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ABSTRACT 

Queue management provide a firm with a competitive edge in the 

marketplace, and a good number of customers of most banks continue to 

complain about the time they spend in the banking hall either to save, 

withdraw or transact any other official banking services and which affect the 

bank’s performance. The main objective of this study is assess queuing 

management system on bank’s performance. The study employed the cross-

sectional survey research design using in which questionnaires were 

administered to the customers of Polaris Bank Plc, Bauchi Branch. A sample 

size of 338 customers of Polaris Bank Plc was determined from the population 

of the study using Krejcie and Morgan. The questionnaire was validated using 

face and content validity approach by expert in the academics and in the 

banking industry. The validated questionnaire was then administered to the 

respondents by the researcher using the simple random sampling technique. 

Out of the 338 questionnaires that were administered, 231(68.3%) were 

retrieved back and found fit for analysis. The data collected were coded and 

cleaned using SPSS and analysed using frequencies and percentage, and 

multiple regression analysis. The results of the study revealed that customer 

waiting time has a negative effect on bank performance, while customer 

satisfaction, bank’s promotional activities, and service quality have 

statistically significant positive impact on bank’s performance. It was 

therefore recommended that the management of banks should employ more 

banking staff and train existing bank managers and employees so that the 
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customers will be attended to on time thereby reducing customers waiting 

time for better bank performance and they should also make provision for 

banking facilities and train its staff on the general understanding of concepts, 

current technology, and applications of queuing theory as it relates to 

customer satisfaction and waiting time. 

 

Keyword: Queuing Management System, Bank Performance 

 

Introduction  

Queue management has received increased consideration in the last couple of 

decades, partly due to the fact that speed of service has been shown to provide 

a firm with a competitive edge in the marketplace (Abdel-Rahman, Al-Juruf, 

Ahmad, & Alam, 1988). This is largely due to the intense competition that is 

related to the emergence of a single global economic village and the increased 

relevance of time to consumers. As the standard of living in a country 

increases, the value of customers’ time also increases, and consequently they 

seek out those goods and services which will minimize the expenditure of 

their time (Dixon, Arnold, Heineke, Kim, & Mulligan, 1994).  

Furthermore, in today’s era of globalization characterized by an intense and 

ever increasing competition both within and across industries, to which the 

financial institutions are not exempted. Bank operation managers continue to 

experience wrenching challenges, which they must keep up with for survival. 

Banks being major component of the financial system, intermediating 

between the surplus and deficit sectors of the economy, are always the centre 

of attraction to many customers that want to carry out one transaction or the 

other through the services provided by these banks.  

A common feature of Nigerian banks is overcrowded banking halls. This often 

leads to poor level of customer satisfaction and movement of customers from 

one bank to the other, seeking for better banking services without much delay. 

Since the time available to any economic agent has alternative uses, for leisure 

or for work, incessant queues often lead to economic wastage. Also, the 

number of hours devoted to work determines the individual's wage. Apart 

from situation of work or leisure, economic agents sometime commit 

considerable amounts of their time when they come into service stations for 

service. Typical of Nigeria, customers wait for hours on queue to get service 

without the service providers feeling that there is an opportunity cost for the 
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wasted time. Many customers have thus wondered why banks cannot employ 

additional staffs or increase their branch network by opening more branches 

in order to provide better and efficient service and boost the level of customer 

satisfaction (Farayibi, Mogaji, & Erinle, 2016).  

Hence, customers’ expectation in the post-consolidation era of the Nigerian 

banking sector is very high. However, in recent times, most Nigerian banks 

have fallen short of this expectation. Customers have experienced challenges 

ranging from delay transaction notification, stock out, non-availability of staff 

at service points, unprofessional conduct or rude behaviours by the staff of 

the banks, poor standard of records or improper information, failed promises 

among others (Farayibi et al., 2016). Customer service in Nigerian banking 

industry can be mistaken to mean customer delay and frustration(Ogbari, 

Oke, & Isiavwe, 2015). Almost every Nigerian bank encounters similar 

problem in meeting customers’ expectation of services and customer 

satisfaction.  

Furthermore, the modern day automation of bank services (such as Online 

Real Time, Automated Teller Machine (ATM), POS etc.), with the intention of 

minimizing queue problem has not yielded the desired results due to frequent 

network breakdowns and inadequate high level professionals to manage the 

server. Hence, long queue had persisted in all Nigerian banks. Therefore, the 

aim of this study is to assess queuing system management on the growth of 

businesses. 

 

Literature Review 

Bank’s promotional activities 

A bank’s promotional activities are part of the process operation of promoting 

sales. Banks must respond to long waiting times to prevent negative customer 

perceptions of operational failure and subsequent comments regarding poor 

service quality. The major negative concern a queuing customer is the waiting 

time, but an enjoyable event that can enjoy a queuing customer may motivate 

the customer to join the line. To reduce negative feelings about queuing or 

even to increase willingness to queue by providing the customer an enjoyable 

experience, a service company may improve the waiting environment by 

providing music, beverages, and snacks. 

Furthermore, such a company may manage the queue by controlling the shape 

of the waiting line and the number of queuing customers to reduce the 
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customers’ negative perceptions of the queue. The joining of queues is 

occasionally inevitable, such as when bills must be paid or essential purchases 

(Durvasula & Richter, 2013). 

 

Queue Management 

Daintith (2013) defines queue management as characterized by the way in 

which customers (i.e. processes) join a queue in order to wait for service, and 

by the way in which customers already in the queue are selected for servicing. 

The continuous provision of services depends on inseparable links among 

them. An inseparable linked service is one that requires that customers wait 

to be served. In the service sector, service providers are suppliers, and service 

demanders are customers. Waiting becomes unnecessary when suppliers 

have a large enough capacity to do (Tuma, & Pratt, 1982).   

However, the characteristics of a service and other factors (such as staffing 
and training, service flows, expectations regarding satisfaction, service 
environment, and even encouragement by friends) can cause queues. For 
example, well-trained front-line workers provide satisfactory services, while 
inefficient and untrained workers may contribute to waiting lines. Service 
flow is composed of the steps that are involved in the provision of a service 
(Wirtz & Neurath, 2007). Customers may queue for a service because they 
anticipate satisfaction and enjoyment. For instance, some customers line up 
early to ensure that they do not miss out when a company promotes particular 
products. All customers must wait when timely service provision becomes 
impossible (Wirtz & Kimes, 2007).  
Queuing theory is the study of waiting lines which is a common feature in 
organizations providing services where customers arrive randomly to receive 
service at a service point. Chase, Aquiliano, and Jacobs (2006) outlined three 
factors used in queue system management as length of a line, number of lines 
and queue discipline. Most service facilities have limited line capacity whereas 
some have infinite potential length. In multiple lines, arrivals often shift 
lines/jockey. The choice of priority rule affects factors like the number of 
customers in line, average waiting time and efficiency of the service facility. It 
is usually difficult to ensure customers know and follow the adopted rule and 
that a system exists to enable servers to manage the lines. 
 

Customers Waiting Time 

Queues form for various reasons Customers seldom want to queue, as they 

regard doing so as wasting time, an unanticipated wait can damage goodwill 

(Kerber, Barbuy, & Brocato, 2009). Designing an effective strategy for 
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managing queuing during pre-process waiting before being served requires 

understanding customers’ perceptions of waiting time. If perceived waiting 

time markedly exceeds the time for which an individual can tolerate waiting, 

then that individual may simply leave without joining a queue. The perception 

of time is not felt because the individual does not join the queue (Cameron et 

al., 2003; Houston, 2010; Murphy et al., 1989; Yen, 2008). Service companies 

should therefore reduce customers’ emotions while waiting (Semeijn & 

Bomert-Peters, 2012). Moreover, waiting time for unknown reasons seems 

longer than for known reasons, particularly before the delivery of a service 

(Solomon & Surprenant, 1985). An unknown waiting time feels longer than an 

equal known waiting time, and an unexplained waiting time feels longer than 

an equal explained one (Solomon & Surprenant, 1985). Crowds can also affect 

perceived waiting time; for example, individuals perceive solitary waits to be 

longer than group waits. A comfortable and familiar waiting environment can 

also cause customers to perceive waiting time as short (Davis & Berdrow, 

2010; Solomon & Surprenant, 1985). In summary, customers’ perceptions 

regarding waiting time can be defined as the effects of waiting time on 

customer emotions. 

 

Conceptual Framework 

The conceptual framework of this study is depicted in figure 1 and is based on 

the review of empirical studies and the theories of the study.  
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Figure 1: Conceptual Framework 
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Methodology 

According to Nworgu (1991), A research design is a plan or blueprint which 

specifies how data relating to a given problem should be collected and 

analyzed. It provides the procedural outline for the conduct of any given 

investigation. 

This study adopted the cross-sectional survey design as the research design 

method. This is a research design in which a group of people or items are 

studied by collecting and analysing sample data from the entire population. If 

the survey involves study of a sample from the population, it is referred to as 

a sample survey (Nworgu, 1991). 

The population of the study refers to the collection of individual items, which 

can be things or people with common characteristics (Ogbonna, Dakun & 

Dewan, 2006). The population defines the limit within which the research 

findings are applicable. The population of the study was made-up of 27,458 

customers of the two branches of Polaris Bank in Bauchi.  

The sample size of the study was determined using Krejcie and Morgan 

(1970). Based on the population of the study, a sample size of 338 was used. 

A sampling technique is a plan specifying how elements will be drawn from 

the population. There are two basic classifications of sampling techniques; 

Probabilistic and Non-probabilistic sampling techniques (Nworgu, 1991). 

However, for the purpose of this study, the simple random sampling 

technique was employed where all the customers of the bank have an equal 

chance of being chosen for the study. 

The instrument for data collection that was used in this study is the structured 

questionnaire. Questionnaire ‘is a pre-formulated written set of questions to 

which respondents record their answers, usually within rather closely defined 

alternatives’ (Sekaran & Bougie, 2009). The questionnaire was divided into 

six sections with section 1 being designed to elicit information about the 

respondent’s profile while sections 2 to 6 covered each of the study’s 

variables. In addition, all the variables were measured on five point Likert-

type scale from 1 = strongly disagree to 5 = strongly agree. The measurement 

items were adapted from various sources. Specifically, the measurement 

items for customer waiting time and bank promotional activities were 

adapted from the work of Liang (2016), customer satisfaction was adapted 

from Susskind, Kacmar, and Borchgrevink (2003); service quality was 
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adapted from Teo, Srivastava and Jiang (2008) while bank performance was 

adapted from the work of Gafoor, Mariappan and Thyagarajan (2018). 

The choice of questionnaire as instrument for data collection is based on the 

fact that it offers greater anonymity and thus can be used to elicit responses 

from respondents who may feel reluctant to give out information in face-to-

face interactions (Sekaran & Bougie, 2009). In addition, questionnaire is less 

expensive method of data collection and can be used to reach a reasonable 

number of respondents.  

The researcher administered the questionnaires personally to the target 

respondents. Thus, face-to-face method of data collection was used in this 

study. Even though face-to-face questionnaire administration is expensive in 

terms of time, money, and efforts, it performs better than mail and telephone 

surveys (Szolnoki & Hoffmann, 2013).  

Reliability is the extent to which a research instrument is constant and stable, 

hence predictable and accurate (Kumar, 2011). It simply means consistency 

of the measurement instruments and can be determine by computing 

Cronbach Alpha. In this study, reliability was operationalized using the 

internal consistency method that is estimated using the Cronbach’s alpha. 

Typically, reliability coefficients of 0.70 or greater are considered adequate 

(Nunally & Bernstein, 1994).  

The data collected from the field was analysed using descriptive statistics tool 

like simple percentage and mean as well as inferential statistics (i.e., multiple 

regression analyses) to answer the research questions and test the 

hypotheses of the study. All the analyses were done with the aid of the 

statistical packages for the social sciences (SPSS) version 23 and the Analysis 

of Moment Structure (AMOS). 

 

Results 

A total of 338 questionnaires were administered to the customers of Polaris 

bank Plc within Bauchi Metropolis, Bauchi State. Out of this number, a total of 

231 (68.3%) were filled and returned for analysis. The returned 

questionnaires were coded using the statistical packages for the social 

sciences software for analysis. An examination of the questionnaire reveals 

few cases of missing data in some of them and the missing data were 

estimated using the “Replace Missing Values” command in SPSS (Tabachnick 

& Fidell, 2007).  
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In addition, to determine whether or not the data is normally distributed, 

skewness and kurtosis values were examined. In other words, values of 

skewness and kurtosis were used to estimate normality in the sample data, 

where average skewness and kurtosis have values of 1.13 and 1.61 

respectively, while high skew and kurtosis have 1.8 and 3.8 respectively 

(Goodhue, Lewis, & Thompson, 2012). Based on the output presented in table 

1, skewness values of all the items fall between -1.236 and 0.372, while that 

of kurtosis fall between -1.267 and 1.077. This indicates that all the items are 

within the normality cut-off point of ±2.58 (Ghasemi, & Zahediasl, 2012). 

Thus, it can be concluded that evidence of normality of data exist. 

 

Table 4. 1: Normality Test 

 N Mean Std. 

Deviation 

Skewness Kurtosis 

Statistic Statistic Statistic Statistic Std. 

Error 

Statistic Std. 

Error 

CWT1 231 3.2338 1.32103 -.473 .160 -.967 .319 

CWT2 231 3.3947 1.18775 -.571 .160 -.618 .319 

CWT3 231 3.1053 1.20411 -.250 .160 -.985 .319 

CWT4 231 3.4000 1.33188 -.635 .160 -.768 .319 

CWT5 231 3.1299 1.39269 -.147 .160 -1.265 .319 

CWT6 231 3.3506 1.26937 -.529 .160 -.873 .319 

CS1 231 3.2162 1.15650 -.691 .160 -.230 .319 

CS2 231 3.6447 .99176 -.853 .160 .736 .319 

CS3 231 3.2933 1.06860 -.614 .160 .113 .319 

CS4 231 3.4730 1.09810 -.735 .160 .176 .319 

CS5 231 3.7200 1.14846 -.890 .160 .226 .319 

CS6 231 3.4595 1.12121 -.710 .160 -.038 .319 

BPA1 231 3.3200 1.30377 -.650 .160 -.735 .319 

BPA2 231 2.8158 1.20554 .090 .160 -.884 .319 

BPA3 231 3.3158 1.24283 -.415 .160 -.891 .319 

BPA4 231 3.1688 1.38378 -.277 .160 -1.267 .319 

BPA5 231 2.7733 1.15991 .051 .160 -.847 .319 

BPA6 231 3.0400 1.24523 -.240 .160 -1.015 .319 

SQ1 231 3.7424 1.11094 -1.236 .160 1.077 .319 

SQ2 231 3.4545 1.41310 -.676 .160 -.865 .319 

SQ3 231 3.5921 1.28379 -.804 .160 -.418 .319 

SQ4 231 3.6316 1.24944 -.809 .160 -.279 .319 

SQ5 231 3.4474 1.36472 -.541 .160 -.900 .319 
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SQ6 231 3.8312 1.27589 -1.010 .160 -.079 .319 

BP1 231 3.3247 1.39354 -.509 .160 -1.102 .319 

BP2 231 3.6234 1.32244 -.713 .160 -.691 .319 

BP3 231 3.5974 1.28462 -.740 .160 -.552 .319 

BP4 231 3.5132 1.24579 -.847 .160 -.254 .319 

BP5 231 2.5584 1.36567 .372 .160 -1.165 .319 

BP6 231 3.7237 1.38563 -.887 .160 -.443 .319 

Valid N 

(listwise) 

231       

 

In general, reliability coefficients of 0.70 are considered satisfactory 

(Nunnally & Bernstein, 1994). Therefore, an examination of the constructs 

reliability in table 2 indicates that all factors have good reliability suggesting 

good internal consistency.  

 

Table 4. 2: Reliability Analysis 

Construct Number of 

Items 

Cronbach Alpha 

Customers waiting time 6 .829 

Customer satisfaction 6 .908 

Bank’s promotional activities 6 .843 

Service Quality 6 .877 

Bank Performance 6 .864 

 

Results 

This section presents the analysis of the data that were used to answer the 

research questions as well as test the research hypotheses of the study. The 

section begins with the profile information of the respondents of the study. 

 

Table 3: Respondent’s Information 

Item  Frequency Percentag

e 

Gender Male 149 65.6% 

 Female 78 34.4% 

    

Marital Status Married 118 53.9% 
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 Single 101 46.1% 

    

Age (in Years) 18 – 24 years 42 18.8% 

 25 – 34 years 131 58.8% 

 35 – 44 years 44 19.7% 

 More than 44 

years 

6 2.7% 

 

Table 3 presents the respondent’s information and it can be seen that in terms 

of gender, 149(65.6%) are male while 78(34.4%) are females. Thus, most of 

the respondents are male by gender. In terms of the marital status of the 

respondents, table 3 revealed that 118(53.9%) are married while 

101(46.1%) are single. Table 3 also provided the distribution of the 

respondents in terms of their age brackets. It can be seen that 42(18.8%) of 

the respondents are between 18 -24 years old, 131(58.8%) are between 25 – 

34 years, 44(19.7%) are between 35-44 years while 6(2.7%) are more than 

44 years old.  

 

 Hypotheses Testing 

This section presents a test of the hypotheses of the study using multiple 

regression analysis. The analysis was done using AMOS and SPSS statistical 

packages. Before assessing the structural model, multicollinearity was 

checked using SPSS. Accordingly, the predictor constructs were used to run 

ordinary least squares (OLS) regression using SPSS which provides a 

collinearity statistic such as variance inflation factor (VIF) and tolerance 

values. The VIF above 5.00 for any of the predictor constructs indicates that 

there is a problem of multicollinearity in the model (Hair et al., 2014). In this 

study, the VIF for all the predictor constructs range between 1.590 and 2.836 

which are well below the threshold of 5.00 thus, suggesting that 

multicollinearity is not an issue.  

The study further diagnosed the presence of autocorrelation in latent variable 

scores using Durbin-Watson test available in SPSS by performing OLS 

regression. This test resulted with the Durbin-Watson statistic of 1.824 which 

indicated lack of autocorrelation problem. The r-square value of .744 implies 

that 74.4% of the variation in the dependent variable (bank performance) can 

be explained by the independent variables (customer waiting time, customer 
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satisfaction, bank’s promotional activities and service quality). In addition, 

the model has an F-value of 2.781 which is significant at 0.000. This is an 

indication that the regression model of the study is relatively significant in 

explaining the variance on bank performance.  

The results of the full structural model with effect of the independent 

variables (customer waiting time, customer satisfaction, bank’s promotional 

activities and service quality) on the dependent variable (bank performance) 

after deleting one items each from the four IVs for low loadings is presented 

in table 4 and figure 2.  

 

Table 4: Regression Analysis Summary 
 

Unstd. 

Est. 

Std. 

Est. 

S.E. C.R. P Decision 

Customer Waiting Time → Bank 

Performance 

-.248 -

.228 

.048 -

5.216 

*** Sig. 

Customer Satisfaction → Bank Performance .173 .153 .049 3.551 *** Sig. 

Bank’s Promotional Activities → Bank 

Performance 

.293 .268 .046 6.383 *** Sig. 

Service Quality → Bank Performance  .407 .401 .057 7.163 *** Sig. 

 

 
Figure 2: Structural Model 
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Discussion of Findings 

Hypothesis one, the output presented in table 4 and figure 2 show the 

unstandardized B of -.248; standardized β of -.228; S.E. = .048, C.R. = -5.216 

and P =.001. Therefore, by having P-value of 0.001, the result reaches 

statistical significance. Hence, the null hypothesis which postulated that 

“customer’s waiting time does not have significant impact on bank 

performance” is rejected while the alternative hypothesis is accepted. The 

standard beta of -.228 suggests that when Customer Waiting Time goes up by 

1 standard deviation, Bank Performance goes down by 0.228 standard 

deviations. In other words, based on the outputs in table 4, it can be concluded 

that customer’s waiting time has a significant negative impact on bank 

performance such that the higher the customer waiting time the less the 

bank’s performance and vice versa.  

 Hypothesis two, in testing hypothesis 2, the result presented in table 4 and 

figure 2 shows that there is a significant positive relationship between 

empathy and customer retention (β = .153, p < .001). When customer 

satisfaction goes up by 1 standard deviation, bank performance goes up by 

.153 standard deviations. The regression weight estimate, .153, has a standard 

error of about .049. The probability of getting a critical ratio as large as 3.551 

in absolute value is less than .001. In other words, the regression weight for 

customer satisfaction in the prediction of bank performance is significantly 

different from zero at the 0.001 level (two-tailed). Thus the alternate 

hypothesis which postulated that customer satisfaction has a significant 

impact on bank performance is accepted while the null is rejected. 

Furthermore, an examination of the standardized beta shows that customer 

satisfaction has a significant positive impact on bank performance, such that 

the more the level of customer satisfaction, the more the bank’s performance 

and vice versa.   

Hypothesis three, based on the results presented in Table 4 and Figure 2, the 

test of hypothesis 3 shows that there is a significant positive effect between 

bank’s promotional activities and bank performance (β = .268, p < .001). 

When bank’s promotional activities go up by 1 standard deviation, bank 

performance goes up by .268 standard deviations. The regression weight 

estimate, .268, has a standard error of about .046. The probability of getting a 

critical ratio as large as 6.383 in absolute value is less than 0.001. In other 

words, the regression weight for bank’s promotional activities in the 
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prediction of bank performance is significantly different from zero at the 

0.001 level. Thus the null hypothesis which stated that bank’s promotional 

activities do not have significant effect on bank performance is rejected while 

the alternative hypothesis is accepted. This implies that bank’s promotional 

activities have a significant positive effect on bank performance.  

Hypothesis four, in testing hypothesis 4, reference is also made to table 4 and 

figure 2, and the result shows that service quality has a significant positive 

impact on bank performance (β = .401, S.E. = .057, CR = 7.163, p =.001). 

When service quality goes up by 1 standard deviation, bank performance goes 

up by .401 standard deviations. The regression weight estimate, .401, has a 

standard error of about .057. The probability of getting a critical ratio as large 

as 7.163 in absolute value is less than .001. In other words, the regression 

weight for service quality in the prediction of bank performance is 

significantly different from zero at the 0.001 level (two-tailed). Thus the 

alternate hypothesis which stated that service quality has a significant impact 

on bank performance is accepted while the null is rejected. In other words, 

service quality has a significant positive impact on bank performance.  

 

Summary of Findings 

This study has examined queuing system management on the growth of 

business enterprises especially on bank performance. The study revealed a 

number of findings that are consistent with the literatures. Specifically, 

customer waiting time was found to be a significant predictor of bank 

performance. This was seen by the negative effect of it on bank performance 

which implies that banks that have a longer customer waiting time will 

experience low performance. This finding buttresses previous findings by 

Mandelbaum and Zeltyn (2004). In addition, Campbell and Frei (2010) 

studied multiple branches of bank, and provided empirical evidence that teller 

waiting times affect customer satisfaction and consequently performance. 

On the other hand, customers’ satisfaction with queuing system management 

of banks can lead to higher performance. This is in line with findings by 

Campbell and Frei (2010) who had reported that customer satisfaction affects 

performance through poor customer retention. Odirichukwu et al, (2014) also 

examined the banking queue system in Nigeria and uncovered the 

applicability and extent of usage of queuing models in achieving customer 
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satisfaction at the lowest cost. In addition, bank’s promotional activities for 

customers waiting on queue help them to improve their performance.  

Finally, the study also revealed that service quality has a positive effect on 

bank performance. This finding is consistent with the findings of Bakari, et al 

(2014) service delivery quality where they noted that a system that operates 

under steady-state condition will likely bolster performance. 

 

Summary, conclusion and Recommendations 

In summary the role of customers in ensuring the survival, growth and 

profitability of banks is quite incontrovertible like in all other highly 

competitive business sector especially in capitalist economy like ours. In view 

of this fact, any bank that wants to be a market leader and not a niche must 

strive hard to ensure that they satisfy their teaming customer's needs and 

wants by effective management of their queuing systems especially by way of 

totally eradicating or reducing to the greatest minimal unnecessary 

congestion within all its banking operations. This study assesses queuing 

system management on bank performance. The results of the analysis showed 

that customer waiting time negatively affects banks performance. This is quite 

obvious as when customers have to wait long on banking queues the less 

satisfied they become and this in turn affects their performance. The study 

also revealed a positive effect of customer satisfaction, bank’s promotional 

activities for waiting customers and service quality on bank performance. It is 

concluded that even though, service cost increases as a firm attempt to raise 

its level of service. As service improves, the cost of time spent waiting on the 

line decreases.  

Waiting in line will always be prevalent in our society and in our banks. As the 

banking industry continues to evolve, staff are under continual and growing 

pressure to do more and more. This study has demonstrated that, there is the 

need for banking facilities and bank administrators to address gaps in human 

resources, logistics and other internal procedures aimed at reducing waiting 

times and thus ensuring an effective banking delivery system. In conclusion, 

minimizing waiting time and improving customer satisfaction level can 

enhance the competitiveness of banks. In addition, it is concluded that 

establishing a scientific, workable and efficient banking system improves 

efficiency and enhances the performance of banks.  
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The following recommendations are made based on the findings of this study: 

• The management of banks should employ more banking staff and train 

existing bank managers and employees so that the customers will be 

attended to on time thereby reducing customers waiting time for better 

bank performance.  

• The management should make provision for banking facilities and train 

its staff on the general understanding of concepts, current technology, 

and applications of queuing theory as it relates to customer satisfaction 

and waiting time. 

• To reduce negative feelings about queuing or even to increase 

willingness to queue, banks should provide the customers with an 

enjoyable experience, by enjoyable promotional messages and music, 

beverages, and snacks.  

• The management of banks should to address gaps in human resources, 

logistics and other internal procedures through the adoption and use 

of high-tech innovations such as automation equipment to accelerate 

the service speed thereby leading to an effective customer service 

delivery quality which often lead to increase performance.  

 

Suggestion for Further Studies 

There are frontiers for future research arising mainly from the limitations of 

the study. First, this research did not cover the effects of queuing management 

on bank performance using all the commercial banks within Bauchi 

Metropolis. Therefore, subsequent researchers may consider studying two or 

more deposit money banks. In addition, similar studies can also be extended 

to other service based firms. Secondly, future researchers should extend this 

study to other geographical locations and/or sectors of the economy so as to 

extend the generalization of the study findings. Thirdly, future research might 

update the source of information and include more variables to the study, also 

spend time for review more literature to increase the valuable of research 

findings. Finally, future work should consider the different research method 

like adopting a longitudinal approach instead of a cross-sectional strategy.  
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