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ABSTRACT 

The purpose of this study is to assess, in the motor insurance industry, the state of customer 

satisfaction with service delivery, the dimensions of service delivery customers are satisfied with 

and the dimensions which are most important to them.  In the light of this evaluation, we suggest 

ways to enhance service delivery. To achieve this purpose, a case study involving a motor 

insurance firm was conducted. Findings from the study reveal that customer satisfaction with 

service delivery can be considered as acceptable. Mostly, the customers are satisfied with 

convenient periods and terms for expired policy renewals, operating hours, sound loyalty 

programme, individualised customer attention, understanding customer needs and apologising 

for inconvenience to clients. It also appears that offering a value for money is the dimension of 

service delivery most essential to clients.  Finally, to enhance customer service delivery further, 

players in the industry need to adopt the right mix of policies practiced in the advanced 

countries, firms must train and equip the agencies or link offices well and check material 

shortages. 
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CHAPTER ONE 

 

INTRODUCCTION 

 

1.1 Background 

The history of the insurance industry in Ghana dates back to the 1920s. The first insurance 

company, Guardian Royal Exchange Assurance Ghana Ltd, commenced business in the Gold 

Coast in 1924 (http://www.eicghana.net/aboutus_corp_history.php). From the year 1924 up to 

date the Ghanaian economy sees a lot of both local and expatriate insurance companies operating 

in the country. For instant, insurance penetration for 2008 was 1.57% (NIC, Annual Report 

2008). The number of insurance companies licensed to operate in the country had increased from 

35 to 39 at the close of 2008. A breakdown of the companies shows that 17 are into life 

underwriting and 22 Non-Life. The companies licensed as at the end of 2008 are SIC Insurance 

Company, Vanguard Assurance, Enterprise Insurance, Donewell Insurance, Prime Insurance, 

Ghana Union, and Industrial and General Insurance Company. Others are Phoenix, Provident, 

CDH Insurance, Quality Insurance, Unique Insurance, GLiCO General, Metropolitan Insurance, 

Star Assurance, Global, Enterprise Life Assurance Company, Quality Life, Phoenix Life, and 

Unique Life. (http:// Alliance, International Energy Insurance, Equity Assurance, and Regency 

Alliance. The life companies are SIC Life, StarLife, CDH Life, Donewell Life, Vanguard Life, 

Metropolitan Life Ghana www.ghanabusinessnews.com/2009/01/21/insurance-companies-

increase-in-ghana)   

Insurance companies have the dual challenge of driving more satisfying relationships and 

connections with customers, while balancing their need to make the business-critical decisions 

http://www.eicghana.net/aboutus_corp_history.php
http://www.ghanabusinessnews.com/2009/01/21/insurance-companies-increase-in-ghana
http://www.ghanabusinessnews.com/2009/01/21/insurance-companies-increase-in-ghana
http://www.ghanabusinessnews.com/2009/01/21/insurance-companies-increase-in-ghana
http://www.ghanabusinessnews.com/2009/01/21/insurance-companies-increase-in-ghana
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that impact their survival.                                                                                      .      

(http://www.microsoft.com/presspass/presskits/msfinancial/docs/BingMapsInsuranceBrochure.p

df). Insured, if not satisfied is bound to test competitors. The new millennium in Insurance 

Industry has thrown the biggest challenge of handling ‘Customer Satisfaction’ & in turn 

‘Customer Concerns’ (Johri, 2009). As Peppers and Rogers, (2002) assert, “Capturing and 

sustaining market advantage in this fiercely competitive industry hinges on the ability to 

understand and leverage the industry’s most valuable asset – the customers” (as cited in Oduro-

Senyah and Sobotie, 2009 p. 9). The customer is the only source of the company’s present profit 

and future growth (Gray and Byun, 2001 as cited in Oduro-Senyah and Sobotie, 2009).  

However, not much research on customer satisfaction with service delivery in the Insurance 

Industry in Ghana has been done compared to the banking industry in Ghana. Mostly, in Ghana 

research on customer service/customer satisfaction/customer retention/customer relationship 

management are made to centre on the banking services. Banking industry is one of the 

numerous services in which the customer satisfaction has had an ever increasing importance in 

the corresponding research areas (Jafarzadeh et al., 2008). There have been several studies 

emphasizing the significance of customer retention in the banking industry (see Dawkins and 

Reichheld, 1990; Fisher, 2001; Marple and Zimmerman, 1999; Page, Pitt, and Berthon, 1996; 

Reichheld and Kenny, 1990) as cited in (Choong et al., 2006). Motor insurance contributes the 

largest portion of the premium income of the insurance industry (Otoo, n.d cited in a Newsletter 

of NIC, July-September, 2005). “In fact, motor insurance has the largest take up among Ghana's 

consumers than any other insurance type available. In 2005 it accounted for 39.8% of the total 

gross premium for non-life and life insurance business combined. The minimum motor insurance 

requirement is against third party injury and damage. According to a DFID funded Research for 

http://www.microsoft.com/presspass/presskits/msfinancial/docs/BingMapsInsuranceBrochure.pdf
http://www.microsoft.com/presspass/presskits/msfinancial/docs/BingMapsInsuranceBrochure.pdf
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Development study, conducted in 2002, motor insurance compliance in Ghana was estimated to 

stand at 70%” (http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506) 

 This research, therefore seeks to cut into customer/client satisfaction with service delivery in the 

general business insurance industry with much emphasis on motor insurance.   

 

1.2 Research Problem 

Creswell (1994) and Pajares (2007) stated that problem statement is the issue that exists in the 

literature, theory or practice that leads to the need for a study and when put clearly should answer 

the question : ‘Why does this research need to be conducted?’ (as cited in Nimako and Azumah, 

2009) 

The insurance industry continues to make progress. “There was a general increase in premium 

income for both classes of business from ₵92.5million in 2004 to nearly ₵276.5million in 2008. 

Both Life and Non-Life recorded a growth rate of 32% between 2007 and 2008” (NIC, Annual 

Report, 2008). 

Growth in Total Gross Premium Income - Non-Life and Life 2004-2008 

Year  Premium Income₵ Growth Rate  Insurance 

Penetration  

2004 92,583,146               -  1.16%    

2005 122,325,795 32.1% 1.26% 

2006 164,207,266 34.2% 1.40% 

2007 209,457,409 27.5% 1.49% 

2008 276,494,733 32.0% 1.57% 

Table 1.1 Source: National Insurance Commission, 2008 Annual Report 

http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
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However, how this growth rate correlate with customer/client satisfaction in the insurance 

industry is impaired. Rather, the growth rate in insurance premium has a positive correlation with 

statutory/legal requirements that make insurance ineluctable. Sebiyam (2005) posit that 

“insurance is sometimes inescapable as a result of some statutory contracts or other requirements 

or because they are customary. The road traffic Act makes it an offence to use or permit to be 

used, a motor vehicle on a road without policy which provides indemnity unlimited in amounts 

of death or bodily injury”.  

“At the year ending 2008, Two hundred and forty-five (245) complaints were received from the 

public against insurance companies. Most of the complaints were from persons with motor 

insurance claims.” (NIC, Annual Report, 2008).  Sebiyam (2005) said “many people in this 

country are not aware of the existence of insurance policies in the country; others do not see the 

need of undertaking insurance policies even though they are aware of it”. “Unfortunately, most 

of the country's drivers regard having insurance only as a means to pass through the checkpoints 

with the minimum of fuss by the police” (http://ezinearticles.com/?Third-Party-Motor-Insurance-

in-Ghana&id=3455506). Sebiyam (2005) further stated that “transport owners or drivers who 

have undertaken motor vehicle insurance find it difficult to make claims when there is an 

accident without resorting to hiring a lawyer”. Consequently, clients who are rightfully entitled 

to admissible claims get fed up in the process and stop pursuing it. Some, mostly motor third 

party insured, do not make attempt to pursue at all. “Insurance companies, quick to collect 

premiums but slow at paying claims” (Otoo, n.d cited in a Newsletter of NIC, July-September, 

2005).     

http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
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With respect to the above, the main problem of this study is to answer the question: Are motor 

insurance clients/insured satisfied with service delivery of insurance companies in Ghana with 

much emphasis on Kumasi?  

 

1.3 Purpose of the Study 

The main purpose of this research is to assess and analyze customer satisfaction with service 

delivery in the Motor Insurance Industry within Kumasi. We seek to answer the following 

investigative questions: 

1. How can customer satisfaction with service delivery in the Motor Insurance Industry in 

Ghana be described presently? 

2. Which dimensions of customer service delivery are clients satisfied or dissatisfied with in 

Ghana’s Motor Insurance Industry.   

3. Which dimensions of service delivery are important to clients of Motor Insurance in 

Ghana? 

4.  In which respect could the service delivery of Motor insurance be enhanced in Ghana?  

 

1.4 Limitations of the Study 

The main limitations of this study are constraints of resources, access to information, and time. 

We intend to answer these questions considering only one company of this industry. We know 

that it is not necessarily representative but we believe it can give us beginnings of answers and 

preliminary ideas about the customers’ satisfaction with the motor insurance industry in Ghana. 

The financial and material resources needed for a large sample size for this study is inadequate.  

It is obvious that we would not have access to every insured (motor insurance policy holder) of 
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the Ghanaian insurance industry as respondents to fill questionnaire. Language is also another 

access limitation as most of the motor insurance policy holders cannot read nor understand 

policy documents. These limitations, in particular, are causing us to delimit the study to only 

Kumasi and to the literate insured. In addition, the study is also constrained by time. It is 

conducted within an academic time range.  

 

1.5 Delimitation of the Study 

The study has been delimited to only Metropolitan Insurance Company and its operation within 

Kumasi, Ghana. Again, our respondents have been chosen among the insured/clients of this 

company in Kumasi, who can read, have been contacted in this study for data collection. 

Moreover insured/clients in this study have been limited to only individuals, and not institutions 

who are also customers of significance in considering overall customer satisfaction with service 

delivery. Finally, the sample for this study has been delimited to a sizeable three hundred and 

sixty (360) insured/clients.  

 

1.6 Significance of the Study 

The study is important in various ways to all interest/stakeholders of the Insurance Industry. To 

those in charge of managing the insurance companies in Ghana, the findings of this research has 

brought a more reliable scientific perspective for measuring the level of customer satisfaction 

with the service they deliver to their customers/clients. This study will also serve as a 

commendable source of information that brings to light means of enhancing customer 

satisfaction with service delivery in the motor insurance industry. It will basically bring out 

dimensions of service delivery that clients view as vital. This will support management strategic 
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decisions in critical areas of operations. For instance, designing workable service delivery 

strategies that will help to create and deliver customer value, achieve customer satisfaction and 

loyalty, build beneficial relationships with customers that will achieve sustainable business 

growth in Ghana.  

To the insurance policy makers like National Insurance Commission, the findings and results of 

this study will provide insights and a more reliable guide to monitoring the impact of the 

operations of insurance companies in the country. It will also be a yardstick for measuring partly 

their respective policy goals and objectives.   

 

1.7 Organisation of the Study 

The remainder of this thesis is organized as follows. Chapter two presents a synthesis of the 

relevant literature that has been reviewed. It plows insurance, motor insurance and its role, the 

current state of motor insurance in Ghana. It also covers Concepts and Theoretical Framework: 

customer, customer satisfaction, significance of customer satisfaction, customer satisfaction 

models, service and service quality; significance of service quality; service quality models. 

Chapter three focuses on the Conceptual Framework. It identifies relevant theories and concepts 

that have been used in the study as a guide to gain better understanding of the benefits of 

customer satisfaction. Chapter four presents the methodology of the study. It is centered on the 

data collection: population, sampling, research instruments, access strategies and credibility of 

the study. Chapter five is dedicated to the presentation of data and analysis of results and 

findings. Chapter six involves the summarization, conclusion implications and suggestions for 

potential future research.  

 



8 
 

CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1 Insurance  

“People seek security. A sense of security may be the next basic goal after food, clothing, and 

shelter. An individual with economic security is fairly certain that he can satisfy his needs (food, 

shelter, medical care, and so on) in the present and in the future. Economic risk (which we will 

refer to simply as risk) is the possibility of losing economic security”. “Historically, economic 

risk was managed through informal agreements within a defined community. If someone’s barn 

burned down and a herd of milking cows was destroyed, the community would pitch in to 

rebuild the barn and to provide the farmer with enough cows to replenish the milking stock. This 

cooperative (pooling) concept became formalized in the insurance industry. Under a formal 

insurance arrangement each insurance policy purchaser (policyholder) still implicitly pools his 

risk with all other policyholders” (Anderson and Brown, 2005). 

It is good business management to protect the assets of your business (including the owners) 

against unforeseen events. This protection usually comes in the form of insurance. 

(http://www.southaustralia.bizlibraryInsurance.pdf) “Insurance is simply a devise whereby many 

people contribute to a pool, so that a few who suffer a loss may be compensated” (Sebiyam, 

2005). It is a promise of reimbursement in the case of loss; paid to people or companies so 

concerned about hazards that they have made prepayments to an insurance company 

(http://wordnetweb.princeton.edu/perl/webwn?s=insurance). “An insurance policy may be 

broadly defined as a contract under which the insurer agrees, in return for a premium, to 

http://www.southaustralia.bizlibraryinsurance.pdf/
http://wordnetweb.princeton.edu/perl/webwn?s=insurance
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indemnify the insured for loss suffered as a result of the occurrence of specified events which 

cause the destruction, loss or injury of something in which the insured has an interest” 

(http://www.southaustralia.bizlibraryInsurance.pdf) 

 In law and economics, insurance is a form of risk management primarily used to hedge against 

the risk of a contingent, uncertain loss. Insurance is defined as the equitable transfer of the risk of 

a loss, from one entity to another, in exchange for payment 

(http://en.wikipedia.org/wiki/Insurance). 

“Insurance, unlike most financial products, is characterised by the reversal of the production 

cycle insofar as premiums are collected when the contract is entered into and claims and costs 

arise only if a specified event occurs” (IAIS, October 2003). Normally, only a small percentage 

of policyholders suffer losses. Their losses are paid out of the premiums collected from the pool 

of policyholders. Thus, the entire pool compensates the unfortunate few. Each policyholder 

exchanges an unknown loss for the payment of a known premium (Anderson and Brown, 2005) 

 

2.2 Motor Insurance 

Vehicle insurance is generally considered a fixed cost with respect to vehicle use (Litman, 2010). 

A driver faces a potential economic loss if his car is damaged. A larger possible economic risk 

exists with respect to potential damages a driver might have to pay if he injures a third party in a 

car accident for which he is responsible (Anderson and Brown, 2005). “Every car owner in 

Ghana is a consumer of insurance services by virtue of the law which stipulates that driving 

without insurance is punishable by fines, disqualification and even up to one year imprisonment” 

(http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506). If you drive 

your vehicle on the road, or leave it parked in the street, the law says that you must have motor 

http://www.southaustralia.bizlibraryinsurance.pdf/
http://en.wikipedia.org/wiki/Law
http://en.wikipedia.org/wiki/Economics
http://en.wikipedia.org/wiki/Risk_management
http://en.wikipedia.org/wiki/Hedge_(finance)
http://en.wikipedia.org/wiki/Risk
http://en.wikipedia.org/wiki/Uncertainty
http://en.wikipedia.org/wiki/Insurance
http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
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insurance. It is a criminal offence not to insure your motor vehicle 

(http://adviceguide.org.ukc_motor_insurance.pdf). Hence, “in non-life category, other than car 

insurance, no other insurance is mandatory for the customers” (Goswami, 2007).  

 

2.3Types of Motor Insurance 

2.3.1Third Party Insurance 

This is the minimum amount of insurance cover that you must have by law for your vehicle. 

Third party insurance only covers you for damage to someone else's vehicle or property, or 

injury to someone else in an accident which involves your car. This includes accidents caused by 

your passenger. If your vehicle is damaged in the accident you will have to pay for the repairs 

yourself. 

 

2.3.2 Third party, fire and theft insurance 

This includes third party cover and, additionally, damage to or loss of your car by fire or theft. 

 

2.3.3 Comprehensive Insurance 

This includes third party, fire and theft insurance. In addition, it will also pay for repairs to your 

car. There is a range of extra cover that some policies provide, including: 

1. cover for your own death or injury, or that of your partner or other members of your 

family, up to a limited amount. 

  

2. cover for your personal belongings if they are stolen from your vehicle or damaged  

3. cover for your medical and legal expenses  

http://adviceguide.org.ukc_motor_insurance.pdf/
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4. hiring a replacement vehicle. 

Source: http://adviceguide.org.ukc_motor_insurance.pdf and http://ezinearticles.com/?Third-

Party-Motor-Insurance-in-Ghana&id=3455506 

 

2.4 Customer 

Businesses are well aware of the need to serve customers better. They are improving their 

services through a variety of initiatives. One of the things underpinning these initiatives is a 

notion of what a customer is (Partridge, 2002). 

The word customer derives from "custom," meaning "habit"; a customer was someone who 

frequented a particular shop, who made it a habit to purchase goods of the sort the shop sold 

rather than elsewhere, and with whom the shopkeeper had to maintain a relationship to keep his 

or her "custom," meaning expected purchases in the future 

(http://en.wikipedia.orgwikiCustomer.mht (December 22, 2010) Para. 1 & 2). Hayes (1997) 

opines that “Customers’ is a generic term referring to anybody who receives a service or product 

from some other person or group of people.” (as cited in Nimako and Azumah, 2009 pp.27). 

“The term ‘customer’ is commonly used to refer to end-users of a product.” Entity that receives 

or consumes products (goods or services) and has the ability to choose between different 

products and suppliers. Entity directly served by an organization. A customer (also known as a 

client, buyer, or purchaser) is usually used to refer to a current or potential buyer or user of the 

products of an individual or organization, called the supplier, seller, or vendor. This is typically 

through purchasing or renting goods or services. Broadly, there are internal and external 

customers, where internal customers refer to the staff or employees and external customers refer 

to stakeholders of an organisation. Within the external customer group, there are several 

http://adviceguide.org.ukc_motor_insurance.pdf/
http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
http://ezinearticles.com/?Third-Party-Motor-Insurance-in-Ghana&id=3455506
http://en.wikipedia.orgwikicustomer.mht/
http://www.businessdictionary.com/definition/entity.html
http://www.businessdictionary.com/definition/receive.html
http://www.businessdictionary.com/definition/product.html
http://www.businessdictionary.com/definition/goods.html
http://www.businessdictionary.com/definition/services.html
http://www.businessdictionary.com/definition/ability.html
http://www.businessdictionary.com/definition/supplier.html
http://www.businessdictionary.com/definition/entity.html
http://www.businessdictionary.com/definition/organization.html
http://en.wikipedia.org/wiki/Product_(business)
http://en.wikipedia.org/wiki/Organization
http://en.wikipedia.org/wiki/Distributor_(business)
http://en.wikipedia.org/wiki/Seller
http://en.wikipedia.org/wiki/Vendor
http://en.wikipedia.org/wiki/Purchasing
http://en.wikipedia.org/wiki/Renting
http://en.wikipedia.org/wiki/Good_(economics)
http://en.wikipedia.org/wiki/Service_(economics)
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customer categories: clients, compliers, consumers, and constituents”. However, in certain 

contexts, the term customer also includes by extension any entity that uses or experiences the 

services of another. A customer may also be a viewer of the product or service that is being sold 

despite deciding not to buy them (Nimako and Azumah, 2009 pp. 27, 

http://www.businessdictionary.comdefinitioncustomer.html (January 18, 2011) Para. 1 & 

http://en.wikipedia.orgwikiCustomer.mht (December 22, 2010) Para. 1 & 2).  

Drucker (n.d) postulates that the business is looked from the customer. “Customers are the only 

reason you build factories, hire employees, schedule meetings, lay fiber-optic lines, or engage in 

any business activity. “Without customers, you don’t have a business” (Peppers and Rogers (n.d) 

as cited in Keller and Kotler, 2009, pp. 160). Customers are the most important visitors on 

business premises. As Peppers & Rogers (2002) further assert, “the industry’s most valuable 

asset – the customers” (as cited in Oduro-Senyah and Sobotie, 2009, pp. 9). According to Parlin 

(n.d) when you serve the customer better, there is always a return on your investment. There is a 

place in the world for any business that takes care of its customers (MacKay, n.d). 

‘The slogans "the customer is king" or "the customer is god" or "the customer is always right" 

indicate the importance of customers to businesses – although the last expression is sometimes 

used ironically’ (http://en.wikipedia.orgwikiCustomer.mht (December 22, 2010) Para. 3). 

 

 

 

http://www.businessdictionary.comdefinitioncustomer.html/
http://en.wikipedia.orgwikicustomer.mht/
http://en.wikipedia.orgwikicustomer.mht/
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2.5 Service Quality and Customer Satisfaction 

In spite of the fact that satisfaction factors vary according to the type of products, services and 

industry in which a particular business or firm operates, empirical studies have given credence to 

their impact on overall satisfaction (Szymanski & Henard 2001). Customer satisfaction is said to 

be central to the marketing concept, with grounds of strategic connections between satisfaction 

and service performance (Truch, 2006). It has gained a considerable position in the marketing 

literature over the last few decades as satisfied customers can provide a long-term benefit for 

companies. This may include customer loyalty/retention and higher profitability (Homburg et al., 

2006). In an era of increased competition, the importance of achieving high levels of customer 

satisfaction has gained the attention of researchers and practitioners alike; as it (customer 

satisfaction) is fundamental to the marketing concept as the notion of satisfying the needs and 

desires of consumers (Kumar et al., 2008, MacKenzie et al,. 1996 as cited in Back et al., 2009). 

This is especially the case in the service sector, where many companies are focusing upon 

service quality improvement issues in order to drive high levels of customer satisfaction (ibid). 

According to Parasuraman (1998), marketing focus has now shifted from merely selling to 

customers to serving them effectively. Customer satisfaction is often considered the most 

important factor in today’s highly competitive business world (Jafarzadeh et al., 2008).  

Service quality is the degree and direction of discrepancy between customers’ service 

perceptions and expectations. It is generally agreed by some to be the core criterion for overall 

customer service (Parasuraman et al, 1991, 1985). Service quality is an antecedent of customer 

satisfaction and customer satisfaction is an antecedent of profitability (Zeithaml, 2000, Heskett et 

al. 1997 and Chang & San, 2005 as cited in Hossain and Leo, 2009). Increases in customer 

satisfaction translate into retained markets, increased use of the system, newly attracted 
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customers, and a more positive public image (Transit Cooperative Research Program, Report 47, 

1999). Services have unique characteristics that distinguish them from the physical goods 

(Zeithaml and Bitner, 1996 as cited in Jafarzadeh et al., 2008). In contrast to flawless quality in 

manufacturing, flawless performance in service does not mean compliance with strict 

standardization, but ensuring excellent satisfactory performance from a customer’s point of view. 

Similar to the cost of producing poor quality products, the cost of delivering poor quality service 

includes the costs associated with redoing the service, compensating for poor service, loss of 

customers, and negative word of mouth (Bitner et al,. 1994 as cited in Lee and Tantakasem, 

2008).  

The key factor that influences customer behaviour is customer satisfaction (Daly, Frey and 

Woodside, 1989). The higher the level of customer satisfaction the higher the level of customer 

attitudinal and behavioural loyalty will be (Lee and Tantakasem, 2008). Cardozo (1965) also 

confirms that the higher the level of customer satisfaction, the more likely the customer will 

make repeated purchases and purchase other products or services of the firm. Generally 

speaking, if the customers are satisfied with the provided goods or services, the probability that 

they use the services again increases. Also, satisfied customers will most probably talk 

enthusiastically about their buying or the use of a particular service; this will lead to positive 

advertising. On the other hand, dissatisfied customers will most probably switch to a different 

brand; this will lead to negative advertising. The importance of satisfying and keeping a 

customer in establishing strategies for a market and customer oriented organization cannot be 

neglected (File and Prince, 1992, Richens, 1983 & East, 1997, Kohli and Jaworski, 1990 as cited 

in Jafarzadeh et al., 2008).  
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According to (Jang and Liu, 2009), researchers have in the past years explained the mechanism 

of customer satisfaction with a number of distinct theories, such as expectancy-disconfirmation 

theory (Oliver, 1981), contrast theory (Howard and Sheth, 1969), assimilation or cognitive 

dissonance theory (Anderson 1973), equity theory (Oliver and Swan, 1989), and value-percept 

theory (Westbrook and Reilly, 1983). The most widely recognized among the above theories is 

the expectancy-disconfirmation theory (Jang and Liu, 2009). With this theory, customers’ 

satisfaction judgments are the results of comparisons between customers’ expectations and 

perceived performance. If the perceived performance happens to be more than the expectation, 

the expectation is said to be positively disconfirmed and the customer is satisfied. However, if 

the perceived performance is less than the expectation, the expectation will be negative 

disconfirmation and the customer will be pronounced as dissatisfied (ibid). Another powerful 

theory for customer satisfaction is the equity theory (Oliver and Swan, 1989; Yuan and Jang, 

2008). It suggests that customer satisfaction happens when customers agree that their benefits 

obtained compared to their cost, such as money, time and effort, is greater than the latter (ibid). 

 

Another theory which is also commonly used, the three-factor theory, renders a fundamental 

explanation of customer satisfaction (Jang and Liu 2009). According to Kano (1984) and Matzler 

& Sauerwein (2002) the theory claims that three independent satisfaction factors influence 

customer satisfaction in different ways. These are excitement factors (satisfiers), basic factors 

(dissatisfiers) and performance factors (hybrids) (see figure 2.1). Basic factors (dissatisfiers) are 

minimum requirements for satisfaction. Failure to fulfill them will cause dissatisfaction, 

meanwhile fulfilling or even exceeding them will not necessarily lead to satisfaction (Fuller and 

Matzler, 2008). Excitement factors (satisfiers) will increase customer satisfaction if delivered but 
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will not cause dissatisfaction if not delivered. Performance factors (hybrids) lead to satisfaction if 

performance is high and to dissatisfaction if performance is low. Basic factors can be seen as the 

requirements for satisfaction, meaning that customers will at all cost need them. Performance 

factors are critically competitive domain and also directly related to customers’ definite needs 

and wants. Excitement factors are delightful to the customer. They are unexpected and as such 

can be considered as free and surprise benefits (ibid). 

 

Figure 2.1 The three-factor theory of customer satisfaction. 

Source: Adapted from (Matzler et al., 1996) cited by (Arbore and Busacca, 2009). 

 

Customers’ expectations are increasing and consequently it is required of organizations to go 

beyond the primary need of the customer, going beyond expectations and delight customers 

(Kandampully, 1997). 
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Various authors have also suggested dimensions that customers consider as criteria in judging 

quality of service (Parasuraman, 1998). Grönroos (1982) proposed two types of service quality; 

technical quality and functional quality. Technical quality, this is what customers receive from 

the service (the actual outcome of the service) and functional quality involves the process of 

service delivery. Other types of service quality worthy of mention are physical, corporate and 

interactive qualities. The physical quality involves all the physical aspects associated with the 

service such as equipment or building; corporate quality is the firm’s image or reputation; and 

interactive quality is the interactions between the firm’s personnel and its customers (Lehtinen 

and Lehtinen, 1982). A stem of these various attributes is that customers evaluate service not 

only on the basis of its outcome but as well the process associated with it (Parasuraman, 1998). 

Ultimately, customer satisfaction is about monitoring the quality of delivery of the service, and 

as a result measuring how well the firm is delivering the service (Fonseca, 2009). Customer 

satisfaction surveys according to Rust and Oliver (1994) provide management with information 

on how best to carry on quality improvement programmmes.  

Cronin and Taylor (1992) asserted that satisfaction can be related to a specific attribute or overall 

performance of a product/service. Relating satisfaction to attribute specific or overall 

performance depends on what one is actually interested in (Nimako and Azumah, 2009). When 

one is actually interested in achieving marketing value, then relating satisfaction to attribute-

specific will be better. This is because it will provide more useful insights to practitioners as to 

the extent to which a specific attribute of a service meets customer expectations or desires. 

However, where the interest is more of achieving academic value, then overall performance 

relation will offer more academic value. It will give more useful information to academics and 
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other stakeholders for the purpose of generalisations that call for attention for further research 

(ibid).  

 

2.6 Service Quality Model 

Generally, a set of discrepancies or gaps exists regarding organizational perceptions of service 

quality and the tasks associated with service delivery to consumers. These gaps can be major 

hurdles to attempting to deliver a service that consumers would perceive as being of high quality. 

Figure 2.2 below shows the five gap areas identified. 

These are: 

GAP 1: Consumer expectation — management perception gap  

These are discrepancies between executive perceptions and consumer expectations. 

Insurance sales executives may not always understand what features connote high quality to 

consumers in advance, what features a service must have in order to meet consumer needs, and 

what levels of performance on those features are needed to deliver high quality service. 

GAP 2: Management perception — service quality specifications 

There may be constraints (resources or market conditions) which prevent management from 

delivering what the consumer expects, or there may be an absence of total management 

commitment to service quality. 

GAP 3: Service quality specifications — service delivery gap 

There may be difficulty in standardizing employee performance even when guidelines exist for 

performing services well and treating consumers correctly. 

GAP 4: Service delivery — external communications gap 
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Media advertising and other communications by an agency can affect consumer expectations. 

Promising more than can be delivered will raise initial expectations but lower perceptions of 

quality when the promises are not fulfilled. Also, insurance companies can neglect to inform 

consumers of special efforts to assure quality that are not visible to consumers, thereby affecting 

consumer perceptions of the delivered service. 

GAP 5: Expected service — perceived service gap 

This is how consumers perceive the actual service performance in the context of what they 

expected. The quality that a consumer perceives in a service is a function of the magnitude and 

direction of the gap between expected service and perceived service. 
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Figure 2.2:  Service quality model. Source: (TCRP Report 47, 1999 pp. 7 & 8) 
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Hence, Service quality, as perceived by a consumer, depends on the size and direction of GAP 5 

which, in turn, depends on the nature of the gaps associated with the design, marketing, and 

delivery of services. That is, the magnitude and direction of each gap will have an impact on 

service quality. 

 

2.7 SERVQUAL scale 

To assess service quality is to compare customers’ expectations with their perception after the 

actual encounter (Long and McMellon, 2004). Parasuraman et al. (1985, 1988, 1991b) carried 

out empirical studies in several sectors to develop SERVQUAL scale, a multiple-item instrument 

to quantify the service expectation perception gap along five generic dimensions: (1) Reliability: 

ability to perform the promised service dependably and accurately. (2) Responsiveness: 

willingness to help customers and provide prompt service. (3) Assurance: knowledge and 

courtesy of employees and their ability to inspire trust and confidence. (4) Empathy: caring, 

individualized attention the firm provides its customers. (5) Tangibles: appearance of physical 

facilities, equipment, personnel, and communication materials. The outcomes and the 

discrepancies between the customers’ expectations and their actual experience will bring about 

the service quality (Parasuraman, 2004). According to Long and McMellon (2004) the 

SERVQUAL scale can be adjusted depending on the industry to study to suit any particular 

study. 
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2.8 Customer Dissatisfaction and Complaints 

Szymanski and Henard (2001) said many researchers have given more attention to the 

antecedents of satisfied customers than the consequences of dis(satisfied) customers. Customer 

dissatisfaction usually comes about as a result of poor business practices (Broadbridge and 

Marshall, 1995). Service firms must therefore do something about it in order to provide good 

customer service; enhance customer loyalty and repeat patronage of service (ibid). Service 

failure as possibly perceived by customers is a major concern for the service firm because of its 

potential effects on the service outcome (Gustafsson, 2009). Services can only be experienced, 

that is the production of a service takes place at the same time and in the same place as its 

consumption. In services, more things go wrong because of the human element in service 

production and this usually results in complaints and dissatisfaction. Complaint behaviour is a 

very significant phenomenon for both service scholars and managers to understand in terms of 

the impact on customers' perceptions of the service experience (Fonseca, 2009; Gustafsson, 

2009). Knowledge about complaint behaviour gives the service firm worthy insight into many 

areas such as identifying common service problems, improving service design and delivery, 

understanding the customer's perceived service quality and helping strategic planning (Harari, 

1992; Johnston and Mehra, 2002; Marquis and Filiatrault, 2002; Tax and Brown, 1998; 

Edvardsson, 1992; Harrison-Walker, 2001; Dröge and Halstead, 1991). Handling complaints is 

said to be a critical “moment of truth” in sustaining and growing the customer relationships 

(Berry and Parasuraman, 1991; Dwyer et al., 1987). 

 

Service recovery is about using tools to turn a mistake into a positive and profitable situation 

(Gustafsson, 2009). Turning a potentially negative situation into a positive one is a good service 
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recovery. This is to make good use of customers’ complaints. That is turning complaints into 

opportunities. According to Nyer (2000), good handlings and positive responses to customers’ 

complaints can increase customer loyalty. Hence, it is necessary for companies to understand 

service recovery or customer complaint behaviour. This will not only help to achieve customer 

retention, but also serve as a very good source of marketing information to existing and potential 

customers (ibid). Tax et al., (1998) believe that as companies implement service recovery from 

failures successfully, it increases the trust and commitment (see figure 2.5) of their customers 

and this makes them (the customer) more loyal to the relationship. These customers are more 

likely to patronise the firm’s services in the future and by word of mouth share their positive 

encounters with other family members, friends and neighbours (Maxham and Netemeyer, 2002).  

However, companies do not hear from about 95 percent of customers who get dissatisfied with 

services rendered to them (Tax and Brown, 1998).    

 

According to (Broadbridge and Marshall, 1995), consumers can resort to so many different kinds 

of actions in settling dissatisfaction. For instance, customers can take private or public action (as 

cited in Backlund and Holmgvist, 2006). They expend a model to explain their theory (see figure 

2.3). First, dissatisfied customers might have to take action or not to take action. Some customers 

refuse to do anything about their dissatisfaction about service encounters and service settings. 

Mostly, the customer deems it worthless to lodge a complaint considering the following; 

insignificant cost of service, issue not so necessary and probably lower switching cost. However, 

the customer can fall back to take action by considering two options. These are public and 

private actions. With the latter the customer makes complaint, but it does not directly get to the 

firm/company. Rather, it is directed to friends, neighbours and family members by way of bad 
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word-of-mouth which has a negative influence on consumer behaviourial intentions. About 50 

percent of customers who get dissatisfied with service encounters choose to take private action; 

two-thirds out of these customers further chooses to switch to competitors or give warnings 

concerning their dissatisfied encounters. If customers decide to take public actions, they use all 

means possible to lodge complaints to firm/company.  All the same, in situations where the 

services/products and the issue in question are of higher value the customers can resort to 

seeking redress.  

Concerning a survey of 562 consumers who submitted their complaints to seller as referred to by 

the authors, 42.6 percent of them were classed as successful; 53.9 percent still make claim of 

dissatisfaction; and 3.5 percent resorted to solicitors and consumer protection agencies and 

others alike for redress.   

In another case concerning electrical goods as many as 86 percent of dissatisfied customers 

decided to take public action. 91percent of dissatisfied customers resorted to both public and 

private actions. Three out of four of the customers who decided to take public action resorted to 

specific remedies. For instance, refunds, replacements, repairs, or compensations for damages. 

With private action, 25 percent refuse to do business with the company in question. This is 

something that can be excused by difficulties in problem resolution by the seller. 72 percent also 

by word-of-mouth told others of their bad encounter with the service. Furthermore, the more 

oftenness of complains about electrical goods supports the idea that the more expensive the 

service is, the more likely customers will complain (ibid).  
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Figure 2.3: Classification of Consumer Complaint Behaviour 

Source: Adapted from Broadbridge and Marshall, (1995) cited in Backlund and Holmgvist 

(2006). 

 

2.9 Emotions  

According to Gustafsson (2009), service involves people and as such it involves emotions also. 

Edvardsson (2005) believe that perception of customers about quality of service goes beyond 

cognitive mind to include affective judgment as customers are co-producers of services (as cited 

in Nimako and Azumah, 2009). There is enough evidence to propose that an emotional reaction 

associated with the consumption experience is significant in determining consumer satisfaction 

(Matilla and Wirtz, 2000; Jayanti, 1996; Westbrook and Oliver, 1991; Dubé-Rioux, 1990; 

Westbrook, 1987). Likely, customers will associate an unfavorable service experience with the 
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negative emotions experienced during the time of the event (Bower, 1981), and emotions in 

general can impact grapevine (word-of-mouth) recommendations, attitudes towards the service 

provider, repurchase intentions, and complaining behaviours (Allen et al., 1992 and Folkes et al., 

1987). Oliver (1997) therefore asserts that in considering affective responses to consumption 

experience, it will be reasonable to focus on the emotions that will arise as a result of the specific 

consumption event. This is because the level of emotional satisfaction towards a service or 

product is the key factor for the consumers’ overall satisfaction (Chen, Cheng, & Tang, 2005). 

 

2.10 Customer Behaviour and Intentions 

There seems to be a general agreement that behavioural intentions are reasonable variables for 

predicting future behaviour, even though there are still numerous arguments about the level of 

correlation between behavioural intentions and actual action (Quelette and Wood, 1998). 

Therefore, Lovelock and Wirtz (2007) posit that understanding the behaviour of customers is the 

eye of marketing. Business entities that do not first seek to understand the customer cannot hope 

to create and deliver products/services that get customers satisfied (ibid). Such firms cannot also 

survive the competition because the business is itself looked from the customer (Drucker, n.d.), 

and to get the customer satisfied is to retain the customer which is an antecedent of profitability 

(Zeithaml, 2000, Heskett et al. 1997 & Chang and San, 2005 as cited in Hossain and Leo, 2009).  

Nevertheless, Nimako and Azumah (2009) pointed out that customer loyalty and customer 

retention cannot always be attributed to customer satisfaction. They explain further that this is 

because a customer may not needfully be satisfied with the service but may find it difficult to 

switch to the next service provider (competitor) because of the cost (time, money, etc) associated 

with switching.  
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Therefore, Nimako and Azumah (2009) further affirmed that it will be deceiving and misleading 

to only measure customer satisfaction by customer loyalty trends. Rather, it will be appropriate 

that service firms make enquiry into customers’ likeliness to patronise again in the future and 

recommend the service to others (ibid).     

 

2.11 Customer Satisfaction Index 

Fornell (1992) pointed out that much empirical research has given credence to the fact that the 

customer satisfaction level is able to protect the firm’s future profits. Customer satisfaction can 

straightaway tell in advance the overall perception of the customer. Therefore it can be seen as a 

greatest asset of a firm or even a whole industry that can bring repeated consumer behaviour. So, 

it can be used as an economic benefit index (ibid). Sweden is the first country to have a 

reconciled cross-company, cross-industry national evaluation document for customer satisfaction 

and assessment of quality of products and services in 1989.  The Swedish Customer Satisfaction 

Barometer (SCSB) as it is called was adopted and adapted for use in the American Customer 

Satisfaction Index (ACSI) (Anderson and Fornell, 2000; Fornell et al., 1996; Fornell, 1992). 

The productive experience of the Swedish Customer Satisfaction Barometer (SCSB) and the 

American Customer Satisfaction Index (ACSI) gave birth to the European Customer Satisfaction 

Index (ECSI) (Juhl et al., 2002). The ECSI was decided to supplement the ACSI model in two 

ways. In the first place, the ECSI introduces an image variable. Secondly, it was made to split 

perceived quality into two elements: products and services dimensions.  However, the two 

models are identical (ibid). According to the model (see figure 2.4) customer satisfaction serves 

as a link between the things that drive it (customer satisfaction) and it end result, that is to say 

customer loyalty. Factors that drive customer satisfaction are perceived company image, 
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customer expectations, perceived quality, and perceived value (value for money). Perceived 

quality is divided into two elements, hard ware and human ware. Hard ware consists of the 

quality of the product/service attributes.  

 

Figure 2.4: The basic European Customer Satisfaction Index model (ECSI)  

Adapted from (Juhl et al. 2002).  

 

The human ware also represents the associated customer interactive elements in service, which is 

the personal behaviour and atmosphere of the service environment (Juhl et al., 2002). 

 

2.12 Service Recovery and Satisfaction 

Service recovery is concerned with how a firm responds to a mistake; a feedback from a service 

provider after a service failure, which uses tools to turn mistakes into positive and profitable 

situations (Gustafsson, 2009; Alexander, 2002). It involves those actions projected to resolve 
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problems, change negative attitudes of dissatisfied customers to positive once and at least retain 

these customers (Miller, Craighead, and Karwan, 2000). 

Boshoff (1999) developed a tool for measuring service recovery satisfaction. It was called 

RECOVSAT. The RECOVSAT tool evaluates the internal components and analyzes service 

recovery satisfaction according to the following six dimensions: (1) Communication: the manner 

in which service employees address the customer lodging a complaint (2) Empowerment: the 

authority of employees to act and solve the problems (3) Feedback: the information provided by 

the service about the problem and what is being done to resolve it (4) Atonement: The act of 

appeasing and overcoming the distrust (5) Explanation: the reason given for the service failure, 

clearly and concisely explained (6) Tangible: the appearance of employees and communication 

methods, the equipment used, and the physical environment. Communication, feedback, 

explanation, and tangible recoveries can be considered psychological service recoveries, whereas 

empowerment and atonement are tangible service recoveries (Kenney, 1995).  

A company turning a potentially negative situation into a positive one can survive the fierce 

competition. This is because when a service firm implements service recovery from failures 

successfully, customers feel a greater sense of trust and increase their commitment to the 

relationship. And probably, they are more likely to re-use the service provider’s services in the 

future and by word-of-mouth share their positive encounter with others (Maxham and 

Netemeyer, 2002; Tax et al., 1998). Thus, service recovery can be considered as an essential 

factor of customer satisfaction and retention (Mattila, 2001). Hence, emphasizing service 

improvement with service recovery strategies is vital for companies to stand the test of fierce 

competition (Chang, et al., 2007).  
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Service recovery or complaint handling can be considered to be a chronological succession of 

events (see table 2.1 and figure 2.5), which begins with communication of displeasure with an 

encounter leading to interactional process, which also leads to taking a decision and expecting an 

outcome (Tax et al., 1998). This construct builds on the three dimensional considerations of the 

concept of fairness that develops over time to include distributive justice, procedural justice, and 

interactional justice (Lind and Tyler, 1988; Bies and Shapiro, 1987; Deutsch, 1985). Distributive 

justice is the perceived fairness of the actual outcome or consequence of a decision. Procedural 

justice which has to do with the process refers to whether or not the customer believes the 

procedures or criteria used in making the decision are fair. Interactional justice has gotten 

something to do with interpersonal skills and the enactment of procedures and the delivery of 

outcomes (Tax and Brown, 1998). This fairness theory offers a comprehensive framework for 

understanding the complaint process from initiation to completion (ibid). 

 

Table 2.1: Summary of Service Recovery Dimensions. 

Source: Adapted from (Tax et al. 1998) cited by (Backlund and Holmqvist, 2006). 
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Tax et al., 1998 used a model (see figure 2.5) to depict that satisfaction with service recovery 

process can lead to trust and commitment and this confirms that complaints rightly responded to 

can be an antecedent of improved customer loyalty/retention. 

  

 

Figure 2.5: A Framework for Examining Service Recovery Relationships. 

Source: Adapted from (Tax et al., 1998) cited by (Backlund and Holmgvist, 2006). 

 

2.13 Customer Value 

According to Lai (1995), customers’ perceived value is a conviction in realised personal value. 

Lai alleged further that people use social interaction, exchange, consumer behaviour, or activities 

to achieve personal value. Therefore, the nature of customer value is in the end personal value 

(ibid). Preceding studies commonly explained consumption as a rational option associated with 

identifiable personal motivations and needs (Chang et al., 2007). However, a growing number of 

studies indicate that consumption involves many other elements, different interests, pleasures, 
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feelings, aesthetics, and emotions (ibid). Most scholars henceforth conceive that the consumption 

experience can be marked as either utilitarian or hedonic (Hirschman and Holbrook, 1985). 

Sheth et al., (1991) proposed a theory which portrays that consumption value influences 

consumer choice behaviour, and market choice is a function of multiple values. Sheth suggested 

five categories of consumption values as the fundamental influences on customer decisions: 

functional value, social value, epistemic value, conditional value, and emotional value. 

Functional value, emotional value, and social value are each related to distributive justice, 

interactive justice, and procedural justice aspects of perceived justice, respectively (as cited in 

Chang et al., 2007). 

 

2.14 The Hierarchy of Customer Value 

According to Lovelock and Wirtz (2007), to understand the behaviour of customers is to see the 

eye of marketing. They stated further that organisations that do not first seek to understand the 

customer cannot hope to create and deliver products/services that get customers satisfied. 

Albrecht (1995) confirms the above by stating that misconceptions about the needs and desires of 

the customers and end consumers can have effects on companies’ quality improvement 

programmes (as cited in Backlund and Holmgvist, 2006). Most quality programmes just begin by 

considering and assessing tangible work products and procedures, without any proof that these 

improvements provide a particular quality or character to the eventual success of the company. 

To counteract the above fact, Albrecht (1995) uses a theory in which customers’ value is 

hierarchically grouped as standardised as Maslow’s Hierarchy of needs (see figure 2.6). 
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Figure 2.6: The Hierarchy of Customer Value. 

Source: Adapted from Albrecht 1995 cited in Backlund and Holmgvist, (2006). 

 

The basic level comprises the central elements of companies’ value packages to the 

customers/clients who make it possible for the business survival. It requires such things as 

having clean location, properly furnished and most importantly well staffed. Expected value 

which makes the next step is what customers consider normal within a competition in an 

industry. This requires that the company prices competitively, have decent opening hours and 

pretty helpful staff. The third step is the level where features that customers know and will like to 

enjoy, but do not actually anticipate in the competition are added to products or services. This is 

the level the company uses to out-compete or perform better than the competition. It involves 

such things like customer friendly and caring staff, and substantially low prices compare to what 

pertains in the competition. The last step which is known as the unanticipated value involves 
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features that are far beyond expectation and desire of customers during service encounters. They 

include extraordinary expertise of the company staff, boosted features of product, and 

exceedingly convinced and profitable guarantees. 

Companies must at least be well vested in the first two levels of the hierarchy in order to survive 

the fierce competition. To out-compete or perform better than the competition then a company is 

supposed to go far beyond merely serving the customer or satisfying customers’ needs and 

deliver customers wants (Desired and Unanticipated values as stated earlier) (ibid). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



35 
 

CHAPTER THREE 

 

CONCEPTUAL FRAMEWORK 

 

The conceptual framework is an approach showing either in graphical or in a narrative forms the 

main points to be studied in a work (Amofah and Ijaz, 2005) and (Miles and Huberman, 1994) as 

cited in (Oduro-Senyah and Sobotie, 2009). Based on the purpose of the study four investigative 

questions were stated in chapter one to guide the research. We recall these questions here: 

 How can customer satisfaction with service delivery in the Motor Insurance Industry in 

Ghana be described? 

 Which dimensions of customer service delivery are clients dis(satisfied) with in Ghana’s 

Motor Insurance Industry.   

 Which dimensions of service delivery are important to clients of Motor Insurance in 

Ghana? 

 In which respect could the service delivery of Motor insurance be enhanced in Ghana?  

In the previous chapter, different kinds of theories and models have been exposed dealing with 

customer satisfaction. In this particular study on customer satisfaction with service delivery in 

the Motor Insurance Industry we seek to consider what is below in answering the aforementioned 

investigative questions.  
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3.1 Customer Satisfaction Dimension 

 

Satisfaction and Loyalty 

Customer satisfaction is an antecedent of customer loyalty and customer loyalty in turn 

influences the company’s profitability (Zeithaml, 2000; Anderson et al., 1994; Heskett et al., 

1994 and 1997; Rust and Zahorik, 1993). However, it will be deceiving and misleading to 

measure customer satisfaction by customer loyalty trends only (Nimako and Azumah 2009). This 

is because customers may be forced to be loyal by high switching cost and other likely factors 

beyond control. Hence, it will be appropriate service firms make enquiry into customers’ 

switching intentions and likeliness to recommend the service to others (ibid). We therefore 

sought to study customer retention and loyalty by customer repurchases, recommendations and 

switching intentions. 

 

Behavioural and Attitudinal Intentions 

Early studies of marketing sensed customer loyalty as a behaviour, assessing the concept as a 

conduct regarding the repeat purchase of a particular product or service, evaluated either by the 

sequence in which it is purchased, as a proportion of purchases, as an act of recommendation, as 

the scale of the relationship, its scope, or both, or as several of these measures put together 

(Hallowell, 1996; Homburg and Giering, 2001; Yi, 1990). According to Day (1969) this view is 

a single dimension, behaviourally centred and not enough to identify true loyalty from plausible 

but false loyalty. Therefore, many researchers have realised the need to add beliefs, feelings, 

values and dispositions component to the behavioural dimension (Berné et al., 2001; Oliver, 

1997; Dick and Basu, 1994; Jacoby and Kyner, 1973).  Bandyopadhyay and Martell (2007) 
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noticed that individual or intrinsic factors like resistance to change, or such social and cultural 

factor like social binding stretches the need to differentiate customer loyalty from repeat 

purchase behaviour. All of the aforementioned factors also point to the need to add an attitudinal 

dimension for customer loyalty studies (Bodet, 2008). Hence, we sought to also study customers’ 

loyalty by their beliefs, feelings, and values. 

    

Transaction-specific Satisfaction and Cumulative Satisfaction 

Two conceptualisations of customer satisfaction have become known or apparent over the last 

preceding years. These are transaction-specific satisfaction and cumulative satisfaction (Johnson, 

2001). Transaction-specific satisfaction is considered to be customers’ rating of their experience 

with a particular product transaction or service encounter. It essentially focuses on a particular 

product or service transactions, concerning specific purchase decisions (Oliver, 1980; 1997). The 

overall satisfaction approach is concerned with all of a customer’s previous experiences with a 

firm, product, or service cumulatively (Anderson et al., 1995; Garbarino and Johnson, 1999; 

Mittal et al., 1999; Johnson and Fornell, 1991). However, Johnson (2001) agreed to the fact that 

overall satisfaction and transaction-specific satisfaction are complementary rather than 

competing concepts.  

Olsen and Johnson (2003) concerted that overall satisfaction comes along to be a better predictor 

of customer intentions and behaviours. Johnson and Fornell (1991) made an address which is 

limited to the problem of constructing a broad-based satisfaction measure leading to the need to 

adopt an overall satisfaction definition. Due to the arguments above the SCSB (Fornell, 1992), 

the ACSI (Fornell et al., 1996), the NCSB (Norwegian Customer Satisfaction Barometer; 

Johnson et al., 2001) and the ECSI (European Customer Satisfaction Index; Eklof, 2000) were all 
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built upon a cumulative definition of satisfaction and operationalised as customers’ indices 

(Johnson et al., 2002). Johnson and Fornell (1991) were of the view that overall satisfaction, as a 

cumulative evaluation of the consumption experience, ought to be considered as an abstract or 

potential variable which is like an attitude. They further argue that as a latent variable, 

satisfaction can verifiably be measured and compared as a weighted-average or satisfaction 

indices. For example, according to Fornell et al., 1996, in the American Customer Satisfaction 

Index model satisfaction is a weighted average of three survey ratings: (1) an overall rating of 

satisfaction; (2) the degree to which performance falls short of or exceeds expectations; and (3) a 

rating of overall performance relative to the customer’s ideal good or service in the category. 

These three aforementioned standards provide an extremely authentic and unchanging 

satisfaction index (ibid).  

Bodet (2008) and Parasuraman et al. (1994) agree that there are various definitions which have 

been given for satisfaction constructs that basically support the argument that transaction-

specific satisfaction influences overall satisfaction, which in the end have effects on both 

behavioural and attitudinal loyalty.  Overall satisfaction therefore occupies an intermediate role 

between transaction-specific satisfaction and loyalty. This assumption marries the full mediation 

model proposed by Jones and Suh (2000) figure 3.1 below. 

 

Figure 3.1: Full mediation model adapted from Jones and Suh (2000) cited in Bodet (2008). 

Johnson et al. (2002) confirm that cumulative satisfaction takes advantage of aggregation over 

occasions as well as measures. Hence, cumulative satisfaction provides a reliable performance 
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threshold for making broad based comparisons. Ryan et al., (1995) found that the latent variable 

customer satisfaction can be evaluated through three indices/indicators which have in an 

empirical manner been observed by the three questions that dominates theory and practice within 

customer satisfaction measurement. First, overall satisfaction can be measured as the answer to a 

question like ‘‘considering all your experience with company P, how satisfied are you, in 

general?’’ on a scale from ‘‘completely dissatisfied’’ to ‘‘completely satisfied’’. This approach is 

perhaps the most common in customer satisfaction measurement practice. Second, satisfaction 

can be measured by a question like this: ‘‘to what degree did company P fulfill your 

expectations?’’ on a scale from ‘‘much less than expected’’ to ‘‘much more than expected’’. The 

third question compares the company to the ideal company: ‘‘imagine a company which is 

perfect in all aspects. How close to this ideal do you consider company P to be?’’ on a scale from 

‘‘very far away’’ to ‘‘very close’’ (ibid). With regards to the third question we intend to compare 

company P’s performance to the customers’ ideal/desired set of services and expectations. 

 

Figure 3.2: Satisfaction Dimension. 
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3.2 Customer Value Dimension 

Respective models and theories have been proposed by various scholars and renowned 

researchers, which can be used to measure the level of value companies render to 

customers/clients. All the same, we agreed to use the Stairway to Customer Value Model 

proposed by Albrecht (1995) as detailed in chapter two (section The Hierarchy of Customer 

Value). This is because the steps in the model (see figure 3.3 below) are basically about how 

companies should deliver certain amount of value to be able to survive the competition.  

 

 

Figure 3.3: Value Dimension. 

Source: Backlund and Holmqvist (2006). 

 

 3.3 Service Quality Dimension 

There are several models and theories that can be used to measure the quality of service that are 

offered to customers by various business entities. However, the traditional operationalisation of 

service quality includes five dimensions (see figure 3.4): detailed in chapter two (section 

SERVQUAL scale). We used the SERVQUAL scale to find out if the insurance companies are 

offering these essential service dimensions in their quest to provide services to clients. The 
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SERVQUAL dimension we adopted has enlighten us on a good perspective of what sort of 

service the customer receives in actual fact.    

 

         

Figure 3.4: Service Quality Dimension. 

 

3.4 Service Recovery Dimension 

Service recovery construct builds on the three dimensional considerations of the concept of 

fairness that develops over time to include distributive justice, procedural justice, and 

interactional justice (Lind and Tyler, 1988; Bies and Shapiro, 1987; Deutsch, 1985) as detailed in 

chapter two ( section Service Recovery and Satisfaction ). We therefore sought to use the entire 

justice dimension (see table 3.1) of the model originally proposed by Tax et al (1998).       

 

Table 3.1: Recovery Dimension. 
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CHAPTER FOUR 

 

METHODOLOGY 

 

This chapter presents the methodology that has been used for the research. It described the 

research purpose, research approach, research strategy, sample selection and data collection. It 

also discussed data analysis and criteria for measuring (validity and reliability) of the research. 

The steps below give the Schematic Presentation of the Methodology.  

 

   

 

 

 

 

 

Figure 4.1: Schematic Presentation of the Methodology. 

Source: Foster, 1998 pp. 81 as cited in Backlund and Holmqvist, 2006. 

 

4.1 Research Purpose 

The study explored, described and explained how insurance companies handle customers’ 

satisfaction with service delivery. First, our research explored literature on customer satisfaction 

with service delivery. We described the existing literature spotted in order to arrive at a 

Research 
Purpose 

Research 
Approach 

Research 
Strategy 

Data 
Analysis 

Sample 
Selection 

Data 
Collection 

Validity and Reliability 
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meaningful conclusion that adds to existing knowledge on customer satisfaction in Ghana. Thus, 

this aspect makes the study explanatory. 

 

4.2 Research Approach 

The research approach has been inductive since our study was based on analysis of data 

collected. 

 

4.3 Research Strategy 

As our research questions involve “how” and “which” and we are not supposed to have control 

over the study variables, we embarked on a case study. 

 

4.4 Data Collection 

Our study considers triangulation among previous theories, questionnaire (see Appendix C) and 

documents. Documentation has been used to collect secondary data. It includes scientific 

journals, brochures, company reports and websites (web pages). Finally and most importantly, 

structured questionnaires were also used.   

 

4.5 Sample Selection 

We sought to use judgmental sampling to select the appropriate sample for our study. A single 

case study was conducted within the insurance industry in Ghana. Moreover, the sample selected 

met some important conditions: 

• The company is in the insurance industry. 

• A Ghanaian Company having a branch in Kumasi where the study is focused. 
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• Had not less than three hundred and sixty non corporate customers/clients.  

 

The first condition we wanted our sample to meet is that, the company must be in the insurance 

industry. This is because we wanted to assess customer satisfaction with service delivery 

particularly related to motor insurance. Second, the company must be based in Ghana with a 

business operation in Kumasi, where the research is being carried out. This is in the interest of 

proximity since we had limited time to complete the study. It made it possible and easier to 

personally administer questionnaire which in the end gave validity and reliability to the research 

findings. Lastly, the company must not have less than three hundred and sixty individual or non 

corporate clients. This is because we targeted a sample size of three hundred and sixty individual 

customers/clients. These are insured people to whom we have submitted our questionnaire and 

from whom we got our data.  They are the SAMPLE for our study and not the company. The 

company is important in the sense that we have been questioning exclusively its 

customers/clients. 

There were many companies that met all of our criteria set above, the reason for which we chose 

Metropolitan Insurance Company is that they agreed to help us by participating in the study. 

Again, their customer base is larger than our sample size of three hundred and sixty individual or 

non-corporate customers/clients. This helped us getting valid and reliable data for our study. 

 

4.6 Data Analysis 

We relied on developing a case description analytical strategy as there are scanty studies on 

customer satisfaction with service delivery/quality in the Ghanaian Insurance Industry. This 

actually helped us to develop a descriptive frame of reference to guide the study.   
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4.7 Validity and Reliability 

In order to increase both validity and reliability, we adopted multiple sources of evidence. That is 

triangulation among previous theories, questionnaires (see appendix c) and documents. We 

adopted and adapted a well structured questionnaire for our study. Finally, we pre-tested the 

adapted questionnaire to ensure maximum reliability and validity.  
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CHAPTER FIVE 

 

DATA ANALYSIS 

This chapter consists of data analysis and also involves the presentation, description and 

discussion of the gathered data. It covers data on respondents’ characteristics and the research 

questions. 

Characteristics of respondents 

We present descriptive data related to the respondents because their characteristics will have an 

influence on the results of the study.  

Respondents’ gender as presented in Table 5.1 below shows 65% male representation and 35% 

female. This infers that male representation is almost the double of the female one. 

  

Frequency Percentage Cumulative Percentage 

 male 234 65.0 65.0 

female 126 35.0 100.0 

Total 360 100.0  

Table 5.1: Gender 
 

Table 5.2 involves representation of respondents’ occupations. More than half of respondents are 

civil servants representing 55% followed by businessmen/women which represent 35%. As little 

as close to 2% are students and approximately 8% are in other occupation/professions.  
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Frequency Percentage 
Cumulative 
Percentage 

 civil servants 198 55.0 55.0 

students 7 1.9 56.9 

business man/women 126 35.0 91.9 

other 29 8.1 100.0 

Total 360 100.0  

Table 5.2: Occupation 

Table 5.3 below exhibits the respondents’ income status. It shows that 48.1% are earning above 

GH¢800 and 35% are within ¢500 to ¢800. About 17% of the respondents are in low income 

group, of which 15% are earning from ¢200 to ¢500 while close to 1.9% are earning ¢200 and 

below. This implies that more than four-fifths (4/5) of our respondents are in the higher income 

group. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 below GH¢200 7 1.9 1.9 

GH¢200 – 500 54 15.0 16.9 

GH¢500 – 800 126 35.0 51.9 

above GH¢800 173 48.1 100.0 

Total 360 100.0  

Table 5.3: Monthly Income 

 

Table 5.4 below represents respondents’ level of education.  All of our respondents have at least 

pre tertiary level of education. First Degree holders represent almost 31.9%, followed by second 

degree holders representing 20% and Ph.D, HND and SSCE/WASSCE representing 15%, 15% 

and 10% respectively.  
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Frequency Percentage 
Cumulative 
Percentage 

 SSSCE/WASSCE 29 8.1 8.1 

Technical/Post-Secondary 36 10.0 18.1 

Diploma/HND 54 15.0 33.1 

Degree Holder 115 31.9 65.0 

Postgraduate 72 20.0 85.0 

Ph.D. 54 15.0 100.0 

Total 360 100.0  

Table 5.4: Professional Qualification 

 

Recall that our first research question was the following: 

How can customer satisfaction with service delivery in the Motor Insurance Industry in 

Ghana be described presently? 

With comparison of services received to the ideal/desired set of services, on a scale of ‘much 

worse than desired’ to ‘much better than desired’ as per table 5.5 and figure 5.1 below: 

One can notice that customer satisfaction with service delivery as per Met. Insurance Company 

in Kumasi described presently is much appealing in the sense that 173 respondents which 

represent 48.1% of our sample size claim that they are satisfied with the service delivery. 

However, Met Insurance does not seem to stand as the best insurance company in Ghana as 

registered by only 10% saying they are doing much better than desired in comparison with 

13.9% saying they are doing worse than desired and 3.1% saying they are doing much worse 

than desired. These represent potential proportion of customers to be lost. Customers indeed are 

the major backbone of the company. However, they receive great appraisal from customers as 

25% of the respondent boast that they are doing better than desired which may possibly explain 



49 
 

why customers are unwilling to switch away as can be seen in table 5.5 where 58.1% do not have 

the intention to switch at all to another company, 35.0% a bit no and 0% responding ‘Definitely 

yes’. 

 
Figure 5.1: Ideal/desired Set of Service 

 
 

 

 

 

 

 

 

 

 

 

Table 5.5:  Ideal/desired Set of Service 
 

  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than desired 11 3.1 3.1 

worse than desired 50 13.9 16.9 

equal to my desire 173 48.1 65.0 

better than desired 90 25.0 90.0 

much better 36 10.0 100.0 

Total 360 100.0  
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Figure 5.2: Intention of Switching 
 
 
  

Frequency Percentage 
Cumulative 
Percentage 

 a bit yes 7 1.9 1.9 

neutral 18 5.0 6.9 

a bit no 126 35.0 41.9 

definitely no 209 58.1 100.0 

Total 360 100.0  

Table 5.6: Intention of Switching 
 

This means that Met. Insurance Company has excellent customer retention/loyalty rate and this 

also implies that a greater percentage of customer are satisfied with the services. Met. Insurance 

Company is therefore alive. This can be supported by theory as postulated as customer 

satisfaction is an antecedent of customer loyalty and customer loyalty in turn influences the 

company’s profitability (Zeithaml, 2000; Anderson et al., 1994; Heskett et al., 1994 and 1997; 

Rust and Zahorik, 1993).  
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With customer expectations as benchmark, on a scale from much worse than expected to much 

better than expected and from the obtained results shown in table 5.7 and figure 5.3 below: 

Approximately 2% and 8% of respondents countered with much worse than and worse than 

expected respectively as against 46%, 32% and 12% of equal to expectation, better than and 

much better than expected who were in favour. This is an indication that service encounter at 

least meets expectations of 90% of our respondents. This can be said to be an excellent mark.  

However, 10% of respondents were pessimistic with 2% of them at the extreme.  

 
Figure 5.3: Client Expectations 
 
 
 
  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 7 1.9 1.9 

worse than expected 29 8.1 10.0 

equal to expectation 166 46.1 56.1 

better than expected 115 31.9 88.1 

much better than expected 43 11.9 100.0 

Total 360 100.0  

Table 5.7: Client Expectations 



52 
 

In addition, concerning measure of value for money, with the feeling of getting value for services 

paid for and on a scale of definitely yes to definitely not; the obtained results are displayed in 

table 5.8 and figure 5.4 below. About 34% were optimistic with definitely yes, followed by 

approximately 42% a bit yes, 23% neutral and 1% a bit no. These also show that at least 76% 

of the respondents get value for money, 23% were indecisive and 1% of them were also 

pessimistic. Hence, the company’s provision of value for money is very good. Still there is a 

shred of dissatisfaction and this is what matters most in a context of fierce competition.    

 
Figure 5.4: Getting the services paid for 
 
 
  

Frequency Percentage 
Cumulative 
Percentage 

 definitely yes 122 33.9 33.9 

a bit yes 151 41.9 75.8 

Neutral 83 23.1 98.9 

a bit no 4 1.1 100.0 

Total 360 100.0  

Table 5.8: Getting the services paid for 
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Finally, with regard to overall satisfaction with service delivery, on a scale from very unsatisfied 

to very satisfied and with the obtained results as shown in table 5.9 and Figure 5.5 below. 

None of our respondents selected very unsatisfied and unsatisfied, only 5% selected neither, 

60% selected satisfied and 35% very satisfied. This is an indication that on the aggregate, there 

is no outright dissatisfaction among our respondents irrespective of five percent indecisiveness. 

This means that, more than 95% of the respondents are satisfied in totality/on the aggregate with 

service delivery of Met. Insurance Company’s Motor Insurance Services.  

 
Figure 5.5: Overall client satisfaction and dissatisfaction 
 

 

 

 

 

 

 

 

Table 5.9: Overall client satisfaction and dissatisfaction 
 

  

Frequency Percentage 
Cumulative 
Percentage 

 neither 18 5.0 5.0 

satisfied 216 60.0 65.0 

very satisfied 126 35.0 100.0 

Total 360 100.0  
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Next, recall that our second research question is the following: 

Which dimensions of customer service delivery are clients satisfied with in Ghana’s Motor 

Insurance Industry? 

TANGIBLES 

TAN1 

First, with the company’s ability to give access to information, on a scale from much worse than 

expected to much better than expected and not applicable/I don’t know, the obtained results are 

displayed in the table 5.10 and figure 5.6 below.  

None of the respondents selected either much worse than or worse than expected. 46%, 31% 

and 12% of respondents selected equal to expectation, better than expected and much better than 

expected respectively. Approximately 10% selected not applicable/I don’t know. This infers that 

with customer access to information, the company is rather excellent. 

 

 

 

 

 

 

 

 

Table 5.10: Company’s ability to give access to information 

 

 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 169 46.9 46.9 

better than expected 112 31.1 78.1 

much better than expected 43 11.9 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  
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Figure 5.6: Company’s ability to give access to information 

 

 
Also, with TAN2 which is the provision of visually attractive offices, equipment and other 

necessary materials, the obtained result is as follows in table 5.11 and figure 5.7 below.  

60% of respondents selected equal to expectation. 25% and 14% selected better than and much 

better than expected respectively. None of the respondents selected much worse than, worse 

than expected and not applicable/I don’t know. This is an indication that Met. Insurance 

Company’s provision of visually attractive offices, equipment and other necessary materials is 

also rather excellent.  

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 220 61.1 61.1 

better than expected 90 25.0 86.1 

much better than expected 50 13.9 100.0 

Total 360 100.0  

 

Table 5.11: Provision of visually attractive offices and equipments 
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Figure 5.7: Provision of visually attractive offices and equipments 
 

Further, with TAN3 which is the ability to provide a variety of Motor Insurance policies, the 

result found is in table 5.12 and figure 5.8 below.  

Again, none of our respondents selected either much worse than or worse than expected. 46%, 

14% and 5% of respondents selected equal to expectation, better than expected and much better 

than expected respectively. Close to 36% selected not applicable/I don’t know. Hence, the 

company’s ability to provide respective motor insurance policies to its customers is satisfactory. 

However, the percentage of not applicable/I don’t know is too significant.  

 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 166 46.1 46.1 

better than expected 50 13.9 60.0 

much better than expected 18 5.0 65.0 

not applicable/I don't know 126 35.0 100.0 

Total 360 100.0  

Table 5.12: Ability to provide variety of policies 
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Figure 5.8: Ability to provide variety of policies  
 
 
Finally, with TAN4 which is the appearance and uniforms of employees the results obtained is 

displayed in table 5.13 and Figure 5.9 as follows: Approximately, 59% of our respondents 

selected equal to expectation. 25% and 15% selected better than expected and much better than 

expected respectively. However, none of them selected much worse than expected, worse than 

expected nor not applicable/I don’t know. Therefore, the appearance of employees can also be 

said to be rather excellent. 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 216 60.0 60.0 

better than expected 90 25.0 85.0 

much better than expected 54 15.0 100.0 

Total 360 100.0  

 

Table 5.13: Appearance of uniforms of employees 
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Figure 5.9: Appearance of uniforms of employees 

 

RELIABILITY 

With REL1 which is timeliness of service delivery, the results obtained are displayed in table 

5.14 and figure 5.10 below. 

Approximately 3% and 8% of our respondents selected much worse than and worse than 

expected respectively. On the contrary, about 64% of our respondents selected equal to 

expectation, almost 10% selected better than expected whilst close to 14% selected not 

applicable/I don’t know. Even though as high as 74% were positive, there is a significant 

percentage of about 11% who think the contrary. There is therefore a problem with timeliness of 

service delivery. 
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Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 11 3.1 3.1 

worse than expected 29 8.1 11.1 

equal to expectation 234 65.0 76.1 

better than expected 36 10.0 86.1 

not applicable/I don't know 50 13.9 100.0 

Total 360 100.0  

Table 5.14: Timeliness of services delivery 

 

 
Figure 5.10: Timeliness of services delivery 

 

Second, with REL2 which has to do with truthfulness (keeping to promises), the obtained result 

is displayed in table 5.15 and Figure 5.11 below 

Here, none of our respondents selected much worse than expected but 5% selected worse than 

expected. On the aggregate, 64%, 13% and 7% of the respondents selected equal to expectation, 

better than and much better than expected respectively. However, 10 % selected not applicable/I 

don’t know. Here too, there are some respondents on the negative side. 
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Frequency Percentage 

Cumulative 

Percentage 

 worse than expected 18 5.0 5.0 

equal to expectation 234 65.0 70.0 

better than expected 47 13.1 83.1 

much better than expected 25 6.9 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.15: How truthful (keeping to promises) 

 

 

 
Figure 5.11: How truthful (keeping to promises) 
 

 

The REL3 is about consistency and how dependable the company is to customers. The obtained 

result is shown in table 5.16 and figure 5.12 below. Approximately 60%, 22%, 8% and 10% of 

the respondents selected equal to expectation, better than and much better than expected and not 
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applicable/I don’t know respectively. None responded much worse or worse than. Therefore, the 

only problem here has to do with 10% of not applicable/I don’t know. 

 

  

Frequency Percentage 

Cumulative 

Percentage 

 equal to expectation 216 60.0 60.0 

better than expected 79 21.9 81.9 

much better than expected 29 8.1 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.16: Dependability and consistency in solving customers’ complaints  

 

 

 
Figure 5.12: Dependability and consistency in solving customers’ complaints  

 

 
Again, REL4 is about the ability to perform services right the first time, and below are table 5.17 

and figure 5.13 showing the obtained result. 
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In this instance, none of our respondents selected much worse than, worse than and not 

applicable/I don’t know. However, close to 70%, 16% and 13% selected equal to expectation, 

better than and much better than expected. There is therefore an excellent customers’ first 

contact experience. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 256 71.1 71.1 

better than expected 58 16.1 87.2 

much better than expected 46 12.8 100.0 

Total 360 100.0  

Table 5.17: Ability to perform services right the first time 

 

 
Figure 5.13: Ability to perform services right the first time 

 

 

 
Finally, REL5 has to do with insisting on error-free records. The obtained result is displayed in 

table 5.18 and Figure 5.14 below.  
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Here, none of our respondents selected much worse than expected, but almost 10% selected 

worse than expected. A little over 52% selected equal to expectation, 6% selected better than 

expected and closed to 5% selected much better than expected whilst almost 26% selected not 

applicable/I don’t know.  In this case there is 10% of respondents on the negative side and also a 

significant percentage of 26% not applicable/I don’t know which can affect the outcome of the 

study. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 36 10.0 10.0 

equal to expectation 190 52.8 62.8 

better than expected 22 6.1 68.9 

much better than expected 18 5.0 73.9 

not applicable/I don't know 94 26.1 100.0 

Total 360 100.0  

Table 5.18: Ability to insist on error free-periods 

 

Figure 5.14: Ability to insist on error free-periods 
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RESPONSIVENESS 

With RES1 which is about ability to tell customers exactly when services will be performed, the 

found results are displayed in table 5.19 and figure 5.15 below.  

Approximately 15% and 35% selected much worse and worse than expected respectively. Closed 

to 40% selected equal to expectation. None of the respondents selected both much better and 

better than expected. Almost 10% selected not applicable/I don’t know. Here, closed to 50% of 

the respondents were at the negative side and 10% not applicable/I don’t know. This is an 

indication that the company has a problem with time consciousness.   

 

  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 54 15.0 15.0 

worse than expected 126 35.0 50.0 

equal to expectation 144 40.0 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.19: Time consciousness / promptness 

 

 
Figure 5.15: Time consciousness / promptness 
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Second, RES2 is about ability to give prompt customers services. We found as displayed in 5.20 

and figure 5.16 below. 

 
About 8% and 15% of the respondents selected much worse and worse than expected 

respectively.  Also, close to 28%, 18% and 12% selected equal to expectation, better and much 

better than expected respectively. 10% also answered not applicable/I don’t know. Here too, 

23% of respondents are on the negative side as against 58% positive and 10% not applicable/I 

don’t know. This is an indication that with the ability to give prompt customer services, there is a 

significant percentage (23%) of respondents who are dissatisfied with prompt customer services. 

This therefore means that the firm is not paying enough attention to prompt customer services. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 29 8.1 8.1 

worse than expected 54 15.0 23.1 

equal to expectation 101 28.1 51.1 

better than expected 65 18.1 69.2 

much better than expected 43 11.9 81.1 

not applicable/I don't know 68 18.9 100.0 

Total 360 100.0  

Table 5.20: Ability to give prompt customer services 
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Figure 5.16: Ability to give prompt customer services 
 

Third, RES3 employees’ willingness to help customers in emergency situations, the obtained 

result is as displayed in table 5.21 and figure 5.17 below. 

Here, about to 5% and 11% of respondents selected much worse and worse than expected 

respectively. About 54%, 16% and 7% selected equal to expectation, better and much better than 

expected respectively. And 6% selected not applicable/I don’t know. In this case too, there are 

16% of respondents with dissatisfaction. 

  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 18 5.0 5.0 

worse than expected 40 11.1 16.1 

equal to expectation 198 55.0 71.1 

better than expected 58 16.1 87.2 

much better than expected 24 6.7 93.9 

not applicable/I don't know 22 6.1 100.0 

Total 360 100.0  

Table 5.21: Willingness to help customers in emergency situations 
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Figure 5.17: Willingness to help customers in emergency situations 

 

 
Also, RES4 which has to do with ease of contact with the employees (availability of employees 

at all times), the obtained results are displayed below in table 5.22 and figure 5.18. 

Here, none of our respondents selected much worse than expected. About 2% selected worse 

than expected. 35%, 28% and 20% selected equal to expectation, better and much better than 

expected respectively. 15% selected not applicable/I don’t know. Again, there are 2% of our 

respondents who are not satisfied with the ease of contact with employees.  

 

  

Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 7 1.9 1.9 

equal to expectation 126 35.0 36.9 

better than expected 101 28.1 65.0 

much better than expected 73 20.3 85.3 

not applicable/I don't know 53 14.7 100.0 

Total 360 100.0  

Table 5.22: Availability of employees at all times 
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Figure 5.18: Availability of employees at all times 

 

 
Finally, with RES5 which is employees’ ability to communicate clearly with customers(s), 

below is the display of the found results in table 5.23 and figure 5.19. 

Again, none of our respondents selected much worse than expected. But, about 2% selected 

worse than expected.  Around 50%, 16% and 21% selected equal to expectation, better and much 

better than expected respectively.  11% of respondents also selected not applicable/I don’t know. 

Here again, there are 2% of respondents who are not satisfied with employees ability to 

communicate clearly with customer(s).  
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Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 6 1.7 1.7 

equal to expectation 180 50.0 51.7 

better than expected 58 16.1 67.8 

much better than expected 76 21.1 88.9 

not applicable/I don't know 40 11.1 100.0 

Total 360 100.0  

Table 5.23: Ability to communicate clearly 

 

 
Figure 5.19: Ability to communicate clearly  

 
 

EMPATHY 

Firstly, with EMP1 which is the convenient periods & terms for expired policy renewal, the 

following results as displayed in table 5.24 and figure 5.20 below were found. 

With this, none of our respondents selected much worse nor worse than expected. 16%, 33% and 

38% selected equal to expectation, better and much better than expected respectively, whilst 
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roughly 12% selected not applicable/I don’t know. Therefore, here customer’ satisfaction with, 

convenient periods and terms for expired policy renewal, is excellent. 

 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 60 16.7 16.7 

better than expected 120 33.3 50.0 

much better than expected 137 38.1 88.1 

not applicable/I don't know 43 11.9 100.0 

Total 360 100.0  

Table 5.24: Convenient periods and terms of expired policy renewals 

 

 
Figure 5.20: Convenient periods and terms of expired policy renewals  

 
 

Secondly, EMP2 is about operating hours convenient to customer(s). The following results were 

obtained as in table 5.25 and figure 5.21. 

Here, none of our respondents selected much worse nor worse than expected, responses were 

equal at almost 30% for equal to expectation, better than expected and much better than expected 
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whilst closed to 10% selected not applicable/I don’t know. Here, satisfaction can be said to be 

excellent irrespectively of the 10% of not applicable/I don’t know.  

 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 108 30.0 30.0 

better than expected 108 30.0 60.0 

much better than expected 108 30.0 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.25: Convenient operating hours 

 

 

  
Figure 5.21: Convenient operating hours 

 
 

Third, EMP3 is also about loyalty programme that recognises frequent customers. Below are the 

results displayed in table 5.26 and figure 5.22. 

Here, 13%, 33%, 47% of our respondents selected equal to expectation, better than and much 

better than expected respectively. None of the respondents selected both much worse and worse 

than expected. Closed to 5 % selected not applicable/I don’t know. The responses were on the 
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increase and all on the positive side. This means customers are satisfied with the program even 

though 5% selected not applicable/I don’t know. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 49 13.6 13.6 

better than expected 120 33.3 46.9 

much better than expected 173 48.1 95.0 

not applicable/I don't know 18 5.0 100.0 

Total 360 100.0  

Table 5.26: Sound loyalty programs 

 

 
Figure 5.22: Sound loyalty programs 

 

 
EMP4 is about employees having the customers best interest at heart and the obtained results are 

displayed in table 5.27 and figure 5.23 below.  

Here, none of our respondents selected much worse than expected, worse than expected, equal to 

expectation and not applicable/I don’t know. The only responses were around 48.1% and 51.9% 

for better than and much better than expected respectively. This is an indication that employees 

are so concerned about the interest of customers.  



73 
 

 
 

 

Frequency Percentage 
Cumulative 
Percentage 

 better than expected 173 48.1 48.1 

much better than expected 187 51.9 100.0 

Total 360 100.0  

Table 5.27: Interest of customers and clients at heart 

 

 
Figure 5.23: Interest of customers and clients at heart 

 
 

EMP5 has to do with individualised attention to customers. We found the following as shown in 

table 5.28 and figure 5.24.  

None of our respondents selected much worse than expected nor not applicable/I don’t know, but 

close to 8% selected worse than expected. 30%, 38% and 24% selected equal to expectation, 

better than and much better than expected respectively.  In this case, there are 8% of respondents 

who are not satisfied with the individualized attention by employees. 
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Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 29 8.1 8.1 

equal to expectation 108 30.0 38.1 

better than expected 137 38.1 76.1 

much better than expected 86 23.9 100.0 

Total 360 100.0  

Table 5.28: Giving attention to individual customers 

 

 
Figure 5.24: Giving attention to individual customers 

 

 
In addition, EMP6 is about employees’ efforts to understand specific customer/ client needs. 

What we found is shown below in table 5.29 and figure 5.25. In this case, none of our 

respondents selected much worse than expected, but 5% selected worse than expected. Close to 

40%, 30% and 20% selected equal to expectation, better than and much better than expected 

respectively whilst approximately 5% also selected not applicable/I don’t know. Here too, there 

are 5% of respondents not satisfied with effort to understand specific customer needs. 
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Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 18 5.0 5.0 

equal to expectation 144 40.0 45.0 

better than expected 108 30.0 75.0 

much better than expected 72 20.0 95.0 

not applicable/I don't know 18 5.0 100.0 

Total 360 100.0  

Table 5.29: Understanding of specific customer or clients needs 

 

 
Figure 5.25: Understanding of specific customer or clients needs 
 

 

Finally, EMP7 is about apologising for inconvenience caused to customers. The obtained result 

is displayed in table 5.30 and figure 5.26 below. Here too, none of our respondents selected much 

worse than nor worse than expected. 20%, 30% and 40% selected equal to expectation, better 

than expected and much better than expected respectively. And 10% selected not applicable/I 

don’t know. This means that there is enough customer service recovery/complaint handling 

measures irrespectively of the 10% not applicable/I don’t know responses. 
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Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 72 20.0 20.0 

better than expected 108 30.0 50.0 

much better than expected 144 40.0 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.30: Apologizing for inconveniencies 

 

 
Figure 5.26: Apologizing for inconveniencies  

 
 

ASSURANCE 

First, ASS1 is about the company’s ability to provide variety of value added services. The 

obtained results are as follows in table 5.31 and figure 5.27. 

None of the respondents selected much worse than expected. Closed to 10% selected worse than 

expected. 36% 15% and 10% selected equal to expectation, better than and much better than 

expected respectively, whilst as high as 28% of our respondents selected not applicable/I don’t 

know. Here, there are 10% of respondents dissatisfied with this sub-dimension. Also, the 28% 

not applicable is high enough to affect the study outcome. 
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Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 36 10.0 10.0 

equal to expectation 133 36.9 46.9 

better than expected 54 15.0 61.9 

much better than expected 36 10.0 71.9 

not applicable/I don't know 101 28.1 100.0 

Total 360 100.0  

Table 5.31: Provision of variety of valuable services 

 

 
Figure 5.27: Provision of variety of valuable services 

 

 
In addition, ASS2 has to do with the sincerity and patience in resolving customers 

complaints/problems. Table 5.32 and figure 5.28 show the obtained results. Roughly, 4% and 

10% of our respondents selected much worse than and worse than expected respectively on the 

negative side as against closed to 36%, 16% and 9% of equal to expectation, better than and 

much better than expected respectively on the positive side, and 25% also selected not 

applicable/I don’t know. That means that on the aggregate, 14% of the respondents are 

dissatisfied with sincerity and patience in resolving customer complaints/problems.  
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Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 14 3.9 3.9 

worse than expected 36 10.0 13.9 

equal to expectation 130 36.1 50.0 

better than expected 58 16.1 66.1 

much better than expected 32 8.9 75.0 

not applicable/I don’t know 90 25.0 100.0 

Total 360 100.0  

Table 5.32: Sincerity and patience in resolving customer complaints 

 

 
Figure 5.28: Sincerity and patience in resolving customer complaints 
 

 

Also, ASS3 is about instilling confidence in customers. The obtained results are displayed in 

table 5.33 and figure 5.29 below. 

Approximately, 5% and 8% of the respondents selected much worse than and worse than 

expected respectively. Whilst 40% 20% and 7% selected equal to expectation, better than and 

much better than expected respectively. 20% also selected not applicable/I don’t know. In this 

case, on the aggregate 13% of respondents are not satisfied with employees’ behavior in 

instilling confidence in customers. 
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Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 18 5.0 5.0 

worse than expected 29 8.1 13.1 

equal to expectation 144 40.0 53.1 

better than expected 72 20.0 73.1 

much better than expected 25 6.9 80.0 

not applicable/I don't know 72 20.0 100.0 

Total 360 100.0  

Table 5.33: Behaviour of employees in instilling confidence of customer 

 

 
Figure 5.29: Behaviour of employees in instilling confidence of customer 

 

 
Finally, ASS4 has to do with the use of required skills and knowledge to answer customers’ 

questions. Below is the display of the found results in table 5.34 and figure 5.30. Here, 4% and 

6% of respondents selected much worse than and worse than expected respectively. Around 40% 

20% and 20% selected equal to expectation, better than expected and much better than expected 

respectively. Whilst closed to 10% of respondents selected not applicable. In this case, there are 
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10% of respondents who are dissatisfied with required skills and knowledge to answer 

customers’ questions.  

  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 14 3.9 3.9 

worse than expected 22 6.1 10.0 

equal to expectation 144 40.0 50.0 

better than expected 72 20.0 70.0 

much better than expected 72 20.0 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.34: Required skills and knowledge to answer customer and clients questions 

 

 
Figure 5.30: Required skills and knowledge to answer customer and clients questions 

 

 

DISTRIBUTIVE JUSTICE 

 
Firstly, DSJ1 which is about value for money, the obtained result is displayed in table 5.35 and 

figure 5.31 below. None of our respondents selected much worse than expected. Close to 2% 
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selected worse than expected. Approximately, 40%, 38% and 10% of respondents selected equal 

to expectation, better and much better than expected respectively. 10% selected not applicable/I 

don’t know. In this case 2% of the respondents are dissatisfied with the value for money 

dimension of the distributive justice. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 7 1.9 1.9 

equal to expectation 144 40.0 41.9 

better than expected 137 38.1 80.0 

much better than expected 36 10.0 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.35: Giving value for money 

 

 

 
Figure 5.31: Giving value for money 

 

 
Also, DSJ2 is about providing results based on customers’ requirements. The obtained result is 

as displayed below in table 5.36 and figure 5.32. Just about 4% and 10% of our respondents 
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selected much worse than and worse than expected respectively. On the aggregate, 40% 24% and 

14% of the respondents selected equal to expectation, better than and much better than expected 

respectively. Whilst around 8% of respondents selected not applicable/I don’t know. This means 

that 14% of the respondents are not happy with this dimension of the distributive justice. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 14 3.9 3.9 

worse than expected 36 10.0 13.9 

equal to expectation 144 40.0 53.9 

better than expected 86 23.9 77.8 

much better than expected 50 13.9 91.7 

not applicable/I don't know 30 8.3 100.0 

Total 360 100.0  

Table 5.36: Provision of results base on requirements 

 

 
Figure 5.32: Provision of results base on requirements 
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TECHNICAL QUALITY 

In the first place, TEQ1 is about approach to quality management to ensure complete customer 

satisfaction. We obtained the following as displayed in table 5.37 and figure 5.33 below:  None 

of our respondents selected much worse than expected.  About 5% selected worse than expected. 

52% 19% and 14% selected equal to expectation, better than expected and much better than 

expected respectively. 10% also selected not applicable/I don’t know. Here, 5% of respondents 

are unhappy with the company’s approach to quality management. 

  

Frequency Percentage 
Cumulative 
Percentage 

 worse than expected 18 5.0 5.0 

equal to expectation 188 52.2 57.2 

better than expected 68 18.9 76.1 

much better than expected 50 13.9 90.0 

not applicable/I don't know 36 10.0 100.0 

Total 360 100.0  

Table 5.37: Approach to quality management 

 

 
Figure 5.33: Approach to quality management  
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Secondly, TEQ2 is about employee technical know-how in solving customers’ problems. The 

obtained results are displayed below in table 5.38 and figure 5.34. None of the respondents 

selected much worse than nor worse than expected. However, 25% 35% 20% and 20% selected 

equal to expectation, better than expected, much better than expected and not applicable/I don’t 

know respectively. Here, none of the responses was on the negative side. This means that with 

technical know-how in solving customer’ problems, the company is doing very well. However, 

there is 20% of not applicable/I don’t know. 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 90 25.0 25.0 

better than expected 126 35.0 60.0 

much better than expected 72 20.0 80.0 

not applicable/I don't know 72 20.0 100.0 

Total 360 100.0  

Table 5.38: Technical know-how in solving customer problems 

 

 
Figure 5.34: Technical know-how in solving customer problems 
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Third, TEQ3 is about expressing complex ideas in simple and understandable manner to 

customers. Below is the display of the obtained results in table 5.39 and figure 5.35. None 

of the respondents selected much worse than expected, worse than expected and not 

applicable/I don’t know. Approximately, 44%, 35% and 20% selected equal to 

expectation, better than and much better than expected respectively. Here, all the 

responses are positive. This means that the company’s attention to the clarity of policy 

documents can be said to be a perfect one.  

 
  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 162 45.0 45.0 

better than expected 126 35.0 80.0 

much better than expected 72 20.0 100.0 

Total 360 100.0  

Table 5.39: Clarity of policy documents and other services 

 

 
Figure 5.35: Clarity of policy documents and other services  
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Also, TEQ4 is about policy innovativeness (improving services using current technology). What 

we found is presented in table 5.40 and figure 5.36. Again, none of the respondents selected 

much worse nor worse than expected. About 26%, 20% and 14% of respondents selected equal 

to expectation, better than expected and much better than expected respectively. Here too, all the 

responses happen to be positive, just that there is a greater percentage (that is as high as almost 

40%) of not applicable/I don’t know 

  

Frequency Percentage 
Cumulative 
Percentage 

 equal to expectation 94 26.1 26.1 

better than expected 72 20.0 46.1 

much better than expected 50 13.9 60.0 

not applicable/I don't know 144 40.0 100.0 

Total 360 100.0  

Table 5.40: Improving services using currently technology 

 

 
Figure 5.36: Improving services using currently technology  
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Finally, TEQ5 is about processing claims. The obtained results are as shown below in table 5.41 

and figure 5.37. Here, close to 2% and 10% of respondents selected much worse than and worse 

than expected respectively. And about 44%, 20%, 10% and 13% of respondents selected equal to 

expectation, better than and much better than expected and not applicable/I don’t know 

respectively. In this case, on the aggregate, there is 12% negative, 74% positive and 13% not 

applicable/I don’t know.  

  

Frequency Percentage 
Cumulative 
Percentage 

 much worse than expected 7 1.9 1.9 

worse than expected 36 10.0 11.9 

equal to expectation 162 45.0 56.9 

better than expected 72 20.0 76.9 

much better than expected 36 10.0 86.9 

not applicable/I don't know 47 13.1 100.0 

Total 360 100.0  

Table 5.41: Processing claims on time 

 

 
Figure 5.37: Processing claims on time 
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IMAGE 

With the IMG1 which is about the success of the company, on the scale of yes or no. 

Here, all the responses were positive. Therefore the company can be considered as a 

successful one. 

Second, IMG2 is about the reputation of the company in the country. 

Here too, all the responses are positive signifying a good image of the company. 

 

Finally, IMG3 is about social responsibilities. We also found the following as displayed 

in table 5.42 below. Here, close to 30% answered yes whiles 70% answered no. This 

indicates that the company’s social responsibility is not satisfactory among its customer. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 Yes 108 30.0 30.0 

No 252 70.0 100.0 

Total 360 100.0  

Table 5.42: Social responsibly of the company 

 
 

 
Figure 5.38: Social responsibility of the company 
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In view of all these dimensions above as analyzed into their various sub-dimensions and 

reference to Appendix A, the data were further analyzed so as to bring out a ranking for the 

entire dimension. Since a high percentage of our customers expectation was met in terms of 

equality (that is in almost all the dimensions most of the respondents select equal to 

expectation), it would be unjust to rank the various dimensions in that prospect. We had to be 

prudent to consider whether the expectation of the customers is better met or much better met in 

aggregate terms and in so doing we came out with the Figure 5.39 as shown below. The figure 

took into consideration the aggregate of much better than expected and better than expected after 

affecting a weight of 2 to much better than expected and a weight of 1 to better than expected. It 

can be seen that most of the customers are much satisfied with the EMPATHY thereby making 

empathy ranks first while TECHNICAL QUALITY is second, DISTRIBUTIVE JUSTICE as 

third, RESPONSIVENESS as fourth, TANGIBLES as fifth ASSURANCE as sixth and 

RELIABILITY as seventh. It should be noted that IMAGE dimension was not added as part of 

the ranking simply because its sub divisions cannot be easily ranked as part of the other 

dimension. This does not make image dimension redundant since it contributes to providing 

answers to our final research question.  

 

Figure 5.39: Customer satisfaction aggregate ranking 
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This tells that overall, the customers are most satisfied with empathy, although the other 

dimensions do not seem to be satisfactory; it serves as a sign of caution to the management to put 

their hands on desk so as to capture the satisfaction of the customers in these dimension to a 

significant level.  

 

The third research question is: 

Which dimensions of service delivery are important to clients of Motor Insurance in 

Ghana? 

First, with TANGIBLES that is the appealing nature of physical environment on the scale of 1 – 

Not important at all      2 - Not important           3 - Neither Important nor Unimportant   4 

– Important    5 – Very Important    6 - Not applicable/I don’t know. The obtained results are 

displayed in table 5.43 and figure 5.40. 

  

Frequency Percentage 
Cumulative 
Percentage 

 Important 151 41.9 41.9 

very important 209 58.1 100.0 

Total 360 100.0  

 
Table 5.43: Tangibles (appealing nature of physical environment) 
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Figure 5.40: Tangibles (appealing nature of physical environment) 

 

 
None of our respondents selected 1, 2, 3 or 6. About 41.9% and 58.1% selected 4 and 5 which 

are important and very important respectively. This is a strong indication that the tangibles 

dimension is of great importance to customer.  

Secondly, with ASSURANCE which is about security, efficiency and variety of services, the 

obtained results are displayed in table 5.44 and figure 5.41 below. 

  

Frequency Percentage 
Cumulative 
Percentage 

 Important 216 60.2 60.2 

very important 143 39.8 100.0 

Total 360 100.0  

    

 
Table 5.44: Assurance (security, efficiency and variety of services) 
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Figure 5.41: Assurance (security, efficiency and variety of services) 

 

Here too, none of our respondents selected 1, 2, 3 or 6. About 60.2% and 39.8% selected 4 and 5 

which are important and very important respectively.  

 

Also, with RESPONSIVENESS that is attending to customers’ needs and complaints promptly 

any time, the results are presented in table 5.45 and figure 5.42.  

 

  

Frequency Percentage 
Cumulative 
Percentage 

 Important 180 50.0 50.0 

very important 180 50.0 100.0 

Total 360 100.0  

 

Table 5.45: Responsiveness (attending to customer needs and problems promptly) 
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Figure 5.42: Responsiveness (attending to customer needs and problems promptly) 

 

Better still, none of our respondents selected 1, 2, 3 or 6. Responses were at par for 4 and 5 at 

closed to 50% each. 

Next, EMPATHY that is showing of respect, care and understanding to customers needs. We 

found as shown in table 5.46 and figure 5.43 below.  

  

Frequency Percentage 
Cumulative 
Percentage 

 Important 252 70.0 70.0 

very important 108 30.0 100.0 

Total 360 100.0  

Table 5.46: Empathy (showing of respect, care and understanding to customers) 
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Figure 5.43: Empathy (showing of respect, care and understanding to customers) 

 

Again, none of our respondents selected 1, 2, 3 or 6.  Approximately 70% and 30% selected 4 

and 5 which are important and very important respectively. But the important happen to be more 

than the very important.  

 
Additionally, about RELIABILITY which is the competence to give timely, reliable services 

and truthful promises. We found the following results as shown figure 5.44 and table 5.47. 

  

Frequency Percentage 
Cumulative 
Percentage 

 Important 234 65.0 65.0 

very important 126 35.0 100.0 

Total 360 100.0  

 

Table 5.47: Reliability (competent to give timely reliable services and truthful services) 
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Figure 5.44: Reliability (competent to give timely reliable services and truthful services) 
 
 
Once again, none of our respondents selected 1, 2, 3 or 6. Approximately 65% and 35% selected 

4 and 5 which are important and very important respectively. But the important happen to be 

more than the very important.  

 

Also, with DISTRIBUTIVE JUSTICE, that is giving customer value for money/services 

received. The obtained result is displayed below in figure 5.45 and table 5.48. 

  

Frequency Percentage 
Cumulative 
Percentage 

 important 58 16.1 16.1 

very important 302 83.9 100.0 

Total 360 100.0  

Table 5.48: Distributive Justice (giving customer value for services received) 
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Figure 5.45: Distributive Justice (giving customer value for services received) 

 

 
Here too, none of our respondents selected 1, 2, 3 or 6. Approximately 16.1% and 83.9% 

selected 4 and 5 which are important and very important respectively. However, the very 

important happen to be higher than the important.  

 

Next is TECHNICAL QUALITY which is clarity of Policy Documents and processing claims 

on times. The obtained result is as displayed in figure 5.46 and table 5.49 below. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 Important 202 56.1 56.1 

very important 158 43.9 100.0 

Total 360 100.0  

 
Table 5.49: Technical Quality (clarity of policy documents and processing claims on time) 
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Figure 5.46: Technical Quality (clarity of policy documents and processing claims on time) 
 
 
 
Once again, none of our respondents selected 1, 2, 3 or 6. Approximately 56.1% and 43.9% 

selected 4 and 5 which are important and very important respectively. But the important in this 

instance also happen to be more than the very important.  

 

Finally, considering IMAGE that is the reputation of the company, responses were as shown 

below in figure 5.47 and table 5.50. 

 
  

Frequency Percentage 
Cumulative 
Percentage 

 Important 76 21.1 21.1 

very important 284 78.9 100.0 

Total 360 100.0  

 
Table 5.50: Image (having a good reputation of company) 
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Figure 5.47: Image (having a good reputation of company) 
 
 
 
Here too, none of our respondents selected 1, 2, 3 or 6. Approximately 21.1% and 78.9% 

selected 4 and 5 which are important and very important respectively. However, the very 

important happen to be more than the important. 

 

In order of importance of dimensions of service delivery in Metropolitan Insurance company’s 

motor insurance services  (as per Figure 5.48 below) with respect to the responses from our 

respondents as shown in Appendix B. In this section, figure 5.48 corresponds to weighted 

aggregate of Very important (weight = 2) as well as important (weight = 1). Therefore, from this 

perspective, DISTRIBUTIVE JUSTICE came first followed by TANGIBLES, 

RESPONSIVENESS, TECHNICAL QUALITY, ASSURANCE, RELIABILITY and 

EMPATHY.  

The above is an indication that, customers’ levels of satisfaction with the dimensions are not 

commensurate to the degree of importance of the dimensions to them. For example, EMPATHY 

is the dimension which gives the most satisfaction to customers as shown in figure 5.39; 

however, this dimension appears to be the less important one for customers as shown in figure 
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5.48). Therefore, customers are not necessarily satisfied with the dimensions that are most 

important to them.  

 
 
Figure 5.48:  The dimensions’ importance aggregate ranking.   
 
 
 
Finally, recall that the last research question was the following: 

In which respect could the service delivery of Motor insurance be enhanced in Ghana?  

Service delivery of motor insurance in Ghana can be enhanced in so many ways with respect to 

Met. Insurance Company. It is crucial for any company to retain all its customers that it has won 

on the market. However this can be achieved when all loop holes and dissatisfaction of the 

customers are worked on and partially or totally removed.   

From this perspective of ranking, one may then say TANGIBLES ranks first but that happens not 

to be our focus of interest and this answers why EMPATHY cannot solely be tagged first based 

on where focus of interest is judged from. Again from Appendix A, it can be seen clearly that 
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customers were not fully satisfied thus to some percentage with RELIABILITY, 

RESPONSIVENESS, EMPATHY, ASSURANCE, DISTRIBUTIVE JUSTICE AND 

TECHNICAL QUALITY and hence the need to enhance these dimensions. Considering 

reliability, REL1 had 8.1%, REL2 5% and REL3 10% of our respondents saying Met. Insurance 

is doing worse than expected meaning as compared with some other Insurance company in 

Ghana Met. Insurance is not doing well to the extent that even some are saying they are doing 

much worse than expected. This percentage, in fact on a large scale is quite big and calls for 

attention, so is the same with the other remaining sections showing signs of dissatisfactions. Met. 

Insurance in failure to respond immediately to this factor will cost them a lot since its future lies 

in the hands of its customers. As Peppers & Rogers (2002) assert, “the industry’s most valuable 

asset – the customers” (as cited in Oduro-Senyah and Sobotie, 2009, pp. 9). This further goes to 

explain why customers are saying management is not paying attention to its social responsibly as 

252 customers representing 70% of customers could attest to that fact with reference to table 

5.42.  

With the issue of preparedness to pay more to get additional and advanced services, 65% of 

respondents answered no, while 35% answered yes. However, concerning the provision of a 

replacement car (vehicle) during the time the insured’s car is undertaking repairs following an 

accident, 78.9% of respondents answered yes (they are willing to pay for that service) against 

21.1% no. 

Again, with the provision of toll free phone services to call for help in the interest of towing, 

interim replacement of car and others such as hospitalization if the need be, 88.1% answered yes 

and 11.9% no.  
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Further, with regard to the company paying directly the mechanic and any other repair cost in 

case of accident instead of the contrary where the insured pays and being reimbursed later on, 

93.1% of respondents selected yes. Only 6.9% selected no.   

With improvement to increase satisfaction, some respondents gave their various wishes and 

views as follows (from the most frequently to the less frequently mentioned):  

 reduction in premium  

 at least maintain current standard   

 relocate to enhance easy access  

 equip link offices well enough to reduce delays  

 train agents (sales representatives) well to have in-depth knowledge about the company’s 

business activities  

 pay more attention to shortages  

 be more socially responsible.  
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CHAPTER SIX 

 

FINDINGS AND CONCLUSIONS 

 

In this final chapter, a summary of the results that came out of the analysis has been presented. It 

provided implications for management and some suggestions for further studies.   

There is no doubt that insurance companies contribute to the development of a country. As such, 

these insurance companies have an integral role to play in providing the best possible service to 

the country’s citizenry. This makes customer satisfaction with service delivery in the insurance 

industry a concept worth exploring. This concept, though not old in Ghana, is very significant.  

Initially, the main objective of this study was to assess and analyze customer satisfaction with 

service delivery in the Motor Insurance Industry in Ghana. Performing this work considering the 

whole country with its numerous motor insurance companies was not possible for obvious 

practical and financial reasons. That is why it has been decided to restrict the study to the motor 

insurance industry within Kumasi. In a second step, unfortunately, we have also been constrained 

to focus on only one company which is Metropolitan Insurance Company, Kumasi. Despite these 

constraints, we think this study should not appear only as a sort of satisfaction survey performed 

for Metropolitan Insurance Company. We wanted it to be a point of start for the assessment and 

the analysis of customer satisfaction with service delivery in the motor insurance industry in 

Ghana as a whole.  

Based on a sample of customers of the Metropolitan Insurance Company, this study allowed 

giving more insight into customer satisfaction with service delivery.  We evaluated the 
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satisfaction of customers with respect to different dimensions of customer service delivery. We 

also ranked these dimensions by order of importance as they are considered by customers. 

Finally, we were able to identify ways of enhancing the service delivery of Motor insurance 

services in the considered company and more generally in the whole country. The analysis 

presented in the earlier chapter lead to several important findings which we summarize in what 

follows.  

First, customer satisfaction with service delivery as per Metropolitan Insurance Company in 

Kumasi can be qualified globally as acceptable. However, the company still has to work on 

customer retention as a fraction of the sample size was pessimistic representing potential 

proportion of customers to be lost. 

Secondly, most of the customers are satisfied with the empathy dimension which has to do with 

cconvenient periods & terms for expired policy renewals, convenient operating hours, sound 

loyalty programme, giving individualised customer attention, understanding specific customer 

needs and apologising for inconvenience caused to customers/clients. Although the other 

dimensions do not seem to be satisfactory; it serves as a sign of caution to the management to 

think about ways to increase the satisfaction of the customers in those dimensions to a significant 

level. Efforts should be directed by order of priority to the following dimensions (from the most 

critical to the less critical): Distributive justice that is value for money and providing results 

based on requirements. Tangibles that is ability to give access to information; attractive offices 

and equipment and other necessary materials; providing varieties of Motor Insurance Policies; 

appealing and appearance of employees. Responsiveness, is ability to tell customers exactly 

when services will be performed, giving prompt customer services and attending to customers’ 

needs/problems, willingness to help customers in emergency situations, employees’ accessibility 
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and ability to communicate clearly with customers. Technical quality which is effectiveness and 

consistency with quality of work; technological knowledge and skills in solving customer/clients 

problems; clarity of policy documents (expressing complex ideas in simple and understandable 

manner). Assurance, which is sincerity and patience in resolving customers’ 

complaints/problems; instilling confidence in customers; and the use of required skills and 

knowledge to answer customers’ questions. Reliability is the timely delivery of services; 

truthfulness (keeping to promises), dependability and consistency in solving customers’ 

complaints, ability to perform services right the first time and error-free records. Last, empathy 

dimension which has to do with cconvenient periods & terms for expired policy renewals, 

convenient operating hours, sound loyalty programme, giving individualised customer attention, 

understanding specific customer needs and apologising for inconvenience caused to 

customers/clients.  

On the other hand, having explored the degree of importance of each service dimension for 

customers, we found out that distributive justice is the most important dimension to customers.  

One other interesting finding was that the customers are not in an essential manner satisfied with 

the dimensions that are mostly important to them. For instance, empathy is the dimension which 

gives the most satisfaction to customers. However, this dimension happens to be the less 

important to customers. This therefore represents another challenge for management to find and 

implement solutions to make the level of customer satisfactions commensurate to the degree of 

importance of the service dimensions. 

Next, most customers are reluctant to pay more to get additional and/or advanced services. 

However, to a higher degree, customers want to be offered replacement car (vehicle) during the 
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time the insured’s car is undertaking repairs following an accident, toll free phone services to call 

for help in the interest of towing and others such as hospitalization if needed. Also, it appeared 

that customers prefer the company paying directly the mechanic and any other repair cost in case 

of accident to the contrary where the insured pays and being reimbursed later on.  

Finally, customers called specifically for reduction in premium, the company maintaining at least 

current standard, relocating to enhance easy access, equipping link offices well enough to reduce 

delays, training agents (sales representatives) well to have in-depth knowledge about the 

company’s business activities, taking care of shortages and increase social responsibilities.  

 

Recommendations for Management 

First, management should seek to improve service to satisfy the potential proportion of 

customers that could be lost as customers are the backbone of the company. Management should 

improve value for money and provide results based on customers’ requirements. Value for 

money is when the customer perceives that goods/services offered to him/her is worth the price 

he/she paid for it. In the service sector each individual is unique and must be served uniquely to 

enhance value for money. When services are offered in line with customers’ needs and 

requirements it will increase value for money. Management must therefore train employees on 

individualised/personalized attention. This can be done by either improving Customer 

Relationship Management if there is, or adopt one if there is none. Customer relationship 

management software can help in this direction. 
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Secondly, management should try to make the level of customer satisfaction with respect to the 

different service delivery dimensions correspond to the degree of importance of each dimension. 

Here, management should concentrate on improving customer satisfaction in order of priority to 

the customers as stated above. For instance, with tangibles, management can increase access to 

information by adopting the “three hundred and sixty degree of the customer’’ concept. This is 

where information is made available across all the functional units/sessions of the organisation. 

At any point of contact with the entity, the customer or potential customer can have the needed 

information available. In this case, customers will not have to be directed to specific sessions for 

necessary information. Also, the office layout and equipment should be made to be more 

attractive. 

Also, management should concentrate on timely delivery of service. This can be done by 

increasing the ability to know with accuracy and to tell customers exactly when services can be 

performed. 

Next, management should improve technical quality. This can be done by increasing accuracy, 

effectiveness and consistency with quality of work; technological knowledge and skills in 

solving customer/clients problems; and clarity the documents provided to customers.  

Management should also work on customer recovery/complaint handling. This can be done by 

increasing employee sincerity and patience in resolving customers’ problems; instilling 

confidence in customers; and the use of required skills and knowledge to answer customers’ 

questions. 

Reliability should also be improved by management. This can be done by keeping to promises, 

ensuring error-free records and ability to perform services right the first time to new customers. 
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Last but not least, to enhance the company’s service delivery further, the company would have to 

adopt the right mix of policies practiced in the advanced countries (see page 100 para. 2&3), 

train and well equip the agencies or link offices, think of relocation to facilitate easy access and 

check material shortages. 

 

Recommendations for further Studies 

The subject area of customer satisfaction is very broad in scope or content. In this study, the 

focus is on customer satisfaction with service delivery in the motor insurance industry. However, 

as we explained above, this study is focused on only one insurance company, Metropolitan 

Insurance Company. Hence, our results are not representative of the whole industry but can still 

be considered as a first step to provide the insurance industry in Ghana with beginnings of 

answers and preliminary assessment of the customers’ satisfaction with the motor insurance 

industry. Therefore other studies should be conducted considering other motor insurance 

companies and other places than Kumasi in Ghana. This will provide the possibility to make 

comparisons of any trend of customer satisfaction with service delivery in different settings.  

Finally, other studies on other types of insurance (financial insurance, home insurance, 

medical/health insurance, fire and burglary insurance etc.) can be performed and be inspired 

from the methodology adopted in this study as well as the considered service dimensions. 
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APPENDIX A 

We considered the percentages of much better than and better than expected. For instance, with 

respect to TAN 1, 11.90 and 31.10 are the percentages of respondents who selected much better 

than and better than expected respectively.  

Satisfaction Ranking 
 

 
 
 
 

 Dimension  Much Better than 
Expected 

Better than Expected 

TAN 1 11.90 31.10 
TAN 2 13.90 25.00 
TAN 3 5.00 13.90 
TAN 4 15.00 25.00 
Average 11.45 23.75 

   REL 1 
 

10.00 
REL 2 6.90 13.10 
REL 3 8.10 21.90 
REL 4 12.80 16.10 
REL 5 5.00 6.10 
Average 8.20 13.44 

   RES 1 
  RES 2 11.90 18.10 

RES 3 6.70 16.10 
RES 4 20.30 28.10 
RES 5 21.10 16.10 
Average 15.00 19.60 

   EMP 1 38.10 33.10 
EMP 2 30.00 30.00 
EMP 3 48.10 33.30 
EMP 4 51.90 48.10 
EMP 5 23.90 38.10 
EMP 6 20.00 30.00 
EMP 7 40.00 30.00 
Average 36.00 34.66 
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ASS 1 10.00 15.00 
ASS 2 8.90 16.10 
ASS 3 6.90 20.00 
ASS 4 20.00 20.00 
Average 11.45 17.78 

   DSJ 1 10.00 38.10 
DSJ 2 13.90 23.90 
Average 11.95 31.00 

   TEQ 1 13.90 18.90 
TEQ 2 20.00 35.00 
TEQ 3 20.00 35.00 
TEQ 4 13.90 20.00 
TEQ 5 10.00 20.00 
Average 15.56 25.78 

   

 

 
 

 Satisfaction Ranking  with the averages above 
 

     Weight  
for 

Much 
Better  

Much 
Better 

Weighted 
Score 1 

Weight 
for 

Better 

Better Weighted 
Score 2 

Weighted 
Average 

 Sorting for 
Satisfaction 

TAN 2 11.45 22.90 1 23.75 23.75 23.33 
 

REL 14.92 
REL 2 8.20 16.40 1 13.44 13.44 14.92 

 
ASS 20.34 

RES 2 15.00 30.00 1 19.60 19.60 24.80 
 

TAN 23.33 
EMP 2 36.00 72.00 1 34.66 34.66 53.33 

 
RES 24.80 

ASS 2 11.45 22.90 1 17.78 17.78 20.34 
 

DSJ 27.45 
DSJ 2 11.95 23.90 1 31.00 31.00 27.45 

 
TEQ 28.45 

TEQ 2 15.56 31.12 1 25.78 25.78 28.45 
 

EMP 53.33 
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APPENDIX B 
 

        The dimensions’ importance aggregate ranking.   
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Sorting of Important 

EMPATHY 2 30.00 60.00 1 70.00 70.00 65.00 EMPATHY 65.00 
RELIABILITY 2 35.00 70.00 1 65.00 65.00 67.50 RELIABILITY 67.50 
ASSURANCE 2 39.80 79.60 1 60.20 60.20 69.90 ASSURANCE 69.90 
TECHNICAL 2 43.90 87.80 1 56.10 56.10 71.95 TECHNICAL 71.95 
RESPONSIVE 2 50.00 100.00 1 50.00 50.00 75.00 RESPONSIVE 75.00 
TANGIBLE 2 58.10 116.20 1 41.90 41.90 79.05 TANGIBLE 79.05 
DISTRIBUTIVE 2 83.90 167.80 1 16.10 16.10 91.95 DISTRIBUTIVE 91.95 
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APPENDIX C  

QUESTIONNAIRE 

Dear Metropolitan Insurance Motor Client (Insured), we are Stephen Kweku Amoah and 

Benjamin P. Nkrumah-Arkoh, Master students of Lulea University of Technology, Sweden and 

University of Education, Winneba (Kumasi Campus). This questionnaire is designed to collect 

information about how you feel about the service delivery of Metropolitan Insurance Company 

at least for the last 12 months. Your responses will be treated confidential and used for only 

academic purpose.  

Please tick [√] the appropriate box for your answers 

RESPONDENT’S IDENTIFICATION  

1. What is your gender?  [    ] male  [    ]  female  

2. Select your age group.  

            [    ] below 20 years   [    ] 20 – 29         [    ] 30-39 [    ] 40 – 49   [    ] 50 and above  

3. What is your occupation? 

[    ]    civil servant  [    ] student    [    ] businessman/woman [    ] other: please 

mention:  .................................................................... 

4. What is your monthly income?   

            [    ] Below GH¢100    [    ] GH¢100 - ¢200    [    ] GH¢100 - 300 [    ] above GH¢300 
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5. Select your highest academic or professional qualification?  Select only one 

[    ] SSSCE/WASSCE     [    ] Technical/Post-secondary     [    ] Diploma/HNDiploma                                              

[    ] Bachelor’s degree     [    ]   Post-graduate Diploma/Masters    [    ] Ph.D. 

CUSTOMER SATISFACTION WITH SERVICE DELIVERY 

6. How well did the services you received from Met. Insurance 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 

 

7. To what extent has your service encounter with Met. Insurance Company 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 

8. Do you get the services you pay for from Met. Insurance company?  

[    ] Definitely yes  [    ] a bit Yes     [    ] Neutral   [    ] a bit No [    ] Definitely No 

 

9. Do you have the intention of switching to other Motor Insurance Company? 

[    ] Definitely yes  [    ] a bit Yes     [    ] Neutral   [    ] a bit No [    ] Definitely No 

 

10. Met. Insurance Company has a sound loyalty programme to recognise you as a frequent 
customer/client.     [     ]    Yes             [      ]   No 
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11. Will you be prepared to recommend Met. Insurance Company to others.  

[     ]   Yes              [      ]      No  

 

CUSTOMER SATISFACTION WITH SERVICE QUALITY DIMENSIONS 

In your opinion, how does the service quality of Met. Insurance Company meets your 

expectations in terms of the following dimensions?  Use these responses from 1 to 6 to answer, 

where:                                                                                                                                                                  

1- Much worse than expected    2 – Worse than expected   3 - Equal to expectation             

4– Better than expected    5 – Much better than expected    6 – Not applicable/I don’t know 

                                              DIMENSIONS                   Circle only one option from 1 to 6 

 TANGIBLES 

TA1 Met. Insurance Company’s ability to give you access to 
information. 

1 2 3 4 5 6 

TA2 Provision of visually attractive offices, equipment and 
other necessary materials.  

1 2 3 4 5 6 

TA3 Met. Insurance Company’s ability to provide a variety 
of Motor Insurance Policies. 

1 2 3 4 5 6 

TA4 How appealing are the appearance and uniforms of 
employees of Met. Insurance Company? 

1 2 3 4 5 6 

 RELIABILITY 

RL1 How timely is the delivery of services of Met. 
Insurance Company? 

1 2 3 4 5 6 

RL2 How truthful (keeping to promises) is Met. Insurance 
Company to you? 

1 2 3 4 5 6 

RL3 How dependable and consistent is Met. Insurance 
Company in solving customers/clients’ complaints? 

1 2 3 4 5 6 
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RL4 How able is Met. Insurance Company to perform 
services right the first time? 

1 2 3 4 5 6 

RL5 How able is Met. Insurance Company to insist on error-
free records. 

1 2 3 4 5 6 

 RESPONSIVENESS 

RS1 How is Met. Insurance Company able to tell 
customers/clients exactly when services will be 
performed? 

1 2 3 4 5 6 

RS2 How able is Met. Insurance Company to give prompt 
customer/client services and attend to customers/clients 
needs/problems? 

1 2 3 4 5 6 

RS3 How are employees’ willing to help customers/clients 
in emergency situations? 

1 2 3 4 5 6 

RS4 How are the employees approachable and easy to 
contact? 

1 2 3 4 5 6 

RS5 Employees’ ability to communicate clearly with you. 1 2 3 4 5 6 

 EMPATHY6 

EM1 Having convenient periods & terms for expired policy 
renewals. 

1 2 3 4 5 6 

EM2 Having operating hours convenient to you in particular 
and to all customers/clients in general 

1 2 3 4 5 6 

EM3 Having sound loyalty programme to recognise you as a 
frequent customer/clients.  

1 2 3 4 5 6 

EM4 Having the customer/client’s best interest at heart  1 2 3 4 5 6 

EM5 Giving individual customer attention by employees 1 2 3 4 5 6 

EM6 Efforts to understand specific customer/ client needs. 1 2 3 4 5 6 

EM7 Apologising for inconvenience caused to 
customers/clients 

1 2 3 4 5 6 

 ASSURANCE 
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AS1 Ability to provide a variety of value added services  1 2 3 4 5 6 

AS2 Sincerity and patience in resolving customers/clients’ 
complaints/problems 

1 2 3 4 5 6 

AS3 The behaviour of employees in instilling confidence in 
customers/clients. 

1 2 3 4 5 6 

AS4 Employees’ use of required skills and knowledge to 
answer customers/clients’ questions. 

1 2 3 4 5 6 

 DISTRIBUTIVE JUSTICE 

DJ1 Met. Insurance gives value for money? 1 2 3 4 5 6 

DJ2 Met. Insurance provides results based on requirements? 1 2 3 4 5 6 

 TECHNICAL QUALITY 

TQ1 Produce accurate, complete in all details, effectiveness 
and consistency with quality of work. 

1 2 3 4 5 6 

TQ2 Employees have technological knowledge and skills in 
solving customer/clients problems 

1 2 3 4 5 6 

TQ3 Clarity of Policy Document and other services 
(expressing of complex ideas in simple and 
understandable manner) 

1 2 3 4 5 6 

TQ4 Policy innovativeness – ability to use current 
technology to improve services 

1 2 3 4 5 6 

TQ5 Processing claims on time 1 2 3 4 5 6 

 IMAGE  

IM1  Success of Met. Insurance company 1 2 3 4 5 6 

IM2 The reputation of Met. Insurance Company 1 2 3 4 5 6 

IM3 The brand image of Met. Insurance Company 1 2 3 4 5 6 

IM4  Met. Insurance Company’s social responsibility 1 2 3 4 5 6 
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 IMPORTANCE OF DIMENSIONS OF SERVICE QUALITY  

In receiving or using services of Met. Insurance Company, how important is each of the 

following dimensions to you? Use the scale 1 – 6 to answer, where:  1 – Not important at all      

2 - Not important           3 - Neither Important nor Unimportant   4 – Important    5 – Very 

Important    6 - Not applicable/I don’t know 

 

 

 

 

 DIMENSIONS  Circle only one option: 1-6 

TAN TANGIBLES (The appealing nature of physical 
environment ) 

1 2 3 4 5 6 

ASS ASSURANCE (assurance of security, efficiency   and 
variety of services)  

1 2 3 4 5 6 

RES RESPONSIVENESS (attending to customers/clients’ 
needs and complaints promptly any time)  

1 2 3 4 5 6 

EMP EMPATHY (showing of respect, care and 
understanding to customers/clients’ needs) 

1 2 3 4 5 6 

REL RELIABILITY (competence to give timely,  reliable 
services and truthful promises) 

1 2 3 4 5 6 

DSJ DISTRIBUTIVE JUSTICE (giving customer value for 
money/services received) 

1 2 3 4 5 6 

TEQ TECHNICAL QUALITY (clarity of Policy 
Documents and processing claims on times) 

1 2 3 4 5 6 

IMG IMAGE (having a good reputation of company ) 1 2 3 4 5 6 
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11.  Overall, tell how satisfied or dissatisfied you are with the service delivery of Met. 
Insurance Company by ticking the face that best describes your feelings and perceptions. 

Very unsatisfied        Unsatisfied                 Neither              Satisfied                   Very Satisfied 

 

1                            2                       3                  4                  5 

 

12. Will you be willing/prepared to pay more to get other services?  

Yes      [       ]                No          [       ] 

If yes do you consider/prefer the following? 

• Providing you with a replacement car during the time your car is undertaking 
repair following accident.   Yes   {     }         No      {      }  

• Providing a free phone number you can call anytime and anywhere in the country 
(or even abroad) to get help including towing, replacement car, hospitalization if 
needed, etc.       Yes     {      }    No      {      }   

• You do not pay anything for repair following an accident. Met. Insurance 
company pays directly the mechanic or any other provider. Contrarily to asking 
you to pay then ask for reimbursement.    Yes    {      }        No    {      } 

 

13. In your opinion, what does Met. Insurance Company do better than other insurance 
companies? 
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………. 
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14. In your opinion, what does Met. Insurance Company not do as well as other insurance 
companies? 

................................................................................................................................................

................................................................................................................................................

................................................................................................................................................

................................................................................................................................................

......................................................................................................................... 

15. If Met. Insurance Company could make improvements to increase your satisfaction and 
the likelihood of repeat business from you, what should these changes be? 
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
Adapted from Nimako and Azumah, 2009. 
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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 (LTU) and University of Education, Winneba, Kumasi Campus. Its 

purpose is to study customer satisfaction with service delivery of the Motor Insurance Industry 

in Ghana.  The Metropolitan Insurance Company within Kumasi is a partner of this study. A 

questionnaire will be used for customers of Metropolitan Insurance Company within Kumasi, 

Ghana. 

 The outcome of the study: The information from this study will be used to write a thesis about 

Motor Insurance Industry in Ghana. The case study report will 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. 
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INFORMED CONSENT FORM 

1. I Confirm that I have read and understood 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 an academic paper. 

 

……………………………......               …………................                     ………....... 

        Name of participant                                    Date                                 Signature 

 

Researchers’ contacts: 

Benjamin P. Nkrumah-Arkoh            Stephen Kweku Amoah 

 P. O. Box  KW262,  Kwadaso,           Wesley College of Education  

 Kumasi.                          Box 1927, Kumasi 

benphilip20@hotmail.com                           taskamoah@yahoo.com     
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