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Abstract: Service innovativeness has become a term referring to innovation taking  lace in the various contexts of services, 
including the introduction of new services or incremental improvements of existing services. In spite of a number of 
literatures suggesting the impact information sharing and feedback on new services and concept can have on service 
innovativeness, no comprehensive and empirical study to the  of the knowledge of the researchers has examined the 
relationship between information sharing and service innovativeness. Focusing on deposit money banks in Nigeria, the 
objective of this study is to  examine the relationship that exist between information sharing and service 
innovativeness. The correlational research design was deemed crucial in this study as it deals with a multivariate 
analysis of the relationship existing amongst the study es such as information sharing (predictor variable) and 
service innovativeness (criterion variable). The researchers selected all the twenty (20) deposit money banks with main 

h in Port Harcourt metropolis in Rivers State as population for the study. The work was therefore a census study 
since the population of twenty (20) deposit money banks was a manageable size. The  s purposively selected 
five (5) managerial staff om each of the twenty (20) deposit money banks making a total of one hundred (100) staff as 
respondents for the study under review. The researchers used both the primary and secondary data in the course of 
the study. The Pearson Product Moment Correlation (PPMC) statistic was adopted to test the hypothesis. The 
outcome of the study  information sharing is positively and significantly related with service 
innovativeness. All deposit money banks in Nigeria are therefore encouraged to engage in information sharing as 
a means of improving service ess, especially the service concept. Deposit money banks in Nigeria should 
inculcate proper information sharing channels among their managers and employees to guarantee organizational 
effectiveness through innovative decision and ons. Deposit money banks in Nigeria should engage highly 
motivated and empowered managers in order to initiate and sustain service innovativeness which will in turn enhance 
organizational . 
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Introduction  

The iNigerian iBanking iIndustry iis iwitnessing ia irevolution ias ia iresult iof iglobalization ithat ihave 

ibecome ia icommon ifeature iof ibanking iin ithe icontemporary ibusiness ienvironment. iOne iof ithe imajor 

ifunctions iperformed iby ideposit imoney ibanks iis igranting iof iloans iand iadvances ito ithe iproductive 

isector ifor iproductive i purposes i(Ogar, i 2015). i iDeposit imoney i banks iare i the i most iimportant 

iinstitutions ifor isavings imobilization iand ifinancial iresource iallocation. iConsequently, ithese iroles 

imake ithem ioccupy iimportant ipositions iin ieconomic igrowth iand idevelopment. iIn iperforming ithis 

irole, iit imust ibe irealized ithat ibanks ihave ithe ipotential, iscope iand iprospects ifor imobilizing ifinancial 

iresources iand iallocating ithem ito iproductive iinvestments i(Olukoyo, i2011). 

The itraditional ideposit imoney ibank iservices iis ideclining iin iterms iof icompetition iand ithis imay 

ithreaten ithe ifinancial istability iof ithe ibanks. iTherefore, ideposit imoney ibanks iin iNigeria imust ihave 

ibusiness istrategy ithat iinclude ithe idevelopment, iimplementation iand ievaluation iof ithe ieffect iof 

iinnovative iservices, iaimed iat imaintaining iexisting icustomers iand iattracting inew iones, isuch 

iinnovations imust ialso iimprove iefficiency iand iprofitability iof ithe ibanks i(Ejike, i2019). iThe ibest 

iway ito iachieve ithis iis ito iengage iin iemployee iempowerment ipractice isuch ias isharing iinformation 

ion istrategies iand ifeedback iwith iemployees. iDeposit imoney ibanks ithat iengage iin iinformation 

isharing iamong iits imanagers ienhances itheir iinnovativeness iin iterms iof iproduct, iprocess iand iservice 

iinnovativeness i(Phyra iet ial. i2015; iSarra iet ial. i2014). iEngaging iin iinformation idissemination iof 

inew istrategies iamong ibank iemployees iis ia icrucial ifactor iin ithe ipromotion iand isustenance iof 

iinnovation iand iinnovative iabilities iof ifinancial iinstitutions i(Phyra iet ial. i2015; iSarra iet ial. i2014). 

iAccording ito iDomeher iet ial., i(2014), i“the iease iwith iwhich iemployees iand icustomers ican iuse ithe 

iinnovation, ithe icompatibility iof ithe iinnovation iwith icustomer’s ineeds, ithe iperceived iusefulness 

ithereof, i the i amount i of i information i provided i on i the i innovation i and i the i level i of i employee 

i and customer’s ieducation iall ihave ia isignificant ipositive iimpact ion iservice iinnovativeness iin ithe 

iNigerian ibanking iindustry”. iEnticott iet ial. i(2009) iheld ithat iinformation isharing iamong 

iemployees itriggers iproduct, iprocess iand iservice iinnovativeness iwhich iin iturn itriggers iinternal iand 

iexternal icompetitive icomparative iadvantage iagainst iother ifirms iwhose iemployees ihave iless 

iaccess ito iinformation. 

Information isharing iis itherefore ithe idistribution iof iuseful iinformation iamong ipeople, isystems ior 

iorganisational iunit iin ian iopen ienvironment iso ias ito iget ia ijob idone ieffectively iand iefficiently. 

iInformation iis istrategically ineeded ifor ithe isuccess iof iorganisations i(Ge i& iHelfert, i2008). 

iInformation isharing iplays ia icrucial irole iin iimproving ithe iperformance iof iemployees iin iparticular 

iand i that i of i the i organisation i at i large. i (Ganesh i et i al., i 2014; i Trkman i et i al., i 2010; i Lee i & 

iWhang, 

2000). iOrganisations ineed iclear iinformation isharing ipolicies iand ia iproactive iapproach ito isharing 

iinformation i(Fawcett iet ial., i2011). iHowever, ia irecent isummary iof imanagement iresearch iargues 

ithat ithe i‘need ito ishare iinformation ishould ibe ithe ifirst iand iforemost ifocus iof ifuture imanagement 

iresearch i(Wagner i& iFearne, i2015). 

Service iinnovation ican iprovide ian ieffective iway ito icreate isustained icompetitive iadvantage ifor ia 

icompany. iTurning ito ior ithe iproblem iof igrowth imaintenance iin isaturated imarkets ias iwell ias ithe 

iproblem icaused iby ithe icircumstance iof icommoditization i(Reinartz i& iUlaga, i2008). iFirms ican 

ibenefit ifrom ia iservice-based istrategy iin imany iways. iFor iexample, iadopting ia iservice-based 
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istrategy ican ihelp ito iexcel iin iservice iofferings, icost istructure, idelivery isystem, iand itechnology 

i(Grönroos, i2007). iAdditionally, ipolicy imakers ias iwell ias iresearchers ihave ibecome iincreasingly 

iintrigued iby iservice iinnovation, ibecause ithey ihave igrown iintensely iin imany iindustrial ieconomies, 

iand iare iexpected ito ihave ia ipositive ieffect ion ithe iwhole ieconomy i(Miles, i2005; iTipu, i2011). 

Service iinnovativeness ican iprovide ian ieffective iway ito icreate isustained icompetitive iadvantage ifor 

iorganisations. iTurning ito ior iassuming iservice istrategies imay ihelp iorganisations ito iovercome ithe 

iproblem iof igrowth imaintenance iin isaturated imarkets ias iwell ias ithe iproblem icaused iby ithe 

icircumstance iof icommoditization i(Reinartz i& iUlaga, i2008). iOrganisations ican ibenefit ifrom ia 

iservice-based istrategy iin imany iways. iFor iexample, iadopting ia iservice-based istrategy ican ihelp ito 

iexcel iin iservice iofferings, icost istructure, idelivery isystem, iand itechnology i(Grönroos, i2007). 

iAdditionally, ipolicy imakers ias iwell ias iresearchers ihave ibecome iincreasingly iintrigued iby iservice 

iinnovativeness, ibecause ithey ihave igrown iintensely iin imany iindustrial ieconomies, iand iare iexpected ito 

ihave ia ipositive ieffect ion ithe iwhole ieconomy i(Miles, i2005; iTipu, i2011). 

Since  iservices  iare I  mainly iintangible ior iknowledge iproducts, ia idiscussion ion iservice iinnovativeness 

ican ibenefit ifrom iconceptualisations iof iinnovations istepping iback ifrom iproduct-based idefinitions. 

iFor iexample, iservices iare ioften ihighly itailored iproducts ito icustomer ineeds, iand iconsequently, ithe 

itraditional iproduct-based iinnovation iview iand ithe imeasurements iit iemploys ifor iassessing ithe ivalue 

iof iinnovations iare inot isuitable ifor iservices iand ithe ibusinesses ibehind. iIndeed, ivery ifew iservice 

ifirms irely ion itraditional iResearch  iand  iDevelopment  i(R&D) iwith iregard ito itheir iinnovation 

iactivities i(Miles, i2008). iIf ian iorganisation iwants ito iadopt ia iservice-based istrategy, iit iwill ibe icrucial 

ito ibe iable ito iassess ithe ivalue iof ithis itype iof iinnovation, ii.e., iits iimpact ion icompany iperformance. 

iEven ithough ithere iis ia imass iof icontributions idiscussing ithe irelevance iof iinnovation imanagement iin 

igeneral, ithe iopposite iseems ito ibe itrue iwhen iwe iconsider ithe iaspect iof iinnovation imeasurement, ithere 

iis ia ilack iof iresearch. iThis isituation ican ibe iassessed ias iunsatisfactory ias iit iprevents iorganisations ifrom 

imonitoring ithe isuccess ior ifailure iof i(service) iinnovation iprojects iand, ithus, idisturbs ithe ioptimal 

iallocation iof itheir iscare iresources. iAdditionally, iit icomplicates iobtaining ia ibetter iunderstanding 

iof iinnovation iand iits iinfluence i ion i iachieving i ior i isustaining i ia i icompetitive i iadvantage, i ian i 

ioutcome i ioften i ilinked i ito i i iinnovation i(e.g., iLengnick-Hall, i1992). iSimilarly, iin ithe icontext iof 

iinnovation imeasurement, ithe iconceptualisation iof iinnovation istrongly ifollows ithe idominant ilogic 

iof itangible, itechnological iinnovation ipreventing ia inecessary iformation iof imeasurements ifor 

iservice iinnovation i(e.g., iVargo 

& iLusch, i2004). 

Studies have revealed that information sharing such as feedback with employees triggers 
product, process  and  service innovativeness  which  in  turn triggers  internal  and  external  
competitive comparative advantage against other organisations whose employees have less 
access to information. Therefore the need to adopt information sharing in deposit money banks 
in Nigeria as a strategic tool and managerial practice to expand and enhance service 
innovativeness has been advanced for proper research in this study. 
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Fig. 1:  Operational conceptual framework showing the relationship between 
information sharing and service innovativeness. 

Source: Researcher’s Conceptualisation (2021). 

 

Hypothesis 

H01: There is no significant relationship between information sharing and service 
innovativeness of deposit money banks in Nigeria. 

Literature Review 

The theoretical framework for this study is anchored on Information sharing theory. 

Information iSharing iTheory 

Information isharing itheory iprovides ian iunderstanding iof ithe ifactors ithat ienable iand iconstrain 

iinformation iexchange iamong iindividuals. iIt iis ibased ion ithe ipremise ithat i“organisational iculture 

iand ipolicies ias iwell ias ipersonal ifactors ican iinfluence ipeople's iattitudes iabout iinformation isharing” 

i(Constant iet ial., i1994). 

Information isharing iis iimpacted iby itwo ifactors iwhich, iwhen icombined, idistinguish iinformation 

iexchange ifrom iother itypes iof i‘exchange’ iand ithus ijustify ithe ineed ifor ia ispecial itheory. iThe ifirst 

ifactor iis irelated ito ireciprocity/rational iself-interest i(‘I ihelp iyou, iif iyou ihelp ime’). iConstant iet ial. 

i(1994) iargued ithat ian iinformation iexchange iis ilike ia isocial iexchange iand icontext-specific ifactors 

iinfluence ithis isharing i‘attitude’ iof i‘why iI ishould ishare iinformation, iand iwhat iis iin iit ifor ime’. iThis 

iconstitutes ithe isocial ideterminants iof iinformation isharing. iWhile ithese iwere ialready iincluded iin 

ithe ioriginal itheory iof isocial iexchange, iit idid inot ispecifically iconsider iinformation iexchange 

i(Jarvenpaa i& iStaples, i2000). 
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The i second i factor i relates i to i social iand i organisational i context i attitudes i (‘usual, icorrect 

iand iexpected’ iinformation isharing ibehaviour iin ithe iworkplace). iIn iother iwords, ithe imore ia iperson 

ifeels ithat iinformation isharing iis iexpected iof ithem ithe imore ithey iare iwilling ito ishare. iPeople iare 

imore iwilling ito ishare iinformation iif ithey iare ihappier iwith ithe iother iparty iwhile ia iprosocial 

iattitude iformed iby ifactors ilike iwork isatisfaction iand iexperience ialso iplays ia irole iin iwillingness ito 

ishare iinformation i(Constant iet ial., i1994). iThis iconstitutes ithe ipsychological ideterminants iof 

iinformation isharing. iInformation isharing itheory iis ithus ibelieved ito ibe ia irobust ibasis ifor 

iinformation ias iwell ias iknowledge i(used ias isynonyms, ias iper iDavenport i& iCronin, i2000) isharing 

iliterature i(Jarvenpaa i& iStaples, i2000). 

Constant iet ial. i(1994) iconcluded ithat ipeople’s iattitudes irelated ito isocial iand iorganisational ifactors 

iactually imoderate ireciprocity iand iinformation isharing ibehaviour. iThus, ithe iattitude iconsidered iin 

iour icase iis iwillingness ito ishare iinformation i(Bock iet ial., i2005; iVan iDen iHooff iet ial., i2012), iwhich iis 

ishown iby ian iindividual’s ipositive i‘attitude’ itowards iothers i(De iVries iet ial., i2006). iThe ifact ithat 

‘individuals’ i(and inot icompanies ior imachines) ishare iinformation irequires iinsights ifrom 

iknowledge/information isharing iliterature iwhere iindividuals/humans iare ithe ifocus. iDe iVries iet ial. 

i(2006) i define i willingness i to i share ias i the i level i to i which i a i‘person’ i is i inclined i to i allow 

i another 

‘person’ iaccess ito itheir iinformation icapital. 

It iis ipertinent ito inote ihere ithat iBock iet ial. i(2005) iextended iinformation isharing itheory iby 

iidentifying ithe imotivational ifactors ithat iform ian iindividual’s iattitudes, iwhich iconstruct 

iinformation isharing ibehaviour. iThese isharing iattitudes iand iintentions iare ishaped iby ieconomic 

ianticipated imotivational irewards, isocial-psychological ifactors iof ianticipated ireciprocity, ia isense 

iof iself-worth, iand ithe iorganisational iclimate. iSocial iExchange iTheory i(SET) ihas ioften ibeen iused 

ito iexamine iperceived ibenefits iand icosts ias iwell ias ito istudy ithe ieffects iof imotivational ifactors ilike 

ireciprocity iand itrust ion iinformation isharing ibehaviour i(Wang i& iNoe, i2010). 

Transaction iCost iInnovation iTheory 

Hicks i& iNiehans i(1983) iare ithe iones iwho idiscovered ithe itransaction icost iinnovation itheory. iTheir 

iargument iis ithat, ithe iforemost ireason iof iinnovating iis ito idecrease ithe icost iof itransaction. iActually, 

iinnovation iis ia ireaction ito ithe iimprovement iin itechnical iknow-how ithat iinitiated ireduction iin icost 

iof itransaction. iA idecrease iin icost iof itransaction iis ilikely ito imotivate ifinancial iinvention ias iwell ias 

iimprove ifinancial iservices. iAccording ito iShelanski iand iKlein i(1995) itransaction icost itheory’s 

irelational ibranch iis iparticularly irelevant ias iit iaims ito idescribe ithe iway itrading ipartners imake ichoice 

ifrom i a i variety i of i feasible i institutional i options. i Within i a i context i of i open i innovation, 

i firms increasingly itransfer itechnologies iacross itheir iown ifirm iboundaries. iTherefore, ithey ineed 

ito ichoose itransaction ipartners. 

Juhakam i(2003) idescribes ithe itheory iof icost ireduction ias ia idriver iof ifinancial iinnovation. iHe icites 

iexamples ias ireduction ifrom iimprovements iin ipayments, iprocessing ior ireduction iresulting ifrom 

inew iways imeant ito ideliver iservices ielectronically ito icustomers. iHowever, iregulatory irestrictions 
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iand irequirements iare ialso ia icost iand isome iinnovations iare iaimed iat iavoiding ior ireducing ithat icost. 

iTransaction icosts iinnovation itheory iis irelevant iin ithis icontext. iFor iinstance, ithe iuse iof ithe i“four 

idimensional imodel iof iservice iinnovation”, iwhich icaptures ithe iidea iof iservice iinnovation iin ia 

iknowledge-based ieconomy isuch ias iservice iconcept i(which iis ia inew iservice iin ithe imarket), iclient 

iinterface i(which irefers ito inew iways ias ito iwhich iclients iare iinvolved iin ithe iservice iproduction), 

iservice idelivery isystem i(which iencompasses inew iways ithe iactual iservices iare idelivered ito ithe 

icustomers) iand itechnology i(which ihas ito imake isure ithat ithe iservices ican ibe iprovided iefficiently) 

ican isubstantially ireduce ia ifirm’s itransaction icosts ias iit ienables iefficient icoordination, imanagement 

iand iuse iof iinformation. 

Concept iof iInformation iSharing 

Information isharing iis ithe iexchange iof iinformation iamong iorganizational istaff ito ienhance 

icompetitiveness iand ieffectiveness. iMoberg iet ial. i(2002) iassert ithat iinformation isharing iis ia ikey 

iingredient ifor iorganisations ithat iseek ito iremain icompetitive. iTheir istudy iof isupply ichains iin ithe 

iUnited iStates ishows ithat iorganisations ihave ito iunderstand ithe irole iof iinformation isharing iif ithey 

iwant ito istay icompetitive iand iboost itheir iprofitability. iVidal i& iMoller i(2007) iassert ithat 

iinformation isharing i“allow isubordinates ito iadjust itheir ieffort ito ithe iorganisation’s iprospects, iwhich 

ihas ia ipositive ieffect ion ioverall isurplus”. iKreitner i& iKinicki i(2006) iare ialso iof ithe iview ithat 

i“adequately i i informed i i employees i i have i i a i i significant i i competitive i i advantage” i i in i i terms i 

i of information isharing. iCalo iet ial. i(2012), iassert ithat iinformation isharing ialso ilead ito iimprovement 

iin idecision imaking, iimproved  icommunication, icost  ireduction  iand  icoordination  

iimprovements, iamong iother ibenefits. iHatala i& iLutta i(2009) idraw iattention ito ibarriers ito 

iinformation isharing. iOrganisations irestrict iinformation isharing ion ifinances, imarketing, 

iinnovation iand istrategic iplans ibecause iof iindustrial iespionage iand icompany irules. iInformation ito 

ibe ishared ihas ito ibe irelevant ias iyou ido inot ishare iinformation ijust ifor ithe ifun iof iit. iThe iauthors, 

ihowever, iagreed ithat iorganisations imust iencourage iinformation isharing i“within iand ibetween 

iwork igroups inot ionly ifor itheir isuccess ibut ialso ifor itheir ivery iexistence”. iLee i(2006) imentions 

ithat i“any iassessment iof ithe ieffectiveness iof ian iorganisation imust ibe isimultaneously iattentive ito 

istructure, iprocess iand ivarious icontexts iin iorder ito iattain ipractical iand itheoretical 

igeneralization.” 

Managers ineed iinformation ifor ithree ireasons: iTo imake ieffective idecisions, ito icontrol ithe iactivities 

iof ithe iorganisation iand ito icoordinate ithe ifunctions iof ithe iorganisation. iMost iof iwhat imanagement 

ido iis idecision imaking. iTo imake ieffective idecisions, imanagers ineed iinformation iboth ifrom iinside 

iand ioutside ithe iorganisation. iThe idecision iprocess iis iabout ichoosing iamong ialternatives iin icases 

iwhere ithere iis iuncertainty iabout ithe ifinal iresult iof ieach ipossible icourse iof iaction. iStill ion 

imanagerial ifunction, imanagers iachieve icontrol iin iestablishing imeasurable igoals, imeasuring iactual 

iagainst iestimated iperformance iand itaking icorrective iaction. 

According ito iCalo iet ial. i(2012), isome iof ithe ibenefits iof iinformation isharing iinclude icost ireduction, 

iimprovement iin idecision, iimproved icommunication ias iwell ias ieffectiveness iand iefficiency iin 

iOrganizational ioperations. iAs ia iculture isome iorganisations iare inot ilikely ito ishare iinformation ifor 

ithe isake iof iinformation iso ithat ithey ican iprove ithat ithey iare iempowering itheir isubordinates. iAs 

iAchterberg i(2001) iaptly iputs iit, i“the icorporate iculture ithat isupports iinformation isharing iis iahead 

iof i the i one i that i does i not. i The i source i of i sharing i information i are i usually i by i memos, 
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i meetings, trainings, idirectives iand igroupware iwhich iis inow imore ipopular ithrough ithe ivarious 

ibanks iIntranets. iThrough ithis isource, iinformation iis ieasily ipassed iaround ithe iwhole iorganisation. 

iFor ithis ito ihappen, iinformation isharing imust ibe ipart iof ithe iinformation iculture iof ian iorganisation 

ithat ihas ito ibe idisseminated iat ithe iright itime ito ithe iright iperson igroup. iAccording ito iWiden iand 

iHansen i(2012), i“information iculture iis iabout ihaving iaccess ito iinformation ias ia iresource ifor 

ireaching iOrganizational iaims” iOrganizational ilearning iis isaid ito ibe ilinked iwith ithe iability iof 

iorganisations ito ishare iinformation. iInformation i“is inot ionly imade iavailable ibut iit iis iexpected ito ibe 

idisseminated iefficiently iwithin ithe iorganisation” i(Porth i& iMcCall, i2005). 

In itheir iresearch ion ifeedback iin iinnovation itournaments, iWooten iand iUlrich i(2012) ishowed ithat 

idirect ifeedback ihelps iimprove ithe iquality iof iideas. iThey ifound ithat iinnovators iwere imore 

ilikely ito isubmit imultiple iideas iwhen idirect ifeedback iwas iused, ithus ishowing ithat iinnovation iand 

ifeedback iwalk ihand-in-hand itogether. 

Also icritical iin ithe irelationship ibetween iinnovation iand ifeedback iis ithe itype iof ifeedback ione 

ireceives. iPositive ifeedback ihas ibeen ishown ito ihelp idevelop icreative iperformance ito ia igreater 

idegree ithan inegative ifeedback i(Zhou, i1998). iWhen inegative ifeedback imust ibe igiven iit iis ioften 

ihelpful ito ideliver ithe ifeedback iin ian iinformational imanner, iwhere ithe ifeedback igiver iimposes ino 

idemands ior irestrictions i(Zhou, i1998). 

Feedback iwill inot iimmediately ilead ito ia ispike iin iinnovation, ihowever. iIn iorder ifor imanagers ito 

itruly iimprove icreative iperformance iand ibolster iinnovation, ithere imust ibe ia ilong-term icommitment 

ito iproviding ifeedback ito iemployees i(Zhou, i2008). 

Information isharing isuch ias ifeedback iwith iemployees itherefore itriggers iproduct, iprocess iand 

iservice i innovativeness iwhich iin iturn itriggers i internal iand iexternal icompetitive i comparative 
advantage iagainst iother iorganisations iwhose iemployees ihave iless iaccess ito iinformation i(Enticott 

iet ial. i2009). 

Concept iof iService iInnovativeness 

Service iinnovativeness ihas ibecome ia iterm ireferring ito iinnovation itaking iplace iin ithe ivarious 

icontexts iof iservices, iincluding ithe iintroduction iof inew iservices ior iincremental iimprovements iof 

iexisting iservices. iWhilst iservice iinnovation ican itake iplace iin ithe iservice isector, iit idoes inot 

inecessarily ineed ito. iNew iand iimproved iservices ican ialso ibe iprovided iby inon-services isectors, isuch ias 

iby imanufacturing ifirms ithat iaim iat ienlarging itheir isupply iportfolio iwith ivalue iadding iservices. 

iSimilarly, iservice iinnovation iis iintrinsically idifferent ifrom ia i“product”, ias iit iusually ilacks ithe 

itangible inature iof iproduct iinnovations. iServices imay ibe ihighly itailored iaccording ito ithe 

iclient/customer ineeds, iand iinclude imany idifferent istakeholders. iEspecially, iin ithe iknowledge- 

iintensive isector, iwhere iservice iinnovation iplays ian iimportant irole, ithe iconcept iof iservice 

iinnovation iis ilikely ito idiffer iradically ifrom ithat iof ia iproduct iinnovation. iFor iinstance, ithe ifocus ion 

itechnological iadvancements iand ithe iconcentration iof ithe iinnovation iactivities iaround ithe iResearch 

iand iDevelopment idepartments idoes inot idescribe iservice iinnovation iadequately i(e.g., iMiles, i2008; 

iSundbo, i2009). 

Various attempts have been made to define service innovation. For example, Den Hertog 
(2000) has presented the “four dimensional model of service innovation”, which captures the 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          asasubmitpaper@gmail.com                                                             8 
 
 

idea of service innovation in a knowledge-based economy. The model consists of the following 
dimensions (pp. 494–498): 

 Service concept, which is a new service in the market, 
 

 Client interface, which refers to new ways as to which clients are involved in the service 
production, 

 Service delivery system, which encompasses new ways the actual services are delivered to 
the customers, 

 Technology, which has to make sure that the services can be provided efficiently. 
Besides ithe imultidimensional icharacter iof iservice iinnovation, ithere iare iseveral iways ias ito ihow ithe 

iservice iinnovation iprocess imay itake iplace. iToivonen iand iTuominen i(2009), ifor iexample, 

iidentified ifive i service i innovation iprocesses iin irelation ito itheir i degree iof i collaboration iand 

iformality. iIn ithe isequence ifrom iless ito imore iformal iprocesses, ithese iprocesses iare: i(1) iinternal 

iprocesses iwithout ia ispecific iproject i(i.e., iunintentional iand iincremental iinnovations iregarding 

iexisting iservice); i(2) iinternal iinnovation iprojects i(i.e., ideliberate iprojects ifocusing ion 

iimprovements iof iservice iproduction isystems iand itheir icontent); i(3) iinnovation iprojects iwith ipilot 

icustomers i(i.e., inew iideas iare itested iwith ia icustomer); i(4) iinnovation iprojects itailored ifor ia 

icustomer i(i.e., ithe iservice iprovider istrives iat isolving ia ispecific icustomer iproblem); iand i(5) 

iexternally ifunded iinnovation iprojects i(i.e., iresearch-oriented icollaborations ifocusing ion ithe 

igeneration iof inew iservice iconcepts iand/or iplatforms). 

In ithe iliterature, ihowever, iservice iinnovation iis ian iambiguous iterm. iIt ican ibe iconsidered iboth ian 

iintangible iproduct iand ia iprocess i(Grönroos, i2007). iFor iexample, ia imanufacturing ifirm ican isell ia 

iservice iagreement ias ia isupplement ito iits itangible iproducts, iwhereas ia iservice ifirm imay iintroduce 

inew iservice iproducts. 

Both iare, ihowever, iinnovative iin ithe icontext iof iservices. iTherefore, iservice iinnovation imay 

isimultaneously irefer ito iinnovation iin iservice iindustries, iwhatever iform ithe inovelties imay itake, iand ito 

inew iservices, iirrespective iof itheir idegree iof inovelty iand iof ithe iindustry iin iwhich ithe iinnovation 

ioccurs. 

Methodology 

Research Design 

Coopers and Schindler (2006) suggested that the research design is the structure of investigation 
aimed at identifying variables and their relationships to one another. The study is consequently 
correlational in nature, and is carried out in the natural environment where work proceeds 
normally (non-contrived setting). 

Population 

A ipopulation iis ia igroup iof iindividuals ithat iconforms ito ispecific icriteria iand icommon 

icharacteristics i(Creswell, i2009; iMcMillan i& iSchumacher, i2010). iThe ipopulation ifor ithis istudy 

iincludes iall ithe ideposit  imoney ibanks ilicensed ito ioperate iin iNigeria. I According ito ithe iCentral iBank 

iof iNigeria i(CBN), ithe inumber iof ideposit imoney ibanks iin iNigeria iwith ioperational ipermit itotals 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          asasubmitpaper@gmail.com                                                             9 
 
 

itwenty itwo i(22). iGiven ithe iinsecurity inature iof isome ipart iof ithe icountry, inot iall ithe ideposit imoney 

ibanks iwere iused iin ithe istudy. iTable i1 ibelow ishows iall ithe itwenty i(20) ideposit imoney ibanks iwith 

imain ibranch iin iPort iHarcourt imetropolis, iRivers iState, iNigeria covered by the study.  

Hence ithe isample isize iof ione ihundred i(100) iwas ichosen ias ifollows: iOne i(1) iBranch imanager, ione 

i(1) iOperations imanager, ione i(1) iHuman iresources imanager, ione i(1) iCustomer irelations imanager 

iand ione i(1) iInternet itechnology imanager ifrom ieach ideposit imoney ibank imaking ia itotal iof ifive i(5) 

imanagerial istaff ifrom ieach ideposit imoney ibank iand ia ifinal itotal iof ione ihundred i(100) imanagerial 

istaff ifrom ithe itwenty i(20) ideposit imoney ibanks. 

Table 1: Distribution of Sample Size 

S/N DEPOSIT MONEY BANKS NUMBERS OF STAFF 

1 Access Bank Plc. 5 

2 Citibank Nigeria Ltd. 5 

3 Eco Bank Nigeria Plc. 5 

4 Fidelity Bank Plc. 5 

5 First Bank Nigeria Ltd. 5 

6 First City Monument Bank Plc. 5 

7 Globus Bank Ltd. 5 

8 Guaranty Trust Bank Plc. 5 

9 Heritage Banking Company Ltd. 5 

10 Key Stone Bank 5 

11 Polaris Bank 5 

12 Stanbic IBTC Bank Ltd. 5 

13 Standard Chartered Bank Nigeria Ltd. 5 

14 Sterling Bank Plc. 5 

15 Sun Trust Bank Nigeria Ltd. 5 

16 Union Bank of Nigeria Plc. 5 

17 United Bank For Africa Plc. 5 
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18 Unity Bank Plc. 5 

19 Wema Bank Plc. 5 

20 Zenith Bank Plc. 5 

 TOTAL 100 

*Source: Survey Data, 2021. 

Methods of Data Analysis 

The hypotheses were analysed by means of the Pearson Product Moment Correlation (PPMC). 
The Pearson Product Moment Correlation was calculated on SPSS 21.0 version software 
package to establish the relationship among the empirical referents of the predictor variable and 
the measures of the criterion variable. 

Result 

H01: There is no significant relationship between information sharing and service  

innovativeness of deposit money banks in Nigeria. 

Table 2: Information sharing and service innovativeness 

 Info_sha Serv_Inn 

Info_sha          Pearson Correlation Coefficient 

                        Sig. (2-tailed) 

                        Sum of squares and Gross Products 

                        Covariance 

                        N 

 1 

 

2005.310 

20.256 

100 

.106** 

.01 

25.120 

3.117 

100 

Serv_Inn         Pearson Correlation Coefficient 

                        Sig. (2-tailed) 

                        Sum of squares and Gross Products 

                        Covariance 

                        N 

.106** 

.01 

25.120 

3.117 

100 

1 

 

118.132 

9.271 

100 

Note: Inf_sha = Information sharing; Serv_Inn = service innovativeness; ** = correlation is  

significant at the 0.01 level (2-tailed).  
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As shown from the data analysis using a sample size of 100 on table 2, the relationship between 
information sharing and service innovativeness is strong, positive and significant. Evidence 
show that Pearson product correlation coefficient is .106 and the probability value less than the 
critical value (i.e. r = .106, p = .01 < 0.01). In other words, information sharing is positively 
correlated with service innovativeness. This means, if deposit money bank employees increase 
their level of information sharing, service innovativeness will increase also. Therefore, the null 
hypothesis which states that there is no significant relationship between information sharing and 
service innovativeness was rejected, while the alternative hypothesis which states that there is a 
significant relationship between information sharing and service innovativeness was accepted. 

Summary of Hypothesis 

Table 3: Summary of Hypothesis Testing Result 

S/N Hypothesis Result Decision 

Ho1 There is no significant relationship 
between information sharing and service 
innovativeness of deposit money banks in 
Nigeria. 

r = .106 

p-value = .01 

Reject Ho1 since p-value 

< 0.01 significance level. 

Source: Survey Data, 2019 

Discussion iof iFindings 

Information iSharing iand iService iInnovativeness 

The itest iof ithe ionly ihypotheses iin ithis istudy irevealed ithat iinformation isharing iis ivery istrongly 

irelated iwith iservice iinnovativeness iin ideposit imoney ibanks iin iNigeria. iThis iwas ishown iby iPearson 

iproduct icorrelation icoefficient i= i.106 iand ithe iprobability ivalue iless ithan ithe icritical ivalue i(i.e. ir i= 

.106, ip i= i.01 i< i0.01). iIn iother iwords, iinformation isharing iis ipositively icorrelated iwith iservice 

iinnovativeness. iThis imeans, iif ideposit imoney ibank iemployees iincrease itheir ilevel iof iinformation 

isharing, iservice iinnovativeness iwill iincrease ialso. iTherefore, ithe inull ihypothesis iwhich istates ithat 

ithere iis ino isignificant irelationship ibetween iinformation isharing iand iservice iinnovativeness iwas 

irejected, iwhile ithe ialternative ihypothesis iwhich istates ithat ithere iis ia isignificant irelationship 

ibetween iinformation isharing iand iservice iinnovativeness iwas iaccepted. 

This ifinding iis iin iconsonance iwith ithe iworks iof iPhyra iet ial. i(2015) iand iSarra iet ial. i(2014) iwho 

ifound iout ithat iengaging iin iinformation idissemination iof inew istrategies iamong ibank iemployees 

iwas ia icrucial ifactor iin ithe ipromotion iand isustenance iof iinnovation iand iinnovative iabilities iof 

ifinancial iinstitutions. iThis ihowever iimplies ithat iinformation isharing ienhances iservice 

iinnovativeness iin ideposit imoney ibanks iin iNigeria. 

This ifinding iis ialso iin iaccordance iwith iEnticott iet ial.’s i(2009) iposition ithat iinformation isharing 

iamong iemployees itriggers iproduct, iprocess iand iservice iinnovativeness iwhich iin iturn itriggers 

iinternal iand iexternal icompetitive icomparative iadvantage iagainst iother ifirms iwhose iemployees 
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ihave iless iaccess ito iinformation. iThis ifurthermore iimplies ithat iadequate iinformation isharing ileads 

ito iservice iinnovativeness iin ideposit imoney ibanks iin iNigeria. 

Conclusion 

Considering the research interest and the empirical finding of the present research, its 
conclusion was drawn from extant literature and based on the present finding. The outcome 
of the study revealed   that   information   sharing   is   positively   and   significantly   related   
with   service innovativeness. Thus, the study concludes that adequate information sharing 
(predictor variable) improves service innovativeness (criterion variable) of deposit money 
banks in Nigeria. Recommendations 

As i a i result i of i the i finding i and i conclusion i of i the i study, i the i recommendations i below i are 

i herein ipreferred: 

i. All ideposit imoney ibanks iin iNigeria iare iencouraged ito iengage iin iinformation 

isharing ias ia imeans iof iimproving iservice iinnovativeness iespecially ithe iservice iconcept. 

ii. Deposit imoney ibanks iin iNigeria ishould iinculcate iproper iinformation isharing ichannels 

iamong itheir imanagers iand iemployees ito iguarantee iorganisational ieffectiveness ithrough 

iinnovative idecision iand iactions. 

iii. Deposit i money i banks i in i Nigeria i should i engage i highly i motivated i and 

i empowered imanagers iin iorder ito iinitiate iand isustain iservice iinnovativeness iwhich 

iwill iin iturn ienhance iorganisational iproductivity. 
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