Project Schedule Per-
formance, and Return on Investment. The assessment of this technical achieve-
ment is commonly determined by the actual performance of the project. When a 
project and its management perform well, it has a significant influence on cus-
tomer satisfaction. This is because it determines the extent to which the prom-
ised performance is delivered.  

The performance and its effects will significantly and positively influence cli-
ent satisfaction (Syamil et al., 2021). Customer satisfaction can be impacted by 
two primary factors at the corporate or company level. The two factors to con-
sider are the quality of service rendered and the quality of the product, specifi-
cally the project, that is generated. Project management is a component of the 
service offered to the client. The performance of the project team will have a di-
rect and indirect effect on the quality of the project’s deliverables. The citation 
from Nagel and Cilliers (1990) highlights the essentiality of the project team’s 
performance in attaining client satisfaction. The extent to which the products or 
services of the project meet the needs and expectations of the customer is re-
ferred to as the quality of the product, as mentioned earlier. 

Therefore, it is essential to consider the unique context of Nigeria given the 
obvious paucity of literature on UBA Nigeria’s perspective on the multi-faceted 
nature of factors influencing client satisfaction. This study could benefit from 
further investigation into the specific challenges faced by project managers in 
UBA Nigeria, considering cultural, organizational, and industry-specific factors. 
Additionally, examining the alignment between project management practices 
and client satisfaction in the Nigerian context would contribute to the existing 
body of knowledge. 

3. Methodology 

The primary data were gathered via interviewer guide with five project managers 
purposively sampled from the United Bank for Africa (UBA), and the responses 
were qualitatively analyzed using the content analysis framework. The justifica-
tion for selecting UBA for this study is its prominent position as one of the 
leading banks in Nigeria, boasting a substantial customer base not only in Nige-
ria but also in other African countries. An open coding strategy was employed 
where relevant concepts are identified and labeled for exploration and discovery 
that answers the research questions. The inter-rater agreement between the re-
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searchers ensures the consistency of the coding. 

4. Results 

The findings from the five project managers (PMs) are organized thematically 
and presented about the four research questions (RQ) that were established for 
this study. 

RQ1: What are the roles Project Managers can play in ensuring improved 
customer satisfaction in UBA? 

Respondent 1  
My experience in addressing customers’ needs have been varied depending on 

the queries of the customer. A procedural approach in addressing the needs of 
the customers has always been my taught pattern, which department and specif-
ic needs are required. Can this be solved using self-service or a discussion with 
one of the staff or is it something that needs to call the higher attention of man-
agement? Honestly, it varies based on the specific needs of the customer.  

Respondent 2 
The advent of the information age makes the customer more informed, highly 

demanding and less tolerant of banks. Customers can quickly compare similar 
services across the banks and select the best deals to the detriment of the bank. 
Thus, it takes a constantly evolving and constantly innovative approach to guar-
antee continued relevance in addressing customer’s needs. 

Respondent 3 
The experience has made me understand human behaviours characteristics and 

reactions understanding the need and place for empathy and the right approach in 
dealing with consumer/customer concerns and needs, Sometimes, I put myself in 
their shoes to appreciate what they feel. 

Respondent 4 
Customers want a faster and less frustrating process, and most customers are 

loyal to brands that provide them with quality and better services. Customers want 
a bank that adds significant value to their businesses through its products and ser-
vices. Because no two customer’s needs are the same, we take appropriate 
measures to identify and understand our customers. 

Respondent 5  
My experience in dealing with customer questions and needs can be both pos-

itive and negative. On the positive, customers feel happy when I can solve their 
problems, and on the other hand, there is so much tension and anger when the 
problem persists. Sometimes, you just want them to know that it is not your 
fault. 

It is clear from the comments above that project managers are crucial to en-
suring customer satisfaction. The research reveals that they accomplish this 
through a variety of methods and techniques. These include informing clients 
about self-service options for simpler problem-solving or connecting them with 
a higher-ranking official who can handle complaints and discontent with ease. It 
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may sound simple, but satisfying customers becomes more challenging when 
they are aware of the regulations and procedures that are currently in place. As a 
result, there are times when clients lose patience and demand a speedy solution 
to the issues that are upsetting them.  

The project manager needs to figure out better ways to handle the problem 
while tensions are high while still attempting to win over the disgruntled con-
sumers’ loyalty. After that, the project manager acts as a mediator between the 
client and the bank. Usually, this means that the project manager will have to 
exert maximum effort to make sure that the person or organization in the re-
sponsibility of fixing the issues takes care of it as soon as feasible. Occasionally, 
customers may also be the source of the issue. This could happen if they give in-
correct information or are utterly unaware of the laws in place, which could 
prevent them from fully benefiting from the services they are requesting or 
making them unhappy.  

Based on the facts, it is evident that project managers (PMs) need to have a 
solid understanding of customer expectations, particularly in a Nigerian banking 
environment. PMs can communicate effectively and win over their clientele. In-
stead of asking consumers if they will enjoy a particular program or product, use 
it to find out what expectations they may not have been satisfied with. Given that 
the PM has a comparable background, this can provide them an advantage. As 
the second responder said, to effectively address consumers’ pain points as a PM, 
it is necessary to put yourself in their position. 

It’s critical to distinguish between a customer’s capacity to articulate difficul-
ties and their capacity to characterize symptoms that stem from expectations. 
Through frequent communication with clients and a thorough understanding of 
their expectations, project managers can enhance their capacity to anticipate 
answers and solutions. Customers’ pleasure and the success of the bank’s goods 
ultimately depend on how well their expectations are fulfilled. Customer in-
volvement is increased by the PM’s ability to communicate effectively and trans-
late vague expectations into specific concepts and practices. 

RQ2: To what extent the soft skills (communication, strong leadership, 
and problem-solving) can help the Project Manager in improving customer 
satisfaction in UBA? 

Respondent 1 
1) Listening, one of the skills required is listening to the concerns of various 

customers and proffering solutions to their demands. 2) Innovation, consistent 
review of existing mechanisms to improve service delivery is core. 3) Empathy, 
constantly examining customers’ demand from your perspective. 

Respondent 2 
1) Empathy, this puts the banker in the shoes of the customer in crafting a solu-

tion to the customer’s needs. 2) Communication, informing the customers of ef-
forts being made to solve complaints reassures the customer of commitment to 
meeting his/her needs. 3) Innovation, constant service improvements to meet the 
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ever-changing needs of the customer. 
Respondent 3 
The use of Microsoft Word Excel and PowerPoint, power BI, sales, and 

presentation. 
Respondent 4 
Creativity, Conflict Resolution, Negotiation, and empathy. 
Respondent 5 
I deploy lots of conversations to get the true state of things with the customer 

and for them to know what I am doing and what the bank is doing too to solve 
the problem. And I also try to solve problems before they arise. 

Figure 1 depicts the respondents for the second research question in a graph-
ical format. 

The information above demonstrates that project managers in the banking 
industry in Nigeria require several critical soft skills to satisfy customers. The 
first respondent enumerated the three most important soft skills: listening, em-
pathy, and innovation. The second respondent stated that the three most im-
portant soft talents that are typically criticized are empathy, communication, 
and innovation. The third respondent focuses on the usage of additional digital 
talents and Microsoft data mining abilities. To make consumers happy and con-
tent, the fourth respondent believes that creativity, dispute resolution, negotia-
tion, and empathy are most often used. In contrast, the last respondent claimed 
that those conversations, a crucial component of communication soft skills, were 
the most frequently used skill.  

Except for respondent number three, everyone else agrees that using soft skills 
like empathy, communication, problem-solving, and creativity will help the 
UBA meet its consumers’ needs. However, according to the third respondent, 
managing clients’ expectations also heavily depends on a project manager’s digi-
tal proficiency. In addition to immediately increasing project outcomes, soft 
skills are especially helpful when projects need more sophisticated teamwork or 
when there is less connection between the task and the client. The results are 
robust under many conditions. 

In the context of the Nigerian banking sector, the hard and soft skills of the 
project manager (PM) have a significant beneficial influence on overall opera-
tions and project completion goals. The aforementioned data indicates that alt-
hough a project manager’s hard skills may improve project performance, their 
impact on client engagement is comparatively smaller than that of their soft 
skills. As for the interaction impacts, the PMs themselves tell us that the soft 
skills of the PM are very useful to customers whose problems could be multifac-
eted and complex. 

RQ3: To what extent are the availability of the required finance and budget 
can help Project Managers improve the level of customer satisfaction in UBA? 

Respondent 1 
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Figure 1. Graphical illustration of respondent for the second re-
search question (Source: Study Survey). 

 
The bank has so much to deploy money on apart from customer satisfaction, 

but a lot is done to help. We also use 1) Effective use of reviews of customer sur-
veys 2) training and retraining of staff in meeting the needs of customers 3) 
meetings and collaboration projects…  

Respondent 2 
To make customers more satisfied, digital tools are largely integrated into the 

entire banking system, we have a robotic-like tool on our website that com-
municates with clients and customers to solve rigorous problems…  

Respondent 3 
There are budgets for Staff training, investment in technology to enhance our 

service…  
Respondent 4 
Money is spent on facility upgrades, Staff training, and investment in adverts 

and campaigns to customers.  
Respondent 5 
Making changes to our products and services in response to customer feed-

back. Using our social media platforms to provide useful information to our 
customers. 

Based on the information provided by the five respondents, the UBA allocates 
funds and funds for initiatives that have the potential to raise customer satisfac-
tion. To help with measuring the extent to which the bank has been budgeting or 
expressing concern for the frequent complaints of the clients, none of the em-
ployees who were interviewed provided a particular figure. Based on the data’s 
accessible information, funds are budgeted for and used for facility upgrades, the 
purchase of digital and technological equipment, staff training and retraining, 
and the execution of advocacy and advertising efforts aimed at raising customer 
satisfaction. The fact that all the respondents mentioned the UBA’s investments 
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in digital and technological tools to increase customer satisfaction suggests that 
efforts are being made to support PMs in using technology to increase customer 
happiness. The following piece of the data analysis focuses on how successful 
this is (Figure 2). 

It is noteworthy that not a single PM interviewed mentioned anything about 
their budgets or budgets to help them perform better in terms of customer satis-
faction. There are certain customer satisfaction initiatives that a PM may choose 
to start to enhance the bank, even when it is undeniable that all the budgetary 
allocations and investments mentioned by the customers who were interviewed 
are appropriate for the bank under investigation. The PM then must manage and 
carry out a distinct kind of project for this. Ali et al. (2021) points out that a key 
factor in driving revenue is customer happiness.  

Therefore, by investing now, all departments may benefit from additional 
funding as early as the next year. Whether funding should come from the Costs 
of Goods Sold (COGS) bucket or Sales and Marketing has been a topic of great 
discussion in the customer success space. This paradox arises, in part, because a 
CSM’s duties are divided between the COGS and the Sales and Marketing cate-
gories. Support and training are examples of daily tasks that come under the 
COGS category for a CSM. As a result, it makes more sense to categorize opera-
tions like renewals and upsells as sales and marketing responsibilities. There isn’t 
one strategy that works for everyone, which is why there are so many different 
options accessible today. 

Project managers must have sound financial management skills as businesses 
grow increasingly project focused. Project completion on time and within budget is 
no longer adequate; they also need to increase the company’s value to shareholders 

 

 
Figure 2. Research question three graphical illustration of respondent (Source: Study 
Survey). 
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and support its long-term financial success. Project managers need to be 
well-versed in the company’s cash flow cycle and how each project fits into it to 
see projects as commercial endeavours. 

RQ4: What is the extent to which new and apt digital technology can help 
Project Managers improve the level of customer satisfaction in UBA? 

Respondent 1 
My bank has invested heavily in data analysis and technology to serve its cus-

tomers better. Digital tools are largely integrated into the entire banking system, 
we have a robotic-like tool on our website that communicates with clients and 
customers to solve rigorous problems.  

Respondent 2 
Digital tools are increasingly being used to engage customers in receiving and 

resolving complaints, service delivery, and reviewing of feedback. For instance, 
Leo, a robotic customer service officer available on the WhatsApp channel can 
attend to all service requests like a human and can initiate payment requests. 

Respondent 3 
Technology has been able to help us give our customers efficient and excellent 

service delivery. We have a very robust technology which is upscaled and up-
graded at times to me the needs and challenges of the moment. 

Respondent 4 
Technology has been able to help us give our customers efficient and excellent 

service delivery. We have a very robust technology that is upscaled and upgraded 
over time to me the needs and challenges of the moment. 

Respondent 5 
The adoption of digital tools has helped the bank to resolve a lot of challenges. 

The UBA Self-Service Monitor is an end-to-end solution that fully automates the 
steps required for business owners to request a new POS terminal (or more), 
carry out reconciliation, examine settlements, respond to disputes, and generally 
have the appropriate overview of business transactions in real-time. MCash is a 
USSD solution that allows UBA Merchants to receive payments from their cus-
tomers without having to handle cash. Leo is another AI chatbots that help re-
solve customer complaints. 

According to the data above, the UBA and the PMs heavily utilise digital tools 
to effectively satisfy customers. From the earlier answers to the third research 
question, it was first discovered that the UBA allocates large sums of money for 
the implementation of new digital technology and that it also spends a large 
amount of money on staff training and retraining so they can use the technology 
more effectively (Figure 3). 

Based on the available data, UBA uses technology to enhance customer hap-
piness. This includes developing effective self-service alternatives via USSD 
codes, enhancing ATM performance, and implementing AI chat boxes to en-
hance the customer experience.  
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Figure 3. Research question four graphical illustration of respondent (Source: Study Sur-
vey). 

 
Technology advancements have a big impact on the banking industry in terms 

of performance, revenue, and other aspects. Numerous benefits are available 
with it, such as improved accuracy, financial savings, adaptability, and security. 
Technology adoption in banks includes the use of cutting-edge automation and 
information technologies in financial services, as well as a change in the way 
technology is applied to create new services and business models. While moni-
toring the needs and goals of its clientele, banks work tirelessly to increase cus-
tomer satisfaction.  

However, in the digital age, banks find it difficult to consistently delight cli-
ents. E-banking was one of the first applications of mobile commerce in the 
business world. Banks have developed their mobile applications to satisfy their 
picky clientele and provide effective, dependable, and prompt services (Zalloum 
et al., 2019). But banks have found that they must update it often and stay 
abreast of any new e-services (Abu Shanab & Abu Shanab, 2022; Hammouri et 
al., 2021). Technology is starting to play a crucial role in banking, improving ef-
ficiency and lowering costs associated with developing and providing financial 
services. 

5. Discussion 

The study examines four significant findings with prior research to see whether 
the present results support or contradict the earlier findings. The four findings 
are as follows: Firstly, project managers in the UBA demonstrate a strong com-
mitment to customer satisfaction. Secondly, project managers in the UBA effec-
tively utilize soft skills to ensure customer satisfaction. Thirdly, there is no dedi-
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cated budget allocated to project managers for executing projects aimed at en-
hancing customer satisfaction. Lastly, the UBA employs digital and technological 
tools to enhance customer satisfaction. 

Project managers in the UBA demonstrate a strong commitment to cus-
tomer satisfaction. 

Based on the data analysis conducted previously, it has been determined that 
project managers (PMs) play an active role in the examined bank’s pursuit of 
customer satisfaction. All respondents agreed that PMs are crucial in ensuring 
that customers’ experiences are continuously enhanced for the organization’s 
growth. The PMs play a variety of roles in ensuring customer satisfaction, rang-
ing from driving critical changes in the UBA’s infrastructures and policies to so-
liciting more constructive feedback from customers.  

This discovery corroborates the results of Meng and Boyd’s (2017) research, 
which suggested that numerous organizations that rely on frequent interactions 
between customers and employees should assign the project manager the re-
sponsibility of maintaining a seamless and amicable rapport between the two 
parties. In project-based industry sectors, especially banking services, it is gener-
ally accepted that project managers are indispensable for retaining and ensuring 
consumer satisfaction. To gain a deeper understanding of the relationship be-
tween project managers and customers, a substantial amount of research has 
been conducted (Papke-Shields et al., 2020; Cheng et al., 2015; Turner & Müller, 
2021). To achieve a balance, the project manager must be cognizant of both the 
requirements of the clients and those of the personnel under his supervision. 
Additionally, PMs must consider a variety of relationship management aspects, 
which are represented by a variety of relationship components. Consequently, 
regarding project-based relationship management, they must exhibit flexibility 
(Meng & Boyd, 2017). 

Furthermore, the discovery that the PM’s responsibility for customer satisfac-
tion can vary substantially corroborates an earlier finding by Ahadzie et al. 
(2018) that emphasized the PM’s capacity to transition between customer care 
and collaborating with colleagues to ensure the project’s success or imminent 
objectives. Like the study, Ahadzie et al. (2018) provide substantial evidence to 
support the notion that project managers have a critical responsibility in man-
aging relationships within project environments. Their substantial contributions 
to relationship management and the considerable amount of effort they dedicate 
to it serve as clear indications of this. In general, the current study identifies two 
primary functions within the realm of relationship management. Ahadzie et al. 
(2018) identified 18 roles in internal relationships and utilized factor analysis to 
decompose them into six components. In contrast, they categorized 18 roles in 
external interactions into five components.  

Among the six determinants that comprise internal and external relationships, 
establishing trust and facilitating effective communication within the organiza-
tion are paramount responsibilities of project managers. Inter-organizational 
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communication, trust, and long-term business prospects are the principal com-
ponents of external relationships, out of a total of five. Effective communication 
and mutual trust are without a doubt fundamental pillars upon which to build 
stronger relationships, both internal and external. In addition to fostering trust 
and intra-organizational communication, other relationship elements that en-
hance project managers’ internal responsibilities encompass team motivation 
and cohesion, conflict resolution, equitable treatment, and empowerment. The 
supplementary elements, which serve to strengthen the rapport, comprise most 
of the soft skills that are examined in the subsequent sections. 

Project managers in the UBA effectively utilize soft skills to ensure cus-
tomer satisfaction.  

The extent to which customer satisfaction in the UBA is dependent on the 
possession of soft skills by project managers is a primary aim of this research. 
Appropriate deployment of soft skills is required for PMs to effectively satisfy 
customers while maintaining the necessary balance for collaboration with col-
leagues, according to the data analysis. Soft skills such as empathy, prob-
lem-solving, communication, and critical thinking are highly valued by the PMs 
under examination at UBA. These abilities are utilized effectively to guarantee 
client satisfaction.  

Ever since the turn of the 21st century, there has been considerable scholarly 
support for the notion that hard and emotional skills are equally indispensable 
for project managers (Kirsch, 2000). Kirsch (2000) has placed significant empha-
sis on the human element of management, or the soft skills possessed by project 
managers. However, this does not undermine the conventional project manage-
ment tools, techniques, or processes. Soft skills have been identified as crucial 
factors in ensuring the success of projects in recent research (Shi & Chen, 2006). 
Practical experience, technical proficiencies, knowledge, and hard skills com-
prise the tangible components of a project manager’s curriculum vitae. This 
classification comprises a range of conventional management attributes and ca-
pabilities, including but not limited to scheduling, risk management, planning, 
evaluating, and monitoring.  

Conversely, soft abilities are conceptual and difficult to quantify. Soft skills are 
more general and can only be assessed in a different context, such as the social 
rather than technical nature of relationships among various project stakeholders. 
Soft skills pertain to a manager’s capacity to collaborate harmoniously with indi-
viduals of diverse personalities, manage work-related tension, and maintain 
high-quality work output despite these factors. Soft skills, in contrast to organi-
zational structure management, encompass the management of organizational 
behaviour and the attitudes of key personnel involved in a project. Although 
they are imperceptible, they are exceedingly expressive, according to Robles 
(2021). Thus, soft skills about the capacity of a manager to facilitate communica-
tion both internally and externally among organizations. 

The results of the current study align with previous investigations carried out 
by Awan et al. (2021) regarding the efficacy of project managers who make 
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greater use of soft skills as opposed to hard skills exclusively. An investigation 
conducted by Awan et al. (2021) among 178 individuals associated with organi-
zations involved in projects revealed a positive correlation of moderate strength 
between the soft leadership abilities that were identified and the success of pro-
jects. Additionally, the study found a positive correlation between collaboration 
and soft leadership abilities. Similarly, the present investigation, the research of 
Awan et al. places significant emphasis on the coordination skills of project 
managers, in addition to their aptitude for problem identification, analysis, and 
resolution. It is anticipated that the outcomes of this research will furnish or-
ganizations and individuals with an interest in projects with crucial proficien-
cies, specifically in the realm of soft leadership, which will enable them to con-
centrate on and effectively implement projects. 

There is no dedicated budget allocated to project managers for executing 
projects aimed at enhancing customer satisfaction. 

The data analysis revealed that UBA allocates significant resources to staff 
training, digital and technological tools, and advocacy campaigns to enhance cus-
tomer satisfaction. However, there was no mention of the organisation sponsoring 
specific projects led by project managers with the goal of further improving cus-
tomer satisfaction with the brand and its services. Although the data analysis re-
vealed the significant areas where budgetary investments were made, it is ex-
pected that there should be specific initiatives aimed at enhancing customer sat-
isfaction through project managers.  

The existence of this phenomenon may be attributed to the findings of a pre-
vious study conducted by Baccarini in 2019. The study revealed that various or-
ganisations employ distinct strategies when it comes to ensuring client happi-
ness. Therefore, the key to achieving customer satisfaction for UBA is not pri-
marily focused on making project managers the leaders in designing and imple-
menting projects that can improve customer satisfaction. Instead, it involves in-
vesting in areas where customers frequently raise complaints. An important cri-
tique is that project success factors are subjective and can possess diverse inter-
pretations for the numerous stakeholders engaged in the project. For instance, 
the project sponsor may prioritise achieving the project’s objectives within the 
allocated budget and time limitations, as well as gaining a prompt return on in-
vestment. Conversely, the principal contractor may concentrate on generating 
profit and building a favourable reputation for future business opportunities. 
However, the end user may possess distinct expectations on the aspects that de-
termine the success of the project. 

The challenge of establishing the parameters for evaluating project effective-
ness has been acknowledged as a complex and contentious matter by scholars 
such as Baccarini (2019) and Liu & Walker (2018). Pinto and Mantel (2019) en-
deavoured to classify project success based on three distinct factors: the efficacy 
of the implementation process, perceived project quality, and client happiness. 
Nevertheless, despite extensive research endeavours over several decades, 
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Cooke-Davies (2020) highlights that a definitive set of criteria that determine 
project success has yet to be established.  

Shenhar et al. (2021) illustrated that project success cannot be achieved by a 
universal approach, as diverse projects necessitate distinct success factors de-
pending on their strategic characteristics and immediate and long-term goals. 
Consequently, every project is one-of-a-kind and necessitates a specific man-
agement strategy. Nevertheless, numerous firms and project managers adhere to 
conventional project management methodologies instead of prioritizing the key 
areas that contribute to their project’s triumph. 

The UBA employs digital and technological tools to enhance customer 
satisfaction. 

The discovery signifies that technology is an essential element for efficient 
customer service in the contemporary world. Considering the growing transition 
of enterprises to the digital realm, the capacity to utilize technology for enhanc-
ing customer service becomes increasingly vital. Given that most clients are un-
willing to tolerate hold times exceeding two minutes, project managers can em-
ploy their interpersonal abilities to tackle this problem. Nevertheless, in the present 
era, any delay in response is deemed unacceptable, and technology, when utilized 
correctly, can expedite communication in the realm of customer service. In addi-
tion, the process of converting client contentment into digital form produces more 
prompt outcomes, since the implementation of automation and self-service al-
ternatives can provide customers with rapid and instinctive solutions, leading to 
financial benefits for firms. 

Automation enhances the efficacy of customer care personnel, resulting in 
improved client outcomes and increased rates of customer retention. Technolo-
gy is fundamentally transforming the call centre industry by allowing customer 
support experts to optimize their time and offering organizations cost-effective 
access to skilled agents. Developing novel methods to effectively cater to clients 
is essential for enhancing customer satisfaction, particularly in the current era of 
social distancing, with technology assuming a prominent position. This essay will 
examine the role of reliable outsourcing partners in the development of technolo-
gy-driven solutions and the associated advantages. 

The discovery aligns with the research conducted by Abdulquadri et al. 
(2021), which uncovered the current adoption of chatbots and other digital tools 
by Nigerian banks to improve consumer engagement and facilitate financial in-
clusion. Notably, WhatsApp emerges as the predominant platform for such im-
plementations. The chatbots were commonly associated with and portrayed as 
female, yet they exhibited reduced responsiveness when straying from their pre-
determined course. Although Nigeria is a bilingual country with English as its 
official language, none of the chatbots utilized any of the indigenous languages. 
Majchrzak et al. (2016) emphasized that the utilization of digital technology is 
enhancing major corporate progress, customer experiences, and the creation of 
new business models, hence posing a challenge to existing customer interaction 
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methods. Digital transformation is a strategic initiative that aims to enhance an 
organization’s performance by using technology such as information, compu-
ting, communication, and networking to bring about substantial changes in its 
characteristics. 

Both contemporary and prior research findings indicate that the incorpora-
tion of diverse technologies in digital transformation can profoundly alter the 
operational practices of firms. Hence, it is unsurprising to witness the numerous 
organizations that have modified their operational frameworks by integrating 
technology, particularly digitization, which has created fresh avenues for con-
ducting company. Li et al. (2018) have shown that companies can utilize digital 
tools and technologies to modify their business models in response to evolving 
client desires and behaviour. 

6. Conclusion 

We delved into the intricate relationship between project managers and client 
satisfaction within the context of UBA Nigeria. Our findings shed light on criti-
cal factors that significantly impact client satisfaction and underscore the pivotal 
role project managers play in shaping project outcomes. The study concludes 
that banks should actively promote the cultivation of interpersonal skills among 
project managers to foster customer relationships, even in the face of advancing 
digital technology. Project managers at UBA Nigeria wield considerable influ-
ence over client satisfaction. Their ability to navigate challenges, build trust, and 
deliver successful projects directly impacts organizational success. As the busi-
ness landscape evolves, project managers must remain agile, empathetic, and 
committed to exceeding client expectations. 

Recommendation 

Organizations should invest in project management training programs that em-
phasize soft skills, stakeholder engagement, and client-centric approaches. Con-
tinuous professional development ensures that project managers remain effec-
tive and adaptable. Also, comparative studies across industries and regions 
would provide valuable insights. How do UBA Nigeria’s project managers fare 
against global benchmarks? Identifying best practices and areas for improve-
ment can guide future strategies. 

Finally, Long-term tracking of client satisfaction across multiple projects 
would reveal trends and patterns. Understanding how satisfaction evolves will 
allow for targeted interventions, and implementing robust feedback mecha-
nisms, such as regular surveys, focus groups, and client interviews, can enhance 
project managers’ responsiveness and adaptability  
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