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ABSTRACT 

The upsurge of competition and recent events in the Ghanaian banking sector calls for 

exceptional service quality delivery not just to win customers but also to retain them to 

maximise profits. It is in light of this that most banks have to assess their service quality to be 

able to survive in the ever stiffening banking sector. This has formed the premise within which 

this study is being carried out with the main objective of assessing the effects of customer 

service quality on customer satisfaction using Republic Bank as the case study. The study had 

its specific objectives as;  t o ascerta in the level  of sat isfact i on  of cust omers  of Republic Bank 

and to ascerta in the  relationship between serv ice qual ity and cust omer sat isfact i on. The study 

used convenient sampling to select 200 respondents who walk into the Cape Coast branch 

banking hall of Republic Bank to perform a transactions. The study employed the SERVQUAL 

model using its five dimension to assess customer satisfaction of Republic Bank. The study 

revealed that respondents were satisfied with the services and products offered by Republic 
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Bank, with all respondents recommending Republic Bank to family and friends. Respondents 

agreed to speak publicly about the service quality and the satisfactory delivery of services to 

them. The study recommend that mystery shopping should be conducted periodically to 

maintain the high level of customer service delivery. There should also be periodic training of 

the frontliners and other staff of the bank to help deliver quality customer service. The product 

development team should also continue to be innovative and keep up with the changing trends 

in customer taste and the market at large. 
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Background of Study 

In today’s global competitive business environment, service quality has become an important 

concept in service delivery. It is virtually impossible for a business organization to survive 

without building customer satisfaction and brand loyalty. Numerous scientific research have 

empirically proven that service quality significantly influences firms performance, improves 

profit margin and market share, boost brand image and promote customer loyalty (Loh et. al., 

2010). It might well be accepted nowadays that intensive competitiveness in terms of both 

quantity and quality makes it extremely difficult for a firm to differentiate itself from its 

competitors. Moreover, dynamic business environments and increasing customer power have 

pushed firms toward a customer-focused strategy, especially using new technology to build 

relationships with the customer (Ryding, 2010). Success of a service provider depends on the 
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high quality relationship with customers’ which is a determinant of customer satisfaction and 

loyalty. Research has shown repeatedly that service quality influences organizational outcome 

such as performance superiority, increasing sales profit and market share, improving customer 

relations, enhance corporate image and promote customer loyalty (Loh et. al., 2010). 

Furthermore, service quality and customer satisfaction were found to be related to customer 

loyalty through repurchase intentions. Delivering quality service to customers is a must for 

success and survival in today’s competitive banking (Lo et. al., 2010). As a result, excellent 

business processes and intangible assets such as brands, customer satisfaction, and powerful 

human resources might become the most essential sources of sustainable competitive 

advantages (Chien and Tsai, 2012).  

 Object ives  of the Study 

 T o ascerta in the level  of sat isfact i on  of cust omers  of Republic Bank. 

 T o ascerta in the relationship between serv ice qual ity and cust omer sat isfact i on. 

L ITERATURE REV IEW 

The C oncept  of Serv ice Qual ity 

T oday’s  organ izat i ons are str iv ing t o pr ov ide h igh standard serv ice qual ity t o the ir 

cust omers, del iver and assess the perf ormance  of the serv ice pr ov ided  t o c onsumers, 

theref ore, cust omers percept i on t owards pr ov ided serv ices  is cruc ial f or   organ izat i ons 

success (Mukesh et al., 2009). Many d ifferent def in it i ons related t o the actual mean ing  of 

serv ice qual ity were presented  in the l iterature. Oakland (1993) def ined serv ice qual ity as the 

extent t o wh ich a serv ice meets cust omer’s needs  or expectat i ons. H offman and Bates on 

(1997) def ined serv ice qual ity as an att itude shaped by a l ong-term  overall evaluat i on  of a 
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serv ice perf ormance. Acc ord ingly, serv ice qual ity can be def ined as d iscrepancy between 

c onsumer serv ice expectat i on and the perce ived serv ice,  if the expectat i ons were greater than 

the perf ormance, the c onsumer sat isfact i on w ill n ot  occur (Parasuraman et al., 1985). Serv ice 

qual ity f ocuses  on sat isfy ing c onsumers’ needs dur ing the serv ice pr ocess, where the 

cust omers shape the ir percept i ons ab out the del ivered serv ice (K ong and Muthusamy, 2011).  

A serv ice refers t o any act iv ity that  one party  offers t o an other wh ich  is essent ially 

 intang ible and thr ough s ome f orm  of exchange sat isf ies an  ident if ied need (Ze ithaml, B itner, 

and Gremler, 2006). Serv ice qual ity  is c ons idered by Ze ithaml (1987) as c onsumer’s 

judgment ab out an ent ity’s  overall excellence  or super i or ity. K ibera (1996)  p os it that serv ice 

qual ity  is the c onf ormance  of a serv ice t o cust omer spec if icat i on and expectat i on, wh ile 

K im onye (1998) eluc idates that serv ice qual ity  is the degree  of match between expected and 

actual serv ice pr ov ided by the serv ice g iver and that the h igher the f it, the h igher the level  of 

cust omer sat isfact i on.  In c ontrast, Kang and James (2004)  observed that the c onstruct  of 

serv ice qual ity centres  on the perce ived qual ity, a p os it i on supp orted by Sultan and W ong 

(2010), wh o descr ibed serv ice qual ity as a f orm  of att itude represent ing a l ong run  overall 

evaluat i on. Th is study ad opted the later p os it i on and def ines serv ice qual ity ‘as a f orm  of 

att itude represent ing cust omers l ong run  overall evaluat i on  of a serv ice after a serv ice 

enc ounter’. 

When the qual ity c oncept  is c ons idered fr om the v iewp o int  of manufactur ing bus inesses and 

serv ice bus inesses,  it  is  observed that  it  is very d iff icult t o der ive a standard qual ity c oncept 

 in serv ice bus inesses due t o the  intang ib il ity and c oncurrency character ist ics  of the serv ice 

(Kucukaltan, 2007). Serv ice qual ity can be descr ibed br iefly as a phen omen on c ons idered 

w ith in the c ontext  of cust omers' expectat i ons and percept i ons ab out the serv ice  offered 
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(Y ilmaz, 2011). Theref ore, the same serv ice can be perce ived as h igh qual ity by a cust omer 

and as l ow qual ity by an other cust omer.  In  other w ords, serv ice qual ity depends  on the 

cust omer's percept i on (Kucukaltan, 2007). Theref ore,  instead  of the qual ity  of serv ice, 

"perce ived qual ity  of serv ice" term  is w idely used  in the l iterature. Perce ived serv ice qual ity 

 is a result  of the c ompar is on  of cust omer's expectat i ons pr i or t o rece iv ing the serv ice and 

h is/her actual serv ice exper ience.  It  is assessed by the d irect i on and magn itude  of the 

d ifference between cust omers' expectat i ons and perce ived perf ormance (Ze ithaml and B itner, 

2000).   

Cust omers' expectat i ons and percept i ons  of serv ice w ill determ ine the qual ity  of serv ice.  If 

the pr ov ided serv ice d oes n ot meet  or exceed the expectat i ons  of the cust omer, then the 

serv ice qual ity w ill be perce ived t o be l ow;  if  it d oes exceed the expectat i ons, then the serv ice 

qual ity w ill be perce ived t o be h igh (Akbaba and K il inc,  2001). Based  on th is appr oach, 

serv ice qual ity can be def ined as the d ifference between the cust omer's expectat i ons ab out 

the serv ice perf ormance pr i or t o the serv ice pr ov is i on and the cust omer's percept i ons  of the 

serv ice pr ov ided (Asub onteng et. al., 1996).   

Parasuraman, Ze ithaml and Berry (1985) descr ibed serv ice qual ity as the c ompar is on  of 

expected serv ice and perce ived serv ice perf ormance and they devel oped the SERVQUAL 

measurement techn ique t o measure the serv ice qual ity as such. Wh ile serv ice qual ity  is 

def ined by Edvardss on (1998) as the degree  of be ing able t o meet the cust omers’ expectat i ons 

and t o determ ine the ir needs and wants, Kandampully (1998) gave a s im ilar def in it i on  of 

sat isfy ing the cust omer's expectat i ons w ith the serv ice pr ov ided.   On the  other hand, Teas 

(1993) def ined serv ice qual ity as the c ompar is on  of perf ormance w ith  ideal standards.    
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As can be seen fr om th is rev iew, serv ice qual ity def in it i ons are  often f ocused  on the 

cust omer. H owever, what cust omer says sh ould n ot be c ons idered suff ic ient at all t imes. 

Part icularly, unsp oken cust omer needs and expectat i ons sh ould be revealed and  ident if ied 

(At ilgan, 2001).    

Measurement  of serv ice qual ity c onst itutes the f irst phase  of serv ice qual ity  impr ovement 

and devel opment pr ocess.  If a bus iness  is able t o obta in access t o accurate  inf ormat i on ab out 

the current qual ity level, then they can take the necessary steps ab out what needs t o be d one 

m ore effect ively (Usta and Mem is, 2009). A bus iness that des ires t o impr ove the qual ity  of 

the ir serv ices sh ould  in it ially determ ine  its p os it i on and then sh ould set  out what needs t o 

be d one  in  order t o impr ove the qual ity  of serv ice (Akbaba and K il inc, 2001).  

 It  is a c omm on bel ief that  it  is very d iff icult t o measure the serv ice qual ity because  of the 

d ifferences  in the mean ings attr ibuted t o qual ity by each  ind iv idual cust omer (Ruetzler, 

2005). S ince serv ices are c onsumed by cust omers at the t ime they are pr oduced, a cust omer 

 is n ot  only  interested  in the qual ity  of the  output that  is pr oduced as a result  of pr oduct i on 

as  is the case  in pr oduct qual ity, but als o is  interested  in the qual ity  of  other elements  of 

serv ice w ith wh ich he/she  is  in  interact i on dur ing the ent ire pr oduct i on pr ocess. Th is feature 

 of the serv ice has  intr oduced the c oncept  of serv ice qual ity d imens i ons (Sev iml i, 2006).   

Researchers have suggested var i ous d imens i ons  in  order t o determ ine the qual ity  of the 

serv ice pr ov ided and have tr ied var i ous appr oaches. Parasuraman et. al., (1988) bu ilt the 

serv ice qual ity gap m odel  in the ir study and  ident if ied 10 general d imens i ons  of serv ice  in 

 order t o determ ine the d ifference between cust omer expectat i ons and percept i ons. Th is and 

 other  ong o ing w ork  of Parasuraman et al. (1988) have been used by many serv ice qual ity 

researchers and they have bec ome pr om inent  in the measurement  of serv ice qual ity.    
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Parasuraman et al. (1988) pr ogress ively appl ied the 10 d imens i ons c ompr ised  of 

phys ical/tang ible features, rel iab il ity, resp ons iveness, c ompetence, c ourtesy, cred ib il ity, 

secur ity/safety, c onven ience, c ommun icat i on, and understand ing the c onsumer  on f our 

d ifferent serv ice sect ors (bank ing, teleph one c ompan ies, cred it cards, and pr oduct repa ir and 

ma intenance serv ices)  in the ir 1988 study and c onsequently devel oped the SERVQUAL scale 

wh ich c ons ists  of 22 pr op os it i ons  in f ive d imens i ons. These d imens i ons according to 

Parasuraman et. al., (1988) are: 

Tang ible/Phys ical Features, Rel iab il ity, Resp ons iveness, Assurance and Empathy.  

Alth ough  it  is  observed that SERVQUAL scale  is w idely used f or measurement  of serv ice 

qual ity  in the related l iterature,  it  is p oss ible t o c ome acr oss  other m odels  of serv ice qual ity 

measurement.  It c ould be suggested that cr it ic isms  on the SERVQUAL scale have been 

effect ive  in devel opment  of  other serv ice qual ity measurement m odels. These cr it ic isms are 

gr ouped under tw o ma in head ings.  One  of them  is that the scale cann ot be appl ied t o all 

serv ice  industr ies and all s ituat i ons,  its var iables (d imens i ons) are n ot the same f or all serv ice 

 industr ies but  in fact they d iffer fr om  one  industry t o an other. The  other cr it ic ism  is that the 

f ive d imens i ons  included  in the scale are n ot suff ic ient, the d imens i ons are n ot  independent 

 of each  other, and there are  inc onclus ive results  of the tests pr ov ing the val id ity and accuracy 

 of the scale at the p o int  of stat ist ical s ign if icance and acceptab il ity (Akbaba and K il inc, 

2001).    

Desp ite all the cr it ic ism  it has rece ived, the SERVQUAL scale  is remarkable as  it  is 

the m ost c omm on meth od used t o measure serv ice qual ity (Y ilmaz, 2007).    

F or the measurement  of serv ice qual ity  in cater ing bus inesses, hav ing been  insp ired 

by the SERVQUAL, Stevens, Knuts on and Patt on (1996) devel oped the D INESERV1 
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(D in ing Serv ice Qual ity) scale wh ich c ompr ised 29 pr op os it i ons  in f ive d imens i ons  of 

SERVQUAL.  It  is f ound  in the l iterature that th is scale  is frequently used f or measurement 

 of serv ice qual ity  in cater ing bus inesses (K il ic and Eleren 2009). 

 In  order f or a c ompany’s  offer t o reach the cust omers there  is a need f or serv ices. 

These serv ices depend  on the type  of pr oduct and  it d iffers  in the var i ous  organ izat i ons. 

Serv ice can be def ined  in many ways depend ing  on wh ich area the term  is be ing used. An 

auth or def ines serv ice as “any  intang ible act  or perf ormance that  one party  offers t o an other 

that d oes n ot result  in the  ownersh ip  of anyth ing” (K otler and Keller, 2009).  In all, serv ice 

can als o be def ined as an  intang ible  offer by  one party t o an other  in exchange  of m oney f or 

pleasure.    

Qual ity  is  one  of the th ings that c onsumers l o ok f or  in an  offer, wh ich serv ice 

happens t o be  one (S ol om on, 2009). Qual ity can als o be def ined as the t otal ity  of features 

and character ist ics  of a pr oduct  or serv ices that bear  on  its ab il ity t o sat isfy stated  or  impl ied 

needs (K otler et al., 2002).  It  is ev ident that qual ity  is als o related t o the value  of an  offer, 

wh ich c ould ev oke sat isfact i on  or d issat isfact i on  on the part  of the user.    

Serv ice qual ity  in the management and market ing l iterature  is the extent t o wh ich 

cust omers' percept i ons  of serv ice meet and/ or exceed the ir expectat i ons f or example as 

def ined by Ze ithaml et al. (1990), c ited  in B owen and Dav id, 2005) Thus serv ice qual ity can 

 intend t o be the way  in wh ich cust omers are served  in an  organ izat i on wh ich c ould be g o od 

 or p o or. Parasuraman def ines serv ice qual ity as “the d ifferences between cust omer 

expectat i ons and percept i ons  of serv ice” (Parasuraman, 1988). They argued that measur ing 

serv ice qual ity as the d ifference between perce ived and expected serv ice was a val id way and 

c ould make management t o ident ify gaps t o what they  offer as serv ices.    
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The a im  of pr ov id ing qual ity serv ices  is t o sat isfy cust omers. Measur ing serv ice 

qual ity  is a better way t o d ictate whether the serv ices are g o od  or bad and whether the 

cust omers w ill  or are sat isf ied w ith  it. A researcher l isted  in h is study: “three c omp onents  of 

serv ice qual ity, called the 3 “Ps”  of serv ice qual ity” (Hayw o od 1988).  In the study, serv ice 

qual ity was descr ibed as c ompr is ing  of three elements:    

 “Phys ical fac il it ies, pr ocesses and pr ocedures;   

 Pers onal behav i our  on the part  of serv ing staff, and;   

 Pr ofess i onal judgment  on the part  of serv ing staff but t o get g o od qual ity serv ice. 

“Hayw o od 1988).   

He stated that “an appr opr iate, carefully balanced m ix  of these three elements must be 

ach ieved.” (Hayw o od, 1988) What c onst itutes an appr opr iate m ix, acc ord ing t o h im w ill,  in 

part, be determ ined by the relat ive degrees  of lab our  intens ity, serv ice pr ocess cust om izat i on, 

and c ontact and  interact i on between the cust omer and the serv ice pr ocess. Fr om the l o ok  of 

th ings, th is  idea  of h is c ould be des ign t o f it w ith evaluat ing serv ice qual ity w ith the 

empl oyee perspect ive.   

 One  of the m ost useful measurements  of serv ice qual ity  is the d imens i ons fr om the 

SERVQUAL m odel.  In the creat i on  of th is m odel f or the very f irst t ime, “Parasuraman et. 

al., (1985)  ident if ied 97 attr ibutes wh ich were c ondensed  int o ten d imens i ons; they were 

f ound t o have an  impact  on serv ice qual ity and were regarded as the cr iter ia that were 

 imp ortant t o access cust omer’s expectat i ons and percept i ons  on del ivered serv ice (Kumar et 

al., 2009).    

The SERVQUAL scale wh ich  is als o kn own as the gap m odel by Parasuraman et. al., 

(1988) has been pr oven t o be  one  of the best ways t o measure the qual ity  of serv ices pr ov ided 
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t o cust omers. Th is serv ice evaluat i on meth od has been pr oven c ons istent and rel iable by 

s ome auth ors (Br own et al., 1993). They held that, when perce ived  or exper ienced serv ice  is 

less than the expected serv ice;  it  impl ies less than sat isfact ory serv ice qual ity; and when 

perce ived serv ice  is m ore than expected serv ice, the  obv i ous  inference  is that serv ice qual ity 

 is m ore than sat isfact ory (Ja in et. al., 2004). Fr om the way th is the ory  is presented,  it seems 

the  idea  of SERVQUAL best f its the evaluat i on  of serv ice qual ity f orm the cust omer 

perspect ive. Th is  is because when  it  is stated “perce ived” and “expected” serv ice,  it  is very 

clear that th is g oes t o the pers on, wh o is g o ing t o or  is c onsum ing the serv ice; wh o def in itely 

 is the c onsumer/cust omer.    

The  or ig inal study by Parasuraman et. al., (1988) presented ten d imens i ons  of serv ice 

qual ity.    

 Tang ibles: Rel iab il ity, Resp ons iveness, C ompetence, C ourtesy, Cred ib il ity, 

Secur ity, Access, C ommun icat i on,Understand ing the cust omer.  

 In the f irst SERVQUAL m odel that came there were 22 pa irs  of L ikert-type  items, where  one 

part measured perce ived level  of serv ice pr ov ided by a part icular  organ izat i on and the  other 

part measured expected level  of serv ice qual ity by resp ondent (Ku o-YF, 2003).  Further 

 invest igat i on led t o the f ind ing that, am ong these 10 d imens i ons, s ome were c orrelated. After 

ref inement, these ten d imens i ons ab ove were later reduced t o f ive d imens i ons as bel ow:   

Tang ib il ity,l iab il ity,Resp ons iveness,Assurance.Empathy:  

The aggregated sum  of d ifference between percept i ons and expectat i ons fr om the f ive 

d imens i ons f orms the gl obal perce ive qual ity c onstruct. (Lar oche et. al., 2004) F oll ow ing 

th is v iew, cust omers’ expectat i ons were met thr ough the  outc ome d imens i on (rel iab il ity) 
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and exceed  it by means  of the pr ocess d imens i on (tang ib il ity, assurance, resp ons iveness, and 

empathy).   

T o c onf irm the val id ity  of SERVQUAL m odel  in the evaluat i on  of serv ice qual ity, Ze ithaml 

et. al., (2006), stated that “serv ice qual ity  is a f ocused evaluat i on that reflects the cust omer’s 

percept i on  of rel iab il ity, assurance, resp ons iveness, empathy, and tang ibles” (Ze ithaml et al., 

2006). They added that am ong these d imens i ons, “rel iab il ity” has been sh own c ons istently 

t o be the m ost  imp ortant d imens i on  in serv ice qual ity (Ze ithaml et. al., 2006) 

 Other researchers saw the need  of add it i onal c omp onents  of serv ice expectat i ons that  is 

funct i onal and techn ical d imens i ons. (Grönr o os, 1983)  The  idea was that, c onsumers make 

serv ice evaluat i ons based  on the techn ical d imens i on that  is what  is del ivered and  on the 

funct i onal d imens i on that  is h ow, why, wh o, and when  it  is del ivered. (Lar oche et. al., 2004: 

Grönr o os, 1983)   

Alth ough the elements l isted  in SERVQUAL m odel have been pr oven t o be the ma in meth od 

f or evaluat ing serv ice qual ity fr om the c onsumer’s perspect ive (Br own et. al., 1993), 

drawbacks  in us ing SERVQUAL  in measur ing serv ice qual ity has been the reas on that the 

SERVPERF scale was pr op osed by Cr on in and Tayl or (1992, c ited  in Ja in et. al., (2004) after 

they called  int o quest i on the c onceptual bas is  of the SERVQUAL, hav ing f ound  it, led t o 

c onfus i on w ith serv ice sat isfact i on (Ja in et. al., 2004). These researchers d iscarded the ´E´ 

f or ´expectat i on` cla im ing  instead that ´P´ f or ´perf ormance´ al one sh ould be used. They 

meant that h igher perce ived perf ormance enta ils h igher qual ity serv ice. Unf ortunately, dur ing 

th is past century, cust omers have changed the ir behav i ours  in ways that d o n ot su it 

 organ izat i onal behav i our. T ill date,  it  is unclear as t o wh ich  of SERVQUAL and SERVPERF 

 is super i or  in measur ing serv ice qual ity (Ja in et. al., 2004).    
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Lar oche et. al., (2004) made an assessment  of the d imens i onal ity and w ill serv ice 

expectat i ons. They used a survey measur ing cust omers’ p ost enc ounter expectat i ons and v is-

à-v is a well-kn own a irl ine w ith a sample  of 363 and exam ined the ex istence  of hyp othes ized 

funct i onal and techn ical d imens i ons  of sh ould and w ill expectat i ons and determ ined the 

casual relat i onsh ips between tw o types  of expectat i ons and hyp othes ized d imens i ons. They 

tested the ir d imens i ons  in the c ontext  of the turbulent a irl ine  industry. Th is study measured 

serv ice qual ity w ith  other serv ice qual ity d imens i ons such as techn ical and funct i onal 

d imens i ons pr op osed by Grönr oss (1983). Hence  it was pr oven that the SERVQUAL m odel 

must n ot be used  in evaluat ing serv ice qual ity  in all  organ izat i ons. Th is c ould mean that; 

d ifferent  industr ies m ight requ ire d ifferent measurements f or serv ice qual ity. 

 

Cust omer Sat isfact i on 

Acc ord ing t o S ol om on (2009) cust omers are pe ople wh o buy g o ods and demand f or serv ices 

pr ov ided by a c ompany, an  inst itut i on and even  ind iv iduals. In  other w ords, a cust omer  is a 

stakeh older  of an  organ izat i on wh o pr ov ides payment  in exchange f or the  offer pr ov ided t o 

h im  or her by the  organ izat i on w ith the a im  of fulf ill ing a need and t o max im ise sat isfact i on. 

S omet imes the term cust omer and c onsumer are c onfus ing. A cust omer can be a c onsumer, 

but a c onsumer may n ot necessar ily be a cust omer. An other auth or expla ined th is d ifference. 

 I.e. a cust omer  is the pers on wh o d oes the buy ing  of the pr oducts and the c onsumer  is the 

pers on wh o ult imately c onsumes the pr oduct (S ol om on, 2009).  When a c onsumer/cust omer 

 is c ontented w ith e ither the pr oduct  or serv ices  it  is termed sat isfact i on. Sat isfact i on can 

als o be a pers on’s feel ings  of pleasure  or d isapp o intment that results fr om c ompar ing a 

pr oduct’s perce ived perf ormance  or  outc ome w ith the ir expectat i ons (K otler and Keller, 
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2009). As a matter  of fact, sat isfact i on c ould be the pleasure der ived by s ome one fr om the 

c onsumpt i on  of g o ods  or serv ices  offered by an other pers on  or gr oup  of pe ople;  or  it can 

be the state  of be ing happy w ith a s ituat i on. Sat isfact i on var ies fr om  one pers on t o an other 

because  it  is ut il ity. “ One man’s meal  is an other man’s p o is on,” an  old adage stated 

descr ib ing ut il ity; thus h ighl ight ing the fact that  it  is s omet imes very d iff icult t o sat isfy 

everyb ody  or t o determ ine sat isfact i on am ong gr oup  of  ind iv iduals.    

Cl ient happ iness, wh ich  is a s ign  of cust omer sat isfact i on,  is and has always been the m ost 

essent ial th ing f or any  organ izat i on. Cust omer sat isfact i on  is def ined by  one auth or as “the 

c onsumer’s resp onse t o the evaluat i on  of the perce ived d iscrepancy between pr i or 

expectat i ons and the actual perf ormance  of the pr oduct  or serv ice as perce ived after  its 

c onsumpt i on” (Tse and W ilt on, 1988) hence c ons ider ing sat isfact i on as an  overall p ost-

purchase evaluat i on by the c onsumer” (F ornell, 1992,). S ome auth ors stated that there  is n o 

spec if ic def in it i on  of cust omer sat isfact i on, and after the ir stud ies  of several def in it i ons 

they def ined cust omer sat isfact i on as “cust omer sat isfact i on  is  ident if ied by a resp onse 

(c ogn it ive  or affect ive) that perta ins t o a part icular f ocus ( i.e. a purchase exper ience and/ or 

the ass oc iated pr oduct) and  occurs at a certa in t ime ( i.e. p ost-purchase, p ost-c onsumpt i on)”. 

(G iese and C ote, 2000) Th is def in it i on  is supp orted by s ome  other auth ors, wh o th ink that 

c onsumer’s level  of sat isfact i on  is determ ined by h is  or her cumulat ive exper ience at the 

p o int  of c ontact w ith the suppl ier (Sureshchander et. al., 2002).  It  is factual that, there  is n o 

spec if ic def in it i on  of cust omer sat isfact i on s ince as the years passes, d ifferent auth ors c ome 

up w ith d ifferent def in it i ons. Cust omer sat isfact i on has als o been def ined by an other auth or 

as the extent t o wh ich a pr oduct’s perce ived perf ormance matches a buyer’s expectat i ons 

(K otler et. al., 2002). Acc ord ing t o Sch iffman and Karun (2004) Cust omer sat isfact i on  is 

def ined as “the  ind iv idual’s percept i on  of the perf ormance  of the pr oducts  or serv ices  in 
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relat i on t o h is  or her expectat i ons” (Sch iffman and Karun,2004).  In a nutshell, cust omer 

sat isfact i on c ould be the pleasure  obta ined fr om c onsum ing an  offer.    

Measur ing cust omer sat isfact i on c ould be very d iff icult at t imes because  it  is an 

attempt t o measure human feel ings.  It was f or th is reas on that s ome ex ist ing researcher 

presented that “the s implest way t o kn ow h ow cust omers feel, and what they want  is t o ask 

them” th is appl ied t o the  inf ormal measures (Levy, 2009; NBR I, 2009).    

Levy (2009)  in h is stud ies, suggested three ways  of measur ing cust omer sat isfact i on:   

 A survey where cust omer feedback can be transf ormed  int o measurable quant itat ive 

data:  

 F ocus gr oup  or  inf ormal gr oups where d iscuss i ons  orchestrated by a tra ined 

m oderat or reveal what cust omers th ink.   

  Inf ormal measures l ike read ing bl ocs, talk ing d irectly t o cust omers.   

Ask ing each and every cust omer  is advantage ous  in as much as the c ompany w ill 

kn ow every one’s feel ings, and d isadvantage ous because the c ompany w ill have t o c ollect 

th is  inf ormat i on fr om each cust omer (NBR I, 2009). The Nat i onal Bus iness Research 

 Inst itute (NBR I) suggested p oss ible d imens i ons that  one can use  in measur ing cust omer 

sat isfact i on, e.g.:   

 Qual ity  of serv ice  

  Inn ocently  

 Speed  of serv ice  

 Pr ic ing  

 C ompla ints  or pr oblems  
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 Trust  in y our empl oyees  

 The cl oseness  of the relat i onsh ip w ith c ontacts  in y our f irm  

  Other types  of serv ices needed  

 Y our p os it i on ing  in cl ients’ m inds   

There ex ist tw o c onceptual izat i ons  of cust omer sat isfact i on; transact i on-spec if ic and 

cumulat ive (B ould ing et. al., 1993; Andreassen, 2000). F oll ow ing the transact i on-spec if ic, 

cust omer sat isfact i on  is v iewed as a p ost-ch o ice evaluat i on judgement  of a spec if ic purchase 

 occas i on ( Ol iver, 1980) unt il present date, researchers have devel oped a r ich b ody  of 

l iterature f ocus ing  on th is antecedents and c onsequences  of th is type  of cust omer sat isfact i on 

at the  ind iv idual level (Y i, 1990). Cumulat ive cust omer sat isfact i on  is an  overall evaluat i on 

based  on the t otal purchase and c onsumpt i on exper iences w ith a pr oduct  or serv ice  over t ime. 

(F ornell, 1992, J ohns on and F ornell 1991) Th is  is m ore fundamental and useful than 

transact i on spec if ic ity cust omer sat isfact i on  in pred ict ing cust omer subsequent behav i our 

and f irm’s past, present and future perf ormances.  It  is the cumulat ive cust omer sat isfact i on 

that m ot ivates a f irm’s  investment  in cust omer sat isfact i on. 

K otler and Keller (2006) v iew cust omer sat isfact i on as a pers on’s feel ings  of pleasure 

 or d isapp o intment result ing fr om c ompar ing pr oduct’s perce ived perf ormance ( or  outc ome) 

 in relat i on t o h is  or her expectat i on.  In a related def in it i on, Juran (1991) p os it that cust omer 

sat isfact i on  is the result ach ieved when serv ice  or pr oduct features resp ond t o cust omers need 

and when the c ompany meets  or exceeds cust omer’s expectat i on  over the l ifet ime  of a 

pr oduct  or serv ice. Cust omer sat isfact i on  is descr ibed by B olt on and Drew (1991) as a 

judgment made  on the bas is  of a spec if ic serv ice enc ounter.  Ol iver (1981) v iewed 

sat isfact i on as an em ot i onal react i on wh ich  influences att itude and  is c onsumpt i on spec if ic. 
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 In a un ivers ity c ontext, Ell i ot and Sh in (2002: 198)  observed that student sat isfact i on was a 

“sh ort-term att itude result ing fr om an evaluat i on  of the student’s educat i onal exper ience  or 

as a student’s subject ive evaluat i on  of the var i ous  outc omes and exper iences w ith educat i on 

and campus l ife”.  M ost def in it i ons fav our the n ot i on  of c onsumer sat isfact i on as a resp onse 

t o an evaluat i on pr ocess, h owever G iese and C ote (2000)  observed that there  is an  overr id ing 

theme  of c onsumer sat isfact i on as a summary c oncept (a fulf ilment resp onse ( Ol iver 1997); 

affect ive resp onse (Halstead, Hartman, and Schm idt 1994);  overall evaluat i on (F ornell 1992); 

psych ol og ical state (H oward and Sheth 1969)).  In th is study, cust omer sat isfact i on  is def ined 

as the results ach ieved when serv ice  or pr oduct features resp ond t o cust omers need.   

Br own (1998) p ostulates that there  is a c onnect i on between sat isfact i on and 

pr of itab il ity and that cust omer sat isfact i on measurement sh ould  include an understand ing  of 

the gap between cust omer expectat i ons and perf ormance percept i ons. Cust omer sat isfact i on 

the or ies reveal the ex istence  of a s ign if icant relat i onsh ip between serv ice qual ity and 

cust omer sat isfact i on  in h igher educat i on (Navarr o et al., 2005).   In c onnect ing the tw o Sh ieh 

(2006) n oted that cust omer sat isfact i on was the level  of serv ice qual ity perf ormance that met 

user’s expectat i on.    

 

Relat i onsh ip between Serv ice Qual ity and Cust omer sat isfact i on 

Acc ord ing t o Ozturk and Seyhan (2005) the ma in  object ive  of bus inesses  is t o reach 

the pr of itab il ity levels targeted f or certa in per i ods.  In  order t o ach ieve th is g oal, bus inesses 

are requ ired t o keep the cust omer p ortf ol i o that adds value t o them as w ide as p oss ible and 

ma inta in th is p ortf ol i o. Th is fact necess itates that bus inesses keep the sat isfact i on levels  of 

the ir cust omers wh o are buy ing the ir pr oducts and serv ices h igh.    
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Bus inesses' ab il ity t o understand the needs and expectat i ons  of n ot  only the ir current 

cust omers but als o the ir p otent ial cust omers and t o act  in acc ordance w ith th is  is  of utm ost 

 imp ortance f or the real izat i on  of h igh levels  of cust omer sat isfact i on. Theref ore, act ing w ith 

a cust omer-f ocused appr oach presents  itself as a must-have requ irement f or  impr ov ing the 

sat isfact i on  of cust omers. Be ing able t o act w ith a cust omer-f ocused appr oach  is cl osely 

related t o the cust omers' expectat i ons and preferences as well as the level  of qual ity  of the 

serv ices pr ov ided by the bus iness t o its cust omers (K ocbek, 2005).   In part icular, f or the 

bus inesses t o be able t o w in cust omers w ith p otent ial t o add value t o them at a h igher level 

 in an  increas ingly gr ow ing c ompet it ive market structure they need t o pr ov ide pr oducts and 

serv ices that can sat isfy the needs  of the cust omers; th is  is  of v ital  imp ortance  in susta in ing 

the ir presence  in the market. The underly ing cause  of th is can be related t o the h igh level  of 

expectat i ons  of cust omers at all t imes and under all c ircumstances c oncern ing the pr oducts 

and serv ices that they have been  offered.  If the percept i on  of the level  of qual ity  of pr oducts 

and serv ices  offered t o the cust omer  is l ower than expected,  it can br ing ab out d issat isfact i on 

that  is pr op ort i onate t o the d ifference between expectat i on and percept i on.  In an other aspect, 

 if the cust omers' perce ived serv ice qual ity  is h igh, then  it can lead t o h igh levels  of 

sat isfact i on. Theref ore, wh ile bus inesses engage  in certa in measurements t o determ ine the 

sat isfact i on levels  of the ir cust omers, they sh ould als o determ ine the d ifferences between 

cust omers' expectat i ons and the ir percept i ons ab out the real ized results at the same t ime.  In 

th is way,  it w ould be p oss ible t o determ ine wh ich serv ice qual ity elements lead t o 

sat isfact i on  or d issat isfact i on and gu ide the cust omer relat i ons p ol ic ies acc ord ingly ( Ozturk 

and Seyhan, 2005).   

The debate  on the relat i onsh ip between serv ice qual ity and sat isfact i on has been 

spurred by academ ic ians  includ ing; Spreng and S ingh (1993) wh o establ ished that the h igher 
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the level  of serv ice qual ity the h igher the level  of cust omer sat isfact i on, Staff ord et al., (1998) 

deduced that serv ice qual ity and cust omer sat isfact i on are d ist inct but related, wh ile 

Shekarch izadeh et al. (2011) p os it that cust omer sat isfact i on  is antecedent t o serv ice qual ity. 

Sat isfact i on  is generally ass oc iated w ith  one part icular transact i on at a part icular t ime and 

has been descr ibed by Spreng et al., (1996) as an em ot i onal react i on t o a pr oduct  or serv ice 

exper ience.  Serv ice qual ity  on the  other hand  is m ore c ongruent w ith a l ong term att itude.  

 Overall, sat isfact i on  is m ore exper imental, trans it ory and transact i on-spec if ic, wh ile serv ice 

qual ity  is bel ieved t o be m ore endur ing.    

Ath iayman (1997) p os its that even th ough the study  of the relat i onsh ips between 

perce ived qual ity and sat isfact i on  is relat ively new w ith in the un ivers ity sc ope,  it must n ot 

be f org otten that the purp ose  of serv ices whether publ ic  or pr ivate,  is user sat isfact i on.  In 

add it i on, Navarr o et al. (2005) n otes that m ost stud ies  in h igher educat i on des ignate the 

student as the element  in the best p os it i on t o evaluate the teach ing rece ived thr ough a 

measurement  of the levels  of sat isfact i on.The relat i onsh ip between percept i on  of qual ity and 

cust omer sat isfact i on  is  of great  imp ortance espec ially f or the serv ice sect or.  It c ould be 

suggested that th is  is because cust omers are n ot  only  interested  in the tang ible aspects  of the 

pr oducts  offered t o them  in the serv ice sect or but als o the  intang ible aspects  of these pr oducts 

 in the pr ov is i on pr ocess. T o g ive an example f orm the cater ing bus inesses assessed w ith in 

the sc ope  of the serv ice sect or that c onst itutes the research f ield  of th is study, cust omers 

purchas ing the f o od and beverage  offered by these bus inesses are l ikely t o c ons ider certa in 

 other fact ors that determ ine qual ity  in add it i on t o the qual ity  of f o od and beverage;  other 

fact ors such as the atm osphere  of the bus iness, hyg iene  of the space and the f o od and 

beverage, att itudes and behav i ours  of serv ice pers onnel, and percept i on  of the value  of the 

pr ice pa id f or the pr oducts and serv ices  offered. M ore over,  ow ing t o the c oncurrency fact or, 
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wh ich  is a character ist ic  of the serv ice pr ov is i on,  it bec omes even m ore d iff icult f or serv ice 

bus inesses t o c ompensate f or the lack  of qual ity that may  occur  in relat i on t o pr oducts and 

serv ices  offered t o the cust omers and the result ing d issat isfact i on.  Theref ore,  it c ould be 

suggested that  in  order f or the cater ing bus inesses t o increase the level  of cust omer 

sat isfact i on and c onsequently assure the ir c ompet it iveness  in the market, they sh ould place 

m ore  imp ortance  on, and pay greater attent i on t o impr ov ing the serv ice qual ity.   

RESEARCH METH OD OL OGY 

P opulat i on  of the Study 

The p opulat i on  of the study w as all cust omers  of REPUBLIC Bank.  It  is fr om these 

cust omers that resp ondents w ould be selected f or quest i onna ire adm in istrat i on thr ough 

d iscuss i ons and  interv iews t o obta in the  inf ormat i on needed t o carry  out the study.  

Sample S ize and Sampl ing Pr ocedure 

The sample s ize  of the study w as g otten us ing the f ormula pr op osed by Yamane 

(1967) wh ich  was as f oll ows: 

   n = N / (1 + N(e)2) 

Where n = sample s ize N = p opulat i on  of the study  e = level  of s ign if icance 

W ith N= 414,000 and e = 0.10 

Then  n= 414,000 / (1+414,000(0.10)2)   

 n= 414,000/4141 

 n= 99.98 = 100 

https://pen2print.org/index.php/jsmap/
https://pen2print.org/index.php/jsmap/


 

 Journal for Studies in Management and Planning 

Available at https://pen2print.org/index.php/jsmap/  

ISSN: 2395-0463 

Volume 05 Issue 01 

January-2019 

 

Available online: https://pen2print.org/index.php/jsmap/  P a g e  | 58 

 

Even th ough the calculat i on led t o a sample s ize  of 100; 200cust omers  of REPUBLIC 

Bank w ere selected as the sample s ize f or the study. These resp ondents w as selected us ing the 

c onven ient sampl ing pr ocedure due t o the busy nature  of cust omers. Convenient sampling is 

a non-probability sampling procedure where respondents are selected due to their proximity 

and accessibility (Explorable, 2009). The resp ondents w ere selected fr om the cust omers  of 

REPUBLIC Bank wh o walk  int o selected branches t o perf orm the ir transact i ons. These 

sampled resp ondents were  interv iewed t o c omplete the quest i onna ire  in  order t o c ollect the 

requ ired data t o c omplete the study. 

RESULTS AND DISCUSSIONS 

Relationship between Service Quality and Customer Satisfaction 

 Relationship between Service Quality and Customer Satisfaction 

Cust omer Sat isfact i on Frequency  

Serv ices Disagree Neutral Agree Mean  

 I am sat isf ied w ith the turnar ound t ime  of 

serv ice del ivery 

6 18 178 4.0 

 I am very sat isf ied w ith the way Republic 

Bank res olves my  issues 

4 0 196 4.6 

 I am sat isf ied w ith the serv ices  offered by 

RepubliIc Bank 

0 10 190 4.2 

Pr oducts     

Republic Bank pr oducts meet and exceed my 

needs 

4 12 184 4.1 
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 I am sat isf ied w ith the level  of  inn ovat i on 

and creat iv ity  of Republic bank 

14 6 180 3.9 

 I am very sat isf ied w ith the pr oducts 

Republic Bank  offers me 

8 0 192 4.4 

Retent i on     

 I w ill d o m ore bus iness w ith Republ ic bank 2 6 192 4.3 

 I am l oyal t o Republ ic Bank 0 6 194 4.5 

 I w ill st ick w ith Republ ic Bank 0 0 200 4.8 

Rec ommendat i on     

 Iw ill rec ommend Republ ic Bank t o others 0 0 200 4.7 

 Iw ill speak p os it ively ab out Republ ic Bank 

t o others  

0 2 198 4.6 

 I am a pr oud cust omer  of Republ ic Bank 0 0 200 4.7 

Source: Field survey, 2018 

 Table 4.7 above presents the level of customer satisfaction on service quality, on service 

it shows that 178 of respondents agreed that they were sat isf ied w ith the turnar ound t ime  of 

serv ice del ivery with a mean response of 4.0; 196 of respondents agreed that they were very 

sat isf ied w ith the way Republic Bank res olves my  issues with a mean response of 4.6; 190 of 

respondents agreed that they were sat isf ied w ith the serv ices  offered by RepubliIc Bank with 

a mean response of 4.2. The mean response for service was 4.3 which was an indication that 

respondents agreed to the fact that service delivered by Republic Bank was very good.  

On the products offered by Republic Bank, 184 of respondents agreed that Republic 

Bank pr oducts met and exceeded their needs with a mean response of 4.1; 180 of respondents 
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agreed that they were sat isf ied w ith the level  of  inn ovat i on and creat iv ity  of Republic bank 

with a mean response of 3.9; and 192 of respondents agreed that they were very sat isf ied w ith 

the pr oducts Republic Bank  offers them with a mean response of 4.4. The mean response for 

products was 4.1 which gives a strong indication that the products offered by Republic bank 

met the needs of customers and were satisfactory enough due to the value offered them.  

For retention of respondents; 192 of respondents agreed that they w ill d o m ore bus iness w ith 

Republ ic bank with  mean response of 4.3; 194 of respondents agreed that they were l oyal t o 

Republ ic Bank with a mean response of 4.5; and all respondents 200 agreed that they w ill st ick 

w ith Republ ic Bank with a mean response of 4.8. The mean response for retention was 4.5 

which was a strong indication of customers staying and continueing to bank with Republic 

Bank.  

As for recommendation 200 representing all the respondents agreed they will recommend 

Republ ic Bank t o others with a mean response of 4.7; 196 of respondents agreed that they speak 

p os it ively ab out Republ ic Bank to others with a mean response of 4.6 and 200 of respondents 

agreed that they were pr oud cust omer  of Republ ic Bank with a mean response of 4.7. The 

mean response for recommendation was 4.7 which implied that their customers would 

recommend more people to join Republic Bank due to their good products and better service.  

 

Discussions and Interpretation of Findings 

 H ow sat isf ied are cust omers  of Republic Bank? 

On how satisfied customers were with Republic benak, their responses implied that they were 

very satisfied with the service delivery, products and innovation and issue resolution of 
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Republic Bank. This is related to the findings of Shekarch izadeh et al. (2011) which stated that 

for customers to be satisfied they ought ought to be okay with the quality of the products and 

services offered or the quality of products and services should meet their expectations and or 

perception. Su et. al., (2002) also found out that aside perception and expectations customers 

mostly get satisfied after they have had a bad experience some where else in relation to service 

delivery or products offered. 

 

 What  is the relationship between  service quality and cust omer sat isfact i on  of 

Republic bank? 

On the relationship between service quality and customer satisfaction the findings implied that 

service quality delivered value which led to customer satisfaction. The result of that satisfaction 

was retention and recommendations of other people to Republic Bank. It means that 

respondents would continue to bank with Republic Bank by keeping their accounts there and 

even doing more business with the bank in future. Respondents would also go ahead to 

recommend Republic bank to friends and relatives as they service delivered were of quality 

and they ensured customers were satisfied by given them the best customer service delivery. 

The products offered met the needs of respondents and were satisfactory enough. This is in line 

with the findings of Chien and Tsai (2012) which stated that aside the tangibles, the intangible 

assets such as quality service, professional human resource and brands were essential for 

customer satisfaction and retention which gives them the competitive edge. Also Wang and 

H ing-P o (2002), went  int o deta ils t o br ing  in cust omer value  in the study  of the relat i onsh ip 

between cust omer sat isfact i on and serv ice qual ity and found out that aside the service 

provided, products which provided customers with the needed value and satisfaction were key 
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to service quality and customer satisfaction. The recent and ongoing shake up in the banking 

sector might also have contributed to customers wanting to leave their banks for others 

especially foreign owned banks which are perceived as more solid. The findings of Bennett 

and Barkensj o (2005) stated that “relat i onsh ip qual ity and actual serv ice qual ity  induced 

benef ic iar ies t o want t o rec ommend a char ity t o other pe ople and t o engage  in p os it ive w ord-

 of-m outh.” Therefore having such a good number of respondents ready and willing to 

recommend Republic Bank was an indication that their services were of quality and indeed 

satisfactory. 

 

CONCLUSIONS AND RECOMMENDATIONS 

Summary of Findings 

The data collected from the field was analyzed and below are the summary of the findings of 

the study in accordance with the objectives of the study; 

 Level  of Sat isfact ion  of Cust omers 

The study found out that customers were very satisfied with the services and products of 

Republic Bank as the products and services met their needs and were delivered satisfactorily. 

Respondents did confirm that their expections on the services and products offered by Republic 

Bank were met. Respondents also agreed thatthey were satisfied with the turn around time for 

issue resolution and even how professionally issues were resolved. Aside being satisfied with 

the services delivery they were equally satisfied with the level of innovation and creativity of 

Republic Bank as their products met their needs. 

 T o ascerta in the  relationship between serv ice qual ity and cust omer sat isfact ion  
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On the relationship between service quality and customer satisfaction the study found out that 

the value respondents derived from the quality services and products offered by Republic Bank 

led to customer satisfaction. Respondents agreed that service and products designed by 

Republic Bank met their expectations and they were equally satisfied. This has resulted in 

customer retention as more respondents agreed to stay loyal to Republic Bank and even most 

respondents promised doing more business with Republic bank. Also due to the quality of 

services delivery and the level of satisfaction respondents derived from Republic Bank they 

agreed to recommend Republic Bank to their friends and relations. They also agreed to speak 

positively about Republic Bank and they are proud to bank with them.   

 

Recommendations of the Study 

Considering the findings of the study through to the conclusions drawn the following 

recommendations are made:  

 Management of Republic Bank should keep up with the on going customer 

services strategy but should do well to introduce some mystry shopping to 

maintain the high level of customer service delivery.  

 There should also be periodic training of the frontliners and other staff of the 

bank to help deliver quality customer service.  

 The product development team should also continue to be innovative and keep 

up with the changing trends in customer taste and the market at large. 
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