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Abstract 

This study is a descriptive research aimed at accessing and describing customers’ expectation and 

perception of service quality in the banking industry of Ghana, and subsequently identifying 

the dimensions of service quality that drives customer perceived service quality in the 

banking industry of Ghana. The target population of the study was customers of universal banks in 

Ghana. In all 1000 customers of universal banks in Ashanti region were selected as the sample size of 

the study. The findings of the study revealed that the critical factors of service quality among 

universal banks in Ghana are five factors which are named: Physical Environment, 

Reliability, Responsive, Assurance and Empathy. Customers’ perception of the level of 

excellence of service quality of the universal banks was found to be below their expectation. 

However, customers’ perception of the level of excellence of physical environment 

dimension and the reliability dimension were found to be of customers’ expectations. The 

findings of the study revealed that the most influential dimension that drives customers 

perception of overall service quality is the empathy dimension. It was found that background 

characteristics such as gender, age, income level, and academic qualifications of customers of 

universal banks have significant influence on customers’ perception and expectation of 

service quality. It is recommended that greater emphasis should be placed on empathy since it 

is found to be the most influential factor of overall service quality perception of customers of 

universal banks in Ghana. Policy makers of universal banks should factor in customers’ 

background characteristics when formulating policies on improving service quality. Future 

studies are encouraged to perform a cross country comparison and compare their findings in 

other African countries with the results of current study.   
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CHAPTER ONE  

INTRODUCTION  

Overview 

This chapter presents the introduction to the study. It entails the research background, 

research problem statement, research purpose, research questions, research importance, and 

study outline.  

1.1 Research Background 

In the past, products were the determinants of business success. The most successful firms 

were firms that were able to produce high quality products. Indeed, today quality products are 

still crucial in business success.  However, the quality issues of the past are quite different 

from the quality issues of today. In the past, quality was defined and determined from the 

producers’ or service providers’ perspective with little or no consideration of the customer 

expectations and perceptions. Customers were perceived not to know what they want and 

therefore accept what is available. This was the era of mass marketing. The mass marketing 

technique was effective that time because competition was less and consumers were not as 

sophisticated and informed as today.  

In today’s marketing environment, the customer has become the centre of all business 

decision right from the conception of a product to the delivery of the product. Customer-

centric marketing policies and processes are really important. The antecedents of the recent 

status of the customer in marketing and business operations are the intense global 

competition, emergence of service driven economies, increasing customer awareness and 

sophistication and advancement in information technology (Hamdallah and Evelyn, 2010). It 

is now a common knowledge that the success of every business organization hinges on how 
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their customers are served and how the customers evaluate and perceive such services. The 

nature of the service may not matter but the value customers place on such service is of 

significant importance in customer’s acquisition and retention.  

Customer-centric marketing philosophy has received high level of attention from marketing 

practitioners and academicians. Business organizations have embraced this philosophy and 

they are practicing it today. Also, Kotler (2006) observed that business organizations are now 

striving to understand their customers so that they could build long-term profitable 

relationship with them. In academia, numerous studies have been conducted on customer 

satisfaction, customer retention and customer perceived service quality in different settings.  

Most of the researchers suggest the incorporation of customers view of what they need, want 

and dislike (complaints) in the entire process of production (Gronroos, 2000; Kotler and 

Keller, 2006). This suggestion is laudable because it is better to hear from the customers 

rather than trying to think for them.  

The ultimate aim of all marketing activities in today’s corporate world is to acquire and retain 

profitable customers. In practice, it is believed that it is six times cheaper to retain existing 

customers than to acquire new customers in today’s intensive competitive business 

environment (Reichheld, 1996). It is empirically indicated that customer retention is 

influenced by three interdependent factors: service quality and value influence customer 

satisfaction (CS) or dissatisfaction (DS) (Thompson 2004), customer satisfaction or 

dissatisfaction influence customer loyalty and according to Reichheld (1996), customer 

retention is influenced or determined by the level of customer loyalty. Since retain existing 

customers is much cheaper than acquiring new once, perceived services quality, customer 

satisfaction and customer loyalty are crucial success factors for every business organization. 

The relationship between these factors is diagrammatically represented below.  
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Figure 1: Relationship between Service Quality, Customer Satisfaction and Customers 

Loyalty (Authors, 2011) 

 

In the literature of customer-centric marketing, customer perceived quality is the most 

influential determinant of customer satisfaction (Thompson 2004; Gronros at-al 1996; Xu et 

al 2002; Dyche 2001; Yals & Knox 2001; Stone 2000).There is no doubt that this view has 

influenced the practices of customer management and have made customer perceived service 

quality management the pre-occupation of every business echelon.  

In academia this view has led to significant number of researches on conducting customer 

perceived service quality which resulted in the development of many service quality models 

for different industries including the banking industry.  

The story of customer retention and its indicators in the case of the banking industry in Ghana 

is not different from what is in the literature.  The banking industry has become one of the 

very competitive industries in recent time. The deregulation of the financial sector have led to 

proliferation of all kinds of financial institutions ranging from savings and loans firms, 
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investment organizations, rural banks to commercial or what is popularly known as universal 

banks in the banking industry.  

The recent level of competition in the industry has increased the need for customer retention 

since it is quite difficult to acquire new customers. Therefore, the importance of quality 

service, customer satisfaction, customer loyalty and customer retention to firms in the 

industry for survival, profitability and growth is paramount. There is no doubt that the 

increasing level of competition has improved the quality of service to customers of the 

banking industry. Majority of bank Managers have boosted the quality of their services in 

term of shorter transaction time, prestigious services, and customers’ convenience. This is 

literally what is termed as blowing your own trumpet. Now, based on above discussion what 

do customers think about the quality of services of banks? 

There is considerable amount of researches on the quality of service of firms in the banking 

industry. Most of these studies are comparative studies of the quality of service of two or 

three firms in the banking industry. One notable research among them is the one conducted 

by Hinson, Mohammed and Mensah (2006). They compared the service quality of three 

banks and found that customers’ expectation on all the dimensions of service quality were not 

met in any of banks studied. The major limitation of the findings of Hinson, Mohammed and 

Mensah (2006) is the sample size and they only studied three banks in one city. Such studies 

may not give a thorough understanding of the antecedents and dimension of service quality 

that impels customers’ perception of service quality in the banking industry.  

Therefore, the empirical issue of customer perception of service quality in the banking 

industry of Ghana still remains unresolved. There is the need to widen the understanding of 

service quality in the industry especially regarding the factors that drives customers’ 

perception of service quality. This is only possible if a more encompassing survey with large 
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sample size and scope is conducted. Better understand of customers perception of service 

quality in the banking industry and the drivers of such perceptions will be a sound basis for 

continuous improvement in the quality of service offered to customers, customer satisfaction, 

and customer retention in the industry.  

1.2 Research Problem Statement 

The statement of problem is the aspect of the introduction that identifies the current situation 

that calls for the study. It could be concerns that exist in the literature (e.g. to fill an empirical 

gap), a need to verify a theory or a need to address problems and challenges of policies and 

decision making in practice (e.g. the need to understand why a decision could not yield 

desired results). As Fisher and Foreit (2002) put it “all research is set in motion by the 

existence of a problem”. This problem could be a perceived feeling of discomfort about the 

way things are or a perceived discrepancies between what someone believes should be the 

situation and what the real situation is (Fisher and Foreit, 2002).  

There has been a proliferation of financial institutions in the country following the 

deregulation of the banking industry. Consequently, competition in the industry is increased 

and banks are competing based on their perceived service quality. Service quality has various 

dimensions and each customer place different level of importance on each dimensions of 

service quality. Each bank has identified themselves with at least one of the dimensions of 

service quality that they think it will drive customers’ perceived service quality satisfaction, 

loyalty, and retention.  

The service providers’ perception of service quality may be quite different from what 

customers perceive as service quality. If the banks are to compute in providing quality service 

to customers, it is important to understand the customer perception and expectation of quality 

service. Therefore, the research problems can be formulated as:  
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“What is the perception of customers regarding service quality in the banking industry of 

Ghana?” 

“Which antecedent of service quality drives customers perceived service quality in the 

banking industry of Ghana?” 

Hinson, Mohammed and Mensah (2006) found that none of the three banks in their 

comparative study of service quality could meet the customer expectation of service quality 

under all the dimension of service quality. However, their findings could not address the 

problem identified above. Besides, the study was limited to only three banks in Kumasi a city 

in Ghana. Consequently, the research problems identified above need to be addressed and 

that is the motivation for this study.  

1.3 Research Purpose 

Customer acquisition and retention has become a matter of concern in the banking industry of 

Ghana and service quality has been identified empirically as the driver of them. But, there are 

discrepancies between what the banks think is quality service and what the customer expect 

from the banks and the question of what customers expect from the banks is still unclear. It is 

not clear from existing research which dimension of service quality drives customer 

perceived service quality which is a pre-requisite for customer satisfaction. In view of this 

and the discussion of the problem situations, the main purpose of this study is to examine 

customers’ expectation and perception of service quality in the banking industry, and 

subsequently identifying the dimensions of service quality that drives customer perceived 

service quality in the banking industry of Ghana. To achieve this purpose, the following 

objectives are set for the study. 

1. Examining customer expectations of service quality in the banking industry.  
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2. Examining customers perception of service quality provided by banking industry of 

Ghana.  

3. Identifying the antecedents of service quality that drives customers’ perceived service 

quality in the banking industry of Ghana.  

4. Identifying the antecedent/dimension of service quality.  

5. Examining the effects of customer background characteristics (age, gender, education, 

income, level duration of dealings with the bank, and account type) on customers’ 

expectations and perception of service quality in the banking industry of Ghana.  

1.4 Research Questions 

Following the above statement of problem, purpose, and objectives, the study aims at 

answering the following research questions.  

1. What is the customers’ attitude towards the excellence of service quality of the 

banking industry of Ghana? 

2. Which antecedent of service quality is the key driver of customers’ attitude towards 

the excellence of service quality of the banking industry of Ghana?  

3. Does the background characteristics of the customers and the banks (local or 

multinational) influence customers’ attitude towards the excellence of service quality 

of the banking industry of Ghana?  
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1.5 Research Importance 

The importance of this study lies on the fact that it will provide empirical information to 

stakeholders of banks, marketing professionals, and policy makers of the banking industry of 

Ghana.  

The stakeholders of the banking industry mentioned here particularly refer to the 

management, shareholders, and directors of banks in Ghana. The findings of this study will 

provide them with empirical information on what customers expect in terms of service 

quality from the banks as well as customers assessment of the quality of service they provide. 

It will also provide empirical information on the heterogeneity of customers perceived service 

quality in terms of customer background. Thus management will be guided in their strategic 

decisions on customer acquisition, customer satisfaction management, and customer 

retention. Shareholders and directors of banks in Ghana may also use such information as 

justification for their service quality decisions and policies. 

To marketing professionals and scholars of marketing, the findings of this study will be a 

contribution to the existing literature, and the debates on service quality in banking. The 

findings of this study will extend the understanding and clarity of customers’ expectations 

and perceptions of service quality in the banking industry of Ghana. Marketing practitioners 

in other related service industries could therefore take clues from the findings, and make 

better meanings of the situation in their industries or firms.  

The findings of the study will be of importance to policy makers of the banking industry In 

Ghana, the policy maker of the banking industry is the government. The government 

regulates this industry through the ministry of finance and economic planning, and Bank of 

Ghana. The findings of this study will provide an insight to the nature of service quality in the 
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banking industry of Ghana and this could possibly be of any help in evaluating and reviewing 

service quality policies.  

1.6 Study Outline 

The study is presented in five chapters as in Figure 2.  Chapter one is the introduction to the 

study.  It covers the research background, research problem statement, research purpose, 

research questions, research importance, and study outline. Chapter two covers the review of 

the related literature.  Chapter three presents the methodology of the study.  It covers the 

research design, population, sample and sampling techniques, instruments for data collection 

and data collection procedures and data analysis of the study.  Chapter four covers the results 

of the study; whiles Chapter five contains the summary of findings, conclusions and 

recommendations of the study. 

 

Figure 2:`Structure of Thesis (Authors, 2011) 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction  

This chapter covers the literature reviewed of Theories, models and empirical evidence of the 

variables of the study - service quality.  The literature reviewed include: Historical 

background of the banking industry of Ghana, service, the concept of service quality, and the 

relationship between service quality and antecedents of service quality. 

2.1 Service  

In recent marketing literature the concept of service is used and defined in various 

perspectives by many scholars.  A service is a commodity with no physical existence, usually 

created and consumed at the same time.  Gronroos (2001) described a service as a process 

resulting in an outcome in a partly simultaneous production and consumption process.  This 

definition points to the fact that service production/provision and consumption are 

simultaneous activities.  On the issue of a service being a commodity, Edvardson et al (2005) 

defined service as a component of the wider product concept.  Service is a component of the 

wider concept of products that is limited to acts, deeds and efforts (Lovelock 2005).  

Lovelock and Wirtz (2007) indicated that, service is “time based” and the outcome of a 

service may result in desire change in consumer or any property of the consumer.  Vargo and 

Lusch (2004) as reported in Edvardsson et al (2005) indicated that not only a service 

provided for the benefit of another entity but it may also be for the benefit of the providing 

entity. 

The above discussions have brought out some of the numerous characteristics of service.  It 

could be deduced from the review that service is intangible, time based, and individualized.  
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Apart from these characteristics Groth and Dye (1999) identified perceptional dependence, 

non-returnability and needs-match uncertainty as some of the distinguishing qualities of 

service.  Recent articles describe service with attributes such as inseparability, intangibility, 

heterogeneity, intangibility and more recent, “benefit not ownership” (Kotler and Keller 

2006, Lovelock and Wirtz, 2007).  ‘Benefit not ownership’ attribute of service holds that a 

service may only result in a benefit to the purchaser and not ownership as in the case of 

goods. 

2.2 Service Quality  

Service quality is a concept which has no definite definition or description.  This is partly 

because the word service and the word quality are themselves hard to describe and partly 

because the concept of service quality varies with respect to service industry.  In this section, 

service quality described and discussed in terms of its nature, antecedents, and measurement. 

2.2.1 Nature of service quality 

Many scholars have tried to describe the nature of service quality.  Numerous models are 

developed to explain the conceptual framework of service quality. According to Suuroja 

(2003), traditional, the conceptualization of service quality were based on the disconfirmation 

theory of service quality which holds that customer perceived quality is an outcome of 

comparing specific performance with standards.  This means service quality is a variance in 

performance.  Gronroos (1984) is said to be one of the proponent of the disconfirmation 

models who defined service quality as “the outcome of an evaluation of process where the 

consumer compare their expectations with the service they are received”.  Gronrros 

postulated that customer perceived service quality is a function of expected service, perceived 

service, and image quality.  The image quality is a function of what he termed technical 
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quality and functional quality.  The diagram below is a representation of Gronroos service 

quality model. 

 

Figure 3: Gronroos Model of Service Quality (Source: Gronroos, 1984) 

Parasuraman et al (1985) built on the model of Gronroos (1984) and the definition of service 

quality of Oliver (1980) and developed the “expectation-performance” gap model. In this 

model, they described service quality as the discrepancies between customers perception of 

service received and expected service quality.  The discrepancies between the expected 

performance and perceived performance are called gaps and hence the model is designated as 

the gap model.  In 1988, Parasuraman and his coauthors now under the leadership of 

Zeithaml reviewed the former model of 1985.  Their 1988 model referred to as the extended 

gap model.  The figure below shows the extended gap model. 
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Figure 4: The Extended Gap Model of Service Quality (Source: Zeithaml et al (1988) 

The model conceptualized five sources of gaps or service quality: 
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 Discrepancies between consumers’ expectation and management perception of 

consumer satisfaction. 

 Difference between management perception of consumers’ expectation and service 

quality specification.  

 Difference between services quality specification and service delivery. 

 Discrepancies between actual service delivery and communicated service delivery. 

 Discrepancies between consumers’ expectation of service and consumer perceived 

service.  This source of gap is a function of the other four sources of gaps. 

The gap model holds that the degree and direction of a gap determines the level of service 

quality. Describing service quality as gap between expectation of performance and perceived 

performance is quite convincing but it is not without criticisms.  Many authors have criticized 

the expectation-performance model which is also referred to as the disconfirmation model.  It 

is argued that in theory it is unlikely that customers will be able to consciously determine 

ideal performance and above ideal performance and hence assign the appropriate values 

(Teas 1993). In other words it may not be possible for customer to evaluate above ideal 

performance with high values than the values they will assign to ideal performance.  

According to this school of taught, consumers are unlike to be able to distinguish above ideal 

performance from ideal performance in the service quality evaluation process. Thus the 

difference between customers’ expectations and perceived performance may not be a robust 

measure of service quality.  It may be observed that, the gap model will be an appropriate 

measure where performance is below expectations but it will not be a good measure of 

service quality where performance is above customers’ expectation. 
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Cronin and Taylor (1992) noted that even if service quality is the gap between expectation 

and performance; service quality should be conceived as customers’ attitude towards the 

service.  They argued that conceptualizing service quality as an attitude makes it practicable 

for service quality to be measured by evaluating the importance of the specific aspects of a 

service that are relevant to customers’ perception of service quality or by evaluating 

customers perceived performance about specific facet of a service.  Cronin and Taylor (1992) 

concluded from their study on measuring service quality that, the measuring service quality 

as an evaluation of customers’ perceived performance is a better indicator of service quality 

than measuring service quality as the gap between expected performance and perceived 

performance.  They developed a measurement instrument based on evaluating perceived 

performance only and designated it “SERVPERF as against the SERVQUAL instrument 

which is based on the expectation and performance gap theory. 

2.2.2 Dimensions of Service Quality 

In the literature of service marketing different people viewed service quality differently in 

terms of its dimensionality. However, it is generally accepted that service quality is a multi-

dimensional construct.  Service quality undoubtedly consists of explicit and implicit attributes 

(Parasuraman et al 1984).  Thus it is reasonable to view it (service quality) as a function of 

several components rather than monos construct (Suuroja, 2003). 

The matter of debate however lies on the content of the dimension (nature and number).  It 

appears the substance of the dimension proposed by various authors do not vary so much.  

Much variation exists in the form and number of components.  Whiles some authors use 

broad terminologies to describe the dimensions of service quality others are more specific 

and detailed and that accounts for the difference in form and number of dimensions. 
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One of the earliest authors, Gronroos (1984), conceptualized service quality as a bi-

dimensional construct.  According to Gronroos (1984), “customers’ perceptions of service 

process are divided into two dimensions” (Suuroja 2003 p.12).  Gronroos designated these 

dimension as: 

 Technical Quality 

 Functional Quality 

The Technical quality dimension refers to the outcome of the service process.  For example, 

in the bank, the outcome of withdrawal service is getting access to your money when you 

need it.  The functional quality on the other hand refers to the quality of the service process.  

For example in a withdrawal service process the quality of the procedures and experiences 

involve in accessing the money (completing of forms, waiting time, queuing, etc.) constitute 

function quality.  Consequently the technical dimension is often called the outcome 

dimension and the functional dimension is often called the process dimension.  Suuroja 

(2003) noted that Gronroos’s construct of service quality is basically based on “what” 

customers get and “how” they get it.  Gronroos (1984) however indicated that apart from the 

“what” and “how” dimensions identified; the image of the firm involved may affect and 

influence customers’ perception of service quality. 

Lawis (1993) also viewed service quality dimensions from the same point of view as 

Gronroos (1984) did.  However, Lawis considered corporate image as the third dimension of 

service quality.  He explained the technical dimension to include the systems and technology 

that provides the outcome.  For example, in the banking sector, technical dimension 

encompasses the quality of ATM machines, credit cards, internal banking, etc. He describes 

that functional quality consists of interpersonal relations and interactions between employees 

and customers, appearance, personality and approachability of service personal, and all that 
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affects the way a service is delivered.  Lawis noted that the corporate dimension is expected 

to be built by the technical quality dimension, and the functional quality dimension. 

Another known three-dimensional construct of service quality is that of Lehtinen and 

Lehtinen (1991).  According to them service quality is a three-dimensional concept and the 

dimensions include physical quality, interactive quality, and corporate quality.  In the opinion 

of Lehtrinen and Lehtinen (1991) the physical quality consists of how customers perceive the 

physical environment within which service is obtained and mentioned tableware in a 

restaurant as an example.  In banking industry, example of the constituent of physical quality 

dimension could be the design of banking hall and all instruments that are used in the service 

process.  They explained interactive quality as the extent to which interactive style of service 

providers meets the participation style of customers. They also describe corporate quality as 

customers’ evaluation of corporate image of service providers. 

Parasuraman et al (1985) conceptualized service quality as a ten dimensional construct.  

These ten dimensions were identified as “credibility, security, accessibility, communication, 

understanding the consumer, tangibles, reliability, responsiveness, competence, and courtesy” 

(Parasuraman et al 1985, P. 46).Thus customers’ perception of service quality is a function of 

the evaluation of all the ten components.  Parasuraman, Zeithaml, and Berry (1988) 

consolidated the ten dimensions into five dimensions.  These dimensions are shown in table 

2.1 below 
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Table 2.1: Five Broad Dimensions of Service Quality (Source: Zeithaml et al. 1990) 

Dimension Description 

Tangibles Appearance of physical facilities, equipment, personnel, and written 

materials 

Reliability Ability to perform the promised service dependably and accurately. 

Responsive Willingness to help customers and provide prompt service.  

Assurance Employees’ knowledge and courtesy and their ability to inspire trust and 

confidence.  

Empathy Caring, easy access, good communication, customer understanding and 

individualized attention given to customers.  

 

According to Parasuraman et al (1988), service quality is the simple or weighted average of 

the gap between the expectations of customers and customers’ perceived performance along 

these five dimensions.  The five dimensions were the foundation for the SERVQUAL, widely 

used instruments for measuring service quality. 

Zeithaml and Bitner (1996) observed that all the five dimension of Parasuraman et al (1988) 

are relevant to all service firms but more particularly to the banking sector.  For instance, 

reliability pertains to good reputation of the bank; safety and assurance are relevant for 

customers’ trust and use ATM and credit card; communication ensures that customer 

complaints and banks efforts to address them is exchanged between management and 

customer; and Empathy is crucial in facilitating customers access and dealing with the bank 

(Levesque and McDougall, 1996). Jamal and Naser (2002) indicated that tangibility is also a 

relevant dimension of service quality of banks.  They noted that customers evaluate service 

quality of banks base on tangibles such as the building and the physical layout among that 

constitute the service environment. 
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Kumar, Kee and Manshor (2009) modified the SERVQUAL model of Parasuraman et al 

(1988) by adding another dimension called “convenience” to make the dimensions six. They 

designated the six dimensional models as “the modified SERVQUAL model”. In their own 

words indicated that “An additional dimension, convenience (additional four statements), is 

added, as it is one of major concern for the bank customers particularly in Malaysia. The 

perception of service “convenience” may affect customers’ overall evaluation of the service, 

including, satisfaction with the service and perceived service quality and fairness (Berry et 

al., 2002). Therefore, this study is based on the modified SERVQUAL model, which is 

assumed to contain six dimensions with 26 statements”. Figure 5 shows the proposed 

Modified SERVQUAL model. 

 

Figure 5: The Modified SERVQUAL Model (Source: Kumar, Kee and Manshor, 2009) 

 

Through a factor analysis of the 26 stamens of the six dimensions, they identified four critical 

factors (Tangibility, Reliability, Competence and Convenient) that derive the perception of 

service quality of Banks in Malaysia. Figure 6 shows the validated modified SERVQUAL 

model 



20 
 

 

Figure 6: The Validated Modified SERVQUAL Model (Source: Kumar, Kee and 

Manshor, 2009) 

In a study on factors that affects service quality in the banking sector, Avkiran (1999) 

identified four distinct factors that influence service quality in the banking sector.  These 

dimensions and their specific constituents are shown in Table 2.2 below. 

Table 2.2: The Four Distinct Factors that Influence Service Quality (Source: Avkiran, 1999) 

Staff Conduct Responsiveness, civilized conduct and presentation of branch staff that will 

project a professional image to the customers. 

Credibility Maintaining bank staff-customer trust by rectifying mistakes and keeping 

customers informed. 

Communication Fulfilling banking needs to customers by successfully communicating 

financial advice and serving notices timely. 

Access to Teller 

Services 

The adequacy of number of branch staff serving customers throughout 

business hours and during peak hours. 

 

Similarly, in a study of factors that are critical to bank customers’ evaluation of service 

quality, Sureshchander et at (2000) suggested that service quality from the bank customer 

point of view is influenced by five factors in the bank service process.  In other words these 
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five factors are the most critical ones in the service process even if there are other 

components of the service process that enhance service quality.  These five factors are: 

 Core service or products 

 Human element of service delivery  

 Systematization of service delivery (non-human element) 

 Service capes (environment of service delivery and interaction) 

 Social responsibilities 

Table 2.3 shows the definitions of each of these factors identified by Sureshcanda et al 

(2002). 
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Table 2.3 Five Influencing Factors of Service Quality (Source: Sureshcanda et al 2002)   

Core service or 

service product 

For example, banks  core services include deposits; ATM facilities, 

telephonic banking, loans for purchases of cars, houses, retirement 

accounts, issuing traveler’s cheques, safe deposit lockers, etc. 

Human element 

of service 

delivery 

The human element of service delivery in the banking sector includes 

providing banking services as promised by the bank staff, effectiveness of 

bank staff's skill and ability for actions whenever a critical incident takes 

place, willingness of bank staff to help customers and the readiness to 

respond to customers' requests, making customers feel safe and secure in 

their transactions, giving caring and individual attention to bank customers 

by having the customers' best interests at heart, etc. 

Systematization 

of service 

delivery - non-

human element 

In the banking sector includes having a highly standardized and  simplified 

delivery process so that banking services are delivered within a minimum 

time without any hassles or excessive bureaucracy, enhancement of 

technological capability (e.g. telephone banking, internet banking, wireless 

banking service, etc.) to provide superior quality service to the customers 

more effectively, degree to which the banking procedures and processes 

are perfectly fool-proof, adequate and necessary bank personnel and  

facilities for good customer service, etc. 

Service capes 

(the tangible) 

In the banking sector includes the ambient conditions such as temperature, 

ventilation, noise and odour prevailing in the bank's premises, extent of the 

physical layout of equipment and other  furnishings being comfortable for 

customers to interact with bank staff, visually appealing signs, symbols, 

advertisement boards, pamphlets and other artifacts in the bank, bank staff 

who have a neat and professional appearance, visually appealing materials 

and facilities associated with the service, etc. 

Social 

responsibility 

It includes equal treatment stemming from the belief that every customer 

should be treated alike, having branch locations in most places convenient 

to all sections (e.g. villages, down town areas, etc.), a social responsibility  

characterised by "deserving service" to people belonging to all strata of 

society, a sense of public responsibility among bank staff (in terms of 

being punctual, regular, sincere and without going on strikes), extent to 

which the bank leads as a corporate citizen, and the level to which it 

promotes ethical conduct in everything it does, etc. 

 

Like, Lawis (1993) and Lehtinen & Lehtinen (1991), Brady and Cronin (2001) 

conceptualized service quality as hierarchical and multidimensional. In their hierarchical and 
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multidimensional model, they described a three-order and three-level factor model where 

service quality is conceptualized as three-dimensional: interaction quality, physical 

environment quality, and outcome quality. Each of these dimensions consisted of “three 

corresponding sub-dimensions: attitude, behavior and experience (interaction quality); 

ambient conditions, design and social factors (physical environment quality); waiting time, 

tangibles and valence (outcome quality)” (Hui1, Chern, and Othman, 2011). 

Brady and Cronin (2001) only added a new dimension to the two-dimension proposed by 

Gronroos (1984).Their construct considers service quality as an evaluation of three 

dimensions which are also evaluated under three sub-component levels.  Figure 7 shows the 

three order hierarchical and multidimensional model of Brady and Cronin (2001). 

 

Figure 7: The Hierarchical and Multidimensional Model of Brady and Cronin (2001) 

(Source: Brady and Cronin, 2001) 

 

All the literature reviewed on the dimensions of customers perceived service quality contend 

that service quality is the sum of customers’ perception of the quality of service performance 

under identified number of dimensions.  The number of dimension ranged from two to five 

except the ten dimensions identified by Parasuraman et al (1985). 
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In Recent studies service quality is conceptualized as customers’ evaluation of the overall 

service quality.  In this conceptualization, service quality is viewed more than a mere 

summation of customers’ perception of the quality of service performance under identified 

number of factors and attributes relevant to service quality.  The factors that are relevant to 

service quality are termed the antecedents of service quality and not as components of service 

quality.  Some of scholars with this view are Dabholkar, Shepherd, and Thorpe (2000).  The 

basis of viewing service quality as a construct that should be measured separately from its 

determinants is that customers overall evaluation of service quality is complex and is not a 

mere aggregation of customer perception of factors relevant to service quality.  In addition, it 

is believed that direct measures of overall service quality produce better results instruments 

that measure service quality as sum of component (Suuroja, 2003). 

Dabholkar et al (2000) in their study of retail service quality proposed that service quality is a 

multi-level construct rather than a multi-dimensional construct.  Under the multi-level model, 

it is believed that customers do not only evaluate the factors that influence service quality, but 

also form distinct evaluation of service quality which is not necessarily the aggregation of the 

evaluation of the factors that influence to service quality.  The word “Level” is used instead 

of “dimension” to reflect the position that, all the variables in their service quality construct 

are evaluated separately and overall service quality is not computed but also measured.  

Figure 8 below shows the multi-level model. 
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Figure 8: The Multilevel Model of Retail Service Quality (Source: Dabholkar et al, 2000) 

After comparing the various conceptualization of service quality, Suuroja (2003) proposed 

what he termed as “General Framework of Perceived Service Quality”.  This model indicates 

that customers’ expectation can influence their perception of service quality but service 

quality is not difference between customers’ perceived performance and expectations.  

Suuroja (2000) maintained that measuring customers expectation of service has a diagnostic 

value but is not a standard for measuring overall service quality.  Suuroja (2003) model argue 

against the proposition that overall service quality is the sum of customers evaluation of 

service quality dimensions. Instead supports the idea that overall service quality is not 

necessarily the sum of the evaluation of service quality dimensions but is rather an evaluation 

of its own. In his own words Suuroja (2003) observed that “---- the concept of service quality 

cannot be viewed merely as a sum of dimensions but as a hierarchy in which the dimensions 

are not components but antecedents to overall evaluation of service quality”. Figure 9 shows 

the model of Suuroja (2003). 
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Figure 9: The General Framework of Perceived Service Quality (Source: Suuroja, 2003) 

 

2.3 Measurement of Service Quality  

This section of the literature review discusses the various perspectives of assessing overall 

service quality. When measuring service quality, researchers usually try to distinguish 

between expected service quality and perceived service quality. In recent studies of service 

quality, researchers have also debated the issue of how overall service quality should be 

computed. These issues are discussed as follows. 

2.3.1 Expected Service Quality 

In the literature reviewed, there are two perspectives regarding customer expectation of 

service quality.  The first perspective is more associated with early scholars of service 

quality. They viewed customer expectation of service quality as a standard against which 

customer evaluation of service is compared to overall service quality.  Thus they defined 

service quality as a gap between customer expectation of service performance and the 

customer perceived service performance (e.g. Lawis 1994, Parasuraman 1988, Zeithaml et al 



27 
 

1990).  Zeithaml et al (1993) explained customers’ expectations as beliefs about a service that 

serves as yardstick against which service performance is judged.  In simple terms it is what 

customers think the service should provide in terms of performance and value.  The main 

drivers of customer expectations are the philosophy of the customer about the service, 

customer experience, and service promises (Edvardsson et al 2004).  Service promises could 

take the form of advertising and other form of communication by staff or the price and 

design. 

The second perspective of customer expectation of service quality is that customer 

expectation influence customer evaluation of service performance, but is not a standard for 

determining service quality (Suuroja 2003).  This perspective is associated with the later 

scholars of service quality.  The major advantage of measuring customer expectations under 

this perspective is that it enables service providers to diagnose customers view about the 

quality of a service.  Either than that, customers’ expectation of service quality has less value 

in determining service quality.  

2.3.2 Perceived Service Quality 

Perceived service quality is the customer overall judgment of the superiority of a service 

(Lawis et al 1994).  It is what customers think has been provided in terms of performance and 

value by a service. There are two perspectives of perceived service quality in the reviewed 

literature.  The early scholars of service quality compared perceived service quality with 

expected service quality to obtain overall service quality.  Thus perceived service quality is 

not service quality on its own. Recent researchers however, consider perceived service 

quality as overall service quality. Another important aspect of perceived service quality that 

is debatable in the review is whether perceived service quality is either the aggregate of 

customer perception of identified components of service quality or it a construct is measured 
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separately from the factors related to service quality. In this study, perceived service quality 

is considered as simple or weighted average scores of customers’ perception of identified 

attributes of service quality rather than a construct measured separately from the factors the 

influence it. 

2.3.3 Measuring Service Quality 

In the service quality literature, there are two broad ways of measuring service quality: 

1. Service quality as a gap between expectation and performance ratings  

2. Service quality as customers’ performance only rating 

In the first instance, service quality is measured by comparing customers’ expectation of the 

service and their perception of the performance of the service they received.  The customers’ 

evaluation of their expectation of the service is used as the standard against which their 

perceived performance compared for conclusions to be drawn about the service quality 

provided to the customer.  Parasuraman et al (1988, 1999, and 1993) developed the most 

widely used measuring instruments of service quality under this approach of measuring 

service quality.  They termed their instruments SERVQUAL.  The SERVQUAL scale 

contained items tapping five different components of service quality construct. The 

SERVQUAL consist of 22 items for measuring customers’ expectations of service quality 

and 22 items for measuring customers’ perception of service.  The items of SERVQUAL are 

ranked on a 7-point Likert scale and customers respond to the items by choosing a number 

between 1 to 7 scales that reflect their expectation and perception of a service.  The 

customers’ responds about their expectations and perception of the service are compared to 

obtain a gap score which indicates the level of customers’ perceived service quality (Jain and 

Gupta, 2004). A higher gap score indicates high level of service quality and vice versa.  
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Overall service quality is computed as the sum of all the gap scores of each of the 22 items 

tapped from five dimensions.  According to Suuroja (2002), the SERVQUAL instruments 

have attracted much attention than all the other instruments for measuring service quality.  It 

is the most widely applied instrument in various service settings (Jain and Gupta 2004). 

Despite its popularity and wide application, SERVQUAL have come under following 

intensive criticisms: “… the use of gap scores, length of the questionnaire, predictive power 

of the instruments and the validity of the five dimensions construct…” (Jain and Gupta, 2004 

p. 27).Regarding the problem of gap score, Teas (1994) noted that a gap of “- 1” can be 

obtained in six different ways: P= 1, E = 2; P = 2, E = 3; P = 3, E = 4; P = 4, E = 5; P = 5, E = 

6 and P = 6, E = 7, where “E” is expectation and “P” is perception.  The issue here is whether 

the “-1” gap score in each of the six cases represents the same level of service quality.  The 

tied gap score (-1) cannot certainly be interpreted as equal levels of service quality (Jain and 

Gupta 2004). 

According to Suuroja (2003), Cronin and Taylor (1992) were the first to justify discarding the 

expectation aspect of SERVQUAL in favour of the performance only measures.  They raised 

a number of arguments against the validly of SERVQUAL scale.  They argued that 

SERVQUAL neither measures customer satisfaction nor does it measure service quality. In 

response to the critics of the SERVQUAL instruments, Parassuraman (1993) affirmed that 

even though their scale has problems with validity and reliability and several empirical 

evidence points to that fact, the expectation aspect of their instrument provide a diagnostic 

advantage over the other service quality instruments. 

The second category of service quality measurement is based on the conception that 

expectation of service quality influence customers perception of service quality but service 

quality is not a gap between expectations and perception of service quality.  Under this 
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category, service quality is measured as customers’ evaluation of the performance of a 

service and this is popular known as the performance only measures of service quality.  The 

most popular and widely used measurement instruments under this category are the 

SERVPERF scale developed by the famous critics of the SERVQUAL scale, Cronin and 

Taylor (1992).  SERVPERF is a variant of SERVQUAL that contains only the perceived 

performance component of SERVQUAL.  Cronin and Taylor opined that the expectation 

components of the SERVQUAL be discarded because the gaps scores of the SERVQUAL 

lacks conceptual basis and is found confusing with measurement of service satisfaction.  The 

SERVPERF instruments are the performance aspect of the SERVQUAL and are referred to 

as performance-only instruments (Jain and Gupta 2004).  With the performance-only 

instruments overall service quality is measured as the sum of the customer perceived 

performance of the component of service quality which higher perceived performance mean 

higher service quality and vice versa.  Jain and Gupta (2004) observed that the SERVPERF 

scale is more efficient in measurement because it reduces the number of items to be measured 

by 50%.  They also noted that the major advantage of SERVPERF over SERVQUAL is that 

it is empirically proven that SERVPERF is superior over SERVQUAL  for being able to 

explain greater variance in overall service quality.  Cronin and Brandy (2002) in a 

comparative study found that the SERVPERF instruments outperformed the SERVQUAL 

instruments. Jain and Gupta (2004) noted that despite the criticism level against 

SERVQUAL, SERVPERF is still lagging behind the SERVQUAL scale in terms of 

application. 

From the literature reviewed above, under each category of measurement of service quality, 

service quality is computed as the sum of either the gap scores or perceived performance 

scores of the attributes and factors that are deemed relevant to service quality. In this study, 
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overall service quality is conceptualized to be the simple average of the gap scores of the 

factors that influence service quality. 

The review also indicated that though SERVQUAL instruments are widely used in measuring 

service quality, its gap philosophy lacks practical, theoretical, and empirical validity as well 

as efficacy. Besides, SERVQUAL instrument items are criticized of being limited to human 

interaction and tangibility facets of service quality and have overlooked other important 

facets of service quality such as competence, convenience, social responsibility, and core 

services (Sureshchandar et al, 2002, Kumar,  Kee and Manshor, 2009). The SERVPERF 

instruments purported to be an improvement on SERVQUAL has inherited some of the 

weakness of SERVQUAL since it only eliminated the problem of gap scores by advocating 

for performance-based measurement of service quality and accepting the perceived 

performance component of SERVQUAL.  Kumar,  Kee and Manshor  (2009) proposed six 

and validated four critical factors of service quality which included two of the dimensions of 

service quality covered by SERVQUAL and some of the factors that were overlooked in 

SERVQUAL (competency and convenience). This study will contribute to the existing 

literature on the critical factors to measuring service quality by re-examining the modified 

SERVQUAL scale of Kumar, Kee and Manshor (2009) in the context of the Ghanaian 

banking industry. 

 

2.5 Service Quality Situation of the Ghanaian Banking Industry 

Competition in the banking industry is severe. The underlining competitive advantage in the 

industry is service quality. Yet the banks have no empirical information on the key factors 

that influence customers perception of the overall service quality of the industry. Each of the 

banks has identified themselves with at least one of the dimensions of service quality they 
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perceive to be key derivers of customers’ attitude towards the excellence of the quality of 

service the banks provide. The service providers perspective of what is service quality might 

be quite different from what customers perceive as service quality. For effective competitive 

decisions, it is important to understand the customers’ definition and perception of service 

quality. Service quality has various antecedence and customers of different background 

characteristics may place different level of importance on each of antecedent of service 

quality and overall perceived service quality.  

Research on service quality in the banking industry of Ghana is limited. The few studies 

conducted on service quality suffer the problem of small sample size.  According to a 

research conducted on service quality involving three banks in Accra by Punni and Damping 

(2007), there is a direct link between service quality variables and customer satisfaction in the 

banking industry. Nukpezah and Nyumoyo (2009) found that empathy, reliability, image, and 

reputations are important indicators of customers’ satisfaction in the banking sector of Ghana.  

However they found that competitive pricing had no influence on service quality perceived 

by customers of the Ghanaian banking industry. 

In an investigation of service quality perception of three banks in Ghana: Barclays bank, 

Standard Chartered bank and Ghana Commercial Bank with the aim of  comparing service 

quality across these three banks and  determining the most important factors contributing to 

service quality, Hinson, Mohammed, and Mensah (2006)found that all the banks selected 

differ on the service quality dimensions. Hinson, Mohammed and Mensah (2006) also found 

that all the service quality dimensions used in their study contributed significantly to the 

prediction of service quality in the banks considered in their study. Their results indicated the 

‘humanelement’ dimension of service quality is the most significant predictor of perceived 

service quality. Their study also revealed that locally owned banks are more oriented to 
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providing social services than the multinational banks and that, customers’ expectations on 

all the service attributes used in their study were not met by the selected banks. 

Besides the problem of coverage, all the studies on service quality reviewed in this study 

were concerned with customers’ satisfaction with service quality rather than measuring 

service quality. None of the studies have also examined the dimensionality of the service 

quality of the banking industry of Ghana. The weakness of these studies is the strengths and 

motivation of this study. Hence our research questions: 

RQ1:“What is the perception of customers about the excellence of service quality of 

the banking industry of Ghana?” 

RQ2:“What are the critical factors to measuring service quality in the banking 

industry of Ghana?” 

RQ3: “Which antecedent of service quality is the key driver of customers’ perception 

of the excellence of service quality of the banking industry of Ghana?”  

Several models of service quality have been reviewed in this chapter of the study. In this 

study overall service quality of the banking industry of Ghana is conceptualized as 

consequence of customers perception of certain factors deemed relevant to customers’ 

perception of service quality. These factors are referred to in most studies as dimensions of 

service quality and in few cases as antecedents of service quality. In this study these factors 

are termed antecedents of service quality. Different scholars’ conceptualized different 

antecedents of service quality as can be seen in the literature reviewed. In this study the 

factors identified by Kumar, Kee and Manshor (2009) in their “modified SERVQUAL 

model” are considered the critical factors to measuring service quality in the banking industry 

of Ghana. This is because these factors include the aspects of service quality covered by 
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SERVQUAL and some of the factors that were overlooked (convenience and competence) 

these factors are:  

 Tangibility 

 Reliability  

 Competence  

 Convenience  

2.6 Research Model 

In conceptualizing overall service quality, we considered that, these factors (Tangibility, 

Reliability, Competence and Convenience) influence customer expectation and perception 

and attitude towards the excellence of service quality and we do  believe that customers’ 

expected and perceived service quality is the arithmetic sum of customers’ expectation and 

perception of these factors.   Hence our model for this study is as follows. 

 

 

Figure 10: The Research Model Adopted from Kumar, Kee and Manshor (2009) 
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Figure 10 showcases the hypothesized relationships between perceived service quality and 

dimensions of service quality. To be able to answer the research questions these propositions 

are made. 

H1:  customers perceive the service quality of the banks to be:  

a. Below expectation 

b. Above expectation 

H2: the critical factors of service quality of the banking industries of Ghana are Tangibility, 

Reliability, Competence and Convenience. 

H3: All the antecedence of service quality individually has significant influence on overall 

service quality 

 

H4: There is no significant difference between the overall service quality reported by the 

categories of: 

a. Age 

b. Gender 

c. Level of education 

d. Income level 
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CHAPTER THREE 

METHODOLOGY 

 

3.0 Introduction 

This chapter presents the methodology of the study. It covers the research design, population, 

sample and sampling techniques, data collection instruments, data collection procedures and 

methods of data analysis of the study. 

3.1 The Research Design 

Research design is an outline of the systematic and scientific procedures adopted in 

conducting a study (Saunders et al., 2007). They characterized a research design 

(methodology) with five components as shown in Figure 11 

 

 

Figure 11: The Research Onion (Source: Adapted from Saunders et al, 2007) 

 

Research philosophy is the belief that shapes the way a researcher sees the world. They 

indicated that research philosophy may be classified as positivism or phenomenological. 

Positivism philosophy holds that research should be conducted from observable social reality 

Research 
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Research Purpose  

Research  
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Time 
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Research 
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and not from perceptions of people since knowledge or the world is thought to exist 

independent of people’s perceptions of it (Saunders et al, 2007). Phenomenological 

philosophy holds that reality of the world is beyond the formation and exchange of social 

concepts throughout social interactions (Sullivan, 2000). The positivism philosophy is 

applicable in this study because we believe that customer perceived service quality is a 

concept that is defined objectively in established theoretical frameworks and several tested 

and structured instruments are available for assessing and analyzing service quality for 

generalisations from the findings. 

The research purpose is the broad aim of the research. The purpose of e very research may be 

classified as exploratory/descriptive or explanatory (Saunders et al, 2007). Exploratory 

research is research with the aim of seeking new insights, or assessing phenomena in a new 

light (Robson 2002).  The methods applicable in exploratory research include document 

analysis, expert’s opinion, and focus group interviews. Descriptive researches are concern 

with portraying an accurate profile of persons, events or situations (Saunders et al 2007).  It 

“involves formalising the study with definite structures in order to better describe or present 

facts about a phenomenon as it is perceived or as it is in reality”(Nimako and Azumah, 2009 

Pg. 113). Explanatory studies aim at establishing relationships between variables. In order 

words explanatory research is concerned with cause and effects analysis. The purpose of this 

study is to describe customer perceived service quality in the banking industry in Ghana and 

explain the relationship between customer attitude towards the excellence of service quality 

and background characteristics of customers and banks in the banking industry of Ghana. 

Thus this study is both descriptive and explanatory in purpose. 

Another important consideration is the research approach. Saunders et al. (2003) identified 

two research approaches - deductive and inductive. The inductive approach they said, 
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involves collecting data and developing theory thereafter from the findings. The deductive 

approach on the other hand deals with causal relationships between variables. The research is 

usually expected to be independent and not participatory of observed phenomenon. The 

deductive approach is therefore appropriate in this study. 

In terms of time horizon, a research design can be longitudinal or cross-sectional. A cross-

sectional research study a particular issue at a point in time by considering more cases 

(Saunders et al. 2007). On the other hand, longitudinal studies examine a particular issue over 

a period of time. This normally involves the use of time series information. This study is a 

cross-sectional study because data were collected from a cross section of customers of the 

banking industry of Ghana at a point in time. 

Research strategy describes the way and manner the purpose of the research is achieved. The 

most common research strategies are action research, ethnographic studies, experiments, 

survey studies, case studies, and grounded theory (Saunders et al. 2007). This study is a 

survey based one because it seeks to obtain the opinion of a population about service quality 

through qualitative and quantitative techniques.  

3.2 Population 

The population of the study consists of all literate customers of Universal banks in the 

banking industry of  Ghana. A universal bank is a bank which is license to participate in 

several different banking activities. They usually operate as both a commercial bank as well 

as investment banks. The universal banks perform the function of wholesale (investment 

banking) and retail of banking services (commercial banking) of banking services. Their 

similitude is the regular supermarket providing both wholesale and retail services. 

Consequently the universal banks perform all the functions all other form of banks in the 

banking industry in Ghana and is therefore qualified as a good representative of the entire 
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banking sector. Customers of the universal bank include all of the various categories of 

customers of the banking industry. This makes the universal banks unique case for our study. 

The other forms of banks operating in Ghana are commercial banks (retail banking service), 

investment banks (provide whole sale banking service) and rural banks (providing retail 

service in rural areas where commercial banks are not available). The population is a 

composition of varied background characteristics in terms of sex, ages, level of education and 

experiences. 

3.3 Sample Size 

A sample size of one thousand (1000) customers of the universal banks in Ghana were 

selected using convenient sampling  because of financial and time constraints. After 

obtaining the number of customers to be selected from each bank, customers was met at the 

various banks and requested to complete the questionnaires. To get the required number of 

respondents for each universal bank, more and more customers of a give universal bank are 

requested to complete the questionnaire until the stratified sample for that bank is exhausted. 

The next facet of the chapter discusses how the sample was selected. 

3.4 Sampling Technique 

 A combination of stratified simple random sampling technique and convenient sampling 

technique was employed in selecting the sample size of the study. This was done by adopting 

a three step approach. In the first place each of the 25 universal Banks within the target 

population was taken as a stratum. Secondly, the total sample size was divided for each 

stratum according to the number of branches of each stratum of banks in the entire industry as 

shown in Table 4.6.  Finally, the Branches of the targets banks in Ashanti region of Ghana 

were selected because of convenience. Ashanti region was selected out of the ten regions of 

Ghana because of convenience. The researchers are much familiar with cities and towns in 
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the region than any other region in Ghana because they are residing in the region. This would 

be an advantage for data collection. Besides, the Ashanti regional city (Kumasi) is the second 

largest city in Ghana after Accra, the capital city of Ghana. Also, all the universal banks have 

branches in the region.  All the branches of the universal banks in the sampled region were 

considered because the researchers think it is financially and economically feasible to collect 

data. Using convenient sampling method, the respondents were selected for each of the 

banks. 

Table 3.1 Stratified Random Sampling of Universal Banks 

Name of Bank Number of 

Branches 

Ownership Current 

Banking 

Licence 

Estimated 

Percentage 

of Total 

sample 

size 

Expected 

Sample 

Size for 

Strata 

Barclays Bank of Ghana 

Ltd 

120 Non- 

Ghanaian 

Universal 20.202 202 

Merchant Bank (Ghana) 

Ltd 

16 Ghanaian Universal 2.693 27 

Ecobank Ghana Limited 32 Non- 

Ghanaian 

Universal 5.387 54 

Ghana Commercial Bank 

Ltd 

143 Ghanaian Universal 24.074 240 

National Investment Bank 

Ltd 

24 Ghanaian Universal 4.040 40 

Standard Chartered Bank 

Ghana Ltd 

19 Non- 

Ghanaian 

Universal 3.198 32 

SG-SSB Bank Limited 36 Non- 

Ghanaian 

Universal 6.061 60 

The Trust Bank Limited 17 Ghanaian Universal 2.862 29 

Agricultural Development 

Bank Ltd 

50 Ghanaian Universal 8.417 84 
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Amalgamated Bank 

Limited 

10 Non- 

Ghanaian 

Universal 1.683 17 

Prudential Bank Limited 10 Ghanaian Universal 1.683 17 

Fidelity Bank Limited 6 Ghanaian Universal 1.010 10 

Zenith Bank Limited 9 Non- 

Ghanaian 

Universal 1.515 15 

Stanbic Bank (Ghana) 

Limited 

10 Non- 

Ghanaian 

Universal 1.683 17 

Unibank Ghana Limited 11 Ghanaian Universal 1.851 19 

Intercontinental Bank 

Limited 

12 Non- 

Ghanaian 

Universal 2.020 20 

HFC Bank Ghana Limited 11 Ghanaian Universal 1.851 17 

First Atlantic Merchant 

Bank Ltd 

4 Ghanaian Universal 0.673 7 

International Commercial 

Bank Ltd 

12 Ghanaian Universal 2.020 20 

Guaranty Trust  Bank 

Limited 

5 Non- 

Ghanaian 

Universal 0.842 8 

CAL Bank Limited 10 Ghanaian Universal 1.683 17 

United Bank for Africa 

(Gh) Ltd 

16 Non- 

Ghanaian 

Universal 2.693 30 

Bank of Baroda Ghana Ltd 1 Non- 

Ghanaian 

Universal 0.168 2 

BSIC 1 Non- 

Ghanaian 

Universal 0.168 2 

BPI Bank Limited 9 Non- 

Ghanaian 

Universal 1.515 15 

Total 594   100 1000 
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3.5 Data Collection Procedures  

One of the most interesting characteristics of banking halls in Ghana is long queues of 

customers waiting for services especially in the cities where universal banks are more 

dominant. We took advantage of this situation in collecting data from the customers. Data was 

collected by visiting the banks during business hours and pleading with customers who are 

waiting for service to complete the questionnaires. In any case permission is sort from the 

bank authorities to administer the questionnaire. With this procedure we will approach as 

many customers as possible to meet the quota for a given universal bank. 

3.6 Data Collection Instruments 

The modified SERVQUAL scale of Kumar, Kee and Manshor (2009) of their “modified 

SERVQUAL model” is adopted for data collection in this study. Kee and Manshor (2009) 

added four questionnaire items to the 22 SERVQUAL items making it 26 items. The four 

new items were meant to measure a new dimension (convenience) deemed relevant to 

customers of banking service. This dimension is not part of the original five dimensions of 

the SERVQUAL scale. The results of their study suggested four dimensions of service 

quality for banks services instead of the five original SERVQUAL dimensions or the six 

dimensions of the modified SERVQUAL model they proposed. The four dimensions 

identified by their study are the theoretical bases of this study and the 26 instruments of these 

dimensions are the questionnaire items for collecting data for this study. These four factors 

are Tangibility, Reliability, Competence and Convenience.  

The entire questionnaire is made up of three sections. The first section collected data on the 

profile of respondents. The second section contained 26 items on customers’ expectations of 

service quality performance of the banks under each of the four factors outlined above. The 
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third section contained 26 items on customers’ perceptions of service quality performance of 

the banks under each of the four factors outlined above.  

3.6.1 Variables/Indicators of Service Quality 

In order to accurately measure service quality, service quality is conceived a concept with 

four antecedents as identified by Kee and Manshor (2009). These dimensions are measured 

with specific statements. The specific statements used by Kee and Manshor (2009) consisting 

of four new items in addition to the 22 SERVQUAL instruments of Parasuraman et al. (1985) 

are adopted for measuring the service quality dimensions of the study. Table 3.2 shows the 

dimensions of service quality and their specific measurement items as identified in the study 

of Kee and Manshor (2009). 
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Table 3.2 Measurement of Dimensions of Service quality 

TB TANGIBILITY 

1 Modern looking equipment 

2  Appealing physical facilities 

3  Neat appearance of staff  

4 Materials associated with the service are visually appealing  

RE RELIABILITY 

1 Staff keeping promise  

2  Sincere interest in solving customers’ problems  

3 Staff performing service right the first time  

4 Provide services at the time they promise to do so  

5  Insists on error free records  

COM COMPETENCE 

1. Staff telling customers exactly when services will be performed  

2.  Prompt service  

3. Staff willingness to help  

4. Prompt response from staff  

5.  Behaviors of staff instill confidence in customers  
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6.  Customers feel safe in their transactions  

7.  Friendliness and courtesy of staff  

8. Staff having knowledge to answer questions  

9. Individual attention given by staff  

10.  Convenient operating hours  

11.  Staff giving customers best interest at heart  

12. Personal attention given  

13.  Understand the specific needs of customers  

14.  Able to conduct transaction immediately or in a short waiting period  

CON CONVENIENCE 

1  ATM conveniently located  

2  Special services or counters for elderly/disabled  

4 Clear guidance and information sign on how to use the banks’ services and 

facilities. 

 

3.6.2 Indicators of Overall Service Quality 

In this study, overall service quality is conceptualised to be dependent on the dimensions of 

service quality and is an average of the gap scores of the dimensions.  Hence overall service 

quality is computed as follows: 
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Average Tangible SERVQUAL score  

Average Reliability SERVQUAL score  

Average Competence  SERVQUAL score  

Average Convenience SERVQUAL score  

TOTAL  

AVERAGE (= Total /  4) UNWEIGHTED SERVQUAL SCORE  

 

3.7 Data Analysis 

The data will be quantitatively presented in tables. Descriptive statistics (mean, standard 

deviations and median) are employed to analyse the collected data. ANOVA, Correlation and 

Regression analysis will also be carried out to determine the key factor that influence overall 

service quality. 
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CHAPTER FOUR 

ANALYSIS OF DATA 

4.1 Introduction 

The content of this chapter is the analysis of data collection, presentation and discussion of 

the results. The content includes background of respondents, customers perception of the 

level of service quality of universal banks in Ghana, the perception of the dimensions of 

service quality of the banking sector of Ghana, the most important dimension of service 

quality of universal banks in Ghana and the effects of respondents characteristics on 

customers perception of service quality of banks in Ghana. 

4.2 Background of the Respondents 

In order to achieve the objectives of the study data was collected on the background 

characteristics of the respondents. These data is summarized in Table 4.1 below. 
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Table 4.1 

Background of the Respondents 

Variable Category Frequency Percent Cum. Percent 

GENDER MALE 500 50.0 50.0 

FEMALE 500 50.0 100.0 

Total 1000 100.0  

AGE BELOW 20 YEARS 200 20.0 20.0 

20-29 YEARS 420 42.0 62.0 

30-39 YEARS 200 20.0 82.0 

40-49 YEARS 160 16.0 98.0 

50 AND ABOVE 20 2.0 100.0 

Total 1000 100.0  

OCCCUPATION CIVIL SERVANT 200 20.0 20.0 

STUDENT 380 38.0 58.0 

BUSINESSPERSON 140 14.0 72.0 

PUBLIC SERVANT 280 28.0 100.0 

Total 1000 100.0  

MONTHLY 

INCOME 

BELOW GHC 100 160 16.0 16.0 

GHC 100-200 140 14.0 30.0 

GHC 200-300 160 16.0 46.0 

ABOVE GHC 300 540 54.0 100.0 

Total 1000 100.0  

ACADEMICS WASSCE 320 32.0 32.0 

POST SECONDARY 100 10.0 42.0 

DIPLOMA/HND 160 16.0 58.0 

BACHELOR DEGREE 380 38.0 96.0 

POST GRADUATE 40 4.0 100.0 

Total 1000 100.0  

(Source: Fieldwork, 2012) 
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Table 4.1 shows that half of the respondents were males, and the remaining half was females. 

This was deliberately done to ensure gender balance in the study. 

 More than half (82%) of the respondents were below 40 years, 16% were between the ages 

of 40 and 50 years and the remaining 2% were above 50 years. Thus majority of the 

respondents were within the working class. 

In terms of occupational distribution, 38% were students, 20% were civil servants, 28% were 

public servants and the remaining 14% were business persons. This implies, majority of the 

respondents were employed. 

As majority of the respondents were employed, the income distribution shows that more than 

half (54%) of the respondents earn monthly income above GH¢ 300. Table 4.1 shows that 

24% of the respondents earn between GH¢ 100 and GH¢300 per month and 16% earn 

monthly income below GH¢100. 

Table 4.1 indicates that the distribution in term of academic qualification indicate that 42% 

have bachelor degree or post graduate degree qualification 16% have diploma in HND 

qualification and the remaining 42% have WASSCE or post-secondary qualification. Figure 

12 shows the Bar Charts of the background characteristics of the respondents.  
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Figure 12: Bar Charts of Background Characteristics of Respondents 

 

4.3 Reliability of Scale Measures 

Cronbach’s alpha was used to examine the level of reliability of the scale items and Table 4.2 

shows the results. A scale item is reliable if the cronbach alpha value is 0.7 or better. 
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 Table 4.2 

Reliability of Scale Measures  

Variable   EXPECTATION PERCEPTION 

Count    

Mean 

St. 

Dev 

Cronbach's 

Alpha 

Count    

Mean 

St. 

Dev 

Cronbach's 

Alpha 

Modern looking equipment 4.82 1.57 0.7576 5.56 1.54 0.7537 

 Appealing physical facilities 5.16 1.68 0.7613 5.20 1.46 0.7558 

 Neat appearance of staff  5.94 1.05 0.7601 5.76 0.88 0.7568 

Materials associated with the service are 

visually appealing  

5.30 1.30 0.7572 6.02 10.28 0.7722 

Staff keeping promise  3.86 1.93 0.7586 4.70 1.45 0.7568 

 Sincere interest in solving customers’ 

problems  

4.08 2.06 0.7535 4.72 1.50 0.7540 

Staff performing service right the first time  4.10 2.01 0.7554 5.10 1.40 0.7530 

Provide services at the time they promise to 

do so  

4.74 1.96 0.7563 5.10 1.32 0.7535 

 Insists on error free records  4.46 2.26 0.7601 3.38 1.99 0.7578 

Staff telling customers exactly when 

services will be performed  

6.14 0.94 0.7623 5.06 1.58 0.7565 

 Prompt service  6.04 1.10 0.7589 5.64 7.25 0.7968 

Staff willingness to help  5.92 1.00 0.7589 4.78 1.49 0.7557 

Prompt response from staff  4.52 2.17 0.7601 4.32 1.63 0.7526 

 Behaviors of staff instill confidence in 

customers  

5.70 1.45 0.7592 4.60 1.61 0.7511 

 Customers feel safe in their transactions  5.70 1.54 0.7571 5.52 1.47 0.7558 

 Friendliness and courtesy of staff  6.12 1.03 0.7618 5.00 1.60 0.7544 

Staff having knowledge to answer 

questions  

6.04 1.06 0.7570 5.20 1.31 0.7567 

Individual attention given by staff  5.66 1.18 0.7583 4.76 1.39 0.7526 

 Convenient operating hours  5.00 1.69 0.7574 5.22 1.68 0.7592 

 Staff giving customers best interest at 

heart  

5.74 1.29 0.7580 4.98 1.63 0.7585 

Personal attention given  5.62 1.41 0.7599 4.80 1.56 0.7535 

 Understand the specific needs of 

customers  

5.96 0.85 0.7618 5.18 1.41 0.7546 

 Able to conduct transaction immediately 

or in a short waiting period  

5.58 1.53 0.7556 5.10 1.78 0.7540 

 ATM conveniently located  6.04 1.22 0.7582 5.54 1.46 0.7570 

 Special services or counters for 

elderly/disabled  

4.72 2.03 0.7601 3.60 1.82 0.7635 

Clear guidance and information sign on 

how to use the banks’ services and 

facilities. 

6.04 1.13 0.7568 5.42 1.53 0.7564 

Overall Reliability 269.26 33.03 0.7616 134.23 17.00

2 

0.7645 
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Table 4.2, shows that all the reliability scores of the scale measures were adequate since the 

Cronbach’s alpha value for each scale item was significantly greater than the prescribed 0.7 

threshold.  

4.4 Critical Factors of Service Quality  

In the review of literature of this study, a number of models of the critical factors of service 

quality were reviewed.  However the study adopted the modified SERVQUAL model of 

Kumar, Kee and Manshor (2009) which identified four critical factors of service quality 

which include tangibility, reliability, competence and convenience with 26 scale items. A 

factor analysis of the 26 statements of the four factor model revealed the following results as 

shown in Table 4.3. 

Table 4.3 

Analysis of Critical Factors of Service Quality 

Variable(factors) Eigen `value % of  Variance Cumulative % of Variance 

1 6.05 23.25 23.25 

2 3.40 13.10 36.35 

3 2.07 8.95 44.29 

4 1.82 7.98 51.28 

5 1.59 6.71 59.99 

6 1.23 4.84  

7 1.20 4.60  

8 1.06 4.07  

9 0.99 3.80  

10 0.91 3.49  

11 0.81 3.13  

12 0.74 2.84  

13 0.66 2.53  

14 0.55 2.11  

15 0.48 1.83  

16 0.42 1.60  

17 0.36 1.38  

18 0.30 1.15  

19 0.29 1.13  

20 0.27 1.03  

21 0.21 0.81  

22 0.19875 0.76  

23 0.14139 0.54  

24 0.11929 0.46  
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25 0.09180 0.35  

26 0.05257 0.20  

Table 4.3, indicates that in contrast to the four factors (Tangibility, Reliability, Competence 

and Convenience) in the modified model adopted in the study, five factors were extracted 

from the 26 scale items of the model. These factors are designated Physical Environment, 

Reliability, Responsive, Assurance and Empathy base on the attributes of the variables 

extracted for each of the factors. It is seen that Competence and Convenience which were in 

the modified model are not part of the dive factors extracted. The scale items that constituted 

this factor were extracted under three new factors namely; Responsive, Assurance and 

Empathy. The cumulative proportion of variance of these five factors is 60% which implies 

that these five factors explained 60% of the variance of the 26 scale items. Table 4.4 shows 

the extracted factors and their respective scale items. 
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Table 4.4 

Extracted Factors of Service Quality and their Respective Scale items 

 LOADING Communality Reliability 

estimate (α) 

PHYSICAL ENVIROMENT 0.534  0.875 

Modern looking equipment 0.645 0.685  

 Appealing physical facilities 0.855  1.000  

Materials associated with the service are visually 

appealing  

0.516 0.964  

RELIABILITY 0.604  0.911 

Staff keeping promise  0.720 0.882  

 Sincere interest in solving customers’ problems  0.765  0.937  

Staff performing service right the first time  0.842 0.939  

Provide services at the time they promise to do so  0.609 0.999  

 Insists on error free records  0.535 0.718  

Prompt response from staff  0.610 1.000  

 Special services or counters for elderly/disabled  0.563  0.922  

RESPONSIVE 0.704  0.855 

Staff telling customers exactly when services will 

be performed  

0.712   0.925  

 Prompt service  0.567  0.897  

Staff willingness to help  0.544  0.833  

 Understand the specific needs of customers  0.669 0.831  

 Neat appearance of staff  0.481 0.719  

ASSURANCE 0.653  0.878 

 Behaviors of staff instill confidence in customers  0.704  0.909  

 Customers feel safe in their transactions  0.580 0.754  

 Friendliness and courtesy of staff  0.582 0.794  

Staff having knowledge to answer questions  0.394 0.942  

Individual attention given by staff  0.641 0.849  

Personal attention given  0.755 0.911  

 Able to conduct transaction immediately or in a 

short waiting period  

0.620  0.943  

EMPATHY 0.725  0.856 

 Convenient operating hours  -0.389 0.635  

 Staff having customers best interest at heart  0.715 1.000  

 ATM conveniently located  0.616 0.866  

Clear guidance and information sign on how to use 

the banks’ services and facilities. 

0.688 0.974  

 



55 
 

Table 4.4 indicates that all the 26 items except “convenient operating hours” were 

considerably loaded to the five dimensions since their loadings were more the threshold 

loading of 0.4. Table 4.4 also revealed that 20 out of the 26 items have their communality 

score between 0.8 and above which indicates that the five factors together explained 80% or 

more of the variance of these 20 scale items. The lowest commonality score is 0.635. This 

indicates that the scale items are generally reliable in measuring their respective factors.  To 

estimate the reliability of the five factors, the cronbach alpha was used. The cronbach alpha 

estimates of the five factors indicate that the five dimensions are considerably reliable in 

measuring service quality.  

4.5 Service Quality Measurement (Expectation, Perception and Gap) 

Overall service quality score is computed as a gap between average perception score and 

average expectation score derived from the 26 scale items. Table 4.5 shoes the summary of 

results from analysis of the data collected 
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Table 4.5 

Service quality Expectation, Perception and Gap 

VARIABLE EXPECTATION PERCEPTION GAP 

Mean Std. 

Deviation 

Mean Std. 

Deviation 

Modern looking equipment 4.82 1.57 5.56 1.54 0.74 

 Appealing physical facilities 5.16 1.68 5.20 1.46 0.04 

 Neat appearance of staff  5.94 1.05 5.76 .89 -0.18 

Materials associated with the service 

are visually appealing  

5.30 1.30 6.02 10.28 0.72 

Staff keeping promise  3.86 1.93 4.70 1.45 0.84 

 Sincere interest in solving 

customers’ problems  

4.08 2.06 4.72 1.50 0.64 

Staff performing service right the 

first time  

4.10 2.01 5.10 1.40 1.00 

Provide services at the time they 

promise to do so  

4.74 1.96 5.10 1.32 0.36 

 Insists on error free records  4.46 2.26 3.38 1.99 -1.08 

Staff telling customers exactly when 

services will be performed  

6.14 .94 5.06 1.58 -1.08 

 Prompt service  6.04 1.10 4.69 2.30 -1.35 

Staff willingness to help  5.92 .99 4.78 1.49 -1.14 

Prompt response from staff  4.52 2.17 4.32 1.63 -0.20 

 Behaviors of staff instill confidence 

in customers  

5.70 1.45 4.60 1.61 -1.10 

 Customers feel safe in their 

transactions  

5.70 1.54 5.52 1.47 -0.18 

 Friendliness and courtesy of staff  6.12 1.03 5.00 1.60 -1.12 

Staff having knowledge to answer 

questions  

6.04 1.06 5.20 1.31 -0.84 

Individual attention given by staff  5.66 1.18 4.76 1.39 -0.90 

 Convenient operating hours  5.00 1.69 5.22 1.68 0.22 

 Staff giving customers best interest 

at heart  

5.74 1.29 4.98 1.63 -0.76 

Personal attention given  5.62 1.41 4.80 1.56 -0.82 

 Understand the specific needs of 

customers  

5.96 .85 5.18 1.41 -0.78 

 Able to conduct transaction 

immediately or in a short waiting 

period  

5.58 1.53 5.10 1.78 -0.48 

 ATM conveniently located  6.04 1.22 5.54 1.460 -0.50 

 Special services or counters for 

elderly/disabled  

4.72 2.03 3.60 1.823 -1.12 

Clear guidance and information sign 

on how to use the banks’ services 

and facilities. 

6.04 1.13 5.42 1.53 -0.62 

Average Physical Env. score 5.10 1.16 5.13 1.22 0.03 

Average Reliability score 4.36 1.47 4.42 .90 0.06 

Average Responsive score 6.00 .68 5.08 .93 -0.92 

Average Assurance score 5.78 .87 5.00 1.13 -0.77 

Average Empathy score 5.70 .79 5.28 1.12 -0.42 

Overall Service Quality score 5.39 .68 4.98 .85 -0.40 
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From Table 4.5, the overall service quality for the Expectation is 5.358 whereas the overall 

Perception is 4.983. This implies that that there is a service quality gap of -0.4. In other words 

the overall perceptions of banks’ service quality in Ghana fall short of expectations. 

 In Table 4.5 it is observed that three of the five dimensions recorded negative service quality 

gap and two recorded positive service quality gap. However no sensible conclusions or 

inferences can be made until it is established whether the gaps are significantly different from 

zero. A one sample test was carried out to see whether the gaps are significantly different 

from zero. Table 4.6 shows the results of the significant test. 

 

Table 4.6: 

One Sample Test of the Gap Scores of the Dimensions and Overall Service Quality 

   Test Value = 0                                        

 Mean 

gap 

Std. 

Deviation t df Sig. (2-tailed) 

 Physical Environment .03 1.577 .668 999 .504 

Reliability  .06 1.702 1.168 999 .243 

Responsive  -.92 1.260 -22.991 999 .000 

Assurance  -.78 1.294 -18.987 999 .000 

 Empathy  -.42 1.415 -9.277 999 .000 

Overall Service Quality  -.40 1.157 -10.998 999 .000 

 

The results in Table 4.6 shows that the negative gaps were all significant whiles the positive 

gaps were all insignificant at 0.05 significant levels.   This indicates that the respondents’ 

perceptions fall short of their expectations with respect to the three dimensions (responsive, 
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assurance and empathy) with the negative gaps. This could be attributed to poor service 

delivery and over promising regarding service quality under these dimensions. The other two 

dimensions (physical environment and reliability) have insignificant positive dimensions 

indicating that that there is no significant difference between the expectations of this 

dimension and the perception of the dimensions. Thus, it could be inferred that regarding the 

two dimensions (physical environment and reliability) customers of the Universal Banks in 

Ghana perceive them to be up to expectation. In other words, the physical environment of the 

universal banks in Ghana is quite appealing to customers and the employees of the Universal 

banks are able to provide accurate and timely service. 

The last issue to be discussed from Table 4.6 is the gap score of the overall service quality of 

-0.40. Without regard for any proof, it may be concluded that the overall service quality gap 

score of -0.40 indicates that the overall service quality of the banks is below expectations. 

This is confirmed by the test results [t = -10.998 (P = 0.00)] which indicates that the -0.40 is 

significant at the level of 0.05. 

4.6 Customers Perception of the Level of Service Quality of Universal Banks in Ghana 

One of the objectives of the study was to examine customers’ perception of the level of 

service quality of Universal banks. That is whether the service quality of the banks is 

perceived to be below expectation, of expectation or above expectation. The analysis of data 

revealed that customer perception of the overall service quality of the banks was either above 

or below expectation but not of expectation. Below expectation” was measured as gap scores 

below zero (0), and above expectation was measure as gap scores above zero (0). Table 4.7 

shows the summary of the results of the data analyzed. 
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Table 4.7: 

 Customers Perception of the Level of Excellence (Below Expectation, and Above 

Expectation) of Overall Service Quality of the Banks 

  

PERCEPTION 

 

Freq. 

 

Percent 

Mean 

gap 

Std. 

Deviation 

Mini. 

gap 

Max. 

gap 

OVERALL 

SERVICE 

QUALITY 

BELOW EXPECTATION 580 58.0 -1.14 .929 -3 0 

ABOVE EXPECTATION 420 42.0 .62 .445 0 2 

Total 1000 100.0 -.40 1.157 -3 2 

Chi-Square test Independent Samples Test One sample test 

Chi-Square 

 

asymptomatic 

Sig. 

F 

 

Sig. 

 

t 

 

Sig. (2) 

 

t 

 

Sig.(2) 

 

25.600 0.000 222.105 .000 -39.729 .000 -10.998 0,000 

 

Table 4.7 indicates that there was no category of respondents who perceives the level of 

excellence of the service quality of the banks to be of “expectation”. Out of the 1000 

respondents 58% perceived the level of excellence of the service quality of the banks to be 

below expectation while the remaining 42% perceive the level of service quality to be above 

expectation. From the layperson point of view we could conclude that generally, customers of 

the banks perceive the level of excellence of the service quality of the banks to be below their 

expectations. Such conclusion however will not be scientific because the difference between 

the frequencies of the two categories might not be significant to merit such conclusion. From 

Table 4.7, a chi-square test of the significant of the difference between the value of the two 

categories (blow expectation and above expectation) indicate that the difference between the 
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two categories is significant at the level of 0.05. On that basis a conclusion may be made that 

customers generally perceive the level of excellence of the service quality of the bank to be 

below expectation”. 

It is possible that despite the fact that on the basis of the frequencies and chi-square test, it 

was concluded that, customers generally perceive the service quality of the banks to be 

‘below expectation, considering other statistical measures such as mean may reverse the 

conclusion. From Table 4.7, the mean score of “below average” is – 1.14 indicating below 

expectation and that of above expectation is 0.62 indicating above expectation. Thus the 

mean score in a way confirms the conclusions made from the frequencies. Yet to be sure that 

the – 1.14 and 0.62 are actually below or above expectation, an independent sample test was 

carried out. The independent sample test results [t = -35.922 (P = 0.000)] indicates that the 

two means are statistically and significantly different from zero (0) and is therefore below or 

above zero (0). 

Another issue is that it is possible for the two mean to be different from zero but not from 

each other. The F. statistic of the independent sample test was used to the test whether the 

two means are different from each other. From Table 4.7, the F – statistics [F = 222.105 (P = 

0.000)] indicates that the two means (-1.14 and 0.62) are significantly different at the level of 

0.05.From the above discussions, the hypothesis of below expectation is accepted and the 

hypothesis of above expectation is rejected. 

H1:  customers perceive the service quality of the banks to be:  

a. Below expectation 

b. Above expectation 
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4.7 Summary of Results on Service Quality Dimensions and Overall Service Quality 

One of the aims of the study was after identifying the dimensions of service quality of 

Universal banks in Ghana was to fish out the key dimension among the identified dimension. 

Thus data was analysed to find out the dimension which has the most influence on overall 

service quality in the context of Universal banks in Ghana. Thus, a regression analysis 

technique was used to regress the gap scores of overall service quality on the perceived 

performance scores of the five dimensions identified in the study. Table 4:8 shows the results 

of the analysis. 

Table 4.8: 

Regression Analysis of Dimensions of Service Quality and Overall Service Quality 

Model 

   

B Std. Error Beta t Sig. 

1 (Constant) -5.798 .121 - -47.888 .000 

 Physical Environment .054 .021 .057 2.555 .011 

Reliability  .084 .029 .065 2.934 .003 

Responsive  .130 .030 .105 4.262 .000 

Assurance  .261 .029 .254 8.897 .000 

 Empathy  .527 .026 .508 20.090 .000 

R R Square Adjusted R Square Durbin-Watson 

.852
a
 .726 .725 1.693 

 

From Table 4.8, it is seen that all the dimensions of service quality identified are significant 

predictor of overall service quality at the level of 0.05. The R square of 0.726 indicates that 
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the five dimensions are able to explain 72.6% of the value of overall service quality scores. 

All the “B” values and “Bata” values are positive indicating a direct relationship between the 

dimensions and overall service quality. However, the most influential dimension and key 

driver of the overall service quality scores in this context is empathy with the highest co-

efficient [B=0.527, (P = 0.000)]. 

4.8 Background Characteristics of Respondents and Overall Service Quality. 

It was hypothesized in the study that there is significant difference between overall service 

quality reported by categories of Gender, ages, income level and academic qualification. This 

part of the data analysis presents the summary of data analysed to confirm or reject the 

hypothesis. Table 4.9 shows the results. 
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Table 4.9: 

ANOVA of Respondents Background Characteristics and Overall Service Quality 

  
N Mean Std. Deviation Min. Max F Sig. 

GAPSQ MALE 500 -.68 1.177 -3 2  

60.387 

 

.000 FEMALE 500 -.13 1.068 -3 1 

Total 1000 -.40 1.157 -3 2 

GAPSQ BELOW 20 YEARS 200 -.49 .901 -2 1  

 

 

3.272 

 

 

 

.011 

20-29 YEARS 420 -.29 1.303 -3 1 

30-39 YEARS 200 -.52 1.326 -3 2 

40-49 YEARS 160 -.51 .781 -2 0 

50 AND ABOVE 20 .17 .000 0 0 

Total 1000 -.40 1.157 -3 2 

GAPSQ BELOW GHC 100 160 -.54 .935 -2 0  

 

16.140 

 

 

.000 

GHC 100-200 140 -.04 1.333 -3 2 

GHC 200-300 160 .00 1.134 -3 1 

ABOVE GHC 300 540 -.57 1.127 -3 1 

Total 1000 -.40 1.157 -3 2 

GAPSQ WASSCE 320 -.03 .955 -2 1  

 

 

56.554 

 

 

 

.000 

POST SECONDARY 100 .31 .813 0 2 

DIPLOMA/HND 160 -.16 1.159 -3 1 

BACHELOR 

DEGREE 

380 -.88 1.164 -3 1 

POST GRADUATE 40 -1.59 .413 -2 -1 

Total 1000 -.40 1.157 -3 2 

 

In terms of gender, Table 4.9 indicates that the mean gap score of overall service quality of 

males is -0.68 and that of females is -0.13. The ANOVA of between group statistic 

{F=60.387, (P=0.000)} indicate that there is significant difference between the males scores 

and the female scores. Therefore the hypothesis of no significant difference is rejected. It may 

therefore be said that the males’ gap score is higher than that of the females. This implies that 

though both males & females perceive the overall service quality to be “below expectation”, 

the males perception of the level of excellence of the overall service quality of the banks is 

lower than that of the females. This implication can vividly be seen on the line graph of the 

mean gap scores and gender in figure 13  
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Figure 13: Mean Plots of Service Quality Gap and Gender 

As in figure 13 the females gap score is higher than that of the males and the trend of the line 

indicates that male tend to be more negative of the level of service of the banks than females. 

With respect to age, Table 4.9 indicates that at least, there is a significant deference between 

two of that age groups [(F = 3.272 (P=0.011)]. The post Hoc test shows that there is 

significant difference between the scores of the age groups blow 20 years and “50 years and 

above”, “20-29 years” and “30 -39 years”, “20 -29 years” and “40 – 49 years”, “30 – 39 years 

and “50 and above”, and “40 – 49 years” and “50 and above” at 0.05 level. However, there is 

no significant difference between the mean gap scores of the remaining five groups of ages at 

level of 0.05. The mean plots of the gap scores of the age groups is shown in figure 14 below.  
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Figure 14: Mean Plots of Service Quality Gap and Age 

Figure 14 portrays that the age group 30-39 and 40-49 reported almost the same gap scores. 

This implies that customers between 29 years and 50 years have almost the same perception 

of the level of excellence of the overall service quality. The trend of the line indicates that 

customers below the age 50 years generally perceive the level of excellence the overall 

service quality of the banks to below expectations whiles those within the age group of 50 

years and above perceive the level of excellence of the overall service quality of the banks to 

be of expectation or even better.  

The ANOVA also shows that at least there is a significant differences between two groups of 

income level [F = 16.140, (P=0.000)]. The Post Hoc multi comprise reveals that the means 

scores of (Below Gh¢100 category and above GH¢300 as well as GH¢100 - GH¢200 and 
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GH¢200 – 300. The mean plots of the gap scores of income groups shown in figure 15

 

Figure 15: Mean Plots of Service Quality Gap and Income Group 

The trend of the line in Figure 15 indicates that the extreme low income group and extreme 

high income group are more negative in their perception of the level of excellence of the 

overall service quality of the banks than the income groups in between the two extremes. 

The last issue under this part of the data analysis and discussions of results is whether there is 

significant difference between the overall service quality scores of respondents of different 

academic qualification. The ANOVA statistic [F = 56.554 (P = 0.000)] indicates that at least 

there is a significant difference between the scores of respondents of different between the 

scores of respondents of different academic qualifications. However, there is no significant 

difference between the score of WASSCE and Diploma /HND categories.  The mean plot of 

the gap scores of academic qualification categories is shown in figure 16.  
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Figure 16:  Mean Plots of Service Quality Gap and Academic qualification 

The trend of the line indicates that customers with lower academic qualification generally 

perceive the level of excellence the overall service quality of the banks more positively than 

those with higher academic qualification. In fact, the graph depicts the fact that as the 

academic qualification of a customer improves their mean expectation – perception gap 

scores also get more negative.  

4.9 Summary            

In sum, this chapter dealt with analysis of data. The data analysis boarded on background 

characteristics of respondents, reliability of the scale items, extraction of critical factors of 

service quality of the banks, determining the key driver of overall service quality  of the 

banks and the effects of background characteristics of respondents or customers on 

perception of service quality. The next chapter will deal with summary of findings of the 

study, conclusions and recommendations  
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CHAPTER FIVE 

DISCUSSION OF FINDINGS 

5.1 Introduction 

This section deals with discussion of the results of data analysis of the study. The discussion 

is done with respect to reliability of scale items, critical factors of service quality, service 

quality of universal banks in Ghana, key drivers of overall service quality of Universal banks 

in Ghana, and background characteristics of customers and overall service quality. 

5.2 Reliability of Scale Factors 

According to Chang and Chiang (2006), a Cronbach’s alpha of 0.7 is significant for 

measuring the reliability of a scale. According to them, an alpha of 0.7 and above indicates 

significant reliability and below 0.7 is otherwise. The result of the data analysis as shown in 

Table 4.2 indicates that all the scale items of the modified SERVQUAL model are reliable. 

The estimated Cronbach’s alpha of all the 26 scale items is 0.7 or above in both cases of 

perception and expectation. This confirms that the 26 scale items of the modified 

SERVQUAL Model of Kumar and Manshor (2009) are a reliable scale in measuring service 

quality especially in the banking sector. 

5.3 Critical Factors of Service Quality 

As indicated by Culiberg and Rojsek (2010), consensus about the nature and dimensionality 

of service quality is still an issue. This could be attributed to various factors including the 

nature of service, the type of service and the context of the study (Location and respondents 

characteristics). In this study, service quality was proposed to have four dimensions (critical 

factors) which are tangibility, reliability, competence, and convenience (see Kumar, Kee and 

Manshor, 2009). A factor analysis of the collected data extracted five factors instead of four 

factors as the thesis already proposed. These factors are physical environment, reliability, 
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responsive, assurance and empathy. Apparently, the findings of this study could not confirm 

the modified SERVQUAL model of Kumar, Kee and Manshor (2009). The findings rather 

points to the fact that, service quality of the banking sector could best be described by five 

dimensions. This supports the original SERVQUAL model of Parasuraman et al (1985). The 

nature and features of the five dimension extract by this study is almost the same as the 

original SERVQUAL model except some slight differences in the scale items in few 

dimensions. The implication of these findings is that dimensionality of service quality is 

intangible and echoes that a concrete dimension of service quality is an elusion. It is therefore 

time for research on service quality to be directed to why service quality dimensions are 

variable in different contexts. 

The findings discussed under this section provide an answer to research question two (RQ2: 

“What are the critical factors of measuring service Quality of Universal banks in Ghana?”). 

From the above discussion the critical factors are five elements - assurance, empathy, 

physical environment, reliability and responsive. 

Regarding H2 (“The critical factors of service quality of Universal banks in Ghana are 

Tangibility, reliability, competencies and convenience”); the findings have shown that this 

hypothesis should not be accepted.  

5.4 Service Quality of Universal Banks in Ghana 

The results of the data analysis revealed that the overall customers’ expectation of the level of 

excellence of the service quality of universal banks in Ghana has an amount of 5.358 on a 

scale of 1 (low) to 7 (high). The overall customers’ perception of the level of excellence of 

the service quality of universal banks in Ghana on the other hand is 4.983. As shown in Table 

4.6, there is a clear excess of expectation over perception gap of (-0.4).  This gap is 

significant [t = 10.998 (P=0.000)] at 0.01 level of significances. The negative gap (-0.4) 
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indicates that the customers overall perception of the service quality of the banks fall short of 

their overall expectations. 

In terms of frequency, 58% of the customers perceive the service quality of the banks to be 

blow expectation and the remaining 42% perceive the overall service quality to be above 

expectation. The average expectation gap of those who perceived the service quality to be 

below expectation is -1.12 and the average expectation gap of those who perceive the service 

quality to be above expectation is 0.72 given a net gap of -0.4 (see Table 4.7). The results in 

table 4.7 show that the values for below expectation and above expectation are significantly 

different from each other. Thus, customers’ perception of the level of excellence of the 

service quality of universal banks in Ghana is generally below expectations. These findings 

confirm the findings of Hinson, Mohammed and Mensah (2006). They studied the service 

quality of some selected banks in Ghana and found that the overall service quality of the 

banks fall short of customers’ expectations. 

The implication of these findings is that there is still a great room for improvement in service 

quality of universal banks in Ghana. Besides, it could also be deduced from the findings that, 

improvement in service quality is still a major competitive factor in the banking sector of 

Ghana so far as customers’ satisfaction, loyalty and retention is concern. Consequently, banks 

which will invest in improving service quality stand to gain competitive advantage. 

These findings have answered research question one (RQ1: “What is customers’ perception 

of the level of excellence of the service quality of Universal banks in Ghana?”). As already 

discussed customers perceived the service quality of the banks to be below expectation. 

 



71 
 

 Accordingly, hypothesis one (H1: “Customers perceive the service quality of the banks to be 

below expectation”), is accepted [t = -10.998 (P = 0.000)] at the significance level of 0.0l 

(see tables 4.6 & 4.7). 

5.5 Key Drivers of Service Quality of Universal Banks in Ghana 

To identify the key derivers of service quality, detailed analysis was done above the factors 

that influence the overall service gap (-0.4). As sown in Table 4.6, responsive (Gap = -0.92), 

assurance (gap = -0.78) and Empathy (Gap = -0.42) dimensions of service quality all fall 

short of customers expectation. However, physical environment (Gap = 0.03) and reliability 

(Gap = 0.06) are of expectation. Thus, responsive, assurance and reliability are the major 

derivers of the overall service quality gap of -0.4. A regression analysis of the overall service 

quality gap and the gaps of the five dimensions confirms that responsive [B = 0.105 (P = 

0.00)], assurance [B = 0.254 (P = 0.000)] and empathy [B = 0.508, (p = 0.000)] are the most 

significant derivers of overall service quality at the significant level of 0.01 (see table 4.8). 

Between those dimensions, empathy is the most influential one. . This confirms the findings 

of Nukpezan and Nyumoye (2009). They found empathy as an important indicator of service 

quality. The findings also support the conclusion of Vanniaragen and Anbazahagan (2007) 

that assurance is one of the major factors of service quality in retail banking. Santhiyavalli 

and Sanhiya (2011) also identified assurance as a major factor of service quality in the 

banking sector of India. 

In this study the measures of the empathy factor that derives service quality are: 

1. Convenient operating hours 

2. Employees with customers interest at heart 

3. Convenient location of ATM  

4. Clear guidance on how to use bank service facilities. 
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Findings show that customers are interested in these four variables and any effort to 

improving service quality should first be directed to these variables. 

Thus, hypotheses three (H3: “All the dimensions of service quality significantly influence 

overall service quality of the banks”)is accepted{[physical environment (B = 0.057, t = 2.555 

(P = 0.011)], Reliability [B = 0.065, t = 2.93, ( p= 0.003], Responsive  [B = 0.105, t = 4.265  

(P = 0.000], Assurance [B = 0.254, t = 8.897, (p = 0.000)], and Empathy [B = 0.508, t = 

2.090 (P = 0.000)]} at the significant level of 0.01. 

5.6 Background Characteristics of Customers and Overall Service Quality 

The last part of discussion is on background characteristics of customers and overall service 

quality. The findings indicate that the service quality gap of the male respondents is -0.68 and 

that of the females is -0.13 and these service quality gaps are significantly different [F= 

60.387, (p= 0.00)] at the significant level of 0.01(see table 4.9).Accordingly, the females 

perceive the service quality more positively than males do.  This directly contradicts the 

findings of Spathes, Petridou and Glaveli (2004). They found that male have more positive 

perception of service quality than females. The implication of this finding is that gender has 

influence on customers’ perceived service quality. With respect to age, table 4.9 indicates that 

at least, there is a significant deference between two age groups [(F = 3.272 (P=0.011)].The 

ANOVA also shows that at least there is a significant differences between two groups of 

income level [F = 16.140, (P=0.000)]. In terms of academic qualification, the ANOVA 

statistic [F = 56.554 (P = 0.000)] indicates that at least there is a significant difference 

between the scores of respondents of different academic qualifications.  

 



73 
 

As a result, hypothesis four (H4: “There is no significant difference between the overall 

service quality reported by the categories of Age, Gender, Level of education, and Income 

level”) is not accepted at the significant level of 0.01(see table 4.9). 

This section dealt with discussion of the data analysis of the study. Findings described under 

rubrics of reliability of scale items, critical factors of service quality, service quality of 

universal banks in Ghana, key drivers of overall service quality of universal banks in Ghana, 

and background characteristics of customers and overall service quality. Next chapter 

contains the conclusions and recommendations of the study to practitioners.  
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CHAPTER SIX 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

6.1 Introduction 

This chapter of the study presents the summary of finding, conclusion and recommendation 

of the study. The purpose of the study was to examine customers’ perception of the level of 

excellence of the service quality of universal banks in Ghana as well as identify the 

dimensions of service quality and the key dimensions of service quality of universal banks in 

Ghana. 

In all, 1000 customers across all known universal banks were selected for the study. An 

analysis of the background characteristics of the respondents revealed that the sample size 

was gender balanced (equal number of males and females).Majority of the respondents 

consisted of students and public service. Only 14% of the respondents were business’s 

persons. This reflects the fact that it is usually difficult to get business persons to answer 

questionnaires. In term of income distribution, majority of the respondents received income 

above GH¢300 (US$150). The academic distribution of respondents shows that a little above 

half (65%) of the respondents have a diploma qualification or above and the remaining ones 

have high school qualification. As part of the measures to ensure the accuracy of the finding 

of the study, Cronbach’s reliability estimate was computed from the scale measures used for 

the study. The Analysis shows that all the statements of the scale items were reliable 

measures of service quality. 

The finding of the study revealed that the critical factors of service quality among the 

Universal Banks in Ghana are five instead of the proposed four factors of Kumar, Kee and 

Manshor (2009). A factor analysis of the data extracted five factors which are named: 

Physical Environment, Reliability, Responsive, Assurance and Empathy. 
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Customers’ perception of the level of excellence of the service quality of the Universal banks 

is found to be below their expectation. However the service quality of the physical 

environment dimension and the reliability dimension were found to be of customers’ 

expectations.  

One of the major issues of the study was to identify the key dimension of overall service 

quality of the Universal banks in Ghana. The findings of the study revealed that the most 

influential dimension of overall service quality is the empathy dimension. However, all the 

dimensions have positive impact on overall service quality. 

Regarding background characteristics of respondents and overall service quality, it was 

formed that in terms of gender, both males and females reported significantly negative 

perception and expectation gap. This implies that both males and females generally perceived 

the overall service quality of Universal banks in Ghana to be below their expectations. 

However the males’ expectation and perception gap is significantly larger than that of the 

females. Thus the hypothesis of no significant difference is rejected at significant level of 

0.05. 

The findings revealed that there is significant difference between customers perception of the 

level excellence of overall service quality in terms of age groups. The trend of the perception 

expectation gap scores plots of the age groups shows that the elderly tend to perceive the 

level of excellence of the service quality of the banks to be of expectation or even better and 

the young perceive the level of below expectation. This indicates that age could have an 

influence on customer expectation and perception of service quality. However it was found 

that there was no significant difference between overall service quality scores of some of the 

age groups. In terms of income groups there finding indicated that there is a significant 

differences between the overall service quality scores of different income groups. This 
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implies that income level of customers could influence their expectation and perception of 

overall service quality. 

Regarding academic qualifications, the findings indicates that there is a significant difference 

between the overall service quality scores of customers of different academic qualification. 

The trend of the gap scores of the categories of academic qualifications indicate that the 

higher the level of academic qualifications of customers, the lower (more negative) the 

service quality gap reported. Thus, customers with higher academic qualifications perceived 

the service quality to be below expectation and those with lower academic qualification 

perceived the service quality to be above expectation. 

6.2 Conclusions 

From the findings of the study the following conclusions were drawn. 

In the first place, the 26 scale items used for the study are significantly reliable in measuring 

service quality and its dimensions. Secondly, the overall service quality of universal banks in 

Ghana is a construct of five dimensions namely, Physical Environment, Reliability, 

Responsive, Assurance and Empathy. Thirdly, the overall service quality of Universal banks 

in Ghana does not meet customers’ expectations. 

However, the Physical environment dimension and reliability dimensions of the overall 

service quality of the banks is of customers’ expectations.  Moreover, all the dimensions of 

service quality of universal banks in Ghana have significant positive influence on overall 

service quality.  But, the most influential dimension of overall service quality is the Empathy 

dimension. 

The last but not least conclusion is that background characteristics such as gender, age, 

income level, and academic qualifications of customers of universal banks have significant 

influence on customers’ perception and expectation of service quality. 
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6.3 Recommendations 

One of the major aims of the study was to make relevant recommendations on service quality 

of universal banks in Ghana. Considering the findings of the study and conclusions, the 

following recommendations are made. 

It is concluded from the findings that, overall service quality is a construct of five 

dimensions. Management of Universal banks should recognize this vital information and 

strategies their service quality improvement policies around this model. 

It is important that management of universal banks to recognize that the quality of their 

services in terms physical environment and reliability is of customers’ expectations. Thus 

much effort should be made to maintain or even enhance their current performance in terms 

of physical environment and reliability dimensions of their services. 

As much as it is important to maintain the strengths of the service quality of the universal 

banks, it is even more important to work on the weaknesses. Generally, it is concluded from 

the study that the overall service quality of the banks fall short of customers expectation. Out 

of the five dimensions of the service quality of banks identified, three of them are perceived 

to be below customers’ expectations resulting in the less than expected overall service 

quality. Thus, management of universal banks in Ghana should be aware of this information 

and take concrete steps to improve on the overall service quality of the banks. To achieve 

this, employees must be motivated and trained to improve their customer relations in terms of 

being responsive to customers, showing empathy to customers as well as instilling confidence 

in customers of the service of the banks.  

Notwithstanding the fact that improvement in the performance of the universal banks in all 

the dimensions is desirable, greater emphasis should be placed on empathy since it is found to 

be the most influential factor of overall service quality perception of customers of universal 
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banks in Ghana. Moreover, it is concluded from the study that, gender, age, income level of 

customers and educational level of customers have significant influence on customers’ 

perception of service quality. Policy makers of the universal banks should therefore recognize 

this information and factor in customers’ background characteristics when formulating 

policies on improving service quality. 

6.4 Limitations and Future Research 

This study could not find support for the fourth dimension (convenience) of service quality of 

Kumar, Kee and Manshor (2009) suggested in their study, hence future studies are 

recommended to verify the dimensionality of service quality suggested in the current study. 

Finally, the current study is limited to Ghana therefore, future studies are encouraged to 

perform a cross country comparison and compare their findings in other countries with the 

data of current study.   
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APPENDICE 

APPENDEX A: Quality of Banking Services in Ghana 

 

QUESTIONNAIRE FOR CUSTOMERS OF UNIVERSAL BANKS IN 

GHANA 

Cover Letter 
           January, 

2012 

 Dear customer, 

We are interested in studying quality of banking services in Ghana that may lead to higher 

quality of services and customer satisfaction. The first section of the questionnaire is focused 

on your expectation of the service quality of your bank. The second part of the questionnaire 

focuses on your perception of the service quality of your bank. 

Your responses are important for us and the questionnaire takes about 10 minutes to 

complete. Your responses will be treated confidential and used for only academic purpose.  

We are Master’s students of Lulea University of Technology, Sweden and University of 

Education, Winneba (Kumasi Campus). We thank you for your concern and time. 

Yours faithful 

Lukmaan O.M Bonsu and Gertrude Adu 

(MASTER STUDENTS, UNIVERSITY OF EDUCATION, WINNEBA-KUMASI 

CAMPUS) 

SECTION ONE 

CUSTOMER EXPECTATION (ANTICIPATION) OF THE SUPERIORITY OF 

SERVICE QUALITY OF UNIVERSAL BANKS 

EXPECTATION: it means what you require, what you hope to get or what you should get 

In your opinion, what is your expectation (anticipation) of the service quality of your bank 

in terms of following factors?  Use the following responses from 1 to 7 to answer, where,                                                                                                                                                                

   Strongly Disagree                                                                         Strongly Agree 

                 1                2             3               4               5             6                7 
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FACTORS/ANTECEDENTS Circle only one option 

TANGIBILITY 

1 Excellent universal banks have modern looking equipment 1 2 3 4 5 6 7 

2  The physical facilities at excellent universal banks should 

be visually appealing  

1 2 3 4 5 6 7 

3  Employees at excellent universal banks should be neat 

appearing  

1 2 3 4 5 6 7 

4 Materials associated with the service (such as pamphlets or 

statements) should be visually appealing at an excellent 

universal bank  

1 2 3 4 5 6 7 

RELIABILITY 

1 When excellent universal banks promise to do something 

by a certain time, they do. 

1 2 3 4 5 6 7 

2 When a customer has a problem, excellent universal banks 

should show a sincere interest in solving it. 

1 2 3 4 5 6 7 

3 Excellent universal banks should perform the service right 

the first time. 

1 2 3 4 5 6 7 

4 Excellent universal banks should provide the service at the 

time they promise to do so. 

1 2 3 4 5 6 7 

5 Excellent universal banks should insist on error free 

records  

1 2 3 4 5 6 7 

COMPETENCE 

1. Employees of excellent universal banks should tell 

customers exactly when services will be performed. 

1 2 3 4 5 6 7 

2.  Employees of excellent universal banks should give 

prompt service to customers. 

1 2 3 4 5 6 7 

3. Employees of excellent universal banks should always be 

willing to help customers. 

1 2 3 4 5 6 7 

4. Employees of excellent universal banks should never be 

too busy to respond to customers’ requests. 

1 2 3 4 5 6 7 
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5.  The behavior of employees of excellent universal banks 

should instill confidence in customers. 

1 2 3 4 5 6 7 

6. Customers of excellent universal banks should feel safe in 

transactions. 

1 2 3 4 5 6 7 

7. Employees of excellent universal banks should be 

consistently courteous with customers. 

1 2 3 4 5 6 7 

8. Employees of excellent universal banks should have the 

knowledge to answer customers’ questions. 

1 2 3 4 5 6 7 

9. Excellent universal banks should give customers individual 

attention.  

1 2 3 4 5 6 7 

10.  Excellent universal banks should have operating hours 

convenient to all their customers. 

1 2 3 4 5 6 7 

11. Excellent universal banks should have employees who 

give customers personal attention. 

1 2 3 4 5 6 7 

12. Excellent universal banks should have their customer’s 

best interests at heart. 

1 2 3 4 5 6 7 

13. The employees of excellent universal banks should 

understand the specific needs of their customers. 

1 2 3 4 5 6 7 

14.  The employees of excellent universal banks should be 

able to conduct transaction immediately or in a short 

waiting period  

1 2 3 4 5 6 7 

CONVENIENCE 

1  ATM of excellent universal banks should be conveniently 

located  

1 2 3 4 5 6 7 

2  Excellent universal banks should  provide Special services 

or counters for elderly/disabled  

1 2 3 4 5 6 7 

3. Clear guidance and information sign on how to use the 

banks’ services and facilities should be available in 

excellent universal banks. 

1 2 3 4 5 6 7 
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SECTION TWO 

CUSTOMER PERCEPTION OF THE SUPERIORITY OF SERVICE QUALITY OF 

UNIVERSAL BANKS 

PERCEPTION: it means observation, view, or opinion  

In your opinion, what is your perception (observation, view, or opinion) of the service 

quality of your bank in terms of following factors?  Use the following responses from 1 to 7 

to answer, where,                                                                                                                                                                

Strongly Disagree                                                                  Strongly Agree 

               1             2             3              4             5               6              7 

                                               

FACTORS/ANTECEDENTS Circle only one option 

TANGIBILITY 

1 Your bank has modern looking equipment. 1 2 3 4 5 6 7 

2 Your Bank’s physical facilities are visually appealing. 1 2 3 4 5 6 7 

3 Your Bank’s reception desk employees are neat appearing. 1 2 3 4 5 6 7 

4 Materials associated with the service (such as pamphlets or 

statements) are visually appealing at your bank. 

1 2 3 4 5 6 7 

RELIABILITY 

1 When your bank promises to do something by a certain 

time, it does so. 

1 2 3 4 5 6 7 

2 When you have a problem, your bank shows a sincere 

interest in solving it. 

1 2 3 4 5 6 7 
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3 Your bank performs the service right the first time. 1 2 3 4 5 6 7 

4 Your bank provides its service at the time it promises to do 

so. 

1 2 3 4 5 6 7 

5 Your  bank insists on error free records 1 2 3 4 5 6 7 

COMPETENCE 

1. Employees in your bank tell you exactly when services 

will be performed. 

1 2 3 4 5 6 7 

2. Employees in your bank give you prompt service. 1 2 3 4 5 6 7 

3. Employees in your bank are always willing to help you. 1 2 3 4 5 6 7 

4. Employees in your bank are never too busy to respond to 

your request. 

1 2 3 4 5 6 7 

5. The behavior of employees in your bank instills confidence 

in you. 

1 2 3 4 5 6 7 

6. You feel safe in your transactions with your bank. 1 2 3 4 5 6 7 

7. Employees in your bank area consistently courteous with 

you. 

1 2 3 4 5 6 7 

8. P17. Employees in bank have the knowledge to answer 

your questions. 

1 2 3 4 5 6 7 

9. Your bank gives you individual attention. 1 2 3 4 5 6 7 

10. Your bank has operating hours convenient to all its 

customers. 

1 2 3 4 5 6 7 

11. XYZ bank has employees who give you personal attention. 1 2 3 4 5 6 7 

12. Your bank has your best interest at heart. 1 2 3 4 5 6 7 

13. The employees of your bank understand your specific 

needs.  

1 2 3 4 5 6 7 

14.  The employees of your bank are able to conduct 

transaction immediately or in a short waiting period  

1 2 3 4 5 6 7 
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CONVENIENCE 

1  The ATM of your bank are conveniently located  1 2 3 4 5 6 7 

2  Your bank provide Special services or counters for 

elderly/disabled  

1 2 3 4 5 6 7 

3 Clear guidance and information sign on how to use the 

banks’ services and facilities are available in your bank 

1 2 3 4 5 6 7 

 

SECTION THREE 

RESPONDENT’S PROFILE 

Please tick [√] the appropriate box for your answers.  

1. Please what is your gender?     

[    ] male [    ]  female 

2. Please select your age group.      

[    ] below 20 years    [    ] 20 – 29          [    ] 30-39    

[    ] 40 – 49   [    ] 50 and above  

3. What is your occupation?     

[    ]    civil servant [    ] student   [    ] businessman/woman 

[    ] public servant    [    ] other  

4. What is your monthly income?    

[    ] Below GH¢100     [    ] GH¢100 - ¢200     [    ] GH¢200 - 300 [    ] above GH¢300 

5. Select your highest academic qualification? (Please tick only one box) 

[    ] WASSCE [    ] Technical/Post-secondary       [    ] Diploma/HNDiploma 

[    ] Bachelor’s 

degree 

[    ]   Post-graduate 

Diploma/Masters     

[    ] PhD 

                    

Your Comments: if you want to, please use the space below to provide your own 

comments and opinions on the questions asked in this survey.  

…………………………………………………………………………………………………

…………………………………………………………………………………………………

…………………………………………………………………………………………………

…………………………………………………………………………………………………

…………………..........................................................................................................................

...................................... 

If you would like to receive the findings of this study please write your email address below:  

………………………………………………………………………………………………………………………………………………… 
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APPENDEX B: Customers Perception of the Level of Excellence (Below Expectation,  

and Above Expectation) of the Five Service Quality Dimensions of the  

Banks 

  

N Mean 

Std. 

Deviation Mini. Max. 

F Sig. 

GAPPE BELOW 

EXPECTATION 

580 -.83 1.210 -4 2  

698.685 

 

.000 

ABOVE 

EAPECTATION 

420 1.22 1.211 0 5 

Total 1000 .03 1.577 -4 5 

GAPRL BELOW 

EXPECTATION 

580 -.82 1.412 -3 3  

586.708 

 

 

.000 

 ABOVE 

EAPECTATION 

420 1.28 1.261 -1 4 

Total 1000 .06 1.702 -3 4 

GAPRP BELOW 

EXPECTATION 

580 -1.37 1.178 -3 1  

213.121 

 

 

.000 

 ABOVE 

EAPECTATION 

420 -.30 1.096 -2 2 

Total 1000 -.92 1.260 -3 2 

GAPAS BELOW 

EXPECTATION 

580 -1.50 1.136 -4 1  

747.428 

 

.000 

ABOVE 

EAPECTATION 

420 .22 .708 0 1 

Total 1000 -.78 1.294 -4 1 

GAPEM

P 

BELOW 

EXPECTATION 

580 -1.20 1.230 -4 1 734.123 

 

.000 

 

ABOVE 

EAPECTATION 

420 .67 .811 -1 2 

Total 1000 -.42 1.415 -4 2 

GAPSQ BELOW 

EXPECTATION 

580 -1.14 .929 -3 0  

1290.39

3 

 

.000 

ABOVE 

EAPECTATION 

420 .62 .445 0 2 

Total 1000 -.40 1.157 -3 2 
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APPENDIX C: Post Hoc Tests of ANOVA of Respondents Age and Overall Service  

Quality 

 

 

 

 

 

Depende

nt 

Variable  

 AGE  Mean 

Difference 

Std Error Sig. Lower 

Bound 

Upper 

Bound 

GAPSQ BELOW 20 

YEARS 

20-29 YEARS -.190 .099 .055 -.38 .00 

30-39 YEARS .032 .115 .781 -.19 .26 

40-49 YEARS .024 .122 .844 -.22 .26 

50 AND ABOVE -.660
*
 .270 .015 -1.19 -.13 

20-29 YEARS BELOW 20 

YEARS 

.190 .099 .055 .00 .38 

30-39 YEARS .222
*
 .099 .025 .03 .42 

40-49 YEARS .214
*
 .107 .045 .00 .42 

50 AND ABOVE -.470 .264 .075 -.99 .05 

30-39 YEARS BELOW 20 

YEARS 

-.032 .115 .781 -.26 .19 

20-29 YEARS -.222
*
 .099 .025 -.42 -.03 

40-49 YEARS -.008 .122 .947 -.25 .23 

50 AND ABOVE -.692
*
 .270 .011 -1.22 -.16 

40-49 YEARS BELOW 20 

YEARS 

-.024 .122 .844 -.26 .22 

20-29 YEARS -.214
*
 .107 .045 -.42 .00 

30-39 YEARS .008 .122 .947 -.23 .25 

50 AND ABOVE -.684
*
 .273 .012 -1.22 -.15 

50 AND ABOVE BELOW 20 

YEARS 

.660
*
 .270 .015 .13 1.19 

20-29 YEARS .470 .264 .075 -.05 .99 

30-39 YEARS .692
*
 .270 .011 .16 1.22 

40-49 YEARS .684
*
 .273 .012 .15 1.22 

*. The mean difference is significant at the 0.05 level. 
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APPENDIX D: Post Hoc Tests of ANOVA of Respondents Income Level and  Overall  

    Service Quality 

Drpenden

t Variable 

 LEVEL OF 

INCOMM 

Mean 

Difference 
Std 

Error 

Sig. Lower 

Bound 
Upper 

Bound 

GAPSQ BELOW GHC 

100 

GHC 100-200 -.491
*
 .131 .000 -.75 -.23 

GHC 200-300 -.531
*
 .127 .000 -.78 -.28 

ABOVE GHC 

300 

.038 .102 .706 -.16 .24 

GHC 100-200 BELOW GHC 

100 

.491
*
 .131 .000 .23 .75 

GHC 200-300 -.040 .131 .759 -.30 .22 

ABOVE GHC 

300 

.529
*
 .107 .000 .32 .74 

GHC 200-300 BELOW GHC 

100 

.531
*
 .127 .000 .28 .78 

GHC 100-200 .040 .131 .759 -.22 .30 

ABOVE GHC 

300 

.570
*
 .102 .000 .37 .77 

ABOVE GHC 

300 

BELOW GHC 

100 

-.038 .102 .706 -.24 .16 

GHC 100-200 -.529
*
 .107 .000 -.74 -.32 

GHC 200-300 -.570
*
 .102 .000 -.77 -.37 

*. The mean difference is significant at the 0.05 level. 
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APPENDIX E: Post Hoc Tests of ANOVA of Respondents Level of Education and  

    Overall Service Quality 

Depende

nt 

Variable 

 ACADEMICS Mean 

Difference 

Std. 

Error 
Sig. Lower 

Bound 

Upper 

Bound 

GAPSQ WASSCE POST 

SECONDARY 

-.345
*
 .120 .004 -.58 -.11 

DIPLOMA/HND .123 .101 .226 -.08 .32 

BACHELOR 

DEGREE 

.848
*
 .079 .000 .69 1.00 

POST 

GRADUATE 

1.555
*
 .175 .000 1.21 1.90 

POST 

SECONDARY 

WASSCE .345
*
 .120 .004 .11 .58 

DIPLOMA/HND .468
*
 .133 .000 .21 .73 

BACHELOR 

DEGREE 

1.193
*
 .118 .000 .96 1.42 

POST 

GRADUATE 

1.900
*
 .196 .000 1.52 2.28 

DIPLOMA/HND WASSCE -.123 .101 .226 -.32 .08 

POST 

SECONDARY 

-.468
*
 .133 .000 -.73 -.21 

BACHELOR 

DEGREE 

.725
*
 .099 .000 .53 .92 

POST 

GRADUATE 

1.433
*
 .185 .000 1.07 1.80 

BACHELOR 

DEGREE 

WASSCE -.848
*
 .079 .000 -1.00 -.69 

POST 

SECONDARY 

-1.193
*
 .118 .000 -1.42 -.96 

DIPLOMA/HND -.725
*
 .099 .000 -.92 -.53 

POST 

GRADUATE 

.708
*
 .174 .000 .37 1.05 

POST 

GRADUATE 

WASSCE -1.555
*
 .175 .000 -1.90 -1.21 

POST 

SECONDARY 

-1.900
*
 .196 .000 -2.28 -1.52 

DIPLOMA/HND -1.433
*
 .185 .000 -1.80 -1.07 

BACHELOR 

DEGREE 

-.708
*
 .174 .000 -1.05 -.37 

*. The mean difference is significant at the 0.05 level. 
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