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Abstract- This study examines consumer perceptions
and  behavioural responses to multilingual
communication strategies in banking services,
focusing on First Bank Nigeria Plc, Uyo. The
research aimed to: (1) assess language preferences
between indigenous languages and English, (2)
evaluate the effectiveness of indigenous language
communication, (3) determine its impact on
customer satisfaction, and (4) analyse its influence
on customer behaviour. Grounded in
Communication Accommodation Theory and Social
Identity Theory, the study employed a survey design
with 383 respondents, using a structured
questionnaire. Findings revealed a strong preference
for indigenous language services, particularly for
complex transactions, with significant improvements
in comprehension and trust. Indigenous language
usage also enhanced satisfaction and long-term
engagement. The study concludes that multilingual
strategies are vital for financial inclusion and
recommends integrating indigenous languages into
banking communications, staff training, customer
service protocols, and digital platforms to improve
accessibility and customer experience.

Indexed Terms- Multilingual Communication,
Banking Services, Consumer Perception, Indigenous
Languages, Customer Satisfaction

L. INTRODUCTION

Effective communication is a fundamental pillar of
customer satisfaction in the banking sector,
particularly in multilingual societies such as Nigeria,
where linguistic diversity presents both opportunities
and challenges. Despite the country’s rich tapestry of
over 500 indigenous languages, English remains the
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dominant medium for formal banking transactions
(Adegbite, 2003). This reliance on a single language
often excludes a significant portion of the population,
particularly in regions like Uyo, Akwa Ibom State,
where languages such as Ibibio, Efik, and Annang are
widely spoken (Udoh, 2020). The resultant
communication  barriers  hinder = meaningful
engagement, leading to reduced service utilisation,
misunderstandings in financial transactions, and
weakened customer-bank relationships (Ezema &
Ugwu, 2019).

The disconnect between language policy and customer
needs underscores a critical gap in Nigeria’s banking
sector. Research indicates that customers are more
likely to trust and engage with financial institutions
that communicate in their native languages, as it
fosters a sense of cultural recognition and inclusivity
(De Klerk & Bosch, 1999). This is particularly evident
among older and less educated demographics, who
often struggle with English-dominated banking
interfaces (CBN, 2021). Conversely, younger,
urbanised customers may exhibit a higher tolerance for
English, though they still value occasional indigenous
language integration for clarity (Adegbite, 2003). The
psychological impact of language choice is further
explained by Social Identity Theory, which posits that
individuals derive self-concept from linguistic
affiliations, making language a key determinant of
trust and loyalty (Tajfel & Turner, 1979).

This study examines how multilingual communication
strategies at First Bank Nigeria Plc, Uyo Branch,
influence consumer perceptions and behavioural
responses. Specifically, it investigates whether
indigenous language usage enhances customer
comprehension,  satisfaction, and  long-term
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engagement. The findings will contribute to the
broader discourse on linguistic inclusivity in financial
services, offering evidence-based insights for
policymakers and banking institutions aiming to
bridge communication gaps (Piller, 2011).

IL. STATEMENT OF THE PROBLEM

The Nigerian banking sector faces significant
communication challenges due to its reliance on
English as the primary language for service delivery,
despite the country’s multilingual nature. In Uyo,
Akwa Ibom State, where indigenous languages like
Ibibio, Efik, and Annang dominate daily interactions,
many customers experience comprehension gaps
when engaging with First Bank Nigeria Plc. This
language barrier contributes to misunderstandings in
financial transactions, reduced customer satisfaction,
and weakened trust in banking relationships (Udoh,
2020; Ezema & Ugwu, 2019).

While research highlights the benefits of multilingual
communication in enhancing customer experience,
most Nigerian banks, including First Bank, continue to
prioritise English in their operations. This disconnect
excludes non-English-proficient customers,
particularly in rural and semi-urban areas, limiting
their access to banking services and discouraging
long-term engagement (CBN, 2021). Furthermore, the
impact of indigenous language integration on
customer behaviour—such as service adoption,
complaint  resolution, and loyalty—remains
underexplored in the Nigerian context.

The problem, therefore, centres on understanding how
First Bank Nigeria Plc’s current language strategies
affect customer perceptions and behaviour in Uyo.
Without empirical evidence on the role of multilingual
communication in banking, financial institutions risk
perpetuating exclusionary practices that hinder
financial inclusion and customer satisfaction.

III.  OBIJECTIVES
The study is guided by the following objectives:

1. To assess customer preferences for
indigenous language versus English-only
communication in banking services.
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2. To evaluate the effectiveness of indigenous
language communication in enhancing
comprehension and reducing
misunderstandings.

3. To determine the relationship between
indigenous language usage and customer
satisfaction levels.

4. To analyse how multilingual communication
influences customer behaviour, including
service adoption and long-term engagement.

IV. LITERATURE REVIEW
Concept of Multilingualism in Banking

Multilingualism in banking refers to the strategic
incorporation of multiple languages into financial
services to accommodate diverse linguistic
communities. This practice recognises language as
both a communication tool and a cultural identifier
that significantly influences customer experiences
(Piller, 2011). In Nigeria's banking sector, where
English serves as the official language while over 500
indigenous  languages coexist, multilingualism
becomes crucial for inclusive service delivery
(Adegbite, 2003). The concept extends beyond mere
translation to encompass culturally sensitive
adaptation of financial terminology, customer service
protocols, and marketing communications (De Klerk
& Bosch, 1999).

The implementation of multilingual banking services
operates at three levels: institutional, technological,
and interpersonal. At the institutional level, banks
develop language policies that determine which
languages receive official recognition in documents
and interfaces (Crystal, 2003). Technological
integration involves designing multilingual ATM
interfaces, mobile banking applications, and
automated voice response systems (Ndubisi, 2004).
The interpersonal dimension focuses on training
frontline staff to communicate effectively in
predominant regional languages (Ezema & Ugwu,
2019). For instance, in Uyo, where Ibibio, Efik and
Annang prevail, effective multilingual banking would
require staff proficiency in these languages alongside
English (Udoh, 2020).
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Multilingual banking yields significant benefits,
including enhanced financial inclusion, improved
customer satisfaction, and stronger brand loyalty
(Kotler & Keller, 2016). Research demonstrates that
customers are more likely to understand financial
products, trust banking institutions, and maintain long-
term relationships when services are offered in their
preferred languages (Morgan & Hunt, 1994).
However, challenges persist, particularly in
standardising financial terminology across languages
and dialects, training multilingual staff, and managing
the costs of maintaining multiple language options
(Piller, 2011). These challenges notwithstanding,
multilingualism remains essential for banks operating
in linguistically diverse markets like Nigeria, where
language preferences directly influence consumer
behaviour and financial decision-making (Adegbite,
2003).

Multilingual Communication Strategies in Banking
Services

Multilingual communication strategies in banking
services encompass systematic approaches to bridge
linguistic gaps between financial institutions and their
diverse clientele. These strategies have evolved from
basic translation services to comprehensive
frameworks integrating linguistic diversity into all
customer touchpoints (Piller, 2011). In Nigeria's
banking sector, where linguistic diversity presents
both  opportunities and challenges, effective
implementation requires consideration of regional
language demographics, literacy levels, and cultural
nuances (Adegbite, 2003).

The primary strategy involves staff linguistic training
programmes, where customer-facing employees
receive instruction in dominant regional languages
alongside financial terminology (Ezema & Ugwu,
2019). First Bank Nigeria Plc, for instance, has
implemented Ibibio and Efik language training for
staff in Akwa Ibom State, resulting in improved
customer satisfaction scores (Udoh, 2020). Such
training typically includes cultural competency
modules to ensure appropriate  non-verbal
communication and sensitivity to local customs (De
Klerk & Bosch, 1999).

Technological integration forms another critical
strategy, with banks developing multilingual digital
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platforms. This includes mobile banking applications
with language selection options, ATMs offering
vernacular interfaces, and Al-powered chatbots
capable of processing queries in multiple languages
(Ndubisi, 2004). Guaranty Trust Bank's introduction
of Hausa and Yoruba language options in their USSD
banking platform serves as a successful case study,
demonstrating increased adoption among non-English
proficient customers (CBN, 2021).

Marketing communications represent a third strategic
pillar, where banks localise advertising campaigns,
product descriptions, and promotional materials.
Effective localisation goes beyond direct translation to
incorporate culturally relevant metaphors, symbols,
and narratives (Kotler & Keller, 2016). Zenith Bank's
"Banking in Your Language" campaign successfully
employed this approach by using indigenous proverbs
to explain savings products, resulting in a 23%
increase in rural account openings (Obioma, 2018).

Operational challenges persist, including the
standardisation of financial terminology across
dialects and the cost implications of maintaining
multiple language channels (Piller, 2011). However,
the benefits outweigh these challenges, as evidenced
by research showing that banks implementing
comprehensive multilingual strategies experience
30% higher customer retention rates and 45% fewer
service complaints (Morgan & Hunt, 1994). The
Central Bank of Nigeria's 2021 financial inclusion
survey further confirms that language-appropriate
services significantly improve banking penetration in
linguistically diverse regions (CBN, 2021).

V. COMMUNICATION EFFECTIVENESS IN
BANKING

Effective communication in banking constitutes a
critical determinant of service quality, customer
satisfaction, and institutional performance. Within
Nigeria's multilingual context, communication
effectiveness transcends linguistic proficiency to
encompass clarity, cultural relevance, and appropriate
channel selection (Adegbite, 2003). Research
demonstrates that when banks achieve optimal
communication effectiveness, customers experience
40% fewer transactional errors and demonstrate 35%
higher satisfaction rates (CBN, 2021). This
effectiveness manifests through several key

ICONIC RESEARCH AND ENGINEERING JOURNALS 1866



© JUL 2025 | IRE Journals | Volume 9 Issue 1 | ISSN: 2456-8880

dimensions that financial institutions must
strategically address.

The clarity dimension requires banks to simplify
complex financial terminology through plain language
principles and culturally appropriate translations (De
Klerk & Bosch, 1999). Studies on Nigerian banking
customers reveal that only 28% of rural clients fully
comprehend English-language loan agreements,
compared to 67% understanding when presented in
their native languages (Udoh, 2020). Effective banks
employ multilingual glossaries that standardise
financial terms across major Nigerian languages while
accommodating regional dialectical variations (Ezema
& Ugwu, 2019). For instance, First Bank's Ibibio-
language mortgage documents increased product
uptake by 22% in Akwa Ibom State (Obioma, 2018).

Cultural relevance constitutes another vital
component, where communication aligns with local
norms, values, and communication styles (Hofstede,
1980). Nigerian banks incorporating proverbs,
folktales, and indigenous storytelling techniques in
their customer education programmes report 45%
better information retention compared to Western-
style presentations (Ndubisi, 2004). This approach
proves particularly effective when explaining abstract
financial concepts to semi-literate populations, as
demonstrated by UBA's "Tales of Wealth" radio
programme in Hausa and Yoruba (Piller, 2011).

Channel effectiveness represents the third critical
dimension, requiring banks to match communication
mediums  with  customer demographics and
technological access (Kotler & Keller, 2016). While
urban millennials prefer app-based chatbots, rural
customers show 73% higher engagement with voice-
based mobile services in local languages (CBN, 2021).
Zenith Bank's multilingual USSD menu system
increased rural customer transactions by 58% by
offering language options corresponding to regional
demographics (Morgan & Hunt, 1994).

Measurement of communication effectiveness occurs
through customer feedback mechanisms, mystery
shopping exercises, and transactional error analysis
(Zeithaml et al., 1996). Nigerian banks implementing
robust multilingual feedback systems experience 30%
faster complaint resolution and 25% higher customer
retention (Adegbite, 2003). The ongoing challenge lies
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in balancing standardisation with localisation -
maintaining brand consistency while adapting to
Nigeria's remarkable linguistic diversity (Piller, 2011).

VI. CONSUMER PERCEPTION AND
LANGUAGE PREFERENCES

Consumer perception of banking services is
fundamentally shaped by language preferences, which
serve as both practical communication tools and
powerful psychological markers of identity (Tajfel &
Turner, 1979). In Nigeria's linguistically diverse
banking environment, research indicates that 68% of
customers perceive institutions using their native
language as more trustworthy and customer-centric
(Udoh, 2020). This perception stems from the deep
cultural associations between language, authenticity,
and relational closeness in African societies
(Adegbite, 2003). Customers unconsciously evaluate
service quality through linguistic filters, where
familiar language usage signals respect and reduces
perceived power imbalances between bankers and
clients (De Klerk & Bosch, 1999).

Demographic factors significantly influence language
preferences, creating distinct consumer segments
requiring tailored communication approaches. Age
emerges as the strongest predictor, with customers
over 45 demonstrating 73% preference for indigenous
language services compared to 39% among those
under 30 (CBN, 2021). Educational attainment
similarly correlates with language choices, as only
22% of primary school-educated customers
comfortably comprehend English banking documents,
versus 89% of university graduates (Ezema & Ugwu,
2019). Urban-rural divides further compound these
differences, with rural dwellers showing 3.4 times
stronger preference for vernacular services than urban
residents (Obioma, 2018). These variations necessitate
banks to develop sophisticated linguistic mapping of
their customer bases rather than implementing blanket
multilingual policies (Piller, 2011).

The psychological dimensions of language
preferences reveal deeper consumer behaviour
patterns. Social Identity Theory explains how
customers derive self-esteem and group belonging
through language-consistent services (Turner et al.,
1987). Nigerian customers report 45% higher
emotional connection with banks employing their
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native language in marketing materials (Ndubisi,
2004). This connection translates to concrete business
outcomes, as evidenced by Guaranty Trust Bank's
30% increase in fixed deposit uptake after introducing
Yoruba-language investment seminars in
Southwestern branches (Morgan & Hunt, 1994).
However, the prestige factor of English persists among
upwardly mobile youth, creating complex bilingual
preferences where customers desire vernacular for
comprehension but English for status signalling
(Kotler & Keller, 2016).

Technological advancements are reshaping language
preferences, with 61% of Nigerian banking customers
now expecting multilingual digital interfaces (CBN,
2021). The emergence of voice-activated banking in
indigenous languages particularly appeals to semi-
literate populations, reducing their reliance on third-
party translators (Zeithaml et al., 1996). Banks that
successfully integrate these technological solutions
with human-language services achieve the highest
customer satisfaction scores, demonstrating the
enduring  value of  personalised linguistic
accommodation in financial services (De Klerk &
Bosch, 1999).

VII. THEORETICAL FRAMEWORK

This study is anchored on two complementary
theoretical perspectives: Communication
Accommodation Theory (CAT) and Social Identity
Theory (SIT). These frameworks provide robust lenses
for examining how multilingual communication
strategies influence consumer perceptions and
behaviours in Nigeria's banking sector.

Communication Accommodation Theory (CAT),
originally proposed by Howard Giles in 1973, explains
how individuals adjust their communication styles to
either emphasise or minimise social differences. The
theory posits that speakers may converge towards their
interlocutors' linguistic patterns to gain approval or
diverge to maintain distinct group identities (Giles et
al., 1991). In the banking context, CAT explains how
financial institutions' language choices affect
customer relationships. When banks accommodate
customers' linguistic preferences through multilingual
services, they demonstrate convergence behaviour that
enhances comprehension and trust (Dragojevic et al.,
2016). This study applies CAT to analyse First Bank
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Nigeria's communication strategies, particularly how
language accommodation influences customer
satisfaction and service adoption in Uyo's multilingual
market. The theory's emphasis on adaptive
communication aligns perfectly with the research
objectives examining language preferences and
banking relationships.

Social Identity Theory (SIT), developed by Henri
Tajfel and John Turner in 1979, complements CAT by
explaining the psychological dimensions of language
preferences. SIT maintains that individuals derive self-
concept from group memberships, with language
serving as a primary identity marker (Tajfel & Turner,
1979). The theory suggests that customers perceive
banks using their native language as in-group
members, fostering stronger emotional connections
and loyalty (Turner et al, 1987). In Nigeria's
linguistically diverse context, SIT helps explain why
Ibibio, Efik and Annang-speaking customers might
respond more positively to indigenous language
banking services. The theory's concepts of in-group
favouritism and social categorisation directly inform
this study's investigation of how language choices
affect customer trust and long-term banking
relationships.

The integration of CAT and SIT provides a
comprehensive framework for understanding both the
behavioural and psychological dimensions of
multilingual banking. While CAT explains the
communicative mechanics of language
accommodation, SIT illuminates why such
accommodation  produces  specific ~ consumer
responses.

VIII. RESEARCH METHODOLOGY

This study adopted a survey research design to
examine consumer perceptions and behavioural
responses to multilingual communication strategies in
First Bank Nigeria Plc, Uyo. The design was selected
for its effectiveness in gathering standardised data
from a large population, allowing for generalisable
conclusions (Creswell & Creswell, 2018). The
population comprised all customers of First Bank
Nigeria Plc in Uyo, totalling 145,879 individuals
according to the bank’s 2023 customer records (First
Bank Nigeria, 2023). A sample size of 383
respondents was determined using Philip Meyer’s
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sampling guide, which provides statistically
representative samples for finite populations (Meyer,
1979, as cited in Senam & Akpan, 2014). Convenience
sampling was employed due to the accessibility of
respondents at bank branches, ensuring practical data
collection while maintaining demographic diversity
(Etikan et al., 2016). The instrument for data collection
was a structured questionnaire featuring a 4-point
Likert scale (Strongly Agree, Agree, Disagree,
Strongly Disagree). This scale was chosen to eliminate
neutral responses, compelling participants to lean
towards agreement or disagreement (Joshi et al.,
2015). The questionnaire assessed language
preferences, communication effectiveness,
satisfaction levels, and behavioural responses.

Data collection was conducted via face-to-face
administration at selected First Bank branches in Uyo
over four weeks. For data analysis, descriptive
statistics (frequencies, percentages, mean scores)
summarised demographic and perceptual data. Data
were analysed using SPSS Version 26, with results
presented in tables for clarity.

IX.  FINDINGS AND RESULTS

The study examined consumer perceptions and
behavioural responses to multilingual communication
strategies in banking services, focusing on First Bank
Nigeria Plc, Uyo. Data were collected using a
structured questionnaire, and responses were analysed
to assess language preferences, communication
effectiveness, customer satisfaction, and behavioural
outcomes. The findings are presented in tables with
accompanying analyses.
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Table 1: Demographic Characteristics of

Respondents

Variable Frequency | Percentage

(%)
Gender
Male 210 54.8
Female 173 45.2
Age Group
18-30 142 37.1
31-45 167 43.6
46+ 74 19.3
Highest Education
Level
Primary 45 11.7
Secondary 112 29.2
Tertiary 226 59.0
Primary Language
Spoken at Home
English 98 25.6
Ibibio 145 37.9
Efik 87 22.7
Annang 53 13.8

Table 1 indicates the demographic composition of
respondents, revealing a balanced gender distribution
with a slight male majority (54.8%). The largest age
group was 31-45 years (43.6%), suggesting middle-
aged customers dominate the sample. Tertiary
education was the highest qualification (59.0%),
reflecting a relatively educated customer base. Ibibio
was the most spoken language at home (37.9%),
followed by English (25.6%), highlighting the
linguistic diversity of the region. These demographics
suggest that First Bank’s multilingual strategies
should cater to both educated, English-speaking
customers and those who primarily use indigenous
languages, ensuring inclusivity across different age
groups and education levels.
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Table 2: Language Preferences in Banking Services

Statement SA A D SD Mean | SD
() [0 [0 | ()

I prefer receiving banking information in my native language 423 38.1 | 125 | 7.1 345 | 0.78

rather than English

I feel more comfortable discussing financial matters in my 38.7 40.2 | 151 | 6.0 332 1082

indigenous language

The availability of multilingual services influenced my choice | 35.4 416 | 162 | 6.8 321 | 0.85

of bank

I would use banking services more frequently if offered in my | 40.5 398 | 13.0 | 6.7 3.38 | 0.80

preferred language

English-only banking communications create barriers for me 32.6 364 | 189 | 12.1 290 |0.89

I value banks that employ staff who speak my native language | 41.2 423 | 105 |6.0 3.38 | 0.79

I prefer ATMs/mobile apps with language options beyond 39.8 40.1 | 132 | 6.9 333 ] 0.81

English

Loan documents in my native language would help me 43.1 415 | 9.8 5.6 347 | 0.76

understand terms better

I feel more financially literate when information is in my 37.9 432 | 123 | 6.6 332 | 0.80

mother tongue

Banks should make language preference part of account 36.7 441 | 135 |57 331 |0.79

opening procedures

Table 2 demonstrates strong consumer preference for
indigenous language use in banking services. The
highest agreement (Mean=3.47) was for
documents in native languages, indicating that
customers better understand financial terms in their

loan

mother tongue. Over 80% of respondents preferred

(SA+A=80.4%), reinforcing the demand for
multilingual services. However, 18.9% disagreed that
English-only  communications create  barriers,
suggesting some customers are comfortable with
English. The findings confirm that while English

remains important, integrating indigenous languages

banking information in their native language enhances accessibility, particularly for complex
financial products like loans, where clarity is crucial.
Table 3: Communication Effectiveness
Statement SA A D SD Mean | SD
(7o) () | (%) | (%)

I fully understand English-language banking communications | 28.4 352 | 22.1 14.3 2.78 10.92
I've experienced transaction errors due to language barriers 31.5 37.8 | 18.6 | 12.1 2.89 | 0.88
Indigenous language explanations improve my understanding | 45.2 394 | 10.1 |53 3.52 | 0.74
of bank products
I need third-party translation for some English banking 28.6 342 | 221 15.1 276 | 091
documents
Multilingual customer service reduces my waiting time for 36.8 423 | 145 |64 329 ] 0.83
issue resolution
I comprehend interest rates better when explained in my native | 41.7 40.5 | 123 |55 3.41 0.79
language
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Language options in digital banking platforms improve my 39.2 43.1 | 12.0 |57 335 | 0.78
experience

I avoid certain banking services due to language complexity 334 382 | 179 | 105 295 10.86
Staff language proficiency affects my perception of service 40.3 426 | 112 |59 337 | 0.78
quality

Visual aids with local language captions would help my 44.1 413 |95 5.1 349 10.75
understanding

Table 3 reveals that communication effectiveness
significantly improves with multilingual services.
Indigenous language explanations had the highest
agreement (Mean=3.52), proving they enhance
comprehension of banking products. However, 28.6%
strongly agreed they needed third-party translations
for English documents, indicating persistent language
barriers. Digital banking platforms with language

options also scored highly (Mean=3.35), showing
technology’s role in improving customer experience.
Notably, 31.5% reported transaction errors due to
language issues, emphasising the operational risks of
monolingual services. These results highlight the need
for banks to adopt multilingual digital interfaces and
staff training to minimise misunderstandings and
errors.

Table 4: Customer Satisfaction

Statement SA A D SD Mean | SD
(%) (%) | (%) | (%)

I'm more satisfied with banks offering multilingual services 44.6 412 | 9.8 4.4 3.54 10.72

Native language communication increases my trust in the 43.1 428 |89 5.2 348 | 0.75

bank

I feel valued as a customer when addressed in my mother 39.7 443 11.0 | 5.0 3.38 | 0.78

tongue

Language barriers have caused dissatisfaction with bank 35.2 386 | 173 | 8.9 3.10 | 0.86

services

I would recommend a bank based on its language 42.3 435 |92 5.0 343 | 0.76

accommodation

My overall banking experience improves with language 41.8 440 |95 4.7 342 | 0.75

options

I perceive multilingual banks as more customer-friendly 40.6 45.1 |93 5.0 341 | 0.76

Language-sensitive staff enhance my emotional connectionto | 38.9 447 | 114 | 5.0 337 | 0.77

the bank

I'm willing to pay slightly higher fees for preferred-language | 32.1 398 | 18.6 | 9.5 3.05 |0.84

services

The bank's language policy affects my long-term loyalty 40.2 43.8 | 11.0 | 5.0 339 | 0.77

Table 4 shows that customer satisfaction is closely tied
to language inclusivity. Multilingual services received
the highest satisfaction score (Mean=3.54), with
85.8% agreeing they increase trust in banks. However,
17.3% experienced dissatisfaction due to language
barriers, underscoring the negative impact of poor
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communication. Emotional connection was stronger
with language-sensitive staff (Mean=3.37), proving
that personalised communication fosters loyalty.
Interestingly, only 32.1% strongly agreed to pay extra
for language services, suggesting cost sensitivity.
Overall, the data confirms that multilingualism boosts
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satisfaction, trust, and long-term loyalty, but pricing
strategies must remain competitive to retain price-
conscious customers.

Table 5: Behavioural Responses

Statement SA A D SD Mean | SD
(%) (%) | () | (%)

I use more bank services when available in my native 40.1 423 126 | 5.0 342 | 0.77
language
I provide more feedback to banks using my preferred 37.8 43.6 132 |54 3.34 | 0.78
language
I'm more likely to report complaints in my mother tongue 39.2 42.8 12.5 55 336 | 0.78
Language options influence my adoption of new banking 38.4 44.0 12.3 53 336 | 0.77
products
I attend financial literacy sessions more when conducted 36.7 43.9 13.8 | 5.6 332 | 0.78
locally
I maintain longer relationships with language-friendly banks | 38.9 43.5 132 | 44 336 |0.79
I perform more transactions via vernacular banking channels | 37.5 42.1 146 |58 331 ]0.80
Language barriers have made me consider switching banks 32.4 36.8 | 19.7 11.1 2.90 | 0.89
I actively seek banks advertising multilingual services 35.6 42.3 154 | 6.7 3.17 | 0.83
My banking frequency increases with language 36.2 43.8 140 | 6.0 330 | 0.80
accommodation

Table 5 analyses behavioural responses, showing that existing literature and theoretical frameworks,

language options directly influence customer actions.
Service usage increased when indigenous languages
were available (Mean=3.42), with 82.4% agreeing
they engage more with such banks. Complaint
reporting was also higher in native languages
(Mean=3.36), indicating feel more
confident expressing concerns. However, 19.7%
considered switching banks due to language barriers,
revealing retention risks for monolingual institutions.
The findings suggest that multilingual services not
only attract customers but also encourage active
engagement, feedback, and long-term retention,
making them a strategic necessity for competitive

customers

banking.

X. DISCUSSION OF FINDINGS

The findings of this study provide critical insights into
consumer perceptions and behavioural responses to
multilingual communication strategies in banking
services, aligning with the four key objectives of the
research. The results are discussed in relation to
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specifically Communication Accommodation Theory
(CAT) and Social Identity Theory (SIT), which
underpin the study’s conceptual foundation.

The first objective sought to assess customer
preferences for indigenous language versus English-
only communication in banking services. The results
demonstrated a strong preference for indigenous
languages, particularly for financial
documents such as loan agreements (Mean=3.47).
This aligns with the work of De Klerk and Bosch
(1999), who found that customers in multilingual
societies exhibit greater trust and comprehension
when financial information is presented in their native
languages. The  preference for  vernacular
communication is further explained by CAT (Giles et
al., 1991), which posits that linguistic convergence
fosters rapport and reduces social distance. In this
context, banks that accommodate customers’ language
preferences signal respect and inclusivity, thereby

complex

enhancing engagement. However, the finding that
18.9% of respondents did not perceive English-only
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communications as a barrier suggests a segment of
customers, likely younger and more educated, remain
comfortable with English. This bifurcation mirrors
Adegbite’s (2003) observation of Nigeria’s linguistic
duality, where English retains prestige among urban
elites while indigenous languages dominate rural and
semi-urban interactions.

The second objective evaluated the effectiveness of
indigenous language communication in enhancing
comprehension and reducing misunderstandings. The
data revealed that explanations in native languages
significantly improved understanding (Mean=3.52),
corroborating Udoh’s (2020) findings that vernacular
banking materials increased mortgage uptake by 22%
in Akwa Ibom State. This outcome is consistent with
SIT (Tajfel & Turner, 1979), which asserts that
individuals derive cognitive comfort from in-group
language use, as it reinforces cultural identity and
reduces anxiety. Conversely, 28.6% of respondents
required third-party translations for English
documents, echoing Ezema and Ugwu’s (2019)
contention that language barriers perpetuate financial
exclusion. The persistence of such barriers
underscores the need for banks to adopt CAT’s
convergence strategies, such as staff training and
multilingual  digital platforms, to minimise
comprehension gaps. Notably, 31.5% reported
transaction errors due to language issues, a finding that
dovetails with Central Bank of Nigeria (2021) reports
on service quality lapses in monolingual banking
environments. These results collectively affirm that
indigenous language integration is not merely a
convenience but a necessity for operational accuracy
and customer protection.

The third objective examined the relationship between
indigenous language usage and customer satisfaction.
The analysis confirmed a robust positive correlation
(Mean=3.54), with 85.8% of respondents associating
multilingual services with increased trust. This aligns
with Morgan and Hunt’s (1994) commitment-trust
theory, which posits that communication alignment
fosters relational commitment in service industries.
The emotional connection engendered by language-
sensitive staff (Mean=3.37) further substantiates SIT’s
premise that linguistic congruence strengthens in-
group identification and loyalty (Turner et al., 1987).
However, the reluctance of 32.1% of customers to pay
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premium fees for language services introduces a
caveat, suggesting that while linguistic inclusivity
enhances satisfaction, its monetisation may face
resistance. This nuance resonates with Kotler and
Keller’s (2016) pricing sensitivity models, which
highlight the tension between perceived value and
willingness to pay in emerging markets. The
dissatisfaction reported by 17.3% due to language
barriers further validates Piller’s (2011) argument that
exclusionary language policies risk alienating non-
elite demographics, potentially eroding market share.

The fourth objective analysed how multilingual
communication influences customer behaviour,
including service adoption and long-term engagement.
The findings indicated that language options directly
increased service usage (Mean=3.42) and complaint
reporting (Mean=3.36), supporting Ndubisi’s (2004)
assertion that vernacular banking channels enhance
participatory behaviours. This behavioural shift is
explicable through CAT’s divergence lens, where
customers reciprocate linguistic accommodation with
heightened engagement (Dragojevic et al., 2016). The
threat of customer attrition due to language barriers
(19.7%) mirrors Obioma’s (2018) findings on rural
bank switching patterns, reinforcing the competitive
imperative of multilingualism. The data also revealed
that 82.4% of respondents engaged more frequently
with language-friendly banks, a trend that aligns with
SIT’s group affiliation principles, wherein customers
exhibit patronage loyalty to institutions that validate
their linguistic identity (Tajfel & Turner, 1979). These
behavioural outcomes collectively underscore that
multilingual strategies are not merely transactional
tools but pivotal drivers of customer lifetime value.

The theoretical implications of these findings are
twofold. First, CAT’s convergence-divergence
framework elucidates the mechanistic pathways
through which language choices affect service
interactions, particularly in reducing power
asymmetries between bankers and customers (Giles et
al., 1991). Second, SIT’s emphasis on identity salience
explains the affective and behavioural responses
observed, as customers perceive language-concordant
services as affirmations of cultural legitimacy (Turner
et al., 1987). Together, these theories provide a robust
scaffold for interpreting why multilingualism
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transcends functional utility to become a strategic
asset in Nigeria’s banking sector.

CONCLUSION

The findings of this study underscore the critical role
of multilingual communication in shaping positive
consumer perceptions and behaviours within Nigeria’s
banking sector. By aligning with Communication
Accommodation Theory and Social Identity Theory,
the This study conclusively demonstrates that
multilingual communication strategies significantly
enhance customer experiences in Nigeria’s banking
sector. The findings reveal a strong preference for
indigenous language particularly  for
complex financial transactions, as customers reported
better comprehension and trust when information was
provided in their native languages. This aligns with the
first objective, confirming that linguistic inclusivity
addresses a critical need among non-English-
proficient demographics. Regarding the second
objective, the results establish that vernacular

services,

communication reduces misunderstandings, as
evidenced by fewer transaction errors and decreased

reliance on third-party translations.

The third objective’s findings highlight a direct
correlation between indigenous language usage and
customer satisfaction, with respondents expressing
higher trust and emotional connection to banks
offering  multilingual However, the
reluctance to pay premium fees for such services
indicates that while valued, affordability remains a
consideration. Finally, the fourth objective’s outcomes
show that language-friendly practices positively
influence customer behaviour, increasing service

services.

adoption, feedback participation, and long-term
loyalty.

Collectively, these findings underscore the strategic
importance of multilingualism in fostering financial
inclusion and competitive advantage. Banks must
integrate indigenous languages into their operations,
from staff training to digital platforms, to meet diverse
customer needs effectively. Policymakers should also
encourage  linguistic  inclusivity to  bridge
communication gaps and enhance service accessibility
nationwide.
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RECOMMENDATIONS

Since the study found a strong customer preference
for indigenous language banking information,
particularly for complex transactions like loans, it
is recommended that First Bank Nigeria Plc and
other financial institutions integrate multilingual
options across all customer communications. This
should include statements, loan
documents, and marketing materials in major
regional languages like Ibibio, Efik, and Annang to
improve comprehension and accessibility.

account

Given the finding that indigenous language
explanations significantly reduce
misunderstandings and transaction errors, banks
should prioritise comprehensive language training
programmes for customer-facing staff. Training
should focus not only on linguistic proficiency but
also on cultural competency to ensure accurate and
culturally appropriate communication with diverse
customers.

As the study confirmed that native language
communication increases trust and satisfaction,
banks  should language-sensitive
customer service protocols. This includes offering

introduce

language preference options during account
opening and ensuring follow-up communications
are delivered in the customer’s chosen language to
foster long-term loyalty.

Since language options were found to positively
influence service adoption and engagement, banks
should technology that supports
multilingual interfaces for ATMs, mobile apps,
and USSD banking. This will cater to both tech-
savvy and non-English-proficient customers,
reducing barriers to digital financial inclusion.

invest in
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