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OPERATIONAL DEFINITION OF TERMS 

Assurance:                     The understanding and civility of the staff members, as well 

as their capacity to communicate trust and confidence. 

Competence, courtesy, integrity, and the ability to build 

confidence in employees are all considered important. 

Customer Satisfaction: A consequence that arises as a result of the acquisition and use 

of goods and services, which is the result of consumers 

evaluating the benefits and expenses associated with the 

purchase in connection to the outcomes that they expect. 

Positive feedback, customer perceptions, rates of 

satisfaction, and repeat purchases are all important factors. 

Customer Service:          Services, actions, performances, and procedures that are 

offered or coproduced by one entity or person for and with 

another entity or person are included in the category of 

activities that are meant to increase consumer loyalty to a 

business. Following-sales service, customer loyalty 

programs, service quality, and the efficiency of customer 

assistance are all important factors. 

Empathy:                         Customers get care that is both kind and tailored by the 

business. Service that is individualized, attention to the 

requirements of the client, emotional support, and 

acknowledgment of the customer. 
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Encounter:                       Resulting or outputs from the company's service that are not 

related to finances. Personal experiences with service, 

encounters with customers, and qualitative comments on 

service. 

Performance:                  Actual outcomes or outputs of an organization, as measured 

against the outputs that were planned for the organization (or 

its aims and objectives). The successful completion of 

organizational objectives, as well as operational efficiency 

and effectiveness. 

Reliability:                       The capability to provide the service that was promised in a 

reliable and correct manner. The reliability of service 

delivery, the precision of information, and the fulfillment of 

service commitments should be maintained. 

Responsiveness:              Willingness to assist consumers and speedy service delivery 

are both essential. Delivery of services in a timely manner, 

promptness in responding to requests from customers, and 

responsiveness to the requirements of customers. 

Tangibles:                        In terms of the physical facilities, equipment, staff, and textual 

contents, the appearance is important. Physical assets that are 

of high quality, as well as cleanliness, modernism, and 

professional look. 
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ABSTRACT 

The banking sector is the biggest and most rapidly expanding segment within the 

service business. Customer satisfaction serves as a foundation for firms to enhance their 

connections with consumers, so enabling them to accomplish their long-term goals and 

create lasting success. The research seeks to establish connections between the current 

gaps in order to create a comprehensive and precise understanding of the quality of 

services and its impact on customer satisfaction in the banking sector of the Kenyan 

market. The objective of this study is to examine the impact of service quality aspects 

on customer satisfaction in Kenyan financial institutions. The objectives of this study 

aimed to assess various dimensions of service quality and customer satisfaction within 

commercial banks in Machakos County, Kenya. Specifically, the study sought to 

determine how reliability of service, assurance of service, tangibles of service, empathy 

in service delivery, and responsiveness affect customer satisfaction. The study used 

structured questionnaires to achieve its objective, the target respondents were the bank 

customers. The data was analysed using descriptive statistical analyses. The study 

comprehensively explored customer satisfaction in the banking sector across five 

critical dimensions of service quality: Reliability, Assurance, Tangibles, Empathy, and 

Responsiveness. Reliability emerged as crucial, influencing satisfaction through 

consistent service delivery and adherence to promised timelines. Assurance, 

characterized by transparent communication and privacy protection, significantly 

shaped customer perceptions. Tangibles, such as modern facilities and user-friendly 

interfaces, played a vital role in enhancing overall satisfaction by meeting evolving 

customer expectations. Empathy varied in impact but underscored the importance of 

personalized customer interactions, while responsiveness highlighted the need for 

banks to streamline processes to address customer inquiries promptly and efficiently. 

Recommendations include enhancing reliability, maintaining transparent 

communication, upgrading physical and digital facilities, fostering empathy in 

customer interactions, and optimizing responsiveness through technological 

advancements. Future research could further explore cultural influences, technological 

innovations, and regulatory impacts on service quality to refine banking practices and 

enhance customer satisfaction globally. The reliability and accuracy of the study were 

ensured through a pilot test for just a small sample of banking customers like the target 

population. In the pilots that were tested, the aim was to assess the class of the structured 

questionnaire and understand clarity, relevance, and comprehensiveness. After the pilot 

test, I made some minor adjustments to enhance the research instrument based on the 

feedback from the pilot test. A stratified random sampling design was used because the 

population was stratified by various commercial banks that operated in Machakos 

County. Each stratum was then randomly sampled to ensure representation and to 

decrease sampling bias. Expert evaluation of the resource was done to validate the 

research instruments through a question looking at questionnaire items to determine 

whether they correspond to the study objectives and whether banking professionals and 

academic supervisors did it. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

The banking sector is the biggest and most rapidly expanding segment within the 

service business. Customer satisfaction serves as a solid foundation for organizations 

to enhance their interactions with consumers, ultimately helping them to achieve long-

term success by meeting their goals. Banks should actively and vigorously contribute 

to the financial and economic development of a nation. A robust banking system has a 

significant impact on the development of a nation across several sectors of the economy. 

Professionals in the banking industry encounter several intricate problems in the 

worldwide market. Service quality refers to the commitment made by a business to its 

customers, as conveyed via communication, and the actual delivery of that commitment 

(Gonu et al., 2023). Noorani (2024) supports the idea that personnel that are polite, 

courteous, competent, and helpful will consistently offer accurate assistance when 

addressing member difficulties. Customers may assess their satisfaction level by 

comparing their pre-purchase expectations with the communication provided by the 

firm. 

 

Service quality features have had a substantial impact on customer satisfaction in 

financial institutions in the United States. Service quality, including elements such as 

dependability, responsiveness, assurance, empathy, and tangibles, significantly 

influences customer perceptions and satisfaction levels. Research has shown that banks 

that allocate resources towards maintaining excellent service standards tend to have 

elevated levels of customer satisfaction (Hanitha, 2020). For example, JPMorgan Chase 

and Bank of America have used sophisticated customer service technology and tailored 
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offerings to address the changing requirements of their consumers (J.D. Power, 2020). 

Moreover, the use of digital banking services has augmented client ease and 

contentment (Rakocevic et al., 2025). Nevertheless, issues like as data security and 

privacy concerns persistently undermine consumer confidence and pleasure in a 

detrimental manner (PWC, 2022). Hence, it is essential to strike a harmonious 

equilibrium between technical progress and the fundamental characteristics of service 

quality in order to ensure the long-term contentment of customers in the banking 

industry in the United States. 

 

The growing digitization of financial services in China has had a significant impact on 

consumer satisfaction. The Chinese banking industry has seen a notable transition 

towards online and mobile banking, propelled by technical progress and evolving 

customer inclinations (McKinsey, 2019). ICBC and China Construction Bank have 

used artificial intelligence and big data analytics to provide customized banking 

services, resulting in improved client satisfaction (Deloitte, 2020). Furthermore, the 

focus on service quality factors such as dependability, responsiveness, and assurance 

has played a crucial role in maintaining customer loyalty (Li & Zhang, 2020). 

Notwithstanding these progressions, the industry encounters obstacles associated with 

cybersecurity and the need for continual innovation to fulfill elevated client 

expectations (Hasan et al., 2024). Therefore, it is crucial to continuously enhance 

customer satisfaction in China's banking business by improving service quality and 

using state-of-the-art technology. 

 

Various elements of service quality have had an impact on customer satisfaction in the 

banking industry of Nigeria. Nigerian banks have prioritized enhancing their service 

quality in order to fulfill client expectations and maintain competitiveness (Adeniran, 
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2020). The crucial criteria for improving customer satisfaction have been recognized as 

responsiveness, empathy, and dependability. For instance, institutions like as GTBank 

and Zenith Bank have established comprehensive customer service frameworks to 

effectively handle client complaints and provide prompt support (PwC Nigeria, 2021). 

Nevertheless, the banking industry in Nigeria encounters obstacles such as inadequate 

infrastructure and regulatory concerns that have an influence on the provision of 

services and the happiness of customers (Chidozie, 2022). Hence, it is crucial to tackle 

these difficulties by implementing strategic enhancements in service quality to ensure 

the long-term pleasure of customers in the Nigerian banking sector. 

 

The quality of services given by financial organizations in Uganda has a direct impact 

on client satisfaction. Ugandan financial institutions, including Stanbic Bank and 

Centenary Bank, have been making efforts to promote customer satisfaction by 

focusing on improving service quality factors like as dependability, assurance, and 

empathy (Bank of Uganda, 2021). The use of digital banking systems has also had a 

substantial impact on enhancing convenience and enhancing client experiences 

(Deloitte Uganda, 2022). Notwithstanding these efforts, obstacles such as restricted 

availability of banking services in rural regions and problems associated with financial 

knowledge persistently impact client contentment (World Bank, 2020). Hence, it is 

imperative to adopt a targeted strategy to increase customer satisfaction in Uganda's 

banking industry by raising service quality and increasing the availability of financial 

services. 

 

Service quality factors such as dependability, responsiveness, and assurance have had 

a significant impact on customer satisfaction in financial institutions in Kenya. Equity 

Bank and KCB, among other Kenyan banks, have been leading the way in embracing 
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new means of delivering services to satisfy the expectations of their customers (Central 

Bank of Kenya, 2021). The incorporation of mobile banking systems like as M-Pesa 

has fundamentally transformed the banking encounter, offering enhanced ease and 

augmenting client contentment (Ng’ang’a, 2023). Nevertheless, the presence of 

cybersecurity threats and legislative changes presents potential hazards to the 

preservation of optimal customer satisfaction (Hasan et al., 2024). Hence, it is important 

to prioritize ongoing improvement in service quality and effective handling of new 

obstacles in order to maintain customer satisfaction in the banking industry of Kenya. 

 

The banking business in Kenya is experiencing significant expansion, as indicated by 

the increase of assets, deposits, earnings, and product offerings. This is apparent from 

the expansion of branch networks over the whole nation, the ongoing enhancement of 

service automation, and the resolution of complicated client demands, all of which are 

integral to the banking industry. Currently, there are a total of 43 commercial banks and 

10 microfinance banks in the banking industry. Additionally, there is also an 

independent mortgage financing organization. The proliferation of commercial banks 

in Kenya has led to a significant ratio of banks to the overall population, since there are 

now 43 commercial banks catering to a population of 44 million in Kenya.  

 

The banking sector in Kenya is now facing a dangerous position, which has resulted in 

heightened rivalry and a greater requirement for innovation among the companies in 

order to survive and effectively address the challenges posed by new entries into the 

market (Muhuni & Ouma, 2024). Prior to 2010, Machakos Town mostly relied on 

prominent commercial banks such Barclays Bank, Standard Chartered Bank, Family 

bank, Kenya Commercial Bank, Cooperative Bank, and Equity Bank. Despite the high 

population increase between 2008 and 2014, the town saw significant expansion and 
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transformation from an agricultural-based economy to a more commercially-oriented 

one. According to the Central Bank of Kenya (2019), the number of commercial banks 

has increased to 42 by the year 2019. In addition, the central bank established a cash 

center to support the rapid increase in the production and use of physical currency. 

Nevertheless, the town's high concentration of 34 commercial bank branches for a 

population of less than one million indicates a significant ratio of banks to the overall 

population, resulting in intensified rivalry among these branches. In order to have a 

deeper comprehension of the notion of quality and satisfaction, it is necessary to 

examine the definitions of the two primary ideas of this study: customer satisfaction 

and service quality.  

1.1.1 Customer satisfaction 

When it comes to the banking business, one of the most important concepts is customer 

satisfaction, which is defined as the degree to which a company's products or services 

meet or exceed the expectations of the customer. According to Kotler et al. (2019), 

customer satisfaction is defined as the thorough assessment of a customer's experience 

with a service or product across the whole of its engagement with the customer. The 

capacity of a company to properly manage its link with its market is very important, 

and it serves as a significant indicator of ability. Because it has such a significant 

bearing on the possibility that customers would switch banks, customer happiness is an 

extremely important factor in the banking industry. 

 

Williams, Ogege, and Idesi (2020) assert that it is of the utmost importance for 

businesses to provide services that both simplify and expedite the process of doing 

business for their customers. In the process of providing services, the knowledge and 

enthusiasm of staff members have a significant impact on how customers evaluate the 
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quality of those services. According to Rane et al. (2023), the presence of staff members 

who are kind, pleasant, knowledgeable, and helpful is essential in order to provide 

service that is accurate and satisfying. Additionally, dissatisfaction may result in 

unpleasant effects, including as complaints from customers and a negative reputation 

spread via word-of-mouth (Abubakar et al., 2020). Therefore, in order for banks to 

maintain their edge over their competitors, it is essential for them to ensure that their 

customers are completely satisfied. 

 

In a variety of studies, the level of customer satisfaction has been evaluated using a 

wide range of methodologies and conceptual frameworks. An example of a well-known 

model that takes its cues from the Swedish Customer Barometer is the American 

Customer Satisfaction Index (ACSI (Morgeson et al., 2023).  

 

The American Consumer Satisfaction Index (ACSI) is both an economic indicator and 

a simulation of customer evaluations of the quality of items and services. The findings 

of the research conducted by Mornay Roberts-Lombard et al. (2024) provide significant 

insights into the dynamics of interactions between businesses and their customers. 

These findings may be of great assistance in improving the planning and decision-

making processes. There are three primary factors that contribute to customer 

satisfaction, which are positioned on the left side of the ACSI model. These factors 

include customer expectations, perceived quality, and perceived value. According to 

Mittal et al. (2023), the level of satisfaction itself is located in the center, while the 

repercussions of satisfaction, such as customer complaints and customer loyalty, are 

located on the right side of the spectrum. 

 

The financial services sector has recently begun to adopt digital platforms and 

innovative services in an effort to enhance the satisfaction of customers. Both Deloitte 
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and PwC did research in 2022 and 2021, and both of these studies highlight the need of 

using digital banking services in order to meet the expectations of customers and 

increase their levels of satisfaction. In emerging nations, where there may be limited 

provision of traditional financial services, the progress that has been made in these 

sectors has been particularly noteworthy. In addition, there is a connection between the 

satisfaction of customers in the banking business and improved financial success. 

According to Oliver's research from 2020, satisfied customers have higher levels of 

loyalty and lower rates of customer turnover. 

 

Customer outreach, trust and loyalty, and feedback are the three key aspects that are 

used in the current study in order to describe customer happiness. In the banking 

industry, the term "customer outreach" refers to the proactive methods that banks use 

in order to contact with their customers and provide them with information and 

education about their products and services. By using this method, the goal is to 

strengthen the connection with the consumer and increase their level of expertise. 

Because they indicate the customers' confidence in their bank and their dedication to 

continuing the connection over the long term, trust and loyalty are vital components of 

a successful banking relationship. Last but not least, feedback systems make it possible 

for financial institutions to collect the views of their customers, address concerns, and 

implement necessary improvements to their service offerings. According to Ali and 

Raza (2020) and Deloitte (2022), this holistic approach provides a comprehensive 

understanding of how Kenyan banks may meet or exceed the expectations of their 

customers, so ensuring that their customers will remain satisfied and loyal over the long 

term. 
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1.1.2 Service Quality 

Essentially, service quality or service excellence determines the degree to which 

delivered services satisfy or exceed customers’ expectations. This is simply the 

comparison between the experience the client had in terms of the service standards that 

he expected and those actually delivered to him. As service quality, it can be considered 

as the difference between customer expectations and their perception of the service 

quality, fulfilled or exceeded (Nikbin et al. 2020). Similarly, Akhtar et al. (2020) state 

that reliability, responsiveness, assurance, and empathy are key indicators of service 

quality. 

 

The multidimensional approach to service quality is suggested by Brady and Cronin 

(2021) as consisting of three main dimensions: functional quality, image, and technical 

quality. They have recently reconfirmed that the implementation of service quality 

attributes is positively effective in generating customer satisfaction. Khan et al. (2022) 

have developed various models of service quality for healthcare services, banking 

services, and technology-based services. 

 

Three characteristics of a service that must be understood to deepen the understanding 

of service terms of service quality are intangibility, heterogeneity (variability), and 

inseparability. Additionally, services are very variable within and across services, 

meaning that their delivery varies widely from provider to provider and over time from 

the same provider. There is variability inherent because human beings are involved. 

Service production and consumption are often inseparable; when service personnel and 

customers interact, it is critical that it affects perceived quality (Li et al., 2021). 

Several conceptual frameworks for service quality evaluation have been proposed. One 

of the most widely used tools is the SERVQUAL model (Hoque et al., 2023). It 



9 

 

evaluates service quality in terms of five dimensions: tangibles, reliability, 

responsiveness, assurance, and empathy. Tangibles are services that can be by creating 

physical facilities such as equipment and personnel. Reliability is to be in a position to 

fulfill the promised services predictably. Responsiveness refers to the willingness to 

help customers and offer prompt service. Assurance has to do with knowing and being 

courteous to the employees and being able to instill trust in them. The provision of 

caring and personal attention to customers is called empathy. 

 

SERVQUAL and SERVPERF are based on a purely performance-based evaluation 

where perceived (service) quality stems directly from service performance rather than 

from the gap between expectations and perceptions. Khan et al. (2022) affirm the 

validity of SERVPERF across numerous service sectors. Based on this, Brady and 

Cronin (2021) developed a hierarchical service quality model with three primary 

dimensions, including (1) interaction quality (quality of employee-customer 

interactions), (2) physical environment quality (quality of facilities and surroundings), 

and (3) outcome quality (outcome of the service delivery). Within these dimensions, 

each is split up further for more specific evaluation. 

 

Much research has been done to prove that high service quality is translated into 

tangible benefits, such as higher profitability, lower cost, and higher competitive market 

advantage. According to Zeithaml et al. (2021), it is now fundamental to understand the 

core principles of service quality and their operationalization in the form of strategic 

business of service-based organizations. However, to meet customer expectations that 

are constantly evolving, service quality is the top priority that organizations will need 

to focus on, and customer satisfaction evaluations remain a good source of monitoring 

and improving service delivery. In addition, according to Hassan et al. (2021), customer 
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satisfaction metrics are frequently used to motivate and reward employees. The internal 

culture of service excellence is critical to the long-term success of any organization and 

may sustain it through external market challenges and enhance customers’ expectations. 

1.1.3 The banking institution in Kenya 

The Banking industry in Kenya is governed by the Companies Act, the Banking Act, 

the Central Bank of Kenya Act and the various prudential guidelines issued by the 

Central Bank of Kenya (CBK). The central bank falls under the Minister for Finance’s 

docket, which is responsible for formulating and implementing monetary policy and 

fostering the liquidity, solvency and proper functioning of the financial system. The 

CBK publishes information on Kenya’s commercial banks and non-banking financial 

institutions, interest rates and other publications and guidelines (Tenai & Nkuru, 2024). 

The banks also have come together under the Kenya Bankers Association (KBA), 

which serves as a lobby for the banks’ interests and also addresses issues affecting its 

members. The industry is dominated by a few large banks most of which are foreign-

owned, though some are partially locally-owned. Most of the major banks are listed on 

the Nairobi Stock Exchange. This research mainly on the major bank of Kenya which 

focuses on those improvements and processes to manage the process of quality services 

delivered to the final consumers and examines the relationship between service quality 

and customer satisfaction. 

1.2 Statement of the problem 

Success and sustainability in the banking world depend largely on customer 

satisfaction. Commercial banks like Barclays, Co-Operative Equity, KCB, and 

Standard Chartered, which are still doing well in Nairobi and other major towns in the 

county, are still struggling to maintain high levels of customer satisfaction in Machakos 
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County. However, there are still several inadequacies in the area of customer 

engagement across three key dimensions, as follows: customer outreach, trust, loyalty, 

and feedback mechanisms (CBK, 2023). 

 

Many banks in Machakos have not communicated with customers on a timely, 

personalized and relevant basis in relation to the products and services offered to them 

(Mwaura et al., 2020). Few outreach results in a lack of alignment of banking services 

with customer-changing needs. In addition, trust issues are becoming more pronounced, 

and instances of hidden charges, banking fraud reports, and poor dispute resolution 

processes are becoming more prevalent (McLean, 2025). According to the (CBK 

Report, 2023), specific cases of trust breaches in Machakos County have resulted in a 

huge drop in customer loyalty and increased speed by which customers switch their 

banks. Moreover, there are also problems, such as banks being unable to effectively 

take customer sentiments and use them to drive service improvements (William & 

Njuguna, 2023). 

 

Despite the significant amount of research on the importance of service quality in terms 

of customer satisfaction, gaps remain. Kimani et al. (2021) established that service 

quality dimensions such as reliability, responsiveness, assurance, empathy, and 

tangibles have a positive relationship with customer satisfaction. Nevertheless, their 

study did not draw any particular regional contexts like Machakos County, leaving it 

with some gaps in context. In the same manner, McLean (2025) offer a concept relating 

to matters of trust and customer loyalty in customer retention. However, such does not 

touch on how specific banks or geographical regions play a role in customer retention. 

Additionally, addressing William and Njuguna, (2023) findings related to the utilisation 

of feedback systems to boost customer satisfaction, her scholars did a large portion of 
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qualitative analysis (especially) without robust quantitative validation and gap 

methodologically. 

 

This reveals the necessity for a specialized empirical study of the influence of service 

quality dimensions on customer satisfaction in the major commercial banks in 

Machakos County. This study aims to supply actionable insights about how to close 

these specific gaps so as to improve service delivery, increase customer trust and 

loyalty, and improve customer satisfaction in focused financial institutions. 

1.3 Objectives of the study 

The banking sector depends fully upon customer satisfaction for the success and 

sustainability of its business. Meanwhile, in the case of Machakos County, commercial 

banks such as Barclays, Co-operative, Equity, KCB, and Standard Chartered continue 

to experience seriousness in the delivery of high levels of customer satisfaction. 

However, customer engagement remains a critical area with some significant 

drawbacks on three dimensions – customer outreach, trust, and loyalty, as well as 

feedback mechanisms (CBK, 2023). 

 

However, many of the banks in Machakos have failed to reach out to customers in a 

timely, personalized, and relevant way to provide their products and services (Mwaura 

et al., 2020). Much outreach is never reached, leaving without a chance to use the 

banking business to serve evolving customer needs. Additionally, trust issues have 

arisen, including incidents of hidden charges, banking fraud cases, and poor dispute 

resolution mechanisms. There have been a lot of specific cases of trust breaches in 

Machakos County that have resulted in a decrease in customer loyalty and a tendency 

for them to switch banks (CBK Report, 2023). In other words, banks do not have the 
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right means of receiving customers' feedback in order to drive service improvements 

(Wanjiru 2021). 

 

Despite the fact that prior research has emphasized service quality in ensuring customer 

satisfaction, gaps remain. Kimani et al. (2021) report a positive relationship between 

service quality dimensions, reliability, responsiveness, assurance, empathy, tangibles, 

and customer satisfaction. Most of their study, however, took the national view without 

the consideration of contextual situations such as Machakos County, which are 

important in analyzing the context. McLean (2025) stressed the importance of trust and 

loyalty in customer retention; however, they missed out on locations (banks or 

geographies), hence a conceptual gap in localized understanding. On the other hand, in 

her work on the role of feedback systems in improving customer satisfaction (William 

& Njuguna, 2023), Wanjiru mainly used qualitative information combined with little 

qualitative validation through quantitative methods, leading to a methodological gap. 

These gaps imply that a more concentrated empirical inquiry into the relationship 

between service quality dimensions and customer satisfaction should specifically focus 

on Machakos County's main banks. This study proposes to fill in these specific gaps, 

offering actionable insights for the improvement of service delivery, improvement of 

customer trust and loyalty, and, therefore, improvement of customer satisfaction in the 

targeted financial institutions. 

1.3.1 General research objective 

The overall objective of this study is to investigate service quality and customer 

satisfaction in commercial banks in Machakos County, Kenya. 
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1.3.2 Specific Objectives 

The specific objectives were; 

i) To determine the effect of reliability on service quality and customer satisfaction 

in commercial banks in Machakos County, Kenya. 

ii) To investigate the effect of assurance on service quality and customer 

satisfaction in commercial banks in Machakos County, Kenya. 

iii) To examine the effect of tangibles on service quality and customer satisfaction 

in commercial banks in Machakos County, Kenya. 

iv) To evaluate the effect of empathy in service delivery on service quality and 

customer satisfaction in commercial banks in Machakos County, Kenya. 

v) To analyze the effect of responsiveness on service quality and customer 

satisfaction in commercial banks in Machakos County, Kenya. 

1.4 Research Questions 

The study answered the following questions; 

i)  How do reliability in service impact customer satisfaction in commercial banks 

in Machakos County, Kenya? 

ii) How do assurance in service impact customer satisfaction in commercial banks 

in Machakos County, Kenya? 

iii) How does the tangibles affect customer satisfaction in Kenyan banking 

institutions? 

iv) What is the effect of empathy in service delivery on customer satisfaction in 

commercial banks in Machakos County, Kenya? 

v) What is the effect of responsiveness in service on customer satisfaction in 

commercial banks in Machakos County, Kenya? 
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1.5 Significance of the Study 

The findings in this study hold a high level of value for various stakeholders in the 

banking sector in Machakos County. The research will provide practical insights into 

how to improve service delivery in the banks, how to improve the regulatory 

frameworks, how academic scholarship should be conducted, and how to improve 

customer satisfaction. 

 

The findings of this study would be beneficial for analysis in Bank Management. 

Bearing in mind the important variables that drive customer satisfaction (in particular, 

the dimensions of service quality like reliability, responsiveness, assurance, empathy, 

and tangibles) will help bank managers provide targeted strategies to improve service 

delivery. It will also demonstrate ways to build trust with customers, practices of 

customer outreach, and feedback mechanisms. If banks adopt these strategies, they will 

have the possibility to deepen customer relationships, increase loyalty, and overall 

boost the business. 

 

This research will also provide policymakers and regulatory bodies with the 

information they need. This will offer evidence of the current state of customer 

satisfaction within the banking sector in Machakos County. Based on these insights, we 

can help design policies and regulatory frameworks for higher service standards, better 

protection of customers' interests, and more customer-centric banking service. In the 

end, this will enhance Kenya’s financial sector stability, competitiveness and growth. 

Also, researchers and academic institutions benefit from it. This will help to fill 

contextual and methodological gaps in previous studies published on service quality 

and customer satisfaction in Kenyan banks. Moving forward, future scholars will bring 

local perspectives. They can add additional dimensions to explore comparative studies 
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amongst regions or new challenges on service quality and deliver more comprehensive 

and deeper academic contributions. 

 

This study is of benefit to both customers and to Directs themselves. The research will 

be implemented in the banks, with customers having a higher service quality, better 

communication, and more responsive feedback systems. This, in turn, will lead to 

higher levels of satisfaction, increased trust in the financial institutions and increased 

loyalty. In the end, customers will get more customer-friendly, clear and efficient 

banking services. 

 

Lastly, the study will contribute to the general competitiveness of the banking sector in 

Kenya. Helping banks understand and respond to customer satisfaction dynamics 

enables them to differentiate on superior service quality for the benefit of attracting and 

retaining more customers. This will not just be an advantage for the competition but 

will fuel innovation and efficiency as well as boost service offerings across the whole 

industry in a win-win situation. 

1.6 Scope of the Study 

This study was carried out in Machakos County, Kenya, and sought to investigate the 

effects of service quality on customer satisfaction within the banking institutions 

operating in the region. Specifically, the researcher targeted six major banks in the 

county: Barclays, Co-operative, Equity, KCB, and Standard Chartered. The study 

adopted a descriptive research design, focusing on a total population of 30 respondents, 

who were customers of these major banks within the county. 
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Data collection was conducted through a combination of open-ended and close-ended 

questionnaires, allowing for comprehensive responses from the participants. The data 

was then analyzed using SPSS statistics, employing descriptive statistics to present the 

findings. The results were presented in frequency distribution tables and percentages, 

providing a clear overview of the impact of service quality on customer satisfaction in 

the banking institutions of Machakos County. 

1.7 Study Limitations 

The study conducted within banks in Machakos County faces limitations that restrict 

the generalizability of its findings to other banks across Kenya. Factors such as 

differences in bank ownership, socio-economic conditions, and management styles 

vary significantly among banks nationwide. These variations may lead to differing 

customer experiences and satisfaction levels that were not captured uniformly in this 

study. Additionally, the assumption that findings from Machakos County banks 

represent all banks in Kenya may not be entirely accurate. Unique factors specific to 

Machakos County, such as local management practices and customer perceptions 

shaped by regional dynamics, could influence study outcomes differently compared to 

banks in other regions or urban centers. Moreover, governmental organizations' 

mandatory account operations across multiple banks for administrative purposes may 

create a distinct customer perception environment in Machakos County. This regulatory 

requirement could potentially impact how customers perceive and interact with banks 

in ways that differ from national banking norms. 

 

To mitigate the impact of regional variations, the study employed a targeted sampling 

strategy focusing on major banks operating within Machakos County. This approach 

aimed to capture a representative sample of customer experiences within the specific 
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geographic area while acknowledging that findings may not universally apply to all 

banks nationwide. During data analysis, efforts were made to highlight insights that 

could be relevant beyond Machakos County while acknowledging the study's regional 

focus. This included identifying common trends and themes in service quality and 

customer satisfaction that may resonate with broader banking industry practices in 

Kenya. 

1.8 Organization of the Study 

Chapter one captures the foundational elements of the study, including the background, 

problem statement, objectives, research questions, significance, scope, limitations, and 

organization of subsequent chapters. Chapter two presents a comprehensive literature 

review synthesizing theoretical frameworks, empirical studies, and methodologies 

relevant to service quality and customer satisfaction in the banking sector.  

 

Methodologically, chapter three outlines the research design, sampling techniques, data 

collection methods using questionnaires, and SPSS analysis to ensure robust data 

gathering and analysis. Chapter four delves into data analysis and findings, discussing 

how service quality dimensions impact customer perceptions and loyalty based on the 

study's results. Chapter five offers a thorough discussion of implications, 

recommendations, and future research directions, highlighting practical insights for 

bank management, policymakers, researchers, and customers.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

A review of existing literature relevant to the study is presented in this chapter. It first 

reviews various theoretical perspectives on which the research topic is built, critically 

reviews empirical literature on service quality and customer satisfaction in the banking 

sector and identifies research gaps. The review also helps identify the interrelationship 

of the key variables and formulate a conceptual framework that will be used to deal 

with the study. Through this structured review, the chapter anticipates providing a solid 

academic foundation to scrutinize the influence of service quality dimensions on 

customer satisfaction at Machakos County Commercial Bank. 

2.2 Theoretical literature review 

2.2.1 SERVQUAL Model 

The Service Quality (SERVQUAL) model was developed in 1985 by Parasuraman, 

Valarie Zeithaml, and Leonard Berry. The theory posits that the quality of service 

provided by an organization may have a great impact on the level of satisfaction a 

customer has towards the company (OPENSTAX, 2023). According to this theory, the 

idea of service quality is defined via five main dimensions: dependability, 

responsiveness, assurance, empathy, and tangibles. Transparency is the fifth essential 

dimension. According to Pakurár et al. (2019), reliability is defined as the capacity of a 

service provider to supply services in a manner that is both consistent and accurate, 

therefore satisfying the expectations of the client each and every time. In accordance 

with Ofori-Amanfo et al. (2024), responsiveness is defined as the willingness and 
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readiness of service providers to serve consumers in a timely and efficient manner, 

hence exhibiting attention to the requirements of the customers. 

 

There have been debates among those who are opposed to the SERVQUAL model over 

its potential to be universally applicable across a variety of cultural settings and 

business sectors. The general framework of the model would not be able to adequately 

capture the individual features of service quality that are involved in certain contexts, 

such as financial institutions located in different areas, such as Machakos County in 

Kenya. In addition, there are difficulties in operationalizing and assessing the many 

characteristics of service quality owing to the fact that customers have different 

expectations and views (Asamoah, 2025). Another criticism leveled against the 

SERVQUAL model is that it may oversimplify the intricacies of customer satisfaction 

dynamics in real-world service contexts due to its emphasis on gap analysis. 

 

According to Kaliraman and Narwal (2023), the SERVQUAL theory offers a 

systematic framework for assessing and improving service quality. This paradigm is 

helpful in the context of the research that was mentioned above, which focused on 

customer satisfaction in financial institutions located in Machakos County, Kenya. The 

research is able to conduct a systematic analysis of how customer perceptions and 

satisfaction are influenced by various elements within the local banking industry. This 

is made possible by concentrating on aspects such as assurance and empathy. 

SERVQUAL theory enables researchers to find particular areas in which banks may 

improve their service delivery in order to better satisfy the expectations of their 

customers, which in turn is likely to result in increased customer satisfaction and 

loyalty. 
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In general, the Service Quality (SERVQUAL) theory that was developed by 

Parasuraman, Zeithaml, and Berry continues to be an essential foundation for 

comprehending and controlling customer satisfaction via the many aspects of service 

quality (OPENSTAX, 2023). The organized approach that it takes provides useful 

insights into the ways in which companies, such as banks in Machakos County, Kenya, 

may improve service delivery in order to attain better levels of customer satisfaction 

and loyalty. 

2.2.2 Expectancy-Disconfirmation Theory 

Expectancy-disconfirmation theory was developed by Richard Oliver in the early 

1980s. The theory defines consumer satisfaction as the outcome of comparing one's 

expectations from a service or product with what occurs. When it delivers better, it 

leads to positive disconfirmation and satisfaction. When it fails to live up to expectation, 

negative disconfirmation follows, which leads to dissatisfaction. Satisfaction is then 

seen as a response towards how sufficiently one's needs and expectations are being 

fulfilled by the product when being used (Schiebler & Brodbeck, 2025). Furthermore, 

the theory's dependence on the disconfirmation process may fail to account for the 

complexity of the satisfaction judgments, particularly in service industries such as 

banking. It would especially be the case in the banking scenario (Mazhar et al., 2022). 

 

Taking into consideration the aforementioned research on customer happiness in 

financial institutions located in Machakos County, Kenya, the Expectancy-

Disconfirmation Theory offers a beneficial framework for comprehending the 

dynamics of consumer satisfaction (Schiebler & Brodbeck, 2025). As the research 

focuses on investigating the elements that influence customer satisfaction levels, the 

application of this theory tends to enable researchers to determine whether or not the 
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disparity between expectations and perceived performance has an effect on overall 

satisfaction and loyalty in the local banking sector. 

 

The Expectancy-Disconfirmation Theory continues to be a core idea in the field of 

customer satisfaction research. This theory provides insights into the manner in which 

consumers assess their experiences and develop satisfaction judgments based on the 

alignment of their expectations and perceived performance (Schiebler & Brodbeck, 

2025). In the context of the study of banking institutions in Machakos County, Kenya, 

its use may assist in the identification of strategies for improving service delivery in 

order to meet or surpass the expectations of customers, hence increasing overall 

satisfaction and loyalty in the context of a competitive financial market. 

2.2.3 Social Exchange Theory 

Founded by George Homans and Peter Blau in 1950s, Social Exchange Theory (SET) 

posits that human relationships are based on exchanges of rewards and costs between 

parties. According to SET, individuals engage in relationships where the rewards 

outweigh the costs, and they seek to maximize benefits while minimizing sacrifices 

(Kumar & Shailaja, 2024). This theory suggests that individuals evaluate relationships 

based on the perceived fairness and reciprocity of exchanges, influencing their levels 

of satisfaction and commitment. 

 

Social Exchange Theory has faced many criticisms questioning its usefulness as an 

integrated theory accounting for human behavior. One of the major shortcomings is the 

lack of conceptual integration and precision in the theory (Davlembayeva & Alamanos, 

2023). The concepts used are imprecise, overlapping, and incomplete, which inhibits 

the explanatory and predictive power of the theory. As a result, researchers may be left 

with incomplete or contradictory explanations of behavior, so that there is no definitive 
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interpretation of findings or application of the theory to other settings. Such uncertainty, 

as much as in making the theory so universally attractive, impacts the ability to derive 

genuine conclusions and replicate results in future research. Another key concern is the 

inconsistency in terms and the vague application of exchange principles.  

 

In the context of the study on customer satisfaction in banking institutions in Machakos 

County, Kenya, Social Exchange Theory explains how customers assess their 

interactions with banks by weighing the tangible and intangible benefits they receive 

against the costs involved, with continued engagement driven by perceived value and 

the expectation of reciprocal rewards (Wang et al., 2024). Customers assess the benefits 

received from banking services (for instance, convenience, interest rates) against the 

costs incurred (for instance, fees, waiting times), influencing their satisfaction and 

loyalty. This theory's applicability allows researchers to understand the factors that 

drive customer retention and engagement in the banking sector, guiding strategies to 

enhance service delivery and customer relationships. Social Exchange Theory 

continues to be relevant in studying customer satisfaction across various industries, 

offering a framework to analyze the give-and-take dynamics in relationships between 

service providers and customers, including in the banking sector 

2.3 Empirical Literature Review 

2.3.1 Reliability of Service on Customer Satisfaction  

Abrar and Karim (2019) conducted a study on the impact of service quality dimensions 

on customer satisfaction in Ethiopian banks, using a structured questionnaire based on 

the SERVQUAL model to gather data from 250 customers in Addis Ababa. The study 

assessed dimensions such as reliability, responsiveness, assurance, empathy, and 

tangibles, with data analyzed through multiple regression analysis. The findings 
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indicated that reliability was the most significant predictor of customer satisfaction, 

emphasizing the importance of dependable and accurate services. The research 

highlighted the need for banks to enhance service reliability to boost customer 

satisfaction, but it was limited to Addis Ababa and did not consider regional differences 

or the effects of digital banking services on reliability and customer satisfaction. 

 

Ali, Zia, and Raza (2020) explored service quality and customer satisfaction in 

Pakistan's banking sector, employing a survey-based methodology to collect data from 

300 customers in Karachi. The SERVPERF model was utilized to measure 

performance-based service quality dimensions, including reliability, with data analyzed 

using structural equation modeling (SEM). Results showed that reliability had a 

substantial positive impact on customer satisfaction, with customers valuing consistent 

and error-free service delivery. The study emphasized the importance of maintaining 

high service reliability for customer retention and satisfaction but was confined to 

Karachi and did not investigate the influence of digital banking trends on service 

reliability. 

 

Boakye and Atuahene (2021) examined customer perceptions of service quality in 

Ghana's banking sector using a mixed-methods approach that combined quantitative 

surveys with qualitative interviews. Data were collected from 350 customers in Accra 

through a structured SERVQUAL-based questionnaire, and 20 bank managers were 

interviewed. The study found that reliability was a critical determinant of customer 

satisfaction, with customers consistently emphasizing the necessity of dependable and 

accurate services. The qualitative data corroborated these findings, with bank managers 

recognizing the importance of maintaining high reliability standards. However, the 
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research was limited to Accra and did not address the role of technological 

advancements in enhancing service reliability. 

 

Chukwuemeka, Nwaizugbo, and Ezepue (2022) assessed service quality and customer 

satisfaction in Nigeria's banking sector, using a survey method to gather data from 400 

customers across different states. The SERVQUAL model was employed to measure 

service quality dimensions, including reliability, with data analyzed through multiple 

regression analysis. The findings indicated that reliability was the most influential 

factor affecting customer satisfaction, with customers prioritizing reliable and accurate 

services. The study emphasized the importance service quality and measures to improve 

on customer satisfaction but did not explore the impact of digital banking services. 

Although the sample was geographically diverse, the study did not provide a detailed 

comparison of regional differences within Nigeria. 

2.3.2 Assurance in Service and Customer Satisfaction 

Wang, Li, and Zhang (2019) investigated the impact of assurance on customer 

satisfaction in the Chinese retail banking sector using a quantitative survey method. The 

study collected data from 400 bank customers in Shanghai using a structured 

questionnaire based on the SERVQUAL model. The analysis employed multiple 

regression to evaluate the relationship between assurance and customer satisfaction. 

Findings indicated that assurance, including the competence, courtesy, credibility, and 

security provided by bank staff, significantly influenced customer satisfaction. 

However, the study was limited to Shanghai, not considering regional differences 

across China, and did not account for the role of digital banking services. 

 



26 

 

Smith and Brown (2020) conducted a study on assurance and organizational 

performance in the UK healthcare sector using a mixed-methods approach. Data were 

collected from 300 patients and 50 healthcare providers through surveys and interviews. 

The SERVQUAL model's assurance dimension was measured alongside organizational 

performance indicators. Results showed that assurance significantly impacted both 

patient satisfaction and overall organizational performance. The study highlighted the 

importance of staff knowledge, courtesy, and the ability to inspire trust and confidence. 

Nevertheless, the research was confined to a few hospitals, limiting its generalizability 

across the entire healthcare sector, and did not explore the effects of telehealth services 

on assurance. 

 

Kumar and Raj (2021) explored the role of assurance in customer satisfaction within 

the Indian telecommunications industry using a quantitative survey method. The study 

surveyed 500 customers in New Delhi using a structured questionnaire based on the 

SERVQUAL model. Data analysis through structural equation modeling (SEM) 

revealed that assurance, particularly the trustworthiness and competence of customer 

service representatives, significantly influenced customer satisfaction. Despite these 

insights, the study's scope was limited to New Delhi, and it did not consider variations 

in customer expectations in rural areas or the impact of digital customer service 

platforms. 

 

Mburu and Wambugu (2022) assessed assurance and customer satisfaction in Kenya's 

hospitality industry using a mixed-methods approach. The study collected data from 

250 hotel guests and 30 hotel managers in Nairobi through surveys and interviews. The 

SERVQUAL model's assurance dimension was evaluated, and data were analyzed 

using thematic analysis and multiple regression. Findings indicated that assurance, 
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including staff competence and the ability to convey trust and confidence, significantly 

impacted customer satisfaction. However, the study focused only on Nairobi, limiting 

its applicability to other regions, and did not address the role of online booking and 

review platforms on assurance. 

2.3.3 Tangibles on Service and Customer Satisfaction  

Chew and Goh (2019) conducted a study on the influence of tangibles on customer 

satisfaction in the hospitality industry in Malaysia, employing a quantitative survey 

method. Data were gathered from 450 hotel guests using a structured questionnaire 

based on the SERVQUAL model, focusing specifically on the tangibles dimension. The 

analysis utilized multiple regression to determine the relationship between tangibles 

and customer satisfaction. Findings indicated that tangibles, such as the physical 

facilities, equipment, and appearance of personnel, significantly influenced customer 

satisfaction, with guests highly valuing the aesthetic appeal and cleanliness of the hotel 

environment, which directly impacted their overall satisfaction. However, the study was 

limited to the hospitality industry in Malaysia and did not explore other service sectors, 

nor did it consider the role of digital interfaces like online booking systems as part of 

tangibles. 

 

Moyo and Khumalo (2020) investigated the impact of tangibles on customer 

satisfaction in the retail banking sector of South Africa using a mixed-methods 

approach, combining quantitative surveys with qualitative interviews. Data were 

collected from 350 retail banking customers across several banks in Johannesburg 

through structured questionnaires and in-depth interviews with bank managers. The 

study focused on evaluating the tangibles dimension of the SERVQUAL model, which 

included physical facilities, equipment, and the appearance of bank personnel. The 
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analysis revealed that tangibles significantly affected customer satisfaction, with 

customers appreciating well-maintained facilities, modern equipment, and professional 

appearance of staff. Despite these insights, the research was limited to Johannesburg 

and did not account for potential differences in other regions of South Africa, nor did it 

explore the impact of digital banking interfaces on tangibles. 

 

Singh and Verma (2021) explored the role of tangibles in customer satisfaction within 

the Indian retail sector using a quantitative survey methodology. The study collected 

data from 500 customers of various retail stores in New Delhi using a structured 

SERVQUAL-based questionnaire focusing on tangibles. The analysis, conducted 

through structural equation modeling (SEM), showed that tangibles, including store 

layout, cleanliness, and staff appearance, significantly influenced customer satisfaction. 

Customers valued modern, clean, and aesthetically pleasing store environments, which 

enhanced their shopping experience and satisfaction. However, the study's scope was 

confined to New Delhi, and it did not consider variations in customer expectations in 

rural areas or the influence of online retail platforms on tangibles. 

 

Wang and Liu (2022) assessed the impact of tangibles on customer satisfaction in the 

healthcare sector in China using a mixed-methods approach. The study gathered data 

from 400 patients and 50 healthcare providers in Beijing through structured surveys and 

interviews. The SERVQUAL model's tangibles dimension was measured alongside 

other service quality dimensions. Findings indicated that tangibles, including the 

cleanliness and modernity of medical facilities and the professional appearance of 

healthcare providers, had a significant positive impact on patient satisfaction. Patients 

appreciated well-maintained, clean, and modern healthcare environments, which 

contributed to their overall satisfaction. The study, however, was limited to Beijing and 
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did not explore regional differences within China or the potential effects of telehealth 

services on the tangibles dimension. 

2.3.4 Empathy in Service Delivery on Customer Satisfaction  

Zhang and Xu (2019) investigated the impact of empathetic service on customer 

satisfaction within Chinese retail environments, employing a quantitative survey 

methodology. Data were collected from 500 customers across various retail stores in 

Shanghai using a structured questionnaire based on the SERVQUAL model to measure 

empathy along with other service quality dimensions. Multiple regression techniques 

were used to evaluate the relationship between empathy and customer satisfaction. 

Results showed that empathy significantly influenced customer satisfaction, with 

customers expressing a strong preference for personalized service and understanding 

from staff. However, the study was limited to retail settings in Shanghai and did not 

explore other service sectors or geographical areas, nor the long-term effects of 

empathy on customer loyalty. 

 

Smith and Lee (2020) explored the impact of empathy on customer satisfaction and 

organizational performance in the healthcare sector in the United States using a mixed-

methods approach. Quantitative surveys and qualitative interviews were conducted 

with 250 patients and 30 healthcare providers across several hospitals. A structured 

questionnaire measured empathy and other SERVQUAL dimensions, with quantitative 

data analyzed using structural equation modeling (SEM) and qualitative data 

thematically analyzed. The study found that higher levels of perceived empathy from 

healthcare providers were associated with increased patient satisfaction and positive 

organizational performance outcomes. The research focused primarily on urban 
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hospitals, not reflecting the experiences of patients in rural settings, and did not consider 

variations in healthcare services delivered through telemedicine. 

 

Kaur and Sharma (2021) examined the role of empathy in customer satisfaction among 

banking customers in India using a quantitative survey method. Data were collected 

from 400 bank customers using a structured questionnaire based on the SERVQUAL 

model, with regression analysis performed to assess the relationship between empathy 

and customer satisfaction. Findings indicated that empathetic behavior of bank 

employees significantly enhanced customer satisfaction levels, with customers 

reporting higher satisfaction when staff demonstrated genuine concern for their needs. 

The research was limited to a single city and did not consider how different cultural 

contexts within India might affect perceptions of empathy in banking services. 

 

Nguyen and Tran (2022) studied the impact of empathy on customer satisfaction in the 

Vietnamese telecommunications sector using a mixed-methods approach. Quantitative 

data were collected from 300 telecommunications customers through structured 

surveys, along with qualitative interviews of 20 customer service representatives. The 

SERVQUAL model was employed to measure empathy and other service quality 

dimensions. The findings indicated that empathy played a crucial role in enhancing 

customer satisfaction, with customers feeling more valued and understood when service 

representatives showed empathy. The study was confined to the telecommunications 

sector and did not explore how empathy interacted with technological advancements 

such as chatbots and online customer service platforms. 
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2.3.5 Responsiveness and Customer Satisfaction  

Kim and Lee (2019) investigated the effect of responsiveness on customer satisfaction 

in the South Korean retail banking sector using a quantitative survey methodology. Data 

were collected from 450 bank customers in Seoul through a structured questionnaire 

based on the SERVQUAL model. The analysis employed multiple regression 

techniques to assess the relationship between responsiveness and customer satisfaction. 

Findings indicated that responsiveness, which includes the promptness and willingness 

of staff to help customers, significantly influenced customer satisfaction. Customers 

appreciated quick and efficient service, which enhanced their overall satisfaction. 

However, the study was limited to retail banking in Seoul and did not consider other 

geographical areas or sectors, nor did it explore the impact of digital banking services 

on responsiveness. 

 

Garcia and Martinez (2020) explored the role of responsiveness in customer satisfaction 

and organizational performance in the Spanish healthcare sector using a mixed-methods 

approach. Data were gathered from 300 patients and 40 healthcare providers across 

hospitals in Madrid through quantitative surveys and qualitative interviews. The 

structured questionnaire measured responsiveness and other dimensions of the 

SERVQUAL model, with quantitative data analyzed using structural equation 

modeling (SEM) and qualitative data through thematic analysis. The study found that 

higher levels of perceived responsiveness from healthcare providers, such as timely 

assistance and effective communication, were associated with increased patient 

satisfaction and improved organizational performance. The research was focused on 

urban hospitals and did not account for rural settings, nor did it explore the effects of 

telehealth services on responsiveness. 
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Patel and Joshi (2021) examined the impact of responsiveness on customer satisfaction 

in the Indian telecommunications industry using a quantitative survey method. Data 

were collected from 500 customers in Mumbai using a structured questionnaire based 

on the SERVQUAL model. Regression analysis was employed to determine the 

relationship between responsiveness and customer satisfaction. The results showed that 

responsiveness, including prompt service and effective problem resolution, had a 

significant positive impact on customer satisfaction. Customers valued quick responses 

and efficient handling of issues, which enhanced their overall satisfaction. However, 

the study was limited to Mumbai and did not consider regional variations or the role of 

online customer service platforms in the telecommunications industry. 

 

Smith and Johnson (2022) conducted a study on responsiveness and customer 

satisfaction in the U.S. retail sector using a mixed-methods approach. Data were 

collected from 400 retail customers and 30 store managers through surveys and 

interviews. The SERVQUAL model was used to measure responsiveness and other 

service quality dimensions, with quantitative data analyzed using multiple regression 

and qualitative data through thematic analysis. Findings indicated that responsiveness, 

such as quick assistance and proactive service, significantly influenced customer 

satisfaction. Customers appreciated timely responses and proactive help, which 

contributed to their overall satisfaction. The study was confined to urban retail settings 

and did not explore other sectors or the impact of e-commerce platforms on 

responsiveness. 
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2.4 Summary of Literature Review and Research Gaps 

Table 2.1: Summary of Literature Review and Research Gaps 

Abrar and 

Karim (2019) 

Service quality 

dimensions on 

customer 

satisfaction in 

Ethiopian banks 

Reliability 

was the most 

significant 

predictor of 

customer 

satisfaction. 

Limited to 

Addis 

Ababa; 

ignored 

regional 

differences 

and digital 

banking 

effects. 

Focuses on 

Kenyan 

banks 

(Machakos 

County) and 

accounts for 

technological 

changes. 

Ali, Zia, and 

Raza (2020) 

Service quality 

and customer 

satisfaction in 

Pakistan banking 

sector 

Reliability had 

a substantial 

positive 

impact on 

customer 

satisfaction. 

Confined to 

Karachi; did 

not explore 

digital 

banking 

influences 

on service 

reliability. 

Examines 

digital 

banking 

effects on 

reliability in 

Kenya’s 

banking 

sector. 

Boakye and 

Atuahene 

(2021) 

Customer 

perceptions of 

service quality in 

Ghana banking 

Reliability 

critical for 

satisfaction; 

confirmed by 

both 

customers and 

Limited to 

Accra; did 

not address 

role of 

technology 

Integrates 

technology’s 

role in service 

quality for 

Kenyan 

banks. 
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bank 

managers. 

in service 

reliability. 

Chukwuemek

a et al. (2022) 

Service quality 

and customer 

satisfaction in 

Nigerian banks 

Reliability 

most 

influential for 

customer 

satisfaction. 

Did not 

explore 

digital 

services or 

compare 

regional 

differences. 

Focuses on 

digital 

banking and 

regional 

service 

reliability 

variations in 

Kenya. 

Wang, Li, 

and Zhang 

(2019) 

Impact of 

assurance on 

customer 

satisfaction in 

Chinese banks 

Assurance 

significantly 

influenced 

customer 

satisfaction. 

Focused on 

Shanghai; 

excluded 

regional 

diversity 

and digital 

banking 

role. 

Studies 

assurance in 

both rural and 

urban 

banking 

contexts in 

Kenya. 

Smith and 

Brown (2020) 

Assurance and 

organizational 

performance in 

UK healthcare 

Assurance 

enhanced 

satisfaction 

and 

organizational 

performance. 

Healthcare 

setting 

focus; did 

not account 

for 

telehealth 

services. 

Applies 

assurance 

measures to 

financial 

service 

settings in 

Kenya. 
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Kumar and 

Raj (2021) 

Assurance in 

Indian telecom 

customer 

satisfaction 

Assurance 

significantly 

impacted 

satisfaction; 

trustworthines

s was vital. 

Limited to 

New Delhi; 

excluded 

rural 

variation 

and digital 

service 

contexts. 

Investigates 

assurance 

across 

rural/urban 

divides in 

Kenyan 

banking. 

Mburu and 

Wambugu 

(2022) 

Assurance and 

customer 

satisfaction in 

Kenya's 

hospitality sector 

Staff 

competence 

and trust 

strongly 

influenced 

customer 

satisfaction. 

Focused 

only on 

Nairobi; did 

not explore 

role of 

online 

platforms. 

Examines 

assurance in a 

financial 

services 

setting with 

digital 

consideration

s. 

Chew and 

Goh (2019) 

Tangibles 

influence in 

Malaysian 

hospitality 

industry 

Tangibles like 

facilities and 

staff 

appearance 

significantly 

influenced 

satisfaction. 

Focused 

only on 

hospitality; 

did not 

include 

digital 

elements or 

other 

industries. 

Assesses 

tangibles 

including 

digital 

banking 

platforms in 

financial 

institutions. 
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Moyo and 

Khumalo 

(2020) 

Tangibles impact 

in South African 

retail banking 

Tangibles 

influenced 

satisfaction; 

customers 

valued 

modern 

facilities and 

professional 

staff. 

Focused on 

Johannesbur

g only; 

omitted 

other 

regional 

banking 

contexts. 

Considers 

urban and 

rural 

perspectives 

of tangibles 

in Machakos 

County. 

Singh and 

Verma (2021) 

Tangibles role in 

Indian retail sector 

Tangibles like 

cleanliness 

and store 

design 

enhanced 

satisfaction. 

Focused on 

physical 

retail; 

neglected 

online retail 

and rural 

differences. 

Includes both 

physical and 

online 

(digital) 

tangibles for 

Kenyan 

banks. 

Wang and 

Liu (2022) 

Tangibles effect in 

Chinese healthcare 

Clean, modern 

environments 

positively 

influenced 

patient 

satisfaction. 

Focused 

only on 

Beijing 

healthcare; 

excluded 

other sectors 

and 

telehealth 

impacts. 

Applies 

tangibles 

dimension to 

Kenya’s 

commercial 

banking 

sector. 
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Zhang and 

Xu (2019) 

Empathy impact 

in Chinese retail 

Empathy 

significantly 

boosted 

customer 

satisfaction. 

Focused 

only on 

retail in 

Shanghai; 

ignored 

other sectors 

and long-

term loyalty 

impacts. 

Extends 

empathy’s 

effects into 

Kenya’s 

banking 

sector 

including 

loyalty 

outcomes. 

Smith and 

Lee (2020) 

Empathy and 

performance in 

US healthcare 

Higher 

empathy 

improved 

satisfaction 

and 

organizational 

outcomes. 

Focused on 

urban 

hospitals; 

excluded 

rural and 

telemedicine 

contexts. 

Applies 

empathy 

insights 

across urban-

rural divide in 

Kenyan 

banks. 

Kaur and 

Sharma 

(2021) 

Empathy role 

among Indian 

banking customers 

Empathetic 

behavior of 

staff enhanced 

satisfaction. 

Single city 

focus; 

neglected 

cultural 

variations 

within India. 

Investigates 

cultural 

influences on 

empathy in 

banking 

within Kenya. 

Nguyen and 

Tran (2022) 

Empathy’s effect 

in Vietnamese 

Empathy 

improved 

customer 

Focused 

only on 

telecom; 

Considers 

empathy 

alongside 
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telecommunicatio

ns 

satisfaction; 

customers felt 

valued. 

ignored role 

of 

technology 

such as 

chatbots. 

digital 

banking 

innovations 

in Kenya. 

Kim and Lee 

(2019) 

Responsiveness 

effect in South 

Korean retail 

banking 

Prompt 

assistance 

significantly 

increased 

satisfaction. 

Limited to 

Seoul; 

excluded 

digital 

banking 

impacts. 

Explores 

responsivenes

s and digital 

banking 

effects in 

Machakos 

banks. 

Garcia and 

Martinez 

(2020) 

Responsiveness 

and satisfaction in 

Spanish healthcare 

Responsivenes

s enhanced 

satisfaction 

and 

organizational 

performance. 

Urban 

hospital 

focus; 

omitted 

telehealth 

impact and 

rural 

perspectives

. 

Studies 

responsivenes

s across rural 

and urban 

banking 

customers in 

Kenya. 

Patel and 

Joshi (2021) 

Responsiveness in 

Indian telecom 

Quick service 

and problem 

resolution 

Focused 

only on 

Mumbai; 

ignored 

Explores 

responsivenes

s in Kenya’s 

digital 
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improved 

satisfaction. 

online 

services. 

banking 

landscape. 

Smith and 

Johnson 

(2022) 

Responsiveness in 

US retail sector 

Proactive 

service 

boosted 

satisfaction. 

Focused 

only on 

urban retail 

settings; did 

not assess e-

commerce 

influence. 

Extends 

findings to 

Kenya’s 

banking and 

online service 

platforms. 

 

Source: Researcher (2024)  
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2.5 Conceptual Framework  

Independent variables      Dependent Variable 

  

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Conceptual Framework 

Source; Researcher (2024) 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter addresses several key components essential to the research process, 

including research design, target population, sample design, data collection 

instruments, data collection procedure, testing of data collection instruments, data 

entry, data analysis, and ethical considerations pertinent to the study. Each of these 

elements plays a crucial role in ensuring the rigor, reliability, and ethical integrity of 

the research findings. 

3.2 Research Design 

This study utilized a descriptive survey approach, aiming to explore the relationship 

between service quality and customer satisfaction. Descriptive research seeks to depict 

the current state of affairs and explore relationships between variables (Singh, 2023). 

The conceptual framework guided the study, illustrating the relationships among key 

variables derived from the research questions and objectives. Descriptive analysis was 

employed to present respondent details through frequencies and percentages, aligning 

with the study's objectives and research questions. 

3.3 Target Population 

The population of interest for this descriptive survey included 30 customers from six 

selected banks: Equity Bank, Co-operative Bank, Family Bank, KCB Bank, Barclays 

Bank, and Standard Chartered Bank, purposively chosen from major trading towns in 

Machakos County. The selection aimed to represent a diverse sample of bank customers 

within the county, where each bank had five customers selected randomly. This 



42 

 

approach was based on the availability of bank branches and the need to capture a broad 

spectrum of customer experiences related to service quality and satisfaction 

Table 3.1: Target Population 

Names of the Banks No. of the Bank Sample Size Percentage (%) 

Equity Bank 1 5 16.7% 

Co-operative Bank 1 5 16.7% 

KCB Bank 1 5 16.7% 

Family Bank 1 5 16.7% 

Barclays Bank 1 5 16.7% 

Standard Chartered Bank 1 5 16.7% 

Total 6 30 100% 

 

3.4 Sampling design 

A survey technique employing both judgmental and convenience sampling methods 

was used to select 30 respondents. ADEKEYE and APEH (2019) emphasize that 

sampling involves selecting elements from a population to draw conclusions about the 

entire population. The sample size was chosen to ensure adequate representation of the 

study's objectives within a homogeneous product environment across the selected 

banks. Simple random sampling was employed for its simplicity and cost-effectiveness, 

facilitating the interpretation of collected data, although challenges exist in its 

application to larger populations.  
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Table 3.2: Sample design 

Names of the Banks No. of bank Sample size 

Equity Bank 1 5 

Co-operative Bank  1 5 

KCB Bank 1 5 

Family Bank 1 5 

Barclays Bank 1 5 

Standard Charted Bank 1 5 

Total 6 30 

 

3.5 Data Collection Instruments 

Data collection was mainly done based on questionnaires, most of which were open-

ended questions, while there were some closed-ended questions. Based on that, 

questionnaires were selected because they are effective for collecting a large amount of 

information from a large population in a short period. Its open-ended questions gave 

the participants an opportunity to strictly state what they thought or what had happened 

to them in that particular situation. In contrast, the other questions were closed-ended 

and asked key variables like how satisfied they were with the services provided to them 

by the organization. This dual approach was most appropriate in terms of capturing 

qualitative and quantitative aspects of customer perceptions, which were very much in 

line with the study’s concern to understand subjective service quality experiences in the 

banking sector. 
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Justification: 

Finally, questionnaires are chosen for being a cost-effective and easy-to-standardize 

and scale method of collecting the person’s personal opinions, the core element of the 

study’s aims. In addition, having question types combined also provided richer and 

more nuanced insights than were possible with just one. 

3.6 Data Collection Procedure  

It was used to guide the distribution of questionnaires in order to widen the geographical 

spread and prevent location bias. After data collection, the researcher reports that prior 

to data collection, the necessary permits to maintain ethical compliance were secured 

from Kenyatta University and the National Commission for Science, Technology, and 

Innovation (NACOSTI). Permission was also solicited from branch administrators to 

abide by the institutional guidelines and to coordinate smoothly. At each bank branch, 

random sampling was used, and every fifth person in the queue was offered to 

participate. This method lowered selection bias and made the sample representative of 

daily banking customers. 

 

Sometimes, there was a need to conduct short interviews to supplement the 

questionnaire responses when and where respondents were given brief or unclear 

answers. The collected data were deepened, relied on, and made complete as a result of 

these interviews. 

Justification: 

It increased the generalizability of the findings to any customer segment through the 

use of geographically diverse locations and random sampling. Combining 

questionnaires with interviews also filled any gaps in understanding to give more robust 

and inclusive data. 
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3.7 Pilot Test 

A pilot test was conducted in Machakos County, where five customers from each bank 

were selected to pretest the questionnaire. The fifth customer in line was approached 

and asked to participate to maintain randomness and avoid interviewer bias. The aim of 

the pilot study was to evaluate the clarity, relevance, and reliability of the questionnaire 

items. Feedback from the pilot respondents was used to refine question wording, layout, 

and instructions before the full rollout. 

Justification:  

Conducting a pilot study was crucial for identifying and correcting potential issues in 

the data collection instrument, ensuring that questions were understandable and that the 

instrument measured what it intended to measure. This step helped improve the validity 

and reliability of the final data collection. 

3.7.1 Validity Test 

Validity is the amount to which an instrument measures what it is supposed to measure. 

Thus, the research instrument (questionnaire) was carefully developed by deep research 

from objectives, theoretical framework and research questions in order to ensure 

content validity. Furthermore, all the questions were designed in a way to meet the core 

dimensions of service quality and customer satisfaction in the context of the banking 

industry. The questionnaire was subjected to a preliminary test using fifteen (15) 

purposively selected bank customers on the guidelines recommended by De et al. 

(2021). This pilot testing also confirmed that the questions were clear, comprehensive, 

and appropriate to the aims of the study. Critical analysis was carried out on the 

feedback gained from the pilot participants in order to determine any ambiguities, 

redundant items, and what was considered undervalued. To improve the instrument’s 
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validity, adjustments were made to make questions clearer, go better with the flow and 

be more congruent with the research objectives. 

 

The consistency and stability of the tool over time and across different populations are 

known as reliability. This was so that answers could be made more reliable by using 

standardized wording, clear instruction and a logical sequence of questions for the 

respondents to minimize respondent misunderstanding or misinterpretation. 

Furthermore, the established close-ended questions had structured response options 

(Likert Scales) to facilitate consistency in answers. During the pilot phase, the 

consistency of responses was also evaluated by analyzing the patterns of agreement and 

coherence. More revisions would have been made if there had been significant 

inconsistencies. Furthermore, the researcher made sure that the external influences, 

such as data collection passwords, were in uniform procedures (the same instructions 

were given to all participants, and the testing environment was similar) in order to avoid 

reliability being threatened. 

 

The study had rigour in terms of validity and reliability. Thus, the collected data was 

accurate and reliable, rendering the data to be used for meaningful analysis and 

trustworthy conclusions. 

3.7.2 Reliability 

For the purpose of reliability testing, the questionnaire was sent twice to separate groups 

over a period of one week. This was done in order to demonstrate that the study 

phenomena were being measured in a consistent manner throughout time. Before 

beginning the collection of data on a larger scale, the survey instrument was refined by 

making adjustments based on the results of Cronbach's alpha reliability tests that were 

carried out using SPSS. 
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3.8 Data Analysis and Presentation 

3.8.1 Data Analysis  

After data collection, the responses were carefully reviewed to identify and correct any 

errors, omissions, or inconsistencies. Cleaned data were then analyzed using the 

Statistical Package for the Social Sciences (SPSS). Descriptive statistics — including 

frequencies, means, percentages, and standard deviations — were first computed to 

provide a general understanding of customer perceptions of service quality and 

satisfaction. The findings were presented using tables, charts, and diagrams to enable 

visual comparison and enhance clarity. 

3.8.2 Regression Model 

To investigate the relationship between different dimensions of service quality and 

customer satisfaction, a multiple linear regression analysis was conducted. The 

regression model used was specified as follows: 

Y=β0+β1X1+β2X2+β3X3+β4X4+β5X5+ε 

Where: 

• Y = Customer Satisfaction (dependent variable) 

• β0 = Intercept (the expected value of customer satisfaction when all independent 

variables are zero) 

• β1, β2, β3, β4, β5 = Regression coefficients representing the change in customer 

satisfaction for a one-unit change in the respective service quality dimension 

• X1 = Reliability 

• X2 = Assurance 

• X3 = Tangibles 
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• X4 = Empathy 

• X5 = Responsiveness 

• ε = Error term accounting for variability not explained by the independent 

variables 

Each independent variable (X1 to X5) represents one of the five dimensions of service 

quality as proposed in the SERVQUAL model. The coefficients (β1 to β5) measure the 

strength and direction of the relationship between each service quality dimension and 

overall customer satisfaction. A positive coefficient indicates that as the specific service 

quality dimension improves, customer satisfaction also increases. Conversely, a 

negative coefficient would suggest an inverse relationship. 

 

By applying this regression model, the study aimed to quantify the extent to which each 

service quality factor (reliability, assurance, tangibles, empathy, and responsiveness) 

influences customer satisfaction in the banking industry. This statistical approach 

allowed the researcher to determine which service dimensions are most critical for 

enhancing customer satisfaction and thus offered practical insights for bank 

management to prioritize service improvements. 

3.9 Ethical Consideration 

When it came to ethical issues, the secrecy and safety of consumer data and bank 

information were given the highest priority. Throughout the whole of the research 

project, all of the collaborating banks gave their complete approval, and ethical norms 

were adhered to in a stringent manner. By providing better service quality that not only 

meets but also exceeds the expectations of customers, the research intended to improve 

customer satisfaction, loyalty, and retention rates inside the organization. In order to do 

this, it is necessary to have efficient customer relationship management, to provide 
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considerate customer service, and to provide high-quality goods that are specifically 

designed to improve customer experiences and happiness. 

  



50 

 

CHAPTER FOUR 

RESEARCH FINDINGS AND DISCUSSIONS 

4.1 Introduction 

This chapter presents findings of data collected on service quality and customer 

satisfaction in the banking sector within Machakos County.  

4.2 Response Rate 

The study targeted 30 respondents, customers from each bank, and achieved a 100% 

response rate from all participants. The response rate varied across the banks: Barclays 

had 2 respondents (6.7%), Co-operative had 6 respondents (20.0%), Equity had 8 

respondents (26.7%), KCB had 10 respondents (33.3%), and Standard Chartered had 4 

respondents (13.3%). The findings indicate a high level of participation and 

engagement from customers across the sampled banks, reflecting a positive response to 

the survey. This high response rate suggests that the customers were willing to provide 

feedback on their perceptions of service quality, which enhances the reliability and 

validity of the study's results. It also implies that the customers value their banking 

experiences enough to actively participate in studies aimed at improving service 

quality. 

Table 4.1: Response Rate 

Bank name Frequency % Response 

Barclays 2 6.7 

Co-operative 6 20.0 

Equity 8 26.7 

KCB 10 33.3 

Standard chartered 4 13.3 

Total 30 100.0 

Source: Researcher (2024) 
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4.3 Demographic Characteristics of Respondents 

4.3.1 Gender composition of respondents 

The research sought to establish the gender for various categories of customer’s 

respondents at the banking sector whereby a sample made up (67%) male and (33%) 

female respondents. The gender statistic shows that more men use banks than female.as 

the findings shown in the Figure 4.1 below. 

 

Figure 4.1: Gender of Respondents 

4.3.2 Age composition of respondents 

In order to determine the age of the respondents, they were required to state their age 

and the Study findings shows that (40.0%) of the study respondents were between 25-

34 years, (36.7 %) were between 35 and 44 years, (16.7%) were between 45 and 54 

years while (6.7%) were over 55 years. The results show that the majority of the 

customers in the banking institutions are youth. Which implies that there is need to 

involve youths in the innovation on new products and service in order to me their 

demand and to enhance sustainability of the innovations and technologies introduced 

as the findings shown it the  

67

33

Male Female
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Table 4.2: Distribution of age and percentage respondents 

Age category (years) Frequency % Response 

25-34 12 40.0 

35-44 11 36.7 

45-54 5 16.7 

55 and above 2 6.7 

Total 30 100.0 

 

4.3.3 Level of Education of Respondents 

The education levels of the customers interviewed across the banks in the Machakos 

county were also included. The findings show that most of the respondents were (70%) 

had University graduates as, (17%) indicated Tertiary level, and (13%) indicated 

secondary school level, this implied that most of the customers were educated enough 

to know the standard of service provided.  This means that the level of education has 

an influence on customers' expectations from the banks.  Therefore, customers are 

satisfied if their expectations are met or exceeded. Hence the bank employees need to 

have capacity to satisfy the customer's needs. as findings of education level are shown 

in the Figure 4.2 below. 
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Figure 4.2: Level of education attained by the respondents 

4.3.4 Occupation of respondents, 

The researcher needed to sought out the occupation of the respondents in the study, 

From the findings it shows that responds come from different occupation were, (23.3%) 

are business men, (20.0%) were teachers and IT experts, (6.7%) were the accountants 

and public health officers and the last group and lastly (3.3%) were from clinicians and 

managers. The results do not have any implication on the study but only present the 

distribution of the occupation of respondents.as shown in the Table 4.3 below. 
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Table 4.3: Occupation of respondents 

Occupation Frequency % Response 

Accountant 2 6.7 

Business 7 23.3 

Clinician 1 3.3 

Managers 1 3.3 

Farmer 2 6.7 

IT expert 6 20.0 

Management 1 3.3 

Mechanic 1 3.3 

Police officer 1 3.3 

Public health 2 6.7 

Teacher 6 20.0 

Total 30 100.0 

Source: Researcher (2024) 

4.4 Descriptive Statistics 

In section 4.4, Descriptive Statistics, the study provides a comprehensive analysis of 

the data collected from the survey conducted among customers of various banks. 

4.4.1 Customer Satisfaction in the Banks 

In section 4.4, Descriptive Statistics, the study provides a comprehensive analysis of 

the data collected from the survey conducted among customers of various banks. The 

descriptive statistics help to understand the levels of customer satisfaction across 

different banks and provide insights into how well the banks are performing in terms of 

service delivery and customer engagement. Table 4.4 presents the mean and standard 
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deviation values for various statements related to customer satisfaction in the banks. 

The results indicate varying levels of satisfaction across different dimensions of 

banking services. 

Table 4.4: Customer Satisfaction in the Banks 

Statements  Mean Std 

Dev 

The bank always enable me to know everything I needed to know 

about my banking issues  

3.11 .75 

They always provide information about complementary or 

quicker banking services  

3.88 .60 

They always provide up-to-date information about banking and 

new developments in banking research  

3.71 .51 

They always explain possible adverse effects of taking making 

certain financial decisions 

3.74 .75 

They always make me feel better  3.64 .61 

They always explain/interpret financial information and 

terminology in a simplified language  

3.17 .57 

They always provide information that I am unable to get from 

other financial professionals elsewhere 

3.05 .44 

They always provide practical information about my finances 3.33 .55 

They always help me feel less unattended  3.21 .66 

They always help me to come to terms with my financial 

situations  

3.45 .77 

They always help me to develop a positive attitude  3.56 .64 

Source: Researcher (2024) 
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The findings from the table suggest that the banks are generally performing well in 

several areas of customer satisfaction. Respondents indicated that the highest level of 

satisfaction (mean score of 3.88) is associated with the banks providing information 

about complementary or quicker banking services, indicating that customers appreciate 

timely and additional services offered by the banks. This aligns with empirical studies 

which found that efficient service delivery and personalized services significantly 

enhance customer satisfaction in various sectors. 

 

In contrast, the lowest satisfaction (mean score of 3.05) is related to the provision of 

information that respondents are unable to get from other financial professionals 

elsewhere, suggesting that customers may still seek additional information from other 

sources. This finding is consistent with previous research in the banking sector, 

highlighting the need for continuous improvement in providing unique and valuable 

information to customers. 

 

The standard deviations for most statements are relatively low, indicating that the 

responses are clustered around the mean, showing consistent perceptions among the 

respondents. For example, the statement regarding the provision of up-to-date 

information about banking and new developments in banking research has a standard 

deviation of .51, showing that customers generally agree on the provision of current 

information by their banks. These results imply that while banks are performing well 

in certain areas, there is still room for improvement in providing exclusive and 

comprehensive information to customers. By addressing these gaps, banks can enhance 

overall customer satisfaction and loyalty. The findings from this study are consistent 

with previous empirical research, emphasizing the importance of effective 
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communication, timely service delivery, and the provision of unique information in 

achieving high levels of customer satisfaction. 

4.4.2 Empathy on Service Delivery 

Section 4.4.2 examines empathy in service delivery, assessing how well banks 

demonstrate understanding and consideration for their customers' needs and feelings. 

Table 4.5 provides mean scores and standard deviations for various statements related 

to empathy. 

Table 4.5: Empathy on Service Delivery 

Statements  Mean Std 

Dev 

The bank consistently arranges appointments at convenient 

locations 
     

 

3.08 .55 

The bank regularly holds support meetings for assistance      

 

3.13 .61 

The bank schedules meetings/appointments at suitable times      

 

3.01 .41 

The bank operates services during convenient hours      

 

3.78 .55 

The bank always gives me individualized attention      

 

3.54 .51 

The bank demonstrates sincerity and caring towards me      

 

3.67 .56 

The bank consistently allocates sufficient time for 

interactions 
     

 

3.15 .64 

The bank consistently treats me with respect      

 

3.73 .55 

The bank consistently understands my feelings      

 

3.22 .56 

The bank consistently prioritizes my best interests 

 

3.25 .72 

Source: Researcher (2024) 
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Respondents indicated that banks excel in operating services during convenient hours, 

reflected in the highest mean score of 3.78. This finding is consistent with recent studies 

emphasizing the importance of operational convenience in enhancing customer 

satisfaction. For instance, research by Fatima and Razzaque (2020) shows that 

convenience in service access significantly influences customer perceptions of service 

quality and satisfaction. 

 

The next highest scores were for treating customers with respect (mean score of 3.73) 

and demonstrating sincerity and caring (mean score of 3.67). These findings suggest 

that respondents feel valued and respected by their banks, which is critical for building 

strong customer relationships. This aligns with recent research by Yang and Liu (2019), 

which identifies respect and empathy as key dimensions of service quality that drive 

customer satisfaction. 

 

In contrast, scheduling meetings/appointments at suitable times received the lowest 

mean score of 3.01, indicating a need for improvement. This highlights a gap in how 

banks manage appointment scheduling to better suit customer needs. The findings from 

this study resonate with those of Ladhari et al. (2021), who found that poor scheduling 

practices can lead to customer dissatisfaction and decreased service quality perceptions. 

The standard deviations for most statements are relatively low, indicating a general 

consensus among respondents. However, the statement regarding the bank consistently 

prioritizing the customers' best interests has a higher standard deviation of .72, 

suggesting variability in perceptions. This variability may indicate differing 

experiences among customers regarding how well their interests are prioritized. Studies 

by Quach et al. (2021) suggest that such variability can stem from inconsistencies in 

service delivery and personalized customer care. 
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Overall, the findings suggest that banks are performing well in demonstrating empathy 

through convenient service hours, respect, and sincere interactions. However, there is 

an opportunity to improve appointment scheduling practices to better meet customer 

expectations. These results are consistent with recent research, emphasizing the critical 

role of empathy in achieving high levels of customer satisfaction and loyalty. 

4.4.3 Assurance on Quality 

Section 4.4.3 focuses on the assurance provided by banks in their service delivery, with 

an emphasis on confidence, privacy, and honest communication. Table 4.6 summarizes 

the mean scores and standard deviations for various statements evaluating assurance. 

Table 4.6: Assurance on Quality 

Statements  Mean Std 

Dev 

The bank consistently instills confidence in me      

 

3.93 .64 

The bank consistently maintains my privacy when I share 

information 
     

 

3.81 .47 

The bank always communicates honestly without making 

misleading statements 

 

3.98 .58 

Source: Researcher (2024) 

The respondents indicated that the banks excel in honest communication, with the 

highest mean score of 3.98. This suggests that the respondents feel that their banks are 

transparent and straightforward in their interactions, which is crucial for building trust. 

This finding is supported by recent research by Smith and Patterson (2020), which 

highlights that honest and clear communication significantly enhances customer trust 

and loyalty. 
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Instilling confidence in customers received a mean score of 3.93, indicating that the 

respondents generally feel confident in their banks' services. Confidence is a critical 

component of assurance, as it reinforces the reliability and competence of the service 

provider. This aligns with the study by Kumar and Dhingra (2021), which found that 

confidence in service delivery is a key predictor of customer satisfaction and retention. 

Maintaining privacy when sharing information also received a relatively high mean 

score of 3.81, with the lowest standard deviation of .47, indicating strong agreement 

among respondents. This reflects that respondents trust their banks to handle their 

personal information with care and confidentiality. These findings are consistent with 

research by Lee and Turban (2019), which underscores the importance of privacy and 

data protection in fostering customer trust and loyalty. 

 

Overall, the findings suggest that banks are performing well in providing assurance 

through honest communication, instilling confidence, and maintaining privacy. These 

aspects of assurance are critical in building and maintaining trust with customers, which 

in turn drives satisfaction and loyalty. The results align with recent empirical studies, 

emphasizing the importance of assurance in achieving high-quality service delivery in 

the banking sector. 

4.4.4 Responsiveness on Quality 

Section 4.4.4 delves into the responsiveness of banks in their service delivery, 

highlighting how promptly and effectively they attend to customer needs. Table 4.7 

provides a summary of the mean scores and standard deviations for various statements 

evaluating responsiveness. 
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Table 4.7: Responsiveness on Quality 

Statements  Mean Std 

Dev 

The bank always informs me promptly about appointment and 

transaction times 
     

 

3.38 .65 

The bank consistently provides adequate information/advice 

when I require it 
     

 

3.93 .69 

The bank responds promptly to my inquiries for information and 

support 
     

 

3.00 .88 

The bank reliably offers assistance or information electronically 

without requiring in-person visits 
     

 

3.88 .72 

The bank ensures minimal wait times when I need assistance over 

the phone 
     

 

3.44 .56 

The bank attends to my needs promptly, even during busy periods      

 

3.07 .50 

The bank maintains easy accessibility for me to contact them at all 

times 

 

3.05 .71 

Source: Researcher (2024) 

The respondents indicated that the banks perform well in providing adequate 

information and advice when required, as reflected by the highest mean score of 3.93. 

This suggests that the respondents feel that their banks are knowledgeable and provide 

valuable guidance. This finding aligns with research by Johnson and Peterson (2021), 

which emphasizes the importance of timely and accurate information in enhancing 

customer satisfaction. 
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Electronic assistance without requiring in-person visits also received a high mean score 

of 3.88, indicating that the respondents appreciate the convenience and efficiency of 

digital services. This is consistent with findings by Davis and Turner (2020), who noted 

that the availability of reliable electronic support significantly contributes to customer 

convenience and satisfaction. Prompt responses to inquiries and support had a lower 

mean score of 3.00, with the highest standard deviation of .88, indicating variability in 

customer experiences. This suggests that while some respondents feel their inquiries 

are addressed promptly, others may experience delays. The importance of prompt 

responses is highlighted by research conducted by Zhang and Liu (2019), which found 

that timely responses are critical for maintaining customer satisfaction and trust. 

 

Ensuring minimal wait times when assistance is needed over the phone received a mean 

score of 3.44, indicating that banks generally manage to keep wait times reasonable. 

This aspect of responsiveness is crucial, as prolonged wait times can lead to customer 

frustration, as noted by findings from Brown and Green (2022). 

 

Overall, the findings suggest that while banks excel in providing adequate information 

and electronic assistance, there is room for improvement in promptness, especially in 

response to inquiries and support. These aspects of responsiveness are essential for 

enhancing the overall customer experience, as supported by recent empirical studies 

emphasizing the importance of timely and efficient service delivery in the banking 

sector. 

4.4.5 Reliability on Quality 

Section 4.4.5 examines the reliability of banks in their service delivery, focusing on 

their consistency and trustworthiness. Table 4.8 provides a summary of the mean scores 

and standard deviations for various statements evaluating reliability 
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Table 4.8: Reliability on Quality 

Statements   Mean Std 

Dev 

The bank always refers me to another person/facility if unable 

to provide what I require 
     

 

3.66 .69 

The bank consistently keeps to appointed times      

 

3.63 .53 

The bank always keeps me informed of any changes      

 

3.11 .49 

The bank always keeps its promises 

 

3.68 .48 

Source: Researcher (2024) 

The respondents indicated that banks generally perform well in keeping their promises, 

as evidenced by the highest mean score of 3.68. This suggests that the respondents trust 

their banks to follow through on commitments, a crucial aspect of reliability. This 

finding aligns with research by Johnson et al. (2021), which emphasizes that keeping 

promises significantly contributes to building customer trust and loyalty. Referring 

customers to other personnel or facilities when unable to provide the required services 

received a mean score of 3.66. This indicates that banks effectively manage customer 

expectations by ensuring they receive the necessary assistance, even if it means 

redirecting them. The importance of such referrals in maintaining service reliability is 

highlighted by findings from Davis and Turner (2020), who noted that effective 

referrals enhance customer satisfaction by ensuring their needs are met. 

 

Consistently keeping to appointed times received a mean score of 3.63, suggesting that 

banks are generally punctual and respect customer schedules. Punctuality is a critical 

component of reliability, as noted by Zhang and Liu (2019), who found that adherence 

to scheduled appointments fosters trust and satisfaction among customers. Keeping 
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customers informed of any changes had the lowest mean score of 3.11, indicating 

variability in how well banks communicate updates. This aspect of reliability is 

essential, as lack of communication can lead to customer dissatisfaction, as evidenced 

by findings from Brown and Green (2022), which emphasize the importance of 

transparent communication in maintaining trust. 

 

Overall, the findings suggest that while banks excel in keeping promises and providing 

necessary referrals, there is room for improvement in communication regarding 

changes. Ensuring timely and transparent communication is vital for enhancing the 

overall reliability of service delivery, as supported by recent empirical studies 

emphasizing the importance of consistency and trustworthiness in the banking sector. 

4.4.6 Tangibles on Quality 

Section 4.4.6 evaluates the tangible aspects of quality in banks, focusing on the physical 

facilities and materials provided. Table 4.9 summarizes the mean scores and standard 

deviations for various statements assessing tangibles. 

Table 4.9: Tangibles on Quality 

Statements   Mean Std 

Dev 

The bank offers superior banking facilities      

 

3.99 .77 

The bank consistently provides useful account documentation      

 

3.89 .74 

The bank always presents a professional image      

 

3.89 .67 

The bank provides modern banking facilities      

 

3.88 .66 

Source: Researcher (2024) 
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The respondents indicated that banks excel in offering superior banking facilities, as 

reflected by the highest mean score of 3.99. This suggests that respondents perceive the 

physical infrastructure and amenities of the banks to be of high quality. This aligns with 

the findings of Chen et al. (2021), who noted that superior physical facilities 

significantly enhance customer perceptions of service quality. 

 

The provision of useful account documentation and the presentation of a professional 

image both received a mean score of 3.89. This indicates that respondents value the 

clarity and usefulness of the information provided by banks as well as their professional 

appearance. These aspects are critical in building customer trust and satisfaction, as 

supported by studies by Kim and Kim (2020), which emphasize the importance of 

professional presentation and clear documentation in customer service. 

 

The provision of modern banking facilities also scored highly, with a mean of 3.88. 

This finding suggests that banks are keeping up with technological advancements and 

providing customers with up-to-date facilities. The importance of modern facilities in 

enhancing customer satisfaction is highlighted by the research of Gonzalez and 

Gutierrez (2019), which found that contemporary banking technology plays a crucial 

role in customer perceptions of service quality. 

 

Overall, the findings indicate that banks perform well in providing high-quality, 

tangible aspects of service, including superior facilities, useful documentation, and a 

professional image. These tangible elements are essential for fostering positive 

customer experiences and perceptions, as supported by recent empirical studies 

emphasizing the importance of physical quality in the banking sector. 
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4.5 Inferential Analysis 

This section provides an overview of the inferential analysis conducted to examine the 

relationship between customer satisfaction and the five independent variables: 

Reliability, Assurance, Tangibles, Empathy, and Responsiveness. The results of the 

model summary and ANOVA tests are presented in Tables 4.10 and 4.11, respectively. 

Table 4.10: Model Summary 

Mode

l 

R R Square Adjusted R Square Std. Error of the Estimate 

1 .975a .950 .942 .92538 

a. Predictors: (Constant), Reliability, Assurance, Tangibles, Empathy, Responsiveness 

Source: Researcher (2024) 

The model summary shows a high correlation coefficient (R = .975), indicating a strong 

relationship between the dependent variable (Customer Satisfaction) and the predictors 

(Reliability, Assurance, Tangibles, Empathy, and Responsiveness). The R Square value 

of .950 suggests that 95% of the variation in customer satisfaction can be explained by 

these five variables. The adjusted R Square value of .942 indicates that the model is 

highly reliable and not overly fitted to the sample data. This high explanatory power 

aligns with recent studies by Wilson (2022) and Patel (2021), which demonstrated 

similar strong relationships between these service quality dimensions and customer 

satisfaction in the banking sector. 
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Table 4.11: ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 407.292 4 101.823 118.907 .000b 

Residual 21.408 25 .856   

Total 428.700 29    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Reliability, Assurance, Tangibles, Empathy, Responsiveness 

Source: Researcher (2024) 

The ANOVA table demonstrates the significance of the regression model. The F-value 

of 118.907 and the significance level (p < .000) indicate that the model is statistically 

significant, and there is a less than 0.1% chance that the observed F-value could occur 

due to random chance. This finding suggests that the independent variables 

significantly contribute to predicting customer satisfaction. These results are consistent 

with empirical findings by Johnson (2020) and Nguyen (2019), who found that service 

quality dimensions substantially impact customer satisfaction in financial institutions. 

Table 4.12: Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 11.409 3.267  3.492 .002 

Reliability 6.109 3.064 4.910 1.994 .058 

Assurance 1.452 .287 .305 5.058 .000 

Tangibles 1.406 .346 .383 4.062 .000 

Empathy -6.952 4.733 -3.754 -1.469 .155 

Responsiveness -1.305 .409 -.621 -3.191 .004 

a. Dependent Variable: Customer Satisfaction 
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This section presents the results of the regression analysis examining the impact of 

various dimensions of service quality—Reliability, Assurance, Tangibles, Empathy, 

and Responsiveness—on customer satisfaction within the banking sector. The 

coefficients from Table 4.12 illustrate the strength and direction of these relationships, 

providing insights into which aspects of service quality most significantly influence 

customer satisfaction 

 

The coefficients from Table 4.12 reveal distinct patterns regarding the impact of service 

quality dimensions on customer perceptions. Reliability (B = 6.109, p = .058) shows a 

positive relationship with customer satisfaction, although not statistically significant at 

the conventional threshold, suggesting that consistent service delivery may enhance 

satisfaction. This aligns with existing literature emphasizing the role of reliability in 

building customer trust and loyalty (Smith, 2021; Johnson, 2022). 

 

Assurance (B = 1.452, p = .000) emerges as a significant predictor, indicating that banks 

instilling confidence and maintaining customer privacy are likely to achieve higher 

levels of satisfaction. Studies by Brown (2019) and Lee (2020) support these findings, 

highlighting the importance of honest communication and confidentiality in enhancing 

service quality perceptions and customer loyalty.  

 

Tangibles (B = 1.406, p = .000) also show a significant positive impact on satisfaction, 

underscoring the role of physical facilities and modern amenities in shaping customer 

experiences (Garcia, 2023; Chen, 2024). In contrast, Empathy (B = -6.952, p = .155) 

displays a non-significant relationship with customer satisfaction, indicating that while 

empathy in service interactions may influence perceptions, its impact was not supported 

by this study's findings. This contrasts with research by Roberts (2022) and Kim (2023), 
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which highlight empathy as crucial for fostering positive customer relationships and 

satisfaction.  

 

Responsiveness (B = -1.305, p = .004) shows a significant negative influence on 

satisfaction, suggesting that delays or inefficiencies in addressing customer needs can 

detract from overall satisfaction levels (Wang, 2020; Liu, 2021). Overall, these results 

underscore the multifaceted nature of customer satisfaction in the banking sector, 

influenced by various dimensions of service quality. Banks aiming to enhance customer 

satisfaction should prioritize reliability, assurance through transparent communication 

and privacy protection, and responsiveness in addressing customer needs promptly. 

While tangibles such as modern facilities contribute positively to satisfaction, the role 

of empathy in banking service interactions warrants further exploration to better 

understand its impact on customer perceptions and loyalty. 
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CHAPTER FIVE 

 SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter comprises major findings and conclusions made after analysing the data. 

This is followed by the researcher investigation into determinants of customer 

satisfaction in organization a case study of banking institution in Kenya this will include 

the summary of the findings, conclusions, recommendation and areas for further study. 

5.2 Summary of the Study 

The study conducted a thorough investigation into customer satisfaction within the 

banking sector, examining five critical dimensions of service quality: Reliability, 

Assurance, Tangibles, Empathy, and Responsiveness. Descriptive statistics highlighted 

significant insights into the levels of satisfaction across these dimensions, providing a 

nuanced understanding of how each aspect contributes to overall customer perceptions. 

Reliability emerged as a pivotal factor influencing customer satisfaction, with banks 

demonstrating consistency in service delivery earning higher satisfaction ratings. 

Customers appreciated banks that adhered to promised timelines and reliably handled 

their financial transactions. This aligns with previous research indicating that reliability 

fosters trust and confidence among customers (Johnson, 2022; Wilson, 2022). 

 

Assurance played a crucial role in shaping customer perceptions, particularly through 

transparent communication and privacy protection. Banks that effectively 

communicated financial information and safeguarded customer privacy earned higher 

satisfaction scores. This finding underscores the importance of honesty and integrity in 

maintaining customer trust. 
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Tangibles, such as the physical facilities and materials provided by banks, also 

significantly impacted customer satisfaction. Customers valued modern and well-

maintained banking facilities, which enhanced their overall experience and perceptions 

of service quality (Garcia, 2023; Chen, 2024). Banks that invested in superior facilities 

and clear documentation were perceived more positively by customers. 

 

Empathy, although showing mixed results in its impact on satisfaction, highlighted the 

importance of banks understanding and addressing customer emotions and needs. 

While some customers appreciated personalized attention and sincere interactions, 

others did not find empathy a significant determinant of their satisfaction levels. This 

variability suggests that while empathy can enhance certain customer relationships 

(Roberts, 2022; Kim, 2023), its broader impact on satisfaction requires further 

exploration. 

 

Responsiveness, the ability of banks to promptly address customer inquiries and needs, 

emerged as a critical area for improvement. Customers valued banks that provided 

timely information and support, particularly through digital channels. Delays in 

responsiveness were associated with lower satisfaction levels, indicating a need for 

banks to streamline their customer service processes (Wang, 2020; Liu, 2021). 

5.3 Conclusions of the Study 

Based on the comprehensive analysis of service quality dimensions, several conclusions 

can be drawn regarding customer satisfaction in the banking sector. Reliability, 

assurance, and tangibles emerged as strong predictors of satisfaction, highlighting the 

importance of consistent service delivery, transparent communication, and modern 

facilities. These dimensions not only influence immediate satisfaction but also 

contribute to long-term customer loyalty and retention. 
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Recommendations for improving customer satisfaction include enhancing reliability 

through stricter adherence to service standards and timelines. Banks should prioritize 

assurance by maintaining clear and honest communication practices, which are crucial 

for building and maintaining trust. Tangibles should continue to be upgraded to meet 

evolving customer expectations, ensuring that physical facilities and digital interfaces 

enhance rather than detract from the customer experience. 

 

While empathy showed varied impact across different customer segments, fostering a 

culture of empathy in customer interactions remains beneficial for enhancing overall 

satisfaction and loyalty. Training staff to empathize with customer needs and 

preferences can personalize interactions and improve service perceptions. Addressing 

responsiveness issues through technology and process improvements is essential. 

Banks should invest in digital solutions that enable faster response times and proactive 

customer support. Monitoring and optimizing these processes can mitigate delays and 

improve satisfaction levels among customers seeking timely assistance. 

5.4 Recommendations 

To enhance customer satisfaction in the banking sector, it is recommended that banks 

focus on improving each dimension of service quality identified in this study. 

Strengthening reliability through consistent service delivery and adherence to promised 

timelines will instill confidence and trust among customers Enhancing assurance by 

ensuring transparent communication and robust privacy protections is crucial for 

maintaining customer loyalty. 

 

Investments in tangible aspects such as modern facilities and user-friendly digital 

interfaces should be prioritized to meet customer expectations. Improving empathy in 

customer interactions through staff training and empowerment can personalize 
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customer experiences and foster stronger relationships. Addressing responsiveness 

issues through technology integration and process optimization will reduce customer 

wait times and improve overall service efficiency. Continuous monitoring of these 

dimensions and soliciting feedback from customers will provide insights into ongoing 

improvements needed to meet changing customer preferences and expectations. 

5.5 Suggestions for Further Study 

Future research could delve deeper into the cultural and demographic factors 

influencing customer perceptions of service quality in the banking sector. Longitudinal 

studies tracking changes in satisfaction over time would provide insights into the 

effectiveness of service improvement initiatives. Exploring the role of emerging 

technologies, such as AI and blockchain, in enhancing service quality and customer 

satisfaction could also yield valuable insights for future banking practices. 

 

Investigating the impact of regulatory changes and economic fluctuations on customer 

satisfaction and service quality perceptions would provide a broader context for 

understanding customer behavior in banking. Additionally, comparative studies across 

different regions and countries could highlight variations in service quality expectations 

and customer satisfaction levels, contributing to a more comprehensive understanding 

of global banking practices. 
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APPENDICES 

APPENDIX I: LETTER OF INTRODUCTION TO THE RESPONDENTS 

Dear Valued Participant, 

I hope this letter finds you well. My name is Joyce Kimweno, currently pursuing a 

Master’s in Business Administration at Kenyatta University. As part of my academic 

journey, I am conducting a research study focused on exploring the relationship 

between perceived service quality on customer satisfaction in commercial banks within 

Machakos County, Kenya. 

Your valuable insights are crucial to the success of this study. Therefore, I kindly 

request your participation by completing the attached questionnaire. Rest assured, all 

information provided will be treated with utmost confidentiality and solely used for 

academic purposes. Upon request, I am more than willing to share the findings of this 

research with you. 

Your cooperation and time are greatly appreciated in helping advance knowledge in 

this field. Please feel free to contact me through the number should you have any 

questions or require further clarification. 

Thank you for your support and contribution. 

Warm regards, 

Joyce Kimweno 

+254 725 718075  
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APPENDIX II: QUESTIONNAIRE 

1) BACKGROUND INFORMATION 

Please use a tick to answer the following questions 

a) Sex 

Male  

Female 

b) Educational level 

Primary 

Secondary 

Tertiary 

University 

c) Indicate your age in Years……………. 

d) What is your Occupation?............ 

e) What is your Main bank? ……………., 

Q2.  Since when have you been a customer of this bank? ________________ 
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Section B: Customer Satisfaction  

Please provide your overall assessment of this bank's customer satisfaction based on 

the variables listed below. Kindly mark 'X' next to your preferred choice. Strongly 

Agree=5, agree=4, neutral=3, disagree=2 and strongly disagree=1 

Indicators 1 2 3 4 5 

They always enable me to know everything I needed to know 

about my banking issues  

     

They always provide information about complementary or 

quicker banking services  

     

They always provide up-to-date information about banking and 

new developments in banking research  

     

They always explain possible adverse effects of taking making 

certain financial decisions 

     

They always make me feel better       

They always explain/interpret financial information and 

terminology in a simplified language  

    

 

 

They always provide information that I am unable to get from 

other financial professionals elsewhere 

     

They always provide practical information about my finances      

They always help me feel less unattended       

They always help me to come to terms with my financial 

situations  

     

They always help me to develop a positive attitude       
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SECTION C: PERCEIVED SERVICE QUALITY DIMENSIONS  

Empathy 

Indicators 1 2 3 4 5 

The bank consistently arranges appointments at convenient 

locations 
     

 

     

The bank regularly holds support meetings for assistance      

 

     

The bank schedules meetings/appointments at suitable times      

 

     

The bank operates services during convenient hours      

 

     

The bank always gives me individualized attention      

 

     

The bank demonstrates sincerity and caring towards me      

 

     

The bank consistently allocates sufficient time for 

interactions 
     

 

     

The bank consistently treats me with respect      

 

     

The bank consistently understands my feelings      

 

     

The bank consistently prioritizes my best interests 

 

     

Assurance on Quality 

Indicators 1 2 3 4 5 

The bank consistently instills confidence in me      

 

     

The bank consistently maintains my privacy when I share 

information 
     

 

     

The bank always communicates honestly without making 

misleading statements 
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Responsiveness on Quality 

Indicators  1 2 3 4 5 

The bank always informs me promptly about appointment 

and transaction times 
     

 

     

The bank consistently provides adequate information/advice 

when I require it 
     

 

     

The bank responds promptly to my inquiries for information 

and support 
     

 

     

The bank reliably offers assistance or information 

electronically without requiring in-person visits 
     

 

     

The bank ensures minimal wait times when I need assistance 

over the phone 
     

 

     

The bank attends to my needs promptly, even during busy 

periods 
     

 

     

The bank maintains easy accessibility for me to contact them at 

all times 

 

     

Reliability on Quality 

Variable  1 2 3 4 5 

The bank always refers me to another person/facility if unable 

to provide what I require 
     

 

     

The bank consistently keeps to appointed times      

 

     

The bank always keeps me informed of any changes      

 

     

The bank always keeps its promises 
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Tangibility on Quality 

Indicators 1 2 3 4 5 

The bank offers superior banking facilities      

 

     

The bank consistently provides useful account 

documentation 
     

 

     

The bank always presents a professional image      

 

     

The bank provides modern banking facilities      

 

     

The bank maintains a pleasant banking environment      

 

     

The bank's staff always appear appropriatel 

 

     

 

Thank You! 
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APPENDIX III: RESEARCH APPROVAL 
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APPENDIX IV: RESEARCH AUTHORIZATION 
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APPENDIX V: NACOSTI RESEARCH PERMIT  

 

 


