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ABSTRACT

This study explored the relationship between artificial intelligence (AI) automation, operationalized
in machine learning (ML) and robotic process automation (RPA), and customer gratification within
the banking industry in Rivers State. It investigated how Al-driven automation influences customer
satisfaction across three key measures: functional gratification, social gratification, and emotional
gratification. The study employed a correlational approach, collecting data from bank customers and
employees through the use of a questionnaire. Findings indicated that AI automation significantly
enhances functional gratification by improving service efficiency and accuracy. Additionally, AI-
driven services foster social gratification by providing personalized experiences and engagement,
while also boosting emotional gratification through seamless, reliable, and stress-free interactions.
However, concerns around data privacy and the potential loss of human touch in banking services
were also noted. Based on the findings, the study recommends that banks continue to integrate Al
technologies, ensuring transparency, data security, and maintaining a balance between automation
and human interaction to fully realize the benefits of customer gratification.
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INTRODUCTION

In Nigeria, a nation with a rapidly growing economy and a large, diverse customer base, customer
gratification has become a key factor in determining the competitive edge of businesses, particularly
within the banking industry. As banks increasingly strive to retain and attract customers in a
competitive marketplace, understanding the importance of customer satisfaction and addressing
challenges in delivering superior services are crucial.Customer gratification refers to the extent to
which a customer’s expectations are met or exceeded by a product or service (Kottler, Armstrong &
Opresnik, 2021). In the banking industry, customer satisfaction has become pivotal not only in
driving customer loyalty but also in enhancing business profitability. Satisfied customers are more
likely to continue utilizing banking services, engage in word-of-mouth promotion, and contribute to
the overall growth of the banking institution (Akbari, Mousavi,& Farahani, 2019).

Studies have shown that banks with high levels of customer satisfaction experience increased
retention rates, leading to reduced marketing costs and greater profitability (Chidi, 2020).
Additionally, customer gratification fosters a positive brand image, which can significantly impact
the public perception of a bank and influence potential customers. The banking sector in Nigeria is
becoming increasingly competitive, with new entrants challenging traditional banks. Hence,
customer gratification has evolved into a strategic tool that determines whether a customer remains
loyal to a bank or switches to competitors offering better services (Olorunsola, 2023).Customer
gratification is a multi-dimensional concept that encompasses several factors, including service
quality, product offerings, customer interactions, and the emotional satisfaction derived from the
overall customer experience. According to Kotler et al. (2021), customer satisfaction is the degree
to which a product or service meets or exceeds the customer's expectations. This definition is further
refined by Ojo (2019), who argues that customer gratification in the banking sector involves not
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only meeting transactional needs but also ensuring that emotional and psychological needs of
customers are addressed.

Satisfaction is typically gauged using various metrics, such as customer surveys, net promoter
scores, or service quality evaluations. In the Nigerian banking context, gratification is often linked
to factors like the ease of using digital banking platforms, the availability of responsive customer
support, and the perceived fairness in pricing (Akinyele, Akinwale, & Olasina, 2020).The Nigerian
banking sector has faced numerous challenges that hinder effective customer gratification. One of
the primary obstacles is the issue of service quality. Despite technological advancements, many
Nigerian banks still struggle to provide consistent and high-quality customer service (Oladejo,
Oloyede, & Olamide, 2021). Long wait times, unresponsive staff, and outdated infrastructure
contribute to customer dissatisfaction. Additionally, the rapid adoption of digital banking services
has exposed weaknesses in some banks’ digital platforms, leading to frustrations among tech-savvy
customers who demand seamless experiences (Ikechukwu, 2022).

Another challenge is the issue of trust. Nigerian banks have often been associated with high service
charges and hidden fees, which erode customer gratification (Adebayo & Akanbi, 2020). In a market
where consumers are skeptical about transparency and fairness, banks that fail to uphold integrity
in their dealings with customers risk losing their clientele to competitors with more customer-friendly
policies. Moreover, socio-economic factors also play a significant role in customer gratification in
Nigeria. High levels of poverty, limited access to banking infrastructure in rural areas, and the overall
economic instability make it difficult for banks to meet the diverse needs of their customers (Ezeani
& Onwuka, 2023). Additionally, Nigerian banks are often faced with a lack of customer engagement
due to cultural differences and communication barriers between customers and employees.
Addressing the challenges faced by Nigerian banks in customer gratification is essential for both
customer retention and business growth. Given the highly competitive banking environment in
Nigeria, banks must continually innovate to improve service delivery. Solutions to customer service
challenges can range from investing in staff training to enhancing the digital banking experience
(Akinyele et al., 2020). More importantly, Nigerian banks must place emphasis on customer
relationship management (CRM) systems that not only track customer interactions but also help in
anticipating customer needs. Solving the problem of trust and transparency can be achieved by
implementing fair pricing models and ensuring that all charges are clearly communicated to
customers. Transparency in policies will foster a sense of security and loyalty among customers,
ultimately leading to enhanced satisfaction (Oladejo et al., 2021).

Additionally, improving customer gratification in Nigerian banks requires a commitment to a
customer-first culture, wherein banks prioritize resolving customer complaints and addressing
grievances in a timely and efficient manner. The ability to swiftly resolve issues significantly
contributes to customer gratification (Ojo, 2019).The rise of artificial intelligence (AI) and
automation has brought transformative changes across various sectors worldwide. In Nigeria,
particularly within the banking industry, these advancements have the potential to address
persistent challenges related to customer satisfaction and retention. The rapid adoption of Al and
automation technologies provides Nigerian banks with a pathway to resolve inefficiencies in service
delivery, enhance customer experiences, and improve operational efficiency. The banking sector in
Nigeria faces numerous challenges, particularly related to customer gratification. These challenges
often stem from inefficiencies in service delivery, high operational costs, long wait times, and
inadequate personalization of services. Al automation has emerged as a potential solution to these
challenges by enabling banks to provide more efficient and customer-centric services. Al
technologies, such as machine learning, natural language processing, and robotic process
automation (RPA), can help streamline banking operations, automate repetitive tasks, and enhance
decision-making processes.

The long waiting times that customers experience during transactions, whether in physical branches
or while navigating digital banking platforms, AI automation can address this problem by
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implementing chatbots for customer support, automating account inquiries, and processing
transactions quickly and accurately. This allows customers to complete tasks more efficiently,
improving satisfaction. In addition, AI can help banks personalize services by analyzing vast amounts
of customer data and offering tailored recommendations based on individual preferences.
Personalized banking experiences foster a deeper connection between customers and banks,
promoting loyalty and long-term satisfaction (Akinyele et al., 2020). By automating customer service
operations, banks can also reduce the costs associated with hiring and training customer service
personnel, thus improving profitability while maintaining high levels of customer satisfaction.
Furthermore, AI can enhance the security and fraud detection systems in Nigerian banks. AI
algorithms can monitor transactions in real time, identify fraudulent activities, and flag potential
threats faster than human staff. This not only improves the security of customers’ funds but also
builds trust—one of the key elements of customer satisfaction in the banking sector (Akpan et al.,
2021).

The importance of Al automation in banking extends beyond customer gratification. It encompasses
the efficiency, accuracy, and scalability of banking services. Al enables banks to optimize their
operations, improve service quality, and reduce costs. In Nigeria, where economic instability and a
growing population place immense pressure on the banking sector, Al automation offers banks a
means to handle a large volume of transactions while maintaining consistent service delivery. One
significant advantage of Al automation is its ability to process and analyze large amounts of data in
real time. With AI, banks can gain insights into customer behavior, predict future trends, and
respond proactively to market demands. This can help banks design targeted products and services
that meet the specific needs of different customer segments. Additionally, AI-powered systems can
continuously learn from data and improve their decision-making processes, ensuring that banks
remain competitive in an ever-evolving industry (Olayemi & Alabi, 2020).

Al automation also plays a crucial role in enhancing the accuracy and speed of back-office
operations, such as data entry, loan processing, and compliance monitoring. These processes, when
done manually, are prone to errors and delays. However, Al systems can handle them more
efficiently, ensuring that banks can offer services that are both timely and reliable. Additionally, Al
technology enhances operational scalability. As the Nigerian banking sector continues to grow,
banks can use Al-powered automation to handle increased volumes of transactions without the
need for proportional increases in human resources. This allows banks to scale their operations
efficiently while keeping operational costs under control (Adebayo & Akanbi, 2020).In terms of
customer gratification, AI automation leads to faster response times, improved service quality, and
greater convenience for customers. With Al systems working behind the scenes, banks can offer
round-the-clock services, such as virtual assistants and automated loan approval processes, that
cater to customers' needs at any time of day (Ganiyu & Ogunleye, 2022).

Artificial intelligence (AI) refers to the simulation of human intelligence processes by machines,
particularly computer systems. These processes include learning, reasoning, and self-correction. Al
automation involves the use of Al technologies to perform tasks that would traditionally require
human intervention, such as data entry, transaction processing, and customer service management
(Brynjolfsson & McAfee, 2019). Al automation combines machine learning (ML), natural language
processing (NLP), robotics, and other Al technologies to enable systems to operate autonomously.
Automation in the banking context refers to the use of technology to perform routine tasks, reducing
the need for human involvement. In this sense, AI automation in banks involves using Al to handle
processes such as customer inquiries, fraud detection, credit scoring, and transaction processing,
all while improving speed, accuracy, and customer satisfaction (Liu & Song, 2021).

In Nigeria, Al automation is gaining prominence in the banking industry due to its potential to solve
long-standing problems of inefficiency and customer dissatisfaction. For example, Al chatbots have
been integrated into many Nigerian banks’ customer service operations, enabling customers to get
instant answers to their queries without the need for human intervention (Oluwaseun,
2021).Moreover, Al automation in Nigerian banks is also evident in fraud prevention, where
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algorithms can analyze transaction patterns in real time and detect unusual activities, triggering
alerts or blocking suspicious transactions (Ikechukwu, 2022). This application of AI not only
improves security but also enhances customers' trust in the bank, which is an essential component
of customer satisfaction.
Despite the growing interest in Al automation within the Nigerian banking sector, there remains a
significant gap in the literature regarding its direct impact on customer gratification. While there is
an abundance of research on Al applications in various industries worldwide, limited attention has
been paid to understanding how Al automation specifically influences customer satisfaction in the
Nigerian banking context.Much of the existing research focuses on AI's role in enhancing operational
efficiency, security, and profitability, with less emphasis on how these improvements translate into
better customer experiences (Akpan et al., 2021). Furthermore, while several studies have examined
the use of AI in Nigerian banks, few have directly linked Al automation to the tangible outcomes of
customer satisfaction and loyalty. A deeper understanding of how AI systems impact customer
gratification is necessary to guide bank managers and policymakers in deploying AI solutions
effectively.
Another literature gap concerns the unique challenges that Nigerian banks face in implementing Al
automation. For instance, the technological infrastructure in many Nigerian banks may not be
adequate to fully support Al-powered systems, and customers in rural areas may not have the digital
literacy required to interact with AI tools effectively. Thus, the applicability and effectiveness of Al
automation in enhancing customer gratification in the Nigerian context remain under-explored.
Additionally, most of the existing studies on AI automation in Nigerian banks primarily focus on the
technology itself, often overlooking the human factors involved in its implementation. There is a
need for research that considers the perspectives of bank employees and customers, as these
stakeholders play a critical role in the success or failure of AI automation initiatives. A comprehensive
study that examines how Al automation affects not only the operational aspects of banking but also
the human elements of customer service, trust, and satisfaction is crucial for understanding its
overall impact. Therefore, this study will examine the relationship between artificial intelligence
automation and customer gratification in the banking industry in Rivers State, with the below state
objectives and hypotheses:
i. To examine the relationship between machine learning and customer gratification in the
banking industry in Rivers State.
ii. To determine the relationship between robotic process automation and customer
gratification in the banking industry in Rivers State.
Hoi: There is no significant relationship between machine learning and functional gratification in
the banking industry in Rivers State.
Hoz: There is no significant relationship between machine learning and social gratification in the
banking industry in Rivers State.
Hos: There is no significant relationship between machine learning and emotional gratification in
the banking industry in Rivers State.
Hos: There is no significant relationship between robotic process automation and functional
gratification in the banking industry in Rivers State.
Hos: There is no significant relationship between robotic process automation and social gratification
in the banking industry in Rivers State.
Hoe: There is no significant relationship between robotic process automation and emotional
gratification in the banking industry in Rivers State.

I. LITERATURE REVIEW
ARTIFICIAL INTELLIGENCE AUTOMATION
Artificial Intelligence (AI) encompasses a broad set of technologies and methods aimed at replicating
human intelligence in machines. Russell and Norvig (2020), who define Al as "the study of agents
that receive percepts from the environment and perform actions to maximize some notion of
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cumulative reward" (p. 5). This definition reflects AI's focus on building systems that learn, adapt,
and act autonomously based on sensory input. It emphasizes the ability of Al to optimize behavior
according to some defined goal or reward system, which is often associated with machine learning
and reinforcement learning techniques. Silver (2021)offers a more specialized perspective by
focusing on machine learning as a central element of Al. He defines Al as the field that studies
methods by which a machine can acquire knowledge and improve its performance through
experience. Silver’s definition is narrower than Russell and Norvig’s, emphasizing the iterative, data-
driven nature of Al, which is particularly relevant in the context of modern Al applications like natural
language processing and computer vision. An alternative approach to defining AI comes from
McCarthy et al. (2021), who highlight its philosophical roots. They argue that Al can be defined as
the science and engineering of making intelligent machines, where intelligence is understood as the
capacity to perform tasks typically requiring human cognition, such as reasoning, planning, and
decision-making. This broad, functionalist definition underpins much of AI research and its
interdisciplinary applications.

In a more contemporary and practical context, Gentsch (2020) emphasizes the business-oriented
nature of AL He defines Al as a set of technologies that enable machines to perform tasks requiring
human-like cognitive functions. Gentsch's definition is notable for focusing on Al as a transformative
force in industries like finance, healthcare, and retail, where Al applications such as predictive
analytics, recommendation systems, and automated diagnostics have gained prominence.
Brynjolfsson and McAfee (2021) recognize the rapid growth of Al technologies, arguing that AI now
encompasses "systems that can perform tasks that once required human intelligence, including
tasks involving pattern recognition, data analysis, and decision-making" (p. 124). They acknowledge
the convergence of Al with other technologies such as big data, cloud computing, and IoT, which
enable the development of Al systems that can process vast amounts of information to generate
actionable insights. Tegmark (2023)critiques the over-simplified definitions of AI, noting that “Al is
not just about creating machines that mimic human cognition, but also involves the development of
autonomous systems capable of redefining their objectives and evolving without direct human input”
(p- 76). Tegmark’s view highlights the ongoing challenges in defining AI, especially as researchers
delve into complex topics like artificial general intelligence (AGI) and self-improving systems.
Automation refers to the use of technology to perform tasks without human intervention. The field
of automation has a long history, evolving from industrial applications to modern digital
environments, including Al-based automation. Avasarala et al. (2022) offer a general but broad
definition of automation, describing it as the technology by which a process or procedure is
performed with minimal human intervention. This definition underlines the central idea of reducing
human labor and error in performing repetitive tasks, a key theme in traditional industrial
automation. In contrast, Jain et al. (2020) present a more specific definition, focusing on the
integration of AI with automation. They define automation as the use of Al-driven systems to
optimize decision-making and control processes, with the ability to adapt and respond to changing
environments autonomously. This definition incorporates the role of Al in advancing the capabilities
of automation systems, enabling them to handle increasingly complex tasks in dynamic
environments.

According to Hermann et al. (2021), Industry 4.0 automation is defined as the integration of cyber-
physical systems, IoT, and AI technologies to create smart manufacturing processes capable of
autonomous decision-making and real-time optimization. This definition positions automation within
the broader context of digital transformation, where smart systems can monitor and control
production processes with minimal human oversight. In a similar vein, Wagner and Bogue (2023)
discuss the evolution of automation in logistics, defining it as a technological system that allows the
autonomous handling, sorting, and routing of goods through machines and robots. This definition
is specific to the logistics industry but highlights the increasing complexity of automated systems
that combine physical automation with intelligent decision-making. The convergence of Al and
automation has resulted in a new paradigm known as "intelligent automation" or "cognitive
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automation," which combines machine learning, natural language processing, and robotics to create
more adaptable and intelligent systems. Lacity and Willcocks (2020) provide a definition for
intelligent automation as the next generation of automation that integrates AI, machine learning,
and advanced analytics to automate processes and make intelligent decisions. This definition reflects
the growing trend in automation systems not only to perform tasks but also to learn, adapt, and
optimize processes independently.

Davenport and Ronanki (2020) distinguish between Al and automation by defining automation as
the "execution of repeatable tasks without human intervention," while Al is seen as "systems that
learn from data and make decisions in uncertain environments" (p. 31). This distinction emphasizes
that automation can exist without AI, as seen in traditional industrial automation systems, while Al
requires a learning or decision-making component. However, the boundaries between AI and
automation are increasingly blurred. Schwab (2021) argues that automation is being transformed
by AI technologies, where machines not only execute predefined tasks but also improve their
performance over time, making them more flexible and adaptable. Schwab’s view underscores the
convergence of the two fields and the synergies created by combining Al and automation
technologies in modern applications.

Machine Learning

Machine learning (ML) is a pivotal subfield of artificial intelligence (AI) that empowers systems to
learn from data, identify patterns, and make decisions with minimal human intervention. Mahesh
(2020),defines machine learning as the scientific study of algorithms and statistical models used by
computer systems to carry out certain tasks without explicit programming.Bali et al. (2024) discuss
the integration of Al in education, highlighting its role in enhancing student learning through
technologies like evolutionary software modeling and student performance prediction. They noted
that AI technologies are utilized for student performance prediction and the development of
multimedia e-learning platforms.Mohammed and Shehu (2024) examined the challenges and future
prospects of Al in Nigeria, emphasizing the need for explainable AI to address issues such as
trustworthiness and bias. Aremu et al. (2024) investigated the application of machine learning in
predicting the behavior of accountants in Nigeria, utilizing models like K-Nearest Neighbors (KNN).
Abubakar et al. (2024) explored the impact of Al technologies on academic performance in Nigerian
tertiary institutions, discussing the challenges in accurately evaluating student capabilities.

Robotic Process Automation

Robotic Process Automation (RPA) is an emerging technology that is revolutionizing business
operations and processes. It refers to the use of software robots or "bots" to automate repetitive
and rule-based tasks typically performed by human workers. Early definitions of RPA largely revolved
around the automation of rule-based tasks through software programs or robots (Avasarala &
Bansal, 2021). According to Avasarala and Bansal (2021), RPA is defined as the use of software
robots to automate rule-based, repetitive tasks that are typically performed by human workers. This
view emphasizes the automation of manual labor in business operations, providing efficiency and
reducing operational costs. This foundational understanding, while still widely accepted, has evolved
with the development of more sophisticated RPA solutions.With the evolution of technology, several
authors have expanded the definition of RPA to include artificial intelligence (AI) and cognitive
capabilities. RPA is now often described as a part of the broader trend of intelligent automation (IA),
which combines RPA with Al and machine learning (ML) technologies to enable bots to make more
complex decisions (Verma et al., 2022). For example, Gupta and Shukla (2020) define RPA as "a
technology that automates business processes by mimicking human interactions with digital systems
and integrating cognitive technologies such as Al to enhance decision-making capabilities" (p. 212).
This definition underscores the growing sophistication of RPA systems as they integrate advanced
technologies to handle more complex tasks and decision-making processes.
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In a business context, RPA has been defined by various scholars in terms of its strategic value.
According to Avasarala and Bansal (2021), RPA represents a "strategic tool for organizations aiming
to achieve cost savings, improve operational efficiency, and enhance the accuracy and speed of
business processes" (p. 46). This definition suggests that RPA is not merely a technological
innovation but a tool that can be used to support broader organizational goals. Furthermore, the
strategic role of RPA has been explored by researchers in relation to its ability to drive digital
transformation within organizations (Mohan & Sahoo, 2023). This perspective positions RPA as
integral to the digital evolution of business processes, where automation supports greater scalability
and responsiveness. Another important aspect of RPA definitions comes from scholars who describe
it as a service-oriented architecture (SOA). RPA is often seen as a technology that enables
organizations to improve process efficiency by automating manual, repetitive tasks, leading to
reduced costs and enhanced performance (Verma et al., 2022). In this context, RPA is framed as
part of a broader service-based model in organizations, where software bots operate as services
within an organization’s digital ecosystem. According to Sharma (2023), "RPA can be seen as a
service-oriented architecture that provides organizations with flexible, scalable, and cost-effective
automation solutions" (p. 147). This definition underscores the integration of RPA into a service
model, where its automation capabilities are embedded in larger, dynamic business structures.

An important area in RPA research is its connection to Business Process Management (BPM). Several
authors argue that RPA should be considered as part of a larger BPM strategy. According to Kumar
et al. (2021), "RPA can be viewed as a key component of Business Process Management, which
facilitates the automation of complex workflows and business processes, resulting in optimized
performance" (p. 345). This definition emphasizes the strategic role of RPA in managing and
optimizing business processes, contributing to improved organizational efficiency and effectiveness.
In recent definitions, scholars have also acknowledged the broader impact of RPA on the workforce.
RPA does not only refer to task automation but also has implications for employee roles and
organizational structures. As reported by Rodrigues and Costa (2024), "RPA technologies are
transforming the nature of work by relieving employees from routine and repetitive tasks, thereby
allowing them to focus on higher-value tasks" (p. 189). This definition reflects the view that RPA is
not just a tool for efficiency but also an enabler of workforce transformation, where employees are
empowered to engage in more creative, strategic, and analytical tasks.

According to Sandeep and Agarwal (2022), "RPA's full potential is often limited by its dependency
on structured data, making it less effective in handling unstructured data" (p. 269). This definition
addresses the constraint of RPA in real-world business contexts, where unstructured data poses
significant challenges to automation systems. Furthermore, RPA's reliance on accurate programming
and maintenance is another limitation frequently mentioned in the literature (Mohan & Sahoo,
2023).

CUSTOMER GRATIFICATION

Customer gratification is commonly defined as the measure of how well a company's products,
services, and overall customer experience meet customer expectations. Franklin (2022) describes it
as a metric indicating the extent to which a company's offerings align with customer anticipations.
In the context of service quality, customer gratification is viewed as the result of an evaluation
process where customers compare their perceptions of service delivery against their expectations.
Melaku (2015) emphasizes that perceived service quality is a key determinant of customer
gratification. From a complaint management standpoint, customer gratification is influenced by how
effectively a company addresses and resolves customer complaints. Brown (2018) and Martinez
(2018) assert that efficient complaint resolution positively impacts customer gratification and,
consequently, business performance.

In the digital banking sector, customer gratification is defined as the degree to which a bank's digital
services meet or exceed customer expectations. Franklin (2022) notes that customer gratification in
digital banking is a measure of how well a bank's digital products and services align with customer
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anticipations. For SMEs, customer satisfaction is considered a key factor influencing business
performance. Research indicates that delivering gratification to customers is essential for obtaining
profits in return, highlighting the importance of customer gratification in the success of SMEs. In
the realm of online retail, customer gratification is defined as the extent to which online retail stores
meet or exceed customer expectations regarding service quality. Enemuo et al. (2023) found that
website quality and service delivery significantly contribute to customer gratification in online retail
settings. Emaviwe (2024) emphasizes that effective customer service management, which enhances
customer gratification, is vital for the sustainability of MSMEs.

Lee et al. (2022) define customer gratification as the emotional and psychological fulfillment that a
customer experiences after receiving a service or product. According to Lee et al. (2022), this
fulfillment comes from exceeding a customer’s expectations and is a crucial determinant of loyalty
and repeat purchase behavior. Their research emphasizes the role of emotional responses in the
gratification process, with a clear distinction from satisfaction, which is more transaction-based.
Similarly, Wong and Choi (2021) characterize customer gratification as a state of contentment
resulting from the value derived from a purchase. The authors argue that gratification encompasses
both cognitive and affective components, including the pleasure customers feel when their
expectations are exceeded, and the subsequent emotional reinforcement leading to positive post-
purchase behaviors. Their definition implies that customer gratification is an outcome of a complex
process that goes beyond mere satisfaction and includes elements of surprise and delight (Wong &
Choi, 2021).

According to Kumar and Bhattacharya (2020), gratification occurs when the perceived value of a
product or service exceeds the customer’s prior expectations. They highlight that gratification is not
merely a confirmation of needs but a more profound feeling of delight or surprise that occurs when
service delivery surpasses expectations. This view is consistent with the work of Oliver (2021), who
describes satisfaction as a cumulative process, but gratification as a distinct, episodic experience
that results from particularly positive or unexpected outcomes. Meyer et al. (2023) take this further,
arguing that gratification arises when companies not only meet but exceed customer expectations
through personalized interactions. Their study found that highly personalized services, such as
customized recommendations or tailored experiences, tend to trigger higher levels of customer
gratification. This suggests that customer gratification is heavily influenced by personalization
strategies, which contribute to deeper emotional and cognitive satisfaction.

Adams and Harris (2024) describe customer gratification as a deeply emotional response to the
fulfillment of desires and needs. Their research shows that emotional satisfaction leads to stronger
customer loyalty and higher lifetime value. Gratification is thus a stronger, more profound emotion
than mere satisfaction, often driving customers to engage in positive word-of-mouth behavior and
brand advocacy.Lee and Lee (2021) further corroborate this emotional perspective, suggesting that
customer gratification involves a high degree of emotional intensity, often tied to positive surprises.
The authors argue that emotional gratification leads to stronger brand relationships, as customers
feel more emotionally connected to brands that can gratify their deeper desires, not just meet their
needs.The role of customer gratification has also been explored in the context of digital and e-
commerce environments. Digital channels, with their interactive and engaging interfaces, provide
numerous opportunities for businesses to gratify customers. In an e-commerce setting, satisfaction
with ease of purchase, website navigation, and customer service quality can lead to customer
gratification (Zhao & Zhang, 2020). Furthermore, Zhang and Zhou (2022) argue that in the digital
age, gratification can also be triggered by immediate responses such as fast delivery or instant
customer support, which meet the expectations of customers seeking efficiency and speed.
According to Jones et al. (2024), e-commerce platforms can use various features such as
personalized recommendations, easy checkout processes, and post-purchase engagement to gratify
customers. These features not only meet customers' transactional needs but also enhance the
emotional experience by offering convenience and delight. Jones et al. (2024) argue that this is
critical for online businesses, as customers’ gratification levels directly affect their loyalty and their
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likelihood to recommend the platform to others. Several studies explore the relationship between
customer gratification and customer loyalty, suggesting that gratification is a significant driver of
repeat business. As noted by Yadav et al. (2020), when customers experience gratification, they are
more likely to return for future purchases. The emotional fulfillment that accompanies gratification
leads to a sense of loyalty that is stronger than the simple satisfaction that comes from meeting
expectations. Yadav et al. (2020) emphasize that organizations that consistently gratify customers
can develop long-term relationships, fostering customer retention. Furthermore, Wei and Liu (2022)
provide evidence that customer gratification positively impacts customer advocacy behaviors. When
customers are gratified, they are more likely to share their experiences with others, leading to
positive word-of-mouth and brand recommendations. The authors argue that gratifying experiences
contribute not only to direct customer loyalty but also to indirect benefits through referrals and
organic marketing.

Functional Gratification

Functional gratification has been conceptualized by scholars in a variety of ways, emphasizing its
importance as an outcome of functional product attributes. According to Zhang and Chen (2023),
functional gratification occurs when customers’ practical needs are met through the use of products
or services. They define it as the satisfaction derived from the utility and performance of the product
that aids customers in achieving specific tasks or goals. Zhang and Chen (2023) emphasize that this
form of gratification is distinct from hedonic gratification, which stems from emotional pleasure or
enjoyment. Similarly, Williams and Anderson (2021) suggest that functional gratification involves
the fulfillment of basic consumer needs such as reliability, ease of use, and efficiency. Their study
highlights that functional gratification is primarily driven by the functional attributes of a product,
such as performance, durability, and convenience, which lead to a sense of satisfaction that is
primarily pragmatic rather than emotional. This view aligns with the findings of Lee and Han (2022),
who argue that functional gratification is directly related to the functional performance of a product
or service that aids in solving a problem or fulfilling a specific task.

According to Taylor et al. (2020), functional gratification is closely linked to how well a product
performs its intended function. For example, customers who purchase a smartphone for its
communication capabilities derive functional gratification when the device performs efficiently, has
a long battery life, and meets their needs for work or personal communication. Taylor et al. (2020)
argue that the perceived usefulness and effectiveness of the product contribute significantly to
functional gratification. This definition highlights that the absence of functional flaws or inefficiencies
is crucial in delivering functional gratification. In a similar vein, Park and Kim (2022) highlight the
role of convenience in functional gratification, particularly in service settings. They define functional
gratification as the satisfaction that arises when a service provides ease and convenience, making
life easier for the customer. For example, online grocery shopping platforms provide functional
gratification by offering quick delivery, ease of order, and seamless navigation. Park and Kim (2022)
emphasize that this form of gratification is particularly significant in today’s fast-paced world, where
consumers expect efficiency and time-saving benefits from the products or services they use.
According to Liu and Zeng (2024), functional gratification is especially significant in the digital
environment, where customers expect instant access to products and services. Their study found
that factors such as website usability, fast navigation, and immediate responses to customer
inquiries are critical components of functional gratification in online shopping. Liu and Zeng (2024)
argue that companies that optimize their digital platforms for ease of use and efficiency are more
likely to gratify customers in functional ways, leading to higher customer retention and satisfaction.
Moreover, Zhang et al. (2021) explore the role of artificial intelligence (AI) in functional gratification.
They define functional gratification in the context of AI-powered customer service as the satisfaction
that arises from the timely, accurate, and relevant information provided by Al tools. For example,
chatbots that quickly resolve customer queries or virtual assistants that help users complete tasks
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efficiently provide functional gratification by enhancing convenience and effectiveness in digital
interactions (Zhang et al., 2021).

Social Gratification

Social gratification refers to the satisfaction individuals experience from engaging in social
interactions, and it is increasingly being explored within consumer behavior and psychology. The
concept reflects the fulfillment derived from social relationships, peer approval, or group belonging.
Social gratification is generally understood as a form of satisfaction derived from social interactions
or the approval of others. One of the most widely recognized definitions comes from Batra and Sinha
(2022), who define social gratification as the emotional satisfaction individuals derive from social
connections, interactions, and peer validation. This gratification, according to the authors, is
particularly prominent in environments where individuals engage in virtual interactions, such as
social media platforms. They argue that social gratification is a driving force for social media
engagement, as users derive joy not just from sharing content but also from receiving likes,
comments, and recognition from their peers.

In a similar vein, Kumar et al. (2021) argue that social gratification occurs when individuals seek
and receive social reinforcement through their actions and interactions. The authors explain that
this gratification is often influenced by the social norms, group behaviors, and perceived social status
within a given network. Social reinforcement, according to Kumar et al. (2021), fosters positive
feelings of belonging, approval, and acceptance, especially within online communities. For example,
receiving feedback or praise from social media followers can fulfill social needs and provide a sense
of validation, ultimately increasing a person's social well-being.According to Lee and Kim (2023),
social media offers a unique opportunity for individuals to experience social gratification through
constant interactions with a wide range of people. These platforms, where people share experiences,
photos, and ideas, provide instant feedback in the form of likes, shares, and comments, creating a
cycle of social validation and gratification. Lee and Kim (2023) argue that social gratification in these
digital environments is tied to the concept of social identity, where individuals receive feedback that
aligns with or enhances their sense of self.

Furthermore, Cho et al. (2022) examined social gratification specifically in the context of user-
generated content on social media platforms. They define social gratification as the satisfaction
users receive when their posts are well-received by others, providing them with a sense of belonging
or importance. For instance, influencers on platforms like Instagram or TikTok gain social
gratification from the engagement they receive from their followers. Cho et al. (2022) highlight that
this gratification is often linked to a desire for status and recognition, which can reinforce users'
motivations to continuously engage in content creation and consumption on these
platforms.According to Hwang and Lee (2024), social gratification is often tied to an individual's
perceived status within a group or community. They define social gratification as the positive
emotional state that arises when a person’s behavior is validated by others in a social context. This
gratification stems from the need for social approval and can be particularly pronounced in group
settings, both offline and online. Hwang and Lee (2024) explain that individuals who receive
recognition from a peer group experience a boost in self-esteem and overall satisfaction, which can
drive future engagement and participation within that group.

Similarly, Yang and Chen (2020) explore how social gratification can be influenced by social
comparison, especially in the context of group activities. They argue that individuals experience
higher levels of social gratification when they compare favorably to others in terms of social status
or popularity. For example, when a person's social media posts generate more positive feedback
than their peers' posts, it provides them with a sense of superiority and satisfaction. This competitive
aspect of social gratification can drive behaviors that encourage further participation in social
networks, reinforcing the cycle of gratification.According to Tan and Lin (2021), users of online
forums and digital communities experience social gratification when their contributions—whether
through advice, stories, or discussions—are acknowledged and appreciated by the group. This type
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of social gratification is often based on shared interests or common goals, and the recognition
received from fellow members contributes to an individual’s sense of social value. Tan and Lin (2021)
argue that digital communities, such as Reddit or specialized Facebook groups, facilitate a form of
social gratification that transcends physical boundaries, allowing individuals to form social bonds
and connections despite geographic distance.

Emotional Gratification

Emotional gratification refers to the satisfaction and positive emotional responses individuals
experience from fulfilling emotional needs through various stimuli, interactions, or experiences. It is
a critical concept in consumer behavior, psychology, and marketing, as it influences consumer
preferences, brand loyalty, and overall satisfaction. Emotional gratification is often viewed as the
fulfillment of an individual's emotional desires, which can be triggered by various experiences, such
as engaging with products, services, or social interactions. According to Park et al. (2022), emotional
gratification is defined as the positive emotional state that occurs when a person’s affective needs
are satisfied through experiences that provide emotional pleasure or comfort. They argue that
emotional gratification extends beyond simple enjoyment to include deeper emotional responses,
such as feelings of belonging, pride, or accomplishment. Their definition emphasizes that emotional
gratification is not only about feeling happy but also about meeting complex emotional needs related
to identity and self-esteem. Similarly, Lee and Lim (2021) conceptualize emotional gratification as
the fulfilment of emotional desires that arise from engaging with various stimuli, such as
entertainment media or social interactions. They note that emotional gratification can be both
hedonic (pleasure-seeking) and eudaimonic (purposeful and meaningful), which reflects the
distinction between pleasure-driven and self-actualizing emotional satisfaction. Lee and Lim (2021)
highlight that emotional gratification is particularly relevant in the context of media consumption,
where individuals seek emotional experiences like empathy, nostalgia, or excitement that contribute
to their emotional well-being.

In the context of digital platforms, emotional gratification is gaining increasing attention. According
to Zhao et al. (2023), emotional gratification in digital environments, particularly on social media, is
achieved when users derive positive emotional responses from interactions, feedback, and self-
presentation. Social media platforms, such as Facebook, Instagram, and TikTok, provide
opportunities for users to express emotions, share experiences, and receive feedback, which can
enhance their emotional well-being. Zhao et al. (2023) define emotional gratification as the
satisfaction that arises from receiving likes, comments, and engagement from others, which serves
as a form of social approval and emotional validation.Further, Gupta and Sharma (2020) explore the
role of emotional gratification in online shopping. They define emotional gratification as the
satisfaction that arises when consumers experience positive emotions, such as excitement or joy,
during the online shopping experience. This can include the emotional pleasure of browsing,
purchasing products, or receiving personalized recommendations. Gupta and Sharma (2020)
emphasize that emotional gratification in e-commerce is closely tied to the consumer's emotional
connection with the brand and the sense of joy derived from the shopping experience.

Emotional gratification is also critical in understanding consumer behavior, particularly in terms of
brand attachment and loyalty. According to Singh and Shukla (2021), emotional gratification plays
a significant role in fostering emotional bonds between consumers and brands. They define
emotional gratification as the emotional satisfaction consumers experience when their interaction
with a brand resonates with their values or emotional needs. This form of gratification is a key driver
of customer loyalty, as consumers are more likely to continue purchasing from brands that provide
them with emotional satisfaction, whether through meaningful brand messaging or positive
experiences. In addition, Huang et al. (2022) discuss the concept of emotional gratification in the
context of entertainment. They argue that emotional gratification in entertainment is a key driver of
repeat consumption, as individuals seek to relive positive emotional experiences. This could involve
watching movies, playing video games, or attending live events that evoke strong emotional
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responses such as excitement, happiness, or nostalgia. Huang et al. (2022) suggest that
entertainment experiences that cater to emotional needs can result in high levels of consumer
satisfaction and long-term engagement.

The distinction between hedonic and eudaimonic satisfaction has also been explored in the context
of emotional gratification. Hedonic gratification refers to the immediate pleasure derived from an
experience, such as enjoying a movie or a meal. In contrast, eudaimonic gratification pertains to
deeper emotional fulfillment associated with meaningful experiences, such as personal growth, self-
realization, or contributing to others (Ryan & Deci, 2020). According to a study by Wang and Zhang
(2024), emotional gratification can manifest in both forms, with hedonic gratification satisfying
immediate desires and eudaimonic gratification fulfilling long-term emotional goals. Their research
indicates that both forms of gratification can coexist, depending on the context and individual
preferences.

Artificial Intelligence Automation and Customer Gratification

According to Oladokun and Adeoye (2021), Al-powered systems, such as automated customer
service agents and chatbots, have revolutionized customer service in Nigeria by providing round-
the-clock assistance and reducing waiting times. They argue that automation in customer service
enables quicker responses to inquiries, improving the overall experience. The study emphasizes that
when Al systems are implemented effectively, customers perceive them as more responsive, leading
to higher gratification levels. Similarly, Adebiyi et al. (2022) examined the role of Al in the Nigerian
banking sector and found that automation of routine banking processes, such as fund transfers,
account inquiries, and bill payments, led to higher customer satisfaction. The study showed that
customers valued the speed and convenience provided by AI-driven systems, as they could complete
transactions without human intervention. Adebiyi et al. (2022) concluded that AI automation
positively impacted customer gratification by enhancing service delivery speed and reducing human
error, factors that contributed to improved customer loyalty.

A significant aspect of customer gratification is the level of personalization provided by Al systems.
Al-powered recommendation engines in e-commerce and retail have proven effective in offering
personalized experiences, which enhance customer satisfaction. According to Nwokoro and Eze
(2023), AI personalization in Nigerian e-commerce platforms, such as Jumia and Konga, has a direct
impact on customer gratification. These platforms use Al algorithms to track customer preferences
and recommend products tailored to individual needs. The authors found that customers who
received personalized product recommendations were more likely to make purchases and express
higher levels of satisfaction with the service. This personalization not only improves customer
satisfaction but also builds a sense of trust between the consumer and the platform.Further, Ijaola
and Ojo (2021) conducted a study on Al-powered customer service chatbots in Nigerian retail
businesses and found that the customization of chatbot interactions significantly influenced
customer gratification. The study showed that when chatbots provided responses tailored to the
customer’s inquiry, rather than generic replies, customers felt more valued, which led to higher
satisfaction levels. The study highlights that customers in Nigeria increasingly expect personalized
experiences from Al systems, and when their emotional and informational needs are met, their
overall gratification increases.

The speed of service delivery is another critical factor influencing customer gratification. AI
automation improves the speed of customer service by handling tasks that would otherwise require
human intervention. A study by Okeke et al. (2022) explored the use of Al in automating customer
service in Nigerian telecommunications companies, such as MTN and Airtel. The research revealed
that Al systems, including voice assistants and automated call centers, reduced the time customers
spent resolving issues, which significantly increased customer satisfaction. Okeke et al. (2022) argue
that customers in Nigeria increasingly expect faster service delivery, and Al automation is an
effective means to meet this demand. According to Olatunji and Adebayo (2020), the limited
technological infrastructure in Nigeria, including inconsistent internet connectivity and power supply,
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can hinder the effective implementation of Al systems. These technological challenges may lead to
poor customer experiences and reduce gratification levels. Additionally, there is a general reluctance
among some Nigerian customers to fully embrace AI-driven services, especially in sectors such as
banking and healthcare, due to concerns about data privacy and the potential for technological
malfunctions (Olatunji & Adebayo, 2020). The study calls for a more robust infrastructure and
greater customer education to enhance the adoption of Al technologies and improve customer
gratification.

II. METHODOLOGY

This study seeks to explore the relationship between Artificial Intelligence (AI) automation and
customer gratification in the banking industry of Rivers State, Nigeria. A correlational research
design will be adopted. This design is suitable for examining the degree to which AI automation
influences customer satisfaction or gratification within the context of banking services. A
correlational study is designed to identify patterns and relationships between variables, without
necessarily establishing a cause-and-effect relationship. In this case, the independent variable is Al
automation, while the dependent variable is customer gratification. By using this research design,
the study will analyze the strength and direction of the relationship between these two variables.
The correlational research design is appropriate because it will allow the study to assess the degree
of association between AI automation and customer satisfaction based on real-world data. It will
not involve manipulation of variables, which is suitable when exploring natural occurrences in a
particular setting (Creswell & Creswell, 2020).

The population of this study consists of banking customers and employees working in selected banks
within Rivers State. According to the Nigerian Banking Sector Report (2022), Rivers State is home
to numerous financial institutions, including branches of large commercial banks such as Access
Bank, First Bank, Zenith Bank, and Union Bank. The study will focus on customers who have
interacted with AI systems within the banking environment, such as chatbots, virtual assistants,
automated banking services, and AI-powered customer service solutions. Similarly, employees
involved in the design, implementation, and management of Al services in banks will also be
included to provide insights into Al adoption's role in customer satisfaction. The total population of
banking customers in Rivers State is difficult to estimate directly, but a sample of 400 customers
and 50 employees from various banks will be selected for the study. This sample size ensures that
the findings are statistically significant and generalizable to the broader customer base in Rivers
State.

A stratified random sampling technique was employed to ensure that the sample is representative
of both customers and employees. The stratification will be based on demographic factors, such as
age, gender, and banking experience, to ensure diversity. This approach ensures that the findings
are not biased by a particular demographic group. The survey questionnaire was used to collect
data for this study: Survey Questionnaire: A structured questionnaire was developed to gather
primary data from banking customers. The questionnaire was divided into two main sections:
Section A: Demographic information (age, gender, banking experience, etc.). Section B: Questions
focused on customer gratification and perceptions of Al automation in banking, using Likert 5-scale
items. The customer gratification scale was adapted from established scales such as the SERVQUAL
model (Parasuraman, Zeithaml, & Berry, 1988) with modifications to fit the banking context. For the
data analysis, the primary analytical technique for the study is thePearson Product Moment
Correlation (PPMC). This technique is suitable for examining the strength and direction of the linear
relationship between two continuous variables, in this case, Al automation and customer
gratification. The Pearson correlation coefficient (r) will be calculated, and the significance will be
tested at a 0.05 level of significance. A value of r 2 0.7 will indicate a strong positive relationship,
while r < 0.3 will indicate a weak relationship.
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III. ANALYSIS AND DISCUSSIONS

Decision rule: The decision rule which applies for all bivariate test outcomes is stated as follows:
where P < 0.05, reject hypothesis on the basis or evidence significant relationship; and where P >
0.05, accept hypothesis on the basis of insignificant relationship between the variables. The extent
of influence is on this basis assessed using the rho interpretations provided by Bryman and Bell
(2003):

Table 1: Description on Range of correlation Pearson values and the corresponding level
of association

Range of Pearson with positive and negative sign values Strength of Association
+ 0.80 - 0.99 Very Strong

+ 0.60-0.79 Strong

+ 0.40 - 0.59 Moderate

+ 0.20 - 0.39 Weak

+ 0.00 - 0.19 Very Weak

Source: Adopted from Ahaiauzu & Asawo, 2016, Advance Social Research Methods

The positive (+) sign in the values of (B) indicates a positive relationship, while the negative (-) sign
in the value of (B) indicates an indirect/negative or inverse relationship. Thus, the sign of the B
explains the direction of association between the two variables. The above table forms our yardstick
for the determination of the level of relationship between the variables of the dimensions and those
of the measures as understudied. These relationships range from very weak to very strong.

Table 2: Correlations matrix between machine learning and the measures of customer
gratification

MLearning  Functional Social Emotional
MLearning Pearson 1 .884™ .863"™ .709™
Correlation
Sig. (2-tailed) .000 .000 .000
N 450 450 450 450
Functional Pearson .884™ 1 753" 551"
Correlation
Sig. (2-tailed) .000 .000 .002
N 450 450 450 450
Social Pearson .863" 753" 1 .395"
Correlation
Sig. (2-tailed) .000 .000 .031
N 450 450 450 450
Emotional Pearson .709™" 551" .395" 1
Correlation
Sig. (2-tailed) .000 .002 .031
N 450 450 450 450

**_ Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Source: Research Data, 2024

Hos: There is no significant relationship between machine learning and functional gratification in the
banking industry in Rivers State.

The table 2 shows a positive and significant relationship between machine learning and functional

gratification in the banking industry in Rivers State with a Pearson value of 0.884. This indicates

that there is a very high strength in correlation between both variables. This shows a very strong
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relationship between machine learning and functional gratification in the banking industry in Rivers
State. However, since the probability statistics shows a value of 0.000, which is less than 0.05, at
95% confidence interval for which the calculations were made, therefore, the null hypothesis is
rejected, and its alternative form accepted. This states that “there is significant relationship between
machine learning and functional gratification in the banking industry in Rivers State”.

Ho.: There is no significant relationship between machine learning and social gratification in the
banking industry in Rivers State.

The table 2 shows a positive and significant relationship between machine learning and social
gratification in the banking industry in Rivers State with a Pearson value of 0.863. This indicates
that there is a very high strength in correlation between both variables. This shows a very strong
relationship between machine learning and social gratification in the banking industry in Rivers
State. However, since the probability statistics shows a value of 0.000, which is less than 0.05, at
95% confidence interval for which the calculations were made, therefore, the null hypothesis is
rejected, and its alternative form accepted. This states that “there is significant relationship between
machine learning and social gratification in the banking industry in Rivers State”.

Hos: There is no significant relationship between machine learning and emotional gratification in the
banking industry in Rivers State.

The table 2 shows a positive and significant relationship between machine learning and emotional
gratification in the banking industry in Rivers State with a Pearson value of 0.709. This indicates
that there is a high strength in correlation between both variables. This shows a strong relationship
between machine learning and emotional gratification in the banking industry in Rivers State.
However, since the probability statistics shows a value of 0.000, which is less than 0.05, at 95%
confidence interval for which the calculations were made, therefore, the null hypothesis is rejected,
and its alternative form accepted. This states that “there is significant relationship between machine
learning and emotional gratification in the banking industry in Rivers State”.

Table 3: Correlations matrix between robotic process automation (RPA) and the
measures of customer gratification.

RPA Functional Social Emotional
RPA Pearson 1 .876™ .808"™ .656™
Correlation
Sig. (2-tailed) .000 .000 .000
N 450 450 450 450
Functional Pearson .876™ 1 753" .551*
Correlation
Sig. (2-tailed) .000 .000 .002
N 450 450 450 450
Social Pearson .808™ 753" 1 .395"
Correlation
Sig. (2-tailed) .000 .000 .031
N 450 450 450 450
Emotional Pearson .656™ .551™ .395" 1
Correlation
Sig. (2-tailed) .000 .002 .031
N 450 450 450 450

**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
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Source: Research Data, 2024

Hoa: There is no significant relationship between robotic process automation (RPA) and functional
gratification in the banking industry in Rivers State.
The table 3 shows a positive and significant relationship between robotic process automation (RPA)
and functional gratification in the banking industry in Rivers State with a Pearson value of 0.876.
This indicates that there is a very high strength in correlation between both variables. This shows a
very strong relationship between robotic process automation (RPA) and functional gratification in
the banking industry in Rivers State. However, since the probability statistics shows a value of 0.000,
which is less than 0.05, at 95% confidence interval for which the calculations were made, therefore,
the null hypothesis is rejected, and its alternative form accepted. This states that “there is significant
relationship between robotic process automation (RPA) and functional gratification in the banking
industry in Rivers State”.
Hos: There is no significant relationship between robotic process automation (RPA) and social
gratification in the banking industry in Rivers State.
The table 3 shows a positive and significant relationship between robotic process automation (RPA)
and social gratification in the banking industry in Rivers State with a Pearson value of 0.808. This
indicates that there is a very high strength in correlation between both variables. This shows a very
strong relationship between robotic process automation (RPA) and social gratification in the banking
industry in Rivers State. However, since the probability statistics shows a value of 0.000, which is
less than 0.05, at 95% confidence interval for which the calculations were made, therefore, the null
hypothesis is rejected, and its alternative form accepted. This states that “there is significant
relationship between robotic process automation (RPA) and social gratification in the banking
industry in Rivers State”.
Hoe: There is no significant relationship between robotic process automation (RPA) and emotional
gratification in the banking industry in Rivers State.
The table 3 shows a positive and significant relationship between robotic process automation (RPA)
and emotional gratification in the banking industry in Rivers State with a Pearson value of 0.656.
This indicates that there is a high strength in correlation between both variables. This shows a
strong relationship between robotic process automation (RPA) and emotional gratification in the
banking industry in Rivers State. However, since the probability statistics shows a value of 0.000,
which is less than 0.05, at 95% confidence interval for which the calculations were made, therefore,
the null hypothesis is rejected, and its alternative form accepted. This states that “there is significant
relationship between robotic process automation (RPA) and emotional gratification in the banking
industry in Rivers State”.

Discussion of findings

Discussion on Machine Learning and Customer Gratification:In Nigeria's banking sector, ML
has been pivotal in developing personalized financial products. A study by Johnny and Olamide
(2024) examined how ML facilitates customer segmentation, product recommendations, and
personalized marketing strategies, thereby boosting customer gratification and loyalty. The research
highlights that understanding customer preferences through ML allows banks to tailor their offerings,
leading to improved customer experiences. The adoption of Al-driven tools like chatbots and virtual
assistants has revolutionized customer service in Nigerian banks. These technologies provide 24/7
support, quick responses, and personalized interactions, significantly enhancing customer
gratification. A study by Ojeaga and Ogunbode (2021) discusses how these AI tools have
transformed customer service in Nigerian banking, emphasizing their role in improving customer
engagement and gratification.

The rise of digital banking platforms in Nigeria, powered by ML, has improved customer gratification
by offering convenient and efficient services. Research indicates that customers perceive bank
machines as convenient and reliable when they are easy to use, provide fast transactions, and are
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located in accessible places. This convenience leads to higher customer gratification and loyalty. In
the manufacturing sector, Al tools like machine learning, digital twins, and generative design have
enhanced operational efficiency, customer gratification, and cost reduction. A recent study suggests
that Al contributes to high organizational performance by improving these areas, thereby positively
impacting customer gratification.

In the hospitality industry, ML has been utilized to improve service delivery, guest satisfaction, and
operational efficiency. Research in Ondo State, Nigeria, found that applying ML techniques such as
customer segmentation, recommendation systems, and sentiment analysis led to a 25%
improvement in positive guest feedback and a 30% decrease in competitive destination within
Nigeria’s hospitality and tourism sector. The integration of machine learning across various sectors
in Nigeria has led to significant improvements in customer gratification. By enabling personalized
services, efficient operations, and proactive customer engagement, ML has become a crucial tool in
enhancing customer experiences.

Discussion on Robotic Process Automation (RPA) and Customer Gratification:In Nigeria's
banking sector, RPA has been instrumental in automating processes such as account opening, Know
Your Customer (KYC) procedures, and customer service interactions. By streamlining these
operations, banks can offer quicker and more accurate services, leading to higher customer
gratification. A study by Ayinla et al. (2024) highlights that RPA's integration into banking operations
has resulted in improved customer care and gratification by delivering personalized experiences in
real-time. In the accounting sector, RPA has revolutionized traditional practices by automating tasks
such as data entry, invoice processing, and financial reporting. This automation enhances accuracy
and efficiency, allowing accountants to focus on more strategic activities. Ayinla et al. (2024) discuss
how RPA is reshaping accounting practices, contributing to the evolution of the profession and
improving service delivery.

The healthcare industry in Nigeria has also benefited from RPA, particularly in managing patient
information and billing processes. By automating these administrative tasks, healthcare providers
can offer more efficient and accurate services, leading to improved patient gratification. The
Business Research Company (2024) reports that the RPA market in healthcare is expected to grow
significantly, driven by the need for enhanced operational efficiency and patient experience. The
integration of RPA in Nigeria has led to significant improvements in customer gratification across
various sectors by enhancing efficiency, accuracy, and service delivery. While challenges remain,
the continued adoption and optimization of RPA technologies are expected to further elevate
customer experiences.

IV. CONCLUSION AND RECOMMENDATIONS

Conclusion

In conclusion, the study reveals a significant and multifaceted relationship between artificial
intelligence (AI) automation, encompassing machine learning and robotic process automation (RPA),
and customer gratification within the banking industry in Rivers State. The findings indicate that AI-
driven automation positively impacts various dimensions of customer gratification, including
functional, social, and emotional aspects.From a functional gratification perspective, AI automation
enhances operational efficiency, ensuring faster and more accurate services, which ultimately meet
customer expectations for convenience and reliability. In terms of social gratification, the study
shows that Al-enabled systems, by personalizing interactions and recommendations, foster a sense
of connection and engagement between the bank and its customers. Furthermore, AI's contribution
to emotional gratification is evident as it improves the overall customer experience, reducing
frustration and creating a sense of satisfaction and trust through seamless and reliable service
delivery.

However, the study also indicated that successful implementation of Al in banking requires careful
management of customer concerns regarding data privacy, security, and the potential loss of human
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interaction. Thus, while Al automation enhances customer gratification, its effectiveness hinges on
a balanced approach that integrates technological advancements with human-centered service
delivery.In summary, Al automation, through machine learning and RPA, has the potential to
transform the banking experience in Rivers State by improving functional efficiency, fostering deeper
customer relationships, and enhancing overall gratification. The key to realizing these benefits lies
in strategically aligning AI initiatives with customer expectations and concerns, ensuring that
technology complements, rather than replaces, the human touch in banking services.

Recommendations

Based on the findings of the study on the relationship between artificial intelligence (AI) automation,
including machine learning and robotic process automation (RPA), and customer gratification in the
banking industry in Rivers State, the following recommendations are made:

i. Banks should leverage machine learning algorithms to further personalize customer
interactions. By analyzing customer data and behavior, banks can provide tailored services,
offers, and recommendations that enhance social gratification. Personalized experiences will
foster stronger emotional connections with customers, making them feel valued and
understood.

ii. As AI automation becomes more integral to banking operations, it is crucial to address
customers’ concerns about data privacy and security. Banks should prioritize transparent
communication regarding the use of Al technologies, ensuring customers are fully informed
about how their data is handled. Offering clear privacy policies and providing customers with
control over their data can help mitigate concerns and strengthen emotional gratification.

iii. To enhance functional gratification, banks should continue to refine the use of Al
technologies such as RPA to automate repetitive tasks and reduce processing times. Ensuring
that AI-driven systems perform with high accuracy and minimal errors will lead to faster and
more reliable banking services, meeting customer expectations for convenience and
efficiency.

iv. While Al-driven automation offers significant benefits, it is important for banks to strike a
balance between technology and human interaction. Human agents should be available to
address complex or sensitive issues that AI may not fully resolve. This hybrid model ensures
that customers continue to experience emotional gratification through personal engagement
when necessary.

v. Banks should invest in training their employees to work alongside Al systems. This will
ensure that staff can effectively manage and optimize Al-driven processes, offering more
efficient and customer-friendly services. Empowering employees with knowledge about Al
tools can help them provide better support and maintain high levels of customer satisfaction.

vi. Continuous monitoring and evaluation of Al systems in customer-facing roles will be critical
to ensure they meet customer expectations and deliver consistent satisfaction. Banks should
establish feedback mechanisms that allow customers to rate their experiences with AI-driven
services. This will help identify areas for improvement and ensure the systems are always
aligned with customer needs.

vii. Banks can further improve social gratification by offering Al-powered customer support
channels such as chatbots or virtual assistants. These tools should be available 24/7 to
answer inquiries, resolve issues, and guide customers through banking processes in a
friendly and efficient manner, thereby increasing customer satisfaction.

By implementing these recommendations, banks in Rivers State can optimize their use of Al
automation to enhance customer gratification across all dimensions—functional, social, and
emotional—ultimately improving customer loyalty and trust in banking services.
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