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IMPACT OF ARTIFICIAL INTELLIGENCE TOOLS ON ORGANISATIONAL PERFORMANCE: EVIDENCE FROM ACCESS BANK PLC, NIGERIA.                                       
                                       			    OJOKUKU, R. M. and YUSUFF, F. A.
Abstract: This study examines the impact of Artificial Intelligence (AI) on organizational performance in the Nigerian banking sector, using Access Bank Plc as a case study. Specifically, the study investigates the effect of AI on personalized customer service, service quality, and customer satisfaction. A quantitative research design was employed, and data were collected through structured questionnaires administered to 130 respondents, comprising 30 employees and 100 customers of Access Bank Plc, Ogbomoso branch. Data were analyzed using descriptive statistics and linear regression analysis, with hypotheses tested at a 5% level of significance. The findings reveal that AI adoption has a significant and positive effect on all dimensions of organizational performance examined. The results indicate a strong positive relationship between AI and personalized customer service (β = 0.684, p < 0.05), a significant positive effect on service quality (β = 0.712, p < 0.05), and a strong positive influence on customer satisfaction (β = 0.738, p < 0.05). These findings suggest that AI adoption enhances service customization, reduces waiting time, improves operational efficiency, strengthens service reliability, and increases customer trust and satisfaction. The study concludes that AI represents a strategic driver of organizational performance in the Nigerian banking sector and recommends sustained investment in AI technologies to improve service delivery and maintain competitive advantage. 
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1. Introduction
The rapid advancement of Artificial Intelligence (AI) has significantly transformed service delivery across industries, with the banking sector experiencing particularly profound changes. AI technologies such as chatbots, predictive analytics, automated decision-making systems, and intelligent digital platforms are increasingly deployed to enhance operational efficiency, improve customer engagement, and strengthen competitive positioning. In today’s banking environment characterized by intense competition, rising customer expectations, and digital disruption banks are under growing pressure to leverage AI-driven solutions to deliver faster, more reliable, and more personalized services.
In developing economies such as Nigeria, the banking sector plays a vital role in economic development and financial inclusion. Nigerian banks have increasingly embraced digital transformation initiatives in response to growing demand for seamless, technology-enabled financial services. Within this context, AI adoption has emerged as a strategic mechanism for enhancing customer experience and improving organizational performance. AI-enabled applications allow banks to automate routine processes, analyze large volumes of customer data in real time, predict customer needs, minimize service errors, and improve managerial decision-making. These capabilities position AI as a critical resource for improving service quality, customer satisfaction, and long-term organizational performance.
Despite the increasing deployment of AI technologies in Nigerian banks, empirical evidence regarding their performance implications remains limited. Existing studies on AI adoption in banking are predominantly focused on developed economies, with relatively few addressing the African context. Moreover, many studies emphasize operational efficiency while paying less attention to customer-centered outcomes such as personalized service delivery and customer satisfaction. This gap is particularly relevant in Nigeria, where customer experience has become a key determinant of bank performance and customer loyalty. Consequently, there is a need for context-specific empirical research that examines how AI influences both operational and customer-related performance outcomes in Nigerian banks.
Access Bank Plc provides an appropriate empirical context for examining the performance implications of AI adoption. As one of Nigeria’s leading commercial banks, Access Bank has made substantial investments in digital and AI-driven solutions aimed at improving service delivery and customer engagement. These initiatives include AI-powered chatbots, automated transaction processing systems, and advanced data analytics tools designed to support personalized service delivery and enhance service reliability. Examining the impact of these technologies offers valuable insights into the role of AI in improving organizational performance within the Nigerian banking sector.
This study is anchored in relevant theoretical perspectives, including the Technology Acceptance Model (TAM), Resource-Based View (RBV), Diffusion of Innovation (DOI) theory, and Expectation Confirmation Theory (ECT). Collectively, these frameworks explain how AI adoption influences acceptance, capability development, service innovation, and customer satisfaction. Guided by these perspectives, the study examines the impact of Artificial Intelligence on organizational performance in Access Bank Plc, with particular emphasis on personalized customer service, service quality, and customer satisfaction. By incorporating the perspectives of both employees and customers, the study contributes to the growing literature on AI adoption in emerging economies and provides practical insights for bank managers and policymakers.
2. Literature Review and Hypotheses Development
2.1 Artificial Intelligence in Banking
Artificial Intelligence (AI) refers to the capability of computer systems to perform tasks that traditionally require human intelligence, such as learning, reasoning, problem-solving, and decision-making. In the banking sector, AI has become an integral component of digital transformation, with applications spanning chatbots, predictive analytics, fraud detection systems, and robotic process automation. These technologies enable banks to automate routine operations, enhance decision accuracy, and improve service delivery efficiency (Dwivedi et al., 2021). By leveraging AI-driven systems, banks can analyze vast volumes of customer data in real time, predict customer behavior, and provide tailored financial products and services. Consequently, AI adoption has reshaped customer–bank interactions by enabling faster, more responsive, and more personalized service experiences.


2.2 Organizational Performance
Organizational performance represents the extent to which an organization effectively and efficiently achieves its strategic goals. In service-oriented industries such as banking, performance measurement extends beyond financial indicators to include non-financial dimensions that directly reflect customer experiences. Key indicators commonly used to assess organizational performance in the banking sector include personalized customer service, service quality, and customer satisfaction. These dimensions are particularly important because they influence customer loyalty, retention, and long-term profitability. Alalwan et al. (2022) argue that improvements in service delivery and customer experience significantly enhance organizational competitiveness, especially in highly dynamic and technology-driven environments such as the financial services industry.
2.3 Artificial Intelligence and Personalized Customer Service
Artificial Intelligence plays a critical role in enhancing personalized customer service by enabling banks to tailor interactions, products, and services to individual customer needs. Through the use of AI-powered chatbots, recommendation engines, and data analytics tools, banks can analyze customer preferences, transaction histories, and behavioral patterns to deliver customized solutions. These AI-driven applications improve customer engagement by providing timely responses, relevant recommendations, and consistent service across multiple channels. Empirical studies suggest that AI-enabled personalization strengthens customer relationships and enhances customer satisfaction and retention (Chatterjee et al., 2023). Despite these advancements, empirical evidence on the impact of AI-driven personalization within Nigerian banks remains limited. Based on this gap, the following hypothesis is proposed:
H1: Artificial intelligence has no significant impact on personalized customer service in Access Bank Plc.
2.4 Artificial Intelligence and Service Quality
Service quality in the banking sector is largely determined by factors such as reliability, responsiveness, accuracy, and consistency of service delivery. Artificial Intelligence contributes to service quality enhancement by automating routine processes, reducing human error, and improving service speed. AI-driven systems ensure consistent service delivery by standardizing operational procedures and enabling real-time monitoring of service performance. According to Deloitte (2022), banks that adopt AI technologies experience improvements in service reliability and operational efficiency, which positively influence customers’ perceptions of service quality. Given the growing reliance on AI in banking operations, it is essential to empirically examine its effect on service quality within the Nigerian banking context. Consequently, the following hypothesis is formulated: H2: Artificial intelligence has no significant impact on service quality in Access Bank Plc.
2.5 Artificial Intelligence and Customer Satisfaction
Customer satisfaction reflects the degree to which service performance meets or exceeds customer expectations. In the banking industry, AI-driven technologies contribute significantly to customer satisfaction by offering 24/7 service availability, faster response times, and proactive service solutions. AI-powered chatbots and intelligent support systems enhance convenience by providing instant assistance, while predictive analytics enable banks to anticipate customer needs and resolve issues before they escalate. Accenture (2022) notes that AI-enabled service delivery improves customer satisfaction by enhancing convenience, accuracy, and overall service experience. Despite these perceived benefits, there is a need for empirical validation of the AI–customer satisfaction relationship in emerging economies such as Nigeria. Therefore, this study proposes the following hypothesis:
H3: Artificial intelligence has no significant impact on customer satisfaction in Access Bank Plc.
3. Methodology
This study adopted a descriptive survey research design to examine the impact of artificial intelligence on organizational performance in Access Bank Plc. The study population comprised employees and customers of Access Bank Plc, Ogbomoso branch, from which a total of 130 respondents were selected using a stratified random sampling technique to ensure adequate representation of both groups. The sample consisted of 30 employees and 100 customers. Primary data were collected through structured questionnaires designed separately for employees and customers, with responses measured on a five-point Likert scale ranging from strongly disagree (1) to strongly agree (5). The collected data were analyzed using descriptive statistics and inferential techniques with the aid of the Statistical Package for the Social Sciences (SPSS), while the study hypotheses were tested at a 5% level of significance.
4. Results and Discussion
4.1 Descriptive Results
The descriptive statistics for the key study variables are presented in Table 1. The results indicate a high level of artificial intelligence (AI) adoption at Access Bank Plc, with a mean score of 4.12. Similarly, personalized customer service (M = 4.08), service quality (M = 4.15), and customer satisfaction (M = 4.18) recorded high mean values, suggesting that respondents generally perceive AI-driven services as effective in enhancing organizational performance.
Table 1: Descriptive Statistics of Study Variables
	Variable
	Mean
	Std. Deviation
	Interpretation

	Artificial Intelligence (AI)
	4.12
	0.61
	High

	Personalized Customer Service
	4.08
	0.65
	High

	Service Quality
	4.15
	0.59
	High

	Customer Satisfaction
	4.18
	0.57
	High


Source: Field Survey, 2025
These results provide preliminary evidence that AI-driven initiatives at Access Bank Plc are well established and positively perceived by both employees and customers.
4.2 Hypotheses Testing and Discussion
4.2.1 Artificial Intelligence and Personalized Customer Service
The first hypothesis examined the effect of artificial intelligence on personalized customer service in Access Bank Plc.
H₁: Artificial Intelligence has no significant impact on personalized customer service.
Table 2: Regression Result for AI and Personalized Customer Service
	Model
	Beta (β)
	t-value
	p-value
	R²
	Decision

	AI → Personalized Customer Service
	0.684
	9.217
	0.000
	0.468
	Rejected


Source: Field Survey, 2025
The regression result indicates that artificial intelligence has a positive and statistically significant impact on personalized customer service (β = 0.684, p < 0.05). AI explains approximately 46.8% of the variation in personalized service delivery at Access Bank Plc. Consequently, the null hypothesis is rejected.
This finding suggests that AI tools such as chatbots and predictive analytics enable the bank to tailor services to individual customer needs, thereby improving service relevance and engagement. The result aligns with earlier studies that found AI-driven personalization enhances customer experience and loyalty (Chatterjee et al., 2023; Oluwatayo & Olanrewaju, 2023). From a theoretical perspective, the result supports the Diffusion of Innovation Theory, which posits that organizations adopting innovative technologies gain performance advantages as the benefits become observable and widespread.
4.2.2 Artificial Intelligence and Service Quality
The second hypothesis assessed the influence of artificial intelligence on service quality.
H₂: Artificial Intelligence has no significant impact on service quality.
Table 3: Regression Result for AI and Service Quality
	Model
	Beta (β)
	t-value
	p-value
	R²
	Decision

	AI → Service Quality
	0.712
	10.034
	0.000
	0.507
	Rejected


Source: Field Survey, 2025
The result reveals a strong positive relationship between artificial intelligence and service quality (β = 0.712, p < 0.05). AI accounts for 50.7% of the variation in service quality, leading to the rejection of the null hypothesis.
This implies that AI applications, including robotic process automation and AI-enabled customer support systems, enhance service reliability, responsiveness, and accuracy. The finding corroborates previous studies that report improvements in banking service quality following AI adoption (Deloitte, 2022; Adedoyin et al., 2024). The outcome further supports Expectation Confirmation Theory, as AI-enabled services meet or exceed customer expectations regarding speed and efficiency.
4.2.3 Artificial Intelligence and Customer Satisfaction
The third hypothesis examined the effect of artificial intelligence on customer satisfaction.
H₃: Artificial Intelligence has no significant impact on customer satisfaction.
Table 4: Regression Result for AI and Customer Satisfaction
	Model
	Beta (β)
	t-value
	p-value
	R²
	Decision

	AI → Customer Satisfaction
	0.738
	10.891
	0.000
	0.544
	Rejected


Source: Field Survey, 2025
The findings show that artificial intelligence has a significant positive influence on customer satisfaction (β = 0.738, p < 0.05). AI explains 54.4% of the variation in customer satisfaction, resulting in the rejection of the null hypothesis.
This indicates that AI-driven services such as 24/7 chatbot support, faster transaction processing, and proactive service delivery significantly enhance customer satisfaction. The result aligns with existing empirical evidence that AI improves satisfaction by increasing convenience, accuracy, and service availability (Accenture, 2022; Tiwari et al., 2023). The finding is also consistent with Expectation Confirmation Theory, as customers perceive AI-enhanced services as fulfilling or exceeding their service expectations.
5. Conclusion and Implications
Conclusion
This study examined the impact of Artificial Intelligence (AI) on organizational performance in Access Bank Plc, with emphasis on personalized customer service, service quality, and customer satisfaction. The findings provide clear empirical evidence that AI adoption has a significant and positive influence on all three performance dimensions. The results demonstrate that AI-driven technologies enhance service customization, reduce waiting time, improve operational efficiency, strengthen service reliability, and increase customer trust and satisfaction. By integrating employee and customer perspectives, the study offers a comprehensive understanding of how AI contributes to improved service outcomes and overall organizational performance in the Nigerian banking sector.
The correlation results further confirm that AI is a strong determinant of organizational performance, particularly in enhancing customer satisfaction and personalized service delivery. These findings reinforce the view that AI is not merely a supporting technology but a strategic resource capable of transforming service delivery and strengthening competitive advantage in the banking industry. Overall, the study concludes that effective deployment of AI technologies significantly improves the performance of Nigerian banks by aligning operational efficiency with customer-centered service delivery.
6 Recommendation
The findings of this study offer important managerial, policy, and theoretical implications. From a managerial perspective, bank executives should continue to invest in AI-driven technologies such as chatbots, predictive analytics, and automated transaction systems to enhance personalized service delivery, improve service quality, and strengthen customer engagement, while also prioritizing continuous employee training to ensure effective utilization of AI systems. From a policy standpoint, regulatory authorities in the Nigerian financial sector should develop supportive frameworks that encourage responsible AI adoption while safeguarding data security, customer privacy, and ethical standards, thereby enhancing the competitiveness and resilience of the banking industry. Theoretically, the study contributes to existing literature by empirically validating the applicability of the Technology Acceptance Model, Resource-Based View, Diffusion of Innovation, and Expectation Confirmation Theory in explaining the performance outcomes of AI adoption, extending these frameworks to the context of an emerging economy such as Nigeria.
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