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ABSTRACT

This masters’ thesis sought to assess and analyse customer satisfaction with service quality in the 

insurance industry of Ghana. Specifically, it examined the determinants of satisfaction and the 

effects of customer satisfaction on behavioural intentions of consumers in Ghana’s insurance 

industry (GII), as well as the influence of background data on the relationship between 

satisfaction and behaviour intention.

The study was a cross-sectional survey that used self-administered structured questionnaire to the 

target population of customers of insurance companies in Ghana. Out of the one thousand and 

one hundred questionnaire administered, one thousand and fifty-one usable questionnaire were 

obtained constituting 87.6% for analysis. Structural Equation Modelling (SEM) approach was 

used to analyse and test relationships among variables.

The study found that Reliability and Responsiveness are Functional quality dimensions that were 

found to have significant impact on customer satisfaction in GII.  Again, Technical quality, 

Price, and image quality were found to be factors that do not significantly affect customer 

satisfaction determination in GII. Moreover, customer satisfaction was found to have significant 

and positive impact on behaviour intentions such as likelihood to recommend, switching 

intention and repurchase intention. Furthermore, demographic characteristics such as gender, 

age, education, and income levels were found to have no significantly impact on the relationship 

between customer satisfaction and behaviour intentions.

The implications of the study to management and theory are discussed and recommendations for 

future research have been made. The limitations of the study are also noted.
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CHAPTER ONE

1.0 INTRODUCTION

1.1 Overview 

This chapter presents an overview of the research, the Background to the Study, Problem 

Statement and Purpose of the Study, Objective of the Study and Research Questions, 

Significance of the Study, Limitations, Delimitation, and Structure of Thesis

1.2 Background to the Study 

The focus on customer-centric marketing philosophies has received considerable attention in 

the marketing literature by scholars and practitioners. Both practitioners and scholars are 

increasingly looking for ways to understand, attract, retain and build intimate long term 

relationship with profitable customers (Kotler, 2006; Gronroos, 1994).  One of the key areas 

in the customer-centered marketing paradigm is ensuring that existing customers are satisfied.  

As a result organisations have been studying and developing strategies to satisfy customers 

and achieve customer delight.  According to research, a very satisfied customer is nearly six 

times more likely to be loyal and to re-purchase and recommend a product/service to family 

and friends than a customer who is just satisfied. It is again believed that satisfied customers 

tell five other people about their good treatment, and that five-percent increase in loyalty can 

increase profits by 25% - 85%. Conversely, the average customer with a problem eventually 

tells eight (8) to ten (10) other people (SPSS White paper, 1996; Limayem, 2007).  

Numerous studies have established the fact that customer satisfaction (CS) drives customer 

retention and loyalty (Heskett et al., 1997; Heskett et al., 1994; Reichheld and Sasser, 1990), 

It is believed that the average business spends six (6) times more to attract new customers 

than to retain old customers.  Customer retention is, therefore, basically a product of 

customer loyalty and value which in turn is a function of the level of customer satisfaction or 

dissatisfaction (CS/D) (Reichheld, 1996). Organisations that have long-term perspective for 

growth are, therefore, increasingly developing measures to ascertain customer 

satisfaction/dissatisfaction.  While effective customer complains could be used to ascertain, it 

has its own shortcomings since the average business firm never hears from 96% of their 
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unhappy customers and 91% will never come back; they get back; only 4% of dissatisfied 

customers will complain (SPSS White paper, 1996). Consequently modern business 

organizations adopt rigorous qualitative and quantitative mechanisms to determine customer 

satisfaction (CS) for effective marketing strategy and decisions. In this regard, measuring 

customer satisfaction provides feedback on how successful an organization is at providing 

products and/or services to the satisfaction of customers at the marketplace and marketspace. 

There is also much evidence in the literature to the fact that CS is principally driven by 

service quality of a firm from the perspective of its customers (Thompson, 2004; Gronroos, et 

al., 1996; Xu et al, 2002; Dyche, 2001; Ryals & Knox, 2001; Stone, 2000).  This has 

empirically informed practitioners of the necessity of developing, communicating, delivering 

and improving the quality of the service to customers. This has led to the growing interest in 

the development of many models of service quality for various industries, as well as 

development of total quality improvement strategies for service organizations that have 

particular significance to the insurance industry. 

The insurance industry in Ghana, like any other service organizations, has the quest to deliver 

quality service to satisfy its customers in the midst of fierce competition for market share 

with its numerous local and foreign competitors.  The insurance industry in Ghana is 

regulated by The National Insurance Commission (NIC), which has the object of ensuring 

effective administration, supervision, regulation and control the business of insurance in 

Ghana. Over the past decade, competition in the industry has greatly increased as many new 

entrants have joined the industry. Current, according to the NIC (2010), as at January 2010, 

the insurance industry was made up of 23 Non-Life companies, 17 Life companies, 2 

Reinsurance companies, 40 Broking companies, One (1) reinsurance broking company, One 

(1) loss adjusting company and about 4000 insurance agents.

1.3 Problem Statement 

The problem of this study is principally informed by the fact that there is very limited 

empirical documentation in the area of customer satisfaction (CS) and service quality (SQ) in 

the insurance industry in Ghana for both research and industrial management. On the one 

hand, in Ghana empirical studies on the state of CS in the insurance industry is very scanty. 
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As far as the researchers are concerned, no study has been published on CS in the insurance 

industry in Ghana to inform stakeholders, especially the industry regulator, the National 

Insurance Commission (NIC) in Ghana, regarding the service quality delivered by insurance 

companies to customers. The increased competition in the insurance industry in Ghana and

the growth trend in the gross insurance premiums for the past decade (NIC, 2005, 2009), does 

not provide empirical support for the claim that customers are satisfied with the service 

quality delivered by firms in the industry. While there have been several attempts by the NIC 

to encourage players in the insurance company to improve upon service quality (Ghana 

business news, December 12, 2010), there are no empirical information on the perception of 

customers regarding the service quality of these firms. Therefore, since NIC is mandated and 

aims at ensuring that insurance companies provide quality services that meet customers’

requirement, it is critically important for its management to be empirically informed about 

how customers feel about the service quality in the insurance industry. Such a survey 

provides also necessary feedback for management decision and growth strategy for the 

respective insurance firms.

On the other hand, many scholars have endeavored to examine customer satisfaction with 

service quality in many industry contexts (Gyasi & Azumah, 2009; Mehdi, 2007; 

Asubonteng, McCleary, & Swan, 1996; Rust, & Oliver, 1994; Gronroos, 1994; Rust & 

Zahorik, 1993), few have related it to the insurance industry context in developing 

economies, like Ghana. There is the need to increase understanding of the factors that drive 

customer satisfaction in the industry in order to provide management with empirical basis for 

developing effective marketing strategies.  In view of the above, the main problem of this 

study is: How can determinants and effects of customer satisfaction in Ghana’s insurance 

industry be described? 

1.4 Purpose of Study

For the above identified research problem, the main purpose of this study is to assess and 

analyse the determinants and effects of customer satisfaction on behavioural intentions of 

consumers in Ghana’s insurance industry (GII). 
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1.5 Objectives of the Study

The following are the specific objectives of this study:

1. To examine the determinants of customer satisfaction in GII.

2. To examine the influence of satisfaction on consumers’ behaviour intentions.

3. To examine the influence of background data on the relationship between satisfaction 

and behaviour intention.

1.6 Research Questions

For the above problem and purpose, the study seeks to answer the following specific research 

questions:

1. What are the determinants of customer satisfaction in Ghana insurance industry?

2. To what extent does satisfaction influence behaviour intention in GII?

3. How is the relationship between customer satisfaction and behaviour intentions 

influenced by customers’ background data (gender, age, education, income level)?  

1.7 Significance of the Study

The study is immensely significant in various ways to business/marketing practitioners, 

policy makers and stakeholders.  

To the management of Ghana’s insurance companies, the findings and results that will be 

reported in this study will provide a more reliable scientific measure and perspective for 

describing and evaluating the level of their customer satisfaction with the services they 

deliver. It will also serve as an invaluable source of information that brings to lime light the 

switching intentions of their respective customers. It will essentially uncover dimensions of 

service quality that customers consider as important as well as customers’ intention to switch 

to other competitor insurance companies. This will provide empirical support for 

management strategic decisions in several critical areas of their operations.
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To policy makers like government agencies such as the National Insurance Commission, the 

finding and results of this study will provide invaluable insights and a more reliable guide to 

monitoring the impact of the operations of Ghana’s Insurance Industry. 

To other stakeholders like investors, shareholders, employees, pressure groups, consumer 

associations, among others, the study will provide invaluable information that will allow 

them to provide useful suggestions to the improvement in service delivery of their respective 

insurance companies in Ghana.

1.8 Limitations of the Study 

The study is limited by constraints of resources, access, and time. The finance and material 

resource needed for a larger sample size for this study is inadequate.  It is also not likely the 

researchers would have access to every locality of Ghana and its suburbs for respondents to 

complete questionnaire for the study. Language is another access limitation as it will be 

difficult translating some questions and statements into the local dialects perfectly because of 

the limited vocabulary of the local dialects. This limitation, in particular, explains why only 

literate individuals/participants. Again, by the constraint of academic calendar within which 

the study should be completed, not every insurance company in Ghana could be included in 

the sample, though that is desirable for generalizing the findings to the entire insurance 

industry. Therefore, the sample for this study will be limited to a sizeable one thousand, one 

hundred (1100) respondents or customers.

1.9 Delimitations of the Study

The study is specifically delimited to only the eleven insurance companies that offer both life 

and non-life insurance services in Ghana as at January, 2010 (NIC, 2010).  It excludes

insurance companies that offer only life or only non-life insurance services, or reinsurance 

and broking services. 

Again only individual customers, not institutional customers, who use the services of these 

insurance companies, at least, for the past twelve months will be included in this study for 

analysis. Furthermore, this study will not attempt to measure and analysis customer 
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satisfaction with specific insurance policy or services delivered by each of the insurance 

companies in Ghana. 

1.10 Structure of Thesis

The study is organised into five chapters (Figure 1). Chapter one is the introductory chapter 

that covers the Background to the study, Problem statement, Purpose of the study, Objectives, 

Research questions, Significance, Limitations, Delimitations, and Structure of thesis.

Chapter two is review of relevant literature. Development of insurance industry, Insurance 

industry in Ghana, Concepts and Theoretical Framework: Customer satisfaction, Significance 

of customer satisfaction, Models of customer satisfaction, Service quality Concept, service 

quality models, and Chapter summary. Chapter three is the methodology section. It focuses 

on the research perspectives, data collection: population, sampling, research instruments, data 

collection, access strategies and credibility of the study. It identifies the hypotheses and 

explains in detail the main constructs and concepts as well as their indicators and 

measurement.

Chapter four is presentation of data and analysis of results and findings.  Chapter five is the 

summary, conclusion and implications. 

Figure 1 Structure of Thesis

METHODOLOGY

DATA ANALYSIS & 
DISCUSSION

REVIEW OF 
LITERATURE

INTRODUCTION
CONCLUSION
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2.0 CHAPTER TWO

LITERATURE REVIEW

2.1 Overview 

This chapter provides a detail review of relevant literature on the tenets required to find

answers, connect to the research questions and justify the hypothesis. This chapter covers

brief historical overview of the insurance industry, Players and Development of Insurance 

Industry, historical overview of the Insurance Industry in Ghana, Developments in Ghana’s

Insurance Industry, Customer Satisfaction Concept, Determinants of Customer Satisfaction,

Customer satisfaction in Ghana’s Insurance Industry, Customer satisfaction and Behaviour 

Intentions, and Demographics and Satisfaction Chapter Summary.

2.2 Development of Insurance Industry   

Insurance is dated back as old as the story of mankind and the instinct which prompts 

businessman of today in securing themselves against any incidental occurrences existed in 

primitive men also. There was the need to avert the evil consequences of these incidental 

occurrences’ to make some sort of sacrifice in other to achieve security. The concept of 

insurance is a development of the recent past, especially after the industrial era, which is 

dated back almost 6000 years ago (http://www.scribed.com/doc/10068289/Brief-History-of-

Insurance, downloaded on January 15, 2011).

The story of insurance is probably as old as the story of mankind. The same instinct that 

prompts modern businessmen today to secure themselves against loss and disaster existed in 

primitive men also. They too sought to avert the evil consequences of fire and flood and

loss of life, and were willing to make some sort of sacrifice in order to achieve security

(http://www.scribed.com/doc/10068289/Brief-History-of-Insurance, downloaded on January 

15, 2011).
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2.2.1 Definition and Brief Historical Perspective

Risk management aimed at preventing and minimizing loss is termed as insurance. A growth 

in every economy generates different types of business, and increases in the number of 

businesses becomes complex with its’ associated risks 

Awareness of the important role insurance services play is of meaning to many business 

professionals. It promotes financial and social stability, mobilizes savings, supports and 

promotes trade, commerce and also improves the quality of the lives of individuals. In an 

increasing globalizing world economy, countries all over the world are faced with challenges 

from environmental regulations and emerging global trends in the insurance industry, 

innovations in technology and the insurance sector liberalization. These trends have impacted 

more pronounced on developing countries, where liberalization of the insurance sector 

provided due consideration is paid to putting in order; an efficient and well functioning 

institutional and regulatory framework, tailored national policies and well planned sequential 

commitments on insurance liberalization (Trade and development aspects of insurance 

services and regulatory frameworks (http://www.unctad.org/en/docs/ditctncd20074_en.pdf 

downloaded on January 15, 2011).

Insurance is grouped into three major categories as followed; Life Insurance, Non – Life 

Insurance and Reinsurance. The world trade organization breaks down financial services into 

two and all insurance and insurance related services falls under one category, whiles banking 

and other financial services also are on the other side. Insurance is further broken down into 

life, accident and health insurance services, non-life insurance services, reinsurance and 

retrocession, insurance intermediation, and service auxiliary to insurance. A financial service 

on the other hand is defined as any services of financial nature offered by financial services 

suppliers. This includes insurance and insurance related products such as:  Direct insurance, 

both life and non life; Reinsurance and retrocession; Insurance intermediation, such as 
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brokerage and agency services; Services auxiliary to insurance, such as consultancy, 

actuarial, risk assessment and claim settlement services.

The range of insurance products, coupled with technology and the creation of new hybrid 

products, has given room to issues of classification. There are three most important 

stakeholders in the insurance process being the insured (customer), insurer (provider of the 

service) and regulator (being the Government or independent authority). Others in the sector

include actuaries and auditors (http://www.unctad.org/en/docs/ditctncd20074_en.pdf

downloaded on January 15, 2011).

There is a subsector in insurance with its peculiarities and implications for developing 

countries. Below are some of the subsectors that fall into life and non life categories.

Life insurance

A contract entered into between a policy holder and an insurer to pay a designated 

beneficiary sum of money upon the death of the insured person is termed life insurance, 

pension, savings and health insurance all falls under same. Life insurance has the most 

prospects to gain lower income sections of the population. Develop countries have the biggest 

share of the life insurance market. Market penetration or premiums for insurance as a 

percentage of GDP stands as; Japan with the highest at 8.26percent, followed by Western 

Europe at 5.1percent and 4.12percent for North America. South and East Asian economies 

lead 3.77percent in the emerging markets, with Africa and South Africa at 3.41percent in 

second position, Latin America and the Caribbean at 1.01percent and the Middle East and 

Central Asian economies at 0.47 percent. - (SIGMA edition No. 2/2005, World Insurance in 

2004: Growing Premiums and Stronger Balance Sheets.)
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Non-life insurance

General insurance also known as non-life insurance typically comprises any insurance that is 

not determined to be life insurance and ranges from motor insurance, marine aviation and 

other transport insurance, fire and property insurance, insurance in international contract 

among others. Advance countries insurance penetration or premiums in terms of percentage 

of GDP as at 2004 held North America at 5.05 percent being highest and Oceania followed at 

3.9 percent, Western Europe at 3.2percent and Japan at 2.25 percent. Africa led in emerging 

markets at 1.48 percent, with Latin America and the Caribbean at 1.46 percent, South and 

East Asian at 1.42 percent and Middle East / Central Asian at 1.18 percent. – (Examples of 

hybrid products encompassing different financial services include bank assurance and 

insurance-linked derivates).

Developing countries are prone to disaster and for that matter catastrophe insurance is also 

important as it could help cover heavy damages. This insurance is difficult to provide for 

local market and for that matter it relies on reinsurance companies. Cooperation between 

Governments and catastrophe insurers to cover any occurrences could take the form of tax 

breaks on catastrophe insurance coverage, information sharing between Government and 

catastrophe insurers, deduction of insurance claims settled by private insurers from claims 

made on the government relief fund (http://www.unctad.org/en/docs/ditctncd20074_en.pdf).

Reinsurance

Insurance purchased by an insurer from another insurance company is referred to as 

Reinsurance. Under develop countries mostly are in the position of being buyers of 

reinsurance. A limiting factor in the reinsurance sector is risk assessment, which needs high 

level of sophistication and technical knowhow in handling. The under develop countries 

could develop an advantageous training of qualified risk assessment experts for both 
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domestic risk assessment and reinsurance brokers, upon which they can be placed in a global 

reinsurance market (http://www.unctad.org/en/docs/ditctncd20074_en.pdf).

2.2.2 Players and Role of Insurance Service in the Industry

The insurance industry like any other industry depends on the expertise of many individuals 

in their field, which includes:

•Underwriters

Underwriting is the process of assessing the eligibility of a customer in receiving equity. An 

insurance underwriter evaluates the risk and exposures of potential clients. He/she decides of 

the risk of an applicant seeker on behalf of the insurance company; by determine if the 

particular insurance package would be of beneficial to the applicant as well as the insurance 

company. The role of an underwriter needs analytical and technical skills, a good 

communication skills and experience in research, not living out computer experience. 

Typically, underwriter takes analyzes of a financial statement and prepares a report using 

flowcharts and graphs in summarizing the company’s financial gains, giving expert advice by 

submitting to management for a review before taken any action on an insurance application

(http://www.my-insurance-guide.co.nz/roles-in-insurance.php).

• Claims

Claims are request made formally to an insurance company in returns for payment base on 

the terms of an insurance policy. They are carefully evaluated and given the needed attention, 

by claims staffs that examine the policy, interview the claimant and those involved in getting 

evidence to support claims. In arriving at an accurate decision, claims staff works with 

investigators and loss adjusters before making recommendations for payment. On the other 
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hand, claims staff are responsible in helping claimant files their claims in order

(http://www.my-insurance-guide.co.nz/roles-in-insurance.php).

• Loss Adjuster

A claims specialist who investigate complex claim on behalf of insurance company and 

holder of an insurance policy is referred to as loss adjuster. The loss adjuster works on a 

damaged property claims to determine the property written off on insurance, review policies, 

get supporting documents to validate claims, and investigate site of the damage to determine 

if property damaged deserves compensation. They can be independent contractors or

employees of an insurance firm (http://www.my-insurance-guide.co.nz/roles-in-

insurance.php).

•Insurance Agent

An insurance agent also referred to as insurance sales agent represent and act on behalf of an 

insurance company. They play a pivotal role in helping clients choose insurance policies that 

suit their needs and aide in the completion of a policy application. Their salaries are base on 

commission since they are not permanent employees of any insurance company, and either 

works as freelancers to offer multi insurance packages from different insurance companies, or 

affiliated with just one company. Most of them are specialist in life insurance and have 

extensive knowledge of a product for the company they represent (http://www.my-insurance-

guide.co.nz/roles-in-insurance.php).

•Insurance Broker

An intermediary between an insurer and insure is called insurance broker. They use their in-

depth knowledge of risk in the insurance market to find and arrange the best deal when it 
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comes to insurance policies for an insurer. They also do advice clients on the pursue of 

claims, brokers may specialise in a core area in a firm or involved in multi functions 

including business development (http://www.my-insurance-guide.co.nz/roles-in-

insurance.php).

•Reinsurer

Transferring portion of a risk portfolio to another party by agreeing in principles to reduce the 

likelihood of paying large obligation as a result of a claim is termed as reinsurance. In short a

reinsurer works to insure the insurer. The reinsurer needs to have an in-depth knowledge in 

the insurance market and its relevant legalities to stand such responsibility. The financial 

capacity to pay claims, handle disputed claims and advice on various insurance issues are 

given by the reinsurer to an insurance company. (http://www.my-insurance-guide.co.nz/roles-in-insurance.php)               

•Risk Manager

Risk manager is said to be one who manages risk by assessing and quantifying business risk, 

taking into accounts control or measures to reduce them. In insurance, the risk manager 

evaluate risks which endangers’ the company’s funds or capacity to pay claims. Their work is 

done together with underwriters by given the degree of risk the company can cover and profit 

realization on an insurance application. Advice on investment strategies and pricing on 

policies are all within his domain (http://www.my-insurance-guide.co.nz/roles-in-

insurance.php).

•Actuary

A business professional that deals with the financial impact of a risk and uncertainty with 

mathematical probabilities, and thus predict future events. This is done with statistical data, 
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demographics, financials, economic and social data in assessing risks related to financial 

planning. The actuary should be able to communicate technical concept to non-technical 

individuals (http://www.my-insurance-guide.co.nz/roles-in-insurance.php).

2.2.3   World Insurance Service Trends

Direct insurance increased by 3.7% in real terms in 1998 on worldwide premium. An increase 

of 2.2% for non life business was characterised by a decline in growth, while a positive 

growth of 5.3% for life business was momentum. In global terms, +16.9% and +6.7070 

where above average rates of growth for Africa and Asia respectfully, whiles Europe gain 

+3.4%, Latin America had +2.9%, given North America a +1.4% below average.

In 1998, the insurance business became sluggish in the non life area for the USA and Europe, 

whiles an economic situation in Europe also lead to a weak demand for the service in a 

depressed fermium volume. Comparatively, there were setback recoveries for the Japanese 

insurance industry which gain a normal growth rates, living a two figure growth rates for the 

South-East Asian region. An extreme rate of change for Africa and Oceania was primarily 

due to volatile single premium life business in main markets at South Africa and Australia. 

Whiles in 1998, an increase of US$ 143.4billion surpassed the mark for premium volume for 

the first time; a 90% in turnover was attributed to industrialized counties market. The life 

insurance premium volume was recorded at US$ 1,236.6billion, being 57.7% of total direct 

insurance business, Asian countries, especially Japan and South Korea was at higher level in 

the life insurance. However, life insurance became also popular in South Africa, Switzerland 

and the UK, whiles non-life insurance gained a turnover of US$ 906.8billion. North America

and Western Europe played a major role in this line of business gaining a world market share 

of 41.9% and 33.5% respectively. Japan standing along made a global market volume of 14% 

in that same line. On expenditure bases, a US$ 5,088 was spent on insurance for Japanese 
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Capital Regions Location Land Area Official 
Language

Time 
Zone

Currency Exchange 
Rate (mean)

Accra  Ten West Africa 630000sqkm English GMT Cedi ¢ 1 = 1.9

Legal System population Labour force 
by occupation

Literacy rate:
Age 15+

Per capita 
Income

Political 
Status

Hybrid system –
British-Ghanaian 
Customary Law

23,382,848 Agriculture: 56% 
industry: 15% 
services: 29% 
(2005 est.)

57.9% male:
66.4% female:
49.8% (2000 
census)

$1, 400 US Executive, 
presidential, 
democracy

Table 1: Relevant facts about Ghana   Sources: World Facts Book, Ghana; 2007/08 estimates in most cases available 
at http://www.ghanaweb.com/GhanaHomePage/general/

2.2.4.2 Brief Historical Overview of Ghana’s Insurance Industry

Ghana’s insurance is dated back in the colonial era in 1924, when Royal Guardian Enterprise, 

currently known as Enterprise Insurance Company Limited was established. In 1955, Gold 

Coast Insurance Company was formed as the first indigenous private insurance company 

followed by State Insurance Company in 1962, by the end of 1971, there were eleven (11) 

more companies that had join the insurance business. Later in 1976, seven (7) more insurance 

companies got on board, whiles (1) reinsurance company and insurance brokerage firm was 

included with that five years (Financial Markets Department -

http://www.bog.gov.gh/privatecontent/File/Research/Articles/rpaper9.htm).

By the year 2008, licensed insurance companies within the country had increased from 35 to 

39, given the breakdown as 17 in the life insurance and 22 for non life insurance. The 

following are the licensed companies by close of the said year; Enterprise Insurance, SIC

Insurance Company, Prime Insurance, Vanguard Assurance, Donewell Insurance, General 

Insurance Company, Ghana Union and Industrial. The rest are CDH Insurance, Quality 

Insurance, Provident, Unique Insurance, Phoenix, Star Assurance, Glico General, Global 

Alliance now Activa International Insurance, Metropolitan Insurance, Equity Assurance, 

International Energy Insurance and Regency Alliance. On the other hand, the following 

companies also falls under the life insurance; Capital Express Life, Vanguard Life, IGI Life, 

SIC Life, Ghana Union Life, Star Life, Provident Life, CDH Life, Phoenix Life, Metropolitan 

Life Ghana, Donewell Life, GLiCo Life,n Unique Life, Ghana Life and Quality Life, not 
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forgetting Enterprise Life Assurance Company (B&FT-

http://www.ghanabusinessnews.com/2009/01/21/insurance-companies-increase-in-ghana/).

Insurance companies in Ghana are in three categories namely; Life Insurance, Non-Life 

Insurance and Composite Insurance which is the combination of life and non-life insurance.

Life Insurance

Insurance that falls under life are group into two namely; Temporary and Permanent. Under 

permanent we have term, universal, whole life and endowment life insurance. Term deal with 

assurance of life for a specific period in exchange for premium and factors to be considered 

under term are face amount, premium to be paid and length of coverage. Universal, whole life 

and endowment all falls under permanent insurance which remains in force till policy 

matures. Life Savings, Hospitalization Insurance, Accident Indemnity, Burial and Funeral 

Expenses plan are all products of life insurance (http://en.wikipedia.org/wiki/Life_insurance).

Non-Life Insurance

Non-life insurance known in the US as property and casualty insurance is the opposite of life 

insurance. It is grouped into three divisions in the United Kingdom namely; Personal lines, 

Commercial lines and London market. Insurance policies against the protection of fire, 

burglary and consequential loss are all products of non-life insurance. There are also Errors

and Omissions insurance for professionals and credit insurance which forms part of non life 

insurance (http://wiki.answers.com/Q/What_is_composite_insurance).

Composite Insurance

An insurance policy that covers life and non life insurance is said to be composite insurance. 

It involves deferent parties’ interests and for that matter, it needs the concern of each person 

in a subject matter of a contract. An example is a contract of insurance which covers a vehicle 

and its owner (http://wiki.answers.com/Q/What_is_composite_insurance#ixzz1LDTyfyG8).
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2.2.4.3    Regulatory Body in Ghana’s Insurance 

The National Insurance Commission (NIC) is the authoritative body in charge of insurance 

issues in Ghana, mandated to ensure effective administration, supervision, regulation and 

control activities as enacted in the Insurance Act, 2006 (Act 724). The 1989 insurance law 

PNDC Law 229 led to the establishment of the National Insurance Commission (Financial 

Markets Department, n.d. - http://www.bog.gov.gh/privatecontent/File/Research/Articles/rpaper9.htm).

2.2.4.4 Market Trends in Ghana’s Insurance Industry 

The insurance industry in Ghana over the years has made an incremental step in contributing 

to the transformation of Ghana’s economy to a middle income status. The industry has gained 

an imposing presence in the area of life insurance, comparatively to ten years ago. This 

imposing presence has been so due to the introduction of a new insurance law Act 724 in 

2006, which separate life insurance companies from the operation of non-life. A tremendous 

growth has being witness in the life insurance market over the four years of the new law 

introduction, increasing life insurance companies and making the sophistication and reach

(Business and Financial Times - July 20, 2010).

Before the separation of life from non-life insurance, the insurance companies were fifteen 

(15) and five (5) of them were specialist in the life insurance, among them were Enterprise 

Life Assurance Company (ELAC), GLICO Life, Ghana life and these companies were the 

top premium income earners. The life insurance companies has over the past two years 

increased from 15 to 17 being 11%, Currently, the following companies are operating in the 

business; ELAC, Quality Life, Vanguard Life, SIC Life, Metropolitan Life Ghana, Provident 

Life, Star Life, GLICO Life, IGI Life and Ghana Union Life. The others are Capital Express 

Life, CDH Life, Unique Life, Ghana Life, Express Life, Phoenix Life and Donewell Life.

Ownership of these companies stands at 70.6% for local investors and 29.4% for foreign 

participation. Metropolitan Life, Ghana Life, IGI Life, Capital Express and ELAC are the 

foreign owned, whiles the others are locally owned. An increase in the gross premium 

income for Life Assurance in the year 2009 was from GH₡ 91,245 in 2008 to GH₡ 122,275, 

representing 34%. In the same said year, management expense was up by 41.9% from GH₡

35,014 to GH₡ 49,691, arriving at a Net premium of 33.3% increase from GH₡ 89,801 to 

GH₡ 119,708 and finally 38.3% increase was for claims
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(http://www.ghanabusinessnews.com/2010/07/20/ghanas-life-insurance-industry-improves-

income-by-34/).

There is a huge potential growth in the Ghanaian insurance market for both general and life 

insurance. In spite of these, there are some unique characteristics such as; tougher 

competition for many finite products, increasing in insured seeks to self-insure more of their 

risks and growing presence in both life and non-life reinsurance. Product development is a 

major challenge in the insurance industry of Ghana and most clients’ needs are not being

addressed. There is also under pricing of policies which is becoming a worried, whiles most 

insurance companies are making significant underwriting losses due to bad debts. Ghana 

Reinsurance Company has being set up to reduce the impact of risk in case of any catastrophe 

and is mandated to receive legal cession of 20% premium as reinsurance

(http://www.pwc.com/gh/en/industries/financial-services.jhtml).

2.2.5 Development in the Ghana’s Insurance Industry

The Ghana National Insurance Commission is a member of the CGAP-IAIS Joint Working 

Group (JWG) on Micro insurance which is currently working on guidelines for the regulation 

and supervision of micro insurance based on a multi-country study (IAIS and the CGAP Working 

Group on Micro insurance/Regulation). Lessons from this work are used to assess the regulatory and 

policy framework for insurance / micro insurance in Ghana. Regulatory framework for 

insurance is based on the Insurance Act 724 of 2006. The act separates insurance into life-

and non-life insurance and establishes the NIC as a body corporate “to ensure effective 

administration, supervision, regulation, monitoring and control of the business of insurance to 

protect insurance policyholders and the insurance industry.” [Insurance Act 2.(1)]. The 

Insurance Act is comprehensive, including sections on the NIC; the licensing of insurers; the 

insurance business; capitalization, solvency and financial resources; and insurance 

intermediaries. Certain provisions have still to be worked out, such as those on arbitration, 

record keeping, code of practice and market conduct (Article 202, 203 and 204). NIC still 

uses the old insurance regulations (Insurance Regulations, 1990, –

http://www.microinsurancenetwork.org/file/6_Feasibility_Study_Ghana_2009.pdf).
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The Insurance Industry contributes immensely to economic growth by converting savings 

made by individuals into portfolios of assets and smoothing investment returns, as well as 

allowing individuals to share in the prosperity of the economy. The funds raised by the 

industry are long-term in nature, especially that of the Life Insurance business, making it the 

most critical fund for economic development. Insurance companies also assist economic 

growth by using the premium income they receive to provide long-term capital for 

investment, and by providing a large pool of investment funds, cuts the risk and cost of 

investing, allowing businesses to invest in a wider range of activities. This indicates that with 

stable economic conditions in Ghana – low inflation, low interest rates and high income – the 

industry could fulfil its important role as the favourite savings vehicle in the country’s 

economic development by providing financial security for businesses and individuals, since 

people would have more disposable income to start thinking positively about insurance. In 

view of this, the industry needs to be innovative in engineering products to attract the public’s 

interest in areas such as Life and Health to increase gross premium incomes – (Appietu-

Ankrah, 2010).

The economic growth rates and saving ratio in developing countries shows a positive 

correlation. It is prudent for Government and the National Insurance Commission (NIC) to be 

more innovative to ensure the financial viability of the industry whiles unleashing the 

insurance industry’s tremendous potential through the liberalisation of the investment 

premium. There has been significant improvement in developed countries economy, since the 

insurance industry is the major source of mobilising funds and has made a huge investment 

that has facilitated the development of these nations. It can then be said insurance companies 

are the basic long-term financial institutions because they have access to vast potential of 

long term funds (http://www.ghanabusinessnews.com/2008/12/19/the-insurance-industry-

and-ghana%E2%80%99s-economy/).

Additional capital should be injected into the insurance companies when Ghana’s face in 

economic and legislation conditions improved, by developing new and tailored product by 

recruiting qualified staff to improve on service delivery. These among others would help up 

lift the industry and Ghana’s economy as a whole. Therefore, it is anticipated that, much

attention would be given in mobilizing long term savings for investment to link in the efforts 

towards the future growth of Ghana’s economy and the insurance industry in particular

(http://www.ghanabusinessnews.com/2008/12/19/the-insurance-industry-and-ghana%E2%80%99s-economy/).



21

2.3 Concepts and Theoretical Framework 

2.3.1 Concept of Customer Satisfaction 

Customer satisfaction (CS) is a term that has received considerable attention and interest 

among scholars and practitioners perhaps because of its importance as a key element of 

business strategy, and goal for all business activities especially in today’s competitive market 

(Anderson, Fornell, and Lehmann, 1994; Gro¨nroos, 1984; Lovelock & Wirtz, 2007). The 

concept has been variously defined by many authors. ‘‘Satisfaction is a person’s feeling of 

pleasure or disappointment resulting from comparing a product’s performance (outcome) in 

relation to his or her expectation’’ (Kotler & Keller, 2006 p. 144). Satisfaction is a 

‘‘psychological concept that involves the feeling of well-being and pleasure that results from 

obtaining what one hopes for and expects from an appealing product and/or service’’ (WTO, 

1985).  CS is “as an attitude-like judgement following a purchase act or a series of consumer 

product interactions” Youjae Yi (1990 cited in Lovelock & Wirtz 2007). CS is ‘‘a 

consumer’s post-purchase evaluation and affective response to the overall product or service 

experience’’ (Oliver, 1992).  ‘‘Satisfaction is merely the result of things not going wrong; 

satisfying the needs and desires of consumers.’’(Besterfield 1994); CS is ‘‘an experience-

based assessment made by the customer of how far his own expectations about the individual 

characteristics or the overall functionality of the services obtained from the provider have 

been fulfilled’’ (Bruhn, 2003). According to Gyasi and Azumah (2009) satisfaction is “The 

process of customer overall subjective evaluation of the product/service quality against 

his/her expectation or desires over a time period.”

Admittedly, satisfaction is more complex to define to accurately fit every context and 

measure. In the words of Oliver (1997), “everyone knows what [satisfaction] is until asked to 

give a definition. Then it seems, nobody knows”. From marketing perspectives, customer 

satisfaction has multi-dimensionality. The object of customer satisfaction may be varied and 

can be related to different dimensions of multiple experiences with product/service provider 

(Surenshchandar et al. 2002 cited in Satari, 2007). While most definitions relate customer 

satisfaction to quality of a product or service offering (Kotler & Keller, 2006; 

www.theacsu.org), satisfaction can as well be related to other non-quality dimensions (Singh 

1991; Garland and Westbrook. 1989). It may be related to an on-going business relationship 

or with price-performance, satisfaction with the time or service delivery or the service 

experience, service context and satisfaction with entire reputation and outlook of an 
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organisation. Even with the product or service quality there can be several dimensions 

(Gro¨nroos, 2000, 2001; Bo Edvardsson 2005), such as what product offers, product or 

service reliability, timeliness, friendliness of the service providers, and the like. Therefore 

depending on the purpose one wants to achieve, one can relate satisfaction to any object of 

interest.  In this study customer satisfaction is defined in relation to only dimensions 

connected to the service quality delivered by Ghana Insurance Industry. 

Satisfaction can be related to attribute-specific and overall performance. It is attribute-

specific where it relates to a specific product or service (Cronin & Taylor, 1992). For 

example, with Ghana Insurance Industry, satisfaction can be related to a specific attribute 

such as: Comprehensive Insurance, Third Party Insurance, Accident Indemnity, 

Hospitalization Insurance, Dread Diseases Policy, Burial & Funeral Expenses Policy, or 

satisfaction with the claim processes among others. On the other hand, customer satisfaction 

can be related to the overall performance of a product/service or the overall performance of 

an organisation’s products/services (Cronin & Taylor, 1992). The present study relates 

customer satisfaction to the overall performance of services delivered by Ghana Insurance 

Industry in order to generalise the findings for managerial implications.

As to whether customer satisfaction is an outcome or a process, many early definitions 

conceptualised satisfaction as a process which is currently the dominant view held by most 

scholars (Oliver, 1980; Parasuraman et al., 1988). The process perspective presupposes that 

customer satisfaction is a feeling of satisfaction that results from the process of comparing 

perceived performance and one or more predictive standards, such as expectations or desires 

(Khalifa & Liu, 2002). This perspective is grounded in the expectancy disconfirmation theory 

proposed by Richard Oliver (Oliver, 1980). The customer is satisfied if the performance of 

product/service is equal to his/her expectations (positive disconfirmation) and he/she is 

dissatisfied if the product/service performance is perceived to be below his/her expectation 

(negative disconfirmation). If expectation exceeds perceived performance, the customer is 

highly satisfied.  By taking satisfaction as a process these definitions do not focus on 

satisfaction itself but things that cause satisfaction, the antecedents to satisfaction, which 

occur primarily during the service delivery process (Vavra, 1997). More recent studies view 

satisfaction as an outcome or end result during the process of the consumption of a service; it 

is viewed as a post-purchase experience (Vavra, 1997). This view has its roots in motivation 

theories that postulate that people are driven by the desire to satisfy their needs (Maslow, 
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1954) or that their behaviour is directed at the achievement of relevant goals (Vroom, 1964). 

In this way satisfaction is perceived as a goal to be achieved and can be described as 

consumer fulfilment response (Rust & Oliver, 1994). In the context of Ghana Insurance 

Industry, we believe that customers, through the promotional activities of the Insurance 

Services in Ghana, have developed certain expectations and set of desired services of the 

Industry. These are important in determining their satisfaction of the services received/given. 

Therefore our conceptual framework treats satisfaction as a process not just an outcome that 

customers strive to achieve.  

Another controversial issue in customer satisfaction literature is whether satisfaction is 

cognitive or affective.  Although most scholars, notably proponents of disconfirmation 

theories, view satisfaction as a process, but the nature of satisfaction process remains unclear. 

While some authors maintain that satisfaction is a cognitive assessment involving a 

comparison of product/service offerings from a provider against expectations, other scholars 

opine that the feeling of satisfaction represent an emotional or affective state of mind that is 

formed through the process of service delivery where customers encounter service 

experiences that affect their emotions. More recent research has found that satisfaction is both 

cognitive and affective (Edvardsson et al., 2005; Gro¨nroos, 2001; Martin, et al., 2008; 

Oliver, 1993a; Wong, 2004). This view holds that customers do not only consume an offering 

for which they cognitively evaluate, but their involvement in the service production and 

delivery process allows them to emotionally evaluate the service quality. They argue that “. . . 

satisfaction is naturally tied to cognitive judgments and to affective reactions elicited in 

consumption” (Mano & Oliver, 1993, p. 451). In this study, customer satisfaction is 

conceptualised as cognitive and affective.

An equally debatable element in clarifying customer satisfaction concept is whether it is 

subjective or objective in nature. Pizam A. & Ellis (1999) noted that “a minority of 

researchers perceive the satisfaction process to be subjective in expectations but objective in 

the perceptions of the product attributes, or outcome.” In this light, Klaus (1985, p. 21) 

defines satisfaction as “the customer's subjective evaluation of a consumption experience, 

based on some relationship between the customer's perceptions and objective attributes of the 

product''. Expectation and perceived performance are constructs that are in themselves 

subject to external influences to some extent (Maister, 1985).  Others point out that both what 

is perceived (outcome) and what is expected are subjective and psychological phenomena -
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not reality. The importance of the subjective nature of the process cannot be overlooked. The 

reason is that both expectations and perceptions are psychological phenomena and are 

susceptible to external influences and manipulation. To say that customers’ evaluation of a 

product or service is objective implies that the evaluation is not biased in any way. This is not 

realistic because it is a common knowledge that customers are different and the way they 

perceive a service like fire and property insurance, insurance in international contracts and 

funeral policy of an insurance firm may vary considerably.   However, according to Gyasi & 

Azumah (2009), each customer can be objective in their own subjective, cognitive and 

affective states. Therefore in this study, customer satisfaction in itself is defined as a 

subjective evaluation, but its measurement is approached objectively; thus, customers are 

supposed to be objective - expressing whatever subjective response they have about a product 

objectively without bias. 

Satisfaction may be viewed as Transactional or Cumulative: On the one hand from a 

transactional-specific perspective, CS is based on a one time, specific post-purchase 

evaluative judgement of a service encounter (Hunt, 1977; Oliver, 1977, 1980, 1993 cited in 

Yonggui Wang & Hing-Po Lo 2002). On the other hand, in the cumulative CS perspective, 

CS is conceptualised as an overall customer evaluation of a product or service based on 

purchase and consumption experiences over a time period (Fornell, 1992; Johnson and 

Fornell 1991; Anderson et al., 1994a, b; cited in Yonggui Wang & Hing-Po Lo 2002). In 

terms of the diagnostic and predictive value of customer satisfaction measurement, 

cumulative satisfaction is more useful and reliable than transaction-specific in that it is based 

on series of purchase and consumption occasions rather than just one occasion of transaction. 

Customer satisfaction, in this study, is measured from the last twelve months.  Therefore, the 

conceptual framework of this study treats CS as cumulative. Consequently, the operational 

definition of CS in this study is the one by Gyasi and Azumah (2009, p.g.36), “The process 

of customer overall subjective evaluation of the product/service quality against his/her 

expectation or desires over a time period.”
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2.3.2   Customer Satisfaction in Ghana’s Insurance Industry

There is very limited empirical evidence on the state of customer satisfaction in the insurance 

industry in Ghana. Data on customer satisfaction regarding the service quality in the 

insurance industry is very crucial issue to look into because the industry regulators need to be 

empirically informed regarding how consumers generally feel about the service quality of the 

insurance companies in the insurance industry. A few empirical evidences exist on consumer 

satisfaction for specific companies in the insurance industry.  A recent study by Boateng 

(2010) indicated that, generally, there had been a lot of customer complaints about the 

delivery of insurance services in Ghana. “Some of the complaints had to do with customers 

not receiving reports concerning insurance policies, delay in the payment of insurance claims, 

inability of policy holders to read and easily understand the insurance terms used in policy 

documents as well as frontline staff not properly attending to the needs of customers 

(Boateng, 2010, p.g. 5). However, Boateng’s study was very limited in that it focused on only 

one company which was Consolidated Discount House Insurance Company Limited (CDHI).  

The state of customer satisfaction with insurance service delivery is not clear as there is 

scanty documentation of the issue. However, no study so far has been conducted to 

empirically support the claim that customers are satisfied or not with service delivery of 

insurance service in Ghana. In the light of this, our study proposes the question: How can 

customer satisfaction with insurance service delivery be described in Ghana’s insurance 

industry?

2.3.3   Consumer Satisfaction Measurement

Consumer satisfaction has been conceptualised in the marketing literature as the difference 

between perceived performance of a product/service and some cognitive standards such as 

expectation and desire of consumers (Oliver, 1980; Cronin and Taylor, 1992). In this regard 

satisfaction is the result of perceived product performance and some expectation or desire of 

consumers. This results in a confirmation or disconfirmation of customer expectation and 

desire. Disconfirmation theory of consumer satisfaction suggests that customer 

satisfaction/dissatisfaction is the disparity that exists between the performance of a 

product/service and some cognitive or emotional standards of the consumer, such as desire 
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and expectation of customers. If perceived performance exceeds or falls short of expectation 

or desire, there is positive disconfirmation or negative disconfirmation and the customer is 

satisfied or dissatisfied respectively. Desire Disconfirmations (DD) and Expectation 

Disconfirmation (ED) are both empirically validated to significantly explain customer 

satisfaction (Khalifa and Liu, 2002). 

Previous studies (e.g.Danaher and Haddrell, 1996) have identified three broad categories of 

measurement scales used in customer satisfaction measurement. They are performance scales, 

disconfirmation scales and satisfaction scales. Performance scales are those that use scales 

such as poor, fair, good and excellent; disconfirmation scales are those that use scales such as 

worse than expected to better than expected; and satisfaction scales are those that use scales 

such as very dissatisfied to very satisfied. 

Disconfirmation scales are based on the disconfirmation theory. Oliver (1980) was the first to 

propose and developed the expectancy disconfirmation theory. It has been verified and 

recommended that the use of disconfirmation scales is useful for three reasons. “First in one 

disconfirmation-based single question, it captures succinctly Parasuraman et al.’s (1988) two-

stage SERVQUAL measurement, i.e. much worse than expected to much better than 

expected. Second, it is shown mathematically that comparison with expectations will 

correlate higher with customer retention than either a quality question or a satisfaction 

question (Rust et al., 1994, p. 61). Lastly, using disconfirmation scale is better because a 

customer rating service quality highly, for example as good or excellent, may not perceive it 

as ‘better than expected’ (Danaher and Haddrell, 1996; Devlin et al., 1993; Rust et al.1994).

For the above reasons, in this study, our theoretical framework for measuring overall 

customer satisfaction with service quality uses satisfaction scales and a five-point 

disconfirmation scale: from much better expected or desired to much worse than expected or 

desired.   

2.4 Determinants of Customer Satisfaction in Insurance Industry

Many factors drive customer satisfaction that need to be examined in order to reliably 

measure it. Customer satisfaction could be influenced by service quality and the customer 

service experiences (Oliver, 1993a; Parasuraman, et al., 1988, Lovelock, 2000; Lovelock & 
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Wirtz, 2007; Gronroos, 1994, 2000, 2001; Yonggui Wang & Hing-Po Lo 2002; Kotler & 

Keller, 2006). 

‘‘A service experience is defined as the service encounter and/or service process that creates 

the customer’s cognitive, emotional and behavioural responses which result in a mental mark, 

a memory” (Gronroos, 2005 in Edvardsson, 2005).   It is generally accepted by most scholars 

that service quality basically relates to what the customer perceives of the product/service 

performance.  Recent empirical studies have shown that customer satisfaction is not only 

driven by cognitive dimensions of customer perceptions of service quality but also by 

affective dimensions which have positive impact on post-purchase behaviour like repeated 

purchase, customers loyalty, switching intention, and likelihood to recommend (Erevelles, 

1998; Oliver, 1980; Oliver, 1993a). This is consistent with the work of two perceived service 

quality guru’s, Gronroos and Edvardsson (Gronroos, 2001; Edvardsson, 2005; Edvardsson, et 

al., 2005), who postulate that perceived service quality is an important determinant of 

customer satisfaction that have both cognitive and affective dimensions beyond just cognitive 

assessment of customers of the offering of service providers. These SERVQUAL gurus 

further maintain that perceived quality is formed by customers during their ongoing 

interactions with product/service providers. This is realised when customers are factored in as 

co-producers and involved in the process of production, delivery and consumption of 

service/products.  

Service quality has been variously defined by different authors from different context. It has 

been referred to as customer perceived quality (CPQ), which is defined as the confirmation 

(or disconfirmation) of a consumer’s expectations of service compared with the customer’s 

perception of the service actually received (Gro¨nroos, 1982). Asubonteng, McCleary, Swan

(1996) defined service quality as the extent to which a service meets customers’ needs or 

expectations. This view of service quality has been supported by Parasuraman, Zeithaml and 

Berry by defining the concept of service quality as ˝a form of attitude, related, but not 

equivalent to satisfaction, that results from a comparison of expectations with perceptions of 

performance. Expectations are viewed as desires or wants of customers, i.e. what they feel a 

service provider should offer rather than would offer.˝ (Parasuraman, et al., 1988).
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2.4.1 Functional Quality (SERVQUAL)

Many different models have been developed to explain and measure service quality in 

different settings of business operations (Nitin et al., 2005). Different service quality 

dimensions have been found in many different studies in different industry and service or 

product context.

One of the service quality categories that have been found to influence customer satisfaction

is functional quality. Functional quality has been initially conceptualised in the GAP model 

which was proposed by Parasuraman, Zeithaml and Berry (1985). The model conceptualises 

service quality to be the differences between expectation and performance relating to quality 

dimensions. These differences are referred to as gaps. The gaps model (figure 2a) 

conceptualises five gaps which are:

Gap 1: Difference between consumers’ expectation and management’s perceptions of 

consumers’ expectations (not identifying what consumers expect);

Gap 2: Disparity between management’s perceptions of consumer’s expectations and 

service quality specifications (inappropriate service-quality standards);

Gap 3: variations between service quality specifications and service actually delivered 

(poor delivery of service quality);

Gap 4: Difference between service delivery and the communications to consumers 

about service delivery (promises mismatch delivery);

Gap 5:  Difference between consumer’s expectation and perceived service; this gap 

depends on size and direction of the four gaps associated with the delivery of service 

quality on the marketer’s side.

Based on this, the SERVQUAL instrument was developed; it initially consisted of ten 

dimensions (Parasuraman et al., 1988).  The ten were later refined into five dimensions: 

reliability, responsiveness, tangibles, assurance (communication, competence, credibility, 

courtesy, and security) and empathy which capture access and understanding or knowing the 

customers.  Later in 1991 SERVQUAL was revised by replacing “should” word by “would” 

and in 1994 by reducing the total number of items to 21, but five dimensional structure 

remaining the same. In addition to this empirical research, the authors later came out with the 
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extended service quality model. According to this extended model (Figure 2b) most factors 

involve communication and control process implemented in organizations to manage 

employees.

Figure 2a: The Gap Model of Service Quality
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Figure 2b: The Extended Gap Model of Service Quality
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Again, many other generalise models of service quality have been developed, each 

postulating different quality dimensions. For example, according to Gummesson (1992) 

quality may be categorised into humanistic quality and technical quality approaches to 

service quality.  According to the author, in service there is a humanistic quality approach at 

the one extreme stressing customers, personnel, leadership and culture, whereas at the other 

end lies a technical approach concerning operations management, statistics and methods of 

measurement. Gummerson divided quality into services, tangibles and software, but he 

stresses the importance of a total service offering. According to Lehtinen and Lehtinen (1991) 

found service quality to be made up of physical quality, interactive quality and corporate 

quality, as well as process and output quality.  They divided quality into input and output, 

where the output consists of total service offering in terms of quality, and the input includes 

both tangibles and intangibles elements. 

Many later studies have tried to apply the concept of service quality to many specific industry 

contexts by building on existing models of service quality, notably the SERVQUAL model 

by Parasuraman et al. (1988) and the Functional and Technical quality model of Gro¨nroos 

(1984). Ahmad & Sungip (2008) in a study of service quality in Malaysian insurance 

industry found reliability and responsiveness were the main driving forces of service quality 

problems since their study showed that the gap between customers’ expectation and 

perception was widest for reliability, followed by responsiveness. Their study shed some light 

on the service quality dimensions that are critical to the insurance industry in Malaysian 

insurance industry and provided managerial implications for managing service quality with 

country-specific strategies. 

Graham (2004) also researched into service quality in insurance service context in Greek and 

Kenya using the SERVQUAL instrument and found that the SERVQUAL metric requires 

substantial modification (customization) prior to its application. They reported that only 55% 

of items within the two scales used had universal application within the two industries is 

reason enough to be wary when applying SERVQUAL. They further found that, in the 

insurance industry context of Kenya and Greece, quality gaps that obtained were largely 

similar, that reliability and empathy were the most deficient. They noted that though tangibles 

dimension had the least impact on service quality, insurers tend to associate it with quality as 

a results of that insurers tend to have massive investment in magnificent structures at the 
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expense of other needy dimensions of service quality. They suggested that future research is 

necessary to investigate the consistency and universality of the constituent attributes of the 

SERVQUAL diagnostic (whether applied with or without any modifications) as applied in 

insurance service contexts.

2.4.2 Technical and Image Quality 

One of the drivers of satisfaction that falls in the general service quality conceptualisation is 

the Technical and image quality.  Generally, Christian Gro¨nroos developed a service quality 

model that has three components of service quality, namely: technical quality; functional 

quality; and image (see Figure 3). He maintains that the customer evaluations of perceived 

performance of service against his/her perceived service quality result in a measure of service 

quality.

Figure 3: Gro¨nroos Model of Service Quality
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1. Technical quality is the quality of what consumer actually receives as a result of 

his/her interaction with the service firm and is important to him/her and to his/her 

evaluation of the quality of service.

2. Functional quality is how he/she gets the technical outcome. This is important to him 

and to his/her views of service he/she has received.

3. Image, which could be referred to as reputational quality, is very important to service 

firms and this can be expected to build up mainly by technical and functional quality 

of service including the other factors (tradition, ideology, word of mouth, pricing and 

public relations).

Based on the above review of the literature, it is expected that customer satisfaction will be 

positively influenced by service quality, and we hypothesise that:

H1: Functional quality positively influence on overall satisfaction in Ghana’s Insurance 

Industry. The higher the functional quality, the higher the customer satisfaction.

H2: Technical quality will have significantly positive influence on overall satisfaction in 

Ghana’s Insurance Industry. The higher the technical quality, the higher the customer 

satisfaction.

H3: image quality will have significantly positive influence on overall satisfaction in Ghana’s 

Insurance Industry. The higher the image quality, the higher the customer satisfaction.

H4: price quality dimension will have significantly positive influence on overall satisfaction 

in Ghana’s Insurance Industry. The higher the price quality, the higher the customer 

satisfaction.

2.4.3 Price 

Again, customer satisfaction is driven by perceived price or value. Though the concept of 

value is relative and has several dimensions to it, Zeithaml (1988) considers customers value 

as the overall assessment of the utility of a product based on perception of what is received 

and what is given. Dodds et al (1991), controverter that customers perceptions of value 

represent a trade-off between the quality or benefit they receive in the product relative to the 
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sacrifice they perceived by paying the price. The perceived value process involves a trade-off 

between what the customer gives such as price/money, sacrifices, perceived risk, opportunity 

cost, and learning cost in exchange for what he/she gets such as quality, benefits, utilities 

(Yonggui Wang & Hing-Po Lo, 2002; Ravald & Gronroos 1996; Zeithaml 1988). One of the 

most recent research in the work of Hume & Mort (2008), confirms that value or price quality

is a positive predictor of satisfaction. This is consistent with the findings of Rust and Oliver 

(1994) who suggested that value had a direct and encounter-specific input to satisfaction. 

The present study will include functional quality, technical quality, image  and price as the 

determinants of customer satisfaction. The implication of the antecedents of customer 

satisfaction is that managers must take effective strategies to manage customer perceived 

quality, customer expectations, customer perceived value in order to reap the full benefits of 

customer satisfaction measurement (Gronroos, 1990; Kauppinen-Raisanen et al., 2007). 

2.5 Customer Satisfaction and Behaviour Intention

CS impacts the behaviour of customers in a number of ways. First CS is found to be a key 

determinant of customer retention (Rust and Zahorik, 1993; Zeithaml et al., 1996). Again, 

according to Reichheld (1996) CS is regarded as a necessary antecedent of customer loyalty, 

which in turns drives profitability and performance (Heskett et al., 1997; Reichheld, 1993). 

Also, Increasing CS and customer retention leads to improved profits, positive word-of-

mouth, and lower marketing expenditures (Reichheld, 1996).  In many studies, customer 

satisfaction is positively correlated with customer re-purchase, likelihood to recommend, 

positive word-of-mouth, customer loyal and retention. But, CS is negatively correlated, to a 

large extent, with customer complaints and switching intention (Yonggui Wang & Hing-Po 

Lo, 2002).

It must be pointed out that customer loyalty and retention are not always attributable to 

customer satisfaction. It is because a customer may not be satisfied with the services/products 

but may find it difficult to switch to a competitor simple because of the circumstances he/she 

is faced with. This is usually common in most services context. For example with Insurance

services, until the time period for a particular insurance policy or product a customer may 

have bought expires, the customer may be forced to maintain the policy. Such a customer 
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may be dissatisfied but will be forced to remain loyal to an organisation; this is a kind of 

forced loyalty by implication.  Loyalty is therefore affected by situational factors and 

switching cost. 

It becomes deceptive and misleading to assess or use customer loyalty trends to conclude that 

customers of an organisation are satisfied. Instead it is better a company examines, as part of 

its customer satisfaction study, the switching intention and likelihood to recommend. These 

two behaviour intentions are more reliable factors to track customer satisfaction because they 

are directly and strongly linked to customer satisfaction (Yonggui Wang & Hing-Po Lo 

(2002). Satisfied customers are more likely to recommend services to family and friends and 

are less likely to switch. It is a fact that customers who are dissatisfied will bad-mouth a 

company and spread the news to eight to ten other people (SPSS white paper, 1996). Though 

switching intention is also influenced by several factors, when known it triggers management 

action to find out appropriate actions to take to satisfy customers. 

In view of the above, the present study examines the relationships that exist between 

customer satisfaction, and behaviour intentions such as likelihood to recommend, re-purchase 

intention and switching intention in Ghana insurance industry. We, therefore, propose that 

overall satisfaction will significantly influence consumers’ behaviour intentions, and 

hypothesise that: 

H5 Customer satisfaction positively affects customer behavioral intentions.

2.5.1 Influence of Demographic Variables

Many past studies have found that satisfaction of customers may be influenced by 

demographic variables such as gender, age group, income and educational level.  There have 

been divergent views in the service literature regarding the impact of demographic variables 

on satisfaction of consumers. While some past studies have suggested that men and women 

differ in their satisfaction of services in the service encounter (Anderson, Pearo & Widener, 

2008; Henderson et al., 2004), others show that no such difference significantly exists 

(Tucker & Kelly, 2000). 
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Gender. Previous studies have found that women are more likely to have greater overall 

satisfaction than men in many different industry contexts (e.g.: Bryant and Cha, 1996; Mittal 

& Kamakura 2001). One explanation for this finding is that women may be more experienced 

shoppers with more skill at making attribute comparisons. Experience enables them to 

identify items that best fit their personal needs and leads to higher overall satisfaction than 

men (Bryant and Cha 1996). However, these findings may not be the case for the insurance 

industry context, therefore the present study hypothesis that:

H6. Demographic variables moderate the effect of customer satisfaction on behavioral 

intentions.

H6a. Customer’s gender moderates the effect of customer satisfaction on behavioral 

intentions.

Age. Previous studies have found that elderly people are, on average, slower in encoding new 

information and in retrieving information stored in memory, thus reducing information-

processing capability (John and Cole 1986). According to Mittal and Kamakura (2001) older 

people may have lower “thresholds of acceptable satisfaction” because information search for 

a new provider is more costly. However, research also suggests that age-related differences in 

product or service evaluations may be due to different expectations, driven by differences in 

other service-specific factors such as culture at birth, maturation and the type of service 

patronised (Bryant and Cha 1996). In general, past research has found that older people are 

more satisfied than younger people (Mittal & Kamakura 2001; Bryant & Cha, 1996); 

therefore, we hypothesize the following:

H6b .Customer’s age moderates the effect of customer satisfaction on behavioral intentions.

Income and educational level. The influence of income and educational levels has been 

widely studies in many different industry contexts (Mittal and Kamakura, 2001). Such studies 

have it that the low income earners and low levels of education positively correlate with 

lower satisfaction levels while higher income groups and higher educational levels are 

associated with higher satisfaction levels. Though there are some differences in the findings 

on these demographics in marketing literature, it will be expedient to explore the impact of 

these variables in the insurance service context in developing countries like Ghana to provide 
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both scholars and practitioners with empirical evidence that will serve as basis for marketing 

strategies and further empirical enquiry. Therefore, we hypothesise that:

H6c. Customer’s income moderates the effect of customer satisfaction on behavioral 

intentions.

H6d. Customer’s education level moderates the effect of customer satisfaction on behavioral 

intentions.

2.6 Background to the Research Model   

2.6.1 Research Purpose and Questions 

The main purpose of this study is to assess and analyse the determinants and effects of 

customer satisfaction on behavioural intentions of consumers in Ghana’s insurance industry. 

2.6.2 Objectives of the Study

The following are the specific objectives of this study:

1. To examine the determinants of customer satisfaction in GII 

2. To examine the influence of satisfaction on consumers’ behaviour intentions.

3. To examine the influence of background data on the relationship between overall 

satisfaction and behaviour intention.

2.6.3  Main Research Constructs and Dimensions

The main research constructs are satisfaction, determinants of satisfaction such as functional 

quality, technical quality, price, reputational quality, and behaviour intentions.
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2.6.3.1 Satisfaction construct

Based on the literature review, overall satisfaction will be measured using three question 

items as indicators of the satisfaction construct. One is based on satisfaction measure and the 

other two are based on desire and expectation disconfirmation measures; a comparison of 

perceived performance with expectation of (expectation disconfirmation) (Khalifa & Lui, 

2002), and comparison of perceived performance with desired services (desire 

disconfirmation, Khalifa & Lui, 2002). 

Thus, in measuring overall satisfaction, respondents will be asked to respond to the following 

three questions using a five-point Likert scale ranging from one to five (See Appendix B):

 Overall tell how satisfied or dissatisfied you are with the service quality delivered 

by your insurance company

 To what extent have your insurance company’s services met your expectations? 

 How well did the services you received from your insurance company compare 

with the ideal/desired set of services? 

2.6.3.2 Determinants of Satisfaction: constructs, indicators and measures

The determinants of satisfaction were based on the service quality models and price. In 

understanding service quality and its dimension the study adapts service quality model 

developed by Gro¨nroos (1984). It consists of functional quality, technical quality and image 

quality. The fourth determinant that would be added is price or “insurance charges” which 

was found through a preliminary in-depth focus group interview in this study to be a very 

important service quality dimension from the Ghanaian insurance consumers’ perspective. 

This has been supported findings in the marketing literature that value quality in terms of the 

consumers’ sacrifices for the product/service could be an important quality dimension that 

affects satisfaction (Gyasi & Azumah, 2009; Hume & Mort, 2008; Ravald & Gronroos, 1996; 

Zeithaml, 1988).

The indicators or items for measuring each dimension are all based on previous studies in the 

literature (Gi-Du & James, 2004; Gyasi & Azumah, 2009; Parasuraman, et al., 1988; Sattari, 

2007; Zeithaml, 1988) and modified to suit the research context. Functional, technical, image 
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and price quality dimensions items will be measured on a five-point Likert scale from much 

better than expected to much worse than expected (See Appendix B), which are assigned 

values from one to five respectively.

2.6.3.3 Satisfaction and behaviour intention relationship 

The present study will also examine the relationships that exist between customer satisfaction 

and behavioural intentions of customers such as likelihood to recommend re-purchase 

intentions and switching intention in Ghana’s insurance industry. Behaviour intentions items 

will be measure on a five point Likert scale (see Appendix B).  Moreover, the study will 

focus on examining how the relationship between overall satisfaction and behavioural 

intentions is influence by demographic variables such as gender, age group, occupation, 

income, educational level, length of being a customer, and type of insurance policy.

2.6.3.4 Summary of Hypotheses

The following are the summary of the hypothesis that are to be tested in the research model:

H1: Functional quality positively influences on overall satisfaction in Ghana’s Insurance 

Industry. The higher the functional quality, the higher the customer satisfaction.

H2: Technical quality will have significantly positive influence on overall satisfaction in 

Ghana’s Insurance Industry. The higher the technical quality, the higher the customer 

satisfaction.

H3: image quality will have significantly positive influence on overall satisfaction in Ghana’s 

Insurance Industry. The higher the image quality, the higher the customer satisfaction.

H4: price quality dimension will have significantly positive influence on overall satisfaction 

in Ghana’s Insurance Industry. The higher the price quality, the higher the customer 

satisfaction.

H5 Customer satisfaction positively affects customer behavioral intentions.
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H6. Demographic variables moderate the effect of customer satisfaction on behavioral 

intentions.

H6a. Customer’s gender moderates the effect of customer satisfaction on behavioral 

intentions.

H6b .Customer’s age moderates the effect of customer satisfaction on behavioral intentions.

Income and educational level. 

H6c. Customer’s income moderates the effect of customer satisfaction on behavioral 

intentions.

H6d. Customer’s education level moderates the effect of customer satisfaction on behavioral 

intentions.

From the foregoing, Figure 4 depicts the conceptual framework for this study.

Figure 4 Conceptual framework
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2.7 Chapter Summary

In this study, customer satisfaction with service quality is measured and analysed in the 

context of insurance companies in Ghana.  The study conceptualises customer satisfaction as 

a process, subjectively objective, cumulative, multi-dimensional, cognitive and affective. 

Gro¨nroos’ model of SERVQUAL (Gro¨nroos, 2000) is adopted as the main theoretical 

framework for this study because it is comprehensive and its service quality dimensionality is 

justifiably suitable in the context of GII. ‘Price’ dimension was added through focus group 

discussion. Important SERVQUAL dimensions need to be explored trigger managerial 

action. Finally, the influence of demographic variables on customer satisfaction is discussed.
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RESEARCH 

3.1 Overview

This chapter presents the methodological concerns used in conducting this research and 

provide a justification for each step taken. It involves the General Research Perspectives, 

Data Collection, Summary of Statistical Measurement 

of the Research.

3.2 Research Perspectives

Research methodology refers the procedural framework within which the research is 

conducted (Remenyi et al., 1998). Research methodology is characterised by procedures and 

methods for arriving at results and findings and tools for proofing or disproving su

knowledge (Nachamias et al., 1996; Saunders 

approaches a researcher chooses to conduct a research which could be affected by the 

researcher’s philosophical perspectives and paradigm. According to Saunders 

research could be broadly classified into five dist

Figure 5 The research “onion”  
Source: Adapted from Saunders et al (2007)
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research could be broadly classified into five distinct groups as shown in Figure 5

The research “onion”                     
Adapted from Saunders et al (2007)

Research Philosophy

Research Purpose 

Research  
Approach

Time 
Horizon

Research 
Strategy

This chapter presents the methodological concerns used in conducting this research and 

provide a justification for each step taken. It involves the General Research Perspectives, 

Methods, and Validity and Reliability 

Research methodology refers the procedural framework within which the research is 

conducted (Remenyi et al., 1998). Research methodology is characterised by procedures and 

methods for arriving at results and findings and tools for proofing or disproving such 

2007).  The research methodological 

approaches a researcher chooses to conduct a research which could be affected by the 

researcher’s philosophical perspectives and paradigm. According to Saunders et al., (2007) 

inct groups as shown in Figure 5

                   



43

3.2.1 Research Philosophy

Research philosophy refers to the assumptions and beliefs that govern the way we view the 

world (Saunders et al., 2007). Two main research philosophical views are positivism or 

phenomenological perspective. Positivism has to do with the situation where knowledge or 

the world is thought to exist independent of people’s perceptions of it and that science uses  

objective techniques to discover what exist in the world” (Sullivan, 2001 p.47).  Positivism 

uses logical, quantitative, more objective scientific methods to test hypothetically-deductive 

generalisations. On the other hand, phenomenological or interpretive philosophy holds that 

“... reality of the world is thought to arise out of the creation and exchange of social meaning 

during the process of social interactions” (Sullivan, 2001 p. 48). Phenomenological 

perspective uses qualitative, more subjective, naturalistic approaches in inductively and 

holistically to understand human experiences in context-specific settings (Amaratunga, 

Baldry, Sarshar & Newton, 2002).  

In this study we have chosen positivism more than phenomenological perspective because we 

believe that service quality and customer satisfaction constructs as pertaining in Ghana’s 

insurance industry can be examined objectively through the use of established theoretical 

frameworks and structured instruments to assess and analyse it, upon which generalisations 

can be made from the findings. 

3.2.2 Research Purpose

The research purpose is a broad statement of what the research hopes to achieve. According 

to purpose, research could be broadly divided into descriptive, exploratory and explanatory 

(Saunders et al., 2000, 2007; Cooper and Schindler 2006). A descriptive research is a study 

that seeks to “portray an accurate profile of persons, events or situations” (Robson 2002:59 in 

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. 

An explanatory research tries to establish relationship that exists between variables. It aims at 

identifying how one variable affects the other; it seeks to provide an empirical explanation to 

the causality and causes and effects relationship between one or more variables (Saunders et 

al., 2000, 2007; Malhotra & Birks, 2007; Cooper & Schindler 2006). They are also used 
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when the purpose of the study is to answer ‘why’ in a given context. Lastly, research may be 

exploratory where a study is conducted to explore and find out what is happening or to seek 

new insights about a phenomenon in a new light” (Robson, 2002). Mostly, it is used when a 

researcher wants to have a deeper understanding of a situation or a problem, or where the 

area of study is so new or vague that it becomes critically important to examine unknown 

variable that may affect a particular phenomenon.  It, therefore, involves the use of methods 

like searching for library materials, asking for expert’s opinion, and conducting a focus group 

interviews. 

Since the purpose of a study may involve both qualitative and quantitative results, mixed 

methodology has been proposed by many authors to be appropriate in some cases. This study 

combines all three: explanatory, descriptive and exploratory purposes. Firstly, the study is 

descriptive in that it seeks to describe in detail the state of customer satisfaction and service 

quality in the insurance industry, thus giving an in-dept understanding of the reality of 

customer satisfaction with service quality in the GII and to better understand relative 

importance of service quality dimensions to the customer.  Secondly, the study is explanatory 

since it will seek to determine the impact of service quality on overall satisfaction and the 

influence of customer demographic variables on overall satisfaction. It will also explore the 

relationships that exist between customer satisfaction and customer behaviour intentions such 

as likelihood to recommend and repurchase services.  Thirdly, study exploratory in that it is 

still unknown in the Ghana’s Insurance Industry, whether customer are satisfied and what are 

their perception of insurance service quality in the GII.    

3.2.3 Research Approach 

Research may be deductive or inductive. Deductive research approach begins with the 

development of a theory or hypothesis and later a development of a strategy to test it in a 

context to verify or reject its claims. So it is thinking from general to specific.  On the other 

hand, the approach is inductive where the research begins with an observation of a 

phenomenon in an environment, then data is collected upon which a theory is developed or 

generalisation is made. Thus, thinking from specific to general.
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In this study, we have carefully selected existing empirical theories and models, applying and 

testing them in assessing the impact of service quality on customer satisfaction in the context 

of Ghana’s Insurance Industry. Therefore, the study is deductive. 

4.1.4 Time Horizon

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

sectional study examines a particular phenomenon at a specific period of time (Saunders et 

al., 2007). According to Malhotra and Birks (2007) one sample of a population can be taken 

and studied at a particular time as in a single cross-sectional study or two or more samples of 

a target population could be studied once as in multiple cross sectional study. 

Conversely, in terms of time horizon, a study may be longitudinal where a particular 

phenomenon is studied at different periods of time. Longitudinal study can take the form of a 

single longitudinal study where only one sample is studied at different time periods or multi-

longitudinal where two or more samples are studied at different periods of time (Malhotra & 

Birks, 2007). This study is typically a cross-sectional study in that data will be collected from 

a cross section of customers of insurance companies in Ghana once and not for different 

periods of time.

4.1.5 Research Strategy 

Research strategy is a general plan of how a researcher intends to answer the research 

questions. A Researcher’s strategy will determine, to a large extent, the choice of data 

collection methods. The main research strategies are action research, ethnographic studies, 

experiment, survey, case study, grounded theory or archival research (Saunders et al., 2000, 

2007; Cooper & Schindler, 2006; Malhotra & Birks, 2007). 

Action research: The term “action research” was first used by Lewin in 1946. It is a study 

that investigates a specific problem in a specific environment and afterwards an appropriate 

intervention is designed and implemented to solve the problem or improve the situation. It is 

a research in action rather than about action (Coghian & Brannick, 2005 in Saunders et al.,



46

2007). It is diagnostic and evaluative, involves people or subjective of study in solving the 

problem and its more collaborative in nature (ibid).

Ethnographic studies: The word ‘ethno’ is a Greek word that refers to a people, race or 

cultural group, combines with the suffix ‘graphy’ meaning  ‘knowing something or a 

knowledge of something’ to produce the term ethnography (Sullivan, 2001).  Ethnographic 

study describes and explains the cultural bases of people, usually conducted in the people’s 

natural environmental settings. In such a study, the research may choose to observe a 

characteristic of a people’s culture by being part of and participate in the activities of the 

people or situation being studied (Malhotra and Birks, 2007; Saunders et al., 2007; Cooper 

and Schindler, 2006; Sullivan, 2001). 

Experiment: experiments are a type of causal study in which a researcher investigates 

changes in one variable while manipulating one or more other variables under controlled 

conditions. It is usually conducted in natural sciences and social psychology. Its main 

purpose is to study causal links in variables under given situations (Saunders et al., 2007; 

Cooper & Schindler, 2006). 

Survey: A survey is a type of method in which the opinions of the sample or population is 

sought by the researcher, usually with a more objective research instrument, say a structured 

questionnaire. It is usually associated with a deductive approach and is conducted usually in 

business and management research to prove or disprove certain assumed propositions and 

hypothesis. It allows for the collection of large amount of data from a large population 

economically. It is most frequently conducted to answer research questions relating to ‘who, 

what, how much and how many’ involved in a problem of study. 

Case study: A case study involves a study of a particular situation and its impact in order to 

have a more accurate detail and in-dept of the nature of the phenomenon as it relates to a 

specific environment. It is mostly used where the purpose is to gain a rich and an in-depth 

understanding of the context of the research and the processes being enacted (Morris and 

Wood, 1991 in Saunders et al., 2007). It therefore uses multiple data collection sources,

termed triangulation. Mostly it is related explanatory and exploratory research that seeks to 

find out ‘why’, ‘what’ and ‘how’ issues in the case context. Yin (2003 in Saunders et al) 

maintains that case studies can be single or multiple, holistic or embedded.



Grounded theory: It is “a research methodology for developing theory by letting the theory 

emerge from the data or be grounded in the data.” (Sullivan

often associated with inductive approach. It is the strategy that seek

or explain behaviour.

Archival research: It refers to a study that uses administrative records and documents as the 

principal sources of data. It usually used when the purpose is to find out about the past and 

changes over time, and often forms the starting point for explanatory, exploratory or 

descriptive studies.

These strategies can be combined in a single study for a particular purpose (Saunders 

2007). In this study we chose basically survey strategy because it seeks the opinion of a 

population about a specific subject matter, which is their perception of the service quality and 

their customer satisfaction and it combines the use of qualitative a
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3.3   Population 

The target population for the study comprises all individual customers of all the insurance 

companies that operate in Ghana. There is no available statistics on the total number of 

individual customers in the insurance industry in Ghana. The insurance industry consists of 

many different categories of players; there are, as at January 2010, 23 Non-Life companies, 

17 Life companies, 2 Reinsurance companies, 40 Broking companies, One reinsurance 

broking company, One loss adjusting company and  about 4000 insurance agents. These 

companies are situated across different regions of the country.

3.4   Sample Size

The study focuses on insurance companies operating in Ghana that offer both Life and Non-

Life Insurance services. The number of these companies is eleven (11). As a result of limited 

data on the total population, cost and time constraints, a convenient sample size of an equal 

proportion of hundred (100) customers for each of the eleven insurance companies, totalling 

1100 sample size.

3.5   Sampling Method

A convenient sampling technique, which is a non-probabilistic sampling technique, will be

used to select the respondents for three reasons. First the customers are scattered across the 

country, which makes it very difficult to contact each of them individually. Again, it is

difficult getting the exact number of customers for each of the insurance companies in Ghana 

which is required for the use of any random sampling technique. Third, the researchers are

working within the demands of an academic schedule so very limited time and resources to 

conduct the study.  



49

3.6 Data Collection 

Both secondary and primary data will be used.  The primary data collection methods will be 

focus group discussion and the use of structured questionnaire. Secondary data will include 

search from companies’ websites, internet, documentaries, etc.

3.6.1 In-depth Focus Group Interview

In this study a preliminary focus group interview was conducted to clarify service quality 

dimension in the context Insurance Industry in Ghana.  The focus group was used to discuss 

dimensions of service quality that matter to Ghanaian customers. The use of projective 

techniques, focus group, in-depth individual and group discussion, as well as observational 

techniques have been recommended for use in an exploratory study where researchers want 

to have more understanding of the key variables involved (Saunders et al., 2000; Cooper and 

Schindler, 2006; Malhotra & Birks, 2007). 

A discussion guide was used to direct focus group discussion (Appendix A). According to 

Cooper & Schindler (2006) and Malhotra & Birks (2007), the appropriate number of a focus 

group should be between five and twelve 12 people; the people should be purposefully 

selected, and the discussion or interview last for usually an hour or two hour. In view of this, 

12 participants were selected using purposive sampling technique because the researchers 

wanted to make sure the participant had satisfied the criteria of eligibility before they could 

be selected. The criteria were that each participant must have been a customer of a particular 

insurance company in Ghana for at least the past 12 months.  We invited three insurance 

company representatives, five individual customers from different insurance companies in 

Ghana, and two insurance brokers that have been in existence of the past five years in the 

GII, two experts in insurance services. An interview guide was developed and used to direct 

the focus group interview, which lasted for seventy (70) minutes (see Appendix A).  The 

main outcome of the focus group interview was that prices of the insurance products/services 

emerged as an important service quality dimension that affects customer satisfaction. The rest 

of the factors mentioned by the customers were those that had already been identified in the 

literature, specifically in the Gronroos model of service quality relating to reputational 
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quality, functional quality and technical quality. These were factored into the designing of the 

questionnaire for the large scale administration – survey.

3.6.2   Questionnaire development and Pre-testing 

The questionnaire was used to collect data from respondents (Appendix B). The 

questionnaire items were adopted from previous studies (Gyasi and Azumah, 2009; 

Gronroos, 1984, 2000; Parasuraman, et al., 1985, 1988). The questions were modified to suit 

the insurance industry context in Ghana, and sought respondents’ feelings about overall 

customer satisfactions and behaviour intentions of respondents, and evaluation of dimensions 

service quality dimensions. Specifically, the questionnaire had four main parts: respondents’ 

identification data, overall customer satisfaction with service quality, perception of service 

quality and behaviour intention.

A preliminary draft of the questionnaire was pre-tested to improve upon the clarity of the 

question items. A sample of twenty (20) customers from different insurance companies in 

Ghana were selected by simple random method and given the questionnaire to read and 

comment on the meaningfulness of the question items.    This size was guided by the 

suggestion by Fink (2003b in Saunders et al 2007) that the minimum of ten (10) members for 

pre-testing is adequate.

3.6.3    Final Administration

Finally, after the items are refined, the questionnaire will be administered to the target 

population through personal contact by the researchers and their assistance. First, permission 

of the consent of respondents was sought with the help of the informed consent form, 

informed of the purpose, assured anonymity and confidentiality of responses. In all, 

respondents will be given the questionnaire to complete and return it to us after completion. 

This will between the periods of 10th May and 20th May, 2011. In order to get a more 

representative sample of the entire target population, the questionnaire will be administered 

to respondents in three parts of the country, namely: Northern, Middle and Southern Ghana-

Accra.
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3.6.4 Data Analysis Tools

Data will be analysed using Statistical Package for Social Sciences (SPSS), version 16.0 and 

AMOS 18.0. The following describes statistical methods will be used to analyse data:

 Descriptive statistics: First, descriptive statistics will be done using frequency 

counts, percentages, means and standard deviations for the dependent and 

independent variables. In this regard, the dimensions will be ranked according to their 

means to determine the relative importance of the service quality dimensions. 

 Structural Equation Modelling (SEM): SEM is a more robust statistical data 

analysis technique that is used for multivariate analysis with latent variable. SEM is a 

set of linear equations for testing the hypothesis about the relationship between 

observed and latent variable and uses a confirmatory approach (Lavee, 1988; Hair, 

Black, Babin, Anderson, Tatham, 2006). Observed variables are the indicators of the 

constructs in the questionnaire items and the latent or unobserved variables are the 

constructs in the theoretical model.

In the process of SEM has a number of advantages according to Patrick (1997).First 

SEM makes assumptions, construct, and hypothesized relationships in a researcher’s 

theory. Second, SEM add a degree of precision to the researchers theory, since they 

require clear definition of constructs, operationalisation, and the functional 

relationship between constructs. Third, SEM permit a more complete representation 

of complex theories. Fourth, SEM, provide a formal framework for constructing and 

testing both theories and measures, selection of sample size through the use of 

estimation methods in SEM.

The main goal of SEM is to find the extent to which a hypothesised model fits or 

adequately describes sample data. The fitness of a model could be tested using a 

number of Goodness-of-fit (GOF) (see Table 2). These indices try to measure the 

distance or difference between the sample covariance or correlation matrix and the 

fitted covariance. Hair, et al. (2006) recommend that for a more robust analysis more 

than one fit index is required, preferably five including one from incremental GOF

(CFI), one absolute GOF (GFI, RMSR, RFI), one Goodness-of-fit Index (GFI, CFI), 
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and one badness-of-fit Index (RMSR, etc), especially where the sample size is large in 

which the chi-square test fails. 

The following varieties of GOF presented in Table 2 have been suggested as the best 

fit cut-off values for examining the fitness of a structural model. 

Table 2 Goodness-of-fit (GOF) indices

Goodness-of-fit Measure Recommended cut-off value

Chi-square p≥0.5 (N<250), P<0.05(N>250)

Chi-square /degree of freedom ≤3

Goodness-of-fit Index (GFI) ≥0.90

Adjusted Goodness-of-fit Index (AGFI) ≥0.80

Normed Fit Index (NFI) ≥0.90

Non-normed Fit Index (NNFI) ≥0.90

Comparative Fit Index (CFI) ≥0.90

Relative Fit Index (RFI) ≥0.90

Root Mean Square Residual (RMSR) ≤0.1

Source: (Patrick, 1997; Hair, et al. 2006).

Generally, SEM follows six main stages (Hair, et al. 2006), namely:

1. Defining individual constructs

2. Developing the overall measurement model

3. Designing a study to produce empirical results

4. Assessing the measurement model validity

5. Specifying the structural model

6. Assessing structural model validity

3.7 Validity and Reliability of Instruments

3.7.1 Reliability

Reliability refers to extent to which a measurement instrument is able to yield consistent 

results each time it is applied under similar conditions. It is the constituent of a measurement 

device that causes it to yield similar outcome or results for similar inputs. Statistically, 
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reliability is defined as the percentage of the inconsistency in the responses to the survey that 

is the result of differences in the respondents. This implies that responses to a reliable survey 

will vary because respondents have different opinions, not because the questionnaire items 

are confusing or ambiguous.

Reliability could be estimated mathematically or through pre-testing of the instruments. In 

this study, since the questionnaire items were adopted from previous studies by Gyasi and 

Azumah (2009) but tailored to the insurance service context, it was prudent to conduct a pilot 

test to refine the instrument. As a result, the questionnaire items were pilot tested to remove 

confusing words and to improve upon the clarity of the questions items to strengthen its 

reliability. Again, statistically, the Cronbach’s alpha could also be used to assess the 

reliability of an instrument. A reliability values of 6.0 to 0.70 and above are considered by 

many researchers as acceptable (Cooper & Schindler, 2006; Malhotra & Birks, 2006). A

summary of the reliability statistics of the data from the SPSS is presented in Table 3

It indicates that the three overall satisfaction measures produced a composite alpha of 0.87, 

each of the service quality dimensions has reliability co-efficient 7.0 and above, except price 

which was 0.68, which is even adequately reliable. The composite reliability alpha for all 

items excluding the respondents’ background data is 0.971 which is very good for statistical 

analysis.

Table 3 Cronbach Alpha Reliability test for dimensions

Multidimensional items Number of 
Items

Cronbach’s 
Alpha

Cronbach’s Alpha 
based on standardised 

items
Customer Satisfaction items 3 0.871 0.886

Behaviour intentions 3 0.827 0.828

Tangibles 4 0.700 0.703

Reliability 5 0.881 0.880

Responsiveness 5 0.868 0.869

Empathy 7 0.891 0.892

Assurance 4 0.822 0.827

Price 2 0.681 0.693

Technical quality 5 0.863 0.863

Image quality 3 0.834 0.835

All items (excluding background data) 41 0.969 0.971
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3.7.2 Validity

Validity refers to the degree to which a statistical instrument measures what it is intended to 

measure. It emphasizes the accuracy of a measurement instrument (Cooper and Schindler, 

2006). There are two types of validity, namely: internal or external. 

External validity: This refers to the extent to which the findings and results of a study could 

be generalized to other particular research settings and other sample. In this work, to ensure 

external validity, the findings and results will be generalised to the Ghanaian settings, and to 

other developing country context, and specifically to the insurance service.

In this study the following kinds of internal validity will be ensured:

Face validity: Face validity refers to the extent to which a logical relationship exists between 

the variables and the proposed measure in the study.  Face validity does not provide enough 

proof of validity since it is highly subjective. Face validity was ensured in this study since it 

seemed logical to the researchers to measure and analyse customer satisfaction with service 

quality using a questionnaire-based survey. 

Content validity: This refers to the extent to which a research instrument adequate and 

representative coverage of the constructs being studied. It is usually achieved by seeking 

opinion of other investigators or experts. For this study, the questionnaire for this study was 

given to two marketing lecturers to review its content validity.

Criterion validity: This refers to the extent to which a measurement instrument strongly 

correlates with some other criterion or standard that is believed to accurately measure the 

variable under consideration. If the instrument is measured some other similar instrument that 

has been developed and tested to be valid, then such comparison is termed con-current 

validity. Thus in this study, the questionnaire developed was compared with other similar 

validated service quality instruments developed by Parasuraman et al., (1988) and Gronroos, 

(1984) that have been developed and used in several studies. This was to ensure that the items 

in the questionnaire favourably compares with the validated ones.

Construct validity: This refers to the extent to which a measurement instrument is grounded 

in theory. In order words, the instrument must have existing conceptual or theoretical bases in 

the literature. In this work, this construct validity was ensured by deriving the determinants of 

customer satisfaction and the dimensions of service quality from existing literature.
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Convergent and discriminant validity: Straub et al. (2004) maintain that the two main 

aspects of Construct Validity, being, convergent Validity and discriminant validity, can be 

deduced from the Factor analysis, specifically, Confirmatory Factor Analysis (CFA) results. 

Factor Validity:  Factor validity is construct validity technique used in assessing the quality 

of questionnaire and it is obtained by means of factors analysis. The main measures used to 

test the validity of an instrument in factor analysis include:

 Extraction communalities are estimates of the variance in each variable accounted for 

by the components. The communalities values indicate that the extracted components 

represent the variables well. Thus, small values indicate variables that do not fit well 

with the factor solution, and should possibly be dropped from the analysis. 

 The Kaiser-Meyer-Olkin Measure of Sampling Adequacy is a statistic that indicates 

the proportion of variance in the variables that might be caused by underlying factors. 

High values (close to 1.0) generally indicate that a factor analysis may be useful with 

your data. If the value is less than 0.50, the results of the factor analysis probably 

won't be very useful. 

 Bartlett's test of sphericity tests the hypothesis that the correlation matrix is an identity 

matrix, which would indicate that the variables are unrelated and therefore unsuitable 

for structure detection. Small values (less than 0.05) of the significance level indicate 

that a factor analysis may be useful with the data.

Factor analysis basically involves four stages (Hair et al., 2006): 

1. First, the preparation of correlation matrix, which is the number in the main diameter 

of the matrix called communality. 

2. Second factor extraction: getting the main factors that have caused changes in the 

proposed variable. This may be done through commonly used methods like the 

principal component analysis, maximum likelihood and Principal Axis Factoring, 

Unweighted Least Square, among others.

3. Selection and rotation of factors: the factors loads for each item in the factor matrix 

show the role or amount of correlation each question item in a special dimension 

relates to that question. 

4. Interpretation: the results of factor analysis are required and interpreted.
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3.7.3 Validity results of exploratory factor analysis (EFA)

In this section we discuss the results of the exploratory factor analysis to assess the suitability 

of the instruments. The results were obtained by running analysis using SPSS 16.0.

Table 4 Communalities

Communalities

Initial Extraction
TA1 1.000 .670
TA2 1.000 .521

TA3 1.000 .480

TA4 1.000 .423

RL1 1.000 .674

RL2 1.000 .696

RL3 1.000 .706
RL4 1.000 .602

RL5 1.000 .568

RS1 1.000 .591
RS2 1.000 .627

RS3 1.000 .625
RS4 1.000 .534

RS5 1.000 .547
EM1 1.000 .568

EM2 1.000 .461

EM3 1.000 .486

EM4 1.000 .742

EM5 1.000 .693

EM6 1.000 .678

EM7 1.000 .581

AS1 1.000 .487

AS2 1.000 .714

AS3 1.000 .595

AS4 1.000 .641

PX1 1.000 .721

PX2 1.000 .637

TQ1 1.000 .537

TQ2 1.000 .569

TQ3 1.000 .577

TQ4 1.000 .717

TQ5 1.000 .639

IM1 1.000 .541

IM2 1.000 .363

IM3 1.000 .742

IM4 1.000 .658

Extraction Method: Principal Component Analysis.

From Table 4, all the ratio of question item communality are larger than the minimum level 

of 0.5, except TA3 (.480), TA4 (.423) and IM2 (.363) that have a relatively low values. Since 

0.48 and 0.42 are closer to 0.5 they were retained but IM2 variable was dropped from the 

analysis because its communality value is too low.
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Table 5 KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
.951

Bartlett's Test of Sphericity Approx. Chi-Square 2.699E4

Df 595

Sig. .000

From Table 5, the results of the EFA show a high value of 0.951 for the Kaiser-Meyer-Olkin 

Measure and indicate the suitability of the research data for structure detection, i.e. the 

proportion of variance in the items that might be caused by underlying factors. Thus, 

generally the data is useful for factor analysis. This is confirmed by the significance of the 

Bartlett's test of sphericity tests (X2: 2.699E4, df: 595, Sig.: 0.000) indicating that the 

variables are not unrelated and therefore suitable for structure detection.

Table 6 Total Variance Explained

Total Variance Explained

Component

Initial Eigenvalues

Extraction Sums of Squared 

Loadings

Rotation Sums of Squared 

Loadings

Total

% of 

Variance

Cumulative 

% Total

% of 

Variance

Cumulative 

% Total

% of 

Variance

Cumulative 

%

1 16.705 47.729 47.729 16.284 46.525 46.525 5.723 16.351 16.351

2 1.832 5.235 52.964 1.400 4.001 50.526 5.490 15.684 32.035

3 1.633 4.665 57.629 1.228 3.509 54.035 5.246 14.990 47.025

4 1.150 3.287 60.916 .710 2.030 56.065 3.164 9.040 56.065

Extraction Method: 

Principal Component Analysis.

According to Table 6, the items in the questionnaire explain 56% total variance shared in the 

model, which demonstrates the validity of the questionnaire.
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3.7.4 Friedman Analysis of Variance Test (FAV)

In this section, the FAV test is conducted using the SPSS 16.0 to test whether any significant 

difference exists between constructs measures, including functional quality, technical quality, 

image, price, customer satisfaction, and behaviour intentions in terms of rank or not. The 

FAV tests the null hypothesises that there is no significance difference between the 

constructs’ measures in terms of rank.

Table 7 ANOVA with Friedman's Test for Mean Ranks

Sum of 
Squares df Mean Square

Friedman's 
Chi-Square Sig

Between People 15449.319 1050 14.714

Within 
People

Between Items 1375.318a 40 34.383 2852.796 0.000

Residual 18891.950 42000 .450

Total 20267.268 42040 .482

Total 35716.588 43090 .829

Grand Mean = 2.7641

a. Kendall's coefficient of concordance W = 0.039.

Table 8  Mean ranks

Initial Extraction

TA1 1.000 18.48

TA2 1.000 21.02

TA3 1.000 14.80

TA4 1.000 26.49

RL1 1.000 19.15

RL2 1.000 21.00

RL3 1.000 19.97

RL4 1.000 19.69

RL5 1.000 21.01

RS1 1.000 19.61

RS2 1.000 19.52

RS3 1.000 20.35

RS4 1.000 23.48

RS5 1.000 21.71

EM1 1.000 20.96

EM2 1.000 23.19

EM3 1.000 20.07

EM4 1.000 19.63

EM5 1.000 19.65

EM6 1.000 19.40

EM7 1.000 20.99

AS1 1.000 15.00

AS2 1.000 19.09

AS3 1.000 19.95

AS4 1.000 22.65

PX1 1.000 23.93
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PX2 1.000 20.75

TQ1 1.000 20.67

TQ2 1.000 21.69

TQ3 1.000 20.87

TQ4 1.000 20.32

TQ5 1.000 20.69

IM1 1.000 27.15

IM3 1.000 21.58

IM4 1.000 17.47

DD 1.000 20.79

LR 1.000 26.38

ED 1.000 20.82

SI 1.000 21.52

RP 1.000 23.73

OCS 1.000 25.80

According to Table 7, since the p-value for the tests is zero, the null hypothesis is rejected 

and so it could be concluded that there is significance difference between the constructs’ 

measures in terms of rank and priority. This is also evidenced in Table 8. 

Taken together, the evidence from the high Cronbach alpha values, the high KMO and 

significance of Bartlett's Test, combined with 0.56 for variance explained provide strong 

evidence of convergent validity. Confirmatory analysis will be analysed and discussed in the 

next chapter, four.



4.1   Overview 

In this chapter data is presented and discussed to address the research questions and 

objectives. The following are the main headings: Respondents’ characteristics, overall 

satisfaction, satisfaction with dimensions of service quality, respondents’ charact

satisfaction and discussion of results. 

4.2 Response Rate

Out of the 1100 questionnaire sent out 1051 questionnaire were returned for analy

representing 87.6% (Figure 7). 

Figure 7 Response Rate

Response 
rate
88%
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In this chapter data is presented and discussed to address the research questions and 

objectives. The following are the main headings: Respondents’ characteristics, overall 

satisfaction, satisfaction with dimensions of service quality, respondents’ characteristics and 

00 questionnaire sent out 1051 questionnaire were returned for analysis 



61

4.3 Respondents Demographics

The characteristics of the respondents are presented in Table 9.

Table 9 Demographic profile of Respondents

Variable Category No. %

Gender Male 608 57.8

Female 443 42.2

Age Below 20 6 0.6

20-29 325 30.9

30-39 513 48.8

40-49 176 16.7

50 And Above 31 2.9

Occupation Gov’t worker 306 29.1

Student 74 7.0

Private bus. Person 108 10.3

Other emp’t status 563 53.6

Income (monthly) Below GHS 100 26 2.5

100 - 300 149 14.2

301-600 313 29.8

Above 600 544 51.8

Non-income earner 19 1.8

Edu. Qualification SHS 53 5.0

Post-SHS 64 6.1

Tertiary (Dip, Bac, Ms, PhD) 934 88.6

Type of policies Life insurance 458 43.6

Non-Life Insurance 284 27.0

Both Life and Non-life 309 29.4

Relationship time Below 5 yrs 678 64.5

5-10 yrs 292 27.8

11-20 yrs 68 6.5

21-40 13 1.2

Other insurance firm used Only one 679 64.6

2 to 4 372 35.4

Source: author’s field data, 2011.
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The characteristics of respondents in the insurance industry from customers’ perspective are 

presented in Table 9.  Genders of respondents are 57.8% of them are males and 42.2% are 

females. In terms of age, 0.6% of the respondents are below 20 years, 30.9% between 20 and 

29 years and 48.8% between 30-39, 16.7% are between 40-49 years and 2.9% are 50 years 

and above, implying that majority of them are in the economically active population. 

Earnings in terms of monthly income of respondents in Ghana Cedis (GHS) gives us, 2.5% of 

them earn below GHS 100, 14.2% earn between GHS 100 and 300, 29.8% earn GHS 301 and 

600, 51.8% of them earn above GHS 600, and 1.8% are non-income earners. Respondents 

have a well educated background of which 88.6% of them having tertiary education, 

specifically first degree and Diploma/HND has a commanding percentage, while 11.1% with 

intermediate certificate. 

The type of insurance policy respondents are engage in also reviews 43.6% in the Life 

insurance business, whiles 27% are in the Non-Life insurance, living 29.4% of them in both 

Life and Non-Life insurance. Respondents’ relationship with their insurance company, with 

respect to time also brought to light 64.5% of them are below 5years experience, 27.8% are 

within 5yeras to 10years experience, 6.5% have 11years to 20years experience and with 1.2% 

of them falling between 21years to 40years. The types or number of insurance firms 

Respondents patronize gave us 64.6% are in for only one insurance firm, whiles 35.4% are in 

for 2 to 4 insurance firm.

4.4 Regression and Confirmatory Factor Analysis (CFA)

The suitability of the research model should be tested before the structural relationship could 

be examined to test the hypothesis for this study. A confirmatory factor analysis was 

conducted using AMOS 18.0 SEM for the measurement model of determinants of customer 

satisfaction and behaviour intentions. The Unweighted Least Squares Estimation was deemed 

the best solution to fit the model’s measures. The results are presented and discussed for the 

model’s fit indices, factor loadings (the correlation between the latent variable and the 

observer variable), and the variance extracted (the average square factor loading for each 

latent construct in the measurement model), specifically, the Average Variance Extracted 

(AVE). 
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4.4.1   CFA Fitting Indices

Table 10 Confirmatory factor analysis (CFA) fitting indices

Fit Indices Estimates

CMIN (X2) 1060.573

Df 265

GFI .988

AGFI .985

NFI .986

RFI .984

RMSR .040

Table 10 shows six common model-fit measurements that were used to assess the model’s fit. 

According to the Table, although the resultant chi-square statistic was significant, which is 

not a good new as it means that the model is not fit, this was to be expected for large sample 

sizes greater than 200 cases (Hair et al., 2006). Again, most of the model-fit indices exceed 

the respective common acceptance levels suggested by previous research, demonstrating that 

the measurement model exhibited a good fit with the data collected. Therefore, we proceeded 

to evaluate the psychometric properties of the measurement model in terms of reliability, 

convergent validity, and discriminant validity.

4.4.2   Factor Loading under Standardised Regression Estimation 

Figure 8 illustrates the standardised estimation under Unweighted Least Square Estimation. 

Standard estimation has been used to find loading of each question (measure) and related 

variable as well as the correlation between latent variable.
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From Table 11 and Figure 8, the following results can be inferred:

 Factor loads of all the indicators are higher than 0.5 which shows that the questions 

highly explain the variance of their variables so we can say that the measurement 

model has high factor validity.

 Within technical quality indicators, TQ4 help explain technical quality most (.80), 

followed by TQ3 (.76), TQ2 (.73), then TQ5 (.73) and TQ1(.71).

 Within the image quality indicators, MI contributes greatest, .82 in explaining image 

quality, followed by IM3 and IM2 with co-efficients.81 and .80 respectively.

 Regarding price quality, PX2 helps explain the price factor by.86 followed by PX1 

being .60.

 In functional quality dimensions, TA1 is the strongest indicators in explaining 

tangibles variable by .70, RL4 and RL2 contribute most in explaining the reliability 

by .81 and .80 respectively. Again, while RS3 (.79) is the most important variable in 

explaining Responsiveness dimension, EM5 and EM4 helps to explain most the 

Empathy dimension by .80 and .81 respectively. Moreover, in the assurance variable, 

AS2 loads the highest factor of .85, implying that although all the assurance indicators 

can explain the dimension, AS2 helps in explaining the variance in the assurance 

variable.

 The significant correlations (Table 12) between the variables are high except between 

image and price variables. This indicates that there latent factor among the variables 

which is described in this research as customer satisfaction.
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Figure 8 Customer satisfaction measurement model under standardised estimation
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Table 11 Factor Loadings

Dimension items 
Standardised

Regression Estimate
Factor loadings

TA2 <--- TA .616
TA1 <--- TA .700
TA3 <--- TA .622
TA4 <--- TA .514
RL3 <--- RL .779
RL2 <--- RL .801
RL1 <--- RL .766
RL4 <--- RL .808
RL5 <--- RL .722
RS3 <--- RS .786
RS2 <--- RS .784
RS1 <--- RS .776
RS4 <--- RS .734
RS5 <--- RS .694
EM3 <--- EM .681
EM2 <--- EM .604
EM1 <--- EM .762
EM4 <--- EM .802
EM5 <--- EM .815
TQ3 <--- TQ .764
TQ4 <--- TQ .807
TQ5 <--- TQ .725
TQ2 <--- TQ .729
TQ1 <--- TQ .707
EM6 <--- EM .790
EM7 <--- EM .702
AS1 <--- AS .618
AS2 <--- AS .847
AS3 <--- AS .763
AS4 <--- AS .731
IM1 <--- IM .824
IM3 <--- IM .797
IM4 <--- IM .805
PX1 <--- PX .597
PX2 <--- PX .889
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Table 12 Correlation matrix between satisfaction determinants

Estimate
TA <--> RL .804
RL <--> RS .876
RS <--> EM .948
EM <--> AS .962
AS <--> IM .822
IM <--> PX .286
TA <--> TQ .863
RL <--> TQ .787
RS <--> TQ .906
EM <--> TQ .905
TQ <--> AS .972
TQ <--> PX .553
TA <--> RS .807
TA <--> EM .782
TA <--> AS .785
TA <--> IM .762
RL <--> EM .859
RL <--> AS .798
RL <--> IM .678
RL <--> PX .463
RS <--> AS .888
RS <--> IM .773
RS <--> PX .528
EM <--> IM .746
EM <--> PX .547
TA <--> PX .434
TQ <--> IM .867
AS <--> PX .585

The Average Variance Extracted (AVE)

The AVE is the average percentage of variance extracted among a set of construct items. It is 

a summary indicator of convergence (Hart et al. 2006). It is computed as the total of all 

squared standardised factor loading (square multiple correlation) divided by the number of 

items. Thus it is the average square factor loading that is computed for each latent construct 

in a measurement model. The conservative approach for establishing discriminant validity 

compares the variance extracted estimates for each factor with the squared interconstruct 

correlation associated with that factor. As a rule of thumb a value of 0.5 and above is deemed 

appropriate. For this study, Table 13 indicates the variance extracted (VE), and Table 14



68

shows the values for the square root of the variance extracted, average variance extracted 

(AVE), all of which are around 0.5.

Table 13 Variance Extracted 

PX IM AS TQ EM RS RL TA

PX .393

IM .130 .534

AS .211 .344 .328

TQ .217 .396 .347 .389

EM .185 .293 .296 .303 .289

RS .227 .388 .348 .387 .349 .469

RL .192 .328 .302 .325 .305 .397 .438

TA .147 .300 .242 .290 .227 .298 .287 .292

Table 14 Average Variance Extracted (AVE)

PX IM AS TQ EM RS RL TA

PX .626

IM .130 .730

AS .211 .344 .572

TQ .217 .396 .347 .623

EM .185 .293 .296 .303 .537

RS .227 .388 .348 .387 .349 .684

RL .192 .328 .302 .325 .305 .397 .661

TA .147 .300 .242 .290 .227 .298 .287 .540

The diagonals represent the average variance extracted.
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4.5   Analysis of Research Hypothesis

4.5.1   Latent Variable Evaluation

This study examines a model in which customer satisfaction is postulated to be determined by 

eight latent variables, being tangibles, reliability, empathy, responsiveness, assurance, image 

price and technical quality. For the measurement model, there are 36 measures that are used 

to identify the latent variables. The first five latent variables are described as functional 

quality variables, namely: tangibles, reliability, empathy, responsiveness, assurance. The 

measures for each of these latent variables are presented in the questionnaire for this study.

Again, the model also postulates that customer satisfaction positively influences behaviour 

intention and that the relationship between behaviour intentions and customer satisfaction is 

moderated by customer demographic variables. The indicators for customer satisfaction, 

behaviour intentions and demographic variables and their hypothesised relationships have 

been justified in the literature review section. 

The results of the reliability statistics for the measurement instrument are found to be very 

good according to the Cronbach alpha for the latent variables that are presented in this study. 

The results of exploratory and confirmatory factor analysis also lend support to the 

convergent and discriminant validity of the measurement model.

4.5.2 Results of Structural Model for Customer Satisfaction and Behaviour Intention

We formulated a SEM to analyse the proposed model using AMOS 18.0. According to many 

scholars, the first issue to consider in examining a structural model is to examine the 

goodness of fit (GOF) of the model (Bogozzi and Yi, 1988; Hair, et al. 2006; Patrick 1997).

Benchmarks for recommendable values for an overall fit have been suggested in previous 

studies (see Table 2). 
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4.5.2.1   Overall Fit Indices

The results of the overall fit indices are shown in Table 15

Table 15 Goodness-of-fit (GOF) indices for structural model

Goodness-of-fit Measure Benchmark Value

Chi-square (CMIN) p≥0.5 (N<250), P<0.05(N>250) 1451.221

Chi-square /degree of freedom ≤3 1451.221 / 742 = 
1.956

Goodness-of-fit Index (GFI) ≥0.90 0.989

Adjusted Goodness-of-fit Index (AGFI) ≥0.80 0.987

Normed Fit Index (NFI) ≥0.90 .987

Relative Fit Index (RFI) ≥0.90 .986

Root Mean Square Residual (RMSR) ≤0.1 or .08 0.040

ParsimonyGoodness-of-Fit (PGFI) 0.50 0.852

Parsimony normed Fit Index (PNFI) 0.50 .893

Source: (Patrick, 1997; Hair, et al., 2006).

From Table 15, a comparison of the fit indices produced by AMOS for the structural model 

indicates that the chi-square is significant which implies that the model does not have a good 

fit. However, it is generally agreed among scholars that the chi-square tends to be significant 

where the assumptions of the structural equation model are violated or where the sample size 

is large (N>250). Therefore since in this study large sample size was used it might have 

caused the significance of the chi-square value. Aside chi-square and with its degree of 

freedom, all the values for the alternative GOF indices have all show that the model has a 

good fit. The badness-of-fit (RMSR) value is lower than the recommended value implying 

that the likelihood of the model being bad is insignificant (0.040 < 0.080).   

Given that the model has proven to have good fit indices, we proceed to examine the path co-

efficient to test the hypothesis for the study.
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4.5.2.2   Path Analysis for Hypothesis Testing

The properties of the causal paths, the standardised coefficients, are illustrated in Figure 9

and the significance of the standardised coefficients and the critical ratio for the hypotheses 

testing are also presented in Table 16 under Generalised Least Squares method (GLS). Since 

the Unweighted Least Square method does not estimate the significance of the parameters, 

the Generalised Least Square method (GLS) was selected because it can estimate the 

significance of the parameters and is also suitable for large samples. The acceptable p-value 

limit is 0.05 and in some cases 0.01 (Cheng, Lam & Hsu, 2006; Ouyang, 2010). According to 

Figure 9, the following results regarding the hypothesised relationships are inferred:

H1: Functional quality positively influence on overall satisfaction in Ghana’s Insurance 

Industry. The higher the functional quality, the higher the customer satisfaction.

The significance of the standardized loadings between functional quality variables and 

satisfaction indicate that, only one of the functional quality items, being Reliability 

significantly and positively affects customer satisfaction by 0.717 (p > 0.001). However, in 

some previous studies such as Cheng, Lam & Hsu (2006) and Ouyang, (2010) hypothesis can 

be accepted where p < 0.01 or p < 0.05. Therefore based on this evidence in the literature, the 

hypothesized relationship between Responsiveness and satisfaction can be accepted since it 

has t > 1.96 and significant at 0.05 and 0.01. The rest of the functional quality items such as 

Tangibles, Empathy, and Assurance do not significantly determine customer satisfaction in 

the insurance industry in Ghana. Thus, the hypothesised relationship between functional 

quality items and satisfaction is partially supported through Reliability and Responsiveness.

H2: Technical quality will have significantly positive influence on overall satisfaction in 

Ghana’s Insurance Industry. The higher the technical quality, the higher the customer 

satisfaction.

The p-value of the standardized path co-efficient between technical quality and satisfaction 

indicates that technical quality does not significantly affect customer satisfaction. Thus, 

hypothesis two is not supported.

H3: Image quality will have significantly positive influence on overall satisfaction in Ghana’s 

Insurance Industry. The higher the image quality, the higher the customer satisfaction.



The p-value for the standardized path co-efficient between image quality and satisfaction 

indicates that, though the relationship is positive (R = 0.183), it is not significant. Therefore, 

hypothesis three is not supported.

TA

RL

SAT

RS

EM

AS

-.098

.582

.393

.717

-.076

BI1.169

TQ

PX

IM

-.313

-.329

.183

Figure 9 Hypothesis Testing Results
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Table 16 Regression estimates and their Significance (Generalized Least Squares Estimates)

Hypothesis Estimate t-value (CR) P-value Assessment of Null 

Hypothesis

CS <--- TQ -.313 -1.828 .068 Not supported

CS <--- TA -.076 -.652 .515 Not supported

CS <--- RL .717 4.682 *** Supported

CS <--- RS .393 2.732 .006 Supported

CS <--- EM .582 1.712 .087 Not supported

CS <--- AS -.098 -.479 .632 Not supported

CS <--- IM .183 1.070 .285 Not supported

CS <--- PX -.329 -1.843 .065 Not supported

BI <--- CS 1.169 41.225 *** Supported

*Significant Regression co-efficient (p<0.01 and 0.05)

H4: price quality dimension will have significantly positive influence on overall satisfaction 

in Ghana’s Insurance Industry. The higher the price quality, the higher the customer 

satisfaction.

The p-values for path coefficient from price to satisfaction is insignificant (p > 0.01 and 0.05) 

indicating that price does not positively affect satisfaction. We conclude that the 

hypothesized relationship between price and satisfaction is not supported in Ghana’s 

insurance industry.

H5 Customer satisfaction positively affects customer behavioral intentions.

The p-value for the path co-efficient from satisfaction to behaviour intention is positive (1.16) 

and significant (P < 0.001) which implies that satisfaction positively affects behaviour 

intentions in Ghana’s insurance industry. Therefore, hypothesis five is supported.
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4.5.3 Moderating effects of demographic variables

A Moderating variable is variable that affect the relationship between two or more variables. 

According to Hair, et al. (2006, p.867), in testing the effects of moderating variables, the 

following are the guidelines for analysing the moderating role of moderating variables:

1. Check to see that 

 There is significant correlation between the constructs/variables.

 There is significant correlation between the variables and the moderator.

2. If the relationship between the causal constructs remains significant and unchanged 

once the moderator is included in the model as an additional predictor, then mediation 

is not supported.

3. If the relationship between the causal constructs is reduced and remains not 

significantly different from zero once the moderator is included in the model as an 

additional predictor, then partial mediation is supported.

4. If the relationship between the causal constructs is reduced and remains significant

once the moderator is included in the model as an additional predictor, then full 

mediation is supported.

In this study, the moderating variables are customer demographic variables such as gender, 

age, income and education level. The study hypothesises that these demographic variables 

moderate the relationship between customer satisfaction and behaviour intentions.

H6. Demographic variables moderate the effect of customer satisfaction on behavioral 

intentions.

H6a. Customer’s gender moderates the effect of customer satisfaction on behavioral 

intentions.

H6b .Customer’s age moderates the effect of customer satisfaction on behavioral intentions.

Income and educational level. 

H6c. Customer’s income moderates the effect of customer satisfaction on behavioral 

intentions.
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H6d. Customer’s education level moderates the effect of customer satisfaction on behavioral 

intentions.

Following the above guidelines (Hair et al., 2006), the relationship between customer 

satisfaction and behaviour intentions in the original structural equation model estimated is 

used as a benchmark to compare with the new model that includes the moderating variables. 

The new structural equation model is depicted in Figure 10 and the model fit indices and 

standardised regression estimates are shown in Tables 17 and 18 respectively.

Table 17 Goodness-of-fit (GOF) indices for new structural model
Goodness-of-fit Measure Benchmark Value

Chi-square (CMIN) p≥0.5 (N<250), 

P<0.05(N>250)

1860.232

Chi-square /degree of freedom ≤3 1860.232 / 742 = 2.507

Goodness-of-fit Index (GFI) ≥0.90 .986

Adjusted Goodness-of-fit Index (AGFI) ≥0.80 0.984

Normed Fit Index (NFI) ≥0.90 .984

Relative Fit Index (RFI) ≥0.90 .982

Root Mean Square Residual (RMSR) ≤0.1 or .08 0.041

ParsimonyGoodness-of-Fit (PGFI) 0.50 0.863

Parsimony normed Fit Index (PNFI) 0.50 .900

The results of the overall fit indices are shown in Table 17 and indicates that the overall fit of 

the model is good for analysis, apart from significant chi-square statistic which is to be 

expected in situations where the sample size is larger than 250 as in the case of this study. So 

we can proceed to analyse the structural path co-efficients.
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Table 18 Regression estimates and their Significance (Generalized Least Squares Estimates)

Hypothesis Estimate t-value 

(CR)

P-value Assessment of Null 

Hypothesis

DEMO VAR <--- CS .107 2.626 .009* Supported

BI <--- CS 1.237 33.766 *** Supported

BI <---
DEMO 
VAR

.018 .710 .478 Not Supported

A4 (Income) <---
DEMO 
VAR

1.000 2.732 .006* Supported

A2 (Age) <---
DEMO 
VAR

.524 10.686 ***
Supported

A1(Gender) <---
DEMO 
VAR

-.190 -6.799 ***
Supported

A5 (Education) <---
DEMO 
VAR

.857 11.447 *** Supported

*Significant Regression co-efficient (p<0.01)

Table 18 shows the standardised and unstandardised regression co-efficients (factor loadings) 

for satisfaction (CS), behaviour intention (BI) and the four moderating variables. This is used 

to examine the key assumptions for identifying the effects of moderating factors. In this 

regard, we will first examine the correlations between satisfaction, behaviour intention and 

the moderators. 

First, it indicates that there is significant correlation between satisfaction and behaviour 

intention (1.237). Second, there is significant correlation between satisfaction and the 

moderators (0.107). And third, the correlation between the moderators and behaviour 

intentions (0.018) is not significant. This supports that fact that mediation is not supported in 

the first place. 

Again, based on the guidelines of Hair et al. (2006, p.867), the original model without the 

moderators and the new model that includes the moderators are compared for the nature of 

the moderating effects. With reference to Figure 10, it was clear that the effect of satisfaction 

on behaviour intention in the original model before the inclusion of the moderators as 

predictors of behaviour intention had a standardise regression co-efficient of 1.169. After 

adding the moderating factors as predictor of behaviour intention as in Figure 10, the effect of 

satisfaction on behaviour intention remains significant and unchanged (1.237). Therefore, it 



77

could be concluded that mediation is not supported, and that moderating variables do not 

significantly influence the relationship between satisfaction and behaviour intention. This 

was confirmed where the demographic variables were added to the satisfaction-behaviour 

intention relationship individually and simultaneously. In conclusion, hypotheses H6a to H6d 

are not supported.

Figure 10 Hypothesis testing for moderating effects
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CHAPTER FIVE

SUMMARY, CONCLUSION AND IMPLICATIONS

5.1 Overview

This concluding chapter summarises the purpose and objectives of the study, the major 

findings and conclusions. It also discusses the managerial and theoretical implications of the 

study, and makes recommendation for further research.

5.2 Summary of study

In this study, the main purpose was to assess and analyse the determinants and effects of 

customer satisfaction on behavioural intentions of consumers in Ghana’s insurance industry 

(GII). Specifically, it sought to examine the determinants of customer satisfaction in GII, to 

examine the influence of satisfaction on consumers’ behaviour intentions, and to examine the 

influence of respondents’ background data on the relationship between satisfaction and 

behaviour intention.

The study was a cross-sectional survey that used self-administered structured questionnaire to 

the target population of customers of insurance companies in Ghana. Out of the one thousand 

one hundred customers sampled (1100), one hundred and fifty-one (1051) responded to the 

questionnaire administered. Based on an objective analysis of data and discussion of results, 

the following are the summary of major findings and conclusions of this study.

5.2.1 Findings under Research questions (RQs)

RQ1 What are the determinants of customer satisfaction in Ghana insurance industry? 

 Reliability and Responsiveness are Functional quality dimensions that were found to 

have significant impact on customer satisfaction in GII.  Generally, these findings

provides evidence in support of previous studies (e.g. Kotler & Keller., 2006; 

Lovelock & Wirtz, 2007;  Mehdi, 2007; Oliver, 1980; Parasuraman, et al, 1985; 

Zeithalm, Berry, & Parasuraman, 1996; Wang & Hing-Po Lo, 2002) that service 

quality affects positively satisfaction and behaviour intentions of customers.

Specifically, these findings are consistent with previous studies such as Gyasi & 
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Azumah (2009), Heskett, et al. (1994), Mehdi (2007), Parasuraman, et al. (1985),

Pizam & Taylor (1999), Rust & Oliver (1994) and Sattari (2007) that also found 

Reliability and Responsiveness of the service provider to be important and significant 

predictors of satisfaction of customers in service contexts. As noted by Parasuraman 

et al. (1988), the relative importance of service quality dimensions may differ from 

industry to industry in different service contexts, therefore, this study lends support to 

this fact in that reliability and Responsiveness of the service provider happen to be the 

most relatively important determinants or predictors of customer satisfaction in GII.  

 Technical quality, Price, and image quality were found to be factors that do not 

significantly affect customer satisfaction determination in GII. Though there is 

theoretical evidence from previous studies that shows that technical quality, price and 

image quality affects customer satisfaction (e.g. Gi-Du and James, 2004), this finding 

appears to controvert some of these previous studies. However, the explanation is 

that, the fact that Technical quality, Price and Image quality are found in this study as 

insignificant determinants of satisfaction does not means these determinants are not 

important but rather that regarding the insurance industry, according the respondents, 

reliability seems to be the dominant factor determining their satisfaction.

RQ2 To what extent does satisfaction influence behaviour intention in GII?

 Customer satisfaction was found to have significant and positive impact on behaviour 

intentions such as likelihood to recommend, switching intention and repurchase 

intention. This is consistent with the findings of Peighambari (2007) and many other 

similar previous studies (e.g Oliver, 1980; Wang & Hing-Po Lo, 2002) that also found 

that satisfaction plays significantly role in determining similar behaviour intentions 

such as loyalty, switching intentions, repurchase intention and likelihood to 

recommend a services to friends and family.

RQ3 How is the relationship between customer satisfaction and behavioiur intentions 

influenced by customers’ background data (gender, age, education, income level)?  

 Demographic characteristics such as gender, age, education, and income levels were 

found to have no significantly impact on the relationship between customer 
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satisfaction and behaviour intentions. In other words, the impact of customer 

satisfaction on behaviour intention as found in this study does not depend on the 

demographic characteristics of the respondents such as their gender, age, income and 

education.

One possible explanation to this finding is that fact that the insurance industry in 

Ghana is a developing sector that is less sensitive to gender, education, age, and 

income of customers. This is probably due to the fact that, by nature insurance 

products are needed and required by customers irrespective of their gender, age, 

income level and education, and that these factors do not  seem to have any such 

significant influence in determining customers’ satisfaction in the insurance industry 

in Ghana.

5.3 Conclusion of the study

In this study, through a cross-sectional survey using self-administered structured 

questionnaire and quantitative data analysis technique in examining the determines and 

effects of customer satisfaction in the insurance industry, it could be concluded that

Reliability and Responsiveness dimensions of service quality are very important in 

determining customer satisfaction in Ghana’s insurance industry, satisfaction in the industry 

in turn drives significantly customer behaviour intentions, and that the impact on satisfaction 

on customer behaviour intentions is not significantly influenced by customer demographic 

variables.

5.4   Managerial Implications and Recommendations

Based on the findings of the study the following recommendations are given.

5.4.1 Improve satisfaction through reliability of service provider

The present study provides empirical support that customer satisfaction in the industry could 

be significantly influenced by improving upon the customer perception of the Reliability of 

the service provider. This factor is critical to the insurance industry of Ghana as a growing 
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industry. Customers seem to be particular about how reliable an insurance company is to 

them. Customers want an insurance company that would be more reliable to them in helping 

customers have a readily available insurance cover and claims for their undertakings as and 

when it becomes necessary. Since insurance involves taking precautions against future risk, 

having a reliable insurance company to rely upon for your insurance services becomes 

critically important factor. Therefore, when customers undertake any insurance policy they 

highly expect their insurance service providers to be reliable and trusted in all matters, and 

this in turn affect customer satisfaction/dissatisfaction of the insurance service providers.

Since the study found that the reliability of the service provide is a key driver of customer 

satisfaction in the insurance industry in Ghana, it is recommended that the management of 

insurance companies should be guided by following marketing strategies in improving upon 

its their reliability to customers:

1. Ensure timely delivery of insurance services

2. Ensure truthfulness in keeping to promises to customers

3. Being dependable and consistent in service delivery in solving customers’ complaints

4. Ensure the performance of services right the first time

5. Insist on error-free records regarding customer information

5.4.2 Improve satisfaction through Responsiveness of service provider 

Since the study found that the responsiveness of the service provide is a key driver of 

customer satisfaction in the insurance industry in Ghana, it is recommended that the 

management of insurance companies should be guided by following marketing strategies in 

improving upon its their responsiveness to customers: Insurance company must consistently:

1. Ensure that customers are informed of exactly when services will be performed

2. Ensure that their employees attend to customers needs/problems promptly and give

customers prompt customer services consistently.

3. Ensure that employees’ are willing to help customers in emergency situations.

4. Ensure the employees are approachable and easy to contact by customers

5. Ensure that the employees are able to communicate clearly and effectively with 

customers.
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5.4.3 Improve satisfaction through other quality areas

Even though, the present study found that Technical quality, Price, and image quality do not 

significantly affect customer satisfaction determination in GII, it does mean that these other 

factors are not important. Rather it means that significantly, reliability is most important to 

the customers. Therefore, service providers should endeavour to ensure that technical quality, 

price and image of the company are consistently improved since such factors could have been 

found in previous to be significant in influencing customer satisfaction and behaviour 

intention.

5.4.4   Influence behaviour intentions through satisfaction 

Since the study found, as in previous studies, that satisfaction is a strong predictor of 

behaviour intentions in this study, it is recommend that insurance service providers should 

endeavour to satisfy and delight their customers as a means of influencing behaviour 

intentions. When customers are satisfied they are more likely to recommend the insurance 

service to their peers, less likely to switch and more likely to re-patronise services.

5.5 Theoretical implications

 Theoretically, the study contributes to the literature on the determinants of customer 

satisfaction in insurance sector, and in particular in Ghana and developing country 

context. Knowledge is practically lacking on which factors determine customer 

satisfaction in Ghana’s insurance industry. The study is among the first to research 

into the determinants of customer satisfaction in Ghana insurance industry. It provides 

empirical support that customer satisfaction in the industry could be significantly 

influenced by service quality which is well supported by other previous research in 

general. The study specifically, provides empirical support for the fact that relative 

importance of reliability of the service provider in determining customer satisfaction 

in Ghana’s insurance industry.
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 Again, the study provides empirical evidence in GII regarding the impact of 

satisfaction on Behaviour intentions of customers. It has contributed to literature by 

establishing that customer satisfaction positively influences behaviour intentions of 

customers such as likelihood to recommend, switching intentions and repurchase 

intention.

 Methodologically, the study provides empirical evidence on the use of SEM in 

modelling customer satisfaction. The use of SEM is becoming popular among social 

science scholars and this study contributes to the use of SEM.

 The study also contributes to the body of knowledge in the area of the impact of 

customer demographic variables on satisfaction It provides empirical evidence that 

demographic variables may significantly not influence the relationship between 

customer satisfaction and customer behaviour intentions 

 The study importantly provides the basis for further empirical research work in the 

area of examining the nature and relative importance of reliability criteria that 

customers consider in evaluating their satisfaction and behaviour intentions for 

insurance service providers in developing country context.

5.6   Recommendations for future research

This study used quantitative methods in determining the drives and effects of customer 

satisfaction in insurance industry in Ghana through a cross-sectional study. It is 

recommended that future research should examine the determinants of satisfaction using 

other in-depth, projective qualitative techniques such as interview and focus group discussion 

to provide more in depth understanding of the key determinants of satisfaction in the 

insurance industry. The following areas are recommended for future research based on the 

present study:

 A longitudinal study of the determinants customer satisfaction in the insurance 

industry in Ghana.

 The factors that drive satisfaction for specific insurance products in GII.

 The impact of customer relationship management on customer loyalty in GII. 
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APPENDIX A

FOCUS GROUP DISCUSSION GUIDE

Introduction

Moderator introduces himself and the purpose of the discussion

Number of participants = 10

Activity Time (70 minutes)

1. Answering of Questionnaire

Check the time spend by each participant to 
complete the questionnaire

20

2. Services delivered by insurance 
industry

Ask about their knowledge of services 
delivered by Ghana’s insurance companies

15

3. Dimensions of service quality

Lead a discussion on what they think makes a 
service delivered a good quality

20

4. ‘Price’

Discuss whether ‘economy’ is an important 
part of what makes a quality service

15
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QUESTIONNAIRE FOR CUSTOMERS OF GII

Dear customer, this questionnaire is designed to collect information about how you feel 

about the service quality delivered by your insurance company in Ghana, at least for the last 

12 months. This survey will help your insurance services provider know how you can be 

served better. 

Please tick [√] the appropriate box for your answers. 

RESPONDENT’S IDENTIFICATION 

1. Please what is your gender? [    ] male [    ]  female

2. Please select your age group. 

[    ] below 20 yrs   [    ] 20 – 29yrs   [    ] 30-3yrs [    ] 40 – 49yrs   [    ] 50yrs and 
above 

3. What is your occupation?

[    ]    civil servant [    ] student  [    ] businessman/woman [    ] other 

4. What is your monthly income?  

[    ] Below GH¢100    [    ] GH¢100 - ¢300    [    ] GH¢301 - 600 [    ] above GH¢600

5. Select your highest academic or professional qualification? Select only one

[    ] WASSCE       [    ] Technical/Post-secondary      [    ] Diploma/HNDiploma                           
[    ] Bachelor’s degree [    ]   Post-graduate Diploma/Masters    [    ] PHD       

6. How many other insurance companies do you undertake their insurance policies?

[    ] one only [     ] 2   [     ] 3   [    ] 4    [    ] more than 4

7. How long have your been a customer to your major/main insurance company?

[    ] below 20 yrs   [    ] 20 – 29yrs   [    ] 30-3yrs [    ] 40 – 49yrs   [    ] 50yrs and 
above 

8. Which type of insurance policy do you have with your major/main insurance 
company?

[      ] Life insurance [     ] Non-Life insurance   [     ] both Life and Non-Life 
Insurance

OVERALL SATISFACTION WITH SERVICE DELIVERY

APPENDIX B
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9. How well did the services you received from your insurance company compare with the ideal/desired
set of services? 

Much worse 
than desired

Worse  than 
desired

Equal to my 
desire

Better than desired Much better than 
desired

1 2 3 4 5

10. How likely are you to recommend your insurance company to friends/families?

Very Unlikely Unlikely Neither Likely Very Likely

1 2 3 4 5

11. To what extent have your insurance company’s services met your expectations? 

Much worse than 
expected

Worse  than 
expected

Equal to my 
expectation

Better than 
expected

Much better than 
expected

1 2 3 4 5

12. Do you have the intention of switching to use a better insurance company’s services?

[    ] Definitely yes  [    ] a bit Yes     [    ] Neutral   [    ] a bit No   [    ] Definitely No

13. How likely are you to re-purchase insurance services of your insurance company?

Very Unlikely Unlikely Neither Likely Very Likely

1 2 3 4 5

14. Overall, how satisfied are you with the service quality delivered by your insurance 
company?

Very Dissatisfied        Dissatisfied                 Neither             Satisfied                   Very Satisfied

           1 2   3                4           5



94

CUSTOMER SATISFACTION WITH SERVICE QUALITY DIMENSIONS

In your opinion, how does the service quality of your insurance company meet your 

expectations in terms of following dimension items in the table? 

Respond by using this scale of 1 – 5, where;                                                                                                                    

1- Much worse than expected       2 – Worse than expected    3 - Equal to expectation                     

4 – Better than expected               5 – Much better than expected

Dimension items     Circle only one option in 1 - 5      

TANGIBLES

TA1 Your insurance company’s ability to give you access to 
information, product/service catalogues,  

1 2 3 4 5

TA2 Provision of visually attractive, offices, equipment and 
materials. 

1 2 3 4 5

TA3 Insurance company’s ability to providing variety of 
entertainment facilities, etc.

1 2 3 4 5

TA4 Appearance and  uniforms of employees 1 2 3 4 5

RELIABILITY

RL1 How timely is the delivery of insurance services by your 
insurance company?

1 2 3 4 5

RL2 How truthful (keeping to promises) is your insurance 
company to you?

1 2 3 4 5

RL3 How dependable and consistent is your insurance 
company in solving customers’ complaints?

1 2 3 4 5

RL4 How able is your insurance company to perform 
services right the first time?

1 2 3 4 5

RL5 How able is your insurance company to insist on error-
free records.

1 2 3 4 5

RESPONSIVENESS

RS1 How is your insurance company able to tell customers 
exactly when services will be performed?

1 2 3 4 5
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RS2 How able is your insurance company to give prompt 
customer services and attend to customers 
needs/problems?

1 2 3 4 5

RS3 How are employees’ willing to help customers in 
emergency situations?

1 2 3 4 5

RS4 How are the employees approachable and easy to 
contact?

1 2 3 4 5

RS5 How is the Employees’ ability to communicate clearly 
with you.

1 2 3 4 5

EMPATHY

EM1 Your insurance company favourable terms and 

conditions.

1 2 3 4 5

EM2 Your insurance company has operating hours 

convenient to all customers

1 2 3 4 5

EM3 Your insurance company has sound loyalty programme 

to recognise you as a frequent customer

1 2 3 4 5

EM4 Your insurance company has customer’s best interest at 

heart 

1 2 3 4 5

EM5 Your insurance company gives individual customer 

attention by employees

1 2 3 4 5

EM6 Your insurance company makes efforts to understand 

specific customer needs.

1 2 3 4 5

EM7 Your insurance company apologises for inconvenience 

caused to customers.

1 2 3 4 5

ASSURANCE

AS1 Ability to provide variety of value added services to 

customers, e.g. loan facilities, etc.

1 2 3 4 5

AS2 Sincerity and patience in resolving customers’ 

complaints/problems

1 2 3 4 5
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AS3 The behaviour of employees in instilling confidence in 

customers.

1 2 3 4 5

AS4 Employees’ use of required skills and knowledge to 

answer customers’ questions.

1 2 3 4 5

PRICE

How affordable are the prices for your insurance company’s services in terms of

PX1 Charges for insurance premium 1 2 3 4 5

PX2 Charges for other services customers receive 1 2 3 4 5

TECHNICAL QUALITY

TQ1 Successful in completing insurance claims settlements 1 2 3 4 5

TQ2 Employees have technological knowledge and skills in 

solving customer problems.

1 2 3 4 5

TQ3 Insurance company’s ability to provide insurance 

products/policies that meet customers’ requirement.

1 2 3 4 5

TQ4 Insurance company innovativeness – ability to use 

current technology to improve services.

1 2 3 4 5

TQ5 Providing adequate variety of insurance policies. 1 2 3 4 5

IMAGE

IM1 How successful is your insurance company? 1 2 3 4 5

IM2 What is the reputation of your insurance company? 1 2 3 4 5

IM3 What is the brand image of your insurance company? 1 2 3 4 5

IM4 How socially responsible is your insurance company? 1 2 3 4 5

Thank you for taking time to complete this questionnaire!
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INFORMED CONSENT INFORMATION 

Thank you for agreeing to participate in this study. This form outlines the objectives of the 

study and provides a description of your involvement and rights as a participant. 

This study is part of a joint Msc in Marketing and e-Commerce programme at the Lulea 

University of Technology and University of Education, Winneba, Kumasi Campus. Its 

purpose is to assess and analyse customer satisfaction with service quality in insurance 

industry in Ghana. A questionnaire will be used for customers of insurance companies for 

information.

The outcome of the study: The information from this study will be used to write a thesis 

about insurance companies within Ghana. The case study report may be used as a reference 

for students in LTU for their dissertations. 

We guarantee that respondents’ anonymity is fully assured and that your participation in this 

research is voluntary; and you have the right to withdraw at any point of the study, for any 

reason, and any corresponding information will be destroyed.

INFORMED CONSENT FORM

1. I Confirm that I have read and understand the purpose of the above study and have 

had the opportunity to ask questions

2. I understand that my participation is voluntary and that I am free to withdraw at any 

time, without giving any reason.

3. I agree that the information I give can be anonymised in academic paper.

……………………………......               …………................                     ……….......

        Name of participant                                    Date                                Signature

Researchers’ contacts:

Name: Frank Kwadwo Duodu and Theresa Amankwa

Address: Achievers File Consult, P. O. Box 4337, Kumasi            

Phone: +233-244-784-617   Email:  kidmanfkd@mail.com
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