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Abstract 

This study investigates the relationship between virtual customer care services and corporate 

responsiveness in commercial banks operating in Bayelsa State, as well as the impact of 

operational challenges on the effective use of virtual customer care platforms. With increasing 

digital transformation in the banking sector, understanding how virtual platforms influence service 

responsiveness has become vital. Using a correlational research design and a sample of 84 bank 

employees and customers, data were collected and analyzed through the Spearman’s rank 

correlation method. The findings revealed a moderate positive and statistically significant 

correlation between virtual customer care services and responsiveness, indicating that enhanced 

digital customer engagement improves banks' ability to address customer needs efficiently. 

Furthermore, a strong positive correlation was observed between operational challenges and 

virtual platform usage, suggesting that issues such as technical glitches, low digital literacy, and 

infrastructural deficits negatively affect the effectiveness of these services. These results 

underscore the importance of mitigating technical limitations to harness the full benefits of virtual 

customer care in enhancing corporate responsiveness. The study recommends strategic 

investments in ICT infrastructure, regular staff training, and digital literacy campaigns for 

customers to improve service delivery. 

 

Keywords: Virtual customer care, Responsiveness, Nigerian banks, Technological challenges, 

Service quality. 
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Introduction 

The increasing adoption of digital technologies across various industries has significantly 

transformed the landscape of customer service. One of the most significant shifts has been the 

emergence of virtual customer care services—those delivered through online platforms, social 

media, chatbots, mobile applications, and other digital communication channels. In the Nigerian 

banking sector, this transformation has gained momentum in recent years as banks seek to improve 

operational efficiency, reduce costs, and enhance customer experience. 

Customer care services are central to the overall customer experience, and their quality directly 

influences customer satisfaction, loyalty, and retention (Choudhury & Harrigan, 2014). With the 

advancement of information and communication technology (ICT), Nigerian banks have 

increasingly moved from traditional, in-person banking methods to digital and virtual platforms. 

These platforms offer 24/7 services, faster response times, personalized communication, and 

improved service delivery (Ogbuji, Onuoha, & Izogo, 2012). As such, virtual customer care 

services have emerged as critical tools in achieving corporate responsiveness—the ability of an 

organization to effectively and promptly react to customer needs, feedback, and complaints. 

The banking sector in Nigeria is a vital pillar of the economy, facilitating monetary transactions, 

credit provision, investment, and financial inclusion. In recent years, the sector has faced 

increasing pressure to digitize services, especially in the wake of the COVID-19 pandemic, which 

exposed the limitations of traditional face-to-face interactions (Okoye & Ezeh, 2021). In response, 

many banks have accelerated the implementation of virtual channels to address customer issues, 

including email support, social media teams, AI-driven chatbots, and mobile app support services. 

Corporate responsiveness in this context refers to how quickly, efficiently, and effectively a bank 

responds to customer queries, complaints, and service requests (Kotler & Keller, 2016). A 

responsive institution demonstrates commitment to customer satisfaction and service quality, 

which in turn enhances brand reputation and competitiveness. Nigerian banks have realized the 

importance of this, as customers increasingly expect timely and tailored responses to their needs 

through various digital channels. 

Despite the opportunities provided by virtual customer care systems, several challenges persist in 

the Nigerian banking environment. Many customers have reported delays in response time, 

unhelpful automated replies, poor issue resolution, and limited access to real-time human support 

(Adeoye & Lawanson, 2020). These issues have raised concerns about the effectiveness of virtual 

customer care in ensuring corporate responsiveness, especially in a market where trust, speed, and 

reliability are key to customer retention. 

Moreover, the competitive nature of the Nigerian banking industry has pushed institutions to 

continuously innovate and adopt advanced technologies to retain and attract customers. With the 

rise of fintech firms offering agile and customer-friendly services, traditional banks are compelled 

to enhance their digital strategies, especially in the realm of customer engagement (Adewoye, 

2013). Therefore, virtual customer care is no longer a supplementary service; it has become a 

strategic necessity. 

However, the level of responsiveness through virtual platforms remains inconsistent across 

Nigerian banks. Some institutions have succeeded in creating seamless experiences for customers 

through robust digital support systems, while others struggle with infrastructural constraints, lack 

of skilled personnel, and poor integration of technologies. These disparities call for a critical 

examination of the extent to which virtual customer care services influence corporate 

responsiveness in the Nigerian banking sector. 
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Given this context, there is a pressing need to evaluate the effectiveness of virtual customer care 

services in achieving corporate responsiveness in Nigerian banks. Understanding the relationship 

between these variables is essential for improving service delivery, fostering customer trust, and 

enhancing the overall competitiveness of the banking industry. 

The Nigerian banking sector has undergone significant digital transformation in the last decade, 

driven by the demand for greater convenience, technological advancements, and a changing 

customer base that increasingly favors virtual interaction. Virtual customer care services—offered 

through email, chatbots, mobile apps, and social media—are now integral components of modern 

banking operations. While these platforms have potential benefits, including cost savings, 

extended availability, and quicker communication, there is growing concern about their actual 

contribution to corporate responsiveness. 

Corporate responsiveness, characterized by the speed, efficiency, and accuracy of a bank’s 

reactions to customer inquiries and complaints, is a critical indicator of service quality. In theory, 

virtual customer care should enhance responsiveness by enabling banks to provide real-time 

support across multiple channels. However, practical realities in the Nigerian context often 

contradict this expectation. Numerous customers report long response times, unresolved issues, 

non-functional chatbots, and frustrating service loops (Ojo & Adebayo, 2019). These shortcomings 

undermine customer satisfaction and erode trust in digital banking services. 

Several banks in Nigeria have launched ambitious virtual customer service initiatives, investing 

heavily in automated systems and digital infrastructure. However, the inconsistency in service 

delivery has raised doubts about the effectiveness of these tools in truly enhancing corporate 

responsiveness. While some institutions appear to have successfully leveraged digital tools to 

boost their responsiveness, others lag behind due to infrastructural deficiencies, poor system 

integration, lack of trained personnel, and weak feedback mechanisms (Eze, Chinedu-Eze, & 

Bello, 2019). 

Furthermore, the competitive landscape of Nigeria’s banking industry demands that institutions 

differentiate themselves not only by product offerings but also by service delivery. As fintech 

startups and mobile money operators continue to provide streamlined and customer-focused 

services, traditional banks are at risk of losing market share unless they can match or exceed these 

standards in their virtual engagements. Poor virtual customer service not only diminishes customer 

satisfaction but also poses reputational risks and impacts long-term profitability. 

Additionally, the shift towards virtual platforms has exposed a digital divide among customers. 

While some customers are digitally savvy and can navigate virtual interfaces easily, others struggle 

with access, literacy, and trust issues. This raises concerns about inclusivity and equitable access 

to banking services, even as digitalization advances (Ayo, Adewoye, & Oni, 2010). A failure to 

provide responsive virtual care services to all customer segments could exacerbate financial 

exclusion and inequality. 

Moreover, there is limited empirical research specifically investigating the impact of virtual 

customer care services on corporate responsiveness in Nigerian banks. Most existing studies focus 

broadly on digital banking or customer satisfaction, without delving into the specific dynamics of 

virtual customer service tools and their role in shaping institutional responsiveness (Olise, 

Anigbogu, Edoko, & Okoli, 2014). This gap in the literature highlights the need for a focused 

inquiry that can provide actionable insights for policymakers and banking executives. 

In light of the above, the problem this study seeks to address is the uncertain effectiveness of virtual 

customer care services in enhancing corporate responsiveness in the Nigerian banking sector. 
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While digital tools are widely implemented, their contribution to prompt and effective customer 

engagement remains questionable. This study will explore the relationship between the adoption 

of virtual customer care technologies and the quality of responsiveness experienced by customers, 

aiming to uncover the factors that enable or hinder success in this critical area of banking service 

delivery.  

 

Objectives 

The main objective of the study is to investigate relationship between virtual customer care 

services and corporate responsiveness in commercial banks operating in Bayelsa State. 

Specifically, to; 

1. Examine the between virtual customer care services and the responsiveness of banks to 

customer inquiries and complaints in the Nigerian banking sector. 

2. Explore the challenges and limitations associated with the implementation of virtual 

customer care platforms in enhancing corporate responsiveness among Nigerian banks. 

 

Hypotheses 

The null hypotheses will guide the study;  

1. There is no significant relation between virtual customer care services and the 

responsiveness of banks to customer inquiries and complaints in the Nigerian banking 

sector. 

2. There is no challenges and limitations associated with the implementation of virtual 

customer care platforms in enhancing corporate responsiveness among Nigerian banks.   

 

Literature Review 

The intersection of virtual customer care services and corporate responsiveness has increasingly 

become a focal point in contemporary banking research, particularly in developing economies such 

as Nigeria. As digital transformation becomes a strategic imperative for the banking sector, the 

adoption of virtual platforms for customer service is being leveraged not only to enhance customer 

satisfaction but also to improve operational agility and responsiveness. 

Virtual customer care services refer to the provision of customer support and interaction through 

internet-enabled channels such as mobile applications, websites, social media, live chats, emails, 

and artificial intelligence-powered chatbots. These platforms offer real-time communication, self-

service capabilities, and a more scalable way to handle large volumes of customer interactions 

(Choudhury & Harrigan, 2014). The significance of these digital interfaces in customer 

engagement lies in their ability to provide around-the-clock support and reduce the bottlenecks 

associated with physical customer service centers (Adewoye, 2013). In the Nigerian banking 

context, this shift has been particularly accelerated by the widespread adoption of smartphones, 

increasing internet penetration, and the necessity for contactless banking introduced during the 

COVID-19 pandemic (Okoye & Ezeh, 2021). 

Corporate responsiveness, on the other hand, is the ability of an organization to effectively address 

and resolve customer issues in a timely manner. In the banking sector, responsiveness is crucial as 

it determines not just customer satisfaction but also long-term customer retention and brand 

reputation. According to Kotler and Keller (2016), responsiveness is an integral dimension of 

service quality that influences customer perception of the brand. Nigerian banks have increasingly 

embraced virtual platforms to foster greater responsiveness. However, the effectiveness of these 
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platforms varies across institutions due to infrastructural, managerial, and technological disparities 

(Ogbuji, Onuoha, & Izogo, 2012). 

Research suggests that when virtual customer care is efficiently managed, it enhances 

organizational responsiveness by shortening response time, improving issue resolution rates, and 

providing personalized customer experiences (Oni & Papazafeiropoulou, 2014). Customers expect 

swift and meaningful responses when engaging through virtual channels, especially given the 

instant nature of digital communication. In a study by Ayo et al. (2016), it was found that the 

responsiveness of Nigerian banks via mobile banking apps and social media platforms 

significantly influenced customer satisfaction. However, the study also noted that while these 

platforms increased accessibility, poor follow-up and inconsistent information often led to 

dissatisfaction. 

One of the major benefits associated with virtual customer care is cost efficiency. Traditional 

customer service structures that rely heavily on physical branches and face-to-face interaction are 

not only resource-intensive but also limited in scale. Digital platforms allow banks to scale their 

customer support operations without corresponding increases in physical infrastructure or 

personnel (Oluwatayo & Adetunji, 2019). In Nigeria, where operating costs are high due to erratic 

power supply, infrastructure deficits, and high labor costs, virtual services offer a viable solution 

for achieving greater reach at reduced cost. 

Nonetheless, virtual customer care in Nigeria faces several challenges that hinder its contribution 

to corporate responsiveness. According to Adeoye and Lawanson (2020), one major challenge is 

the unreliability of internet connectivity, which often disrupts service delivery and frustrates users. 

Additionally, many banks rely on poorly trained customer care agents or low-capability chatbots 

that fail to provide meaningful assistance. This leads to a mismatch between customer expectations 

and actual service delivery. Further, digital literacy among certain segments of the Nigerian 

population remains low, especially among older adults and rural dwellers, limiting the 

inclusiveness of virtual platforms. 

Empirical studies have demonstrated that technology adoption in banking must be complemented 

with human-centered strategies to improve responsiveness. Ojekudo and Oboreh (2022) assert that 

while automation through chatbots can manage simple queries efficiently, complex or emotionally 

sensitive issues still require human intervention. They emphasize the importance of integrating 

artificial intelligence with human oversight to strike a balance between speed and empathy. 

Similarly, Esan and Okafor (2020) found that customer satisfaction increased when banks provided 

hybrid service models that allowed seamless transition from virtual to human assistance. 

In exploring the Nigerian case further, the role of organizational commitment and strategic 

orientation becomes apparent. The success of virtual customer care and its effect on responsiveness 

largely depends on how committed an institution is to investing in digital tools and employee 

training. For example, banks that allocate sufficient resources to training virtual agents and 

upgrading digital infrastructure tend to record higher levels of responsiveness (Eze, 2019). 

Conversely, banks that view digital platforms merely as cost-cutting measures often fail to meet 

customer expectations, resulting in high rates of churn and negative public sentiment. 

Another aspect worth noting is the growing role of social media as a channel for virtual customer 

service in Nigeria. Platforms such as Twitter, Facebook, and Instagram have become customer 

touchpoints where inquiries and complaints are lodged publicly. Banks that are responsive on these 

platforms often enjoy positive reputational spillovers, as customer queries and their subsequent 

resolution are visible to the public. According to Abubakar and Bala (2021), social media 
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responsiveness has become a key component of brand equity in Nigerian banking. Delays or poor 

management of public complaints on these platforms often escalate into reputational crises. 

Furthermore, virtual customer care systems must be evaluated not just on their ability to respond 

quickly, but also on the quality and personalization of the responses provided. Customers 

increasingly expect interactions that recognize their unique needs and banking histories. A study 

by Uduji and Nnabuko (2017) emphasized that personalization in digital interactions plays a 

significant role in enhancing customer trust and loyalty. Nigerian banks, therefore, must invest in 

customer relationship management (CRM) systems that collect and analyze customer data to 

facilitate tailored communication. 

Cybersecurity also emerges as a significant issue in the discourse on virtual customer care. The 

Nigerian banking sector has experienced growing concerns about data breaches and phishing 

scams that exploit digital customer service platforms. As noted by Okoh and Olayemi (2018), 

customers are often wary of sharing sensitive information over virtual platforms due to fears of 

identity theft and fraud. This reluctance can impede open communication and reduce the 

effectiveness of digital service channels. Therefore, ensuring robust cybersecurity frameworks is 

essential to foster trust and ensure responsiveness. 

 

Theoretical Framework 

The theoretical foundation for this study is anchored on the Technology Acceptance Model (TAM) 

and the Service Quality (SERVQUAL) Model, both of which provide critical insights into the 

adoption of technology and its implications for service delivery and organizational responsiveness. 

The Technology Acceptance Model, developed by Davis (1989), posits that the acceptance and 

usage of technology by individuals are primarily determined by two key factors: perceived 

usefulness and perceived ease of use. In the context of virtual customer care services in the 

Nigerian banking sector, this theory explains how customers and bank employees perceive and 

interact with digital platforms such as mobile apps, online chat systems, and automated response 

mechanisms. When users find these platforms beneficial in resolving their banking issues and easy 

to navigate, their willingness to engage with them increases, thereby enhancing the overall 

responsiveness of the institution (Venkatesh & Davis, 2000). 

TAM is especially relevant in understanding how digital service innovations are embraced in a 

developing economy like Nigeria, where digital infrastructure and literacy levels vary widely. For 

banks, perceived usefulness translates into the ability of virtual customer care tools to speed up 

complaint resolution and provide timely responses to inquiries. Meanwhile, perceived ease of use 

relates to the user-friendliness of digital interfaces, which determines how quickly customer issues 

can be communicated and resolved. By applying this model, the study can assess how these 

perceptions influence both the adoption of virtual service channels and the responsiveness 

outcomes for banks operating in Nigeria. 

Complementing TAM is the SERVQUAL model developed by Parasuraman, Zeithaml, and Berry 

(1988), which identifies five dimensions of service quality: tangibility, reliability, responsiveness, 

assurance, and empathy. Of these, responsiveness is central to this study as it refers to the 

willingness and ability of an organization to help customers and provide prompt service. In the 

realm of virtual customer care, responsiveness entails how quickly and effectively banks can 

acknowledge, address, and resolve customer concerns via digital platforms. The SERVQUAL 

model helps to measure customer perceptions and expectations regarding service interactions and 

highlights any existing service gaps. 
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Applying the SERVQUAL model within the Nigerian banking sector reveals a complex interaction 

between customer expectations and institutional capabilities. Many Nigerian customers expect 

immediate feedback and real-time resolution when using virtual channels, but inconsistent digital 

infrastructure, poorly designed user interfaces, and delayed responses often fall short of these 

expectations. By utilizing SERVQUAL, the study is positioned to evaluate the extent to which 

virtual customer care services meet responsiveness standards, thereby offering insights into service 

quality performance in a digital context. 

Furthermore, the integration of TAM and SERVQUAL in this framework allows for a 

comprehensive examination of both technological adoption and service delivery outcomes. This 

dual-theoretical approach facilitates a better understanding of not only the factors influencing the 

uptake of virtual customer care platforms but also how these tools translate into tangible 

improvements in organizational responsiveness. It aligns with existing research that emphasizes 

the interplay between digital innovation and service quality in enhancing customer experience 

(Choudhury & Harrigan, 2014; Ojekudo & Oboreh, 2022). 

In the specific context of Nigerian banks, where customer satisfaction and loyalty are heavily 

influenced by service responsiveness, this theoretical framework offers a valuable lens through 

which the effectiveness of virtual customer care strategies can be assessed. It also provides a 

structured basis for investigating the relationship between digital service tools and key 

organizational outcomes such as customer retention, complaint resolution time, and brand 

perception. 

Ultimately, the combined application of the Technology Acceptance Model and the SERVQUAL 

model supports a multidimensional analysis of virtual customer care services, addressing both the 

technological and service-oriented components of corporate responsiveness. This integration is 

crucial for identifying practical strategies that Nigerian banks can adopt to improve their virtual 

service channels and deliver faster, more reliable, and customer-centric responses in an 

increasingly digital financial landscape. 

 

Previous studies 

Adeoti and Fakorede (2020) conducted an empirical investigation into the digital transformation 

of customer service frameworks within Nigeria's service industries. Their study highlighted that 

despite the potential of virtual platforms to enhance responsiveness and reduce service delays, 

various infrastructural and technical challenges, such as inadequate broadband penetration and 

lack of system integration, hinder optimal use. Their findings established a clear link between 

infrastructural inefficiencies and reduced service quality, emphasizing the need for systemic 

improvements to maximize the benefits of virtual service platforms. 

Choudhury and Harrigan (2014) explored the implementation of digital customer engagement 

tools in developed and emerging markets. Their research empirically demonstrated that the success 

of virtual customer care is largely contingent upon customer digital literacy, user experience 

design, and reliability of technical infrastructure. They further observed that users who experience 

frequent disruptions or technical complexity are less likely to engage with digital customer 

platforms, leading to decreased adoption and satisfaction. 

In a sector-specific empirical study, Okoro (2019) analyzed the barriers to digital transformation 

in Nigerian banks. Using survey data and qualitative interviews, Okoro found that poor ICT 

infrastructure, frequent power outages, and unreliable internet services significantly limit the 

effectiveness of digital service delivery. His findings support the notion that the physical and 
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technological environment remains a major determinant of digital adoption success, and that 

customer frustration due to recurrent system failures undermines trust and loyalty. 

Olayinka and Ayoola (2021) conducted a user-experience-based empirical study on automated 

customer service systems across Nigerian e-commerce platforms. Their research indicated that 

while automation improves efficiency, it often lacks the human element needed to address nuanced 

customer concerns. The study found that over-reliance on non-personalized systems contributes to 

user dissatisfaction, especially in resolving complex queries. They recommended a hybrid 

approach that integrates human support with automated systems to enhance customer satisfaction 

and trust. 

Eze, Chinedu-Eze, and Bello (2018) provided an extensive empirical analysis of virtual service 

delivery models in Nigeria. Their mixed-method study revealed that both technological constraints 

(such as outdated software and poor interoperability) and user-related issues (like low digital 

literacy) are critical inhibitors to successful digital service implementation. The study concluded 

that proactive efforts to train users and upgrade technological infrastructure are essential to 

overcoming these barriers and improving virtual service responsiveness. 

 

Literature Gap 

The literature highlights that virtual customer care services can significantly enhance corporate 

responsiveness when implemented effectively. The benefits of increased accessibility, reduced 

costs, scalability, and real-time communication are clear. However, challenges such as poor 

infrastructure, lack of skilled personnel, limited personalization, and digital exclusion must be 

addressed. For Nigerian banks to fully capitalize on the promise of virtual customer care, there 

must be a strategic alignment between technological adoption and customer-centric service design. 

Investment in training, infrastructure, cybersecurity, and hybrid models of service delivery will be 

essential in ensuring that virtual platforms truly contribute to timely, effective, and satisfactory 

customer experiences. 

Despite the growing body of literature highlighting the benefits of virtual customer care in 

enhancing service delivery, there remains a limited understanding of how these digital platforms 

specifically impact corporate responsiveness in the Nigerian banking context. Existing studies 

have largely focused on customer satisfaction and technology adoption, often neglecting the 

responsiveness dimension—particularly in terms of response speed, quality of resolution, and 

consistency across digital channels. Furthermore, there is insufficient empirical evidence 

addressing the contextual challenges unique to Nigeria, such as infrastructural limitations, digital 

literacy disparities, and institutional readiness. This gap underscores the need for a focused 

investigation into the extent to which virtual customer care services influence corporate 

responsiveness within Nigerian banks. 

 

Methodology 

This study adopts a quantitative research design to investigate the relationship between virtual 

customer care services and corporate responsiveness in the Nigerian banking sector. The 

population of the study comprises customers and staff of selected commercial banks operating 

within major cities in Nigeria, while a stratified random sampling technique will be employed to 

ensure representative data collection across various demographic groups. Primary data will be 

gathered through the administration of structured questionnaires, designed to capture respondents’ 

perceptions of the effectiveness, efficiency, and responsiveness of virtual customer care services. 
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The questionnaire will utilize a five-point Likert scale ranging from "strongly disagree" to 

"strongly agree" to measure key variables. Data collected will be analyzed using descriptive 

statistics to summarize respondent characteristics and inferential statistics, particularly inferential 

analysis (Spearman Rank Correlation Coefficient), to examine the relationship between virtual 

customer care and corporate responsiveness. The Statistical Package for the Social Sciences 

(SPSS) version 26 will be used for data analysis, and ethical considerations such as informed 

consent, confidentiality, and voluntary participation will be strictly observed throughout the study. 

 

Analysis, Results and Discussion  

This section deals essentially with statistical testing of the hypotheses formulated for this study 

and also interpreting the result making use of Spearman Rank Correlation Coefficient. 

There is no challenges and limitations associated with the implementation of virtual customer care 

platforms in enhancing corporate responsiveness among Nigerian banks. 

 

Table 1: Correlation Outcome between Virtual customer care services and Responsiveness 

Correlations 

 Virtual 

customer care 

services 

Responsiveness 

Spearman's rho 
Virtual customer care 

services 

Correlation 

Coefficient 
1.000 .432** 

 

 
Sig. (2-tailed) . .000 

N 84 84 

Responsiveness 
Correlation 

Coefficient 
.432** 1.000 

  
Sig. (2-tailed) .000 . 

N 84 84 

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

Source: SPSS, 2025. 
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Table 2: Correlational Outcome between Challenges/Limitations and Virtual customer care 

platforms 

Correlations 

 Challenges 

and 

limitations 

Virtual 

customer care 

platforms 

Spearman's rho 
Challenges and 

limitations 

Correlation 

Coefficient 
1.000 .609** 

 

 
Sig. (2-tailed) . .000 

N 84 84 

Virtual customer care 

platforms 

Correlation 

Coefficient 
.609** 1.000 

  
Sig. (2-tailed) .000 . 

N 84 84 

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

Source: SPSS, 2025. 

 

The results from Table 1 show a moderate positive and statistically significant correlation (r = .432, 

p < 0.01) between virtual customer care services and corporate responsiveness in Nigerian banks. 

This indicates that improvements in the use and implementation of virtual customer care 

platforms—such as mobile apps, chatbots, and social media interfaces—are associated with 

enhanced responsiveness from the banks in addressing customer issues, inquiries, and complaints. 

The significance level (p = 0.000) suggests that this relationship is not due to chance, thereby 

confirming a meaningful association between the two variables. 

This finding aligns with previous literature indicating that virtual customer care tools, when 

efficiently utilized, enhance the speed and accuracy of service delivery, which is central to 

organizational responsiveness (Adeoti & Fakorede, 2020; Choudhury & Harrigan, 2014).  

Table 2 reveals a strong positive and statistically significant correlation (r = .609, p < 0.01) between 

the challenges/limitations and the use of virtual customer care platforms. This suggests that as the 

frequency or severity of challenges (e.g., technical issues, poor internet connectivity, low digital 

literacy, and system downtimes) increases, the effectiveness or adoption of virtual platforms is 

likely to decrease. In other words, the challenges encountered in the digital customer service space 

substantially affect the success and efficiency of these platforms. This observation is supported by 

findings from Okoro (2019), who noted that poor ICT infrastructure remains a major obstacle to 

digital transformation in Nigeria’s service sectors, particularly banking. Additionally, Olayinka 

and Ayoola (2021) argued that reliance on automated systems without adequate customer-centric 

design can lead to impersonal service and customer dissatisfaction. These limitations not only 

reduce customer trust in virtual channels but also compromise overall corporate responsiveness. 

The strong correlation between challenges and virtual platform effectiveness implies that unless 

these challenges are addressed, the full potential of virtual customer care in enhancing 

responsiveness may not be realized. This is consistent with findings by Eze, Chinedu-Eze, and 

Bello (2018), who emphasized that the success of virtual service delivery in Nigeria is strongly 

dependent on mitigating technological and user-based limitations. 
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Conclusion 

This study concludes that virtual customer care services significantly enhance corporate 

responsiveness in the Nigerian banking sector by making customer interactions faster, more 

accessible, and more consistent. The adoption of digital platforms has enabled banks to effectively 

address customer inquiries and complaints, resulting in improved service delivery and customer 

satisfaction. However, challenges such as technological infrastructure limitations, insufficient 

personalization, and digital literacy gaps continue to hinder the full realization of these benefits. 

Therefore, while virtual customer care services have transformed responsiveness in many Nigerian 

banks, continuous improvements are necessary to sustain and deepen their positive impact. 

 

Recommendations 

Based on the findings and conclusion, the following recommendations are made: 

1. Nigerian banks should invest more in upgrading their digital infrastructure to ensure 

reliable, secure, and uninterrupted virtual customer care platforms. 

2. Banks should adopt a hybrid service model that combines artificial intelligence-powered 

tools with human agents to address complex and emotionally sensitive customer issues 

effectively. 

3. There is a need for ongoing training programs to improve digital literacy among both 

customers and bank employees to maximize the benefits of virtual customer care. 

4. Banks should establish robust feedback mechanisms to continuously monitor customer 

experiences and adapt their virtual service strategies accordingly. 

5. Regulatory bodies, such as the Central Bank of Nigeria, should provide clear guidelines 

and support to standardize the implementation of virtual customer care services across the 

industry to promote consistency and trust. 

 

Contribution to Knowledge 

This study contributes to the growing body of literature on digital banking and service quality by 

empirically demonstrating the influence of virtual customer care services on corporate 

responsiveness in a developing economy. Unlike previous research that focused solely on customer 

satisfaction or technology adoption, this study bridges the gap by specifically linking digital 

service channels to organizational responsiveness—a key performance metric in the banking 

industry. It provides contextual insights into how Nigerian banks are navigating the digital 

transition and highlights the specific challenges and opportunities that exist within the local 

environment. The study also extends the application of the Technology Acceptance Model and 

SERVQUAL framework by showing how these theories interact in the analysis of digital 

responsiveness, particularly in the African banking context. 

 

Suggestion for Further Studies 

Future research should explore the long-term impact of virtual customer care services on customer 

loyalty and brand equity within the Nigerian banking sector. Comparative studies between urban 

and rural banking environments could also yield valuable insights, especially in terms of 

accessibility and infrastructure disparity. Additionally, qualitative research involving interviews or 

focus group discussions with bank staff and customers could provide deeper understanding of the 

emotional and human aspects of virtual service delivery. Further studies may also examine the role 

of emerging technologies such as artificial intelligence, machine learning, and blockchain in 
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enhancing customer care responsiveness and trust in digital banking systems. Expanding the study 

to include other sectors such as telecommunications or e-commerce could also offer a broader 

perspective on virtual customer care across Nigeria's digital economy. 
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