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ABSTRACT

This study seeks to examine the determinants of customer satisfaction within a retail banking

setting through qualitative inquiry among bank customers in the city. Unlike existing literature

that uses SERVQUAL surveys and regression analysis, this study focuses on customers’

subjective interpretation of their interactions. The qualitative analysis utilized reflexive thematic

analysis of twenty in-depth semi-structured interviews.

Results show that the determinants of customer satisfaction are service quality and branch

experience, digital banking experience and infrastructure constraints, trust and relationship

quality, and complaint management and service recovery. Moreover, age, occupation, personal

income and socioeconomic status shape distinct pathways to building customer satisfaction.

Infrastructure-constrained channel migration is a novel phenomenon that reveals customer

experience and satisfaction determinants that emerge in the context of network outage-induced

frustration from customers on the digital banking channel.

The study offers five recommendations to RTK Bank on how to improve service delivery,

digital banking experience, customer relationship and trust, complaint management, and

transparency on bank charges after the 2017–2019 banking crisis in Ghana.

Keywords: customer satisfaction, retail banking, service quality, SERVQUAL, trust, digital
banking, qualitative research, Ghana, thematic analysis, post-crisis banking
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INTRODUCTION

1.1 Introduction

This chapter sets out the context and rationale for the study. It starts with a background

discussion of customer satisfaction in retail banking at the global level, then narrows it down to

Africa and Ghana specifically. After that, it explains the research problem, the purpose of the

study, the objectives, and the research questions. The chapter ends with an overview of how the

rest of the study is structured.

1.2 Background

Over the past two decades, the retail banking sector has evolved in response to advances in

technology, growing competition, and shifting customer needs (Levesque & McDougall, 1996).

Until recently, a retail bank competed mostly on the basis of the strength of its physical

presence, its product range, and its reputation. Banks' service quality was evaluated on the basis

of in-person, face-to-face relationships at bank branches and customer satisfaction was seen as a

function of people's interpersonal service encounters. However, the development of financial

technology, mobile money, and other forms of electronic banking has changed this. The basis

for competitive advantage in the retail banking environment is now increasingly being shifted to

efficient, reliable and customized delivery of service at the right time, via any channel (Cho et

al., 2023).

Customer satisfaction is generally accepted as a crucial factor that influences customer loyalty

and retention however it is influenced by a bank's performance(Islam et al., 2021). Despite this

agreement about the importance of customer satisfaction, there is considerable disagreement in

the banking research literature about the meaning or definition of customer satisfaction and how

best to measure it, especially for those retail banking services in contexts where rapid

technological change is taking place. The SERVQUAL model, which is the most well-known

and widely used service quality scale in the retail banking industry, measures the quality of

service provided by a retail bank based on five key dimensions: reliability, responsiveness,

assurance, empathy and tangibles (Parasuraman et al., 1988). SERVQUAL has been widely

applied in research on service quality in the retail banking industry across both developed

(Ofosu-Boateng & Acquaye, 2020) and developing (Asare-Larbi, 2023) contexts.

But in recent years, it has become apparent that the SERVQUAL model may be unable to

measure all of the dimensions that comprise customer satisfaction and service quality in today's
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retail banks (Chitamba, 2024). As a result, a bank's customer satisfaction may also include other

constructs such as system quality, ease of use, technology, security and customer emotion.

These constructs are not adequately measured using the SERVQUAL scale. Customer

satisfaction has recently come to be seen as a multidimensional construct and as being more

experience than a functional one (Mainardes & Freitas, 2023). Most studies on customer

satisfaction in retail banks to date have used quantitative research methods, while useful for

uncovering statistical relationships between selected variables, it cannot be used to explain how

customers understand and experience satisfaction in their own words and in the context of their

specific bank interactions. More qualitative research, that seeks to explore the subjective,

contextual and experiential nature of customer satisfaction, is becoming increasingly necessary

(Shankar et al., 2020).

These issues are particularly salient for the retail banking sectors in countries like Ghana, where

the financial services industry is experiencing rapid and unusual development. Ghana has

undergone a major period of change in its financial sector in recent years. In fact, between 2017

and 2019, the Bank of Ghana (BOG) undertook a major restructuring of the banking system that

saw numerous banks in the financial sector either amalgamated and restructured or wound down.

There is evidence to suggest that this has impacted the overall confidence that the Ghanaian

public has in the stability of retail banking services (CIMG, 2024). Meanwhile, the growth in

the penetration of mobile money has meant that consumers have higher expectations of the

services provided by their banking institutions, and are also less willing to tolerate delays in

transaction times than before (Anouze & Alamro, 2020). Therefore, in Ghana, customer

satisfaction might include elements of service quality such as reliability, responsiveness and

trust as well as institutional trust, technology and system quality and it might also include

contextual factors and other constructs that are particular to the Ghanaian banking environment.

Although there has been a proliferation of studies investigating customer satisfaction in the

banking industry ( Asare-Larbi, 2023), qualitative studies that focus on the construction and

interpretation of satisfaction experiences in a specific urban setting have been scant. Therefore,

this study seeks to explore how customers in the city, one of Ghana's largest commercial towns

with a diverse customer population comprising students, traders, professionals, and informal

sector workers, construct their banking satisfaction in retail banking through a qualitative

approach. In this study we adopt the qualitative, interpretation perspective.
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1.3 Problem Statement

There is a vast amount of literature that has examined customer satisfaction in retail banking;

yet there remain significant knowledge gaps in our understanding of customer satisfaction in

emerging markets, especially those characterized by rapid changes in institutions, technological

innovations, and socio-economic contexts. The literature has predominantly been based on

quantitative SERVQUAL based methodology to understand how the perceived service quality

dimensions are related to customer satisfaction (Parasuraman et al., 1988). Although this

research has highlighted the relative importance of service quality dimensions such as reliability,

responsiveness, empathy, etc. and the statistical relationship between them, it cannot fully

explain how the importance of service quality dimensions vary for individual customers and the

specific reasons for these variations. These quantitative studies generally assume that customers

evaluate service quality and are similarly affected by all the service quality dimensions.

However, the literature consistently suggests that customer satisfaction is shaped by unique

expectations, past experiences, and local conditions that quantitative questionnaires cannot

address adequately (Chitamba, 2024).

Furthermore, satisfaction with the relationship dimensions of the banking services has been a

source of contention. Trust is a key predictor of customer satisfaction (Izogo et al., 2017) but

scholars remain unclear as to how trust relates to customer satisfaction (is it an antecedent, a

mediator, or the result of cumulative experiences) and this conceptual ambiguity constrains the

explanatory capacity of the theories and models to account for the ways in which trust develops,

changes, or is maintained in the context of individual customer experiences and varying

institutional environments. In Ghana, the banking sector experienced a major crisis in 2017-

2019, and this has influenced the development of public opinion and confidence in the industry

(CIMG, 2024) but this context has not been included in any of the quantitative empirical studies

of the banking service.

Moreover, research on customer satisfaction with digital banking has revealed some

deficiencies. While there have been recent investigations that have recognized the importance of

digital service quality dimensions, such as system quality, information quality, service

responsiveness, website functionality, etc. (Nguyen et al., 2024), the underlying theory remains

focused on a scenario where technology infrastructure is stable and the selection of the channel

to access banking services is not constrained. This does not capture customer satisfaction

experiences in an environment where, for example in Ghana, customers may be forced to switch

from an online channel to an offline one due to poor connectivity or power supply (Bouteraa et
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al., 2021) and there is no theory available to account for the emotional response of such

infrastructurally mediated service encounters in the context of developing markets. In addition,

there is limited research on the emotional components of customer satisfaction (sense of

recognition, frustration, trust, anxiety, etc.) of the relationship between the emotional response

and customer satisfaction in the banking literature, especially in the case of Ghana (Asare-Larbi,

2023), to identify what makes the customers satisfied and how they interpret such satisfiers in

their banking relationship.

It is especially important in multicultural and urbanized countries where socioeconomic status

affects differentially people’s relational expectations and construction of satisfaction with

service providers (Mori et al. 2024). To address the aforementioned research gaps, the present

study has adopted a qualitative-interpretive methodology to understand the experiences of retail

banking customers in the city, and the ways in which they construct, experience and assess their

satisfaction and dissatisfaction of their banking services. Through the focus of customer voice,

the study hopes to contribute context-based insights, to add and critique on previous research

models.

1.4 Research Purpose

The study aims to understand the perceptions, experience and interpretation of satisfaction and

dissatisfaction among retail banking customers in the city; identify the main factors that drive

satisfaction and dissatisfaction in banking experiences; and assess the effects of socioeconomic

and demographic differences in the construction of satisfaction among different customer

groups.

1.5 Research Objectives

1. To examine the perceptions and definitions of satisfaction and dissatisfaction with banking

experiences among retail banking customers in the city.

2. To identify the main factors that drive retail banking customers in the city to be satisfied or

dissatisfied with their banking experiences.

3. To assess how socioeconomic and demographic differences contribute to variations in the

construction of satisfaction and dissatisfaction among retail banking customers in the city.
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1.6 Research Questions

1) How do retail banking customers in the city define and perceive satisfaction and

dissatisfaction with banking experiences?

2) What drives retail banking customers in the city to feel satisfied and dissatisfied with

banking experiences?

3) How do socioeconomic and demographic differences contribute to variations in the

construction of satisfaction and dissatisfaction among retail banking customers in the city?

1.7 Organization of the Study

This dissertation is comprised of six chapters. Chapter one introduces the background to the

study, statement of the problem, the purpose, research objectives and the research questions.

Chapter two presents the theoretical underpinning of the study, a review of literature on

customer satisfaction, service quality, customer trust, digital banking and context in the study of

retail banking. Chapter three outlines the qualitative research approach employed in the study

including research design, the sampling strategy, data collection method, data analysis method

and ethical considerations. Chapter four discusses empirical results derived from in-depth semi-

structured interviews of retail banking customers in the city in terms of four main themes.

Chapter five explores the theoretical analysis and discussion of empirical results vis-à-vis

existing studies. Chapter six concludes the study with discussion of contributions to theory,

practical recommendations, limitations, and directions for future research.
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THEORETICAL FRAMEWORK

The purpose of this chapter is to build a solid theoretical basis for a study of customer

satisfaction within the retail banking sector. This review is based on five main themes of related

literature, including theories of customer satisfaction, service quality and SERVQUAL,

relationship marketing and trust, digital banking service quality and contextual/situational

factors. Each topic introduces concepts, discusses dominant approaches, and highlights their

shortcomings. The chapter ends with a conceptual framework that emerges from a review of the

theoretical literature presented, and which directs the empirical study presented in this chapter.

The underlying theoretical issue here is whether these frameworks, especially the SERVQUAL

model, adequately explain customer satisfaction in the banking sector, specifically in emerging

markets, considering the context in question (e.g., digital banking services and economic crisis).

It is this issue that forms the basis of the qualitative approach in this research and theoretical

position.

2.1 Customer Satisfaction in Retail Banking

2.1.1 Defining customer satisfaction

A common conception of customer satisfaction is that customer satisfaction is the evaluation a

customer makes of a product or service experience relative to what was previously expected by

them (Oliver, 1980 as cited in Islam et al., 2021). Research shows that customer satisfaction is a

crucial determinant of customer loyalty, retention, and long-term performance ( Siriwong et al.,

2024). However, despite its widespread recognition, a lot of discussion surrounds the best way

to measure and define customer satisfaction, given that the retail banking environment has

grown increasingly complex over time.

Initial interpretations of customer satisfaction conceptualised it as a transaction-specific

measure, which is the assessment of the customer's perceptions of expected service performance

with that of its actual performance (Parasuraman et al., 1988). The expectancy-disconfirmation

model provided a foundation of much of the early banking research and has continued to

dominate quantitative studies ( Tee, 2022). Yet, recent studies have contested the validity of this

cognitive/transactional view of satisfaction and argue that this construct is a more holistic

concept; it is cumulative, emotional, and relational in nature (Shankar et al., 2020). Rather than

being a function of individual service interactions, satisfaction should be understood as based on

the total of these interactions, the emotions felt, and the meaning attached by the customer.
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These shifts in the definition of customer satisfaction have consequences for how a researcher

designs a study to investigate the topic. If customer satisfaction is a highly subjective concept

which is experience-driven and is influenced by an individual's background, culture, and

relationships ( Creswell & Poth, 2018), then surveys or questionnaires that attempt to quantify

satisfaction in terms of specific variables cannot be expected to fully capture its scope. This is

especially pertinent in the case of an emerging market environment, such as Ghana, where

factors such as crises, infrastructure limitations and local socio-cultural considerations

contribute extra dimensions to the issue ( Asare-Larbi, 2023).

2.1.2 Customer Satisfaction and emotion

There is a growing body of literature that acknowledges the part that emotions have in forming

a customer's satisfaction rating. Research shows that customers' emotions (frustration, anxiety,

relief, feeling valued, etc.) contribute to the way a service encounter is perceived and recalled,

with the emotions often having a more profound effect than the perceived quality of the service

( Nawaz et al., 2022). Emotions are especially important to consider in banking since

transactions involve risk and personal issues; therefore, service failures or perceived apathy

from employees can lead to strong, long-term, negative emotional reactions that last after the

actual event (Arbore & Busacca, 2009). Even though the significance of emotions has received

increasing attention in service satisfaction studies, most of the empirical research in the banking

industry have adopted cognitive, attribute-based measures that do not consider the affective

aspects of customers' experiences (Amoako, 2012). Therefore, there is a gap in the literature,

especially in the field where customers value their interpersonal relationship with employees

and the employees' recognition of their emotions in the evaluation of their service experiences

(Izogo et al., 2017).

2.2. Service Quality and SERVQUAL Model

2.2.1. The SERVQUAL Framework

Service quality is often defined as the degree to which the service meets or exceeds customers'

expectations (Ngo & Nguyen, 2016). The SERVQUAL model proposed by Parasuraman et al.

(1988) is the most applied service quality measurement instrument in the banking sector. This

model includes five dimensions as illustrated in figure 1:
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Figure 1:SERVQUALmodel

reliability - the ability to perform the promised service dependably and accurately

responsiveness - the willingness to help customers and provide prompt service

assurance - the knowledge and courtesy of the employees and their ability to inspire trust and

confidence

empathy - the caring, individualized attention the firm provides its customers

tangibles - the physical evidence (facilities, equipment, and personnel)

These service quality dimensions have been tested in various banking settings and still play an

important role in research and practice in the industry (Islam et al., 2021; Ngo & Nguyen, 2016).
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2.2.2. Reliability and Responsiveness

The importance of the five SERVQUAL dimensions varies, but reliability has consistently been

a determinant of customer satisfaction in retail banking (Levesque & McDougall, 1996; Asare-

Larbi, 2023). Reliability is not only the technical proficiency in delivering a service but is also

the fulfilment of promises made to the customer in the expectation that the bank will do what it

says it will do, when it says it will do it. Arbore and Busacca (2009) describe reliability in

banking as a 'hygiene' factor where customers assume that reliability is provided and derive

little satisfaction when it is met but they suffer a significant level of dissatisfaction when it is

not met. This asymmetrical relationship between reliability and satisfaction has implications for

understanding customers' reactions to service failures.

As the speed of employees in helping customers, the significance of responsiveness depends on

the type of service experience and customers' channels used in their banking transactions (Nitzl

& Hirsch, 2016). For branch-based interactions, it is a relational expression of whether the bank

perceives customers as individuals or mere account holders (Kwon et al., 2020; Nawaz et al.,

2022), rather than only an operating measure. The responsiveness in digital banking focuses on

speed in service and the effectiveness in automated processes and is not considered in the

original SERVQUAL model (Nguyen et al., 2024).

2.2.3 Assurance and Empathy

According to Islam et al., (2021), assurance is the capacity for employees to impart faith and

competence. This is more critical during riskier transactions with bank employees such as

applying for a loan or making a large transfer to another account. In the banking sector,

empathy has been recognized to be particularly relevant in the African context where customers

attach higher importance on feeling a personal touch when being served by a bank (Chitamba,

2024).

Nevertheless, the manner in which the bank exhibits empathy and the significance attached to it

varies across different categories of customers. Evidence shows that low-income customers are

more likely to value feeling recognized as individuals compared to their high-income and

corporate counterparts who focus more on the bank's ability to understand and cater for their

needs (Asare-Larbi, 2023).
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2.2.4 Limitations of SERVQUAL

Nevertheless, the SERVQUAL has received a lot of criticisms. First, the model is premised on

the assumption that customers' expectations are the same from individual to individual across

service providers and service situations. In actuality, the customer's expectations are constantly

influenced by many factors such as experience and culture (Buttle, 1996; ).

Second, the model was built on traditional face-to-face interactions and hence cannot fully

explain digital factors such as convenience of system use and security of digital platform or the

emotional implications associated with digital service delivery (Nguyen et al., 2024).

Third, the standard format may not be a good fit for the emerging economy. The context in

which the bank operates has a bearing on the expectations customers hold. Factors such as

infrastructure and digital competence levels influence the quality of service experienced by

customers in the emerging economies (Bouteraa et al., 2021). The limitations imply that, while

SERVQUAL provides a broad view of service quality and customer satisfaction in the banking

sector, it does not give a full account of the drivers of customer satisfaction especially in

economies undergoing rapid digitalization and institutional change.

2.3 Relationship Marketing and Trust

2.3.1 Trust as a Determinant of Customer Satisfaction

Trust is often described as being a key determinant of customer satisfaction in retail banking,

especially in environments laden with risk ( Siriwong et al., 2024). In banking, trust is defined

as the confidence that a customer has in the bank to behave as expected in terms of competence

and benevolence, integrity and predictability, in other words it refers to whether the customer

perceives a bank as having his or her best interests at heart (Hilmy & Saujan, 2025). It further

explains that a customer that has trust in the bank is more likely to be satisfied with the services

offered, overlook the failures experienced and remain loyal to the bank for the long term

(Siriwong et al., 2024).

While there is a general consensus on the importance of trust, opinions seem to disagree on the

nature of the relationship between trust and satisfaction. On one hand, researchers suggest that

trust is an antecedent of satisfaction where the customers need to develop trust in their bank

before being able to develop positive evaluations of specific experiences with a bank (Arbore &

Busacca, 2009). Conversely, other scholars suggest that trust is a complex and dynamically co-

constructed outcome of all the cumulative banking experiences. They hold that trust and
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satisfaction rise and fall together and cannot be easily separated (Izogo et al., 2017; Siriwong et

al., 2024). This outlook is especially pertinent in situations like Ghana, where the banking sector

crisis of 2017–2019 eroded the confidence customers had in their banks and set the stage for a

culture of institutional distrust that frames satisfaction ratings today (Tee, 2022).

2.3.2 Relationship Quality

Relationship marketing theorists posit that relationship quality, which refers to how customers

perceive the cumulative strength and depth of their relationships with their banks, also plays a

role in their loyalty and satisfaction (Kwon et al., 2020). Relationship quality subsumes other

relational factors, such as trust, commitment, communication quality, and fairness, and has been

shown to have its own effect on customer loyalty, separate from service quality (Caceres &

Paparoidamis, 2007). In African banking, where there appears to be strong evidence that good

relationships can sustain loyalty even when service quality is low, it is clear that relationships

matter.

2.3.3 Transparency and Perceived Fairness

Transparency, specifically in terms of how banks communicate and behave with customers

about such things as their fees, charges, policies, and account management, has also been

established as an important component of customers' relationship quality (Mainardes & Freitas,

2023). Customers whose banks communicate with them honestly and transparently are more

inclined to feel that the bank treats them fairly and to want to develop stronger ties, while

unexpected costs or unexplained policy changes can lead to much more significant negative

responses from the customer in terms of trust (Nawaz et al., 2022). This suggests that trust and

the failure to be transparent are asymmetrical; if a customer discovers that his or her bank has

not been transparent, the impact can be much greater than the impact of not discovering that the

bank has not been transparent. This notion is consistent with the findings of Arbore and Busacca

(2009) on the hygienic nature of customer's relational expectations with banks.

2.4 Complaint Handling and Service Recovery

Service recovery is when a service organization responds to a service failure. It is an important

antecedent of customer satisfaction and customer loyalty (Tax et al., 1998). Retail customers'

satisfaction and loyalty are likely to vary depending on how their bank responds to their

complaints: specifically, on how quickly and empathetically and fairly their complaints are

attended to (Nawaz et al., 2022).
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Levesque and McDougall (1996) proposed the service recovery paradox, in which they claim

that customer satisfaction is higher after an effectively resolved service failure than it would

have been had no failure occurred. However, the service recovery paradox assumes that

customers trust the bank. Arbore and Busacca (2009), in contrast, propose an asymmetric

impact model in which the effect of ineffective complaint handling on customer satisfaction is

negative and large, while the effect of effective complaint handling on customer satisfaction is

positive and small. The effect of complaint handling on customer satisfaction is particularly

important in Ghana, given the country's recent history of bank failures and customer

dissatisfaction with the country's banking system: it is likely that in such a banking environment,

complaint handling has a much greater negative impact and much less positive impact on

customer satisfaction than the asymmetric impact model indicates (Asare-Larbi, 2023; Siriwong

et al., 2024).

The accessibility of a grievance and how easily customers can express complaints and receive

confirmation are independently associated with satisfaction (Ali, 2024). Inaccessibility to

channels for complaint reporting and processing, or if the channels are seen as ineffective or

unresponsive, result in customer dissatisfaction, not only over the initial complaint but also over

the inability to communicate and resolve the problem, hence, negatively influencing customer

trust and loyalty (Levesque & McDougall, 1996).

2.5. Digital Banking Service Quality

2.5.1. Dimensions of digital banking satisfaction

With the emergence and growth of digital banking, many studies have emerged to investigate

the factors that affect satisfaction with digital banking services. Earlier studies applied

SERVQUAL dimensions and adapted the dimension for the digital context; for instance,

tangibles were replaced with the interface design, and responsiveness was substituted with the

speed of the system (Shankar et al., 2020). Studies, such as those of Nguyen et al. (2024), and

Cho et al. (2023) have proposed additional dimensions such as security confidence, system

reliability, ease of navigating, third-party system reliability, and emotional experiences with

technology as additional determinants of digital banking satisfaction.

Security confidence has been noted to be a critical dimension for digital banking satisfaction

and has been the subject of extensive literature in Sub-Saharan Africa in the context of security

breaches of mobile money transactions and social media fraud targeting the digitally

inexperienced (Twum et al., 2023; Bouteraa et al., 2021). Nguyen et al. (2024) found in their
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study with customers who have had previous security experiences that the dimensions of trust

and security were more important to their satisfaction assessments over the other dimensions.

This asymmetry effect in the digital context is similar to the general findings that violations of

trust in banking have more negative impacts than positive ones (Yesmin et al., 2023).

2.5.2. Infrastructure constraints and channel migration

A limitation of digital banking research to date is that studies have assumed a stable

technological infrastructure and customer agency and choice of channels (Cho et al., 2023).

However, in Ghana and across Sub-Saharan Africa infrastructure constraints such as unstable

Internet connectivity, intermittent power supply, and high data costs, have constrained access to

customers’ preferred digital channels and resulted in customers having to visit a branch to

transact in ways that would have been possible if digital channels had been available (Gazi,

2024). This has been referred to in this study as infrastructure constrained channel migration

and presents a source of dissatisfaction that is currently not accounted for in digital banking

service quality frameworks. Cho et al. (2023) found that though digital adoption has positive

outcomes on retention, the expansion in availability of digital channels without any service

quality improvements in digital channels systematically reduce customers’ satisfaction. This

provides questions for investigation regarding the relationship between customer satisfaction

and digital investment and customer experience in a Sub-Saharan context where digital channels

are often not reliable.

Qualitative research has indicated a set of emotions experienced by customers that interact with

digital services and which cannot be captured by the measurement of satisfaction scores.

Shankar et al. (2020) found in their study that navigation anxiety while interacting with an

unfamiliar interface, anger and disappointment from delayed transaction reversals, fear and

uncertainty when asked to provide biometric data, and relief when discovering that some digital

features remove the need to visit a branch, were emotions that customers associated with digital

services. In Ghana, additional emotional variables have been highlighted as crucial to customer

experience in digital banking; these include frustration due to network issues that lead to

transaction failures, concern over unsuccessful or unprocessed transactions, and surrender when

a customer must be redirected to a new service channel (Arora & Banerji, 2024). These

emotional variables illustrate the need for qualitative approaches to understand customer

satisfaction in digital banking.
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2.6 Contextual and Situational Factors

2.6.1 The Role of Context in Satisfaction Construction

A key limitation of much existing literature on customer satisfaction in banking is that it

considers the dimensions of customer satisfaction in a generalised, non-specific manner. For

example, the importance of service quality, trust, and customer relationship are often considered

to carry equal weights irrespective of the group of customers and the institutional context

(Chitamba, 2024; Mori et al., 2024). However, customer satisfaction is always context

dependent. The meanings that customers derive from the dimensions of their banking

experiences are always dependent on the social, cultural, economic and institutional context in

which these experiences are embedded. These contexts include customers’ own personal

histories, socioeconomic backgrounds, and their particular institutional environments where

they conduct their banking transactions ( Denzin & Lincoln, 2018).

2.6.2 Demographic Differences in Satisfaction Construction

Existing literature on customer satisfaction is replete with evidence of how age, income,

education, and occupation, all of which are demographic variables, influence the relative weight

of dimensions of customer satisfaction. For example, age determines which dimensions of

service quality, trust, and customer relationship customers value the most and the degree to

which they are important in their overall assessments of satisfaction (Mori et al., 2024). For

example, Mori et al. (2024) found that older customers are likely to value face-to-face service

quality and the convenience of branch locations more than younger customers, but the latter are

more likely to value the effectiveness and availability of electronic service channels, customer-

friendly fees structures, and fee transparency. Similarly, income influences customers’

expectations about the degree to which they should be afforded personalised attention or treated

as ‘special cases’. It also likely impacts the amount of customer dissatisfaction that they express

over service shortfalls. Additionally, a customer’s level of education is an indicator of the

degree of familiarity that they have with technology and how they navigate banking products. It

also influences customers’ levels of frustration in service delivery and interactions with

technology. These demographic differences are especially relevant in an urban context where

the customer population may span multiple socio-economic groups and where there are

variations in banking channels available to different customer groups, in their access to banking,

as well as in their banking needs, requirements and preferences. Understanding how customers

construct the dimensions of their satisfaction in relation to their unique circumstances requires
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more in-depth approaches that move beyond aggregate measures of dimensions of customer

satisfaction (Mittal et al., 2001).

2.6.3 Institutional Context and the Post-Crisis Banking Environment

Finally, an institutional context is important in the construction of customer satisfaction in

banking. A customer’s banking experience is shaped by the institutional contexts in which the

institution they conduct their business with exists. In Ghana, for example, the sector-wide bank-

crisis management exercise that took place between 2017 and 2019 had major repercussions for

customer expectations of institutions in banking. During that exercise, the Central Bank revoked

the operating licence of some banks and many more banks were merged to create more robust,

viable institutions (Tee, 2022). These changes fundamentally altered the way customers

evaluate an institution’s ability to provide safe and secure banking services to them. Literature

on the effect of the banking crisis on customer satisfaction suggests that the existence of a bank

crisis establishes a baseline of mistrust and customer scepticism of the ability of a banking

institution to deliver on its promises, making it easier for banking institutions to fail in their

efforts to win back customers after a failed delivery, and difficult to re-earn the trust that existed

prior to the crisis (Siriwong et al., 2024;). This is in addition to customers’ evaluation of the

extent to which a banking institution’s overall reputation positively or negatively shapes how

they evaluate individual service experiences. That is, when customers perceive an institution in

generally positive terms, they tend to evaluate their individual banking interactions within that

institution more favourably, even if those interactions were below an average level of

performance, but where a customer’s confidence in the overall reputation of a bank is lower,

they are less forgiving of an institution’s service failures.

Biswas et al. (2022) attribute this scrutiny to those same encounters. Such a reputation halo can

have contradictory consequences in banking in a post-crisis setting. In such situations,

reputation is something that both a bank and its customers are invested in, which makes a bank's

reputation an asset for banks seen to be more stable and a source for customer expectations.

2.7 Customer Satisfaction Research in Ghanaian Banking

Customer satisfaction research in retail banking is gaining momentum within the Ghanaian

banking space, however, there are still gaps to be covered. Tee (2022) established the use of

SERVQUAL constructs to explain customer satisfaction in the Ghanaian banking industry and

the mediating role of satisfaction between service quality and loyalty. Nevertheless, Tee's (2022)

research did not address the experiential or emotional components of customer satisfaction and
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whether and how customers make sense of and interpret their satisfaction in Ghana's distinctive

institutional context.

Twum et al. (2023) explored customer satisfaction with mobile money in Ghana, with security,

accessibility, and service availability being the major predictors of satisfaction in the Ghanaian

context. Their investigation was, however, limited to mobile money services and university

student samples, and therefore, the relevance to general retail banking customers remains

unknown.

Asare-Larbi (2023) revealed that customer orientation – that is, the degree to which bank staff

members make a concerted effort to understand and accommodate the individual needs of their

clients – was positively associated with customer satisfaction in the Ghanaian banking sector.

This finding reinforces the importance of the relationship and affective components of service

quality, but offers no explanatory power as to what is happening from the client's side when

they receive customer-oriented customer interactions in various socio-economic strata.

The Ghana Customer Satisfaction Index Report (CIMG, 2024), on the other hand, presented a

combined service quality performance score of 93.8 percent for the banking industry, while also

indicating that some customers remain dissatisfied with the reliability of their digital platforms

and the response time for inquires and the efficiency of their complaint handling. This macro

view is useful but gives no insight into what is going on when it comes to persistent satisfaction

gaps or why customers are feeling dissatisfied with certain service components or how these

components influence their overall banking behaviors and relationships.

These studies have established that service quality, trust, digital performance, and relationship

components are all key to the satisfaction of retail customers in Ghana. However, none of these

have provided insight on how the components mentioned above are experienced and understood

by customers on the micro level in particular urban settings. This study intends to address these

gaps by utilizing a qualitative approach that emphasizes the narratives and contextual

characteristics of its respondents.

2.8 Conceptual Framework

A review of the theoretical and empirical literature provided in this chapter provides the

framework for this study. This framework brings together the four main dimensions of customer

satisfaction that have been deemed particularly pertinent to retail banking in emerging markets

that have gone through digital transformation and institutional change instead of relying on one
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theoretical framework. These dimensions are treated as sensitizing concepts, large, fluid

conceptual tools that guide research but do not establish predetermined relationships or rigid

structures of causality (Braun & Clarke, 2022).

Figure 2: conceptual framework

The first of the four dimensions is service quality and branch experience, which is defined by

the extent to which customers see and experience service quality in their interactions with

branch personnel. These include how responsive, dependable, considerate and customized the

service they have received is, among other indicators. In this dimension, Parasuraman et al.'s

SERVQUAL framework (1988) provides the main inspiration, although the authors recognize

that this framework has problems in addressing the relational and emotional dimensions of

branch-oriented customer service.

The second dimension, digital banking experience, captures the increasing centrality of mobile

and internet banking in customers' everyday banking practice. It includes perceptions of

technical system reliability, usability, online security, as well as the affective dimensions of

technology-mediated banking, including specific complaints related to channel migration

constrained by infrastructural factors ( Bouteraa et al., 2021).

The third dimension, trust and relationship quality, acknowledges that trust serves as a meta-

category that informs the evaluation of the customer banking experiences. This captures
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integrity, open communication, fairness, and individual recognition as central constructs that

were informed by the relationship marketing literature and the particularities of trust creation

and repair in post-crisis banking contexts (Kwon et al., 2020).

Fourthly, the service recovery and complaint handling dimension, acknowledges the important

contribution of bank's responsiveness to service failures to customer satisfaction and trust. The

dimension encompasses issues around complaint accessibility, quality and efficiency of

complaint handling as well as the unequal impact of complaint handling failures on customer

satisfaction and loyalty over time ( Nawaz et al., 2022).

Collectively, these four dimensions form a theoretically-informed and contextually-relevant

conceptual model that guides the investigation of how retail banking customers in the city

construct and evaluate their experiences of satisfaction and dissatisfaction. As shown in Figure

2, this model is left to be modified by the findings that would be generated in the present study

as this study adopted an exploratory and interpretivist approach.
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RESEARCH METHODOLOGY

In this chapter, the methodological choices made in this study have been described and justified.

The discussion begins with the theoretical underpinning of the study and follows up with the

research design, sampling method, data collection, and data analysis strategy. The chapter also

discusses the reliability and trustworthiness of the study, ethical consideration, and limitations

of the methodological choice adopted. The methodological approach for the study was driven

by the research purpose: to understand how retail banking customers in the city construct and

interpret their satisfaction and dissatisfaction experiences, and gaps in the literature reviewed in

chapter two.

3.1 Research Design

3.1.1 Philosophical Underpinnings

The study adopted a constructivist ontology, which posits that the reality is not a stable pre-

existing structure waiting to be uncovered or objectively described but, rather is actively

produced and co-produced through the interpretations, meanings, and experiences of people

(Creswell & Poth, 2018). Therefore, for this study customer satisfaction was approached as a

subjective, contextual, personal experience of customers rather than an objective, measurable

phenomenon. This position assumes that customer satisfaction is not only shaped by service

quality, but by an individuals' past experiences, expectations, relationships with the institution

and personal meaning-making frameworks. This is in contrast to a positivist ontological position

adopted in most quantitative SERVQUAL-based research studies (Bryman, 2016) which takes

an assumption of an objective reality that could be measured using standardised instruments and

described with statistics.

In line with the research ontology the study adopted an interpretivist epistemology. From an

interpretivist standpoint, human experiences are meaningful, purposeful and contextual and so

different methods should be employed in the social world as opposed to the natural world

(Bryman, 2016; Denzin & Lincoln, 2018).

From that point of view, the validity of our knowledge on customer satisfaction does not come

through the statistical approach but rather through a deliberate inquiry into the meaning and

interpretations that customers assign to their banking experiences. Consequently, semi-

structured interviews emerged as the most effective way to collect data, as this form of

interview is best suited for the collection of interpretive participant-centered knowledge.
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The current study was designed on an interpretive philosophical stance. Interpretivism entails a

concern to understand social phenomena from a participant’s perspective; it requires a

recognition of the involvement of the researcher in a process of knowledge generation; and it

involves the prioritization of contextual richness to the exclusion of numerical generalization

(Lincoln & Guba, 1985; Denzin & Lincoln, 2018). This philosophical position was adopted to

support the subsequent qualitative research design choices made in this study, which included

purposive sampling technique, semi-structured interviewing strategy, and reflexive thematic

analysis.

3.1.2 Qualitative Research Design

For the current study, qualitative research design was adopted. Qualitative research is concerned

with making sense of the ways in which people comprehend, interpret, and experience social

phenomena. In this form of research, evidence is generated through the use of written texts, oral

stories and participant voices (Creswell & Poth, 2018). Qualitative research methodology was

employed in this study because the study research questions called for an intimate, contextually

aware analysis of the way customers make, experience and judge their satisfaction with the

service of a retail banking institution. This objective, as explained in Chapters One and Two,

cannot be easily fulfilled through the use of quantitative approaches such as survey

questionnaires.

Within the qualitative paradigm, the current study utilized an exploratory and interpretive

design. The approach is exploratory insofar as the researcher was investigating a phenomenon,

specifically, the subjective construction of satisfaction with retail banking, for which qualitative

and context-specific empirical knowledge was largely absent from extant literature on customer

satisfaction in the banking industry. In an interpretive design, participant narratives are regarded

not simply as direct reflections of a social world ‘out there’, but as meaning-laden constructions

influenced by the personal viewpoint, biography and relational context of the participant,

requiring active interpretation to derive from them meaning and understanding (Braun & Clarke,

2022). The summary of the overall qualitative research design adopted for the study is shown in

Figure 3 below.

Figure 3: research flow
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From that point of view, the validity of our knowledge on customer satisfaction does not come

through the statistical approach but rather through a deliberate inquiry into the meaning and

interpretations that customers assign to their banking experiences. Consequently, semi-

structured interviews emerged as the most effective way to collect data, as this form of

interview is best suited for the collection of interpretive participant-centered knowledge.

The current study was designed on an interpretive philosophical stance. Interpretivism entails a

concern to understand social phenomena from a participant’s perspective; it requires a

recognition of the involvement of the researcher in a process of knowledge generation; and it

involves the prioritization of contextual richness to the exclusion of numerical generalization

(Lincoln & Guba, 1985; Denzin & Lincoln, 2018). This philosophical position was adopted to

support the subsequent qualitative research design choices made in this study, which included

purposive sampling technique, semi-structured interviewing strategy, and reflexive thematic

analysis.

3.2 Literature Review

The theoretical framework developed in the previous chapter is the product of a review of the

extant literature on customer satisfaction, service quality, trust, digital banking and context

factors in retail banking. The review was restricted to peer-reviewed academic literature sourced

from online databases such as Google Scholar, Scopus and Web of Science. Key words used for

the search included: customer satisfaction and banking, service quality and SERVQUAL, trust

in retail banking and Africa, digital banking and customer satisfaction and mobile banking in

Sub-Saharan Africa. The emphasis was placed on more recent studies published in 2019 or later

in order to obtain more current findings. However, classic foundational works such as those by

Parasuraman et al. (1988), Levesque and McDougall (1996) and Lincoln and Guba (1985) were

retained because of their importance for theory development. The literature review informed the

construction of the research conceptual framework as well as the interview guide.

3.3 Research Setting and Par ticipants

3.3.1 Research Setting

RTK Bank, based in a large city in Ghana, was selected as the research setting for the current

study for several reasons. The choice of this commercial bank as the research setting is that

RTK Bank is one of the major retail banks in Ghana with a solid reputation as a technologically
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progressive bank with a strong brand and a large, well-diversified customer base. The city was

chosen as the research site, as it is one of the commercial centres in Ghana with a population

composed of students, market women, informal sector operators, salaried workers, corporate

workers, and retirees, thus providing a heterogeneous setting in which to understand how

satisfaction is socially constructed by customer groups belonging to different socio-economic

strata, and with varying levels of digital literacy, and different needs for banking services.

Although this location is a major commercial centre, little or no empirical literature exists on

banking customer satisfaction in the city. This lack of literature provided sufficient reason to

conduct a study. Access to RTK Bank as the research setting was obtained through a personal

contact of the researchers; no alternative banks were approached or considered as research sites,

and RTK Bank was therefore both a purposive and a convenience choice, selected for the

substantive reasons outlined above as well as for the access it afforded.

3.3.2 Sampling Technique

Purposive or criterion based sampling was used for this study. Purposive sampling is defined by

Patton (2015) as deliberate selection of participants with respect to certain criteria or

experiences relevant to the research problem being explored, rather than sampling of subjects

randomly from a population. Purposive sampling is also appropriate given the interpretivist

epistemological orientation of the study, which seeks to prioritise informational value and

understanding of the context at hand, rather than the ability to generalise. Interviewees were

identified and recruited by the researchers themselves through a personal contact, who provided

initial introductions to potential participants. From these initial introductions, further

participants meeting the selection criteria below were identified, until the target sample size and

range of participant characteristics had been reached.

The main selection criterion for this study was that participants must be current or recent

customers of RTK Bank's local branch, with first-hand experience of the bank's products or

services. Secondary selection criteria included age category, gender, occupation, banking

relationship category, and service channel preference. These characteristics were selected

because they have been identified as likely to impact the construction of satisfaction.

3.3.3 Participant Profiles

The study was conducted with twenty participants belonging to three age categories; young (18–

30), middle age (31–50), and old (51+). A broad variety of occupations were represented in the

study. Participants included university students, market women, informal sector operators,
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salaried workers, public servants, corporate workers, private sector business owners, craftsmen,

and retirees. The length of their relationship with the bank varied from one to seventeen years.

The participants used a mix of primarily branch-based service channel, primarily digital service

channel, and a mix of both service channels. The sample included ten female and ten male

participants. All participants used their pseudonyms to ensure that their privacy was respected.

The individual profiles of the participants are contained in Appendix 1.

3.4 Data Collection

3.4.1 Rationale for Semi-Structured Interviews

In this study, data were collected through semi-structured interviews. Semi-structured

interviews are defined by King and Horrocks (2010) as a structured yet flexible type of

interview involving pre-planned open-ended questions, and themes that guide the interview, and

allow the researcher to probe emerging issues and explore any topics in further detail, or follow-

up on issues raised by the participant, or allow the participant to talk freely, according to his or

her own way of thinking, in his or her own sequence, about his or her experience. This type of

interview was most appropriate given the need to balance coverage of the research questions

with sensitivity to the contextual factors and emerging issues relevant to participants'

experiences.

Other techniques of data collection were considered and discarded. For example, although

unstructured interviews could allow for sufficient participation from participants in terms of

sharing the information that they wanted to discuss with the researcher, unstructured interviews

would not be able to ensure that the study's major topics are adequately covered. In addition,

because of the private and sensitive nature of the research topic, it was difficult to use focus

group interview. Because the research questions involved issues that were likely to affect

participants in an intimate and personal manner, such as financial distress, complaints and trust

concerns. This type of research instrument was deemed inappropriate in the given context.

3.4.2 InterviewGuide Development

The three research questions from chapter 1 of the study as well as the conceptual framework

that was developed in chapter two of the study were used to generate the interview guide. The

interview guide contained five sections that are related to the four dimensions that were

developed in the conceptual framework. These sections are; Service quality and branch
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experience, digital banking experience, trust and relationship quality, complaint handling and

service recovery.

In this study, participants were asked to reflect upon the banking experience section to

determine the most important aspect of their banking experience that impacts the overall

customer satisfaction in RTK Bank. Also the interview guide was developed to start with a

broad and least sensitive question like the opening question that asks about the general banking

experience of the participant that will eventually lead the interview to a specific or a more

sensitive question like complaint question or trust question which is also considered a sensitive

question. This process of starting the interview with less sensitive question to more specific

question has been considered as a best practice in interviewing for the purpose of gathering in-

depth information as suggested by Kvale and Brinkmann (2015).

3.4.3 Pilot Interviews

The interview guide was also piloted with three RTK Bank customers who are not a part of the

main study sample. After conducting the three pilot interviews, we found two questions that

were not clear in their wording and changed the wording for better understanding. In addition,

we replaced the question that requires participants to prioritize each of the satisfaction factors as

it is a more directed approach and replaced the question with a reflective statement that invites

the participants to make a reflection on the overall banking experience. We also changed the

order of the questions from the digital banking experience as the participants felt it more

comfortable to discuss the concerns of security issues after discussing the digital banking

experiences and not the other way around. The pilot interview helped to identify some areas of

weakness in the interview guide that were later improved to ensure quality data was collected

during the actual interviews.

3.4.4 Interview Conduct

The interviews were conducted at a convenient time and place for the participants such as inside

the RTK Bank, workplace, cafes, and meeting places to accommodate the busy schedules of the

participants, to increase participant willingness to participate in the study. One of the two

researchers conducted the interviews while taking a contextual field notes at the presence of the

other researcher. All the interviews were conducted in English language which is the official

language of Ghana and also the official language of the banking system. Participants were

however allowed to use Twi or other Ghanaian languages when it's necessary. The research

assistant helped to make a transcription whenever a participant was required to be using a
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language other than English to express an idea. Each interview conducted lasted between 45- 70

minutes based on the answers provided by the participants. Each of the interviews were audio-

recorded with the approval of each participant before the commencement of each interview

because it was considered that the quality of the transcription can be compromised as it could

not be possible to note down what the participants exactly said and it was not also possible to

capture all the emotions and non-verbal responses that were captured in the audio recordings.

Each interview was followed immediately by contextual field notes to record all the emotional,

body language responses and other contextual factors that could be observed as the participants

were responding to the various questions.

3.4.5 Transcription

All the audio-recorded data were transcribed word-for-word by the researcher The transcripts

were first audited against the original recordings for accuracy and then uploaded into the NVivo

software for coding and thematic analysis. The participants were given the option to verify their

transcripts and confirm their validity prior to analysis; sixteen (N=17) of the 20 participants

chose to verify their transcripts while others (N=3) declined. No changes were made to the

content of the transcripts during review.

3.5 Data Analysis: Reflexive Thematic Analysis

3.5.1 Reason for Thematic Analysis

In this study, reflexive thematic analysis was employed for analysis. According to Braun and

Clarke (2006), thematic analysis is an analytical method for identifying, analysing, and

organizing the recurring patterns of meaning, also called themes, across qualitative datasets.

Thematic analysis differs from other forms of qualitative analysis, including grounded theory

and interpretive phenomenological analysis, as it is not associated with an underlying

epistemology, which allows it to be applied in various forms of qualitative analysis (Braun and

Clarke, 2022). Thematic analysis enables the generation of rich interpretive data accounts on

how participants understand complicated social phenomena.

In this study, this research took up the reflexive approach, which asserts that themes are not

simply latent in the data waiting to be 'found' or 'discovered' by the researcher, but they emerge

from the theoretical engagement of the researcher with the data. Furthermore, this reflexive

stance aligns with the interpretivist epistemology of this study as it recognizes the inevitable

influence of the researchers' theoretical background, prior experiences, and choices on the
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interpretation of the data (Braun and Clarke, 2022). Instead of attempting to eliminate such

influence from the interpretation of the data, the reflexive stance allows these aspects to be

rendered visible and exploited for analytical purposes by maintaining a reflexivity journal

during the analysis. Coding and theme development in this study were primarily inductive:

codes were generated from the semantic and latent content of the interview transcripts

themselves, rather than being fitted to a pre-existing coding frame. The conceptual framework

developed in Chapter Two informed the interview guide and provided sensitizing concepts that

the researchers were attentive to during analysis, but it did not predetermine the codes or themes;

themes were allowed to emerge from, and where necessary diverge from, that framework as the

data warranted.

3.5.2 Analysis procedure

Braun and Clarke (2006) proposed six stages of thematic analysis which was followed in this

study.

Phase 1: Getting familiar with data – This was done by both authors reading and rereading the
twenty interviews several times. Initial notes were taken by authors on themes, interesting facts

and patterns observed in the data. This step was necessary for researchers to become familiar

with the data and to develop an interpretive sensitivity required for reflexive thematic analysis.

Phase 2: Generating initial codes: A complete code was developed for the entire data set, using

the NVivo software for organizational purposes. Codes captured both the surface meaning of

the data (i.e., semantic meaning) and its interpretive meaning (e.g., semantic codes could

include the "failure of transaction reliability" while interpretive codes could include "trust as a

cumulative judgment").

Phase 3: Searching for themes: From the complete code, the authors developed thematic

patterns that represented key features of the data relevant to the research questions. The authors

moved back and forth between the code and the data to define and identify the candidate theme.

In this process, themes were redefined, and some themes were combined or separated from the

previous themes.

Phase 4: Reviewing themes: Candidate themes were checked for whether the data within the

category of each candidate theme could be identified as a coherent pattern, and the themes had

distinct boundaries from other candidate themes (Braun and Clarke, 2006). During the process
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of the review of the candidate themes, several were redefined and merged or divided. The

candidate theme was also modified to be distinct and non-overlapping.

Phase 5: Defining and naming the themes: Themes were defined and named in a way that

clearly communicated their significance to the research questions.

Phase 6: Reporting: In Chapter Four, each identified theme was presented with extensive

elaboration and relevant quotations from participants, offering a transparent window into how

interpretations were derived and how they relate to the data.

3.6 Trustwor thiness and Rigor

This qualitative study employed the four measures of trustworthiness proposed by Lincoln and

Guba (1985) to judge its quality: credibility, dependability, confirmability, and transferability.

Credibility was enhanced by employing in-depth semi-structured interviews that provided

ample time and freedom for participants to explain their experiences of banking in detail. Both

authors repeatedly reread the transcripts and spent significant periods immersed in the data,

thereby constructing a robust understanding of the participants' perspectives. In addition,

discussion on interpretation among the two researchers highlighted alternate readings and

prevented hasty closure, thereby enhancing credibility. The research team also used member

checking, where transcripts were provided to the participants to confirm the accuracy of their

contributions to the analysis.

A thorough and consistent documentation of the entire research process, from research design

and participant selection to data collection and coding, and the emergence of key themes formed

the basis of dependability. In documenting the manner by which findings were developed, the

audit trail maintained the transparency of the analytical process.

To address the issue of confirmability, the two researchers developed a shared reflexive journal

through the duration of the research process. Within it, they documented their preconceptions,

analytical decisions, and reflections on their positionality as researchers. Instead of attempting

to negate the influence of the researchers on the analysis, the aim here was to make the

influence explicit for critical scrutiny.

Rich and transparent descriptions of the research setting, participant profiles, and procedures of

analysis allowed for transferability, thereby enabling readers to draw their own conclusions on
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the extent to which the results were relevant to other retail banking settings and customer

populations.

3.7 Ethical Considerations

This study was performed in strict adherence to the University of Skövde's Research Ethics

Guidelines and the Declaration of Helsinki as modified for social sciences. Ethical clearance

was obtained from the ethical committee at the University of Skövde prior to the data collection

phase.

Informed Consent: Participants were provided with a plain language sheet explaining the

purpose of the study, the role and nature of their participation, the utilization and storage of their

data, and their status as participants before conducting interviews. The sheet was made available

to the participants with adequate time to read and inquire before signing a consent form.

Participants who did not wish to sign a written form gave their consent verbally before the

interview commenced.

Confidentiality and Anonymity: All participants were provided with pseudonyms before analysis.
Transcripts were fully anonymized before analysis by deleting personal names, work-related

positions, and other details that would allow participants to be identified from the transcript

itself. Since the focus of the research was on this particular bank, the name was retained in the

thesis, as it was known to all and is publicly accessible. The participants themselves, however,

were kept confidential and anonymous. Data were saved to secure storage on password-

protected devices, which could only be accessed by the two researchers and their supervisor.

Once the study is complete, the data will be securely destroyed following the requirements of

the GDPR.

Voluntary Participation and Right to Withdraw: Participants were assured from the outset that

their participation in this study was voluntary and that they were free to withdraw from the

study at any time for any reason, without having to justify their decision and without

experiencing any penalty or negative repercussions. They were also informed that they could

request for any of their data to be removed from the study within four weeks of completing their

interview. This time-period is clearly outlined on the consent documentation. However, after the

four-week period, their data is anonymised in a way where it will no longer be possible to be

removed as a participant can no longer be identified. Several of the topics explored in this study,

such as financial difficulties, making complaints and trust in institutions, could be considered

sensitive by some participants. Consequently, in the interview guide, sensitive topics were
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introduced gradually and with caution. The researchers also checked-in with participants during

interviews to gauge their comfort levels and could skip/revisit questions should any discomfort

be perceived.

3.8 Methodological Limitations

There are some inherent limitations to the methodological approach adopted in this study. First,

the study was qualitative in nature, purposively sampled from a particular sample from one

banking context in the city, which limits the generalisability of its findings to the wider retail

banking population in Ghana or elsewhere. However, as is appropriate for qualitative studies,

the data generated is rich and contextual which means it can still be transferred to similar

contexts (Lincoln & Guba, 1985).

Second, the study relies on participants' retrospective accounts, self-reporting their banking

experiences, which could have implications for how accurately memory of the event is captured,

whether responses are socially desirable, and the extent to which the meaning of an experience

is retrospectively reinterpreted. The semi-structured interview method and reflexive nature of

the analysis were used to reduce some of these potential issues, however they are in-built

limitations of the method.

Third, while effort was made to recruit a diverse sample of participants, many of the participants,

having been introduced through the researchers' personal contact, were connected to one another.

This may have resulted in a sample more engaged with the bank than average, which may have

missed the voices of those who are disengaged, rarely use the services or only use digital

channels and don't visit the branch.
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EMPIRICAL FINDINGS

This chapter presents the findings from the twenty semi-structured interviews carried out with

retail banking customers in the city. The findings are presented through the following four

themes, which emerged from the reflexive thematic analysis of the interview data:

Theme One: Staff Responsiveness and the Branch Service Experience, Theme Two: Digital

Banking Experience and Infrastructure Constraints, Theme Three: Trust, Transparency, and

Relationship Quality and Theme Four: Complaint Handling and Service Recovery.

Each theme is described with reference to the participant accounts which contributed to its

description. Selected direct quotes from participant accounts are provided where useful to

further illustrate the meanings that were identified. Findings will be theoretically interpreted,

and discussed in the context of previous research, in Chapter 5. It is important to note that in

this study the emotional responses of participants to banking experiences occur across the

themes as a whole, and not just as a theme. Any emotional response that is particularly salient

within a theme is also highlighted where appropriate in the sub-sections below.

Note on the context of the research. This study was carried out within the local branch of RTK

Bank, an institution regarded as one of the premier retail banks in Ghana, and lauded for its

technological advancements and popularity. The city, a commercial metropolis, was one of the

most populated regions in the Ghanaian banking sector, encompassing customers from diverse

socioeconomic groups including students, market vendors, professional staff, the informal

sector employees, and the retired persons whose profiles are documented in Appendix 1. The

research site was thus an ideal one to capture a nuanced picture of the construction of the

customer satisfaction across different customer groups in this setting.

4.1 Researcher Reflexivity

In line with the tenets of reflexive thematic analysis advocated for by Braun and Clarke (2022),

the researchers outline the manner of the engagement of the researchers in the analysis process.

The researchers were aware of Ghana as well as the city as one of the major commercial cities.

They were also acquainted with the existing literature on service and customer satisfaction. It is

from this understanding of the banking and customer service environments in Ghana, and

particularly in the city, that the interview guide was developed and patterns of analysis were

discerned and the themes were ultimately formed.
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In order to maintain transparency and provide a record of the researchers' assumptions and

decision-making processes while engaging with the data, a reflexive journal documenting how

the interview protocol evolved, the analytical choices made throughout the analysis process and

reflections on the researchers' positionality as a researcher. This acknowledgement of my

influence on the process is not framed as a source of bias or subjectivity, rather my reflexivity

serves a transparent process of inquiry that is consistent with the interpretivist epistemology

underpinning this study.

4.2 Theme One: Staff Responsiveness and the Branch Service Exper ience

4.2.1 Staff Responsiveness and Interpersonal Dimensions of Service

The respondents’ stories revealed that responsiveness and personal nature of branch transactions

were two core dimensions of the branch banking service. Responsiveness (Section 4.2.1) relates

to the degree to which staff interact with their customers in a personal and meaningful manner,

while reliability (Section 4.2.2) is a measure of the extent to which technical service promises

like timeliness of transaction completion and accuracy of transaction processing are honoured.

These constructs are conceptualised as separate but they can overlap in actual experience.

Overall, customers described their feelings of satisfaction or dissatisfaction with their branch

visit experience with regard to whether the bank staff was considerate, well-groomed,

professional, and showed willingness to go the extra mile beyond their mere processing of

transactions. Participants reported feeling that the service staffs respected and valued them if the

staff were able to acknowledge and greet them in person, explain transactions clearly to them

and show concern for their particular needs. Participants also described how when service

providers were indifferent, automated or solely process focused and showed little personal

interest and concern for them as individuals, they had a bad feeling about their branch visits

regardless of how satisfactory their transactions were processed.

For example, Akosua, a female customer with nine years of banking experience and also a local

market vendor said: “When I visit the bank and the teller notices me and asks me to introduce

myself and then helps me figure out what I want done, I feel like a real customer to him/her. But

if he/she just takes my paperwork and does not even talk to me as he/she enters in my account

details on the computer, I feel like the bank staff did not even care about me as a customer even

if he/she was able to accomplish my task successfully.” (Akosua, female market trader, 9 years

with RTK Bank)
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Her response illustrates the impact of the social interaction between the service provider and her

on her overall branch service experience, regardless of her successful and satisfactory

transactions at the end of the transaction.

Other participants gave similar examples of how nice attention from the staff could turn an

otherwise ordinary transaction into a good experience, or of how rude neglect could leave bad

impressions even if the staff was technically competent. Other comments related to the negative

feelings that resulted from bad service interactions, such as humiliation, anger, or lack of self-

respect. For instance, Afia, a young informal sector worker said of her branch interactions:

I am not a big customer. I do not have big amounts coming in. But when I go to

that branch I want to feel like my money matters as much as anyone else's.
Sometimes they make you feel small. That is the thing that stays with you. (Afia,
female informal sector worker, 2 years with RTK Bank)

This aspect of the branch service experience was evident in the reports of participants from

lower-income occupational categories, who talked a lot about feeling respected regardless of

how much of an account they had.

Participants across the board described the consistent, accurate, and timely delivery of promised

services reliability, in the participants' terms as a prerequisite of the banking experience, one

that was not to be questioned as to whether it would take place but only as to what would

happen if the expectation was not met. Reliability, participants made clear, was not an attribute

that engendered customer satisfaction when present; customers assumed it. Its absence, however,

engendered great and long-standing customer dissatisfaction.

In the participants' reports, there were many reliability problems: incorrectly processed

transactions, lack of timely information on account status, failure to adhere to time limits for

resolving a problem. One important trend was that the dissatisfaction arising from problems in

meeting these expectations was magnified by not only the absence of the expected services, but

also the lack of communication to the customer from the bank staff on whether these services

were available or would be provided, and the failure to meet stated time frames for doing so.

The emotional impact of reliability failure on a civil servant with 8 years of banking experience

was explained by a participant, Mensah, in the following terms:

They told me my issue would be sorted out in two days. Two weeks later, I am
still coming to the branch. And every time they say the same thing, 'it is being
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processed.' I do not need them to be perfect, but I need them to do what they say
they will do. (Mensah, male civil servant, 8 years with RTK Bank)

This and similar narratives illustrate that reliability failure was a relational breach in the minds

of participants, not just in terms of service failure. That it is not the magnitude of the problem in

a reliability breach, but the lack of commitment by the bank to the customer that seems to be the

key driver of dissatisfaction.

4.2.2 Reliability as a Foundational Expectation

According to participants, reliability entails delivering services consistently, accurately, and

within the expected timeframe. Every participant account portrayed reliability as a core

requirement. It was not described as a source of active satisfaction: when reliability was

maintained, participants simply viewed it as a basic requirement; however, when it was missing,

participants expressed considerable, and at times lasting, levels of dissatisfaction. This often

involved frustration, a sense of betrayal, or loss of trust in the bank.

All the accounts referred to failures related to: incorrect transaction processing; unexplained

waiting periods for changes to be made in an account; and commitments not kept. Reporting of

the empirical findings in chapter four included presenting each identified theme, and then

elaborating on each theme, and finally presenting relevant quotations from participants. This

approach gives a clear picture of how the researchers reached the interpretations presented, and

how they relate to the data.

Across all accounts, it was clear that dissatisfaction was compounded if a reliability failure had

occurred when the bank did not inform participants ahead of time of the problem or when the

timeframe promised was not honored.

Mensah, a 8-year male civil servant customer, discussed how a reliability failure was a source of

his frustration:

They told me my problem would be cleared in 2 days. 2 weeks down I am still
coming to branch. And every time they tell me the same, 'it is processing.' I do

not expect them to be perfect but I expect them to do what they promise.
(Mensah, civil servant, 8 years with RTK Bank).

In this account, participants were not simply annoyed with an instance of technical

incompetence; rather, there seemed to have been a violation of the bank–customer contract.
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The participants’ reactions to such a failure appeared to contain an emotional dimension,

sometimes disproportionate to what one might expect based upon the nature of the service

failure. This suggests it was not the actual nature of the failure that caused this customer

dissatisfaction, but rather a symbolic significance in the breach of contract, that the bank did not

deliver what it promised.

4.2.3 Empathy, Personalization, and Socioeconomic Context

Participants all felt the need to be seen as individuals and not simply as account holders. This,

however, differed in how they expressed the need and in the content of the need in each group,

depending on social class, employment context, and prior banking experience. The participants

in the lower income, informal economy sample focused on feeling recognized as a customer in

an establishment which was more formal than where they normally worked. Participants felt

acknowledged when the employees greeted them and showed respect for them as human beings,

not just as an account number. The participants often talked about this in relation to their

previous experiences where they had felt neglected or not welcomed.

In contrast, participants in professional/corporate contexts primarily focused on being

recognized as having financial issues which could be uniquely addressed by the bank's staff. For

participants in this category, being acknowledged was less about the warmth of the transaction

and more the perceived expertise which could allow the bank to respond to the particular needs

of the individual.

Serwaa, a female corporate employee, with four years of banking, expressed this point:

I expect that they know my type of account, I expect they know the nature of my
transactions and that they provide me with advice that is specific to my needs
rather than giving me one brochure meant to cover all customers. That, for me,
is personalization. (Serwaa, female corporate employee, 4 years with RTK

Bank)

Kojo, a retired teacher and customer of RTK Bank for 13 years, articulated a different and in

some ways opposite sense of personalization based on relational familiarity:

When I walk into the bank some of the staff know me, they know my name, they

ask how is my family, that means to me something, it is not just business, it is a
relationship, that is why I have been here for 13 years. (Kojo, male retired

teacher, 13 years with RTK Bank)
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Both participants, like most in the sample, identified personalization as an important quality of

RTK Bank's service; however, what personalization meant and how it was expressed depended

on the characteristics of the individual customer.

4.3 Theme Two: Digital Banking Exper ience and Infrastructure Constraints

4.3.1 Digital Adoption, Utility, and Conditional Satisfaction

Digital banking services, including RTK Bank's mobile application, online banking website, and

ATM network, were important topics in many participant accounts and also stood out as one of

the most affectively charged dimensions of banking experience. Participants who regularly

interact with digital services were able to provide descriptions of their experiences with them, as

digital services formed part of their regular banking routine and were for some the dominant

form of service delivery. Satisfaction with digital services tended to be associated with factors

such as convenience, efficiency, and the ability to access banking 24/7.

However, participants' satisfaction with digital banking was rarely an unqualified one. Even

when providing positive assessments of digital services, participants frequently referred to prior

digital experiences in which they had failed to achieve their desired outcomes, and these prior

failures contributed to the emergence of an undercurrent of anxiety in participants' interactions

with digital banking. The anxiety was not always expressed as an emotion; rather, it seemed to

be present in the participant's willingness to provide positive assessments of current

functionality in the face of past evidence of failure, as captured in the account of Abena, a

female student who has been a RTK Bank customer for two years:

The app, for example, is good for many things, I use the internet and the app,
almost everything can be done by the customer from home; there is nothing that
cannot be done by the customer except cash and deposits. But when it fails,
when a transaction is deducted and does not complete itself, the anxiety is back,
and it is always back because you have a bad past, you are waiting for a failure
in all interactions, even when you are not sure, even now if I am sending money,

I am nervous about what might happen. (Abena, female university student, 2

years with RTK Bank)

In this account, the anxiety and fear of failure is a residue of prior instances of digital failure.

The presence of this prior failure meant that, even though digital banking was functional, the

customer remained anxious in their use of digital banking. Many participants gave accounts of
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this kind, describing how even if digital banking was functioning, prior failures left them

anxious in their interactions with digital channels; and while one participant described his

anxiety at the thought of a single instance of failure, others described how one instance of

failure had permanently altered their relationship with a service channel so that even though the

services were now working well, a degree of anxiety remained. The account given by Abena is

one of many in this category, indicating the prevalence of these kinds of anxiety-inducing

digital failures and the role of prior failures as a source of anxiety for customers.

4.3.2 Infrastructure Constraints and Forced Channel Migration

Another major pattern across the data concerned the role of infrastructure constraints in shaping

digital banking experience. Contrary to accounts of digital banking in the literature where the

customer has the choice to interact with the bank digitally or through an in-person encounter,

several participants provided accounts of instances in which they were unable to interact

digitally and were forced, through no fault of their own, to make the extra trip to the bank; these

instances involved network or internet connectivity, system failures, and power outages which

affected the ability of the participant to charge their device.

This kind of involuntary switching created a unique form of dissatisfaction involving frustration

with the failure of the digital service combined with the practical and time costs of visiting the

branch unexpectedly. Respondents spoke about feeling helpless and resigned because of their

inability to rely on the channel of their choice. Kwame, a male market trader with 11 years of

banking experience, highlighted the practical costs of infrastructure-constrained migration:

I go to the market early in the morning. By the time I am free to come to the
branch it is almost closing time. If the mobile app worked consistently, I would
never need to come here. But when it fails, I have no choice. I lose half a day's
business just to do what should take two minutes on my phone. (Kwame, male
market trader, 11 years with RTK Bank)

This illustrates the real costs participants experienced, particularly those for whom time was a

critical factor in their livelihoods. The dissatisfaction with the involuntary switching also

seemed to represent an instance of dissatisfaction with the bank in that it was perceived as a

breach of trust in the bank failing to fulfill its promises. This was as much a relational breach as

a service failure.



37

4.3.3 Security Anxiety and Digital Trust

Security was an emotive issue for participants in their digital banking experiences. Respondents

had high levels of concern about the safety of mobile banking transactions, particularly in light

of the widespread publicity around mobile money fraud and social engineering scams that have

been prevalent in Ghana. Respondents shared first- and second-hand experiences of fraud

victimization and described how they have responded by adopting ad hoc protective strategies

such as restricting the amount of money that they transfer through the mobile app and checking

all mobile transactions immediately.

The emotional consequences of security anxiety on satisfaction with the digital service are

strikingly asymmetrical. Respondents who had not experienced fraud directly described a lower

level of confidence in the safety of digital banking than those who had experienced fraud

themselves, but still a higher level than those who were happy with the service. However, this

did not seem to be an issue if they had been successful and not victimized by fraud. Those who

had directly experienced fraud, however, seemed to be more reluctant to continue using the

service regardless of their subsequent experiences with the bank. Nana, a female business owner

with 5 years of experience of digital banking describes how security anxiety has shaped her

usage behavior: "I never send more than a certain amount through the app anymore. After what
happened to someone I know, money gone, no explanation, I decided my limit. It is not rational

maybe, but that fear does not go away." (Nana, female business owner, 5 years with RTK Bank)

There was a level of dissatisfaction expressed with the fact that respondents perceived their

bank not to be proactive in alerting customers of security incidents or explaining what might be

happening and how to protect themselves. They did not see this simply as an information

problem but interpreted it as evidence of the bank's apathy and lack of care for their customer.

I want them to tell me if there's an issue with the system. That I shouldn't have
to be the one who comes to find out where my money is gone. If only there was
better communication, at least I would feel they have my back. (Oppong, male

business owner, 10 years with RTK Bank)

4.4. Theme Three: Trust, Transparency, and Relationship Quality

4.4.1. Trust as a Continuous Evaluation

Trust was the overarching evaluation that participants applied across all their accounts of their

banking experiences. Trust was not something that participants spoke of as a one-off attribute of
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their relationship with the bank; rather, it was a constant assessment of the relationship, built

and re-built on the basis of an on-going series of interactions and interactions over time. Both

positive and negative interactions with the bank were included in this continuous trust

assessment, though the relative importance of the different contributions to that assessment

varied by the level of prior established trust as perceived by participants as well as the broader

social context.

One of the key contextual influences that featured across all the participant accounts of trust-

building with their bank was the banking crisis that took place in Ghana from 2017 to 2019. The

participants spoke of having been changed by the crisis and how their outlook on the banking

industry overall had been transformed. This was something that the participants carried into

their experiences with their banks. This is illustrated in the following account from Adjoa.

I keep some money outside. Not because I don't trust RTK Bank exactly, but
because you never really know. Things that happened were too big. It changed
the way I think about banks, it was not just about those that were closed. (Adjoa,
female retired civil servant, 15 years with RTK Bank)

This quote illustrates that participants were wary of the banking industry, beyond that specific

industry, the specific banks they were dealing with. This was a wariness that a change in

individual service experience by a specific bank might never resolve. There were several other

instances of the participants speaking of how the crisis had left them wary and distrusting of

banks, as well as accounts of how they had developed a general sense of mistrust of the banking

industry that co-existed with positive evaluations of their own specific relationships with their

banks.

4.4.2. Transparency, Communication and Fairness

Participants spoke of the importance in their bank relationships of the transparency and

communication of the bank, especially where it concerned the bank's charges and policy

changes, and the practices by which they manage their accounts. A common theme in these

accounts was the revelation by participants of their discovery that there were charges that they

were unaware of, and that they were made aware of changes to their policy or banking practices

after the fact. The emotional reaction to these revelations in these instances, the participant

accounts demonstrate, was significantly larger than the financial value of the issue in question,

and instead the emotional significance of that issue was its relational impact for the participant.

The feeling of mistrust or disrespect was not a function of the dollar amount in question, but
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because the failure of communication was an indication by the bank that the bank did not see

the customer to whom they disclosed the issue as having a right to the same information as

themselves.

Yaw, a salaried male professional who has worked with the bank for seven years, explained this

dynamic:

They charged me something on my account. I didn't know about it until it
appeared on my statement. It was not a huge amount but not telling me about it
makes me ask myself what other things they are doing and not telling me about.
(Yaw, male salaried professional, 7 years with RTK Bank)

This illustrates how the bank's lack of transparency around a particular transaction, despite the

fact that the monetary loss was minimal, engendered suspicion about the bank's motives that

extended beyond the specific instance. Many participants mentioned that instances of

unexplained fees and policies they were not informed about led them to scrutinize their banks

more closely or look for alternatives.

4.4.3 Personalized Recognition and Relational Depth

In all groups of participants, the desire to be recognized as a person and not a number to be

served, was highlighted as an element that was key in the quality of the customer bank

relationships. The form the desire for personalization took varied across participant groups

along lines of socioeconomic status and preference for a certain channel, as discussed in section

4.2.3.

Participants who relied heavily on the branches, in particular the older participants and

participants from informal sector backgrounds, perceived personalization in the familiarity of

staff, acknowledgement of a customer by name, and a genuine interest from staff in a customer's

welfare. These participants described the personal relationships they had developed with bank

staff at specific branches as a very important aspect of belongingness and loyalty in their bank

relationship.

On the other hand, participants who relied heavily on digital channels, in particular the younger

and participants who were salaried, described the experience of personalization as the bank's

capacity to know what services or products the customers wanted or needed and to offer them

the same, based on past history and data, rather than personal warmth in a digital setting.

Despite the differences in how customers across the participant groups experienced the service
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of personalization, the significance of this service to the customer in terms of loyalty was

similar; participants who felt as though they were personally recognized and valued

demonstrated high loyalty toward the bank and were very tolerant of service failures while

participants who did not felt this way reported low loyalty and willingness to consider switching.

4.5 Theme Four : Complaint Handling and Service Recovery

4.5.1 Service Failure Experiences and Emotional Impact

All participants (N = 20) had encountered at least one significant service failure while using

RTK Bank services, with service failures varying from failed digital transactions (e. g.

transactions that would not process), malfunctioning ATM's, long waiting time in the branches,

and poor communication from staff on how the bank intended to remedy unresolved problems.

All participants described service failures as having an emotional impact that far outweighed the

actual service failure in terms of monetary and time loss, with the emotional effect lasting

significantly beyond the point when the problem was fixed to the participants' satisfaction.

Participants described emotional responses as ranging from anger, annoyance, or feeling uneasy

to seriously considering moving their accounts from RTK Bank. The intensity of these

emotional reactions was strongly influenced by how much trust they placed in the bank.

Participants with a well-defined and positive relationship with their bank generally saw service

failures as something that should be resolved and still regarded the bank in a favorable light.

Conversely, those who initially felt some distrust of banks and the financial crisis tended to see

service failures as evidence for what they had suspected, feeling more dissatisfied in such

circumstances.

Kyerewa (retired female trader, 17 years with RTK Bank) commented on how a resolved

complaint would still always be remembered:

They did fix it in the end. I will give them that. But it took so long and I had to
push so hard that even when it was resolved, something had changed for me.
You cannot un-knowwhat it feels like to fight for your own money.

This quote speaks clearly to the importance of a negative experience throughout the complaint

process, of having to insist that the bank resolve the problem when it was supposed to be easy to

get the bank to do so. Such experiences affect the relationship with the bank, even if the

problem is resolved.
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4.5.2 Complaint Reporting Barriers and Accessibility

Many participants felt unclear and frustrated in terms of how they could report their service

failures and get the problem resolved. Some did not know which channels to use to report their

complaints; others felt like they never received a response to their complaints; some felt it was

more trouble than it was worth to try to resolve service failures through complaint. These

complaint reporting barriers created a second layer of dissatisfaction to the original

dissatisfaction of the experience.

Some participants found alternatives to the complaint reporting processes, either by going to

higher levels in their branch or simply accepting their losses instead of trying to pursue their

complaints further.

Boateng (male artisan, 6 years with RTK Bank) talked about his experience with the complaint

reporting process:

I reported a problem three times. Three times. Each time someone took my
details and said they would follow up. No one ever followed up. In the end I
solved it by going to a senior manager. Now whenever something goes wrong, I
do not even bother with the normal process. I go straight to the top or I just
accept the loss.

The quote describes the loss of faith in the process, the development of informal workarounds.

It also speaks to the problem of people not using formal complaint reporting processes and just

going straight to the top, or accepting their losses, meaning the bank may not be made aware of

some service failures and cannot address them.

4.5.3 Service Recovery and Its Contextual Limits

Where participants recounted successful service recovery, where they felt their complaint had

been acknowledged quickly, dealt with empathically, and resolved fairly, these experiences

were generally evaluated positively and resulted in a measure of restored trust in the bank. What

the participants recounted, however, was a consistent tendency that even when service recovery

was conducted satisfactorily, it failed to lead to full satisfaction recovery. The most frequent

outcome that participants described following satisfactory service recovery was that they

returned to the bank in a more guarded manner, not with a completely restored faith that

preceded the failure.
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The above tendency was particularly marked among those participants whose trust was

influenced by the wider context of the crisis in the banking sector. The above participants, in

particular, found that even where their complaints were resolved, there remained a certain

emotional residue; that is, a lingering awareness of their bank's failure, which meant that

effective recovery had less relationship-enhancing capacity for them than it might otherwise

have.

A number of the participants themselves were conscious of the fact that there was a limit to

what service recovery can accomplish in terms of recapturing anything lost in the course of a

complaint experience (as seen above, in Kyerewa's testimony). This suggests that in the post-

crisis banking environment, service recovery is best viewed as a damage limitation exercise

rather than as a relationship enhancing tool, a conclusion that has important implications for

how RTK Bank should approach its service failure handling and recovery strategies.

4.6 Cross-Cutting Pattern: Differences Between Customer Groups in Satisfaction

Construction

One of the most persistent and consistent themes across the four identified patterns was how

satisfaction is perceived, constructed, and evaluated for the study's participants as a whole, and

within various customer subgroups.

The most conspicuous divergence in satisfaction construction was the age of the participants.

Older participants consistently prioritised the interpersonal elements of service quality; staff

familiarity; and especially, convenient access to branch locations as significant constituents in

their banking experience in the city. On the other hand, younger participants (especially the

students in the universities and the youth in professional occupations in the study) put more

focus on reliability of service, and convenience in use of digital channels, and transparency in

service fee; visiting the branches became an alternative option if all else fails.

The demographic background and professional occupation of the participants also affected their

evaluation of satisfaction. Participants with informal sector and market trading experience

highlighted, as important features, the convenience of accessibility to banking outlets (e.g.,

proximity to the banks from where they conduct their business transactions, banking hours of

operation, liquidity, and dependability in their cash deposits and withdrawals) to their overall

level of satisfaction with their banking services.
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In contrast, the more professional and corporate participants emphasised the sophistication and

reliability of digital platforms, quality of relationship management and bank competence in

handling their financial queries.

A further cross-cutting pattern concerned the impact of RTK Bank's institutional reputation on

satisfaction construction. A number of the participants in the study tended to interpret positive

service experiences in the light of RTK Bank's institutional reputation for technological

innovation and stability, giving the bank the benefit of the doubt in instances of doubt. Again,

this pattern was not universally present in the sample. The impact of institutional reputation was

less pronounced among those participants in the study who experienced greater erosion of trust

in the banking system as a result of the banking sector crisis, meaning they were less inclined to

give the benefit of the doubt in such instances and applied a more critical and discerning lens in

their satisfaction evaluation regardless of the bank's overall reputation. The variations observed

across customer groups in how they define satisfaction serve as a reminder that generic, one-

size-fits-all service delivery models will inevitably fail. Rather, any effective banking institution

will need to acknowledge and accommodate the diversity of customer expectations,

requirements, and criteria in making evaluations and judgements regarding its customer base.

These four themes, along with the cross-group patterns and the divergences observed among

customer segments, contribute to the updated conceptual model, which is discussed and

explored in Section 5.6 of Chapter Five, and which arises from the theoretical analysis of the

findings presented in this chapter.
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ANALYSIS AND DISCUSSION

In this chapter the empirical results from Chapter Four will be subjected to a discussion and

theoretical analysis. Each of the four findings from the data will be discussed in light of the

theories and empirical studies discussed in Chapter Two with the intent of clarifying, expanding

upon, and in some cases questioning, prevailing definitions of customer satisfaction in retail

banking, and by offering insights regarding the mechanisms underpinning each. This chapter

will, as such, move beyond describing what the participants went through in terms of service

delivery, and will instead seek to interpret the rationale behind their experiences, to make sense

of why their accounts of customer satisfaction took the forms they did, and to consider what

they convey in relation to how customers evaluate banking services in a digitalized, post-crisis,

emerging market banking context. The chapter concludes by drawing together all of the

analytical threads across the four findings in presenting a revised conceptual model, and in

offering responses to the three key research questions driving this study.

5.1 Service Quality and the Branch Banking Exper ience

5.1.1 Responsiveness as a Relational Signal

The Chapter Four data revealed that responsiveness on the part of staff in the banking branch in

the city was experienced not so much as a functional outcome, but rather as a signal of the

relationship that the bank has with the customer. This is to say that in the accounts of

respondents it became evident that what the customers found most relevant when evaluating

staff responsiveness was less so their level of speed and attentiveness, and more the degree of

personal recognition that they were offered in service delivery. This indicates the need to re-

frame how responsiveness, one of the dimensions of the SERVQUAL scale of service quality,

might be conceptualized in the customer evaluation process of banking service (Ngo & Nguyen,

2016) and to account for its relational rather than operational connotations in emerging market

banking contexts. This is in line with the arguments of Kwon et al. (2020) and Nawaz et al.

(2022) respectively who posited that personal recognition was an element of service delivery

that was important for the establishment of positive customer attitudes in a digitalized banking

context, and for constructing customer satisfaction in an emerging market banking context

respectively. However, they did not offer such a broad theoretical treatment of the construct of

service responsiveness, nor did they account for differences across customer segments in the

significance they place on service responsiveness.
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This suggests that the SERVQUAL framework's representation of responsiveness as a single

homogeneous dimension fails to capture the different socioeconomically informed meanings

that patrons in these varied city banking contexts ascribe to responsiveness.

5.1.2 Reliability as Hygiene Factor with Relational Outcomes

The research findings affirm the interpretation of reliability as a hygiene factor in Arbore and

Busacca (2009) research work that it is not, on its own, a sufficient condition for satisfaction in

retail banking, but it is a necessary condition; not having reliability will lead to high degrees of

dissatisfaction. Participants' accounts revealed that reliability failures were not perceived to be

simply technical failures, but as a relational betrayal of the implicit, mutually held obligation.

The relational impact of the reliability failures; participants felt like the bank had not kept its

promise, and this took the overall degree of participants' dissatisfaction level higher than it

otherwise would have been based purely on the scale of the technical breakdown.

The present findings also shed additional light on Arbore and Busacca (2009) research results

on reliability as a hygiene factor: what makes reliability failures appear disproportionately

negative for customers' banking experience is not just a result of the technical failure per se, but

is influenced by the meaning attributed to such technical failure in relation to the bank as a

reliable counterparty in the participants' mind. In the context of the city's banking sector after

the crisis, with its already low or shaky degree of relational trust in the banking sector for many

customers, reliability failure may gain a relational aspect which may compound, rather than add

to, the degree of doubts and queries that such customers may have. This reveals that, in the post-

crisis context of banking, reliability becomes more of a trust-building factor rather than a

hygiene factor; if it fails, it produces additional consequences with a negative relational impact

on the customers' overall satisfaction with the bank.

5.2 The Digital Banking Exper ience and Constraints of Infrastructure Conditions

5.2.1 Conditional Digital Satisfaction and Emotional Persistence

The results indicate that, for participants in the city, satisfaction with digital services is a

qualified and conditional one, in the sense that the satisfaction is not unequivocally positive

when digital services are currently functioning properly, but is rather characterized by emotional

baggage from prior service failures. The results extend the work by Shankar et al. (2020), who

identify emotions as a relevant dimension of customer satisfaction with digital services, in that

emotions are a significant dimension of the digital service experience in the city and remain an
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active element of the customer satisfaction experience even in times when no negative

experiences are unfolding, implying that such emotions are not temporary and fleeting but

accumulate, and persist as a background state of anxiety that informs all subsequent interactions

with the digital banking service.

The findings also challenge the assumption that many researchers make in studying customer

digital banking satisfaction that the customer experience of digital service is largely determined

by the expectation that the customer will evaluate the digital service on the basis of its current

quality (Nguyen et al., 2024; Bouteraa et al., 2021), and implies instead that the current

experience is strongly informed by emotional memories of prior service quality. From a

practical perspective, for banks in Ghana and similar contexts that are focused on improving

their digital service provision, the findings raise issues for the expectation that banks can

improve current system reliability as a strategy to increase overall customer satisfaction, given

that many customers may be operating from a negative emotional baseline stemming from prior

negative digital experiences.

5.2.2 Channel Migration Constraints due to Infrastructure

This study reveals a new type of dissatisfaction which is not yet covered by the digital banking

frameworks and literature, infrastructure-constrained channel migration; i.e., the involuntary

shift from an optimal digital channel to a brick-and-mortar branch because of factors outside

customer control, such as network downtime, power failure, or digital service platform failure.

This finding questions an underlying assumption of digital multichannel banking studies, which

state that customers voluntarily choose among the available channels based on the type of

transaction and their preferences (Twum et al., 2023). Channel availability in this study

determined a choice for the participants rather than a customer's channel preference. Forced

channel migration led not only to the nuisance of an unexpected brick-and-mortar branch visit

but to the frustration and broken promise of the digital services failing to fulfill the implicit

promise of being reliable and accessible. This result contributes to Twum et al. (2023) who

identified service availability as an important element influencing digital banking satisfaction in

Ghana, showing that unavailability is qualitatively distinct from service quality and generates

more intense emotions than poor performance in an operational channel. This result has

practical implications on the interpretation of the high foot traffic in the RTK Bank branches in

the city. High customer attendance rates in the branch do not necessarily mean customers prefer

brick-and-mortar branch services, but rather digital channels might not be fulfilling customer

needs in terms of service reliability. Therefore, resource allocation and service design may have
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to be revised with due attention paid to the reliability of the channels to which customers are

being referred.

5.2.3 Security Anxiety and the Asymmetric Loss of Digital Trust

Support for Nguyen et al.'s (2024) identification of digital security as a major dimension of

satisfaction in the context of security incident experience is found, showing that security anxiety

is a major asymmetrical determinant of digital banking satisfaction. Participants who had not

personally experienced fraud felt their security anxiety was a major reason for their lower

satisfaction with digital banking while the victim group's loss of digital security satisfaction was

more permanent and deep regardless of the other aspects of the digital service. This

asymmetrical finding is consistent with the extant body of literature showing the

disproportionate impact of trust violation incidents on customer satisfaction (Siriwong et al.,

2024), while adding the security-related context to this discussion. It further demonstrates that

the bank's security incident communication practice is an independent determinant of

satisfaction; the customers who perceive that the bank communicates proactively and

transparently about its digital security risk and technical failure communicate higher digital trust

than those who felt communication was reactive and inadequate. Customers also perceived

security communication lapses by the bank as the institution ignoring its customers' welfare and

not just the lack of information. In this way, communication practices were viewed as

relationship builders or destroyers, not just information providers, and thus their importance to

digital satisfaction is demonstrated.

5.3 Trust, Transparency, and Relationship Quality

5.3.1 Trust is Dynamic and Situated by Context

This study's findings enrich the literature on trust in retail banking in one crucial way: trust

should not be treated as a set feature of the customer–bank relationship, but rather a continually

constructed and reconstructed evaluation based on the accumulation of interactions over time

and communications, as well as on the wider institutional experience. This finding offers an

insight to the notion that SERVQUAL (Islam et al., 2021) conceptualizes trust related

dimensions, assurance and reliability, as fixed performance indicators rather than a dynamic

process of evaluation.

This study's findings reveal that in the post-crisis banking environment of Ghana, trust is

constructed based largely on a previous institutional context, that of the 2017 to 2019 banking
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sector cleanup. The experience of this cleanup established an expectation of institutional

skepticism, which is then applied to other post-crisis interactions. In this way, previous

literature, such as the notion that trust is context-dependent (Siriwong et al., 2024), is expanded

by showing that institutional history affects how trust is constructed and that the impact of

previous systemic issues can remain long after those crises have passed.

Furthermore, while this institutional expectation of trust did exist post crisis, the findings show

that trust is not solely based on this expectation. That is, the expectation of previous institutional

skepticism did not mean that customers' perceptions of other banking services post-crisis were

negative, with most participants having positive opinions of a number of other banks' services

despite their general mistrust of the banking sector. This indicates the complexity of trust in

retail banking, in particular that trust in retail banking is both transactional and institutional,

such that an improvement in the service at the transaction level may not be enough to increase

trust at the institutional level.

5.3.2 Transparency: The Relational Contract

With respect to communication, customers were most critical of instances in which they

perceived transparency to be lacking. While instances of transparency were often viewed simply

as a necessary part of doing business, the emotional reactions of some participants when the

bank was perceived to be non-transparent regarding specific fees and charges was

disproportionate to the value of the undisclosed items, suggesting that the main issue with the

lack of transparency lay in the perception of unfair or disrespectful behavior, rather than the

direct impact on the relationship.

This finding supports Mainardes and Freitas (2023) assertion that transparency about perceived

value is positively related to satisfaction in the bank–customer relationship, and provides a

qualitative explanation of the processes behind this finding by showing that transparency issues

are a threat to relational trust. The finding also supports the argument of Nawaz et al. (2022),

that, due to information asymmetries in banking relationships, transparency is especially

important in maintaining fairness and commitment to the bank–customer relationship. The

finding suggests that transparency may not be just another service quality indicator to be

sacrificed, or at least it does not behave like them, since it may be the case that non-

transparency is a threat to the customer–bank relationship that damages trust in ways

disproportionate to their specific impact on the relationship.
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5.3.3 Personalized Recognition Across Customer Groups

In terms of customer service, customers across groups viewed it important to feel recognized as

an individual by the bank, with most participants expressing that they wished to feel more

personalized by the bank. This is consistent with the finding by Kwon et al. (2020) that feeling

recognized and appreciated by one's bank is associated with higher relationship quality for

different types of customers across different channels and service products. However, this

research adds to the work of Kwon et al. (2020) by showing that the kind of personalized

recognition provided is affected by the customer's social background and channel preference,

which is important for the design of services.

For branch dependent customers from older age brackets, and who are from informal sector

backgrounds, personalized recognition is relational and interpersonal, involving the

acknowledgement of one's name, staff being well known, and expressions of personal interest in

the customer as a person rather than a transaction. For digitally oriented customers from

professional and corporate backgrounds, personalized recognition is informational and

competence based, involving the ability of the bank to give financial advice specific to needs

and to make relevant suggestions for products, on the basis of the customer's transactional

history and financial profile. This finding suggests that there is no one size fits all approach to

personalization that will appeal to all the groups that make up a customer population, and that in

order to be effective in terms of personalization, there has to be an understanding of what

different groups expect in terms of relations.

5.4. Complaint Handling and Service Recovery

5.4.1. The Asymmetric Impact of Complaint Handling Failures

The findings present evidence for Arbore and Busacca's (2009) asymmetric impact model of

complaint handling, which holds that the negative impact of poor complaint handling on

customer satisfaction is greater and has a greater lasting impact than the positive impact of

successful service recovery. Those who had a complaint handled for them reported that there

was a delay in the response, or a poor response to the issue, or a lack of acknowledgement or

concern for their situation, and they said the result was the destruction of confidence and loyalty

that endured beyond the handling of that specific complaint.

By comparison, those who said the service recovery effort was successful indicated that their

level of trust had improved, but not to the level of what was experienced before the problem,
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that they became cautious again in their dealings with the bank and had their guard up, but the

fullness of that prior trust in the institution was not there to the full extent of what was present.

This asymmetry seems especially strong in the post crisis Ghanaian banking industry. Where

the trust in institutions is already weakened as in Section 5.3.1, as the findings showed, a bad

experience in complaint handling is likely to reinforce, and make the doubt that is present

regarding the integrity of the institution and its concern for the welfare of customers. This

suggests an extension of Arbore and Busacca's (2009) asymmetric impact model of complaint

handling, which holds that the asymmetric impact of complaint handling failures is different

across contexts and can be greater when the impact of complaint handling is based on the

history of the institutional sector and the general level of trust in the sector.

5.4.2. Complaint Accessibility and Procedural Trust

The findings also highlight that having difficulty in identifying and choosing the most

appropriate way to raise the issue with the bank, uncertainty and lack of feedback or

acknowledgement about the submission of a complaint, and the belief that the formal

mechanisms of the bank and the process that the industry has for resolving customer issues is

futile, creates another layer of dissatisfaction with the failure in service. This is important as it is

possible that customers that would give the institution the benefit of the doubt in regards to a

specific instance in service failure will be led to have an overall negative view of the institution

as a result of the experience of not finding resolution to issues.

5.4.3 Contextual Limits of Service Recovery

These findings indicate that the service recovery paradox described by Levesque and

McDougall (1996), in which the successful recovery from a service failure could lead to a

higher level of satisfaction than if the failure had not occurred, was not evident in the post-crisis

banking environment of the city. The participants described effective service recovery as at least

partially restoring customer satisfaction to its original state, or even below this state prior to

failure. This confirms the argument of Arbore and Busacca (2009) regarding asymmetric impact,

as the results of this study suggest that there are contextual limits to the satisfaction gains that

service recovery is able to achieve as a result of environmental conditions, namely the post-

crisis institutional mistrust, prior service failure, and associated negative emotions.

The finding that there are contextual limits to service recovery is relevant for practical

applications. This indicates that service failures and barriers to reporting complaints are more

costly than even good service recovery in a post-crisis banking environment, since the
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contextual limits in this environment affect the level of satisfaction that can be restored to pre-

failure levels through recovery efforts. Hence, complaint prevention and responsive complaint

channels should be prioritized over investment in the excellence of service recovery in this

context.

5.5 Cross-Cutting Analysis: Customer Group Differences and the Limits of Standardized

Satisfaction Frameworks

The cross-cutting result in Chapter Four indicating the presence of customer group differences

in satisfaction construction has implications for whether there is a standardized satisfaction

framework that is applicable to different urban banking contexts. The findings of this study

indicate that satisfaction with retail banking cannot be adequately captured by a standardized

framework of predetermined dimensions with uniform dimension weighting, since satisfaction

is a contextual and socioeconomically situated evaluation and the dimension weighting differs

by customer group defined according to age, occupation, income, and preference for service

delivery channel, for instance interpersonal service quality, digital reliability, transparency, and

complaint handling.

This builds on previous literature that established the differences in customer satisfaction

priorities by age group (Mori et al., 2024) and the importance of customer orientation as an

indicator of customer satisfaction in the context of Ghanaian banking (Asare-Larbi, 2023), but

does so by presenting empirical qualitative evidence on the processes and mechanisms by which

customer group differences arise, further reinforcing the existing literature's arguments against

the uniformity of satisfaction across different customer groups (Chitamba, 2024; Mori et al.,

2024) by providing evidence for the contextual differences in satisfaction in the specific case of

the city's diverse urban banking environment.

The reputational halo effect identified in participant accounts, where customers with higher

institutional trust also evaluated specific service delivery encounters with higher levels of

satisfaction, introduces another level of complexity in the customer satisfaction construction

that a standardized framework does not capture. The fact that some of the interviewees were

caught up in this halo phenomenon while others were very institutional-skeptic suggests that

there is a mixture of customers in RTK Bank where some give benefit of doubt while the others

have very critical eyes. This makes customer satisfaction evaluation and management in this
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context to be complex and it needs an approach which goes beyond standard satisfaction

measures.

5.6 Revised Conceptual Framework

From the analyses in this chapter emerged a revised conceptual framework, which is an

extension of the sensitizing framework in chapter two. The revised framework takes into

consideration the findings, the theoretical framework and research questions. The revised

conceptual framework highlights the fact that institutional trust (based on the 2017 – 2019

banking crisis, the transactional experiences and institutional setting) is the evaluative lens from

which all experiences in the city are perceived. This dimension was not explicitly brought out in

chapter two where it was treated as one of the four dimensions. With the revised framework,

institutional trust emerges as the dimension that other dimensions are evaluated from or within.

Figure 4 : institutional trust model

Other dimensions of satisfaction construction that emerge from within this trust are the

followings which also are interlinked and not separate:

 Branch service quality is experienced both in its relational (responsiveness) and functional

aspects (reliability), however there are differences in the extent to which each of these
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aspects contributes to satisfaction among various customer groups (age, income, education,

occupation and channel use).

 Digital banking experience which is experienced in terms of its system reliability,

reliability confidence and infrastructure issues contributes to satisfaction and this includes

both the current experience as well as the past experience, with the last (past experience)

being an important component of dissatisfaction due to infrastructure constraint which is

also an issue of channel migration and not previously conceptualized in previous studies.

 Transparency and communication is the extent to which the bank communicates to its

customers on things which affect them (fees, policies, service incidents, digital security)

and this contributes to customer satisfaction and it is seen as relational contract that if

broken it will have far reaching consequence on satisfaction.

 Complaint handling and service recovery which is experienced as whether they can

complain, when they are complained to, the response they receive and whether they are

recovered to satisfaction level. This dimension contributes to dissatisfaction and recovery

from dissatisfaction. This dimension is experienced asymmetrical (it has more weight on

causing dissatisfaction than it does in recovering from dissatisfaction) as in this context

(after banking crisis), if not properly handled, a complaint has far reaching consequences

that are difficult to recover from.

The differences among customer groups is the underlying variable that explains the extent to

which the above dimensions are weighted and how experiences (satisfaction and dissatisfaction)

are conceptualized within these dimensions. It is this underlying difference that creates limits to

any single approach to customer satisfaction improvement or service design in any organization.

The conceptual framework (Revised) is depicted in Figure 4 above.
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CONCLUSION

This chapter integrates the main results and findings of this study, returns to the purpose and the

research questions of the study, discusses the study's theoretical and practical contributions, and

identifies the limitations of the study. Moreover, the chapter offers suggestions for further

studies that follow from the findings and insights generated through this research. The

conclusions reached in this chapter are drawn from the evidence generated through the study

and are not based on general or prior knowledge. The discussion in this chapter is informed by

the results presented in Chapter Four and by the theoretical discussions provided in Chapter

Five.

6.1 Overview of the Study

The purpose of this research was to explore how the retail banking customers in the city

construct, experience, and judge their satisfaction and dissatisfaction. Informed by the

inadequacy of the conventional quantitative SERVQUAL method that has been used to

understand retail banking customer satisfaction in Ghana, a qualitative, interpretive research

approach utilizing reflexive thematic analysis of twenty semi-structured interviews with

purposively selected customers of RTK Bank in the city was employed. The research questions

that drove the study were the following: how customers in the city perceive and define their

satisfaction and dissatisfaction with retail banking services; what factors affect customers to

express satisfaction and dissatisfaction with their banking experiences; and, how socioeconomic

and demographic characteristics contribute to differences in how customer satisfaction is

constructed across customer groups.

The empirical data for this study were presented and thematically organized around four themes,

namely branch service quality, digital banking experience, trust and relationship quality and

complaint handling and service recovery in Chapter Four. These themes were further analyzed

in Chapter Five with reference to the theories and frameworks discussed in Chapter Two. The

thematic analysis yielded a revised model of customer satisfaction with retail banking in the city

in which institutional trust is the lens through which the other domains of satisfaction are

constructed and viewed.

6.2 Answer ing the Research Questions
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6.2.1 Research Question One:

How Do Retail Banking Customers in the city Perceive and Define Satisfaction and
Dissatisfaction?

The findings indicate that retail banking customers in the city perceive and define satisfaction as

a relational attainment rather than an individual or technical success. Customers did not define

their satisfaction primarily in terms of having their transactions successfully carried out or

having access to a product or service but instead in terms of the sense that they felt respected,

recognized, trusted, and fairly treated as unique individual customers by the bank. The sense of

dissatisfaction was most often described by participants in the relational sense, the feeling that

they were disregarded or misinformed, that their banking experience was characterized by them

having been treated as nothing more than a number rather than as a unique valued client. These

findings suggest that satisfaction with retail banking in the city has a relational construction

beyond technical or individual success, which extends existing models of satisfaction, which

define satisfaction as cognitive assessments of service performance relative to expectations

(Cronin & Taylor, 1992; Tee, 2022). The study results indicate that in the culturally and

institutionally embedded case of the city, the affective and relational aspects of the banking

experience matter as much if not more than the functional features in shaping customers' overall

satisfaction assessments with their banking providers. The lasting emotional impact of either

positive or negative encounters with banks, the continuing experience of being valued or not

valued, was identified as an important dimension of how satisfaction and dissatisfaction is

constructed and sustained in this setting and is a feature that has yet to be well explored by

existing models of customer satisfaction.

6.2.2 Research Question Two:

What Factors Influence Retail Banking Customers in the city to Express Satisfaction and
Dissatisfaction?

Our analysis of the data reveals five key factors that are connected and work to inform

satisfaction and dissatisfaction construction by retail banking customers in the city: Institutional

trust, as influenced by Ghana's 2017–2019 banking sector crisis and previous transaction

experience, functions as the superordinate factor that informs the interpretation of all other

factors of satisfaction. Trust is both transactional, relational and institutional; thus, an

improvement in the transactional level will not automatically lead to a restoration of trust in the

institutional level in the case of customers whose trust has been affected by the sector crisis.
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Branch service quality as experienced through staff responsiveness, reliability, empathy and

individualisation informs the customer's satisfaction both functionally and relationally. However,

reliability failures can also be experienced as relational failures, as breaches of trust that are not

commensurate with their technical nature. As is to be expected, different levels of service

quality in each of the service quality dimensions and their forms are differentially important for

different demographic categories of customers. Digital banking experience as experienced

through its reliability, the user's confidence in security and the customer's perception of

available infrastructure informs the customer's satisfaction through both the immediate

experience of the service and any past experiences of frustration in digital channel usage. In

addition, the channel shifting phenomenon where customers are forced to switch from the more

efficient digital channel to the branch channel due to network failure and/or power outage was

found to be a new and hitherto overlooked form of dissatisfaction not accounted for in current

digital banking research. Transparency and communication as informed by the bank's policy on

fee and other relevant policies and its communication of the same as well as its disclosure and

communication of incidents and the bank's security policies, forms the relational element

between the bank and the customer that is critical for satisfaction. In addition, such transparency

failures can also be interpreted by the customer as an indication of the bank's lack of respect for

their customer. Complaint handling and recovery is another important factor that informs

customer satisfaction; however, it is worth noting that complaint handling failures have a larger

effect on satisfaction (that is, their absence generates greater dissatisfaction) than their successes

do on satisfaction; that is, complaints can generate more dissatisfaction than a bank's effective

response (and subsequent satisfaction) can generate. In addition, this finding further supports

the suggestion of higher sensitivity to such issues in the city due to the crisis.

6.2.3 Research Question Three:

How Do Socioeconomic and Demographic Factors Shape Differences in the Construction of
Satisfaction and Dissatisfaction Among Retail Banking Customers in the city?

It was found that the construction of customer satisfaction and dissatisfaction differs in terms of

its content and the form it takes by the socioeconomic and demographic categories of retail

banking customers in the city. In fact, satisfaction and dissatisfaction is experienced differently

by customers of differing ages, occupations, income level and channels preference. Age was

found to be significant in determining customer satisfaction priority. Older participants

prioritised branch service quality, service staff's familiarity with them and their ability to access

and use the bank's branches effectively; while younger participants (specifically university
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students and working individuals) placed more importance on digital service quality, service

quality as informed by digital channel usability and service quality as informed by clarity on

service fees. They only used the branches in the city when all other options failed them. These

findings go beyond the findings of Mori et al. (2024) and suggest that age groupings in the city

do not reflect different preferences, but rather different means for evaluating satisfaction and

dissatisfaction experiences.

The participants' occupational background influenced the construction of satisfaction in equally

compelling ways. While those from an informal sector background and those working in market

trading tended to assess satisfaction based on whether the bank was accessible and open when

they need it, the location of branches, the operating hours, and how reliable they were in

handling cash, the reason for that being how their lives would be negatively impacted if the

bank was not accessible enough. However, the ones from a professional background and those

working in the corporate sector instead focused on the sophistication of digital platforms, the

quality of the relationship and whether the bank could provide complex financial services.

Income also played a role in how empathy and personalization were experienced, with lower

income participants looking for dignity and acknowledgement of their basic needs. And higher

income participants looking for personalized financial advice based on the bank's expertise.

Both are a form of wanting personalized service, but they require different responses as well.

This proves that trying to please everyone with the same service will always fail to meet the

needs of the customers as people from the urban setting are different from each other (Asare-

Larbi, 2023).

The institutional level of trust that was built from the 2017 to 2019 banking sector crisis, played

a role in the way participants constructed customer satisfaction in different ways. As those who

have been in banking for longer, had a higher baseline of distrust toward the banking institution,

making it more influential in how they assessed satisfaction. And those who were in their

younger years, who had been in banking for a shorter period tended to assess satisfaction more

from current performance. This also highlights another dimension of how satisfaction is

constructed that may not be seen by the aggregate satisfaction score that needs to be looked at

and this is that customers are different from one another. It is a significant finding as it

highlights how service design and satisfaction measurement needs to be demographic-specific

in retail banking in Ghana.

First, this study establishes qualitative empirical findings that show that customer satisfaction in

retail banking is a relational and emotional construct that needs emotional and meaning based
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measurement, and not only the cognitive measurement provided by the SERVQUAL framework.

This study has extended Chitamba's (2024) critique of SERVQUAL and Shankar's (2020)

critique of SERVQUAL which argues that it fails to capture affective and meaning dimensions

of customer satisfaction. It has provided further context-specific evidence in the emerging

market setting to show why this critique has not been addressed yet. As another finding shows

that the affect from the service failure is carried along in time, and shapes how the participants

construct future customer satisfaction. This challenges the rational view of the future of the

current customer satisfaction measurement framework.

Second, the study adds to the literature on how customer trust works in a post-crisis retail

banking context. As a result, it shows that customer satisfaction is evaluated at a transactional

and relational level, and it's only then that it gets affected at an institutional level. This finding

extends Siriwong et al's (2024) finding that contextual trust and trust that is influenced by

institutional trust in the historical context. As this study shows that for the first time that there

has been trust at a transactional and relationship level, but there is no trust at an institutional

level because of the 2017-2019 banking crisis. This study has shown how customer's construct

their institutional trust, and that even when the crisis is past, the crisis still influences customer

trust as it has built a baseline of trust in customers.

Third, this study provides evidence to show that there is infrastructure constrained channel

migration that is a significant channel selection in the context of digital banking satisfaction.

This study has shown that as the banking sector in Ghana is in a situation where channel

selection is not always the preference of the customer. The current literature that has studied

channel selection in banking was in the setting that has better infrastructure (Agada et al., 2026),

and this has set a baseline in how the current literature understands the channel selection that

needs a more contextual lens to it.

Fourth, the study provides qualitative evidence of the ways in which diverse urban bank

satisfaction constructions are influenced by distinctions within customer groups, classified

according to age, occupational status, income, and channel preference, which are absent in

traditional satisfaction measures. The findings, therefore, extend the work of Mori et al. (2024)

and Asare-Larbi (2023) to suggest that there is a need for a more customer-group-specific form

of satisfaction management within the retail banking industry, by revealing the mechanisms that

are responsible for the shape and importance of each of the customer satisfaction constructs.

6.3. Theoretical Contr ibutions Of The Study
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The study advances the theoretical literature on customer satisfaction in the retail banking

industry in four major ways.

First, the study provides context-specific, qualitative evidence on why existing quantitative

conceptual frameworks for customer satisfaction, specifically SERVQUAL, are unable to fully

capture the nuances of customer satisfaction constructs in the emergent market banking industry

within a technologically advancing post-crisis environment. Previous studies carried out in

Ghana (e.g. Tee, 2022) have been able to statistically establish the utility of SERVQUAL

dimensions, but have not gone beyond this to explore how customers in the local Ghanaian

context assign meaning to the dimensions in their lived banking interactions. By centering

customer accounts, the study demonstrates that customer satisfaction in the Ghanaian retail

banking context is neither defined by an objective gap in expectations and perceptions as

SERVQUAL assumes, but rather as a subjective, relational and emotional construct that is

influenced by the customer's individual life experience, the institutional setting in which they

interact with the bank, and the collective satisfaction they derive from the quality of the

relationship they have with the bank. The finding therefore advances and extends the theoretical

critiques of SERVQUAL by Chitamba (2024) and Gonu et al. (2023) by providing empirical

evidence in the context of the Ghanaian retail banking industry.

Second, the study makes a theoretical contribution to the extant literature on customer

satisfaction by theorizing the role of institutional trust in customer satisfaction in banking

environments in ways which extend prior studies. While existing studies (e.g. Siriwong et al.,

2024) have demonstrated that customer satisfaction is related to the trust customers have in

financial service providers and have identified it as either an antecedent of, or a mediator of

satisfaction, this study extends the existing literature by conceptualizing institutional trust as the

lens through which customers in the Ghanaian retail banking environment evaluate all other

aspects of their satisfaction constructs. The revised conceptual model developed by the study

identifies institutional trust as central to customer satisfaction constructs, noting that the trust in

the customer-bank relationship in emerging market banking environments is influenced by

customers' past negative experience resulting from the 2017–2019 Ghanaian banking crisis,

previous bank transaction experiences and their collective bank relationships. The concept of

trust in the model therefore advances the literature on customer satisfaction by providing

evidence from the Ghanaian banking sector in support of the theoretical argument made by

Mainardes and Freitas (2023) and Siriwong et al. (2024) that customer satisfaction should be
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viewed from a relationship-based standpoint. It further contributes to the literature on customer

satisfaction in banking environments by providing evidence of how institutional shocks can

impact the manner in which customer satisfaction is measured and influenced.

Third, the study provides empirical evidence for the role of infrastructure-constrained channel

migration in customer satisfaction construction, an issue that has hitherto been theoretically and

empirically neglected in the context of emerging market banking environments. Previous

studies in the field of multichannel banking suggest that customers switch from one banking

service channel to another on the basis of the type of transactions and customer preferences (e.g.

Bouteraa et al., 2021). In contrast, this study finds that customers often do not have a choice as

to which service channel to use but rather they are forced to migrate from preferred banking

channels to less-preferred service channels when they face service failures like network

disruptions, power cuts or downtime. The nature of customer dissatisfaction as a result of the

lack of a channel choice is qualitatively different from dissatisfaction experienced from a

particular channel because it stems from the inability of the customer to access other preferred

channels rather than the channel's performance.

This study also adds to the digital banking satisfaction literature in Sub-Saharan Africa (Twum

et al., 2023) by pinpointing a type of dissatisfaction that is unique to this context and that is

absent from other theoretical accounts. Finally, the paper enriches the literature on how

satisfaction and dissatisfaction dimensions are moderated by customer demographics and

socioeconomic characteristics. We demonstrate that demographics and socioeconomic context

not only influence which particular dimensions of satisfaction customers value but also

determine what kind of satisfaction/dissatisfaction is felt for the same service attributes across

different customer groups. Income-insecure customers and informal sector clients understand

personalized service as a way to be recognized and treated with dignity whereas professional

and corporate customers see it as providing them with tailored knowledge and service

excellence. Older customers associate trust with the depth and length of their relationship

history, while younger customers base their trust judgment more on service experiences within

the current relationship period. These qualitative findings explain in detail the quantitative

evidence put forward by Mori et al. (2024), that age differences in customer service

prioritization exist and help provide a more thorough picture of what those differences look like

on the ground within this diverse urban commercial context.
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6.4 Practical Recommendations

It is important to note that this study investigated customer perceptions and experiences of RTK

Bank, and did not directly examine the bank's internal operations, systems or processes. The

recommendations that follow are therefore inferences drawn from what participants described as

shaping their satisfaction, rather than prescriptions based on first-hand knowledge of the bank's

existing internal practices. They are offered as directions that the findings suggest would be

worth the bank's consideration, and would benefit from validation against the bank's actual

operational capacity before implementation.

6.4.1 Recommendation One:

Proactive Digital Communications: RTK Bank should create a specific protocol for digital

service failure notification that is applied to all of its digital service disruptions. This service

incident response system needs to notify customers immediately, via their most used

communication channels, and provide a clear explanation for the digital failure that is

accompanied by an empathetic apology. The notification should be sent before the customer

identifies the problem and should also provide the customer with an estimate of the time it will

take for the service issue to be resolved. The notification must clearly provide instructions on

where the customer may access the same service or similar alternative services to those being

affected. The importance of this recommendation is based on our finding that failure to send

such a proactive notification was interpreted by participants not simply as a failure to provide

information but rather as an indication that the bank was not interested in their well-being or the

quality of their digital banking experience, thus exacerbating trust damage. Consequently,

investing in the quality of digital communications can be just as important as investing in

improving the quality of the service itself.

6.4.2 Recommendation Two:

Complaint Handling Reform: Complaint management systems at RTK Bank need to be

improved in the following three specific areas. First, access to the complaint handling service

needs to be improved by creating easily accessible complaint reporting methods across a variety

of channels including, but not limited to, a specific complaints section on the online banking

platform and website, a dedicated customer complaint unit in physical branches that issues

acknowledgment receipt immediately when the complaint is lodged, and a dedicated phone

number that customers can access in order to register a complaint. Second, complaint

management needs to be improved by assigning a dedicated complaint manager that can follow-
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up and keep in close touch with the customer, allowing them to know the real-time status of

their complaint and the expected time for resolution of the complaint. Finally, a specific and

transparent timeline needs to be set for the time it will take in order to resolve the complaint,

ensuring that the customer receives periodic updates as the complaint moves forward. This

recommendation is based on our finding that the barriers and difficulties that customers

experience when they have to lodge a complaint create a secondary dissatisfaction which is

more destructive to trust than the original service failure. Consequently, while improving the

complaint recovery experience is important, the focus must necessarily be on ensuring that

complaints can easily be lodged and that complaints are not being prevented by the complaints

handling system.

6.4.3 Recommendation Three:

Transparency in Pricing and Policy Communication: RTK Bank must communicate

immediately, via multiple channels, all changes in fees or service charges, product conditions

and account policies to the customers and must do so before the implementation of the change

rather than after the fact. SMS, email, app notifications, and in-branch signage should all carry

the message, using language that is simple and easy to understand at all levels of literacy, and

which also includes Twi where required. This recommendation flows directly from the finding

that breakdowns of transparency operate like broken relational contracts that cause far more

trust erosion than the financial cost involved, and that customers tend to interpret unknown

charges and policy changes less as an administrative error and more as a sign of institutional

disrespect.

6.4.4 Recommendation Four :

Create Distinctive Forms of Services for Different Types of Customers: RTK Bank should

develop distinctive forms of services that correspond to the very particular relational needs,

financial needs, and channel preferences of their distinct customer groups, which include

university students, market women, petty traders, civil servants, salaried employees and the

retired. Training should enable staff in the branches to identify and provide the particular types

of personalized services that are valued by the various customer groups (relational warmth and

respect on the part of low-income customers, informal economy and informal sector workers;

competence and expertise and financial advice on the part of professionals and corporate

customers). The design and content of products and of services in digital channels should also

respond to the particular needs and preferences of different types of customers. This

recommendation comes from the finding that attempts to satisfy the entire customer base with



63

one type of form of service are doomed to fail, and that the form of satisfaction that different

types of customers require is different and cannot be addressed adequately by uniform,

standardized forms of service.

6.4.5 Recommendation Five:

Develop Trust Building Practices in the Aftermath of a Crisis: RTK Bank should develop and

implement a series of structured trust building practices that are specifically designed to

overcome the lingering distrust among customers that was generated by the Ghanaian banking

sector crisis of 2017-2019. The bank should include regular and transparent reporting about the

bank's financial performance, regulatory compliance and its governance; easily accessible

information on the procedures and mechanisms for the custody of customers' funds; and

outreach activities that demonstrate a commitment to customers beyond a transaction

relationship. Staff should also be trained to understand customer expressions of distrust of the

bank and to provide reassuring information about what is happening rather than a defensive

response. This recommendation stems from the finding that institutional trust operates at an

entirely different level to transactional satisfaction and that regaining it requires communication

and outreach practices that are more than simply improved forms of transactional services.

6.5 Limitations of the Study

Several limitations of this study need to be noted in the interpretation of the results and

consideration of the transferability of those results.

Scope and generalizability: As a qualitative study utilizing purposive sampling, in one banking

setting in the city, the results are not statistically generalizable to the population of retail

banking customers in Ghana and elsewhere. This study provides rich, contextually specific, and

transferable insights in a way that is consistent with the purpose of qualitative studies (Lincoln

and Guba, 1985), rather than a statistically representative sample of retail banking customers in

Ghana. Readers and practitioners wishing to apply the results of this study in other settings are

encouraged to pay attention to the similarities between their contexts of interest and the specific

context of the city banking post-crisis.

Retrospective self-report: The reliance on retrospective accounts of customer banking

experiences is susceptible to memory errors, social desirability effects, and after-the-fact

construction of customer experience and satisfaction. These risks were likely reduced through

the use of semi-structured interviews and the reflexive nature of the analytical process, but not
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removed. Future studies might benefit from the inclusion of longitudinal diary methods and data

from observational studies in real-time banking transactions to obtain a fuller picture of how

satisfaction is determined.

Sampling limitations: While we sought to achieve a diverse set of interviewees in our study, the

method of recruiting participants, through a personal contact of the researchers, may still have

yielded interviewees with stronger ties to RTK Bank than customers in the general banking

population, possibly leading to an under-representation of perspectives on customer

dissatisfaction and disengagement among infrequent or disengaged customer segments or

segments that engage exclusively through digital channels without visiting the branch. Future

studies should consider more systematic means of recruiting such disengaged or infrequent

customer segments.

Temporal limitations: The study results reflect a snapshot of customer experience and

satisfaction at one specific moment in time in a constantly changing banking sector in the city.

As the sector continues to digitize, continues to adapt to evolving regulatory standards and

continues to recover from the institutional shocks that characterized the banking crisis, the

factors impacting satisfaction of retail banking customers in the city will continue to shift.

Future studies that examine how customer experiences and satisfaction are constructed over

time, especially in a period of sectoral reform, may yield further valuable insights into how such

satisfaction is shaped.

Theoretical limitations: The conceptual framework proposed in this study is based on both the

empirical findings reported here and also the extant theoretical literature in the area. However, it

remains specific to the city and the context of retail banking in Ghana. Further research of a

qualitative or quantitative nature in other banking contexts is required to validate these

constructs (especially infrastructure-constrained channel migration and the multi-level nature of

post-crisis institutional trust) and thereby establish their broader theoretical relevance.

6.6 Directions for Future Research

Taken together, the findings and limitations of this study highlight a number of avenues for

further research relating to customer satisfaction in retail banking in Ghana and the wider Sub-

Saharan African region. For instance, comparative qualitative studies could be undertaken

across different retail banks, both traditional and fintech, to determine how particular aspects of

institutions (e.g., branding, industry competitive position, etc.) relate to these and any other

contextual factors which customers draw upon when constructing satisfaction. Undertaking such
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research would enable an evaluation of whether the patterns uncovered in this study are unique

to the RTK Bank case, or are indicative of wider trends among Ghanaian retail banks and the

African region more generally.

Qualitative research tracking satisfaction construction at RTK Bank over a longer time period

(longitudinally) would also offer an important opportunity to track the evolution and re-

establishment of trust and relational quality among RTK Bank clients as the sector emerges

from crisis and into the future. This would provide important evidence of the effectiveness of

trust rebuilding over a period of time, as well as allowing for an analysis of how the institutional

memory of the banking sector crisis will fade over time for different sub groups of customers.

Finally, research focusing more specifically on infrastructure-related satisfaction would further

support the development of digital banking frameworks and digital financial inclusion strategies

for Sub-Saharan Africa that account for the infrastructural realities of the banking relationship.

This research would also advance the emerging theoretical literature on digital banking

satisfaction for the region, which, as mentioned, has relied on assumptions related to banking

infrastructure that do not hold true for contexts characterised by infrastructural constraints.

Quantitative studies using large representative and/or non-representative samples of different

banks would also further research of this kind to empirically validate the new conceptual

framework developed in this study (especially in relation to the new constructs identified, such

as infrastructure-constrained channel migration and multi-level institutional trust) to establish

their wider relevance to the literature as well as their association with other theoretically

grounded outcome variables such as client loyalty or retention.

Moreover, this study’s cross-cutting findings relating to customer subgroup differences suggest

that future research could explore in qualitative terms how customer segments characterised by

various combinations of age, income, education, and occupation relate to or construct

satisfaction differently across different African urban banking contexts. This would contribute

to the development of a more differentiated and segment-sensitive approach to satisfaction

measurement and/or management among retail banks.

6.7 Concluding Remarks

This study has shown that customer satisfaction in retail banking in the city is a complex, multi-

dimensional and deeply relational notion that cannot be sufficiently conceptualized and

analyzed within a purely standardized and attribute-based measurement framework. Customer

satisfaction in banking is therefore not just the simple result of a competent level of service
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delivery; it is rather about the meaning that clients attribute to, and relationship-based values

and norms which they ascribe to, their banking experience, to being seen and treated with

respect, consideration and trust, as individuals who, outside the transaction, are valued and

understood as people and as members of a wider community.

The greatest contribution of this study is that it has brought into focus that such meaning and

value is finally built upon institutional trust, and that institutional trust itself is built upon the

backdrop of the Ghanaian banking sector crisis and the relationship with customers. In other

words, how all accumulated meaning of customer’s prior experience and trust with the banking

industry, the emotional remnant of the sector crisis, its implications for customers’ current and

future experience is reflected in customer satisfaction.

In short, this study has found that institutional trust is the overarching evaluative lens of the

relationship within which all other aspects of service is assessed. Here, investment in improving

service quality at the transactional level may be a requisite, but is alone insufficient to sustain

satisfaction. What is needed is a longer-term, more dedicated commitment to rebuilding

institutional trust through transparency, responsiveness, and accessibility, while also being

attentive to the diverse needs and expectations of customers. These findings suggest challenges

and opportunities for RTK Bank, for the retail banking industry of Ghana as a whole, as well as

for scholars and practitioners in emerging market banking settings: challenge to move beyond

standardized measures of service quality and to get in touch with what customers' actual

experiences of banking in the city look like, and the opportunity to forge more satisfying and

responsive banking relationships that capture the more relational, emotional, and contextual

factors of customer satisfaction that measures of service quality miss.
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Appendix 1: Par ticipant Profiles

Pseudony

m
Gender Age Group Occupation

Banking

Duration

Pr imary

Channel

Pseudony

m
Gender Age Group Occupation

Banking

Duration

Pr imary

Channel

Abena Female
Young (18-

30)
University Student 2 years

Primarily

digital

Kofi Male
Young (18-

30)
University Student 3 years

Primarily

digital

Akosua Female
Middle (31-

50)
Market Trader 9 years

Branch and

digital

Kwame Male
Middle (31-

50)
Market Trader 11 years

Primarily

branch

Ama Female
Young (18-

30)
Market Trader 4 years

Branch and

digital

Yaw Male
Middle (31-

50)

Salaried

Professional
7 years

Primarily

digital

Efua Female
Middle (31-

50)

Salaried

Professional
6 years

Branch and

digital

Mensah Male
Middle (31-

50)
Civil Servant 8 years

Branch and

digital



Adjoa Female Older (51+)
Retired Civil

Servant
15 years

Primarily

branch

Kojo Male Older (51+) Retired Teacher 13 years
Primarily

branch

Nana Female
Middle (31-

50)
Business Owner 5 years

Primarily

digital

Oppong Male
Middle (31-

50)
Business Owner 10 years

Branch and

digital

Afia Female
Young (18-

30)

Informal Sector

Worker
2 years

Branch and

digital

Boateng Male
Middle (31-

50)
Artisan 6 years

Primarily

branch

Serwaa Female
Middle (31-

50)

Corporate

Employee
4 years

Primarily

digital

Asante Male Older (51+) Corporate Manager 12 years
Branch and

digital

Abban Male
Young (18-

30)
University Student 1 year

Primarily

digital

Fosua Female
Middle (31-

50)

Informal Sector

Worker
3 years

Primarily

branch

Darko Male Middle (31- Salaried 9 years Primarily



50) Professional digital

Kyerewa Female Older (51+) Retired Trader 17 years
Primarily

branch



Appendix 2: Par ticipant Information Sheet

Title of Study: Examining the Determinants of Customer Satisfaction in Retail Banking: A

Qualitative Study in the city

You are invited to participate in a master’s research study conducted by Edward Osei

Agyemang and Mavis Mensah, students at the University of Skövde, Sweden, under the

supervision of Jalal Ahamed.

Purpose of the Study

This study aims to understand how retail banking customers in the city experience and evaluate

their satisfaction and dissatisfaction with banking services, including branch and digital

interactions.

What Par ticipation Involves

Participation involves a one-to-one interview of approximately 45 to 70 minutes at a time and

place of your choosing. With your consent, the interview will be audio-recorded; you may

decline recording.

Voluntary Par ticipation and Right to Withdraw

Participation is entirely voluntary. You may decline to answer any question or withdraw from

the study at any time without penalty. You may request deletion of your data within four weeks

of the interview.

Confidentiality and Data Protection

All information will be held in strict confidence. You will be assigned a pseudonym and no

identifying information will appear in any publication. Data will be stored securely and handled

in compliance with GDPR.

Contact

For questions please contact the research team through the University of Skövde. Thank you for

considering participation.



Appendix 3: Interview Guide

Semi-Structured Interview Guide: Customer Satisfaction in Retail Banking, the city

Opening

Thank you for participating. This interview is confidential and you may stop at any time. There

are no right or wrong answers.

Section A: General Banking Exper ience

1. How long have you been banking, and what does your day-to-day banking activity generally

involve?

2. How would you describe your overall experience as a banking customer?

3. Can you describe a time when you felt particularly satisfied with your banking experience?

Why did it stand out?

Section B: Service Quality and Branch Exper ience

4. When you visit the branch, what aspects of service matter most to you? Can you give an

example of a good or poor branch experience?

5. How important is it that the bank keeps its promises on processing times or issue resolution?

Can you give an example?

6. How do you feel about the way branch staff interact with you personally? Do you feel

recognized as an individual?

Section C: Digital Banking Exper ience

7. How often do you use mobile or online banking? What do you find most useful or frustrating?

8. Have you ever been unable to complete a digital transaction and had to visit the branch

instead? How did that feel?

9. How do you feel about the security of your digital banking? Has it ever been a concern?

Section D: Trust and Relationship Quality

10. How much do you trust your bank? What has built or reduced that trust over time?

11. Do you feel your bank communicates openly about fees, charges, or policy changes? Can

you give an example?

12. How important is it to you that the bank treats you as an individual rather than just an

account number?



Section E: Complaint Handling and Service Recovery

13. Have you ever experienced a problem or service failure with your bank? What happened?

14. How do you usually try to resolve problems? How easy or difficult is it to get an issue

resolved?

15. How did the bank’s response to your complaint affect your relationship with the bank?

Section F: Closing Reflection

16. If you could change one thing about how your bank serves its customers, what would it be

and why?

17. What is the single most important factor in determining whether you feel satisfied or

dissatisfied with your banking experience?

Thank you very much for your time and for sharing your experiences.



Appendix 4: Personal Reflections and Division of Labour

Edward Agyemang Osei

Working on this project has been a crucial learning opportunity both academically and

personally. I gained a better knowledge of qualitative research techniques, particularly the

application of semi-structured interviews and thematic analysis through this study. Prior to this

project, my understanding of research was primarily theoretical, but this study gave me the

opportunity to put research ideas into practice in a Ghanaian banking setting.

The value of patience, critical thinking and reflexivity during the research process was one of

the most important things I learned. My understanding of how personal origins, emotions,

expectations and contextual realities influence customer experiences and satisfaction has

improved as a result of interviewing RTK Bank customers in the city. Additionally, I learnt how

to decipher deeper meanings in participant narratives and analyze data beyond superficial

reactions.

Collaboration and teamwork were two more crucial learning areas. Collaborating with Mavis

Mensah, my co-author, enhanced my ability to communicate, coordinate and solve problems.

Throughout the project's many phases, we continuously shared ideas, evaluated one another's

work and offered assistance to one another.

In terms of the division of labor, I was mostly in charge of creating important sections of the

methodology chapter, organizing and conducting interviews, transcription, theme coding and

helping with the analysis and discussion sections. In addition, I helped with formatting, editing

and making sure the final thesis complied with academic standards. Despite sharing

responsibilities, we actively engaged in all significant choices and regularly examined the

project as a whole to guarantee quality and coherence.

All things considered, this project improved my research, academic writing, analytical and

teamwork skills, all of which I think will be very beneficial for my future academic and

professional endeavors.

Mavis Mensah

I have learned a lot from my project, both personally and academically. I learned useful

information about topic analysis, consumer satisfaction studies and qualitative research during



the study process. From selecting a research problem to gathering, analyzing and interpreting

data, the project improved my understanding of how research is carried out methodically.

One of the most important things I discovered was how crucial it is to communicate clearly and

be flexible when conducting research. I learned how various people interpret banking services

based on their expectations, experiences and unique circumstances by interviewing participants

and analyzing their experiences. This made me realize how crucial it is to comprehend human

experiences from a variety of angles rather than depending solely on statistics findings.

My cooperation and teamwork abilities were also enhanced. Working with Edward, we were

able to share tasks, provide helpful criticism, disagree and agree on some of them and encourage

one another during the entire study process. To make sure that every part of the thesis was

correctly connected and academically solid, we kept in close contact and collaborated closely.

My primary contributions were to the literature review, study background, conceptual

framework, interview guide preparation and portions of the findings and conclusion chapters. In

addition, I helped with participant recruitment, data interpretation, final thesis editing and

proofreading. We worked together to make decisions, make changes and determine the general

course of the study.

My confidence in academic research, critical analysis and professional teamwork has

significantly increased as a result of this endeavor. Additionally, it has equipped me for future

academic and professional prospects where collaboration, communication and research are

crucial.
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