


ABSTRACT

It has been established that clients are key stakeholders in the life of every enterprise
whose support should not only be cultivated but carefully oiled to maintain an enduring
patronage. Expectedly how to engender clients’ satisfaction has become an overarching
concern for enterprises and researchers alike. For banks and other financial services
providers where product offerings are virtually similar and easy to imitate, the
competition to maintain clients’ satisfaction is a herculean task especially with the
dynamics of rapidly changing tastes and plethora of choices. The main objective of this
study was to investigate the effect of perceived service quality on client satisfaction in
the retail banking sector in Buffalo City, Eastern Cape, South Africa. The study
employed the five SERVQUAL model dimensions (Reliability, Tangibility,
Responsiveness, Assurance and Empathy) to measure the level of service quality
clients receive from retail banks. The investigation covered five main retail banks in
South Africa, namely; ABSA, First National Bank (FNB), Nedbank, Standard Bank
(STD) and Capitec Bank.

The study was conducted at three opping malls (Hemingways, Retail
Park and Vincent Park) in the Easte ,, South Africa. The study assumed
an individual-based perspective, di ionnaires to the clients of the five

important banks and data was colle';h the use of 182 self-administered

questionnaires. Data was ’E‘Tﬂﬁfeé’r%i‘f’? BCIIFFBtFEemIa@d descriptive statistics to

answer the primary research q%g@rp iaARa prafdeivrariatement, namely, to specify the
service quality factors that render optimal need satisfaction to retail banking clients.

The research results revealed that Empathy rendered optimal satisfaction to bank
clients with a 4.86 mean average score. The study further revealed that there is a
significant relationship between service quality and client satisfaction. (It has been
proven by some researchers that service quality is related to customer satisfaction.
Others used service quality dimensions to evaluate service quality and concluded that

there is a significant relationship between service quality and client satisfaction).

In conclusion, it is recommended that retail banks assess their service delivery and
invite feedback from clients on their expectations on an ongoing basis; improve service
quality dimensions and align these to client expectations, as well as improve overall

service delivery as client expectations exceed client perceptions of service delivery.
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Singh (2004:188) argues that the dominating banks all offer similar products or services,
namely: savings and cheque accounts; credit cards; fixed deposits; small-busihess
banking and others. According to Ganesh (2012:35) most banks provide identical
products and services that can be duplicate. The only competitive strategy option open
for banks to leverage on to outsmart competitors and create a niche for their brand is to

provide supreme service quality.

“Service quality is a vital service component that impacts the level of client satisfaction
in the retail banking industry” (Appannan, Doraisamy and Hui, 2013:458). This
assertion is supported by the research findings of Donnelly, Neil, Rimmer and Shiu
(2006:100) that indicate that the level of service quality offered by retail banks has an
important influence on the satisfaction and lovaltv of clients with regard to retaining and

attracting new clients.

Customer service satisfaction has be videly around the world and is
defined by Kotler (2006:30) as “the e: yroduct’s perceived performance
matches the customer expectations”. Koiggjjjffhaintains that customer satisfaction
depends on the congruenct PﬁW@% W &%Pm?énces rendered to the
customer in comparison to the senyige ReFrTEREe R¥REcted by the customer. This,
therefore, means that customer satisfaction and service quality are both assessments
made by individual clients in equating what they actually receive to what they expected

to receive.

Literature shows that, there is a close relationship between client satisfaction and
service quality (Agus, Barker and Kandampully, 2007:178; Ibanez, Hartmann and
Calvo, 2006:640; Culiberg and Rojsek, 2010:154).

Chigamba and Fatoki (2011:66) argue that client-oriented services remain the key for
retail banks to survive and retain their market share in the face of intense Competition;
Focusing on client expectations and continuously exploring marketing information that
can assist in recognising and proffering the most suitable marketing strategies would
not only aid retail banks in retaining existing clients and maximising client satisfaction
but also position them to attract new clients. Retail banks can achieve this goal through
ensuring that all strategic decisions pertaining to product offerings, as well as any
strategic changes, are mostly primed to meet or exceed client expectations. Client

satisfaction can also be ensured by continuously monitoring service delivery through












need-satisfaction. Failure to accomplish this, would lead to clients’ intentions to switch

service providers in search of satisfaction.
1.6 LITERATURE REVIEW

This section will cover the literature review on the theory of concepts like service,
quality, service quality, customer satisfaction, customer perceptions and the relationship
between customer satisfaction and service quality. Finally, the review will conclude with
a focus on the SERVQUAL model.

1.6.1 Service

Du Plessis, et al. (2007:310) define a service as an “activity, benefit, or satisfaction

rendered for the purpose of a sale . a customer”. According to the
authors, services refer to those 1 material activities that deliver
satisfaction to needs and might not | ad to the trade of a product or
service. The rendering of a service ¢ rily need the usage of physical

goods. A service can be provided throtS§ijjj#e conversation or dialogue. Kotler
(2002:3) maintains that firms W@i‘%’iw F@PftcH\arfeirrespective of the main
activity or business of the particula]"(ﬁg'glpeesemi@(tfaﬁeemails an action or performance
that‘consists of events, instead of physical things (Grénroos, 2000:47).

One exceptional characteristic of services highlighted by Gronroos (2001:269) is the
fact that services are not physical products but processes of which quality is rather
difficult to consistently maintain in all circumstances. Another two basic characteristics
of services are intangibility and perishability (Snoj 1998:10; Gronroos 2001:40).
Lovelock (2001:15) concurs and says: although services may include tangible elements,
the service performance is intangible Support of this viewpoint can be found in the
works of Wilson, Zeithaml, Gremler and Bitner (2008:16).

Nevertheless, authors frequently regard services as mixed bales of intangible and
tangible elements as can be observed in the literature that concerns service-quality

measurement.

1.6.2 Quality
Du Plessis, et al. (2007:318) maintain that quality is a term that has been traditionally

defined in terms of products when examined closely; clients perceive and interpret

quality in different ways. In addition, a client recognises quality products when provided
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The researcher also made use of descriptive, inferential statistics and correlation testing
in evaluating the reliability of the collected data of this study. Cooper and Schindler
(2006:536) define inferential statistics as the study of the gathering, organising, -
analysing, interpreting and presenting of data from a population through samples.
Anderson, Sweeney and Williams (2011:215) maintain that inferential statistics refer to
the techniques that allow the researcher to use samples to make generalisation about
the populations from which the samples were drawn. Gerber-Nel, Nel, and Kotze
(2005:204) maintain that descriptive statistics are mainly used in order to define the key
features of gathered data in quantitative terms. They contend that descriptive statistics

render simple outlines around the sample and the measures to be taken.

1.7.6 Validity and Reliability

Babbie and Mouton (2002:15) maint lecides if a study has correctly
measured what it was intended to me context in which it is applied or
how correct the research results are. ie and Mouton (2002:81) purport

that the degree to which results of a 'onsistent at a period of time and
providing a precise picture of[?e overall ﬁopulaficig un]d.ef_ftudé, is known as reliability.
" The research instrument will be O?Baigmggﬁ {ﬁIiEE@ ﬁegilragar results can be replicated

under a similar methodology. Thus, the degree of an instrument’s reliability relies on its

capability to bring out the same results when used recurrently.

1.7.7 Ethical Considerations

Ethics refer to established principles of moral and immoral behaviour (Cant, et al.,
2003:20). This research study took into consideration the individual rights of
participants, and all information disclosed to the researcher by the participants was
handled with the highest degree of confidentiality. This study disclosed its nature and
objectives to all participants and avoids any deception as per the ethical code. The
anonymity of all participants was respected throughout the research. Permission was
sought from the head-offices of the retail banking institutions before the research was
conducted.
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adjusting and aligning its presence in the market place with the changing needs of the

country’s economies, and delivering applicable banking and financial services.

Anani (2010:52) further notes that the three fundamental pillars of the Group’s business
include Personal and Business Banking, Corporate and Investment Banking, and
Wealth. As part of the recent structural re-alignment of their business, Standard Bank
identified opportunities to leverage off their existing infrastructure and specific country
knowledge across developing markets (Standard Bank, 2013).

The Standard Bank group maintains high standards of Corporate Governance and is
committed to advancing the principles and practice of sustainable development

(Standard Bank, 2013). However, the long-term growth and success strategies of the

Group include making a difference i 3s in which they operate. The
Standard Bank group has in recent y In amount of key acquisitions in
countries like Argentina, Kenya, Nic ' to combine their positions in
targeted geographic markets (Standa In addition, Standard Bank has

proclaimed that it will be entering into a S artnership with Troika Dialog under
which the bank intends, SUbJﬂIﬁWHﬁW PP T bgsame a 33% shareholder
in Troika Dialog, which is the mostTegeghisedantk twyesidadependent investment bank
in Russia. The strategic partnership of the two largest banks in Africa and China,
namely, Standard Bank and the Industrial and Commercial Bank of China (ICBC), with
China owning a 20% stake in Standard Bank, will generate significant collaboration

benefits and new capacity for growth in the near future. (Standard Bank, 2013).

2.2.5 Capitec Bank

Capitec Bank was incorporated in South Africa on 23 November 1999, registered as a
bank controlling company on 29 June 2001, and was listed in the Banks sector of the
JSE Limited (‘JSE’) on 18 February 2002. It conducts its operations through Capitec
Bank, a retail bank that has changed the landscape of South African banking.

The impact made by Capitec since its establishment is reflected in its being named a
Great Brand of Tomorrow by Credit Suisse in 2010, one of only 27 brands worldwide to
receive this award and the only South African brand to do so. Credit Suisse rated its top
brands on the criteria of innovation, aspiration and scale. Capitec Bank was also named
as the top performing company of the tbp 100 companies on the JSE in 2012 by the
Sunday Times. This accolade is based on the 5 year growth performance of the share

price.
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Furthermore, Johns (2000:960) states that a service could imply an industry, a
performance, an output or offering or a process. As compared to manufactured
products, services are intangible and less measurable. Service firms have a

predominant percentage of their employees in direct contact with their clients.

Service providers identify service as a procedure that comprises of essentials like
service operation, personal attentiveness and interpersonal performance that are
managed differently in several industries. Clients on the other hand view a service as an
experience of life which consists of essentials of core need, choice, and emotional
content (Johns, 2000). These service elements are present in diverse service outputs

and encounters and affect each individual’s experience differently. The features

important to services include value (b~~~*+ ~* #~~ ~~nnge of cost), service quality and
interaction.

Service quality is a concept that h: Jnificant interest and debate in
research. There are problems witk measuring it, with no general

consensus emerging on either (Wisniews SSJ’Eshghi, Roy & Ganguli (2008) define
service quality as the genel@‘ IYW@M@ @fw qyla'.ts@mers while Brink and
Berndt (2008:55) suggest that hifbgptdity susiomet srwice is the key to improved
customer relationships; a better relationship with customers culminates in enhanced
customer retention, customer loyalty and more notably, profitability. An important
phenomenon of customer satisfaction is that it is “hard to win and easy to lose”;
therefore, should customers not be satisfied, they will merely switch to a competitor
service provider (Brink & Berndt, 2009). Service is said to be of good quality when it
constantly meet or exceed client expectations. Parasuraman, et. al. (1985 - The
founder of the SERVQUAL model that has been widely accepted for the measurement
of service quality) argue that service quality is the measure of service rendered in

comparison to expected service performance.

3.4 CHARACTERISTICS OF SERVICES

Whilst Johns (2000:962) claims that services are frequently termed as intangible and its
output seen as an activity rather than a tangible object, he also concedes that some
service outputs have some substantial tangible components like physical facilities,
equipment and personnel. Gummesson (2001) postulates that a service design that

entails a service, the service system and the service delivery process, comprises of
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a strong positive effect on client loyalty intentions across a wide range of product and
service categories.

In order for a firm to be able to persistently improve their value offering to clients, they
should establish client satisfaction levels with the firm’s current offering (Walker, Boyd,
Mullins & Larreche, 2006:239). The authors further expllain that useful measures of
client satisfaction should examine client expectations and client preferences.
Santouridis and Trivellas (2010:322) define client satisfaction as the overall response,
measured by the inconsistency between the client’'s expectations and the actual
performance of the product or service. Chen (2008:711) further elaborates, stating that

overall satisfaction is when a client’s subjective post-consumption evaluation is based

on encounters and experiences with a» ~n#~rmricn

Kotler (2006) defines client satisfactic o which a product’s or service’s
perceived performance meets or exce ations. The author further states
that client satisfaction is dependent ol :eived performance in relation to

the clients’ expectations. This, therefONGgjjjjs that if a client perceives the
performance of a product T seivies: "’ﬁf%ﬁg helppv Hig @s her expectations, the
particular client gets dissatisfied. SPwget(200h:4), boldevee, mentions that if the product
or service performance meets client expectations, the clients get satisfied and if the
performance exceeds client expectations, the clients gets highly satisfied or delighted.
Highly satisfied clients make repeat purchases and make recommendations to others

about their positive experience with the product or services.

Buttle (2009:44) claims that the most common way of measuring client satisfaction is to
compare the clients’ perception of an experience with a product or service, or some part
of it, with the client expectations of the particular product or service. Kotler and Keller
(2006:141) purport that it is crucial to build and maintain good client relationships,
because they manifest in client support where word of mouth flourishes. The authors
further maintain that clients nurture relationships that exist because they want it to
continue out of free will and not because they feel obligated to continue with the
support.

Past research suggests that service quality and client value ‘largely affect the client

satisfaction outcome (Chen, 2008:711). Hsu, Chen and Hsueh (2006:440) claim that

only a limited number of researchers actually observed how the frequent monitoring of

client satisfaction factors would provide meaningful information to enterprises that could
42































4.5 FUNCTIONING OF THE SERVQUAL MODEL

SERVQUAL represents service quality as the discrepancy between a customer's
expectations for a service offering and the customer's perceptions of the service
received, requiring respondents to answer questions about both their expectations and
their perceptions Parasuraman et al., (1988). The use of perceived as opposed to actual
service received makes the SERVQUAL measure an attitude measure that is related to,
but not the same as, satisfaction (Parasuraman et. al., 1988). The difference between
expectations and perceptions is called the gap which is the determinant of customers’

perception of service quality as shown below.

Figure 4.1 SERVQUAL Model

IS
tation:

ed Service

Source: (Kumar et al., 2009)

The expectations of customers are subject to external factors which are under the
control of the service provider as shown on the diagram. The gap 5 on the diagram
represents the difference between customers’ expectations and customers’ perceptions

which is referred to as the perceived service quality (Kumar, et al., 2009:214).

4.6 CRITICISMS OF SERVQUAL MODEL

Notwithstanding its growing popularity and widespread application, Buttle (1996: 1011),
claims that SERVQUAL has been subjected to a number of theoretical and operational

criticisms which are detailed below:
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delivery. This included the speed of throughput and the ability of the service to respond
promptly to client service requests, with minimal waiting and queuing time. Fitzsimmons
and Fitzsimmons (2001) purport that when the client is kept waiting for no apparent
reason, an unnecessary negative perceptions of quality is created. Conversely, the
ability for the bank to recover quickly when service fails and exhibit professionalism will
also create very positive perceptions of quality.

4.7.4 Assurance

Assurance considers the knowledge and courtesy of employees as well as their ability
to convey trust and confidence. The assurance dimension includes the following

features: competence to perform the service, politeness and respect for the client,

effective communication with the clier | attitude that the server has the
client’s best interest at heart (Fitzsimm ns, 2001).
4.7.5 Empathy

Niveen and Demyana (2013:4) maintain T jJ##¥thy refers to the care and individual
attention firms provide to tr@hﬂf@i&‘g 'ﬁg,e fflmiv fipfhpr gpoint out that empathy
involves ensuring that clients ar¢” apeduately Secedterloge competent employees who
understand the needs of the clients. Empathy also involves the provision convenient
business hours. Ananth, Ramesh and Prabaharan (2011) describe empathy in their
study on private sector banks as “giving individual attention; convenient operating

hours; giving personal attention; best interest in heart and understand client’s specific

needs”.
The conclusion to this chapter is presented below.

4.8 CONCLUSION

This chapter provides a literature review on the SERVQUAL model and how it can be
used to measure service quality, the development and criticisms of the model.
Classification of service quality was explained, as well as the five service quality
dimensions. The next chapter will be based on the methodology used to carry out the
research at hand.
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5.3.1 The Survey Area

This section specifies the physical geographical area that was included in the study.
Cooper and Schindler (2003:186) explain that a survey area is the place where
research is done. In this research, the survey area was presented by the three East
London shopping complexes that are located in the Eastern Cape Province, South
Africa. East London shopping complexes were chosen, not only for their proximity to the
researcher, but also because there is a high number of retail banking clients that
patronise the banking outlets at the complexes on a daily basis. Moreover, the majority
of citizens that patronise the shopping malls are educated and own at lease owns bank
account. This made it convenient for the researcher to administer the survey and for
distributing the questionnaires, therebv. further iustifving the decision to select East

London shopping malls.

5.3.2 The Survey Population

Burns and Burns (2008:182) define a n as “the entire collection of all
the observations of interest (this could bé.bjects or events) to the researcher”.
Moreover, Malhotra (2004:3%@@{.@?@ safrpél’ﬁf Ilfag%pulation of a study can
also be the total of the elements thefgherie A Faweikmeet of characteristics and that
comprise the universal group meeting the objectives of the research problem. McDaniel
and Gates (2001:12), on the other hand, define a survey population as a pool of the
elements from which the sample will be drawn. Churchill and Brown (2007:351) support
this standpoint by explaining that all the individuals or objects that meet certain selected
requirements for being part of a certain group, constitute the survey population. The
total population used for this study consist of 267,000 retail banking clients.

5.3.3 The Study Units

The study covered retail bank clients that visited the East London malls during this
survey.

The next section focuses on the research methodology applied in conducting the
research ensuring that the study was scientifically dependable for collecting relevant
data.

5.4 METHODOLOGY

The research methodology is the specification of the most adequate process and

procedures to be performed in order to test the hypotheses under given conditions. It
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constitutes the data-collection plan, specifying from whom, how and when the data was
gathered through systematic planning. More specifically, research methodology entails
the different methods and techniques that can be used to collect, process and analyse
data.

There are mainly two methods of data collection that can be used in research, which

are; secondary data collection and primary data collection.

Secondary data collection is also known as desk research and it comprises data that
was previously collected and aggregated with a specific research objective and problem
in mind. Secondary research data comes from existing and even historical information

sources built on previous research findings. Davis (2003:89) concurs and elaborates

that secondary research is concerne ition and summary of previous
research findings instead of conductin research. Sources of secondary
data include; journal articles, marketi reports, company websites and
data warehouses. Secondary researc to give a vivid background and

extremely essential information to researSicerning the research area they are
interested in. It is evident th*ﬁﬁﬂ%?@’lﬁﬁ@fcﬁ:'@ﬁm?@‘) the researcher, but it
is advisable to conduct primary dBtayetliection.iftieé eesmarcher wishes for more and

deeper insight concerning a specific area of study.

The researcher made use of academic journal articles, published books, organisational
websites and also dissertations of related research studies conducted by others
previously. Information provided by businesses, government sources, commercial
marketing research firms and computerised databases was also used by the researcher

in an extensive literature review that was covered in the previous chapters.

Primary data collection mainly utilise three primary data collection methods, namely,
observations, experiments and surveys (Cooper and Schindler, 2006:390; Zikmund &
Babin, 2010:64). Cooper and Schindler (2006:390) state that the broad area of survey
research includes any measurement procedures that involve asking questions from
respondents. This view is supported by Chigamba and Fatoki (2011:69) professing that
a survey asks a series of questions from respondents; the answers are then captured
and analysed at the completion of the survey. In such a survey, the researcher selects a
sample of respondents from a population and administers an identical questionnaire to

them.

59






5.4.1.2 Causal research design

Burns and Burns (2008:83) elaborated that with causal research, the purpose is to
determine whether one variable causes a certain effect in another variable. Causal
research aims to identify the cause and effect relationship between independent
variables and the dependent variable. Dependent variables are those that have an
influence on the independent variables and the independent variables are the variables

that the researcher has control over.

5.4.1.3 Descriptive research design

Descriptive research design is when the researcher seeks to estimate as precisely as

possible the nature of existing conditions or maybe the characteristics of the target

population. This research design ist =~~~ "7 | simple management decisions
(Burns & Burns, 2008:82). With this re :searchers have got no influence
over the research area under stud to draw inferences about the
respondents and the results are close Der Merwe, 2003:175).

The researcher adopted a descriptive resSGgg#fan as to be the most ideal design to

secure answers to the set e}aﬁﬁy@f Tt‘? G{DFBH" Tﬁf@e relationship between

service quality and client satisfactippjiethe retaikeeleaector in Buffalo City, Eastern
Cape. '

5.4.2 Research Technique

There are two broad categories under which data collection techniques can be

classified and these are Quantitative and Qualitative research.

5.4.2.1 Qualitative research

Qualitative research involves the collection and analysis of data with meanings,
attitudes and feelings and it provides information which is non-numeric and in-depth
(McDaniel & Gates, 2001:109). The qualitative research method is usually difficult to
quantify and summarise into numbers that are comprehensible. With qualitative
research, data is commonly collected through Focus groups and Personal interviews,
most often at the hand of unstructured questionnaires. Answers are also usually probed
from the respondents by a moderator or interviewer and though this may encourage
responses, which may direct the respondents’ responses in a certain direction.
Quantitative research involves the collection of data which is in the form of or can be
expressed numerically (McDaniel et. a/ 2001:120).
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e Self-administered questionnaires guarantee anonymity and privacy of the
respondents, thereby encouraging more honest and open responses.

e Self-administered questionnaires have proved to have a higher response rate than
other data collection techniques such as mail surveys.

e Self-administered questionnaires are less expensive than other data collection
methods such as personal interviews where the researcher must be present with
respondents at all times.

5.5 SAMPLING METHODOLOGY

According to Cooper and Schindler, (2003:179) sampling methods are classified into
two categories, namely probability sampling and non-probability sampling. Probability

sampling is a sampling technique in w nt has a known non-zero chance
of selection while in non-probability sa ion of sample elements relies on
the judgement or convenience of th oberts-Lombard, 2002:98). This
study used the -non-probability samp n-probability sampling does not

attempt to select a random sample fron.’ation of interest; rather, subjective

methods are used to decidiﬁlﬁv ellw?)frf;@ff.l%in the sample” (Battaglia,

2011:523). Put simply, non-probafpiity shBIPIiAGES WiieRdke elements to represent the
target population are conveniently or subjectively selected by the researcher. The

reasons for the use of non-probability sampling are the population size and the lack of a
reliable/accurate sample frame.

5.5.1 Sampling Types

Sampling is a beneficial tool when collecting data from a large target population,
because it renders representative data of the total target population by only surveying a
portion of the population. According to Parasuraman, Grewal and Krishnan (2007:332),
sampling involves the selection of a portion of the total number of elements in the target
population for the purpose of being able to draw general conclusions about the entire
target population. Tustin, Martins, Lighthelm and Van Wyk (2005:337) purport that,
using a sample instead of a census (collecting data from the entire target population),

has cost and time saving benefits.

Either probability or non-probability sampling techniques could be applied which are
discussed below.
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5.6.1 Data Editing

Editing is a thorough and critical examination of the completed questionnaires, checking
for compliance with the criteria for collecting meaningful data, so that the questionnaires
that have not been properly completed can be dealt with and corrected where
necessary (Hair, Bush & Ortinau, 2000:45 and Churchill & Brown, 2007:47). Sekaran
(2003:302) maintains data editing is done mainly to apply a certain minimum quality
standard to the raw data. It is apparent that editing is important to ensure that data is
accurate and consistent with the questions asked in the questionnaire. The researcher
edited data as soon as the questionnaires were returned by the respondents. This is
important because the questionnaires were filled out by respondents in the absence of
the researcher.

5.6.2 Data Coding
Churchill and Brown (2007:429) defi as the process when raw data

responses are transformed into nt ols that can be captured for
computerised analysis. These numbers aNJJ¥s are assigned to the responses so
that they can be recognised wﬁm?ge}f?ty swte Fagrams (McDaniel & Gates,
2001:56). The initial step to coding the fwia s Bxprdpemea coding guide or manual to
enable the researcher to accurately code each response given. Coding enhances the
statistical analysis process.

This research study made mostly use of closed-ended and scaled questions which were
pre-coded. Only the open-ended questions had to be coded manually before capturing
it.

5.6.3 Data Capturing and Data Cleaning

At this stage, the data is transformed to a computerised format. This is done using a
Microsoft Excel spread sheet from MS Excel 2010. Once the data is prepared in such a
spread sheet format, it is easy to be transferred to a statistical software package for
analysis. Before doing that, it is crucial to examine the data so as to make sure that it
has been entered correctly into the data file and that there are no errors. Such errors
usually occur during data coding, during data entry or omissions during typing. This
action is called data cleaning and helps to eliminate small mistakes which could give
biased or incorrect results. Once this is done, the data in the excel spread sheet is
transferred to the SPSS software for analysis.
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expectations from transacting with retail banks. Clients perceive a great degree of
security, score of 3.44, when engaging in retail banking transactions indicating that
client feel secured to transact without any fear of fraud.

Table 6.15: Assurance as a Client Satisfaction Factor

Assurance Expectation Assurance Perception

Items Mean STD Items Mean 3‘;}?
| feel secured in my transactions | feel secured in my transactions
with the bank employees (no fear 3.57 0.402 | with the bank employees (no fear 3.44 -0.13
of fraud, etc.). of fraud, etc.).
| feel it's safe to use the ATMs of 3.49 0.381 | feel it's safe to use the ATMs of 3.5 0.24
the bank the bank
| t'rust to do online transactions 355 nline transactions 335 020
with the bank.

Average Total | 3.54 Average Total | 3.35 | -0.57

Looking at the gap analysis for satisf: its were expecting an assurance

service quality level of 3.54; they, howevvceived an assurance service quality

level of 3.35, resulting in a service g%ﬂrﬂ{ 19%) 0F-81169, Ifgf,r than their expectations.
This renders a general degree of %@@H{@pt'ﬁp PR lbBARSrance dimension.

6.5.5 Empathy Dimension

The Empathy dimension deals with the caring, individualised attention each bank

provides to its clients.

Table 6.16: Empathy as a Client Satisfaction Factor

Empathy Expectation Empathy Perception
Ga

Items Mean | STD Items Mean dif?
Thg pank does not give n_1e 5.4 0.76 jl'he': Pank does not give n.'\e 513 011
individual personal attention individual personal attention
The bank does not (truly) have my The bank does not (truly) have my )
best interest at heart 563 | 0.662 best interest at heart 545 0.22
The bgnk does not offer 90nyen1ent 489 0.58 The bafnk does not offer c.:on\./enlent 467 0.22
operating hours to all their clients. operating hours to all their clients.
Services provided through the ATMs Services provided through the
are in line (consistent) with client 5.01 0.642 | ATMs are in line (consistent) with 4.89 -0.20
needs. client needs.
Online transactions of the bank are Online transactions of the bank are
designed to serve the best interests 4.78 | 0.499 | designed to serve the best interests 4.45 -0.33
of clients. of clients.
Bank statemepts are a nightmare to 455 | 0.475 Bank statemgnts are a nightmare to 423 -0.32
understand / interpret. understand / interpret.

Average Total | 5.05 | 0.603 Average Total | 4.86 -1.40
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6.6.4 Summary of Research Findings and Results

Table 6.23 below, summarises the overall accomplishment of the envisaged objectives,

the main associated findings and the results achieved.

Table 6.23: Summary of Research Findings and Results

Objective No Main Findings Results
To investigate the effect of The main findings show that | - _ - _
perceived service quality on Perceived service quality Sa7u26¥805 %O%f— 179, p
client satisfaction in the retail | 1 |does not affect retail e
gelztr;lklng sector in Buffalo téir;flglr(\)g é:i!:;lant satisfaction in Null Hypothesis Rejected.
i Frol an be | Ata 5% level of
To determine whether there con ficant | significance where
is a significant relationship . 1t/=3.375. df=179. p-
. ; 2 |rela exist | (1/=3.375, P
between tangibility and client bety and | value=0.008).
satisfaction. ;
clier Null Hypothesis Rejected.
To determi hether th At a 5% level of
o determine whether there ianificance where
is a significant relationship 3 ] mgﬁy éﬁvﬁ Fdﬂ?%:g_se& df=179, p-
between reliability and client £OQE twEel R value=0.008).
satisfaction. and client satisfaction. i .
Null Hypothesis Rejected.
To determine whether there The findings revealed that a | At a 5% level of
is a significant relationship | , | significant relationship does significance (/t/=0.485, df
between responsiveness and exist between Responsive- | =179, p-value=0.023).
client satisfaction. ness and client satisfaction. | yull Hypothesis Rejected.
, The findings failed to proof | At a 5% level of
To geormine whetrer ore | | ot "5 1% ant | stnitcance 11,247
9 P1 5 | relationship exists between | df=179, p-value=0.067).
between assurance and A d lient . .
client satisfaction. ssurance an client | Failed to reject the Null
satisfaction. Hypothesis.
To determine whether there The findings reflect that a | Ata 5% level of
is a significant relationship | | significant relationship exist significance (//=2.809, df

between empathy and client
satisfaction.

between Empathy and

client satisfaction.

=179, p-value=0.006)
Null Hypothesis Rejected.
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retail banks. Unfortunately, Empathy which measures particular concern for clients’
needs and financial challenges yielded the least average grand score. This is indicative

that retail banks and their employees need to improve on client relations and empathy.

7.6 RECOMMENDATIONS

Based on the conclusions drawn, a number of recommendations are proposed to
improve service performance so that the SERVQUAL dimensions, assessing client

perceptions, will exceed the expectations of the clients.

7.6.1 Continuous Assessment of Service Delivery by Clients

With respect to service quality, bank managers should focus on improving all five

SERVQUAL dimensions. While for fi wproving client satisfaction, the
focus should be on empathy, assurai veness, since the results show
that the contribution of tangibility e satisfaction is minor. Regular
assessment of client satisfaction and ice delivery from current clients

as well as gaining insight into the expect=®llPBrospective clients about the level of
satisfaction they require from gqmmlsgﬂiye@ refi&i) phrkpoebe well informed about
which service dimension needdgptévement @e Peegase service delivery and
performance. It will also inform banks about service areas that have been neglected, so

as to pro-actively upgrade those areas.

In order to improve on the empathy, assurance and responsiveness dimensions, banks
should provide suitable training to staff members and service supervisors to ensure
that client service front-desk employees are efficiently equipped to render the required
client services, address problems and show empathy with the specific financial
challenges faced by clients. Kumar, Kee and Manshor (2009) claim that client service
departments at banks should receive on-going training and retraining to improve their
competency in service delivery. The authors state further that on- the-job training is not
enough; it has to be supported by training in soft skills, for instance, handling client

objections, service recovery, and effective communication skills.

7.6.2 Improvement of Service Quality Dimensions

Service quality dimensions require a logical approach from banks to ensure
improvement. This is recommended because, if the service quality dimensions do not

meet the client’s expectations, a pragmatic effort is required from a bank to ensure an
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improvement in the service quality dimensions that will contribute to the overall service

quality and efficient client service delivery by the bank.

As Legcevic (2008) suggests, having a high-quality-supportive culture is particularly
important for all service institutions. Bank employees, from the highest to the lowest
rank, should have service quality and client satisfaction at heart, and execute their jobs
precisely to serve that purpose. With this culture instilled, banks would be able to
maintain a trustworthy workforce that helps clients to feel safe when dealing with the
bank.

In addition to investing in empathy, assurance and responsiveness, banks should

create a culture that focuses on quality client service and client satisfaction.

7.6.3 Improvement of Overall Servi

Based on the conclusions drawn i ch as well as evidence from
secondary data, a definite gap, betv ctations and perceptions about
service delivery by retail banks, comes SQ%\n other words, client expectations

exceed client perceptions. Tltgfﬁ@@itg:i @qHFFﬁﬁl Hcc\hs {o consider redesigning

and repackaging of its service de]iwy he anterreelitb,@r exceed client expectations.
The use of client satisfaction surveys and timeous action by retail banks to render

superior service will prompt clients to stay loyal to their banks and not to switch banks.

This interesting findings confirm that the physical qualities of a bank do not
automatically determine the quality of services rendered and, per se, do not necessarily
lead to client satisfaction. The physical setting of a bank might be appealing or even
extravagant, and its front-desk employees could be professionally dressed, but still not

be able to show reliability and empathy, thus, resulting in low satisfaction levels

Finally, the bank should have convenient operating hours to serve different segments
of clients, thus improving the reliability dimension. In that same logic, Kumar, et al.
(2009) recommend the opening of more banking booths in high foot-traffic areas;
elongate the banking hours, or even operating on weekends, beyond Saturday
mornings. They maintain that all banking channels operated by a bank should be easy
and convenient to access since waiting causes dissatisfaction for clients. Thus, banks
must think of innovative ways to create additional types of channels to connect with
clients through using new technological breakthroughs to reduce waiting time and
service access effort for clients (Kumar, et al., 2009).
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SECTION B: PERSONAL BANKING PROFILE

The questions in this section address your personal banking behaviour and actions.
Kindly indicate your selected response with an (X) in the most appropriate box or by
completing the appropriate sections.

6. Do you have a bank account?

Yes | have closed my account Never had an account

7. If you have closed your bank account, what would you ascribe the closure to?

8. If you do have a bank account, ind f the following banks?
BANK 2nd 3rd
ABSA

Capitec Bank

First National Bank u S Ty O1 FOI'T H14rc

Togetherurixcgitence

Nedbank
Standard Bank

9. What would be the most important reasons for banking with more than one bank?

10. For how many years are you a client of the indicated Main bank?
Less than 3to6 71012 1310 20 More than
3 years years years years 20 years

11. How often do you visit your bank for banking transactions?

Never Several times a month
Once a year Once a week

A couple of times per year Several times a week
Once a month Daily
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