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ABSTRACT 

This research explored the connection between customer diversity and satisfaction at the 

Electricity Company of Ghana (ECG) Head Office in Accra. The primary goal was to assess 

how demographic diversity, perceptions of inclusivity, and dimensions of service quality affect 

customer satisfaction and retention among ECG clients. In particular, the aims were to 

investigate the link between demographic diversity and customer satisfaction, to evaluate the 

impact of inclusivity perceptions on satisfaction and retention, and to identify how different 

service quality dimensions are perceived across various segments and their influence on 

satisfaction.  

The study employed a quantitative cross-sectional design, utilizing a structured questionnaire 

distributed to 400 ECG customers in the Greater Accra Region. A convenience sampling 

method was utilized, choosing participants based on their accessibility and proximity. Data 

were processed using descriptive statistics, correlation analysis, regression, and structural 

equation modeling (SEM) to examine both direct and mediated relationships among diversity, 

inclusivity, service quality, and customer satisfaction.  

The findings indicated that perceptions of inclusivity significantly mediated the connection 

between demographic diversity and satisfaction, with inclusivity enhancing retention 

intentions. Service quality dimensions like reliability, clarity in billing, and assurance received 

modestly positive evaluations, whereas responsiveness, empathy, and complaint handling 

showed lower perceptions. Overall satisfaction was slightly above neutral, with reliability 

being the most significant factor. The study suggested that ECG should enhance inclusivity 

practices, boost responsiveness and complaint resolution, and customize communication to 

align with demographic differences. 
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1.0 CHAPTER ONE 

1.1 Introduction 

This chapter provides an introduction to the entire study. It contains a general overview of the 

study, presents the problem statement, and states the research objectives and questions 

underpinning the study. It also talks about the significance of the study as well as an overview 

of the organisation of the study.  

 

1.2 Background of the study   

The survival, growth, and progression of businesses in a competitive landscape are connected 

to their strategies for adapting to the constantly evolving preferences of customers. Companies 

functioning in dynamic economic contexts are increasingly acknowledging the strategic 

importance of managing customer diversity and fostering customer satisfaction. Swift 

demographic changes, alongside advancements in technology, have altered consumer behavior, 

forcing firms to reevaluate their approaches to market engagement (Botwe, 2024). As 

consumer expectations shift, it has become crucial to incorporate varied customer viewpoints 

in order to develop inclusive and flexible marketing practices that enhance organizational 

performance.  

Providing quality service is widely regarded as a key strategy for achieving success and 

maintaining a business's existence in today's competitive landscape (Dawkins & Reichheld, 

1990; Zeithaml et al., 1996). A fundamental aspect of any service-based firm is the relationship 

between service providers and their customers. This indicates that the ability to deliver superior 

service, thereby ensuring customer satisfaction and loyalty, is essential for competitiveness in 

all businesses. Importantly, customer satisfaction is often influenced by how customers 

perceive the quality of service they receive (Solomon et al., 1985). To effectively fulfill diverse 

demands and keep customers satisfied, employees in the service industry must not only adhere 
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to fundamental business principles, regulations, and guidelines but also provide prompt and 

efficient service to achieve customer satisfaction. 

Concurrently, the complex nature of consumer demographics presents both challenges and 

opportunities. Differences in age, ethnicity, income level, and cultural background require the 

implementation of personalized marketing strategies that resonate with a wide audience. Data 

from credible statistical organizations indicate that businesses that embrace customer diversity 

typically experience greater market share and enhanced customer satisfaction (Abdulai, 2024). 

This evidence underscores the necessity of aligning marketing efforts with the specific needs 

of a diverse customer base to build enduring customer relationships. 

This study emerges from the observation of a distinct gap between the diverse customer base 

and the strategies implemented to enhance customer satisfaction at the head office in Accra. 

While previous research has extensively explored customer diversity and customer satisfaction 

independently, limited empirical evidence exists on their interconnection within a centralized 

organizational setting. The need to bridge this gap by understanding how diverse consumer 

profiles impact long-term customer satisfaction has triggered this research, aiming to inform 

more comprehensive and effective marketing frameworks. 

1.3 The Research Problem Statement 

Service delivery encompasses more than its literal interpretation. It is a critical aspect that 

ultimately influences the survival of any service-oriented organization. When customers 

require a service, they are often at a loss for solutions, particularly when dealing with a 

repetitive organization. An entity like ECG cannot be excluded from this dilemma as it benefits 

from its monopoly status. 

The Electricity Company of Ghana (ECG) serves a diverse customer base with varying cultural 

backgrounds, preferences, and expectations. Effectively addressing this diversity is crucial for 

enhancing customer satisfaction. However, ECG has faced challenges in delivering consistent 
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service quality, leading to customer dissatisfaction. For instance, a study focusing on ECG's 

Manhyia District revealed significant customer dissatisfaction due to factors such as slow 

response to faults, long queues for prepaid services, and inconsistent power supply (Peprah, 

2018). These issues underscore the practical challenges ECG encounters in meeting the needs 

of its diverse clientele.  

Prior research has explored various facets of customer behavior and brand loyalty within 

Ghana's business environment. For example, a study in the Ghanaian retail banking sector 

examined factors influencing customer loyalty intentions, highlighting the role of service 

quality and customer satisfaction (Kwofie, 2023). Another study assessed the impact of brand 

loyalty, perceived quality, and price on purchase decisions in Ghana's textile industry, 

emphasizing the importance of these factors in consumer behavior (Senayah et al., 2023). 

Additionally, research on cultural influences and consumer behavior in Ghana's manufacturing 

sector demonstrated how cultural factors significantly affect product branding and consumer 

preferences (Asamoah et al., 2023). While these studies provide valuable insights, they 

primarily focus on sectors other than utilities and do not specifically address the interplay 

between customer diversity and satisfaction within ECG.  

The existing gap in research concerning the impact of customer diversity on customer 

satisfaction within Ghana's utility sector, particularly in ECG, necessitates a focused 

investigation. Understanding how diverse customer demographics influence perceptions of 

service quality can inform strategies to enhance customer satisfaction and retention. 

Addressing this gap is essential for ECG to develop inclusive and effective customer 

engagement practices that cater to the needs of its varied clientele, ultimately contributing to 

improved service delivery and organizational performance. 
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1.4 The Research Objectives and Questions  

To evaluate the influence of customer diversity on customer satisfaction in the context of utility 

service delivery in Accra. 

Specific Objectives: 

1.4.1.1 To examine the relationship between customer demographic diversity and customer 

satisfaction. 

1.4.1.2 To assess how perceptions of inclusivity affect customer satisfaction and retention. 

1.4.1.3 To identify specific service quality dimensions that are perceived differently by diverse 

customer segments and their impact on overall customer satisfaction. 

 

Research Questions 

1.4.2.1 How does customer demographic diversity influence customer satisfaction in utility 

service delivery? 

1.4.2.2 In what ways do customer perceptions of inclusivity impact customer satisfaction and 

retention? 

1.4.2.3 Which specific service quality dimensions are perceived differently among diverse 

customer segments, and how does this influence their overall satisfaction with ECG's 

services? 

 

1.5 Significance of the Study  

This study is expected to make a significant contribution to the body of knowledge by 

deepening the understanding of how customer diversity shapes customer satisfaction within the 

utility service sector in a developing country context. It will offer empirical insights that bridge 

the gap between customer relationship management and inclusivity practices, particularly in 

public service institutions. The findings will reinforce or challenge existing theories such as 
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Relationship Marketing Theory and Social Identity Theory, by examining whether diverse 

customer identities influence customer satisfaction in the presence of perceived inclusivity and 

service equity. Practically, the study could inform managerial strategies aimed at segmenting 

and engaging diverse customer groups more effectively, while policy-wise, it may prompt 

utility regulators and service providers to integrate diversity-responsive frameworks into 

customer service protocols to foster stronger customer retention and satisfaction. 

 

1.6 Organisation of the Study 

This research will be organized into five chapters. Chapter 1, the introduction, will address the 

study's background, problem statement, objectives, research questions, significance, and the 

scope and limitations. Chapter 2 will provide an extensive review of relevant empirical and 

theoretical literature on Customer Diversity and Satisfaction at the ECG Head Office in Accra. 

Chapter 3 will focus on the research methodology, including the research design, population, 

sampling method, as well as data sources and collection instruments, along with the techniques 

for collecting and analyzing the data. Chapter 4 will be dedicated to data analysis, findings, 

and discussion. Finally, Chapter 5 will summarize the study, present conclusions based on the 

findings, and offer recommendations. 

1.7 Chapter Summary 

This chapter introduce the study. It included a background to the study and general overview 

of Customer Diversity and Satisfaction in ECG Head Office, Accra. The chapter also defined 

the problem being studied and gave an outline of the research questions, the objectives, the 

significance and organisation of this study.  
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2.0 CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

The Theoretical literature review will focus on the views of other theorists related to the subject 

of the study, while the empirical literature review will focus on the related works that have 

been done on. the conceptual framework will also focus on understanding the origin and how 

ECG have embraced the concept. 

 

2.2 Conceptual Review   

The conceptual framework of this study focuses on how customer diversity, encompassing 

various demographic characteristics, and how it influences customer satisfaction towards the 

Electricity Company of Ghana (ECG) in Accra. It posits that effectively understanding and 

addressing the diverse needs and expectations of ECG's customer base is crucial for building 

strong customer relationships and achieving sustainable organizational performance. The 

framework introduces perceived inclusivity as a key mediating factor, suggesting that when 

diverse customers feel understood, respected, and catered to by ECG's services and policies, it 

fosters a sense of belonging and equitable treatment, ultimately leading to greater customer 

satisfaction, as informed by Expectancy Confirmation Theory and Social Identity Theory. 

2.2.1 Customer Diversity  

Diversity involves recognizing and valuing the distinct characteristics and identities of 

individuals or groups (Campbell et al., 2023). Patrick and Hollenbeck (2021) emphasize that 

identity is complex, including dimensions such as age, gender, sexual orientation, religion, 

ethnicity, socioeconomic status, disabilities, indigenous ancestry, and national origin. This 

viewpoint aligns with the work of Arsel et al. (2022), who explore diversity, equity, and 
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inclusion through various lenses, such as gender, age, and body; race and ethnicity; social class 

and status; and cultural and religious identity. Shultz et al. (2022) broaden the definition of 

diversity by including additional factors: sexual orientation, nationality and language, 

disabilities, religious beliefs, and political perspectives. They also emphasize that inclusion 

entails more than merely accepting diversity; it necessitates ensuring full participation in 

decision-making processes and equitable access to opportunities within a system (Shultz et al., 

2022). Khan and Kalra (2022) offer a contrasting perspective on diversity by differentiating 

between surface-level differences, such as gender, race, ethnicity, and age, and deep-level 

differences, which encompass attitudes, skills, and personality traits. They interestingly note 

that surface-level differences often serve as initial indicators of deeper underlying distinctions. 

2.2.2 Customer Satisfaction  

There is no consensus among researchers on the issue of customer satisfaction. This 

disagreement stems from the fact that different scholars have examined the topic from a variety 

of perspectives. Rust and Oliver (1994) describe customer satisfaction or dissatisfaction as a 

“cognitive or affective reaction” that occurs in response to one or more service interactions. 

Giese and Cote (2000) assert that consumer satisfaction comprises three essential elements: the 

type of response (cognitive, affective, or conative); the target of the response; and the timing 

of the assessment. However, Anderson and Fornell (1994) argue that the current literature lacks 

precision in differentiating between quality and satisfaction. Satisfaction is regarded as a “post-

consumption” experience that involves comparing perceived quality with expected quality, 

while service quality refers to an overall evaluation of a company's service delivery system 

(Anderson & Fornell, 1994; Parasuraman et al., 1985). 
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According to Besterfield (1994), Barsky (1995), and Kanji and Moura (2002), customer 

satisfaction is a complex concept that has been analyzed in different ways. As Levesque and 

McDougall (1996) noted, satisfaction is perceived as an overall attitude that a customer has 

toward a service provider. Furthermore, customer satisfaction has been described as an 

emotional reaction concerning product performance compared to some pre-purchase standard 

during or after its usage (Halstead et al., 1994). Mano and Oliver (1993) suggest that 

satisfaction is an evaluative judgment or attitude that varies along a hedonic spectrum, focusing 

on the product evaluated after consumption. Fornell (1992) supported this notion by defining 

satisfaction as a holistic assessment arising from the entire experience of purchasing and 

consuming, centered on perceived service performance in relation to pre-purchase expectations 

over time. 

2.2.3 Demographic Diversity 

Demographic diversity entails recognizing and valuing the distinct characteristics and identities 

found within individuals and groups (Campbell et al., 2023). This concept encompasses a 

multi-dimensional view of identity, integrating factors such as age, gender, sexual orientation, 

religion, ethnicity, socioeconomic status, disabilities, indigenous heritage, and national origin 

(Patrick & Hollenbeck, 2021). In further development of this idea, Arsel et al. (2022) examine 

diversity from multiple perspectives, which include gender, age, body type, race, ethnicity, 

social class, social status, religion, and cultural identity. Shultz et al. (2022) broaden this 

definition to encompass elements like sexual orientation, nationality, language, disability, 

religious beliefs, and political opinions, emphasizing that true inclusion goes beyond simple 

acceptance, guaranteeing full engagement and equal access to opportunities. Khan and Kalra 

(2022) make a distinction between surface-level differences (such as gender, race, ethnicity, 

and age) and deep-level differences (including attitudes, expertise, and personalities), noting 

that surface-level differences often serve as initial indicators of deeper variations. 
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In the context of customer bases, demographic diversity presents both challenges and 

opportunities, as variations in age, ethnicity, socioeconomic status, and cultural background 

necessitate tailored marketing strategies (Abdulai, 2024). Organizations that embrace customer 

diversity often experience increased market share and heightened customer satisfaction 

(Abdulai, 2024). Research by Peprah (2018) on Ghana's retail banking sector revealed that 

younger customers, often more price-sensitive and digitally inclined, exhibit lower customer 

satisfaction. Similarly, Boakye (2024) found that high-income earners in the 

telecommunications sector showed greater brand allegiance due to personalized service. 

Adamtey (2022) demonstrated significant correlations between ethnic background and 

customer loyalty when cultural values aligned with brand communication. Asamoah et al. 

(2023) highlighted that a more diverse customer base makes it challenging to deliver loyalty-

inspiring experiences without tailored engagement. 

 

2.2.4 Perception of Inclusivity 

The perception of inclusivity is increasingly recognized as a significant factor influencing 

customer loyalty and retention in consumer behavior literature (Adamtey, 2022; Kwofie, 

2023). Inclusivity goes beyond simply welcoming diverse groups; it involves ensuring full 

participation in decision-making and equal access to opportunities within a system (Shultz et 

al., 2022). When diverse customers feel understood, respected, and catered to by a service 

provider's offerings and policies, it fosters a sense of belonging and equitable treatment, 

ultimately contributing to greater customer satisfaction (Conceptual framework, 2024). 

Empirical studies underscore the positive link between perceived inclusivity and customer 

outcomes. Adamtey (2022) conducted a longitudinal study in the hospitality industry, finding 

that inclusive marketing strategies enhanced customer loyalty, particularly among 
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underrepresented groups. Kwofie (2023) further showed that inclusive language and 

representation in corporate communications correlated with higher customer retention rates 

across Ghanaian brands. Peprah (2018) reported that inclusive service policies, such as 

multilingual support and physical accessibility, significantly influenced customers' sense of 

belonging and loyalty. Experimental research using A/B testing by Senayah et al. (2023) 

revealed that customers exposed to inclusive design features in customer portals were more 

likely to renew subscriptions and recommend services. Conversely, qualitative inquiry by 

Asante (2023) indicated that feelings of exclusion led to passive engagement and weakened 

brand affiliation among customers of public agencies. 

2.2.5 Customer Satisfaction 

Customer satisfaction is a multifaceted concept that researchers have various interpretations of 

(Besterfield, 1994; Barsky, 1995; Kanji & Moura, 2002). Rust and Oliver (1994) characterize 

it as a "cognitive or emotional reaction" that arises from either individual or extended service 

interactions. Giese and Cote (2000) pinpoint three essential elements: the nature of the response 

(cognitive, emotional, or behavioral), the focus of the response, and the timing of the 

assessment. Although some studies make it difficult to distinguish between them, Anderson 

and Fornell (1994) clarify that satisfaction is a "post-consumption" assessment that compares 

perceived quality with expected quality, while service quality represents a comprehensive 

evaluation of a company’s service delivery system (Anderson & Fornell, 1994; Parasuraman 

et al., 1985). 

Various viewpoints describe satisfaction as a general attitude that customers hold toward a 

service provider (Levesque & McDougall, 1996) or as an emotional reaction focused on the 

product's performance in relation to a pre-purchase benchmark during or after its use (Halstead 

et al., 1994). Mano and Oliver (1993) define it as an attitude or evaluative judgment along a 

pleasure-oriented spectrum, established post-consumption. Fornell (1992) further characterizes 
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satisfaction as a comprehensive assessment based on the entire experience of purchase and 

consumption, where perceived service performance is compared with prior expectations over 

time. The Expectation Confirmation Theory (ECT) argues that consumer satisfaction arises 

from the belief or skepticism formed by assessing performance against expectations (Oliver, 

1980). This theory posits that positive disconfirmation (when performance surpasses 

expectations) and mere confirmation (when performance aligns with expectations) enhance 

consumer perceptions and contribute to overall satisfaction (Oliver & DeSarbo, 1988). 

2.2.6 Customer Retention 

Retaining customers is a vital goal for businesses, especially considering that the expenses 

involved in acquiring new customers significantly exceed those related to keeping current ones 

(Anderson & Sullivan, 1993; Dabholkar et al., 2000). The level of customer satisfaction is 

essential for encouraging repeat purchases, fostering brand loyalty, and, ultimately, ensuring 

customer retention (Rust & Zahorik, 1993; Churchill & Surprenant, 1982). Expectation 

Confirmation Theory (ECT) emphasizes that consumers' satisfaction, which stems from 

whether their pre-purchase expectations are met or not, has a direct impact on their chances of 

repurchasing products or services (Oliver, 1981). Research indicates that customers who are 

satisfied are more inclined to buy products again compared to those who are dissatisfied. 

Nevertheless, dissatisfied customers might still be compelled to purchase again if they lack 

viable alternatives or face significant costs when switching (Oliver & DeSarbo, 1988). On the 

other hand, not every satisfied customer will choose to repurchase the same items, potentially 

due to inherent motivations such as a desire for variety, uniqueness, or a tendency toward 

innovation (McAlister & Pessemier, 1982). The complex nature of consumer demographics 

and their influence on loyalty highlights the necessity of comprehending customer retention. 

For instance, Boakye (2024) discovered that high-income individuals in the 

telecommunications sector display greater commitment to brands, which suggests enhanced 
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retention, due to tailored services. Additionally, inclusive marketing strategies and 

communication efforts have been associated with higher rates of customer retention (Adamtey, 

2022; Kwofie, 2023). 

2.2.7 Service Quality Dimensions 

Service quality encompasses an overall assessment of a company's service delivery mechanism 

(Anderson & Fornell, 1994; Parasuraman et al., 1985). It is viewed as a crucial strategy for 

attaining success and sustaining business operations in today’s competitive landscape 

(Dawkins & Reichheld, 1990; Zeithaml et al., 1996). The capability to deliver superior service, 

satisfy customers, and ensure their loyalty is fundamental to maintaining competitiveness 

(Background of the study, 2024). Importantly, customer satisfaction may hinge on the 

customer's evaluation of the quality of service received (Solomon et al., 1985). 

The perception of specific service quality dimensions can vary significantly among diverse 

customer segments, influencing their overall satisfaction. For example, issues such as slow 

response to faults, long queues for prepaid services, and inconsistent power supply at the 

Electricity Company of Ghana (ECG) have led to significant customer dissatisfaction (Peprah, 

2018). This highlights how tangible aspects of service delivery are perceived by customers and 

directly impact their satisfaction. Moreover, factors such as cultural influences can significantly 

affect consumer preferences and product branding (Asamoah et al., 2023), suggesting that 

different cultural backgrounds may prioritize or interpret service quality dimensions 

differently. The need to meet various demands and satisfy customers implies that employees 

should offer quick and efficient service (Background of the study, 2024), which points to 

efficiency as a key service quality dimension. Understanding which specific service quality 

dimensions are perceived differently by diverse customer segments is crucial for utility 

providers like ECG to develop inclusive and effective customer engagement practices 

(Research objectives and questions, 2024). 
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A conceptual model of the concepts is given in FIG 1. 

 

 

 

 

 

Authors own field work 2025 

Explanation of the Model: 

Customer Diversity (Independent Variable): This represents the various demographic 

characteristics of ECG's customer base in Accra, including age, gender, ethnicity, 

socioeconomic status, and cultural background. The study posits that these diverse 

characteristics are the starting point for understanding customer satisfaction. 

Perceived Inclusivity (Mediating Variable): This is the crucial mediating factor. It refers to 

the extent to which diverse customers feel understood, respected, and catered to by ECG's 

services and policies. The model suggests that customer diversity influences how inclusivity is 

perceived. 

Customer Satisfaction (Dependent Variable): This is the primary outcome variable. The 

model proposes that higher perceptions of inclusivity, influenced by the diverse customer base, 

ultimately lead to increased customer satisfaction. 
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2.2.8 Hypotheses for the Study: Customer Diversity and Satisfaction in ECG Head Office, 

Accra 

In the realm of academic research, hypotheses serve as crucial, testable propositions that guide 

the investigation and provide a framework for analyzing data. They are informed by existing 

literature, theoretical models, and the specific problems a study aims to address. For the 

research titled "Customer Diversity and Satisfaction in ECG Head Office, Accra," the 

overarching goal is to understand the intricate relationship between the diverse customer base 

of the Electricity Company of Ghana (ECG) and their levels of satisfaction. Drawing from the 

established research objectives and the theoretical foundations of Expectancy Confirmation 

Theory and Social Identity Theory, the following hypotheses have been formulated to steer the 

empirical inquiry: 

Hypothesis 1 (H1): There is a statistically significant relationship between customer 

demographic diversity and customer satisfaction at ECG Head Office, Accra. 

This hypothesis directly addresses the first specific objective of the study, which is to "examine 

the relationship between customer demographic diversity and customer satisfaction." It posits 

that variations in customer demographics, such as age, gender, socioeconomic status, ethnicity, 

and cultural background, are not merely descriptive characteristics but are actively linked to 

how satisfied customers are with the services provided by ECG. This relationship is crucial for 

understanding whether a more diverse customer base inherently presents challenges or 

opportunities in achieving uniform satisfaction levels, and it lays the groundwork for exploring 

how different segments might experience service delivery. 

Hypothesis 2 (H2): Higher perceptions of inclusivity among diverse customer segments 

positively impact customer satisfaction and retention at ECG Head Office, Accra. 

Stemming from the second specific objective, "to assess how perceptions of inclusivity affect 

customer satisfaction and retention," this hypothesis delves into the qualitative aspect of 



15 

 

customer experience. It proposes that when ECG's diverse clientele feel that their unique needs, 

backgrounds, and preferences are acknowledged, respected, and catered to, in other words, 

when they perceive a high degree of inclusivity, their satisfaction levels will increase, and their 

likelihood of remaining loyal customers will be enhanced. This hypothesis is particularly 

informed by Social Identity Theory, which suggests that a sense of belonging and positive 

group identification can significantly influence individual attitudes and behaviors, including 

satisfaction and loyalty towards a service provider. 

Hypothesis 3 (H3): Specific service quality dimensions are perceived differently by 

diverse customer segments, and these differential perceptions significantly influence 

overall customer satisfaction with ECG's services. 

This hypothesis is crafted to address the third specific objective, which aims "to identify 

specific service quality dimensions that are perceived differently by diverse customer segments 

and their impact on overall customer satisfaction." Building upon the premise that diversity 

influences perceptions, H3 suggests that various customer segments may prioritize or evaluate 

different aspects of service quality (e.g., responsiveness, reliability, empathy, assurance, 

tangibles) in distinct ways. These differing perceptions, in turn, are hypothesized to be 

significant determinants of their overall satisfaction with ECG. Expectancy Confirmation 

Theory provides a strong theoretical lens for this hypothesis, as it highlights how pre-purchase 

expectations and post-purchase experiences, which can be shaped by cultural and demographic 

factors, contribute to confirmation or disconfirmation, ultimately leading to satisfaction or 

dissatisfaction. 

Hypothesis 4 (H4): There is a statistically significant relationship between customer 

demographic diversity and perceived inclusivity among customers at ECG Head Office, 

Accra. 
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This hypothesis therefore posits that the varying demographic characteristics of ECG's 

customer base such as age, gender, ethnicity, socioeconomic status, and cultural background 

are significant determinants of how customers perceive the inclusivity of the services and 

policies offered by ECG. It aims to establish whether a more diverse customer segment indeed 

leads to differing or specific perceptions of whether they feel understood, respected, and 

catered to. This is a crucial step in understanding the complete mediation pathway, where 

customer diversity first shapes perceptions of inclusivity, which then subsequently influence 

overall customer satisfaction, as outlined in the broader research framework. 

In conclusion, these four hypotheses form the core of the empirical investigation, providing 

clear, falsifiable statements that the research will test. By examining the relationships proposed 

within these hypotheses, the study aims to contribute valuable insights into the complex 

interplay of customer diversity, inclusivity, service quality perceptions, and ultimately, 

customer satisfaction within the unique context of a utility service provider like ECG in Accra. 

 

2.3 Empirical Literature 

Research on the relationship between customer demographic diversity and customer 

satisfaction has evolved to highlight the influence of customer background on brand 

commitment. (Peprah, 2018) explored generational diversity and its impact on loyalty 

behaviors in Ghana’s retail banking sector. Their findings revealed that younger customers 

exhibit lower customer satisfaction due to their higher price sensitivity and preference for 

digital experiences. Similarly, Boakye (2024) analyzed gender and income-level differences in 

loyalty trends among telecommunications customers in Accra, concluding that high-income 

earners showed greater brand allegiance owing to personalized service offerings. Another study 

by Adamtey (2022) using a mixed-methods design examined how cultural orientation shapes 

long-term loyalty in service industries. They found significant correlations between ethnic 
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background and customer loyalty, especially where cultural values aligned with the brand’s 

communication style. This aligns with the conceptual argument that demographic attributes 

subtly influence perceptions of brand reliability. A more methodologically rigorous survey by 

(Asamoah et al., 2023) across multiple service firms indicated that the more diverse a customer 

base, the more challenging it becomes to deliver loyalty-inspiring experiences without tailored 

engagement. The literature converges on the importance of demographic targeting, though 

results vary based on context and industry. 

 

A notable debate across these studies is whether customer loyalty is inherently weaker among 

more demographically diverse populations due to fragmented preferences, or whether such 

diversity offers untapped loyalty potential if properly managed. Kwofie (2023) argued that 

heterogeneity in customer groups does not inherently diminish loyalty but rather exposes 

service weaknesses where inclusivity is lacking. These findings set the stage for a more 

context-specific analysis, particularly within Ghana’s utility sector, where service 

personalization has not been widely studied. Most prior research has focused on banking, 

telecom, and retail sectors, leaving a gap in how demographic diversity impacts brand loyalty 

in public utilities. This study aims to fill that gap by evaluating whether similar patterns are 

observed in a centralized service delivery institution, and whether unique loyalty behaviors 

emerge from such demographic differences in a non-commercial setting. 

Perceptions of inclusivity have gained prominence in consumer behavior literature, with 

increasing recognition of their influence on loyalty. Adamtey (2022) conducted a longitudinal 

study on inclusive marketing strategies in the hospitality industry and found that inclusivity 

messaging improved customer loyalty, especially among underrepresented groups. Kwofie 

(2023) built on this, analyzing inclusivity in corporate communications across ten Ghanaian 

brands. They discovered that inclusive language and representation in brand messaging 
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correlated with higher customer retention rates. Drawing on survey data, (Peprah, 2018) 

reported that inclusive service policies, such as multilingual support and physical accessibility, 

significantly influenced customers’ sense of belonging and loyalty. A more experimental 

approach was used by (Senayah et al., 2023), who employed A/B testing to analyze the effects 

of inclusive design features in customer portals. Their study found that customers exposed to 

inclusive service environments were more likely to renew subscriptions and recommend 

services.  

In a qualitative inquiry, Asante (2023) interviewed customers of public agencies and reported 

that feelings of exclusion led to passive engagement and weakened brand affiliation. 

While these findings establish a positive link between inclusivity and loyalty, methodological 

differences generate mixed interpretations of what constitutes inclusivity in practice. Some 

studies, like that of Amankwaa & Gough (2022), emphasize digital inclusivity, while others 

focus on cultural or social representation. These fragmented approaches reflect a conceptual 

gap in the literature, where inclusivity is often addressed in silos rather than as an integrated 

strategy. Moreover, most research has concentrated on commercial sectors, overlooking how 

inclusivity influences loyalty in state-owned service organizations. The current study aims to 

address this void by exploring how inclusivity is perceived within a utility service context in 

Accra, and how these perceptions influence loyalty behaviors across a demographically varied 

customer base. This contribution seeks to extend the literature by offering a holistic, sector-

specific understanding of inclusivity’s role in customer retention and satisfaction. 
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2.4 Theoretical Framework 

2.4.1 Expectancy Confirmation Theory 

The Expectation Confirmation Theory (ECT) originated in consumer research and social 

psychology. It was initially introduced in marketing by Oliver (1980) to understand consumer 

satisfaction and the decision-making processes of buyers. 

Since its inception, marketing studies have continually affirmed that consumer satisfaction is 

essential because it drives repurchase behavior, loyalty, and customer retention (Rust & 

Zahorik, 1993; Churchill & Surprenant, 1982). The underlying concept of satisfaction comes 

from psychological studies on life and job contentment, where a difference from an initial 

standard of expectation affects satisfaction levels. 

Similarly, consumers have expectations that products must meet. When a product fails to meet 

these expectations, consumers experience negative disconfirmation (Yang et al, 2013), leading 

to negative attitudes. This idea of disconfirmation aligns with the Cognitive Dissonance 

Theory, which states that individuals feel psychological conflict when their actions and beliefs 

clash (Harmon-Jones & Mills, 2019). For instance, a user who expects a technology to be easy 

to use but finds it complex experiences inconsistency, which is resolved by adjusting their 

attitude (disconfirmation). 

If a consumer's post-purchase experience aligns with their initial expectations (confirmation), 

no attitude adjustment or dissonance occurs. ECT built on the work of Howard and Sheth 

(Haines, Howard & Sheth, 1970), suggesting that disconfirmation results from comparing 

expected satisfaction with the actual satisfaction achieved. 

 



20 

 

A key insight of ECT is that satisfaction isn't solely dependent on high quality. A lower-quality 

product, such as a single-use item, can still lead to acceptable satisfaction if it effectively meets 

the consumer's modest expectations. Thus, ECT explains how a customer's pre-purchase 

expectations and post-purchase experiences combine to influence their overall satisfaction 

(Oliver, 1981). A major goal of ECT was to help marketers retain existing customers, as this is 

typically more cost-effective than attracting new ones (Anderson & Sullivan, 1993; Dabholkar 

et al., 2000). 

A conceptual model of the theory is given in FIG 1. 

 

 

 

 

 

The Expectation Confirmation Theory (ECT) demonstrates that consumer satisfaction is 

shaped by whether the perceived performance of a product or service aligns with, falls short 

of, or exceeds the customer's initial beliefs (Oliver, 1980). The theory operates in four 

sequential steps: expectation formation, interaction and experience, confirmation or 

disconfirmation, and cognitive adjustment (Hossain & Quaddus, 2012). 

Before a purchase, customers establish initial expectations based on their prior knowledge and 

past experiences. This preparatory knowledge is gathered from various sources. Mass media, 

including advertising and reports, is a crucial source that helps consumers develop general 

insights. Similarly, direct channels, such as personal selling, peers, opinion leaders, and 
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influencers, also shape a customer’s expectations. When information is accurate, consumers 

form realistic expectations, but misleading information can lead to unrealistic ones. 

Once the information has been processed, the customer decides to buy and use the product. 

Through this usage, they develop a perception of its actual performance. 

The consumer then evaluates the product's perceived performance against their initial 

expectations, which results in one of three possible outcomes: positive disconfirmation occurs 

if performance exceeds expectations; negative disconfirmation occurs if performance falls 

short; and simple confirmation occurs if performance matches expectations. 

This final stage involves the consumer establishing a level of satisfaction based on the 

confirmation outcome. Both positive disconfirmation and simple confirmation generally 

reinforce a favorable attitude toward the product, leading to satisfaction (Oliver & DeSarbo, 

1988). Conversely, negative disconfirmation leads to an unfavorable attitude and 

dissatisfaction. While satisfied customers are typically more likely to repurchase, 

dissatisfaction doesn't always prevent a future purchase if the consumer faces high switching 

costs or has no other viable options. Furthermore, not all satisfied customers will repurchase 

the exact same item, as personal drives like a desire for uniqueness, innovation, or variety can 

influence their decision (McAlister & Pessemier, 1982). 

2.4.2 Social Identity Theory 

Social Identity Theory (SIT), formulated by Henri Tajfel and John Turner in the late 1970s, 

posits that individuals derive a portion of their self-concept from perceived membership in 

social groups, leading to behaviors that favor in-group over out-group members. This theory 

was selected for its relevance in explaining how social group affiliations influence consumer 

behavior and brand loyalty, particularly in diverse markets (Senayah et al., 2023). A merit of 

SIT is its elucidation of intergroup behaviors and biases; however, it has been critiqued for its 

limited predictive power and underestimation of individual differences within groups. Over the 
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years, SIT has evolved to incorporate insights from self-categorization theory, enhancing its 

explanatory scope regarding group dynamics (Hazari, 2024). In the context of assessing 

customer diversity's impact on customer satisfaction within a utility service provider in Accra, 

SIT is particularly pertinent, as it underscores the importance of social group affiliations in 

shaping consumer perceptions and behaviors.  

The main premise behind Social Identity Theory is that an individual will seek out membership 

to a group that could make a positive contribution to their self-esteem (Haslam, 2004). In the 

context of the Electricity Company of Ghana (ECG), this theory suggests that if employees 

perceive ECG as an inclusive organisation that genuinely values diversity, they are more likely 

to develop a strong social identity with the company. This internal sense of belonging and 

positive self-perception among employees is crucial, as inclusive workplaces are known to 

foster a positive business culture, improving employee satisfaction and retention. Professional 

employees are also noted to contribute to customer satisfaction. 

Social Identity Theory predicts that once an individual has targeted a group that could make 

them feel good about themselves they will work through a process of depersonalisation (Tajfel, 

1978) where an individual will define themselves as belonging to a collective entity (i.e., ‘we’ 

or ‘us’) rather than being an individual (i.e., ‘I’ or ‘me’). Social Identity Theory proposes that 

an individual will then feel inclined to act and behave in the best interests of their group (rather 

than in line with their own personal interests) because they strive to see their group (i.e., ‘we’ 

or ‘us’) as different to (and better than) other groups (i.e., ‘them’) to experience a positive self-

esteem (Haslam, 2004).  

For ECG, this means that a workforce with a strong, shared social identity, underpinned by 

genuine diversity and inclusion, will be more motivated to deliver exceptional service. A 

diverse workforce, especially in leadership, brings a wider range of perspectives, enabling ECG 

to better understand and represent the diverse needs and preferences of its varied customer base 
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in Accra. This is particularly vital given ECG serves a diverse clientele with varying cultural 

backgrounds and expectations. 

Ultimately, the significance of establishing such a social identity within ECG is that employees 

will be motivated to achieve the company’s vision, which includes enhancing customer 

satisfaction. When employees, as a collective 'we,' are equipped with cultural competence and 

a deep understanding of diverse customer segments, they can improve the effectiveness of 

service encounters, directly impacting customer satisfaction. This internal cohesion and 

outward-looking perspective, driven by diversity and inclusion, can lead to customers feeling 

acknowledged, appreciated, and represented by ECG, fostering greater trust and loyalty, even 

amidst the operational challenges inherent in a monopolistic utility environment. Conversely, 

a poor attitude of personnel has been cited as a reason for customer dissatisfaction at ECG. 
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3.0 CHAPTER THREE 

Research Methodology 

This chapter meticulously outlines the research methodology employed to investigate the 

relationship between customer demographic diversity and satisfaction within the Electricity 

Company of Ghana (ECG) Head Office in Accra. It details the research approach, design, target 

population, sampling strategies, data collection instrumentation and procedures, data analysis 

techniques, and ethical considerations. The chosen methodology is rigorously aligned with the 

study's quantitative nature, aiming to provide empirical evidence that can inform strategic 

decisions regarding customer relationship management and service delivery improvements 

within ECG. 

 

3.1 Research Approach 

This study adopts a positivist-oriented quantitative research approach. This approach is rooted 

in the philosophy that social phenomena can be objectively measured and analyzed to establish 

causal relationships and generalize findings (Creswell & Creswell, 2018). It is particularly 

appropriate for this study as it enables the systematic examination of measurable variables, 

specifically customer demographic diversity and customer satisfaction. The quantitative 

method facilitates the collection of numerical data from a substantial sample, allowing for 

statistical analysis to identify patterns, correlations, and potential predictive relationships 

between demographic characteristics and satisfaction levels. 

Utilizing structured instruments, such as surveys or questionnaires, ensures consistency, 

reliability, and validity in data gathering. This approach aligns with the study's aim to produce 

empirical evidence that provides objective insights, which can then be generalized to the 

broader customer base within the specified context, thereby enhancing the validity and 
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applicability of the findings (Ayirebi, 2022). The objective nature of this approach is crucial 

for quantifying the impact of various demographic segments on overall customer satisfaction, 

enabling evidence-based decision-making for ECG. 

 

3.2 Research Design 

The research adopts a quantitative cross-sectional survey design to investigate the relationship 

between customer demographic diversity and customer satisfaction within the utility service 

sector, specifically focusing on ECG's operations in Accra. This design is highly suitable as it 

facilitates the collection of data at a single point in time, enabling the analysis of patterns, 

relationships, and correlations across a diverse customer base without manipulating variables 

or tracking changes over time (Kumar & Praveenakumar, 2025). 

In this design, participants are segmented into distinct demographic groups based on variables 

such as age, gender, income level, educational background, and residential area, to assess how 

these variables influence their perceptions of customer satisfaction. The use of structured 

questionnaires ensures standardized data collection, which is vital for enhancing the reliability 

and comparability of the findings across different demographic segments. This approach allows 

for the application of various statistical analyses to identify significant relationships and 

differences among the demographic segments, thereby providing actionable insights for 

tailoring customer engagement strategies and improving service delivery to enhance overall 

customer satisfaction. 

 

3.3 Study Population and Area 

The Electricity Company of Ghana (ECG) serves as the primary electricity distributor for the 

southern regions of Ghana, encompassing Greater Accra, Eastern, Volta, Ashanti, Western, 
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and Central Regions. As of December 2021, ECG reported a total customer base of 

approximately 4.29 million, with 2,002,967 post-paid customers and 2,287,181 prepayment 

customers. 

This study specifically focuses on ECG's customers within the Greater Accra Region, with a 

particular emphasis on the customer base interacting with the ECG Head Office or its 

surrounding operational areas within Accra. The Greater Accra Region, which includes the 

Accra East, Accra West, and Tema operational areas, represents a substantial and diverse 

portion of ECG's overall customer population. For instance, the Accra West region alone 

accounted for 636,437 customers, including 59,416 postpaid customers. Given that the Greater 

Accra Region is among the most densely populated and urbanized areas in Ghana, it provides 

a representative and accessible segment of ECG's customer base for assessing the impact of 

customer demographic diversity on customer satisfaction within the utility service sector. The 

focus on the Head Office customers allows for insights into the perceptions of customers who 

may interact directly with central management or experience the broader organizational service 

standards. 

 

3.4 Sampling and Sampling Technique 

For the quantitative aspect of this study, sampling involves identifying a subset from the total 

population of ECG customers in the Greater Accra Region. To obtain participants who are 

readily available and easily accessible, the method employs Convenient Sampling. This 

technique is chosen for its practicality and cost-effectiveness, as it allows for the quick 

collection of data. However, it is important to note that convenient sampling is prone to 

selection bias, as it does not ensure that every customer within the defined population has an 

equal chance of selection. Consequently, the data collected may not be fully representative, 
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which can limit the generalizability of the findings to the larger population of ECG customers 

in Accra. The use of convenient sampling will facilitate the derivation of findings regarding 

the impact of demographic diversity on customer satisfaction, though with considerations 

regarding their broader applicability. 

The Yamane formula (Yamane, 1967), expressed as n = N / (1 + N * e²), will be used to 

determine the appropriate sample size for the quantitative data collection. 

• Where: 

o n = sample size 

o N = total population size 

o e = margin of error (or level of precision) 

Assuming a total population size (N) of 1,000,000 customers within the relevant Accra 

operational areas (as an illustrative number for calculation based on the provided text, 

acknowledging the broader ECG customer base) and a desired margin of error (e) of 0.05 

(representing a 95% confidence level), the calculation is as follows: 

n = 1,000,000 / (1 + 1,000,000 * 0.05^2) 

n = 1,000,000 / (1 + 1,000,000 * 0.0025) 

n = 1,000,000 / (1 + 2500) 

n = 1,000,000 / 2501 

n ≈ 399.84 

This calculation results in a sample size of approximately 400 respondents, which will be 

rounded to the nearest whole number to ensure practical data collection. This sample size is 
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considered statistically robust for quantitative analysis, allowing for reliable inferences about 

the population. 

 

3.5 Instrumentation and Data Collection 

The primary instrument for data collection in this study is a structured questionnaire 

administered to a randomly selected sample of ECG customers in Greater Accra. The 

questionnaire is meticulously designed to collect quantitative data on customer demographic 

diversity and their satisfaction levels. It will comprise distinct sections, systematically 

addressing the study's objectives. 

The questionnaire will include: 

• Section 1: Demographic Information: This section will capture demographic 

variables such as age, gender, educational background, occupation, income level, and 

residential area. These variables are crucial for categorizing respondents and analyzing 

how diversity in these areas correlates with satisfaction. 

• Section 2: Customer Satisfaction Measures: This section will employ Likert-scaled 

questions (e.g., ranging from "Strongly Disagree" to "Strongly Agree" or "Very 

Dissatisfied" to "Very Satisfied") to capture quantitative measures of customer 

satisfaction with various aspects of ECG's services. These aspects may include service 

reliability, responsiveness to complaints, clarity of billing, customer service interaction, 

and overall service quality. 

• Section 3: Perceptions of Diversity and Inclusivity: Additional sections will contain 

questions tailored to assess respondents' perceptions of how well ECG caters to diverse 

customer needs and factors influencing customer retention. 



29 

 

The structured nature of the questionnaire ensures standardized data collection, enhancing the 

reliability and validity of the findings. Before full administration, a pilot test will be conducted 

with a small group of participants (not part of the main sample) to assess the clarity of 

questions, identify any ambiguities, and ensure the instrument's overall comprehensibility and 

internal consistency. This comprehensive nature of the questionnaire supports the research 

goals by collecting primary and current data directly from respondents, thus ensuring that the 

findings accurately reflect the perspectives of the customer base and align precisely with the 

study's objectives (Hazari, 2024). 

 

3.6 Data Collection Procedure 

The data collection process will adhere to a systematic and ethical framework: 

3.6.1 Ethical Clearance: Prior to commencing data collection, formal ethical clearance will 

be obtained from the relevant institutional review board (e.g., UniMAC-IJ's ethical 

committee) to ensure that all procedures comply with ethical research guidelines. 

3.6.2 Access Permission: Formal permission will be sought from the management of ECG 

to conduct the study among their customers, particularly focusing on the Head Office 

premises or customer service centers in Accra. 

3.6.3 Respondent Recruitment: : Participants will be approached at selected ECG customer 

service points or through online channels, ensuring the convenience sampling technique 

is applied where feasible. 

3.6.4 Informed Consent: Each potential participant will be provided with a clear and concise 

informed consent form. This form will detail the study's purpose, the voluntary nature 

of participation, assurances of anonymity and confidentiality, the estimated time 

required, and their right to withdraw from the study at any point without penalty. 



30 

 

Consent will be obtained from each participant before the administration of the 

questionnaire. 

3.6.5 Questionnaire Administration: Questionnaires will be administered either physically, 

with the researcher or trained assistants present to clarify questions if needed, or via 

secure online survey platforms. This approach ensures maximum reach and 

convenience for participants while maintaining data integrity. 

3.6.6 Data Handling: Completed questionnaires will be collected immediately or responses 

will be securely submitted online. All data will be stored confidentially on password-

protected electronic devices, accessible only to the researcher. 

 

3.7 Data Analysis 

The study employs quantitative data analysis to objectively assess the relationship between 

customer demographic diversity and customer satisfaction within ECG's operations in Accra. 

This approach allows for the systematic examination of numerical data collected through 

structured questionnaires, facilitating the identification of patterns, correlations, and trends 

among variables (Hazari, 2024). 

The analysis will involve several statistical techniques: 

3.7.1 Descriptive Statistics: This will include calculating frequencies, percentages, means, 

standard deviations, and ranges for all demographic variables and customer satisfaction 

indicators. This provides a clear overview of the characteristics of the sample and the 

general levels of satisfaction. 
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3.7.2 Inferential Statistics: 

3.7.2.1 Independent Samples t-tests and One-Way ANOVA: These tests will be used to 

compare satisfaction levels across different demographic groups (e.g., satisfaction 

differences between male and female customers, or across various age groups). 

3.7.2.2 Correlation Analysis (e.g., Pearson's r): This will be used to determine the strength 

and direction of linear relationships between demographic factors (e.g., income, 

education) and various dimensions of customer satisfaction. 

3.7.2.3 Regression Analysis (e.g., Multiple Linear Regression): This technique will be 

employed to determine the extent to which specific demographic variables predict 

customer satisfaction. It will help identify which demographic factors have the most 

significant impact on satisfaction. 

All statistical analyses will be performed using appropriate statistical software, such as 

Statistical Package for the Social Sciences (SPSS) or R. The objectivity inherent in quantitative 

analysis ensures that conclusions are drawn based on empirical evidence, thereby supporting 

the development of evidence-based marketing strategies tailored to a diverse customer base 

and informing improvements in customer service and retention. 

 

3.8 Ethical Considerations 

Ethical considerations are paramount in this research to safeguard the rights and well-being of 

all participants. The following ethical principles will be strictly adhered to: 

3.8.1 Informed Consent: As detailed in Section 3.6, all participants will be fully informed 

about the study's purpose, procedures, potential benefits, potential risks (minimal), and 

their rights before they agree to participate. 
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3.8.2 Anonymity and Confidentiality: To protect participants' identities, all collected data 

will be anonymized. No personal identifiers will be linked to their responses. All 

information shared will be treated with strict confidentiality, and data will only be 

reported in aggregate form to ensure individual responses cannot be traced back to 

specific participants. 

3.8.3 Voluntary Participation: Participation in this study is entirely voluntary. Participants 

will be explicitly informed of their right to refuse to answer any question or to withdraw 

from the study at any time without penalty or adverse consequences. 

3.8.4 Data Security: All collected data, including completed questionnaires and electronic 

records, will be stored securely on password-protected devices. Access will be limited 

strictly to the researcher. Data will be retained only for the period necessary for the 

research and will be disposed of securely thereafter, in accordance with institutional 

data retention policies. 

3.8.5 No Coercion or Undue Influence: Participants will not be coerced, influenced, or 

offered any undue incentives to participate in the study. 

These measures ensure that the research is conducted with integrity, respect for individuals, 

and adherence to the highest ethical standards. 

 

3.9 Chapter Summary 

This chapter has meticulously detailed the methodological framework for this quantitative 

study on customer diversity and satisfaction within ECG's operations in Accra. By adopting a 

positivist-oriented quantitative research approach, employing a cross-sectional survey design, 

and utilizing structured questionnaires, the study aims to gather robust empirical data. The 

systematic approach to sampling, data collection, and statistical analysis, coupled with rigorous 
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ethical considerations, ensures the credibility and generalizability of the findings. This 

methodological foundation will enable the study to provide actionable insights for ECG to 

enhance customer satisfaction across its diverse customer base. 
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4.0 CHAPTER FOUR 

RESULTS AND DISCUSSIONS 

4.1 Introduction 

This chapter presents the empirical results from the survey of 400 ECG customers in Greater 

Accra, describing patterns in inclusivity, service quality, satisfaction, and retention. This 

chapter explains measurement validity, reports descriptive and inferential statistics, and tests 

the structural relationships among the constructs. This chapter interprets how demographic 

diversity perceptions, when filtered through inclusivity, shape satisfaction and related 

outcomes. 

 

4.2 Background of the Study 

Table 1: Background Information of Respondents 

Response Categories Frequency Percentage 

Age 18–24 years 52 13.0% 

 25–34 years 124 31.0% 

 35–44 years 98 24.5% 

 45–54 years 66 16.5% 

 55–64 years 42 10.5% 

 65 years and above 18 4.5% 

Residential area (Greater 

Accra zone) 
Accra East (Osu, Labadi, Teshie, Nungua) 112 28.0% 

 
Accra West (Dansoman, Korle Bu, 

Ablekuma, Lapaz) 
148 37.0% 

 Tema Area (Tema, Ashaiman, Afienya) 110 27.5% 

 Other 30 7.5% 

Type of ECG 

account/meter 
Prepaid 236 59.0% 
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Response Categories Frequency Percentage 

 Postpaid 92 23.0% 

 Lifeline/Residential 52 13.0% 

 Business/Commercial 16 4.0% 

 Other 4 1.0% 

Length of time as an 

ECG customer 
Less than 1 year 36 9.0% 

 1–3 years 118 29.5% 

 4–6 years 124 31.0% 

 7–10 years 74 18.5% 

 More than 10 years 48 12.0% 

Total respondents  400 100.0% 

(Source: Field Survey, 2025) 

Understanding the demographic spread, service zones, meter types, and customer tenure is 

critical for contextualizing satisfaction outcomes and inclusivity perceptions in a utility 

context. Age cohorts signal differing digital preferences and service expectations, which 

informs how communication, billing clarity, and outage notifications should be tailored. 

Residential clustering across Accra East, Accra West, and Tema reflects distinct network 

characteristics and service load patterns, which helps interpret reliability scores without 

conflating technical constraints with customer service gaps. Meter type distribution is essential 

for reading billing and payment experience since prepaid, postpaid, and lifeline users face 

different touchpoints. 

Customer tenure provides a window into relationship depth and switching barriers which 

shapes retention indicators. A large prepaid share suggests frequent platform interactions and 

higher sensitivity to vending accessibility and fault responsiveness. Concentrations in specific 

operational areas guide stratified analysis to test whether perceived inclusivity and service 

quality differ by locality. Profiles like younger urban prepaid users versus older postpaid users 
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allow more precise testing of Objective Two and Objective Three. The background data 

therefore anchors segmentation, supports valid subgroup comparisons, and improves the 

explanatory power of models linking inclusivity and service quality to satisfaction and 

retention. 

 

4.3 Descriptive Analysis for Total Measurement 

Descriptive analysis summarizes the total measurement scores for diversity perception, 

inclusivity, service quality, satisfaction, and retention across the 400 respondents, highlighting 

central tendency and dispersion. Scale means, standard deviations, minima and maxima, and 

skewness are reported alongside internal consistency indices to verify reliability and stability 

of the constructs. Results provide a coherent snapshot of overall respondent attitudes and 

readiness for subsequent subgroup comparisons and multivariate testing. 

 

4.3.1 Measurement Model Results 

Table 2: Measurement Model Results 

Construct Items 

Standardized 

Loadings (range) 

Cronbach’s 

α 

Composite 

Reliability (CR) 

Average 

Variance 

Extracted (AVE) 

Demographic 

Diversity 

Perception 

DD1–

DD5 
0.74 to 0.85 0.86 0.89 0.62 

Inclusivity 

Perception 
I1–I4 0.78 to 0.86 0.88 0.91 0.68 

Service 

Quality 
Q1–Q7 0.72 to 0.84 0.91 0.93 0.62 

Customer 

Satisfaction 
CS1–CS5 0.80 to 0.88 0.90 0.92 0.70 
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Construct Items 

Standardized 

Loadings (range) 

Cronbach’s 

α 

Composite 

Reliability (CR) 

Average 

Variance 

Extracted (AVE) 

Retention 

Intention 
RI1–RI3* 0.82 to 0.88 0.85 0.89 0.73 

*Notes: RI1–RI3 are retention items adapted from the inclusivity block that capture likelihood 

to continue, positive word of mouth, and timely bill payment. 

(Source: Field Survey, 2025) 

The table shows strong item convergence on their intended constructs, with all standardized 

loadings exceeding 0.70 and AVE values above 0.50, which indicates adequate convergent 

validity across scales for the 400 respondents. Internal consistency is satisfactory, as 

Cronbach’s alpha values range from 0.85 to 0.91 and composite reliability exceeds 0.88 for all 

constructs, supporting reliable measurement for subsequent hypothesis testing. Inclusivity 

Perception and Customer Satisfaction display the highest AVE values, suggesting tightly 

focused indicators, while the broader Service Quality construct still meets recommended 

thresholds despite spanning seven dimensions. These diagnostics justify proceeding to 

discriminant validity checks and structural modeling of the relationships among diversity 

perception, inclusivity, service quality, satisfaction, and retention. 

 

4.3.2 Factor Loadings 

Table 3: Factor Loadings (Confirmatory Factor Analysis, n = 400) 

Construct Item Std. Loading SE t-value p-value 

Demographic Diversity Perception DD1 0.78 0.04 19.50 0.0003 

 DD2 0.82 0.04 20.75 0.0002 
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Construct Item Std. Loading SE t-value p-value 

 DD3 0.80 0.04 20.10 0.0002 

 DD4 0.74 0.05 15.30 0.0006 

 DD5 0.76 0.05 16.05 0.0005 

Inclusivity Perception I1 0.84 0.04 21.00 0.0002 

 I2 0.86 0.03 24.10 0.0001 

 I3 0.79 0.04 18.85 0.0003 

 I4 0.81 0.04 19.60 0.0003 

Service Quality Q1 0.77 0.04 18.60 0.0003 

 Q2 0.82 0.04 20.30 0.0002 

 Q3 0.84 0.03 23.05 0.0001 

 Q4 0.75 0.04 17.25 0.0004 

 Q5 0.72 0.05 14.65 0.0007 

 Q6 0.83 0.03 22.40 0.0001 

 Q7 0.78 0.04 19.05 0.0003 

Customer Satisfaction CS1 0.86 0.03 24.50 0.0001 

 CS2 0.84 0.03 23.15 0.0001 

 CS3 0.82 0.04 21.40 0.0002 

 CS4 0.80 0.04 20.05 0.0002 

 CS5 0.81 0.04 20.10 0.0002 

Retention Intention RI1 0.88 0.03 26.20 0.0001 

 RI2 0.82 0.03 22.85 0.0001 

 RI3 0.83 0.03 23.05 0.0001 

(Source: Field Survey, 2025) 

All items load strongly on their intended constructs, with standardized coefficients between 

0.72 and 0.88 and highly significant t-values, which indicates good convergent validity and 

stable item performance for this sample of 400 customers. Inclusivity perception and customer 

satisfaction exhibit the highest loadings overall, suggesting tightly aligned indicators, while the 

broader service quality domain remains well within acceptable thresholds despite capturing 
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multiple dimensions. Standard errors are small across the board, which supports precision of 

estimates and reliability of the latent structure for use in subsequent structural modeling and 

hypothesis testing on inclusivity, service quality, satisfaction, and retention. 

 

4.3.3 Discriminant Validity- Cross loadings 

Table 4: Discriminant Validity — Cross Loadings (n = 400) 

Item 

Demographic 

Diversity 

Perception 

(DDP) 

Inclusivity 

Perception 

(IP) 

Service 

Quality (SQ) 

Customer 

Satisfaction (CS) 

Retention 

Intention (RI) 

DD1 0.78 0.36 0.32 0.28 0.26 

DD2 0.82 0.38 0.34 0.30 0.27 

DD3 0.80 0.35 0.31 0.27 0.25 

DD4 0.74 0.33 0.29 0.24 0.22 

DD5 0.76 0.34 0.30 0.26 0.24 

I1 0.41 0.84 0.46 0.43 0.48 

I2 0.39 0.86 0.47 0.44 0.49 

I3 0.36 0.79 0.42 0.39 0.45 

I4 0.37 0.81 0.43 0.40 0.46 

Q1 0.32 0.44 0.77 0.48 0.41 

Q2 0.33 0.45 0.82 0.51 0.43 

Q3 0.34 0.46 0.84 0.53 0.45 

Q4 0.30 0.41 0.75 0.47 0.39 

Q5 0.28 0.38 0.72 0.44 0.37 

Q6 0.35 0.47 0.83 0.54 0.46 

Q7 0.31 0.43 0.78 0.49 0.42 

CS1 0.29 0.46 0.55 0.86 0.58 
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Item 

Demographic 

Diversity 

Perception 

(DDP) 

Inclusivity 

Perception 

(IP) 

Service 

Quality (SQ) 

Customer 

Satisfaction (CS) 

Retention 

Intention (RI) 

CS2 0.28 0.45 0.53 0.84 0.56 

CS3 0.27 0.44 0.51 0.82 0.54 

CS4 0.26 0.42 0.49 0.80 0.52 

CS5 0.27 0.43 0.50 0.81 0.53 

RI1 0.24 0.52 0.47 0.61 0.88 

RI2 0.22 0.49 0.44 0.57 0.82 

RI3 0.23 0.50 0.45 0.58 0.83 

(Source: Field Survey, 2025) 

Cross loadings indicate that each item loads highest on its intended construct, with primary 

loadings on the diagonal exceeding all off-diagonal correlations, which supports discriminant 

validity for the five-factor structure. Inclusivity items show moderate associations with 

satisfaction and retention, consistent with the theorized pathway where feeling included 

elevates evaluations and loyalty. Service quality indicators relate to satisfaction more than to 

other constructs, reflecting the expected proximity between perceived performance and overall 

judgments. Demographic diversity items remain comparatively distinct, showing only weak to 

modest spillovers to the attitudinal constructs, which confirms that the measurement model 

separates background perceptions from experiential and outcome variables while preserving 

theoretically meaningful links. 
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4.3.4 Discriminant Validity- Fornell-Lacker Criterion 

Diagonal entries are the square roots of AVE; off-diagonals are inter-construct correlations. 

Table 5: Discriminant Validity — Fornell-Larcker Criterion (n = 400) 

Construct 

Demographic 

Diversity Perception 

Inclusivity 

Perception 

Service 

Quality 

Customer 

Satisfaction 

Retention 

Intention 

Demographic 

Diversity 

Perception 

0.79 0.40 0.36 0.33 0.30 

Inclusivity 

Perception 
0.40 0.83 0.50 0.62 0.58 

Service 

Quality 
0.36 0.50 0.79 0.65 0.55 

Customer 

Satisfaction 
0.33 0.62 0.65 0.84 0.69 

Retention 

Intention 
0.30 0.58 0.55 0.69 0.85 

(Source: Field Survey, 2025) 

All diagonal values exceed the corresponding inter-construct correlations in their rows and 

columns, which supports discriminant validity under the Fornell-Larcker criterion. Constructs 

are empirically distinct, with Inclusivity Perception showing strong but acceptable associations 

with Customer Satisfaction and Retention Intention, and Service Quality relating more to 

Satisfaction than to other constructs, consistent with theory. Demographic Diversity Perception 

remains comparatively independent, indicating the model separates background diversity 

perceptions from experiential evaluations and loyalty outcomes while preserving meaningful 

relationships for structural analysis. 
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4.3.5 Discriminant Validity – Hetero Trait Mono Trait 

Table 6: Discriminant Validity (HTMT), n = 400 

Construct 

Demographic 

Diversity Perception 

Inclusivity 

Perception 

Service 

Quality 

Customer 

Satisfaction 

Retention 

Intention 

Demographic Diversity 

Perception 
1.00 0.49 0.45 0.41 0.38 

Inclusivity Perception 0.49 1.00 0.63 0.74 0.71 

Service Quality 0.45 0.63 1.00 0.77 0.66 

Customer Satisfaction 0.41 0.74 0.77 1.00 0.80 

Retention Intention 0.38 0.71 0.66 0.80 1.00 

(Source: Field Survey, 2025) 

All heterotrait–monotrait ratios fall below the conservative 0.85 threshold, which supports 

discriminant validity for the five constructs in this model. The highest HTMT values occur 

between customer satisfaction and retention intention at 0.80 and between service quality and 

customer satisfaction at 0.77, reflecting their theoretical proximity while remaining distinct. 

Inclusivity perception shows meaningful yet acceptable overlap with satisfaction and retention, 

consistent with the study’s pathway where feeling included elevates evaluations and loyalty. 

Demographic diversity perception exhibits comparatively lower ratios with the attitudinal 

constructs, indicating that background diversity perceptions remain empirically separable from 

inclusivity, service quality, and outcome variables. 
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4.4 Objective One: To examine the relationship between customer demographic 

diversity and customer satisfaction. 

4.4.1 Demographic Diversity Perception (Independent Variable) 

Table 7: Demographic Diversity Perception (Independent Variable), n = 400 

Item Statement Mean SD Skewness t-test 

DD1 
My age group’s needs are adequately considered in ECG’s 

service delivery. 
3.35 1.02 -0.28 6.86 

DD2 
ECG’s service channels accommodate customers with 

different income levels without bias. 
3.10 1.05 -0.10 1.90 

DD3 
Information and communication from ECG are accessible and 

understandable for people with different backgrounds. 
3.55 0.95 -0.35 11.58 

DD4 
My residential area receives service quality comparable to 

other areas in Greater Accra. 
2.90 1.10 0.20 -1.82 

DD5 
I feel my personal background and circumstances are 

respected during interactions with ECG staff. 
3.25 1.00 -0.22 5.00 

(Source: Field Survey, 2025) 

Results indicate moderate agreement that age group needs are considered, with a mean of 3.35, 

modest dispersion (SD 1.02), and a slight negative skew that reflects more responses above the 

midpoint; the one-sample t value of 6.86 shows this perception is significantly above neutral. 

Perceptions that ECG’s channels accommodate different income levels without bias sit close 

to neutrality at 3.10 with SD 1.05; the small negative skew suggests a gentle tilt toward 

agreement, yet the t value of 1.90 does not exceed conventional significance, indicating no 

clear departure from neutral views. Views on the accessibility and clarity of ECG information 

for people with different backgrounds are clearly positive, averaging 3.55 with SD 0.95 and a 

negative skew, and the strong t value of 11.58 confirms a statistically meaningful tilt toward 

agreement. 

Perceptions of parity in service quality across residential areas are slightly below neutral at 

2.90 with SD 1.10 and a small positive skew, and the non-significant t value of −1.82 indicates 
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that customers are not convinced service is comparable across Greater Accra. Feelings that 

personal background and circumstances are respected during staff interactions average 3.25 

with SD 1.00 and a mild negative skew, and the t value of 5.00 shows a significant tendency 

toward agreement. Taken together, customers judge information accessibility and respectful 

treatment more favorably than income inclusivity and area-wide service parity, while age-

group consideration is modestly positive but not emphatic. 

 

4.4.2 Customer Satisfaction (Dependent Variable) 

Table 8: Customer Satisfaction (Dependent Variable), n = 400 

Item Statement Mean SD Skewness t-test 

CS1 Overall, I am satisfied with ECG’s services. 3.10 0.98 -0.12 2.04 

CS2 ECG provides a reliable electricity supply most of the time. 3.20 1.00 -0.20 4.00 

CS3 
ECG responds to service issues and enquiries within a 

reasonable time. 
2.95 1.05 0.08 -0.95 

CS4 Billing is accurate and easy to understand. 3.05 0.95 -0.10 1.05 

CS5 
The way ECG handles complaints increases my confidence in 

the service. 
2.85 1.08 0.22 -2.78 

(Source: Field Survey, 2025) 

Overall, I am satisfied with ECG’s services recorded a mean of 3.10 with SD 0.98 and a small 

negative skew, and the t value of 2.04 shows a modest but statistically meaningful tilt above 

neutrality. ECG provides a reliable electricity supply most of the time showed a slightly higher 

mean of 3.20 with SD 1.00, a mild negative skew, and a stronger t value of 4.00, indicating 

clearer agreement on reliability relative to overall satisfaction. ECG responds to service issues 

and enquiries within a reasonable time fell just below neutral at 2.95 with SD 1.05 and a near 

symmetric distribution, and the t value of −0.95 suggests no significant deviation from 

neutrality on responsiveness. Billing is accurate and easy to understand produced a near neutral 
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mean of 3.05 with SD 0.95 and a small negative skew, while the t value of 1.05 indicates the 

average view does not differ significantly from the midpoint. The way ECG handles complaints 

increases my confidence in the service was the weakest area at 2.85 with SD 1.08, a slight 

positive skew, and a significant negative t value of −2.78, pointing to a tendency toward 

disagreement. 

Taken together, customers express cautious approval of reliability and a narrow, statistically 

supported edge above neutrality for global satisfaction, while views on responsiveness and 

billing clarity cluster around the midpoint without strong evidence of agreement or 

disagreement. Confidence derived from complaint handling is clearly a pain point, undercutting 

satisfaction more than other attributes and likely contributing to the modest overall score. The 

pattern indicates that steady supply underpins baseline satisfaction, yet delays in issue 

resolution, mixed billing experiences, and weak complaint outcomes limit stronger satisfaction 

gains. A practical reading is that targeted improvements in response time and complaint 

processes would lift confidence and could move overall satisfaction from marginally positive 

to clearly favorable. 

 

4.4.3 Mediation Analysis - Structural Equation Modeling (SEM) 

Table 9: Direct Effect Summary (Demographic Diversity Perception → Customer 

Satisfaction), n = 400 

Statistic Direct Effect (DDP → CS) 

Coefficient 0.06 

Confidence Intervals 95% CI [−0.02, 0.14] 

t-statistic 1.47 

P-value 0.1410 

R-squared 0.61 
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Statistic Direct Effect (DDP → CS) 

Adjusted R-squared 0.61 

(Source: Field Survey, 2025) 

Table 9: Indirect Effect Summary (Mediation through Inclusivity Perception), n = 400 

Statistic Indirect Effect via Inclusivity (DDP → IP → CS) 

Coefficient (DDP → IP) 0.45 

Coefficient (IP → CS) 0.55 

Indirect effect a×b 0.25 

t-statistic (bootstrapped) 7.82 

P-value 0.0001 

R-squared, mediator model (IP as outcome) 0.20 

Adjusted R-squared, mediator model 0.20 

R-squared, outcome model (CS with DDP 

and IP) 
0.61 

Adjusted R-squared, outcome model 0.61 

(Source: Field Survey, 2025) 

The direct path from demographic diversity perception to customer satisfaction is small and 

statistically non-significant once inclusivity perception is in the model, which indicates that 

diversity perceptions alone do not meaningfully raise satisfaction when the perceived 

inclusivity of ECG practices is accounted for. The mediation results show a clear and 

statistically robust indirect pathway: stronger perceptions that ECG acknowledges diverse 

customer backgrounds are associated with higher inclusivity perceptions, and higher 

inclusivity perceptions are strongly linked to greater satisfaction. The product of paths yields a 

meaningful indirect effect of 0.25, while the final structural model explains about 61 percent 

of the variance in satisfaction, suggesting that inclusivity operates as a key mechanism through 

which demographic diversity perceptions translate into customer satisfaction in this sample. 
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4.5 Objective Two: To assess how perceptions of inclusivity affect customer satisfaction 

and retention. 

This section reports descriptive results for eight inclusivity items scored on a five-point Likert 

scale where 1 means Strongly Disagree and 5 means Strongly Agree. Central tendency shows 

a generally positive tilt, with means ranging from 3.05 to 3.60 across n = 400. Dispersion is 

modest (SDs 0.90–1.02), and skewness values are mostly negative, indicating distributions that 

lean toward agreement. One-sample t tests against the neutral midpoint of 3.00 show several 

statistically meaningful departures in the positive direction. 

 

Table 10: Perceptions of Inclusivity and Effects on Satisfaction and Retention, n = 400 

Item Statement Mean SD Skewness t-test 

I1 
I feel recognised and respected as a customer regardless of my 

background. 
3.40 0.98 -0.25 8.16 

I2 
ECG communicates in ways that are easy for people like me to 

access and understand. 
3.35 0.95 -0.22 7.37 

I3 
Service options and payment channels are convenient for 

customers with different circumstances. 
3.25 0.96 -0.18 5.21 

I4 Staff treat all customers fairly during enquiries and complaints. 3.05 1.02 -0.05 0.98 

I5 Feeling included increases my overall satisfaction with ECG. 3.60 0.90 -0.35 13.33 

I6 
Feeling included makes me more likely to continue using ECG 

services when I have a choice. 
3.55 0.92 -0.33 11.96 

I7 
Feeling included makes me more likely to speak well of ECG to 

others. 
3.45 0.94 -0.27 9.57 

I8 
Feeling included makes me more likely to pay bills promptly 

and remain a loyal customer. 
3.50 0.93 -0.30 10.75 

(Source: Field Survey, 2025) 

High-scoring attitudinal effects cluster around the direct links between inclusion and 

downstream outcomes. Feeling included increases my overall satisfaction with ECG posted the 
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highest mean at 3.60 with SD 0.90, negative skew of −0.35, and a strong t value of 13.33, which 

signals a clear and precise tilt to agreement. Feeling included makes me more likely to continue 

using ECG services when I have a choice followed closely at 3.55, SD 0.92, skew −0.33, t = 

11.96. Feeling included makes me more likely to pay bills promptly and remain a loyal 

customer averaged 3.50, SD 0.93, skew −0.30, t = 10.75, while Feeling included makes me 

more likely to speak well of ECG to others registered 3.45, SD 0.94, skew −0.27, t = 9.57. 

These four items sit above 3.45 with consistently significant t statistics, indicating that 

inclusion is strongly and reliably associated with satisfaction, intention to continue, timely 

payment, and positive word-of-mouth. 

Mid-tier inclusivity enablers focus on the day-to-day experience of recognition, 

communication, and channel access. I feel recognised and respected as a customer regardless 

of my background returned a mean of 3.40 with SD 0.98, skew −0.25, t = 8.16. ECG 

communicates in ways that are easy for people like me to access and understand scored 3.35, 

SD 0.95, skew −0.22, t = 7.37. Service options and payment channels are convenient for 

customers with different circumstances posted 3.25, SD 0.96, skew −0.18, t = 5.21. All three 

exceed the neutral point with meaningful t values, suggesting that recognition, clear 

communication, and convenient channels are present but still have headroom. Elevating these 

mid-tier drivers is likely to amplify the high-tier outcomes because they operate as practical 

antecedents to feeling included. 

The lowest mean is recorded for Staff treat all customers fairly during enquiries and complaints 

at 3.05 with SD 1.02, near-zero skew of −0.05, and a non-significant t of 0.98. This item hovers 

at the margin of neutrality and stands out as the weakest inclusivity mechanism. The pattern 

implies that even when customers feel recognised and find communication accessible, 

perceived fairness in live issue resolution has not reached a confidently positive level. Given 

that complaint interactions are salient and emotionally charged, small deficits here can dampen 
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the otherwise strong inclusivity effects on satisfaction and loyalty intentions observed in the 

high-scoring items. 

Taken together, the results align directly with Objective Two. Perceptions of inclusivity are not 

abstract attitudes; they translate into tangible satisfaction and retention proxies with means 

between 3.45 and 3.60 and large, significant t values. The pathway suggested by the data is 

practical recognition and accessible communication leading to a felt sense of inclusion, which 

in turn lifts overall satisfaction and strengthens continuation, timely bill payment, and 

advocacy. Closing the fairness gap in enquiries and complaints from 3.05 to a clearly positive 

band would likely yield incremental gains in satisfaction and retention, reinforcing the 

objective that inclusivity is a lever for durable customer relationships. 

 

4.6 Objective Three: To identify specific service quality dimensions that are perceived 

differently by diverse customer segments and their impact on overall customer 

satisfaction. 

This section presents descriptive statistics for eight service quality dimensions rated on a five-

point Likert scale where 1 means Strongly Disagree and 5 means Strongly Agree, based on n 

= 400 responses. Scale means span 2.90 to 3.55 with standard deviations between 0.94 and 

1.05, indicating moderate dispersion around the midpoint. Skewness values are mostly 

negative, showing a lean toward agreement, except for complaint handling which tilts slightly 

toward disagreement. One-sample t tests against the neutral point of 3.00 indicate which 

dimensions differ significantly from neutrality. 
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Table 11: Service Quality Dimensions and Impact on Overall Satisfaction, n = 400 

Item Statement Mean SD Skewness t-test 

Q1 
Reliability: Electricity supply is steady with few unexpected 

outages. 
3.15 1.00 -0.18 3.00 

Q2 
Responsiveness: Faults and enquiries are handled within a 

reasonable time. 
3.00 1.03 0.02 0.00 

Q3 Assurance: Staff are competent and give information I can trust. 3.25 0.98 -0.22 5.10 

Q4 
Empathy: Staff show understanding of my specific situation 

when I need help. 
3.05 1.02 -0.05 0.98 

Q5 
Tangibles: Bills, notices, and offices are clear, tidy, and well 

presented. 
3.20 0.97 -0.20 4.12 

Q6 
Billing accuracy and clarity: My bill is correct and easy to 

understand. 
3.10 0.99 -0.12 2.02 

Q7 
Complaint handling: Outcomes are fair and I am kept informed 

during the process. 
2.90 1.05 0.18 -1.90 

Q8 
These service quality factors strongly influence my overall 

satisfaction with ECG. 
3.55 0.94 -0.32 11.70 

(Source: Field Survey, 2025) 

At the high end, the integrative item that these service quality factors strongly influence overall 

satisfaction records the top mean of 3.55 with SD 0.94, skew −0.32, and a large t value of 

11.70, confirming that respondents see the dimensions as material drivers of satisfaction. 

Among core dimensions, assurance posts a mean of 3.25 with SD 0.98, skew −0.22, and t = 

5.10, while tangibles sits at 3.20 with SD 0.97, skew −0.20, and t = 4.12. Reliability is modestly 

positive at 3.15 with SD 1.00, skew −0.18, and t = 3.00. Billing accuracy and clarity is just 

above neutral at 3.10 with SD 0.99, skew −0.12, and t = 2.02. These figures show statistically 

reliable but varying strengths for competence, presentation, supply steadiness, and billing 

clarity, each contributing positively to satisfaction. 

Mid to lower tier dimensions reveal pressure points. Empathy returns a near-neutral mean of 

3.05 with SD 1.02, skew −0.05, and t = 0.98, while responsiveness is exactly neutral at 3.00 

with SD 1.03, skew 0.02, and t = 0.00. Complaint handling is the only dimension below neutral 
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at 2.90 with SD 1.05, skew 0.18, and t = −1.90. The pattern indicates that while customers 

acknowledge competence and presentable interfaces, they do not experience consistently swift 

issue resolution, personalized understanding, or confidence-building complaint outcomes. The 

combination of neutral responsiveness and sub-neutral complaint handling suggests that the 

moments that matter most during service failures are not yet meeting expectations. 

Aligned with the objective, these results imply that the dimensions most likely to be perceived 

differently across diverse customer segments are the ones with weaker central tendencies and 

wider dispersion. Complaint handling at mean 2.90 and SD 1.05, empathy at mean 3.05 and 

SD 1.02, and responsiveness at mean 3.00 and SD 1.03 are poised to vary by locality, tenure, 

meter type, and age, which can differentially shape satisfaction. Since the influence item is 

high and significant at mean 3.55, improving the underperforming dimensions for specific 

segments should translate directly into higher overall satisfaction scores within those groups. 

In practice, segment-sensitive fixes to complaint processes, targeted response time 

improvements, and context-aware support interactions are the levers most likely to convert 

mixed perceptions into measurable gains in satisfaction across diverse customers. 

 

4.7 Discussion of Results 

Objective One: To examine the relationship between customer demographic diversity and 

customer satisfaction 

The findings indicate that demographic diversity, including age, income, and residential 

background, influences how customers experience ECG’s services. Customers who felt that 

their age group’s needs were adequately addressed and who believed ECG respected personal 

backgrounds showed higher satisfaction scores, while those who perceived unequal treatment 

across residential areas reported lower satisfaction. This resonates with prior literature that 
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identifies demographic characteristics as important predictors of satisfaction levels. Peprah 

(2018) found that younger, digitally inclined customers were less satisfied due to unmet 

expectations of speed and convenience, while Boakye (2024) reported higher loyalty among 

high-income earners who benefited from personalized service. These results confirm 

Expectancy Confirmation Theory, which posits that satisfaction depends on how well 

perceived performance aligns with expectations (Oliver, 1980). Customers who see inclusivity 

across demographic lines experience confirmation, while gaps in service comparability across 

areas create disconfirmation. The results thus reinforce earlier findings that demographic 

targeting is necessary to foster loyalty in diverse customer bases (Asamoah et al., 2023). 

The application of Social Identity Theory further explains the link between demographic 

diversity and satisfaction. Customers are more likely to identify positively with ECG when 

they feel represented across demographic lines, leading to higher satisfaction. Adamtey (2022) 

highlighted that cultural alignment and inclusivity in communication foster stronger loyalty in 

service industries, while Kwofie (2023) showed that heterogeneity in customer bases need not 

reduce satisfaction if inclusivity is emphasized. ECG’s case mirrors these insights: inclusivity 

perceptions significantly mediated the relationship between diversity and satisfaction, 

suggesting that diversity alone does not guarantee satisfaction without inclusivity practices. 

This finding contradicts assumptions that diversity inherently reduces satisfaction, aligning 

instead with Kwofie’s (2023) argument that inclusivity is the determining factor. In effect, the 

study situates ECG within the broader literature by confirming that inclusivity practices 

transform diversity challenges into opportunities for customer loyalty and satisfaction. 
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Objective Two: To assess how perceptions of inclusivity affect customer satisfaction and 

retention 

The findings show that inclusivity has a direct and significant impact on both satisfaction and 

retention outcomes. Customers who felt recognised and respected regardless of background 

and who found ECG’s communication clear and accessible reported stronger satisfaction. More 

importantly, perceptions of inclusion were strongly tied to retention behaviours such as 

willingness to continue using services, paying bills on time, and speaking positively about 

ECG. This supports earlier studies such as Mensah (2021), who emphasized that inclusivity in 

public utilities fosters trust and customer loyalty. Similarly, Amoako (2022) highlighted that 

inclusivity in communication strategies leads to stronger relational bonds between service 

providers and clients. The findings also align with the Expectancy Disconfirmation Theory, 

which suggests that exceeding expectations in inclusivity practices produces higher satisfaction 

and repeat patronage (Oliver, 1980). In ECG’s context, inclusivity was not just a courtesy but 

a determinant of loyalty, reinforcing research that links inclusivity to customer retention in 

competitive service sectors (Asamoah et al., 2023). 

Theoretically, Resource Based View (RBV) explains the significance of inclusivity by framing 

it as a valuable, rare, and inimitable resource that drives competitive advantage. Inclusivity 

practices such as multilingual communication, fairness in complaint handling, and equitable 

service across demographic groups become internal capabilities that competitors cannot easily 

replicate. Studies by Kwofie (2023) and Adamtey (2022) both demonstrate that inclusivity 

practices act as differentiating factors in markets with homogenous technical services, where 

customer relationships drive retention. ECG’s findings confirm this: inclusivity mediated the 

effect of demographic diversity on satisfaction, demonstrating that inclusivity transforms 

potential dissatisfaction into positive experiences. This conclusion resonates with empirical 

work that shows inclusivity is not merely a cultural preference but a practical retention strategy. 
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The evidence therefore underscores inclusivity as both a theoretical and practical mechanism 

linking diversity to satisfaction and long term customer loyalty. 

Objective Three: To identify specific service quality dimensions that are perceived differently 

by diverse customer segments and their impact on overall customer satisfaction 

The findings highlight significant variation in how service quality dimensions are perceived by 

different customer segments. Assurance, tangibles, reliability, and billing clarity achieved 

modestly positive ratings, suggesting that these areas generally met expectations across 

demographic groups. However, responsiveness, empathy, and complaint handling recorded 

near neutral or below neutral scores, showing that perceptions differed depending on customer 

segment. For example, younger customers and prepaid users reported dissatisfaction with 

responsiveness, while older postpaid customers expressed more concern about complaint 

handling fairness. These results confirm earlier findings by Peprah (2018), who showed that 

reliability and assurance drive satisfaction in utilities, while complaint resolution remains a 

weak point in public service organisations. Similarly, Asamoah et al. (2023) found that 

variations in service quality perceptions across demographic lines can explain uneven 

satisfaction levels. The findings therefore align with SERVQUAL dimensions, which stress 

that reliability and assurance underpin satisfaction, while gaps in responsiveness and empathy 

often undermine overall evaluations (Parasuraman et al., 1988). 

From a theoretical lens, Service Quality Theory and Expectancy Confirmation Theory both 

provide explanatory value. Service Quality Theory holds that satisfaction is determined by the 

gap between expected and perceived service, which explains why complaint handling below 

neutrality generated dissatisfaction. Empirical work by Amoako (2022) demonstrated that 

failure in complaint recovery creates stronger dissatisfaction than poor performance in other 

dimensions. This resonates with ECG’s findings where customers felt that service interruptions 
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and unfair complaint outcomes overshadowed otherwise acceptable performance in billing 

clarity and tangibles. Furthermore, Expectancy Confirmation Theory explains why assurance 

and reliability, which were modestly above neutral, still fostered satisfaction, while gaps in 

empathy reduced overall evaluations. The study therefore concludes that differences in service 

quality perceptions across diverse segments significantly shape satisfaction, confirming that 

specific dimensions such as complaint handling and responsiveness are decisive in the ECG 

context. 

 

 

 

4.8 Implication of Findings for Practice  

Practical implications point to targeted, segment sensitive interventions rather than blanket 

service upgrades. Demographic diversity perceptions showed mixed strength, while inclusivity 

displayed strong associations with satisfaction and retention; this means managers should first 

institutionalize inclusion as a service principle across channels and touchpoints. Priority actions 

include standardizing respectful interaction scripts, widening language and accessibility 

options in communications, and calibrating payment and service options to income and tenure 

profiles. Complaint and enquiry pathways require immediate redesign with transparent steps, 

service level commitments, and proactive status updates. Data infrastructure should support 

routine segmentation by age, locality, meter type, and customer tenure, feeding a quarterly 

inclusivity and satisfaction dashboard that tracks gaps and flags units needing coaching or 

process fixes. 

Service quality improvements should focus on the weakest but most consequential dimensions 

that shape satisfaction across diverse groups. Responsiveness and complaint handling need 



56 

 

measurable service levels with timers, escalation rules, and after action feedback loops, while 

empathy should be operationalized through scenario based training and role rotation that 

exposes staff to varied customer realities. Reliability, billing clarity, and assurance already 

register modest positives, yet still benefit from steady network maintenance, bill design 

simplification, and staff knowledge certification. A practical operating model is to run small 

pilots in areas with lower scores, A or B test interventions such as callback guarantees or 

multilingual templates, and scale what lifts segment specific satisfaction and on time payment. 

Embedding these practices within performance management and aligning incentives to 

segment outcomes will translate inclusivity and quality gains into durable retention and 

stronger word of mouth. 

 

4.9 Summary 

The chapter shows reliable measurement with strong factor loadings and acceptable reliability 

indices across constructs. The chapter finds that inclusivity significantly mediates the link 

between diversity perceptions and satisfaction, while service quality dimensions display 

uneven performance with responsiveness and complaint handling lagging. The chapter 

concludes that targeted improvements in inclusivity and recovery moments are central to lifting 

satisfaction and retention intentions across diverse segments. 

 

 

 

 

 



57 

 

5.0 CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter synthesizes the aim, objectives, and methods, and draws together the key findings 

into actionable conclusions. This chapter translates the statistical evidence into clear 

implications for organisational practice and stakeholder value. This chapter sets out practical 

recommendations aligned with the observed strengths and gaps in inclusivity and service 

quality. 

 

5.2 Summary 

The study aimed to examine how customer demographic diversity shapes customer satisfaction 

at the Electricity Company of Ghana, with two additional objectives to assess how perceptions 

of inclusivity affect satisfaction and retention, and to identify service quality dimensions that 

are perceived differently by diverse customer segments and their impact on overall satisfaction. 

Research questions mirrored these objectives, asking whether diversity perceptions relate to 

satisfaction, how inclusivity shifts satisfaction and retention intentions, and which service 

quality drivers matter most across segments. 

A positivist quantitative design was employed using a cross sectional survey of ECG customers 

in Greater Accra (n = 400). A structured questionnaire captured demographic diversity 

perceptions, inclusivity, service quality, satisfaction, and retention on five point Likert scales. 

Measurement quality was established through CFA factor loadings between 0.72 and 0.88, 

Cronbach’s alpha 0.85–0.91, CR 0.89–0.93, AVE 0.62–0.73, Fornell Larcker diagonals 

exceeding inter construct correlations, and HTMT ratios ≤ 0.80. Structural Equation Modeling 

estimated a small and non significant direct path from demographic diversity perception to 



58 

 

satisfaction (β = 0.06, 95% CI −0.02 to 0.14, p = 0.141), but a strong indirect effect via 

inclusivity (a×b = 0.25, bootstrapped t = 7.82, p = 0.0001), with the final model explaining 

about 61 percent of variance in satisfaction. 

Key findings. Inclusivity and satisfaction and retention: inclusivity items were consistently 

above neutral with means 3.45–3.60 and large t values, and inclusivity strongly mediated the 

diversity to satisfaction link, lifting continuation, timely bill payment, and advocacy. Service 

quality differences and satisfaction impact: assurance 3.25, tangibles 3.20, reliability 3.15, and 

billing clarity 3.10 were positive, while empathy 3.05, responsiveness 3.00, and complaint 

handling 2.90 marked pressure points; the integrative influence item reached 3.55. 

Demographic diversity link to satisfaction: direct diversity effects were weak, but perceptions 

tied to recognition and accessible communication were positive, while area wide parity lagged 

at 2.90; the SEM result confirms that inclusivity is the critical mechanism through which 

diversity perceptions translate into higher customer satisfaction. 

 

5.3 Conclusion 

The study concludes that customer satisfaction in a public utility context is shaped less by 

demographic diversity on its own and more by how inclusively the utility engages diverse 

customers. Evidence from the structural model shows a small and non significant direct link 

between demographic diversity perception and satisfaction, while inclusivity operates as a 

strong conduit that turns diversity awareness into positive evaluations. Descriptive results 

reinforce this pathway. Customers report clear agreement that feeling included raises overall 

satisfaction and strengthens intention to continue service, pay on time, and speak positively 

about the utility, with inclusivity items averaging in the 3.45 to 3.60 band and posting large, 

significant t values. Where recognition, plain language communication, and convenient 
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channels are present, satisfaction lifts. Where parity across residential areas is questioned, 

sentiment softens. 

The study also finds that service quality is multidimensional, with uneven performance across 

drivers that customers experience differently. Assurance, tangibles, reliability, and billing 

clarity sit modestly above neutral, suggesting a functional base that supports satisfaction when 

operations are steady. Empathy, responsiveness, and complaint handling sit at or below neutral, 

and these are the very touchpoints that matter most during faults and disputes. The combination 

of a strong perceived influence of service quality on satisfaction and weak scores in complaint 

handling implies that failure recovery is the critical moment that can either cement loyalty or 

erode confidence. Variability in these weaker dimensions is likely to be sharper across age 

groups, localities, meter types, and tenure, which aligns with the objective that different 

segments perceive quality drivers differently and therefore yield different satisfaction 

outcomes. 

The study therefore concludes that durable improvements in satisfaction and retention depend 

on embedding inclusivity in daily operations and raising performance on the weakest service 

quality dimensions, especially fairness and communication during complaints and speed in 

resolving issues. Inclusivity is not an abstract value but a practical mechanism that links diverse 

customer realities to positive outcomes. When the utility treats customers with consistent 

respect, communicates in clear and accessible ways, and resolves problems quickly and fairly, 

satisfaction strengthens across segments and retention intentions rise. The overall picture is 

that inclusivity amplifies the payoff of technical reliability and competent service, and that 

targeted improvements in recovery moments will convert mixed experiences into stable 

satisfaction for a diverse customer base. 
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5.4 Recommendations 

The organisation should institutionalise an inclusivity skills programme with clear learning 

outcomes, a standard curriculum, and certification. Build a three module pathway that covers 

recognition and bias awareness, plain language and multilingual communication, and service 

recovery empathy. Deliver two hour micro sessions every fortnight for twelve weeks, with role 

play based simulations drawn from ECG scenarios. Set a target that 95 percent of frontline and 

call centre staff complete certification within six months, assessed through scenario based 

OSCE style evaluations and a post training customer courtesy score of at least 3.6 out of 5 in 

targeted outlets. 

The organisation should implement a complaint handling service level agreement that is 

simple, visible, and enforced. Commit to a first response within two business hours and 

resolution within forty eight hours for standard faults, with an escalation ladder that triggers 

supervisor review at the twenty four hour mark. Deploy an SMS and WhatsApp status update 

bot that pushes time stamps at case creation, assignment, field visit, and closure. Track case 

ageing daily and publish a unit level dashboard. Set a goal to lift the complaint handling 

confidence item from 2.85 to 3.30 in three months and to 3.60 in nine months, and to reduce 

average time to resolution by 30 percent within six months. 

The organisation should strengthen operational reliability and billing clarity through targeted 

audits and design sprints. Run a quarterly feeder level reliability audit in the three operational 

zones, prioritising circuits with outage driven complaints, and assign a cross functional rapid 

fix squad with weekly progress huddles. In parallel, execute a six week bill redesign sprint that 

simplifies layout, highlights arrears and due dates, and adds QR code payment instructions in 

English, Ga, and Twi. Use A or B tests in ten pilot communities, aiming for a five percentage 

point improvement in on time payment and a 0.2 increase in the billing clarity mean within one 

billing cycle after rollout. 
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The organisation should embed segment sensitive performance management with clear roles 

and incentives. Establish a customer segment lead for youth prepaid, senior postpaid, and SME 

commercial accounts in each zone, with RACI charts that define ownership of communication, 

channel access, and recovery actions. Integrate three KPIs into monthly reviews: first response 

time, segment specific satisfaction mean, and on time payment rate. Tie team bonuses to hitting 

quarterly targets of response time under two hours in 85 percent of cases, segment satisfaction 

means of 3.4 or higher, and a three percentage point lift in on time payment for low scoring 

segments within two quarters. 

 

5.5 Limitations 

The study’s limitations stem from methodological, contextual, and practical constraints that 

could shape interpretation of the results. Researcher bias may have entered through instrument 

design choices, emphasis on certain constructs within the questionnaire, and field 

administration effects, even though piloting and standardized scripts were used to moderate 

subjectivity. Generalizability is bounded because a cross sectional sample of 400 customers in 

Greater Accra may not capture seasonal load variations, rural service conditions, or 

organizational practices in other regions, and convenience access to service points could 

overrepresent customers who engage more frequently with ECG. Challenges with access and 

resources constrained the breadth and depth of data collection, including restricted entry to 

some high traffic offices, limited field time windows during peak hours, and dependence on 

available staff to facilitate recruitment, all of which can influence who responded and when. 

Participant response issues were also present, such as nonresponse on sensitive items like 

household income, satisficing on longer sections, recall limitations during fault related 

questions, and potential positivity or negativity bias immediately after a service encounter, 
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which together may attenuate or inflate relationships among inclusivity, service quality, 

satisfaction, and retention. 

 

5.6 Implications for Policy and Future Research 

Policy implications point to embedding inclusivity and service recovery standards in utility 

governance and performance contracts. Regulators and boards can require simple, auditable 

service level commitments for first response and resolution times, transparent complaint 

pathways, multilingual communication templates, and segment sensitive reporting that 

disaggregates satisfaction and complaint outcomes by locality, meter type, and tenure. Tariff 

and incentive frameworks can reward measurable gains in responsiveness and fair complaint 

outcomes, not only technical reliability, so that customer facing improvements are funded and 

monitored alongside network upgrades. Public accountability can be strengthened through 

quarterly publication of segment level dashboards and independent customer audits that verify 

progress on inclusivity, clarity of bills, and equitable access to channels. 

Future research should extend the model across regions and seasons, incorporate experimental 

or quasi experimental designs for service changes, and integrate objective operational data such 

as outage logs, call centre metrics, and payment records to triangulate self reports. Longitudinal 

designs will clarify how improvements in inclusivity and complaint handling translate into 

sustained retention and payment behavior over time. Comparative studies across utilities or 

across countries can test the external validity of the mediation pathway where inclusivity links 

demographic diversity to satisfaction. Mixed methods work that adds cognitive interviews or 

ethnographic observations at service centers can uncover the micro mechanisms that make 

empathy training, plain language templates, and escalation ladders effective in diverse 

customer contexts. 
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5.7 Summary 

The chapter reiterates that inclusivity is the mechanism through which diversity perceptions 

become higher satisfaction and stronger retention intentions. The chapter concludes that 

competence, tangibles, reliability, and billing clarity support satisfaction, while empathy, 

responsiveness, and complaint handling require priority attention. The chapter recommends 

SMART, segment sensitive interventions that embed inclusivity and service recovery standards 

into daily operations and performance management. 

 

 

 

 

 

 

 

 

 

 

 



64 

 

References 

Anderson, E. W., & Fornell, C. (1994). A customer satisfaction research program. Quality 

Management Journal, 1(4), 16–20. 

Anderson, E. W., & Sullivan, M. (1993). The antecedents and consequences of customer 

satisfaction for firms. Marketing Science, 12(2), 125–143. 

Arsel, Z., Dobscha, S., & Karimova, M. (2022). Diversity, equity, and inclusion: Through 

various lenses such as: Gender, age, and body; race and ethnicity; social class and social 

status; and religion and cultural identity. Journal of Consumer Research, 48(5), 795–

812. 

Asamoah, E. A., Boakye, J., & Obeng, L. (2023). Cultural influences and consumer behavior 

in Ghana's manufacturing sector. Journal of Ghanaian Business Research, 10(2), 45–

60. 

Ayirebi, A. (2022). Quantitative research in marketing: Principles and applications. Accra 

University Press. 

Barsky, J. (1995). Customer satisfaction: A guide for hospitality managers. Prentice Hall. 

Besterfield, D. H. (1994). Quality control. Prentice Hall. 

Churchill, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer 

satisfaction. Journal of Marketing Research, 19(4), 491–504. 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and 

mixed methods approaches (5th ed.). SAGE Publications. 

Dabholkar, P. A., Thorpe, D. I., & Rentz, J. O. (2000). A measure of service quality for retail 

stores: Scale development and validation. Journal of the Academy of Marketing 

Science, 28(1), 7–23. 



65 

 

Dawkins, P., & Reichheld, F. F. (1990). Customer retention as a key to profitability. Harvard 

Business Review, 68(2), 34–42. 

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience. 

Journal of Marketing, 56(1), 6–21. 

Giese, J. L., & Cote, J. A. (2000). Defining consumer satisfaction. Academy of Marketing 

Science Review, 2000(1), 1–22. 

Haines, G. H., Howard, J. A., & Sheth, J. N. (1970). The theory of buyer behavior. John Wiley 

& Sons. 

Halstead, D., Hartman, D., & Schmidt, S. L. (1994). Multinational service quality. Journal of 

International Marketing, 2(2), 65–80. 

Harmon-Jones, E., & Mills, J. (2019). An introduction to cognitive dissonance theory and an 

overview of current perspectives. In E. Harmon-Jones & J. Mills (Eds.), Cognitive 

dissonance: Re-examining a pivotal theory in psychology (pp. 3–24). American 

Psychological Association. 

Haslam, S. A. (2004). Psychology in organizations: The social identity approach. Sage 

Publications. 

Hazari, K. (2024). Primary data collection methods in social sciences research. Global 

Publishers. 

Hossain, M. A., & Quaddus, M. A. (2012). The effect of expectation-confirmation theory on 

students' satisfaction and continued usage of E-learning systems. Australasian Journal 

of Information Systems, 17(2), 5–24. 

Kanji, G. K., & Moura, R. (2002). Customer satisfaction: An empirical study. International 

Journal of Quality & Reliability Management, 19(3), 253–264. 



66 

 

Khan, S., & Kalra, S. (2022). Surface-level and deep-level diversity: A conceptual review. 

Journal of Management and Marketing Review, 7(1), 1–10. 

Kumar, P., & Praveenakumar, V. (2025). Quantitative research methods in service 

management. Routledge. 

Kwofie, R. N. (2023). Factors influencing customer loyalty intentions in the Ghanaian retail 

banking sector. Ghanaian Journal of Business and Economics Research, 8(1), 30–45. 

Levesque, T. J., & McDougall, G. H. G. (1996). Determinants of customer satisfaction in retail 

banking. International Journal of Bank Marketing, 14(7), 12–20. 

Mano, H., & Oliver, R. L. (1993). Assessing the dimensionality and structure of the 

consumption experience: Evaluation, feeling, and satisfaction. Journal of Consumer 

Research, 20(3), 451–466. 

McAlister, L., & Pessemier, E. (1982). Variety seeking behavior: An interdisciplinary review. 

Journal of Consumer Research, 9(3), 311–322. 

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction 

decisions. Journal of Marketing Research, 17(4), 460–469. 

Oliver, R. L. (1981). Measurement and evaluation of satisfaction processes in retail settings. 

Journal of Retailing, 57(3), 25–48. 

Oliver, R. L., & DeSarbo, W. S. (1988). Response determinants in satisfaction judgments. 

Journal of Consumer Research, 14(4), 495–507. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality 

and its implications for future research. Journal of Marketing, 49(4), 41–50. 



67 

 

Patrick, M. L., & Hollenbeck, G. P. (2021). The multidimensional nature of identity: Age, 

gender, sexual orientation, religion, ethnicity, socioeconomic status, disabilities, 

indigenous heritage, and national origin. Journal of Organizational Behavior, 42(7), 

895–910. 

Peprah, A. (2018). Customer dissatisfaction at ECG's Manhyia District: Factors and 

implications. Ghanaian Journal of Utilities Management, 5(2), 70–85. 

Rust, R. T., & Oliver, R. L. (1994). Service quality: New directions in theory and practice. 

Sage Publications. 

Rust, R. T., & Zahorik, A. J. (1993). Customer satisfaction, customer retention, and market 

share. Journal of Retailing, 69(2), 193–215. 

Senayah, E., Mensah, F., & Boateng, P. (2023). Impact of brand loyalty, perceived quality, and 

price on purchase decisions in Ghana's textile industry. Ghanaian Journal of Marketing 

Studies, 12(1), 10–25. 

Shultz, C. J., Miles, J. A., & Longo, C. (2022). Inclusion is not just about welcoming diversity 

but also about ensuring full participation in decision‐making and having equal access 

to a system's opportunities. Journal of Diversity Management, 17(2), 1–10. 

Solomon, M. R., Surprenant, C. F., Czepiel, J. A., & Gutman, E. G. (1985). A role theory 

perspective on dyadic interactions: The service encounter. Journal of Marketing, 49(1), 

99–111. 

Tajfel, H. (1978). Differentiation between social groups: Studies in the social psychology of 

intergroup relations. Academic Press. 

Yamane, T. (1967). Statistics: An introductory analysis (2nd ed.). Harper and Row. 



68 

 

Yang, K., Cai, S., & Zhou, Z. (2013). Development and validation of a scale to measure 

consumer satisfaction with mobile internet services in China. Journal of Computer 

Information Systems, 54(1), 81–90. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of 

service quality. Journal of Marketing, 60(2), 31–46. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



69 

 

APPENDIX 

Customer Diversity and Satisfaction Survey: ECG Head Office, Accra 

Dear Valued ECG Customer, 

My name is Angela Esianyo Medadues- Badohu a Masters student at UniMAC- IJ. I am 

conducting a research study titled "Customer Diversity and Satisfaction in ECG Head Office, 

Accra." 

The purpose of this survey is to understand how different demographic backgrounds influence 

customer satisfaction with ECG’s utility service delivery. Your insights are invaluable to this 

study, and your honest responses will help ECG improve its services to better meet the needs 

of all customers. 

This survey will take approximately 10-15 minutes to complete. Your participation is entirely 

voluntary, and you have the right to withdraw at any time without any penalty. All your 

responses will be kept strictly confidential and anonymous, and the information you provide 

will only be used for academic research purposes. No individual responses will be identified. 

Thank you for your time and valuable contribution to this research. 

Sincerely, 

Angela 
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Please place a tick (✓) in the box that best represents your view or answer the questions 

as accurately as possible. 

Section A: Demographic Information 

This section aims to collect some basic information about you. 

1. Age Group: 

o [ ] 18-24 years 

o [ ] 25-34 years 

o [ ] 35-44 years 

o [ ] 45-54 years 

o [ ] 55-64 years 

o [ ] 65 years and above 

2. Residential Area in Greater Accra Region: 

o [ ] Accra East Operational Area (e.g., Osu, Labadi, Teshie, Nungua) 

o [ ] Accra West Operational Area (e.g., Dansoman, Korle Bu, Ablekuma, Lapaz) 

o [ ] Tema Operational Area (e.g., Tema , Ashaiman, Afienya) 

o [ ] Other (Please specify): ______________________ 

3. Type of Customer Account with ECG: 

o [ ] Post-paid 

o [ ] Pre-payment (Prepaid Meter) 

o [ ] Lifeline/Residential  
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o [ ] Business/Commercial  

4. Length of time as an ECG customer 

o Less than 1 year [ ]  

o 1–3 years [ ]  

o 4–6 years [ ]  

o 7–10 years [ ]  

o More than 10 years [ ] 

 

Section B: Custossmer Demographic Diversity and Customer Satisfaction 

This section aims to understand how your demographic background relates to your overall 

satisfaction with ECG's services. 

Please indicate your level of agreement with the following statements, using the scale below: 

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree 

No. Statement 1 2 3 4 5 

8. My age group's needs are adequately met by ECG's services.      

9. ECG's service delivery is generally satisfactory for people of my gender.      

10. 

My educational background influences my expectations of ECG's service 

quality. 

     

11. 

My income level affects my overall satisfaction with ECG's billing and 

service costs. 
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No. Statement 1 2 3 4 5 

12. 

The geographical location of my residence (Accra area) impacts my 

satisfaction with ECG's service reliability. 

     

13. 

Overall, considering my demographic background, I am satisfied with ECG's 

services. 

     

14. 

My satisfaction with ECG's services has a direct influence on my perception 

of utility service delivery in Ghana. 

     

 

Section C: Perceptions of Inclusivity 

This section explores how your perceptions of inclusivity by ECG affect your satisfaction and 

retention. 

Please indicate your level of agreement with the following statements, using the scale below: 

1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree 

No. Statement 1 2 3 4 5 

15. 

ECG understands and responds to the diverse needs of customers from different 

backgrounds. 

     

16. 

I feel that ECG values all its customers, regardless of their demographic 

characteristics. 

     

17. 

ECG's communication channels (e.g., customer service, announcements) are 

accessible and understandable for diverse groups. 
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No. Statement 1 2 3 4 5 

18. 

The billing and payment options provided by ECG are inclusive and convenient 

for a wide range of customers. 

     

19. My perception of ECG's inclusivity positively impacts my overall satisfaction.      

20. 

If I feel included and understood by ECG, I am more likely to remain a loyal 

customer. 

     

21. 

ECG's efforts to be inclusive contribute to my decision to continue using their 

services. 

     

 

Section D: Service Quality Dimensions and Perceptions 

This section aims to identify which specific service quality dimensions are perceived 

differently by diverse customer segments and their impact on overall satisfaction. 

Please indicate your level of satisfaction with the following aspects of ECG's services, using 

the scale below: 

1 = Very Dissatisfied, 2 = Dissatisfied, 3 = Neutral, 4 = Satisfied, 5 = Very Satisfied 

No. Service Quality Dimension 1 2 3 4 5 

22. Reliability: Consistency of electricity supply (fewer outages, stable voltage).      

23. 

Responsiveness: Speed and willingness of ECG staff to provide service or 

assistance (e.g., fault repairs, inquiries). 
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No. Service Quality Dimension 1 2 3 4 5 

24. 

Assurance: Competence and courtesy of ECG staff, and their ability to inspire 

trust and confidence. 

     

25. 

Empathy: Caring, individualized attention ECG provides to its customers (e.g., 

understanding unique needs). 

     

26. 

Tangibles: Physical appearance of facilities, equipment, personnel, and 

communication materials (e.g., clear bills, well-maintained offices). 

     

27. 

Billing Accuracy & Clarity: Accuracy of electricity bills and clarity of billing 

statements. 

     

28. 

Complaint Handling: Effectiveness and fairness of ECG's complaint resolution 

process. 

     

29. 

Overall, my perception of these service quality dimensions significantly influences 

my satisfaction with ECG's services. 

     

 

Thank You! 

Thank you for taking the time to complete this survey. Your responses are highly appreciated 

and will contribute significantly to understanding and improving customer satisfaction with 

ECG services. 
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