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THE EFFECT OF CUSTOMER SATISFACTION ON
CUSTOMER RETENTION: A CASE OF ACCESS
BANK (GHANA) LTD.

ATTA KONADU FOFIE



ABSTRACT

The study sought to identify the effect of customer satisfaction on customer retention: A Case
of Access Bank (Ghana) Ltd. The research was conducted using a structured questionnaire
with a total of 100 respondents being used; 100 respondents from the UPSA branch of Access
Bank to gather primary data. Analysis was conducted using the Statistical Package for
Service Solutions (SPSS) software. One of the findings revealed that customer satisfaction
and customer retention has a positive relationship. Further, findings revealed that majority of
the customers believed that the organization listens and respond to their need. The study
concluded that innovative strategies could be implemented to ensure that customers are

satisfied so that they can be retained.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study
Getting customers satisfied is a core principle every marketing firm strives for. Bank
customers today have become sophisticated mainly due to education and cross-cultural
experiences, emanating from global travels and easy access to information. With these,
customers expect banks to meet their needs more than ever before. Banks are, therefore,
expected to provide excellent products and services to satisfy customers and minimise
attraction rates.
In today’s dynamic environment, business organisations will have to depend on customer
demand for goods and services for long term survival. Customer satisfaction and retention is
an important part of survival in the financial world (Levesque and McDougall, 1996).
Satisfaction is a relative concept and therefore difficult to determine (Zaabi, 2002).
Satisfaction generally depends on a myriad of factors and varies from person to person as
well as product to product. Customer satisfaction is the key to long term success of any
organization (Zineldin, 2000), as it provides clear competitive advantages and remains a
unique resource for firms, particularly in today’s complex and often uncertain markets.
Keeping the importance of customer satisfaction in mind, banks in Ghana need to maintain
stable and close relationships with their customers. Businesses all over the world strive to
satisfy their customers with the aim of achieving retention and loyalty eventually.
There are many factors that may lead to retaining customers. Customer retention depends on
product attributes and how satisfied customers are as a result of customer relationship and
trustworthiness (Ammar, Mateen, Ghaffar, & Rehman, 2015). Retention can be defined as "a

commitment to continue to do business or exchange with a particular company on an on-
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going basis" (Zineldin, 2000). A more elaborated definition is to define retention as the
customers' liking, identification, commitment, trust, willingness to recommend, and
repurchase intentions, with the first four being emotional-cognitive retention constructs, and
the last two being behavioural intentions (Stauss, Chojnacki, Decker & Hoffman, 2001).
Rust, Zahorik, and Keiningham (1995) opine that increased customer satisfaction leads to
higher levels of customer attraction and retention, which together with positive word-of-
mouth, drive revenues and market share, leading to increased revenues, reduced costs and

greater profitability.

1.2 Statement of the Problem

Aromowole and Ebeloku (2000) emphasized that, with the ever increasing number of
commercial banks in Ghana with its attendant aggressive competition, banks are finding it
difficult retaining customers, despite creative and innovative ways to satisfy them. More and
more banking customers are feeling discomfort that is, they despair at terms of contract they
cannot understand, are shocked by hidden costs and bristle at sluggish complaints handling.
Demonstrations on social media and blogs accusing the industry of voracity and corruption
have further shaken customer confidence (Khirallah, 2005). In spite of this, Oliver (1999)
stated that most banks have no tip-offs of what their customers really think, making them
function in a situation of apathy, trusting that if customers are not satisfied they would hear
about it. Then they are astounded at the defection rate of their customers and their survival is
endangered.

Growing companies tend to spend so much of their time and money acquiring new customers
that they often overlook their best source of growth: retaining and growing their existing

customer base (Zeithaml & Bitner, 2000) . Research has proven that 20% of our customers
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produce 80% of our sales and most banks spend a lot in acquiring new customers rather than
retaining the existing ones by satisfying them aptly (Gartner, 2006)

Besides satisfaction and overall quality perception, which refer to product or service
dimensions, the customer’s evaluation of the relationship with the company also impacts
customer retention (Goode & Moutinho, 1995).

Aromowole and Ebeloku (2000) stated that there is a great demand for banking services;
speed, service quality and customer satisfaction which are going to become the key
differentiators for the success of banking industry in Ghana. Therefore, it is necessary for
banks to get useful feedback on their actual response time and customers’ service quality and
perceptions on banking, which will help the banks to take positive steps to maintain a
competitive edge in the banking Industry but in most of the customers are not completely
satisfied with services offered by the banks in Ghana (History of Ghanaian banking, 2009). In
this environment, banks are forced to examine their performance because their survival in the
dynamic economies of the coming years will depend upon their overall efficiencies but
measuring satisfaction is not the same as measuring loyalty. Customer satisfaction is an
ambiguous abstract concept which is a crucial concern for both customers and bank (Barnes,
1997). The efficiency of the banking sector depends on how best it can deliver services to its
customers. In present-day Ghana, to survive in the banking industry requires banks to
continually improve the quality of services delivered to customer (Ghana Banking Survey,
2014). This study therefore attempts to evaluate the effect of Customer satisfaction on

customer retention.

1.3 Purpose of the study
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The aim of this study is to determine the effect of customer satisfaction on customer retention
in the banking industry in Ghana.
1.4 Objectives of the Study
The main objective of this study is to examine the effect of customer satisfaction on customer
retention.
Specific objectives
The specific objectives of the study are to:
I.  Ascertain the most preferred factors that make customers of Access Bank satisfied.
ii.  Investigate the challenges that mostly confront customer satisfaction at Access Bank.
iii.  Examine the relationship between customer satisfaction and customer retention at

Access Bank.

1.5 Research Questions
Based on a careful study on the situation at hand and the manner in which customers behave
towards the securing of banking services, the following research questions were developed:
I.  What are the mostly preferred factors that make customers of Access Bank satisfied?
ii.  What are the challenges mostly confronting customer satisfactions at Access Bank?
iii.  What is the relationship between customer satisfaction and customer retention at
Access Bank?
1.5.1 Research Hypothesis
Ho: Customer satisfaction has no significant positive relation with customer retention.

H1: Customer satisfaction has significant positive relation with customer retention.

1.6 Significance of the Study
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It is believed that the results of this study can:

e Be asignificant endeavour in promoting customer satisfaction in the banking industry
for retaining customers.

e Help students and instructors to be more responsive to the concept of customer
satisfaction by adopting stringent measures to ensure customers are retained.

e Help in training and informing business practitioners in the area of customer
satisfaction so that retention is achieved.

e Serve as a source of educating stakeholders in deciding on whether their banks are
really fulfilling their responsibility to customers by way of satisfying them suitably.

e This study will also serve as a guide to future studies on the issue. Hence other

researchers can benefit from its findings.

1.7 Organization of the Study
The study is detailed in five chapters. Chapter one is the introductory chapter and gives the
background to the study, states the research problem, objectives of the study, research
questions, significance of the study and organization of the study. Chapter Two reviews the
existing literature on the subject, including; articles, books, journals, dissertations and other
publications. Light is shed on recent literature appropriate for this study. Chapter Three deals
with useful insights into the methodology techniques applied in this study. It covers the
methodology, specifically, the study type, sampling technique, sample sizes, tools and
procedures used to collect data needed to address the research problems and the data analysis
methods. Chapter Four is dedicated to the analysis and discussion of research findings and
finally chapter five captures the summary of findings, conclusions and recommendations

arising out of the study.
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CHAPTER TWO

LITERATURE REVIEW

2.0 INTRODUCTION
This chapter reviewed different literatures on customer satisfaction and retentions with
reference to the banking industry and presents various studies made regarding the issues

related with banks, customer satisfaction and retention.

2.1 Theoretical Literature Review

2.1.1 Definitions of Customer

Bhote (1996) defines a customer as “any institution or individual with which one has done
business with over the past twelve months” (p. 36). Ahmad and Kamal (2002) provide
definition for ‘customer’ upon two approaches: With reference to loyalty and process. The
former sees a client as the individual that evaluates the quality of the offered items and
services and the latter sees the client as the individual or group that gets the work results.
Customer means the party to which the goods are to be supplied or the party to which the

service is rendered (Oliver, 1999).

2.1.2 Definitions of Customer satisfaction
According to Kristensen, Hans and Ostergaard (2001) customer satisfaction describes the
degree at which customers are pleased with the products and services granted by a business.
Securing great heights of customer satisfaction is extremely vital to a business for the reason

that pleased customers are most likely to make repeat purchases and to use an even broader
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range of services presented by a business. Because the concept of customer satisfaction is
new to many companies, it is important to be clear on exactly what it means.

Cacioppo (2000) defines Customer satisfaction as the state of mind that customers have about
a company when their expectations have been met or exceeded over the lifetime of the
product or service. It symbolises the firm’s ability to meet customer’s expectations after a
product or service has been used/consumed. Khirallah (2005) defines customer satisfaction
as; a customer's perception that his or her needs, wishes, expectations, or desires with regard
to products and service have been fulfilled. Again, it is an attitude or behaviour that
customers vocalize or exhibit. The implication is that the financial institution is consciously
and proactively able to meet the numerous expectations of its customers. Unfortunately,
customer satisfaction is no guarantee of retention, which refers to the ability of firms to hold
on to their customers over time.

Customer satisfaction is generally described as the full meeting of a customer's expectations
as it represents the feeling or attitude of a customer towards a product or service after it has
been used. A review of existing literature indicates that there can be potentially many
antecedents of customer satisfaction, as the dimensions underlying satisfaction judgments
are global rather than specific (Patterson & Johnson, 1993; Rust & Oliver, 1994; Taylor &
Baker, 1994). Customer satisfaction, as a theory, has been vital to marketing for over years.
Keith (1960) defined marketing as satisfying the needs and desires of the consumer. Kim
(2000) identified that by the 1970s, importance in customer satisfaction had intensified to
such a level that over five hundred (500) studies were published. This fad persisted and
Anderson, Fornell, & Lehmann (1994) predicted the amount of academic and trade articles
on customer satisfaction to be over 15,000.

Several studies have shown that gaining a new customer costs about five times as it does to

keep an existing customer (Oliver, 1999) and this result into more interest in customer
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relationships. Thus, several businesses, particularly banks, are embracing customer
satisfaction as their operative goal with a prudently designed structure. Ahmad and Kamal
(2002) deliberated on how banks now have huge investment in database marketing,
relationship management and customer planning to move nearer to their customers. Jones and
Sasser (1995) penned that attaining customer satisfaction is the main aim for most service
firms today. Enhancing customer satisfaction has been revealed to directly affect banking
companies’ market share, which leads to enhanced profits, positive recommendation, lower
marketing expenditures and greatly impact the corporate image and survival (Zeithaml,
Parasuraman & Berry, 1990).

Customer satisfaction has been a prevalent topic in marketing management and academic
research since Cardozo's (1965) early study on customer effort, expectations and satisfaction.
In spite of many attempts to measure and explain customer satisfaction, there still does not
appear to be a consensus regarding its definition (Eriksson & L6fmarck, 2000). Customer
satisfaction is an evaluative judgment after consumption of a specific product or service
(Levesque & McDougall, 1996). Barnes (1997) stated that marketing and consumer
behaviour literature has conventionally suggested that customer satisfaction is a relative
concept, and is always judged in relation to a standard. Subsequently, in the course of its
development, various competing theories grounded on various standards have been
postulated for clarifying customer satisfaction.

He further cited some of the theories which include; the expectancy-disconfirmation
paradigm, the value-precept theory, the attribution theory, the equity theory, the comparison
level theory, the evaluation congruity theory, the person-situation-fit model, the performance-
importance model, the dissonance and the contrast theory and so on. The most widely
accepted conceptualization of the customer satisfaction concept is the expectancy

disconfirmation theory (Anderson & Sullivan, 1993). For this research, the researcher
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focused on the Dissonance Theory, Contrast Theory, Expectancy-Disconfirmation Paradigm
and the Equity Theory due to the relationships they have with the subject for this project.
2.1.3 Dissonance Theory

The dissonance theory suggests that a person who expected a high-value product or service
and obtained a low-value product or service would recognize the disparity and experience a
cognitive dissonance (Cardozzo, 1965). That is, the disconfirmed expectations create a state
of conflict or a psychological discomfort (Yi, 1989). According to this theory, the presence of
dissonance creates pressures for its reduction, which could be achieved by revising the
perceived disparity. This theory reviewed that "post exposure ratings are mainly a function of
the expectation level because the task of recognizing disconfirmation is believed to be
psychologically uncomfortable.

Therefore, consumers are posited to perceptually distort expectation-discrepant performance
so as to correspond with their prior expectation level™ (Oliver, 1997). For instance, if a
disparity exists between product/service expectations and product/service performance,
consumers may have a psychological tension and try to reduce it by changing their perception
of the product/service (Yi, 1990).

Cardozzo (1965) argued that consumers may increase their evaluations of those
products/services when the cost of that product/service to the individual is high. Oliver
(1989) also argued that, it is agreed that satisfaction results from a comparison between X,
one’s expectation, and Y, product performance. Thus, it is the degree and direction of this
difference, which affects one’s post-decision affect level. X serves only to provide the
comparative baseline. For example, assuming a customer goes to a bank which he/she
expects to be good because of information heard and is confronted with poor service delivery.
The customer, who had driven a long distance and paid a high price in obtaining good

service, in order to lessen the dissonance, might say that the service was not really bad as it
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appeared because he was been served by ATM which saved him time. Although the customer
was served, the probability of him staying is low because he was dissatisfied. In fact,
satisfaction/dissatisfaction is thought to arise from recognition and acknowledgement of
dissonance. If the dissonance theory holds true, then companies should go all-out to raise
expectations substantially above the product performance in order to obtain a higher product
evaluation (Yi, 1990). However, the authenticity of this assumption is questionable. Raising
expectations considerably above the product performance and failing to meet these
expectations may backfire, as small differences may be largely discounted while large
differences may result in a very negative evaluation. This suggestion fails to take into account
the concept of "tolerance level".

The tolerance level postulates that purchasers are eager to accept a range of performance
around a point estimate as long as the range could be reasonably expected. When perceptions
of a brand performance, which are close to the norm (initial expectation), are within the
latitude of acceptable performance, and then it may be assimilated toward the norm (Cadotte,
Woodruff, & Jenkins, 1987). That is, perceived performance within some interval around a
performance norm is likely to be accepted equivalent to the norm. However, when the
difference from this norm is great enough, that is perceived performance is outside the
acceptable zone, then brand performance will be perceived as different from the norm, which,
in disparity to this model's assumption, will cause dissatisfaction not a high product
evaluation. The dissonance theory contributes to the understanding of the fact that
expectations are not fixed in that they may change during a consumption experience that is

customers’ progress from one encounter to the next (Danaher & Arweiler, 1996).
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2.1.4 Contrast Theory

The contrast theory puts forward the opposite of the dissonance theory. According to this
theory, when real product/service performance falls short of consumer’s expectations about
the product/service, the difference between the expectation and outcome will cause the
consumer to exaggerate the disparity (Yi, 1990). The Contrast theory holds that a customer
who receives a product/service less valued than expected, will magnify the difference
between the product/service received and the product/service expected (Cardozzo, 1965).
This theory predicts that product/service performance below expectations will be rated poorer
than it is in reality (Oliver & DeSarbo, 1988). In other words, the contrast theory assumes
that results deviating from expectations will cause the subject to positively or negatively react
to the disconfirmation experience in that a negative disconfirmation is believed to result in a
poor product evaluation, whereas positive disconfirmation should cause the product to be
highly appraised (Oliver, 1977).

In relation to the banking situation in the dissonance theory, the customer might say that the
bank is the most unreliable he or she has ever been to due to the fact that he or she was
unable to withdraw money from the banking hall as a result of the long queue. If the contrast
theory was applied to a consumption context, then the poor performance would be worse than
merely poor and good performance would be better than a rating of good would propose
(Oliver, 1997). This is to say that if customers are satisfied they will stay and even
recommend to others as being the best of all banks. On the other hand, if they are not

satisfied, they will move away with a negative word of mouth.

2.1.5 Expectancy-Disconfirmation Paradigm
Drawing on the flaws of the above early theories of consumer satisfaction, Oliver (1977;

1980) proposed the Expectancy-Disconfirmation Paradigm (EDP) as the most promising
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theoretical framework for the valuation of customer satisfaction. The model infers that
consumers patronize goods and services with pre-purchase expectations about the anticipated
performance. The expectation level then becomes a standard against which the product is
judged. That is, as soon as the product or service has been used, results are compared against
expectations. If the outcome equals the expectation, confirmation transpires. Disconfirmation
arises where there is a disparity between expectations and outcomes.

A customer is either satisfied or dissatisfied as a result of positive or negative difference
between expectations and performance. Thus, when service performance is improved than
what the customer had initially expected, there is a confirmation between expectations and
performance which results in satisfaction, while when service performance is not as
anticipated, there is a disconfirmation between expectations and performance which results in
dissatisfaction.

A number of scholars criticized the Expectancy-Disconfirmation paradigm on the basis that
this approach posits that the prime determinant of customer satisfaction is the predictive

expectations created by manufacturers, company reports, or unspecified (Yi, 1990).

2.1.6 Equity Theory

Equity Theory reviewed that satisfaction exists when consumers perceive their output/input
ratio as being rational (Swan and Oliver, 1989). Equity models are derived from the Equity
Theory (Adams, 1963), and are based on the belief of input-output ratio, which plays a key
role in satisfaction (Oliver & Swan, 1989). According to this theory, parties to an exchange
will feel equitably handled (thus, satisfied), if in their minds, the ratio of their outcomes to
inputs is fair (Oliver & DeSarbo, 1988). Whether a person feels equitably handled or not may

be influenced by various factors including the price paid, the benefits received, the time and
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effort expended during the transaction and the experience of previous transactions (Cadotte,
Woodruff, & Jenkins, 1987).

This implies that comparative standard may take many different forms. This theory shares
similarities with Comparison Level Theory which suggests that bases of comparison used by
consumers in satisfaction judgments may be more than just expectations.

Equity models of consumer satisfaction seem to be different from the other models, in that
satisfaction is assessed relative to other parties (people) in an exchange and the outcomes of
all parties sharing the same experience are taken into consideration. Erevelles and Leavitt
(1992) argue that equity models can deliver a much richer picture of consumer satisfaction in
situations that may not be apprehended using traditional satisfaction models. For example,
they may be especially useful in modelling situations where satisfaction with the other party
is considered to be a significant component of the transaction.

Translated into a banking concept, the Equity theory suggests that customers associate
perceived input-output (gains) in a social exchange: if the customer’s gain is less than their
input (time, money, and other costs), dissatisfaction results (Cadotte, Woodruff, & Jenkins,
1987). Satisfaction is therefore, a psychological state of being adequately or inadequately
rewarded (Goode & Moutinho, 1995).

The comparison may take other form that is; the output/input proportion for a service
experience may be compared to the perceived net gain of some others (such as friends) who
have experienced a similar offer (Meyer & Westerbarkey, 1996). According to this theory,
satisfaction is viewed as a relative judgment that takes into thought both the qualities and
benefits obtained through a purchase as well as the costs and efforts borne by a consumer to
acquire that purchase. Fisk and Coney (1982) for instance, established that consumers were
less satisfied and had a less positive attitude toward a firm when they heard that other

customers received a better price deal and better service than them. In other words, their
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perceptions of even-handed treatment by the company transcribed into satisfaction judgments
even affected their future expectations and purchase intentions. Equity theory applied to
customer satisfaction/dissatisfaction has become accepted as a substitute to conceptualize

how comparisons work (Oliver & DeSarbo, 1988).

2.2 Customer Satisfaction Trends in Banking

Customer satisfaction remains critical in current banking practices as businesses strive to
attain high performance standards to justify their purpose of existence. It has thus become
necessary for banks to deliver quality products and services to cultivate their competitive
advantages to edge out the competition. Stafford (1996) supports these views by
hypothesizing that service quality has become a primary competitive weapon in the financial
services industry, particularly banks, as they compete in the marketplace with largely
undifferentiated products. Customer satisfaction has become so pivotal that banks that excel
in quality service delivery can have a distinct marketing edge since improved levels of
service are related to higher revenues, increased cross-sell ratios, higher customer retention
(Bennett & Higgins, 1993) and expanded market share (Bowen & Hedges, 1993). Banks
generally understand that customers will be loyal to them if they can produce greater value
than their competitors (Dawes & Swailes, 1999). Davies, Moutinho, and Curry (1995) also
posit that higher profits will be earned if banks can position themselves better than their
competitors within a specific market. For these reasons, it is imperative, for banks to focus on
service quality as a core competitive strategy (Chaoprasert & Elsey, 2004). Along with this,
service quality and customer satisfaction are compelling the attention of banking institutions
around the world, Ghana not being an exception. It is undeniably true that delivery of high-
service quality to customers offers firms an opportunity to differentiate themselves in

competitive markets (Karatepe, Yavas, & Babakus, 2005). In fact, providing high quality
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service leads to customer satisfaction and customers’ willingness to recommend good service
firms to others, reduces customer complaints and improves customer retention rates (Bitner,
1990; Danaher, 1997; Headley & Miller, 1993; Zeithaml, Berry, & Parasuraman,
1996).According to the federation of Brazilian banks (Febraban, 1993), banks must
understand their current and future needs and set business-oriented goals in a pro-active way,
therefore implementing quality from the viewpoint of the customer, rather than as a direct
outcome of technical specifications from process designers (Frei, Kalakota, & Marx, 1997).
Moreover, it seems reasonable to assume that customers want to be sure that they choose a
bank perceived as being the best manager for their money, but they also want a polite staff
and a trustworthy processes. Barnes (1997) already said that no service industry seems to be
more interested in setting up relations with customers than the banking industry; however, the
increasing use of technology in financial transactions, in a bid to improve service delivery has
rather resulted in reducing the contact between banks and customers, modifying quite

remarkably the general aspect of the relationship.

2.3 Service Quality

Strong relationships have been perceived to exist between service quality dimensions and
overall customer satisfaction (Anderson & Sullivan, 1993). But much argument arises from
whether customer satisfaction is an antecedent of service quality judgments (Bitner, 1990) or
the other way round (Anderson & Sullivan, 1993). The basis of service quality may be
observed from two widely recognized perspectives — the SERVQUAL model and the
Technical/Functional Quality Framework (Gronroos, 1984).

SERVQUAL offers five dimensions of service quality to be assessed in any service
setting; Reliability, Responsiveness, Assurance, Empathy, and Tangibles (Parasuraman,

Zeithaml, & Berry, 1985) and it has been extensively used in its original and modified forms
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(Levesque and McDougall, 1996). Nonetheless, more inquiries has illustrated that there are
two prevailing dimensions to service quality, the core or outcome facets and the relational or
process facet of the service (Dawes & Swailes, 1999). While reliability is largely tied up in
knots with the service outcome, tangibles, responsiveness, assurance, and empathy are more
concerned with the service process. Customers evaluate the accuracy and dependability (i.e.,
reliability) of the delivered service but they evaluate the other dimensions as the service is
being delivered. Although reliability was found to be the most important dimension in
meeting customer expectations, the process dimensions (especially assurance,
responsiveness, and empathy) are most vital in exceeding customer expectations
(Parasuraman, Berry, & Zeithaml, 1991).

A contrasting viewpoint on service quality is found in the pioneering work of Gronroos
(1984), which is depicted in Figure 2. The Technical-Functional Quality perspective was
originally idealized by (Gronroos, 1984). In this model, technical (outcome) quality denotes
the quality of what is delivered while functional (process) quality deals with how the quality
was provided. Technical/outcome quality comprises the actual competence of the provider
and the technical outcome of the product, while this is thought-through as difficult to evaluate
due to the lack of knowledge on the part of the consumer, functional quality (or process
quality) is more easily judged. Functional/process quality talks about the delivery of the
service. Its components include items such as courtesy, confidence and attentiveness. These
form the basis of the customer’s assessment of the service provided and the provider.

In this framework, technical quality, functional quality and image were identified as

dimensions of service quality.
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Figure 2.0
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Figure 2.0: The Gronroos Perceived Service Qualitv Model

The model depicts expectations as a function of market communications, image, word of
mouth, consumer needs and learning, whereas experience is seen as a product of technical
and functional quality, which is filtered through the image. Gronroos more clearly
demonstrates the existence of a perception gap, although there is no suggestion of
"delighting™ except of narrowing the gap.

The model, however, has more practical applications as it shows factors that contribute to
each side of the gap. It demonstrates that the service firm can affect both sides of the gap —
most notably by managing customer expectations. In addition, it illustrates that the customer
experience is a product of the image of supplier quality, not just the actuality. Clearly
illustrated is the fact that marketing activities, process (functional quality) and technical
quality have effects on the perception gap. Gronroos concluded that to manage service
quality, there must be no gap between the expected service and the perceived service.

In banking, this would be judged through an evaluation of the personnel’s competence and

speed in handling problems as well as the opening or closing hours of the bank. Effectively,
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once technical quality has gained an acceptable level, functional quality becomes more
imperative in determining the complete perception of the service (Gronroos, 1984). A
banking service may be replicated as a result of the relative speed in product innovations and
other aspects of technical quality. This is highly revealing of the heightened importance of
the functional aspects of the service.

In the final analysis, service quality cannot be separated from the concept of customer
satisfaction. Further research has identified other reasons such as customer specifics and
situational factors as a contributing factor to overall satisfaction (Zeithaml & Bitner, 2000).
The characteristics of the service have been realized to influence the relative importance of
the drivers of customer satisfaction. For instance, where core service quality (technical
qualities) is easier to evaluate it may be a more critical driver of customer satisfaction. On the
other hand, services’ high functional qualities are suggested as a more critical driver of
customer satisfaction (East, 1997). Therefore, elements of customer satisfaction, which may
be more important in retail banking, are functional elements (Zeithaml & Bitner, 2000).
Banking is a service that captures all the characteristics of services, directed towards the
customer’s money and its management. Customer relationship is needed in this industry due
to its continuous nature of keeping businesses from folding up. Banking is also high in
credence qualities meaning that it cannot be evaluated confidently even immediately after
receipt of the services due to the ignorance of customers or lack of knowledge (Ahmad &
Kamal, 2002). Hence, customer satisfaction in banking is both difficult to measure and
ascertain.

2.3.1 The SERVQUAL framework

Since its introduction, majority of research on service quality has been built around the
SERVQUAL model, which identifies the gaps between customers' expectations (E) and

experience (perception) of the performance (P) of services (Zeithaml, Parasuraman, & Berry,
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1990). The model revolves around the five service quality dimensions, which are explained
as follows:

Reliability

Reliability is defined as the ability to perform the promised service dependably and
accurately. In its broadest sense, reliability means that the company delivers its promises
about delivery, service provision, problems resolution and finally pricing (Zeithaml, Berry &
Parasuraman, 1996). Customers want to do business with companies that keep their promises,
particularly their promises about the core service attributes. Therefore, firms need to be aware
of customer expectation of reliability (Parasuraman, Berry & Zeithaml, 1991). Firms that do
not provide the core service the customers think they are buying fail or frustrate their
customers in the most direct way (Aaker, 1997).

Responsiveness

Zeithaml,, Berry, & Parasuraman (1996) expressed that responsiveness is the willingness to
help customers and provide prompt service. They went further to explain that this dimension
emphasizes attentiveness and promptness in dealing with customer requests, questions,
complaints and problems. The authors threw more lights on responsiveness as it captures the
notion of flexibility and ability to customize the service to customer needs. To excel on the
dimension of responsiveness, a company must be certain to view the process of service
delivery and the handling of requests from the customer’s point of view, rather than from the
company’s point of view (Parasuraman, Zeithaml, & Berry, 1985).

Assurance

Rust and Oliver (1994), assurance is defined as employees’ knowledge and courtesy and the
ability of the firm and its employees to inspire trust and confidence. This dimension is likely
to be particularly important for services like banking or insurance that the customer perceives

as involving high risk or which they feel uncertain about their ability to evaluate outcomes
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(Parasuraman, Berry, & Zeithaml, 1991). In such service context the company seeks to build
trust and loyalty between key contact people and individual customers (Levesque &
McDougall (1996).

Empathy

Empathy denotes a deep emotional understanding of another's feelings or problems; while
sympathy is more general and can apply to small annoyances or setbacks. Sympathy means
the stimulation in a person or feelings that are similar in kind to those that affect another
person; empathy means a mental or affective projection into the feelings or state of mind of
another person (Parasuraman, Zeithaml, & Berry, 1985). Empathy is defined as the caring,
individualized attention the firm provides its customers. The essence of empathy is conveying
thro’ personalized or customized service, that customers are unique and special. Customers
want to feel understood by and important to firms that provide service to them (Jones &
Sasser, 1995).

Tangibles

Tangibles are defined as the appearance of physical facilities, equipment, personal and
written communication materials. All of these provide physical representation or image of the
service that customers, particularly new customers, will use to evaluate quality (Chaoprasert
& Elsey, 2004). Hallowell (1996), while tangibles are often used by service companies to
enhance their image, provide continuity, and single quality to customers, most companies
combine tangibles with another dimension to create a service quality strategy for the firm but
in contrast, firms that do not pay attention to the tangible dimension of the service strategy
can confuse and even destroy an otherwise good strategy.

The above dimensions represent how consumers organize information about service quality
in their minds. Aaker (1997) categorically conveyed that, sometimes customers will use all of

the dimensions to determine service quality perceptions, at other times, not. Example, in a
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remote encounter such as Automated Teller Machines (ATM), empathy is not relevant, and in

a phone encounter such as handling a customer complaint tangibles are not relevant.

2.4 Importance of Service Quality

In short, superior service offering and satisfaction derived from services enhance the
customer experience and result in improvements in retention, loyalty and subsequently
business performance. Studies have concluded that:

e Service quality is one of the actual means in enhancing a competitive position in the service
industry (Karatepe, Yavas, & Babakus, 2005).

e Investments in service quality, customer satisfaction and customer relationships leads to
profitability and market share (Rust & Zahorik, 1994)

e High quality service and customer satisfaction often results in more repeat purchases and
market share improvements (Buzzell & Gale, 1997).

e The costs of customer acquisition are much higher than the costs of retention (Reichheld &
Sasser, 1990).

Service quality is accepted as one of the basics of customer satisfaction (Parasuraman, Berry,
& Zeithaml, 1991). But other factors in the service sector such as price, product quality, as
well as specific factors such as situational and personal factors have an impact on customer
satisfaction (Zeithaml & Bitner, 2000). Customer satisfaction is also linked to increased
profitability, retention and loyalty (Rust, Zahorik, & Keiningham, 1995). Thus, based on the
discussions raised above, the researchers believe that the rational conclusion would be to

surge satisfaction in order to persuade customers to repurchase services from the provider.
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2.5 Customer Retention

The development of the banking sector has brought about a paradigm shift from managing
transactions to managing customer relationships, with an increasing emphasis on retention as
a driver of profitability (Gupta & Zeithaml, 2006). Customer retention according to Zeithaml
and Bitner, (2000) is the percentage of customer relationships that, once established, a
business is able to maintain on long term-basis.

Furthermore, it is a simple concept which explains the fact that, happy customers who feel
important and are regularly communicated with in the right way will keep coming back. In
both business-to-consumer (B2C) and business-to-business (B2B) sectors, evidence suggests
that a customer's assessment of the value of the relationship, as well as subsequent re-
patronage decisions are critically influenced by the dynamics of service experiences with the
firm (Bolton, 1998). Hence the question for banking firms is how service can be managed
over time in order to capture the most value from each customer relationship.

2.5.1 Reasons for Customer Retention

Committed customers have been shown to demonstrate a number of beneficial behaviours,
for example, committed customers tend to:

e Come to you. One of the key benefits of establishing customer retention is that you do not
have to sell to them, they will come to you when they need a product or service and they may
even come to see if you have new products (Bhote, 1996).

¢ Buy more often. Loyal customers come back more and more often, since they enjoy the
service they receive from you. If customers find themselves forced to use you against their
will they will come as little as possible (Ahmad & Kamal, 2002).

¢ Try new products. If customers are happy with your service and are retained, they will be
more willing to try other new products or services. Perhaps they will even trust you to

suggest products suitable for them (Levesque & McDougall, 1996).
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e Recommend you. Another key benefit of customer retention is the ability of your customer
to become your most effective marketing tool (far more trustworthy than salesmen in the eyes
of other customers) and they are free (Aaker, 1997).

e Buy only from you. A strong relationship of trust can mean that customers will prefer you
even if it is more difficult or more costly to use you than a competitor. The key to these is the

establishment of trust based on good service, reputation and image (Kim, 2000).

2.6 Satisfying Customers through Relationship Marketing

Relationships with customers have been used from centuries to cope with the complexity of
everyday life (Fisk & Coney, 1982). Relationship marketing is one of the oldest approaches
to marketing, yet one of the least understood (Ndubisi & Wah, 2005). It is a comprehensive
topic and various researchers have approached it from different viewpoints (Gronroos, 1990).
It is becoming one of those fashionable concepts that every manager tries to use but defines it
in diverse ways. Over the last decade, considerable emphasis has been placed on the
importance of relationship marketing. This concept of marketing has been proposed in
disparity to the traditional approach, transactional marketing (Lindgreen et al., 2001).
Relationship marketing aims at creating a long lasting client relationship from the start to
satisfy and retain existing customers, while transactional marketing tries to make the sale and
find new customer (Vence, 2002).

Kotler and Armstrong (2010) argues that transaction marketing is more useful than
relationship marketing when the customer has a short time horizon and can easily switch
from one supplier to another without spending more. Relationship marketing can pay off if
customers have a long-term perspective and there will be high costs for switching supplier. In
order to acquire and maintain a competitive edge, service organizations should develop long-

term relationships with their customers. As a result, relationship marketing theory became
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globally accepted in the 1990s (Gummeson, 1994; Morgan & Hunt, 1994), covering a range
of marketing activities (Palmer, 2000), and thus it is described as a “new-old” concept (Berry,
1995). Since then, relationship marketing has become a topic of interest in special issues of
international journals (Bejou, 1997).

Within the banking industry context, Bowen and Shoemaker (2002) maintained that
relationship marketing means developing the customer as a partner and is a process that is
markedly different from traditional transaction-based marketing. That is, it focuses on
moving away from activities for attracting customers to activities for having customers and
taking care of them (Gronroos, 2004). Indeed, relationship marketing aims to retain profitable
customers by building and maintaining strong relationships, whereas traditional marketing
aims to acquire new customers.

In an attempt to show how much relationship marketing is important in services context,
Bejou (1997) maintained that it will be very difficult to apply traditional marketing to
services. In addition to the above, Bennett (1996) also argued that relationship marketing
aims to establish long-term, committed, trusting and co-operative relationships, characterized
by openness, genuine customer suggestions, fair dealing, and a willingness to sacrifice short-
term advantage for long-term advantage. In other words, relationship marketing is oriented

towards long-term on-going relationships (Kim et al., 2001).

2.7 Relationship between service quality, satisfaction and retention

Gupta & Zeithaml (2006) customer satisfaction can be said to be in existence when the
expectations of the customers are met or surpassed by the services or products of a business
organisation. Customer satisfaction and customer services are two different things entirely;
customer service is defined by the business organization while customer satisfaction is

defined by the customers. Therefore, a business organization that wants to satisfy customers
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could define its services according to the wants or needs of the customers (Lijander &
Leverin, 2006). Quality customer service, which is determined by the customers, should be
seen as a means to an end of achieving customer satisfaction and retention.

Any company that wants to achieve customer satisfaction must take real cognizance of the
quality of service they offer to their customers. It should be what the customers want rather
than what the business organization wants (Eriksson & Lofmarck, 2000). In today’s world of
doing business, there have been various topics that have been dominating but majority have
to do with satisfying the customers of business organizations. It is a confirmed reality that a
satisfied customer will give more value, often and over a long period of time if not lifetime.
In other words, an unsatisfied customer will be angry, find a way of doing business with
another business organization in order to derive satisfaction, thereby causing a loss in the
customer lifetime value of the angry customer by the business organization that does not
satisfy the customer (Eriksson & Ldfmarck, 2000). Customer satisfaction with a company's
services is often seen as the key to a company's success and long-term competitiveness. In the
context of relationship marketing, customer satisfaction is often viewed as a central
determinant of customer retention (Ndubisi & Wah, 2005).

Zaabi (2002), several studies have indicated that there is a little correlation between customer
satisfaction and retention or future purchase. A customer could still be retained, while he/she
reduces his/her average bank balance or cancels programs he was attached to (Yi, 1990). The
real indication for retention is not customers’ perception (satisfaction) but customers’ actions.
Repeat business, purchasing ancillary services, recommendations to others, willingness to
pay premium price and frequency of purchasing are the indicators of customer satisfaction
(Timothy, Bruce, Lerzan, Tor, & Jay, 2007). Ovenden (1995) argues that organisations must

be aware of how well or badly its customers are treated.
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Customers rarely complain, and when someone does, it might be too late to retain that
customer. Evaluating the submissions of the above scholars on the linkage between customer
satisfaction and retention, the researchers realised that customer satisfaction and customer
retention is not absolutely linear. The perception that customer satisfaction leads to retention
is a ‘conventional wisdom.” You may have situations where customers will not be satisfied
but still retained. Examples of this instance are existing contract yet to expire, more demand

than supply, high exit cost to the customer etc.

2.8 Empirical Literature Review

Ove and Marie (2008) in their study explored how the employees of a company experience
the concept of customer satisfaction and retention. A phenomenological approach was used,
permitting the researchers’ own understandings to be unearthed. Satisfaction was examined
from three viewpoints: definition of the concept, how to identify when a customer is satisfied,
and how to improve satisfaction. The researcher’ understanding relating to these three
classifications differed and a total of seven ways to describe, recognise or improve
satisfaction were ascertained. These were: service, feeling, chemistry, relationship and
confidence, dialogue, complaints and retention. All but the first two of these categories of
experience were found to enhance retention. This implied that the strategies for improving
both satisfaction and retention are similar. Equally, the study revealed that relationships build
up and confidence had strong connection between satisfaction strategies and retention.
Another study was conducted by (Oyeniyi & Abiodun, 2008). Their study examined the
potential on customer retention by investigating the chain of effect of retention from
customer service, satisfaction, value and behavioural intention. The study showed that a high
level of customer satisfaction does not lead to customer retention. The results of the influence

of customer satisfaction on customer perceived value showed that customer satisfaction had a
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significant effect on customers’ perceived value. There is a relationship between the levels of
perceived service level and customer satisfaction.

Lijander and Leverin (2006) assessed the Relationship Marketing (RM) strategy of a retail
bank and examined whether after its implementation, customer relationships was going to be
strengthened. A survey was performed on two profitability segments, of which the more
profitable segment had been clearly displayed to a customer focused RM strategy, whereas
the less profitable segment had been restricted to more sales focus marketing
communications. No vast differences were discovered between the segments on customers'
evaluations of the service relationship or their loyalty toward the bank. Additionally,
regression analysis disclosed that relationship satisfaction was less significant as a
determinant of retention in the more profitable segment. They concluded that customer
orientation is needed within retail banking.

Finally, Johnston (1995) in his study investigated whether there are some quality
determinants that are predominantly satisfiers and others that are predominantly dissatisfiers.
The analysis was based on 579 anecdotes, from personal account customers of a major UK
bank, gathered using the critical incident technique. The study’s main findings were that the
main satisfying determinants were attentiveness, responsiveness, care and friendliness; and
the dissatisfiers are integrity, reliability, responsiveness, availability and functionality.
Responsiveness was recognised as a crucial factor of quality as it is a frequent source of
satisfaction and the lack of it is a major source of dissatisfaction.

The various studies conducted above revealed ways to describe, recognize and improve
customer satisfaction. Again, it showed the relationship between customer satisfaction and

perception. It also showed the disparity between customer satisfaction and retention.
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2.9 Operational Definitions and Constructs
For the purpose of the study certain terms, constructs and definitions are to be observed for

this study.

Customer is operationally defined as the party to which the goods are to be supplied or the

party to which the service is rendered.

Customer satisfaction is operationally defined as the degree at which customers are pleased

with the products and services granted by a business.

Customer retention is operationally defined as the percentage of customer relationships that,

once established, a business is able to maintain on long term-basis.

Service quality is operationally defined as an assessment of how well a delivered service

conforms to the client’s expectations.

Dissonance theory operationally suggests that a person who expected a high-value product or
service and obtained a low-value product or service would recognize the disparity and

experience a cognitive dissonance.

Contrast theory puts forward the opposite of the dissonance theory. According to this theory,
when real product/service performance falls short of consumer’s expectations about the
product/service, the difference between the expectation and outcome will cause the consumer

to exaggerate the disparity.
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Expectancy-disconfirmation paradigm operationally infers that consumers patronize goods
and services with pre-purchase expectations about the anticipated performance. The
expectation level then becomes a standard against which the product is judged. That is, as
soon as the product or service has been used, results are compared against expectations. If the
outcome equals the expectation, confirmation transpires. Disconfirmation arises where there

is a disparity between expectations and outcomes.

Equity theory is operationally defined as the satisfaction that exists when consumers perceive

their output/input ratio as being rational.



40

CHAPTER THREE

METHODOLOGY

3.0 INTRODUCTION
This chapter examines the processes and approaches employed to provide answers to the
research questions related to this study. Essentially, it is a guide for understanding how the

research was conceived and carried out, including the choice of the research strategy.

3.1 Research Design

In order to investigate the objectives of this study and answer the research questions,
descriptive research method was employed. The study was based on a cross sectional survey
method and employs quantitative techniques. A descriptive study is one in which information
is collected without changing the environment (i.e., nothing is manipulated) and are usually
the best methods for collecting information that will demonstrate relationships and describe
the world as it exists (Dornyei & Taguchi, 2010).

Quantitative research described by Cooper & Schindler, (1998) is conclusive in its purpose as
it tries to quantify the problem and understand how prevalent it is by looking for projectable
results to a larger population. Furthermore, quantitative research focuses on gathering
numerical data and generalizing it across groups of people or to explain a particular
phenomenon. This approach is essential because it reduces and restructures a complex
problem to a limited number of variables.

The cross sectional survey is used because the study seeks to find out the connection that
exists between customer satisfaction and customer retention. Cross-sectional surveys are
studies aimed at determining the frequency (or level) of a particular attribute in a defined

population at a particular point in time (DeVaus, 2001).
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3.2 POPULATION AND SAMPLING

3.2.1 Target Population

According to Baxter and Jack (2008) the target population for a survey is the entire set of
units for which the survey data are to be used to make inferences. Thus, the target population
defines those units for which the findings of the survey are meant to generalize. Therefore,
customers of Access Bank (Ghana) Ltd were the target population for this study. The target

population therefore refers to all customers of Access Bank (Ghana) Ltd, UPSA branch.

3.2.2 Sample Size

Sample size is the number of observations in a sample (Hair, Wolfinbarger, Ortinau, & Bush,
2008). Several important statistics were evaluated first to check that the assumptions of
multiple regressions were met (Tabachnick & Fidell, 2007). The sample size of one hundred
(100) was adequate following the recommended formula of N > 50 + 8m (where N = number
of participants and m = number of independent variables). The reason for this sample size
was due to the fact that the formulae did not take into consideration errors.

The reason for using this formula is that the units in the population were unknown
(Tabachnick & Fidell, 2007). Thus, for this study which has just one independent variable
(customer retention), confounding variables (speed, service and security) were employed.
Confounding variables according to Green (1991) is an extraneous variable in an
experimental design that correlates with both the dependent and independent variables. Thus,
the sample size was determined by 50 + 8 (3) = 74.

Therefore, N > 74.
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3.2.3 Sampling Procedure

The sampling procedure employed was convenience sampling. Convenience sampling is a
non-probability method of drawing representative data by selecting people because of the
ease of their volunteering or selecting units because of their availability or easy access. The
reason for the choice is the advantage of availability and the quickness with which data is
gathered (Cooper & Schindler, 1998). Again, it is believed that not everybody that visits the
banking hall is a customer as some may be potentials. For this reason, convenience sampling
IS necessary to ensure that the researchers get the right information needed for the execution

of this research.

3.3 Instrumentation

Gathering of the primary data was aided by questionnaires. Mclean (2006) defined a
questionnaire as a set of carefully designed questions given in exactly the same form to a
group of people in order to collect data about some topic(s) in which the researcher is
interested. The questionnaires were administered on a face-to-face basis to ensure one
hundred (100) percent (%) redeeming rate. In all, the research team designed same
questionnaires for all customers of the study area. This is because it is believed that all of
them have the same interpretations when it comes to satisfaction and retention. The
questionnaires were made up of closed-ended questions where respondents were offered
options from which they were to select those items that they deemed appropriate. The
questionnaire was divided into four sections. The first part sought information about the
personal background of the respondents. The second part was to collect information on the
most preferred factors that make customers of access bank satisfied. The third part focused on

the challenges that mostly confront customer satisfaction at Access Bank. The fourth part
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concentrated on the relationship between customer satisfaction and customer retention at

Access Bank.

3.4 Procedure and Timeframe

Questionnaires were distributed to the respondents (customers) of Access Bank on working
days, specifically, Tuesdays, Wednesdays and Thursdays. An introductory letter was obtained
from the Industrial Relations office of the University of Professional Studies, Accra as a
formal way of introducing the researchers to the management of Access bank and this made it
possible for the researchers to collect data from the target respondents (customers). The

whole data collection took a period of two weeks which is six working days.

3.5 Data Sources

The data for the research was primary data sources. Primary data is data observed or collected
directly from first-hand experience and it enables the researcher to focus on specific issues. It
also enables the researcher to have a higher level of control over how the information is

collected and used (Cooper & Schindler, 1998).

3.6 Data Analysis

Statistical Package for Social Sciences (SPSS) was used as a tool to analyse the responses
gotten through the questionnaires. Data was analysed using descriptive statistics, correlation
and regression. The data analysed was presented in the forms of pie charts, graphs and tables.
SPSS is capable of handling large amounts of data and performed all the analyses the study
required (Hicks, 2002). This was aided by assigning values or codes as per a design and
coding the range of response from the respondents. SPSS helped the researchers to make the

research work more scientific and reliable as a number of different statistical tools were
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applied (Patton, 2002). A five point Likert scale response format ranging from ‘strongly
agree = 5’ to ‘strongly disagree = 1” was adopted as it fulfilled the aim and facilitated the
analysis. A mean table was run by SPSS to rank the most preferred factors that constitute
customer satisfaction as well as ranking the challenges affecting customer satisfaction

Finally, Pearson correlation and regression analysis was run to examine the relationship

between customer satisfaction and customer retention.

3.7 Validity and Reliability

The questionnaire was validated in terms of face validity by research experts (supervisor and
lecturers) in the field of customer satisfaction in terms of its contents and construct. Validity
refers to the extent of which a test measures what we actually wish to measure (Blumberg,
Cooper, & Schindler, 2005). To ensure the validity of the questionnaire two (2) samples were
pretested. Any inconsistency found in the questionnaire was corrected before actual data

collection.

The reliability scale used in the study was the Cronbach's Alpha. Reliability however refers to
a measurement that supplies consistent results (Blumberg, Cooper, & Schindler, 2005). The
Cronbach's Alpha is a measure of internal consistency, that is, how closely related a set of
items are as a group (Blumberg, Cooper, & Schindler, 2005). The measure ranges from 0.1 to
1, 1 indicate perfect reliability and the value of 0.70 is considered to be the lower level of
acceptability (Hair, Tatham, Anderson, & Black, 1998). Therefore, a Cronbach's Alpha of
0.923 and 0.829 of section B and C respectively of the questionnaire was acceptable in this

study.
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CHAPTER FOUR

RESULTS AND DISCUSSIONS

4.0 INTRODUCTION

This chapter reports the results of the study in conformance with the procedures demonstrated
in chapter three. The study summarizes and discusses the results on the basis of the research

questions.

The analyses have been presented under the following headings as follows:

SECTION A: Socio-demographic factors

SECTION B: Most preferred factors that make customers of Access Bank satisfied

SECTION C: Most challenges confronting customer satisfaction at Access Bank

SECTION D: Relationship between customer satisfaction and customer retention

4.1 SECTION A: SOCIO-DEMOGRAPHIC FACTORS

Table 4.1: Gender composition

Frequency Percent
Male 49 49.0
Female 51 51.0
Total 100 100.0

Source: Author Data, 2019

Table 4.1 above contains data displayed on the gender composition of customers of Access
Bank (Ghana) Ltd used for the study. The total number of respondents targeted in this
category is One Hundred (100). However, all 100 customers representing 100% completed

their questionnaires.
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Furthermore, the 100 respondents in this category were made up of forty-nine percent (49%)
males and fifty-one percent (51%) females. This statistics may be due to the willingness of
female respondents to answer questionnaires but it does not in any way suggest that females

were significantly higher than the male customers.

Figure 4.1

Age Groupings

W i5to33
H34to 49
50 and above

Source: Author Data, 2019

It can be observed from Figure 4.1 that most of the respondents are between 18 and 33 years
representing 79% of the sampled population, 18% from 34 to 40 years and 3% from 50

above. This shows that the customers interviewed were mostly youths.
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Figure 4.2

Educational level
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Frequency
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Educational level

Source: Author Data, 2019

Figure 4.2 shows the educational level of customers in Access bank (Ghana) Ltd. Out of a
total number of one hundred (100) questionnaires administered, 2% were primary, 4%
responded for JHS and SHS each, 12% had Diploma, 65% had degree and finally
postgraduate recorded 13%. This implied that, the respondents were educated enough for

their response to be reliable for the study.
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Figure 4.3

Employment

M Private

B Governmentipublic agency
O self-employed

M studlent

Source: Author Data, 2019

Figure 4.3 above categorizes the respondents into the sector in which they are employed. Out
of the 100 questionnaires administered, majority of the respondents used in the survey were
students. They constituted 47%, 24% responded as being employed in the private sector, 16%
Government/Public agency and were self-employed constituted the remaining 16% and 13%

respectively.
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4.2 SECTION B: MOST PREFERRED FACTORS THAT MAKE CUSTOMERS OF

ACCESS BANK SATISFIED

Employees are friendly and courteous

Frequency Percent Mean
Strongly Disagree 2 2.0
Disagree 10 10.0
Undecided 16 16.0
Agree 55 55.0
Strongly Agree 17 17.0
Total 100 100.0 3.7500

Table 4.2

Source: Survey Data, 2015

Table 4.2 above categorized as “employees are friendly and courteous,” 17% of the
respondents strongly agreed, 55% agreed, 16% of the respondents were undecided, 10%

disagreed and 2% strongly disagreed. Averagely 3.7500 responded to the statement.

Table 4.3: The bank is willing to listen and respond to your need

Freguency Percent Mean
Strongly Disagree 1 1.0
Disagree 8 8.0
Undecided 21 21.0
Agree 53 53.0
Strongly Agree 17 17.0
Total 100 100.0 3.7700

Source: Author Data, 2019

Data collected on the bank’s willingness to listen and respond to customer needs showed that
majority of the respondents constituting 53% agreed that the bank listened and responded to
their needs. 17% of respondents strongly agreed, 21% were undecided, 8% disagreed and
only 1% strongly disagreed to the issue of the bank willing to listen and respond to their

needs. Averagely 3.7700 responded to this statement as depicted in Table 4.3.
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Table 4.4: The bank provides you fast and efficient service

Frequency Percent Mean
Strongly Disagree 1 1.0
Disagree 12 12.0
Undecided 36 36.0
Agree 36 36.0
Strongly Agree 15 15.0
Total 100 100.0 3.5200

Source: Author Data, 2019

The frequency Table 4.4 above depicts that out of 100 questionnaires administered, 15%
responded to strongly agree, 36% agreed, 36% were undecided, 12% disagree and 1%
strongly disagree to the bank providing them with fast and efficient service. 3.5200 averagely

responded to this statement.

Table 4.5: Employees are professional and attractive in appearance

Frequency Percent Mean
Strongly Disagree 5 5.0
Disagree 8 8.0
Undecided 24 24.0
Agree 36 36.0
Strongly Agree 27 27.0
Total 100 100.0 3.7200

Source: Author Data, 2019

Table 4.5 shows employees professionalism and attractiveness in appearance. 27% and 36%
respondents responded to strongly agree and agree respectively compared to 8% and 5% who
responded to disagree and strongly disagree respectively. 24% were left undecided and

3.7200 was the mean score.
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Table 4.6: Employees are available to customers when needed

Frequency Percent Mean
Strongly Disagree 1 1.0
Disagree 6 6.0
Undecided 28 28.0
Agree 52 52.0
Strongly Agree 13 13.0
Total 100 100.0 3.7000

Source: Author Data, 2019

From the above analysis, it was found that 13% strongly agreed and 52% agreed to the issue
“employees are available to customers when needed” as compared to 6% and 1% who

disagreed and strongly disagreed respectively. 28% were undecided and the mean score was

3.7000.
Table 4.7: Problems are handled to your satisfaction

Frequency Percent Mean

Strongly Disagree 1 1.0

Disagree 10 10.0

Undecided 34 34.0

Agree 45 45.0

Strongly Agree 10 10.0

Total 100 100.0 3.5300

Source: Author Data, 2019

All 100 questionnaires administered were completed and returned. As to whether problems
are handled to customers’ satisfaction, 10% of the respondents strongly agreed whereas 45%
agreed, 10% disagreed and only 1% strongly disagreed. 34% of the respondents were

undecided and the mean data was 3.5300.
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Table 4.8: The bank recognizes you as a valued customer

Frequency Percent Mean
Strongly Disagree 3 3.0
Disagree 8 8.0
Undecided 24 24.0
Agree 43 43.0
Strongly Agree 22 22.0
Total 100 100.0 3.7300

Source: Author Data, 2019

Table 4.8 above contains data on the category “The bank recognizes you as a valued
customer.” The total number of respondents targeted were one 100. However, 22% strongly
agree, 43% responded to agree, 24% undecided, 8% disagreed and 3% strongly disagreed.

The mean score was 3.7300.

Table 4.9: | feel safe when using this bank

Frequency Percent Mean
Strongly Disagree 0 0.0
Disagree 13 13.0
Undecided 27 27.0
Agree 45 45.0
Strongly Agree 15 15.0
Total 100 100.0 3.6200

Source: Author Data, 2019

Table 4.9 above depicts how safe the customers feel when accessing the services of the bank.
It indicates that out of the total 100 questionnaires administered, 15% responded in favour of
strongly agree and 45% responded to agree compared to 13% disagree and 27% were

undecided 3.6200 was recorded as the mean score.
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Table 4.10: Descriptive Statistics for factors constituting customer satisfaction in ranks.

Cronbach's Alpha = 0.923

N Minimum Maximum Mean Rank
The bank is willing to 100 1.00 5.00 3.7700 1°
listen and respond to
your need
Employees are friendly 100 1.00 5.00 3.7500 2"
and courteous
The bank recognizes 100 1.00 5.00 3.7300 3"
you as a valued
customer
Employees are 100 1.00 5.00 3.7200 4"
professional and
attractive in appearance
Employees are available 100 1.00 5.00 3.7000 5
to customers when
needed
| feel safe when using 100 2.00 5.00 3.6200 6"
this bank
Problems are handled to 100 1.00 5.00 3.5300 7"
your satisfaction
The bank provides you 100 1.00 5.00 3.5200 g™

fast and efficient service

Source: Author Data, 2019

The above Table 4.10 contains responses from customers of the bank on questions that seeks

to answer the objective, customer satisfaction factors that are best preferred by customers of

Access bank. Minimum and Maximum represents the scale used in answering the questions

(Strongly disagree 1.00, Disagree 2.00, Undecided 3.00, Agree 4.00 and Strongly Agree

5.00). Therefore if on a question that the minimum is 1.00 and maximum is 5.0 it means that
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there respondents responded from strongly disagree to strongly agree. Also if the minimum is
2.00 and maximum is 5.00 it means that there were respondents from only disagree to
strongly agree. The response to the questions are ranked according to significance to the
objective with 1% being the most significant and in that order. The average mean of the

respondents was used to determine the rankings.

4.3 SECTION C: MOST CHALLENGES CONFRONTING CUSTOMER
SATISFACTION AT ACCESS BANK

Table 4.11: The bank has no clean and well cared facilities

Frequency Percent Mean
Strongly Disagree 13 13.0
Disagree 13 13.0
Undecided 23 23.0
Agree 37 37.0
Strongly Agree 14 14.0
Total 100 100.0 3.2600

Source: Author Data, 2019

As shown in Table 4.11, 37% agreed and 14% strongly agreed that the bank has no clean and
well cared facilities as compared to only 13% who disagreed and strongly disagreed. From

the table, it can also be seen that 23% were undecided. The mean data was 3.2600.

Table 4.12: Long queues at the counter

Frequency Percent Mean
Strongly Disagree 1 1.0
Disagree 10 10.0
Undecided 20 20.0
Agree 47 47.0
Strongly Agree 22 22.0
Total 100 100.0 3.7900

Source: Author Data, 2019
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All 100 questionnaires administered were completed and returned. As to whether there were
long queues at the counter, 22% of the respondents strongly agreed whereas 47% agreed,
10% disagreed and only 1% strongly disagreed. 20% of the respondents were undecided and

the mean data was 3.7900.

Table 4.13: No knowledge of bank's product and services

Frequency  Percent Mean
Strongly Disagree 2 2.0
Disagree 9 9.0
Undecided 27 27.0
Agree 51 51.0
Strongly Agree 11 11.0
Total 100 100.0 3.6000

Source: Author Data, 2019

As shown in Table 4.13, there was 100% response to the administered questionnaire and out
of that 11% strongly agreed and 51% agree that they have no knowledge of the banks product
and services compared to only 9% who disagreed and 2% who strongly disagreed. 27% of the

respondents were left undecided and the mean was 3.6000.

Table 4.14: Unavailability of information brochures

Frequency Percent Mean
Strongly Disagree 2 2.0
Disagree 3 3.0
Undecided 25 25.0
Agree 48 48.0
Strongly Agree 22 22.0
Total 100 100.0 3.8500

Source: Author Data, 2019

In the Table 4.14 above, 22% of the respondents strongly agreed, 48% agreed, 25% were

undecided, 3% disagreed and 2% disagreed with the argument of unavailability of
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information brochures as one of the challenges confronting customer satisfaction at the bank.

Out of 100% response from respondents, the mean was 3.8500

Table 4.15: Unpleasant and unattractive physical evidence and décor

Frequency Percent Mean
Strongly Disagree 4 4.0
Disagree 6 6.0
Undecided 28 28.0
Agree 46 46.0
Strongly Agree 16 16.0
Total 100 100.0 3.6400

Source: Author Data, 2019

The analysis above (Table 4.15) shows 16% of the respondents strongly agreed, 46% agreed

while 6% disagreed, 4% strongly disagreed and 28% were undecided with the argument that

the bank has unpleasant and unattractive physical evidence and décor. The table again depicts

that 100 % responded to the administered questionnaire and the mean data computed was

3.6400.

Table 4.16: Automated Teller Machine not found in convenient locations

Frequency Percent Mean
Strongly Disagree 0 0.0
Disagree 9 9.0
Undecided 17 17.0
Agree 50 50.0
Strongly Agree 24 24.0
Total 100 100.0 3.8900

Source: Author Data, 2019
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As shown in Table 4.16, 24% strongly agreed and 50% agreed that Automated Teller
Machines are not in convenient locations compared to only 9% who disagree and 17%

undecided. Mean data was computed as 3.8900. There was a 100% response from

respondents.
Table 4.17: Unwillingness to listen and respond to your need

Frequency Percent Mean

Strongly Disagree 2 2.0

Disagree 9 9.0

Undecided 34 34.0

Agree 44 44.0

Strongly Agree 11 11.0

Total 100 100.0 3.5300

Source: Author Data, 2019

As shown in Table 4.17, the response rate was 100%. 11% out of that strongly agreed, 44%
agreed that the bank is unwilling to listen and respond to individual needs compared to only

9% who disagreed, 2% strongly disagreed and 34% were undecided. The mean data was

3.5300.
Table 4.18: No fast and efficient service
Frequency Percent Mean
Strongly Disagree 3 3.0
Disagree 10 10.0
Undecided 16 16.0
Agree 60 60.0
Strongly Agree 11 11.0
Total 100 100.0 3.6600

Source: Author Data, 2019
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The table 4.18 above contains data on the category “No fast and efficient service.” The total
number of response was 100%. However, 11% strongly agree, 60% responded to agree, 16%

undecided, 10% disagreed and 3% strongly disagreed. The mean score was 3.6600.

Table 4.19: Unavailable to customers when needed

Frequency  Percent Mean
Strongly Disagree 8 8.0
Disagree 12 12.0
Undecided 23 23.0
Agree 42 42.0
Strongly Agree 15 15.0
Total 100 100.0 3.4400

Source: Author Data, 2019

Table 4.19 above depicts the bank’s unavailability to customers when they are needed. It
indicates that out of the total 100 questionnaires administered, 15% responded in favour of
strongly agree and 42% responded to agree compared to 12% disagree and 8% strongly

disagree. The remaining 23% were undecided and 3.4400 was recorded as the mean score.

Table 4.20: No recognition of you as a valued customer

Frequency Percent Mean
Strongly Disagree 1 1.0
Disagree 9 9.0
Undecided 30 30.0
Agree 51 51.0
Strongly Agree 9 9.0

Total 100 100.0 3.5800
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Source: Author Data, 2019

Based on Table 4.20, the researchers had a 100% response from the respondents. 9% of the
respondents strongly agreed and 51% also responded they agree on the bank not recognizing
them as valued customers compared to 9% disagree and 1% strongly disagreed. However,

30% of the respondents were undecided. The mean score was recorded as 3.5800.

Table 4.21: Descriptive Statistics for challenges to customer satisfaction
Cronbach's Alpha = 0.829

N Minimum Maximum Mean Rank

Automated Teller Machine not in convenient

: 100 2.00 500 3.8900 1%
locations
Unavailability of information brochures 100 1.00 5.00 3.8500 2"
Long queues at the counter 100 1.00 5.00 3.7900 3"
No Fast and efficient service 100 1.00 5.00 3.6600 4"
Unplegsant and unattractive physical evidence 100 1.00 500 36400 5
and décor
No knowledge of bank's product and services 100  1.00 5.00 3.6000 6"
No recognition of you as a valued customer 100 1.00 500 35800 7"
Unwillingness to listen and respond to your need 100  1.00 5.00 3.5300 8"
Unavailable to customers when needed 100 1.00 5.00 3.4400 9"
The bank has no clean and well cared facilities 100 1.00 5.00 3.2600 10

Source: Author Data, 2019

The above table 4.21 contains responses from customers of the bank on questions that seeks
to address the objective, most challenges confronting customer satisfaction at Access Bank.
Minimum and Maximum represents the scale used in answering the questions (Strongly

disagree 1.00, Disagree 2.00, Undecided 3.00, Agree 4.00 and Strongly Agree 5.00).
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Therefore if on a question that the minimum is 1.00 and maximum is 5.0 it means that there
were response from strongly disagree to strongly agree. Also if the minimum is 2.00 and
maximum is 5.00 it means that there were response from only disagree to strongly agree. The
response to the questions are ranked according to significance to the objective with 1% being
the most significant and in that order. The mean of the respondents was used to determine the

rankings.

4.22 SECTION D: EXAMINING THE RELATIONSHIP BETWEEN CUSTOMER
SATISFACTION AND CUSTOMER RETENTION AT ACCESS BANK

Table 4.22: Correlations

Retention Satisfaction
Pearson Correlation 1 .690™
R i ) .
etention Sig. (2-tailed) .000
N 100 100
Pearson Correlation 690™ 1
Satisfaction Sig. (2-tailed) 000
N 100 100
Source: Author Data, 2019 **_Correlation is significant at the 0.01 level (2-tailed).

From the table 4.22, the correlation coefficient is 0.690 which is positively correlation. The
P-value is 0.000 which is less than 0.05. Therefore, there is a significant positive relationship
between retention and satisfaction. Mathematically {P=0.000, R=0.690}. Therefore, the

alternative hypothesis test is accepted and the null rejected.
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Table 4.23: Model Summary

Model R R Square Adjusted R Square  Std. Error of the
Estimate
1 .690° 476 471 2.25002

a. Predictors: (Constant), Satisfaction

From Table 4.23 above, R which is the simple correlation coefficient is 0.690 indicating a
moderate degree of correlation. The R® (0.476) and the adjusted R? (0.471) measures the
strength of the regression. The R® (0.476) implies that about 47.6% of the change in the
dependent variable (customer retention) is explained by the independent variable (customer
satisfaction). This indicates a prediction rate of 47%. In this 47.6% can be explained as
moderate model.

Table 4.24: Regression results of customer satisfaction on customer retention

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error  Beta
(Constant) 3.427 1.136 3.017 .003
' Satisfaction .358 .038 .690 9.444 .000

a. Dependent Variable: Retention

As shown in Table 4.24 satisfaction had a positive coefficient of (0.358) and statistically
significant at 5% level of significance (p, 0.000). This implies that all things being equal, a
unit improvement in customer satisfaction will lead to 0.358 increments in customer

retention.
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4.2 Discussion of Results

This discussion was done on the basis of satisfaction theories which focused on the most
preferred factors that constitute customer satisfaction. Variables such as service, security,
speed and relationship were considered by the researchers due to the role it had on
satisfaction. The study found that the most preferred factor that leads to customer satisfaction
at Access Bank was the “the bank is willing to listen and respond to your need” and this was
ranked 1%, recording an average mean of 3.7700. It was realized from the data gathered that,
the UPSA branch of Access Bank provides appreciable level of customer service as expected
by customers and this was inferred from customer responses obtained. The above result
appears to support the theory of Expectancy-Disconfirmation Paradigm which concluded that
when the outcome equals customer expectation confirmation transpires or a customer is
satisfied. The result was followed by “employees are friendly and courteous” and “the bank
recognises you as a valued customer”, ranked 2™ and 3™ with a mean of 3.7500 and 3.7300
respectively. This means that the bank should improve more on these preferred factors since
that is what makes customers of the bank satisfied.

The study again sought to find out the most challenges confronting customer satisfaction at
Access Bank. The finding drew attention to the fact that Automated Teller Machines were not
in convenient locations. This recorded a mean of 3.8900, ranked 1% by the customer
responses. This approves the theory of equity and according to this theory, parties to an
exchange will feel equitably handled (thus, satisfied), if in their minds, the ratio of their
outcomes to inputs is fair (Oliver & DeSarbo, 1988). Whether a person feels equitably
handled or not may be influenced by various factors including the price paid, the benefits
received, the time and effort expended during the transaction and the experience of previous
transactions (Cadotte, Woodruff, & Jenkins, 1987). Customers of Access Bank feels the bank

treats them unfairly due to the fact that their input (time, money, benefits and other costs) do
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not meet their output (service received). The challenges were followed by unavailability of
information brochures with a mean of 3.8500 and no long queues at the counter at 3™ position
with a mean of 3.7900. Per the findings, Access Bank should devise ways of ensuring that

transactions are unsophisticated and convenient to customers.

Finally, Table 4.22 indicated that there is a positive correlation between customer satisfaction
and customer retention. Therefore, the alternative hypothesis test is accepted and the null
rejected. From the table, p-value of 0.0000 showed a strong relationship between customer
satisfaction and customer retention at a significant level of 5%. In light of this, the regression
analysis disclosed that any change in the satisfaction variables will affect the propensity of
customers to remain with the bank. On the whole, the findings indicated that respondents in
this study are satisfied and they do not intend to switch to other Banks. This however
disproves the study conducted by (Oyeniyi & Abiodun, 2008), who concluded that a high
level of customer satisfaction does not lead to customer retention. Due to the strong
relationship exhibited by the findings, if Banks should focus more on satisfying their

customers, retention in that effect will also increase.
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CHAPTER FIVE

CONCLUSIONS AND RECOMMENDATIONS

5.0 INTRODUCTION

This final chapter summarizes the study, draws conclusion with respect to the findings and
the research questions, presents recommendations based on the findings, identifies the

limitations of the study and suggests further research areas.

5.1 Summary

The research study is organized in five chapters capturing specific areas of relevance in the
study. The study sought to find out the effect of customer satisfaction on customer retention
in Access bank. An empirical study was conducted in a field setting with specific focus on
Access Bank (Ghana) UPSA branch in Accra.

Data was collected through questionnaire from Access bank customers using convenience
sampling. Based on convenience sampling 100 respondents from Access Bank (UPSA) were
selected and questionnaires administered. The questionnaires were pre-tested to ensure
validity. Data was analysed using the Statistical Package for Social Sciences (SPSS) and

results presented in tables and charts.

5.2 Conclusions
On the basis of the analysis and findings, conclusions have been drawn in relation to the
research objectives and research questions.

Most preferred factors that make customers of Access Bank satisfied
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The first research objective was to ascertain the most preferred factors that make customers
of Access Bank satisfied. The study discovered the satisfaction factor that was mostly
preferred by customers of the bank. The results obtained from the table 4.10 indicated that
majority of the customers were satisfied with the bank willing to listen and respond to their
needs.

Challenges mostly confronting customer satisfaction at Access Bank

The second objective sought to investigate the challenges that mostly confront customer
satisfaction at Access Bank. The study revealed that customers were very much not pleased
with visiting the bank for transactions. This was made clear by their disapproval for the fact
that ATMs were not in convenient location. The result also indicated that customers of
Access Bank want transactions to be done via electronic or online means than visiting the
bank hall directly.

Relationship between customer satisfaction and customer retention

Final objective was to examine the relationship between customer satisfaction and customer
retention at Access Bank. The findings showed that there was a strong relationship between
customer satisfaction and customer retention. It further suggested that customer satisfaction
had a great influence on customer retention that is to say that, any change in the satisfaction

variables will affect the rate of retention either positively or negatively.

5.3 Recommendations

The study will be helpful to the banking industry, business practitioners and students if the
following recommendations are adhered to;

o The bank must thoroughly understand the factors influencing customer satisfaction

and continually come out with innovative strategies that will keep the customers delighted so
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that retention can take place. For instance, the banks can come out with a system where
transactions can be carried via mobile networks.

o Since the study found out that the relationship between satisfaction and retention is
strong, banks must focus more on existing customers because their satisfaction can lead to a
positive word of mouth.

o Complaint handling and service features should also be improved. The bank should
have a department purposely reserved for all customer complaints by providing workable or
active complaint boxes and toll free lines.

o For location of ATMs however, the bank should conduct a survey to know their
customer base locations so that ATMSs can be provided at vantage points where customers are

highly centered.

5.4 Limitations of the study

The study suffers from a regional bias since it covers only the UPSA branch of Access Bank
(Ghana) Ltd. The results do not have general applications to other banks in the same sector
and even the same bank in different cities of Ghana.

Another significant limitation to the study was the use of convenience sampling technique to
select respondents for the study. This sampling technique according to Dornyei (2007) has a
limitation of generalization and inference making about the entire population. Thus, the
findings of the study might have a low external validity.

Finally, the researcher was constraint with limited information on theories of satisfaction and

information from the bank under study.

5.5 Further studies
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Increased sample size can be considered for future research for better generalization of the

findings. Results would be more appropriate if the sample size could be large.
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APPENDIX A

CUSTOMER QUESTIONNAIRE

UNIVERSITY OF PROFESSIONAL STUDIES, ACCRA.
QUESTIONNAIRES FOR CUSTOMERS OF ACCESS BANK (GHANA) LTD.
Dear respondent, this questionnaire is to collect data on the effect of customer satisfaction on customer retention.
We will highly appreciate it if you should spend few minutes to answer the following questions. You are assured
of the strict confidentiality of all information given in relation to this study. Please express your opinion honestly
to help the researcher arrive at a realistic conclusion. Thank you for your cooperation.

Section A: Socio-demographic characteristics
1. Gender
a. Male b. Female

2. Age:
3. Education level
a.Primary b.JHS c¢.SHS d.Diploma e.Degree f. Postgraduate g. Other (specify):

4. Employment
a. Private b. Government/Public agency c. Self-Employed d. Student

Rate the extent to which the following influences your decision to access the services of the bank using a scale
of 1 to 5, where;

1 2 3 4 5
Strongly disagree | Disagree | Undecided | Agree Strongly agree

Section B: Factors constituting customer satisfaction

Employees are friendly and courteous

The bank is willing to listen and respond to your need
The bank provides you fast and efficient service
Employees are professional and attractive in appearance

Employees are available to customers when needed
Problems are handled to your satisfaction

The bank recognises you as valued customer
1 feel safe when using this Bank

Section C: Challenges to customer satisfaction
The bank has clean and well cared facilities

No long cues at the counter

Knowledge of bank’s products and services
Availability of information brochures

Pleasant and attractive physical evidence and decor
Automated Teller Machines not in convenient locations
Willingness to listen and respond to your need

Fast and efficient service
Available to customers when needed

Recognition of you as a valued customer

Section D: Retention
I seldom consider switching away from this bank

Recognition of you as valued customer
I will always transact business with Access Bank

‘Would you recommend this branch to a friend or business associate?




