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In 2012, the CIA World Fact Book showed that the service sector contributed about 

76.6% and 51.4% of the 2010 gross national product of both the United States and Ghana, 

respectively. Research in the services area shows that a firm’s success in today’s competitive 

business environment is dependent upon its ability to deliver superior service quality. However, 

these studies have yet to address factors that influence customers to remain committed to a mass 

service in economically diverse countries. In addition, there is little research on established 

service quality measures pertaining to the mass service domain. This dissertation applies 

Rusbult’s investment model of relationship commitment and examines its psychological impact 

on the commitment level of a customer towards a service in two economically diverse countries. 

In addition, service quality is conceptualized as a hierarchical construct in the mass service 

(banking) and specific dimensions are developed on which customers assess their quality 

evaluations. Using, PLS path modeling, a structural equation modeling approach to data analysis, 

service quality as a hierarchical third-order construct was found to have three primary 

dimensions and six sub-dimensions.  The results also established that a country’s national 

economy has a moderating effect on the relationship between service quality and investment 

size, and service satisfaction on investment size. This study is the first to conceptualize and use 

the hierarchical approach to service quality in mass services. Not only does this study build upon 

the investment model to provide a comprehensive decision model for service organizations to 

increase their return on investment but also, provides a congruence of work between service 

quality and the investment model in the management and decision sciences discipline. 
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CHAPTER 1  

INTRODUCTION 

Quality, in the last few decades, has received considerable research attention. Researchers 

and practitioners have conducted many studies on quality and its impact in the business 

environment (Deming, 1982; Parasuramann, Zeithaml and Berry, 1988; Feigenbaum, 1991; 

Juran, 1992; Golder, Mitra and Moorman, 2012). For some time now, quality has become a basic 

requirement and a standard “commodity” that producers incorporate in their products and 

services, leading to a firm’s profitability, customer satisfaction, and to some extent a country’s 

economic growth (Mackelprang, Jayaram and Xu, 2012; Kennedy, 1987; Golder et al., 2012). 

Customers, on the other hand, are satisfied when their demand for quality products and services 

from institutions or organizations are met. When customers perceive a product or service to be of 

low quality they become dissatisfied, leading to loss of revenue for the supplier or organization. 

To be a key competitor, an organization has to create business strategy that lowers cost or 

adds value through differentiation (Porter, 1980). A major question frequently asked by 

management is “how can we achieve excellent competitive performance in a global market? One 

of the ways to attain excellent competitive performance in the global market is through quality 

improvement (Laohavichien, Fredendall, and Cantrell, 2009; Babakus, Bienstock and Van 

Scotter, 2004). However, quality improvement must be ingrained into the mission of the 

organization, such that employees embrace the belief that continuous process improvement holds 

the key to meeting or exceeding performance objectives like reducing cost, improving flexibility, 

enhancing innovation, and increasing productivity (Slack and Lewis, 2008). 

In 2012, the CIA World Fact Book (2012) revealed that the service sector contributed 

about 76.6% and 51.4% of the 2010 Gross National Product of the United States and Ghana, 
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respectively. These statistics show the important role the services sector plays in today’s 

economies. Even on a global scale, the service sector dominates the industry and agricultural 

sectors, particularly in the high and middle income countries (see Figure 1-1 from Soubbotina 

and Sheram, 2000; Cervantes-Godoy and Dewbre, 2010). 

Figure 1-1 Structure of World Economies by Sector, 1995 
Source: Soubbotina and Sheram (2000) 

 
 

In contemporary business environment, a firm’s success is dependent on the provision of 

superior service quality. Research from the past two decades has recognized the issue of service 

quality as an important strategic component for managers. Firms that are trying to differentiate 

their companies through customer value and satisfying customer needs have been urged to 

consider the important strategy of delivering good quality in services (Oznebt and Morash, 

1994). Since the service sector is an important sector in modern economies, managers who are 

able to deliver excellent quality services to their customers reap the maximum benefit. This is 

because when customers are satisfied with the services provided they will return to conduct 

business with the service provider. For this reason, service managers are looking for ways to woo 
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customers to purchase or use their services. This has provided the opportunity for many 

researchers determine how customers’ perception of quality of service induces a positive 

behavioral intention of repeat business. In fact, service quality is one of the most debated and 

researched topics in many disciplines including quality management, service operations 

management, marketing, tourism, information systems, etc. 

Existing literature on service quality exhibits confusion on whether it is an antecedent of 

customer satisfaction or the other way around. Research studies in support of both views can be 

found. For example, leading researchers in services marketing such as Parasuramann, Zeithaml 

and Berry (1988, 1985), Cronin and Taylor (1992) found service quality is an antecedent to 

customer satisfaction in their studies. Similarly, in the information systems discipline, DeLone 

and McLean (1992), and Pitt, Watson and Kavan (1995) found that service quality impacts user 

satisfaction. Furthermore, in the service operations management field, Heim and Sinha (2001), 

Balasubramanian, Konana and Menon (2003), and Nagar and Rajan (2005) also report service 

quality as an antecedent to customer satisfaction. Although many studies show the causal order 

of the service quality-satisfaction link there are the other studies that suggest satisfaction as an 

antecedent of service quality (see Bitner, 1990; Bolton and Drew, 1991a, 1991b). Moreover, the 

direct link between service quality and purchase/behavioral intention has been proven not to be 

significant (Cronin and Taylor, 1992).  

A number of studies on how service organizations can maintain or increase their 

profitability status in this current economic climate have emerged and are ongoing (Nagar and 

Rajan, 2005). A common but major theme that emanates from all these studies is relationship 

management and how it impacts the commitment level or behavioral intent of a customer to 

make repeat purchases. Existing literature both in the management science, quality management, 
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and marketing areas provide models such as the Kaplan and Norton (1996) balanced scorecard 

and Rust, Zeithaml and Lemon (2000) customer equity model, respectively. These models 

identify key activities that develop customer relationships. They are the main themes on which 

customers make decisions. 

Over the past three decades, many scholars have argued that while service quality is a 

prerequisite for both customer satisfaction and re-purchasing decisions (Taylor and Baker, 1994; 

Olorunniwo, Hsu and Udo, 2006; Boakye, Prybutok and Ryan, 2012; Zhao, Lu, Zhang, and 

Chau, 2012), it also plays a critical role in a firm’s financial performance (Parasuramann et al., 

1988; Heskett, Jones, Loveman, Sasser, and Schlesinger, 1994; Stutz, 2009). In as much as we 

acknowledge the contribution and the essence of such studies, we infer that a majority of these 

studies, if not all, fail to account for the processes that customers go through to make that final 

call/decision of commitment and their behavioral intention. Furthermore, none of these studies 

have explored what necessitates customers to either make or not to make a final choice on a 

service even when excellent service quality attributes are provided. 

Decision-making is a natural phenomenon that everyone is engaged in. For the past 25 

years, behavioral decision research has seen considerable development (Bazerman and Moore, 

2008). Customers of a service product practically go through the mental and cognitive process of 

decision-making before finally deciding to go with a choice which they believe is the right one. 

What are the decision making processes that customers are involved in before committing 

themselves is a question worth investigating. Research has shown that as long as customers are 

satisfied with the quality of a service they receive from a service provider the probability of 

committing to a service or behavioral intent of doing repeat business is high (Balasubramanian et 

al., 2003; Babakus et al., 2004; Palvia, King, Xia, and Palvia, 2010). This is important because 
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acquiring new customers can cost more than retaining existing ones. Is satisfaction the only 

antecedent of a customer’s persistent and continuous intention or commitment to a service 

product? Certainly not, hence what other factors could lead to the continuous 

intention/commitment in the presence of excellent quality of service?  

The complexity in which people make decisions is a research area that needs further 

exploration, particularly when different cultures are involved. Individuals decide to continue to 

do business with or are loyal to a service provider basically because of the relationship level that 

these individuals have for the services provided by the service provider. Customers and suppliers 

are always in a relationship when an exchange occurs. The relationship becomes strong when the 

supplier involves the customer in the production and service process, thus, making available and 

meeting the demands of the customer. This kind of relationship is in line with the co-creation 

concept evidenced in “Service-Dominant Logic” suggested by Vargo and Lusch (2004). The 

Investment Model (IM), a well-known and influential theoretical framework proposed by 

Rusbult (1980a; 1980b) in the social psychology field has been used to explain how individuals 

in a relationship maintain and promote their relationship (Bügel, Buunk and Verhoef, 2010).  

While many studies especially in the psychology and tourism disciplines, have used the 

IM in explaining reasons why people decide to be committed and/or have the intent of pursuing a 

specific behavior, only a few studies have applied the IM in the services domain (Li and Petrick, 

2008; Bügel et al., 2010). The commitment level of the customer depends on the availability of 

the service/product when needed, the value the customer derives from using that service or 

product (i.e., satisfaction), and the level of customer’s investment attitude towards the 

service/product usage.  
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In hindsight, the service provider, in order to stay competitive in this global competition 

and high-growth economies and industries, needs to meet the customer’s needs by delivering the 

value the customer seeks. This value, a depiction of the co-creation concept in SD-Logic, can be 

achieved when there exists a dependency link (i.e., a relationship on which both sides depend on) 

(Rusbult and Van Lange, 2003) between what the customer demands and what the service 

provider provides to the customer for a win-win situation to be established. However, the 

psychological aspects of this established relationship on which both sides depend on for decision 

making may be employed differently by varying national cultures (i.e., differences in national 

economies), bearing in mind that service quality is perceived differently in both western and 

non-western economies (Akan, 1995; Lam, 1995). These gaps in the literature have given the 

impetus for this study. In order to fill the gap and build on prior research, the following research 

questions are addressed: 

1. What specific dimensions of the multidimensional service quality construct 

influence the customer’s decision-making process toward using a service?  

2. Does the investment model (IM) mediate the effect of service quality on 

behavioral outcomes and does it provide a more comprehensive and predictive 

model than the service quality-behavioral intention model? 

3. Do the control variables, including national economies, age, and gender, as 

moderators; affect the magnitude of the relationship between these constructs? 

This dissertation is conducted to answer the call for further research on a unified model 

that integrates the IM and quality (Boakye, Kwon, Blankson and Pybutok, 2012). We integrate 

the service quality and the IM frameworks and test its ability to explain the decision making 

process that a customer makes to either stay committed or have the intention to continue to do 
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business with an organization. In addition, the study context is the mass service (where there is a 

high labor intensity and low customer interaction/customization) which is a common but under-

researched type of service processes. For the purpose of this study, the banking sector within the 

mass service domain will be the research context  

Consistent with the purpose of this research study, two national economies, namely, the 

United States and Ghana will be explored.  One rationale for the cross national study is to test the 

robustness of the proposed model (Keil, Tan, Wei, Saarinen, Tuunainen, and Wassenaar 2000). 

In fact, the banking industry is well suited for purposes from an organizational perspective 

because banks have a deregulated service environment, and also place great value on good 

customer relationships (Nagar and Rajan 2005).  This deregulation has created an environment 

that allows customers considerable choice in satisfying their financial needs (Levesque and 

McDougall, 1996). More specifically, banks want to have a long-term relationship with their 

customers while customers, on the other hand, want to establish relationship with an institution 

that provides them excellent services when the need arises. 

Many studies related to banking in the literature have been conducted in the US and other 

Western countries (Nagar and Rajan, 2005; Levesque and McDougall, 1996) but little has been 

done in the non-western world (Almossawi, 2001). The changing international market 

environment and the adoption of information technology throughout the world has made it a 

necessity for banks to understanding and adapt to customer motivations, attitudes and their 

selection decisions for these offerings that they provide (Kotler, 2000). Businesses in varying 

country markets adjust to cultural settings and the level of economic developments of the host 

market thus, creating differences in operational and marketing practices of firms (Blankson, 

Cheng, and Spears, 2007). Firms (banks) are expected to be more receptive in appreciating the 
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fact that the level of country economic development has a fundamental influence in its operations 

and marketing practices.  

Based on customer needs, operations and marketing practices vary in both developed and 

developing economies. Therefore, understanding customer’s perception of services offered by 

banks, and their decision to maintain accounts with them is a research area worth investigating. 

In the U.S., which is a developed liberalized economy, there are 6,996 banks (FDIC, 2013). 

According to research, customer orientation, pleasant banking experience, convenience of 

location, low service charges, friendliness of staff, size of waiting lines, bank’s reputation (Fitts, 

1975; Javalgi, Armaco, and Hoseini, 1989), influence customers to opening and maintaining 

accounts with a bank. Bank managers have developed operational strategies to meet the 

expectation of customers. However, because of the unique cultural and economic environment in 

Ghana, a direct copy of a successful U.S. business strategy may not be applicable in an emerging 

African economy like Ghana.  

Ghana is a nation that lies on the west coast of Africa. It has a population of 22.1 million 

and an inequitable distribution of income. While the richest 20% of the population enjoy 46% of 

the nation’s income/expenditure, the poorest 20% of the population have access to only 5.6% of 

the national income/expenditure (http://www.ghanaweb.com/GhanaHomePage/economy/ 

statistics.php). Ghana has 25 banks with over 600 branches across the country (Hinson, Owusu-

Frimpong, and Dasah, 2009) and is a business destination for international and multinational 

organizations. Ghana’s political stability, consistency in the implementation of political and 

economic policies, stability of the currency and its relatively lower minimum capital requirement 

of 70 billion cedis ($7.5 million) are some of the reasons it is an attractive business destination in 

Africa. Because of the intense competition in banking industry, managers should be driven to 
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better understand how their services are perceived from customers to sustain their core 

competencies.  

For this dissertation, cross-sectional data are collected across two economies (i.e., U.S.A. 

and Ghana) using a field survey. The subjects recruited are members of the general public. 

Pursuant to the purpose of this study, an integrated theoretical model that seeks to provide a good 

understanding of the decision-making processes that individuals make about services. This 

integrated model which is rooted in the quality, services, and social psychology literatures 

contributes to the decision sciences literature by answering the call for research that 

simultaneously includes the IM and quality constructs (Boakye et al. 2012). 

This dissertation also contributes to the service science and quality literature by 

reviewing previous literature on service quality and interpersonal relationship and then 

theorizing its application in the services domain. In addition, this dissertation empirically tests a 

theoretical integrated model that service operations managers can use in their organizational 

operations to generate more income by increasing their customer base. Furthermore, this 

dissertation seeks to establish a validated service quality instrument for the mass service domain, 

using a hierarchical approach. 

In chapter 2, this dissertation reviews the existing literature on service quality and the 

Investment Model. Specifically, the study focuses on the broad theoretical lens that embodies 

both service quality and the Investment model. The two frameworks are described. How these 

two frameworks impact the decision making process of an individual are also discussed.  Chapter 

3 provides a detailed description of the methodology employed. How the survey instrument was 

developed and detailed descriptions of the methodology are also discussed. Chapter 4 discusses 
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the results from the data analysis while chapter 5 discusses interpretation of the findings, 

conclusions and contributions and future research recommendation. 
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CHAPTER 2  

LITERATURE REVIEW AND HYPOTHESES 

As previously described, Chapter 1 introduced the research work that unfolds throughout 

this dissertation. This has two purposes. Firstly, it begins by providing a literature review of the 

factors that fall within the scope of this study, starting with the role the service sector plays in 

every economy. This section deliberates on the four different service typologies with particular 

attention to the mass service since it is an under researched area compared to the other three 

quadrants of service typology namely; service shop, service factory, and professional service. 

Furthermore, a review of the pertinent literature on quality and its relevance or applications, as 

well as the literature on investment model as a decision making process are discussed. 

Secondly, cases are built where a series of proposed hypotheses are empirically tested. In 

this section we reviewed, defined, and discussed key constructs that helped in comprehending 

customer’s perceptions of perceive service quality and behavioral patterns in making decisions of 

committing to a service. Further, various empirical evidences concerning the association between 

service quality and the investment model were reviewed. In conclusion, I put forward a series of 

hypotheses that sought to answer the research question previously introduced. 

 

2.1 Services 

Services have become an integral part of modern society. The service sector is at the 

heart of and an important component of the gross domestic product (GDP) of many economies 

either developed or developing (see Figure 2-1). The service sector which encompasses trade, 

transportation, food and lodging, communications, education, government, financial services, 

medical services, etc., generates many million new jobs and fuels every economic recovery 
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(Heskett, 1987). Industries in the service sector accounted for about 70% of the United States 

national income in the post-World War II era (Heskett, 1987), employing about 64% of the 

United States workforce in 1965. In 2007, the service sector contributed almost 78.5% towards 

the United States GDP (Timimi, 2011). 

Figure 2-1 Value-added as a Share (%) of GDP by Sector 
Sources: World Bank, Data Catalog (accessed April 17, 2011); Central Information Agency, 

World Factbook (accessed June 3, 2011); national sources. 
 
 

Academic literature for some time now has tried to develop classification schemes upon 

which future operations research and service marketing research can be conducted. The 

important value of these schemes is to bring parsimony and order to allow a better understanding 

of characteristics that differentiate services and the organizations that provide them (Cook, Goh, 

and Chung, 1999; Olorunniwo et al., 2004). In fact, the over-arching value of these service 

classifications are in their ability to facilitate and develop strategies that are meaningful and can 

provide useful guidelines for operations and service marketing (Cook et al., 1999). 

However, service classification schemes have had their fair share of criticisms. For 

example, Snyder, Cox, and Jesse (1982) claim that criteria and parameters used in developing 

these service classification schemes are ambiguous. From another perspective, the criticisms 
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towards service classification schemes result from the many definitions of services in the 

literature. The Committee on Definitions of the American Marketing Association (1960, p. 21) 

define services as “Activities, benefits, or satisfactions which are offered for sale, or are provided 

in connection with the sale of goods. Examples are amusements, hotel service, electric service, 

transportation, the services of barber shops and beauty shops, repair and maintenance service, the 

work of credit rating bureaus. This list is merely illustrative and no attempt has been made to 

make it complete. The term also applies to the various activities such as credit extension, advice 

and help of sales people, delivery, by which the seller serves the convenience of his customers.” 

This definition according to Judd (1964) was too broad and impregnated with a lot of examples. 

This he stated made the definition incomplete because it lacked precision and threw a challenge 

for researchers to come up with a better and more appropriate definition. Quinn, Baruch and 

Paquette (1987, p. 50) took up the challenge by narrowing down the definition of service as “all 

economic activities whose output is not a physical product or construction, is generally 

consumed at the time it is produced, and provides added value in forms (such as convenience, 

amusement, timeliness, comfort, or health) that are essentially intangible concerns of its first 

purchaser.” Other researchers such as Zeithaml and Bitner (1996) define services as simply 

deeds, process, and performance.  

Based on the many definitions, there seems to be no clear cut definition of service that 

can embrace all the complex attributes. Instead, academic research uses typologies to fully 

address service complexities (Cook et al., 1999). In hindsight, these service typologies are 

primarily intended to provide mangers with strategic insights that are significant for both 

management and positioning of service and organizations. 
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From Cook et al. (1999) in integrated schematic representation of service typology 

dimensions and their respective relationships, there are two orientations from which one can 

view service dimensions (Cook et al., 1999; Fitzsimmons and Fitzsimmons, 2004; Olorunniwo et 

al., 2004; Mackelprang et al., 2012). These two are marketing-oriented, which primarily looks at 

the product and the operations-oriented, which only considers the processes involved. Within the 

marketing orientation dimension are product differentiation, product tangibility, type of 

customer, and object of service. The operation-oriented dimensions include customer contact, 

labor intentisty customer involvement, and the production process. 

Schmenner (1986) in his study used two elements to classify service businesses. The two 

elements namely Labor Intensity and Customer Interaction and Service Customization, will then 

determine which service operations managers should apply in their service businesses. Labor 

intensity as defined by Schmenner (1986) is the ratio of the labor cost incurred to the value of the 

plant and equipment (e.g., communications, utilities, gas, and sanitation services, etc.). Thus, a 

high labor-intensive service business embroils relatively little plant and equipment but a 

substantial amount of labor time, effort, and cost (i.e., security and commodity brokers, 

insurance services, retail trade, etc.). Customer interaction and service customization, the other 

element of service business, is a joint measure that combines customer contact (the extent to 

which the customer interacts with the service process) and customization (the extent to which the 

service is customized for the customer). When there is high level of interaction and 

customization for the customer, the joint measure is considered to be high. Conversely, a low 

value of the joint measure reflects a low level of interaction and customization for the customer. 

A mixture of low interaction but high customization (or vice versa) allows the joint measure to 

fall in between its high and low values. 
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Schmenner (1986) used these two elements to develop a two-by-two service process 

matrix that classifies service businesses into four quadrants (see Figure 2-2), namely, 

• Service factory – include service businesses that show relatively low labor intensity 

and low customer interaction and customization. Examples of these service 

businesses include: airlines, trucking, resorts and recreations, among others. 

• Service shop – include service businesses that show low labor intensity but high 

customer interaction and customization. Examples of these businesses include: 

hospitals, auto repair services, restaurants, among others. 

• Mass serivce – include service businesses that have relatively high labor intensity but 

low customer interaction and customization. Examples of these businesses include: 

retailing, commercial banking, laundry, schools, among others. 

• Professional service - include service businesses that have high labor intensity and 

high customer interaction and customization. Examples of these businesses include: 

accountants, lawyers, architects, among others. 

Obviously, each quadrant in this service process matrix has its unique and peculiar set of 

operations that it is engaged in. business in each quadrant also have some challenges that they 

encounter to remain competitive and maintain a committed customer base. For instance, service 

businesses in the mass service quadrant must strive to make the services it provides attractive 

because of the stiff marketing challenges they face. In such a situation, particular attention must 

be paid to the service environment in which the service is delivered (Schmenner, 1986; Cook et 

al., 1999). Though research studies have been conducted in these four service quadrants (Kellogg 

and Chase, 1995; Mills and Marguiles, 1980; Fitzsimmons and Fitzsimmons, 2004; Olorunniwo 

et al., 2004; Mackelprang et al., 2012), this dissertation focuses on the mass service context 
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because it is an under-researched quadrant in the service process matrix. Furthermore, this study 

will look at issues within the mass service context that affects the nature and dimensionality of 

service quality because issues that affect service quality have both marketing and operations 

orientations. 

 
Figure 2-2 Strategic Operations Changes within the Service Process Matrix 

Source: Schmenner (1986) 
 
 
 

2.2 Quality  

The views of quality in the last few decades have been evolving. Through evolution 

programs such as Total Quality Management (TQM), Six Sigma, the Malcolm Baldrige National 

Quality Awards (MBNQA), organizations can now develop systemic capabilities that could 

potentially improve the quality of their manufactured products and their service delivery. These 

programs are the results of ideas, concepts and methods that were generated and proposed by 

prominent key quality philosophers like Walther Shewhart, William E. Deming, Joseph M. 
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Juran, Armand V. Feigenbaum, Kaoru Ishikawa, Genichi Taguchi, Shigeo  Shingo, Philip B. 

Crosby, Eliyahu M. Goldratt, and a host of others. Many organizations have adopted these ideas, 

concepts, and methods and have seen great improvement in both their organizational reputation 

and the quality of products and services produced. 

For example, major companies such as General Electric used a quality improvement 

method known as Six Sigma which was pioneered by Motorola, to improve the output quality of 

their products. General Electric used this manufacturing methodology to focus on variance 

reduction through problem solving approach. In another instance, Toyota, a reputable company 

in the automobile industry used the Lean Thinking methodology, a variant of quality 

improvement technique, as its key to success in the automobile industry. Toyota’s lean thinking 

methodology attempts to reduce waste to improve business performance through an improved 

workflow. Another quality improvement technique, originated and proposed by Goldratt (1990a, 

1990b) strives to address manufacturing system constraints, emphasizing faster system through 

put in system processes. Moreover, organizations that have adopted, embraced and implemented 

quality improvement strategies have witnessed remarkable improvement in their operating 

performance either through profitability, customer satisfaction and retention, among others. 

 

2.3 Service Quality 

 In both the quality and marketing literature, service quality perceptions have been a 

research topic that has attracted most debates. Its conceptualization and measurement have been 

viewed differently by researchers and this on-going debate shows no sign of abatement. In fact, it 

has been touted to be a difficult concept to grasp and “elusive” (Parasuramann et al., 1985; 

Smith, 1999). Though the debate still goes on, considerable progress on how these service 
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quality perceptions are measured have been made (Parasuramann, Zeithaml, and Berry, 1994; 

Parasuramann, Zeithaml, and Berry, 1991; Teas, 1993; Cronin and Taylor, 1992). 

 Two conceptualizations of service quality exist in the literature. The “Nordic” viewpoint, 

proposed by Grӧnroos (1982, 1984) who conceptualizes service quality into two dimensions – 

functional quality (process occurring prior to, and resulting in, outcome quality) and technical 

quality (outcome of the service delivery or what is delivered to the customer during the service 

encounter). This is line with the three-dimensional view of service quality (interaction, physical, 

and corporate quality) proposed by Lehtinen and Lehtinen (1982). From the customer’s 

viewpoint, Lehtinen and Lehtinen (1982) pictured quality from a higher level as being two-

dimensional, that is, “output” and the “process”.  Parasuramann et al. (1988) on the other hand, 

conceptualized service quality in terms of the service encounter characteristics. This “American” 

viewpoint consists of characteristics such as reliability, responsiveness, empathy, assurance, and 

tangibles which can be found in the classic 22-item SERVQUAL instrument. 

Though the SERVQUAL instrument has been adopted in various studies (Dabholkar, 

Thorpe, and Rentz, 1996), it has also had its fair share of criticisms. For example, Cronin and 

Taylor (1992), Boulding, Kalra, Staelin, and Zeithaml (1993) have questioned the 

conceptualization and usefulness of the expectation side of the instrument. Furthermore, there is 

no stable number of factors extracted from the SERVQUAL instrument when applied in services 

such as apparel retailing (Gagliano and Hathcote, 1994) and the car service industry (Bouman 

and van der Wiele, 1992). In another instance, Cronin and  Taylor (1992), Babakus and Boller 

(1992) show that the performance items of the SERVQUAL instrument on their own expound 

more of the variance in service quality than the difference scores. They propose the use of only 

the performance based items of the SERVQUAL instrument, which they named SERVPERF, as 
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a measure of capturing the perceptions of service quality. Their proposal stemmed from the fact 

that evaluations and perceptions of service quality can only be made when the user/customer has 

experienced the performance of the service or product. 

Other conceptualizations of service quality have been proposed. For example, in Figure 

2-3, Rust and Oliver (1994) proposed a three-component model based on the Grӧnroos (1984, 

1982). The components of their service quality conceptualization consists of service delivery, 

service product and service environment. Empirical evidences have been found to support Rust 

and Oliver (1994) conceptualization in banking (McDougall and Levesque, 1994) and healthcare 

(McAlexander, Kaldenberg, and Koenig, 1994). Another conceptualization of service quality is 

that proposed by Dabholkar, et al. (1996), a multilevel model that has three levels: (1) overall 

perception of service quality by customers (2) primary dimensions of service quality, and (3) 

sub-dimensions of service quality.  

Due to the lack of consensus agreement among researchers on the conceptualization of 

service quality and the nature of its dimensions, Brady and Cronin (2001) proposed a new and 

integrated conceptualization of service quality perceptions using a hierarchical approach. In their 

study they concluded that service quality, as a construct, has a structure of a third-order factor 

model. The authors assert that this third-order factor model basically ties service quality 

perceptions to distinct and actionable dimensions. These dimensions include outcome quality, 

interaction quality, and environmental quality. This dissertation adopts the hierarchical approach 

of Brady and Cronin (2001), which is a combination of Rust and Oliver’s (1994) and Dabholkar 

et al.’s (1996) perspective on service quality, and apply it in the mass service domain. Here, 

customers evaluate and judge service quality based on three dimensions – customer-employee 
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interaction, the service environment, and the outcome and makes a decision of positive 

behavioral intent or commitment towards that service.  

 
Figure 2-3 Conceptualizations Advanced in the Service Quality Literature 

Adapted from Brady and Cronin Jr., 2001, 9. 35 
 
 
 

2.4 Investment Model 

Service organizations need to position themselves in relation to both the target market 

and the competition at hand. The service concept developed by service organizations to address 

targeted customer needs must be linked to its operating strategies. As Heskett (1987 p. 119) 

states, “The links between the service concept and the operating strategies are those policies and 

procedures by which the company seeks to maximize the difference between the value of the 

service to customers (the service concept) and the cost of providing it. This difference, of course, 

is a primary determinant of profit.” Service organizations need to determine how factors such as 
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customer-organization commitment impact their profits and how, that is, through what ways they 

can continuously attract and retain customers (Cook et al., 1999). 

From the process elements of service, the operations-oriented dimension, which include 

customer contact, (front or backroom operations), and capital/labor intensity (people-based or 

equipment-based), customer involvement should interact and integrate with the market-oriented 

dimension to result in better service delivery system (Cook, et al., 1999). A good service delivery 

system results in loyalty and commitment related issues. Though loyal customers remain loyal 

and continuously come back or refer others to a service because of their satisfaction level, 

researchers have different views on the influence satisfaction has on customer loyalty and 

commitment. While one group asserts that customer satisfaction is a leading antecedent to 

customer loyalty (Schneider and Bowen 1995; Anderson and Fornell 1994), opponents of that 

theory posit that customer satisfaction is not a necessary condition for customer loyalty, and thus 

an increase in customer satisfaction may not necessarily lead to an increase in customer loyalty 

(Jones and Sasser Jr. 1995; Reichheld 1993).  

In a relationship, commitment, trust, closeness, and relationship quality serve as major 

catalysts in loyalty-related outcomes. A number of theories have been proposed to support this 

assertion. One such theory is Homans’ (1958) social exchange theory (SET), which explains 

social change and the stability of a relationship as a process of negotiated exchanges between 

two parties. SET, which has foundations in psychology, economics, and sociology, posits that 

humans form relationships using subjective-cost benefit analysis and alternative comparison to 

the relationship. An exchange occurs when an individual maximizes his or her benefits and 

minimizes the cost associated with the relationship. Thus, an individual will either terminate the 

21 



 

relationship or refuse to enter into a relationship when potential costs or the degree of risk 

derived from the relationship outweigh potential benefits.  

A similar theory on relationships put forward by Kelley and Thibaut (1978) is the 

interdependence theory. This theory focuses on the interaction between partners. Interaction 

refers to the behaviors that partners produce in the presence of each other. “According to 

interdependence theory, dependence describes the extent to which an individual ‘needs’ a given 

relationship, or relies uniquely on the relationship for attaining desired outcomes” (Rusbult et al. 

2006, p. 618). It is thus not surprising that Rusbult and Van Lange (1996, p. 569), in their work 

on interdependence processes, defined dependence as “the degree to which an individual relies 

on a relationship for the fulfillment of important relationship needs.” The foregoing discussion 

shows a semblance between the outcomes of interdependence theory and that of social exchange 

theory, that is, rewards and costs. Moreover, relationships have interaction preferences, 

behavioral choices, and some amount of global feelings (that is, emotional). These preferences, 

choices, and feelings are partly shaped by the direct and hedonistic effects that one anticipates as 

a result of the interaction. In short, social exchange theory and interdependence theory 

complement each other and have a basic premise of operations. Blau (1964) and Homans (1961) 

support Kelley and Thibaut’s (1978) assertion with the claim that individuals initiate and 

maintain relationships because of the interaction benefits that are to be derived from the 

relationship. Furthermore, individuals compare current relationships to potential alternative 

relationships that are perceived to be available. Hence, SET and interdependence theory provide 

the theoretical justification for the inclusion of commitment, satisfaction, and perceived 

availability of alternatives in the context of a model. 

In the social psychology literature, Rusbult’s (1980a; 1980b) Investment Model (IM) 
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predicts commitment and persistence across many types of relationships (including romantic 

relationships and friendship) and in organizational settings. The IM is an extension of 

interdependence theory borne out of disagreement with Kelley and Thibaut (1978) on the 

assertion that dependence is only explained by satisfaction and quality of attractive alternatives. 

Rusbult (1980a; 1980b) proposed that a third factor, investment size, also forms a base for 

dependence to take effect. Hence, the IM proposes that the psychological experience of 

commitment depends on satisfaction, quality of attractive alternatives, and investment size.  

Rusbult (1980a) further states that in any dyadic relationship, commitment is a function 

of: 1) satisfaction with the relationship; 2) a comparison of the perceived best availability of 

alternatives to the relationship; and 3) an individual’s investment in that relationship. 

Commitment, for that matter, is strengthened under conditions of high satisfaction, poor 

alternatives, and sizable investments. Thus, the decision to maintain or terminate a relationship is 

strongly predicted by the individual’s subjective commitment (Drigotas and Rusbult, 1992) 

where subjective commitment involves the individual’s thoughts and feelings on relationship 

maintenance (Fehr 1988). As noted by Le and Agnew (2003), these thoughts and feelings are 

determined by the three highly interrelated factors (satisfaction, quality of alternatives, and 

investment size) proposed by Rusbult (1980b) in the IM.  

 

2.5 Application of the Investment Model 

Commitment is individually and collectively known to be affected by satisfaction, quality 

of alternatives, and investment size. Le and Agnew (2003), report that the three bases of 

dependence (that is, satisfaction, quality of alternatives, and investment size) account for 61 

percent of variation in predicting commitment. Overall, the IM proves to be more applicable to 
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partner relationships than to friendships (Agnew, Van Lange, Rusbult, and Langston, 1998) 

where the variables of satisfaction and alternatives are more strongly correlated to commitment. 

Although IM was originally proposed to examine interpersonal relationships, it has now been 

tested across various non-personal settings, such as organizational and job commitments (Farrell 

and Rusbult, 1981; Oliver, 1990), business interactions (Ping, 1993), sports (Carpenter and 

Coleman, 1998), commitment to a medical regimen (Putnam, Finney, Barkley, and Bonner, 

1994), and commitments to the “War on Terror” (Agnew, Hoffaman, Lehmiller, and Duncan, 

2007). Furthermore, Le and Agnew (2003) concluded that the IM is not strictly an interpersonal 

theory and that it can be extended to areas such as commitment to jobs, persistence with hobbies 

or activities, loyalty to institutions, decision making, and purchase behaviors (see Table 2-1 for 

studies that have applied the Investment Model). Nonetheless, the predictive power of applying 

the IM in relationships other than personal relationships appears to have been overlooked by 

scholars. For example, Moreira, Fox, and Sparkes (2002) found the IM to explain only 21 

percent of the variance in the commitment of physical educators to their jobs. The variable of 

career alternatives hardly correlates with job commitment (Oliver 1990). Moreover, Koslowsky, 

Caspy, and Lazar (1991) found a 0 percent causal relationship between job commitment and job 

satisfaction in the study of Israeli police officers.  

Bügel et al. (2010) found the IM to have a relative impact in five sectors believed to exist 

in the service industry. They found that customers’ commitment level to banks was the highest, 

followed by health insurance and then mobile telecommunication providers. Furthermore, Bügel 

et al. (2010) report that the lowest commitment levels exist among customers in supermarkets 

and automobile dealerships. As stated earlier, this dissertation seeks to find which service quality 

dimensions impact the firm-person relationship in the mass service context across two different 
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national economies (i.e., advanced developed economy of United States and liberalized 

developing economy of Ghana). Due to the wide range of mass services available, the banking 

institution is chosen because of the competitive nature of the sector, increasing pressure from 

policy makers, low entry barriers, and a fertile ground for studying the stochastic nature of 

customers’ commitment to services (Blankson 2008). The following section presents a list of 

research studies dealing with the investment model theory. 

 

2.6 Research Framework and Hypotheses 

The conceptualization and measurement of the service quality construct are 

multidimensional, as inherent in the SERVQUAL scale (Parasuramann et al., 1988). However, 

several authors have criticized the SERVQUAL instrument for its weakness (Cronin and Taylor, 

1992; Bebko, 2000; Brown, Churchill, and Peter, 1993). These authors suggest that measuring 

customers’ perceptions of the performance of a service rather provides a suitable assessment and 

valuation of service quality hence, the SERVPERF instrument. For other researchers, the search 

for a universal conceptualization of the service quality construct will be a futile search 

(Lovelock, 1983; Levitt, 1981) simply because service quality is either industry or context 

specific (Babakus and Boller, 1992). For example, significant variations of the service quality 

dimensionality have been reported across different settings (Carman, 1990; Babakus and Boller, 

1992). Not only should a service construct be operational to gain practical utility but, that service 

construct should be context specific. It is important to mention that this dissertation specifies 

context to mean the typology of service as suggested by Olorunniwo et al. (2004) and Lapierre 

(1996) and not necessarily the industry. 
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Table 2-1 Research Studies that have Applied the Investment Model Theory 

Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Macher (2013), EJSP Survey (study 1)        
Survey (study 2) 

77                   
162 

Heterosexual couples Satisfaction, quality of alternatives,  and investment size, Relationship Commitment Developed, introduced and tested the actor-partner-interdependence-
investment model (API-IM) which revealed a dyadic model that significantly 

predicts women’s and men’s commitment by actor effects of satisfaction, 
investments, and alternatives, and partner effects of satisfaction.

Burkley, Anderson, 
Curtis, and Burkley 
(2013), PID

Survey (study 1)        
Survey (study 2) 

299                   
236 

College Students Goal Satisfaction, goal investments, and goal alternatives Goal Commitment Results demonstrated all three factors had a causal impact on people's level 
of goal commitment in an academic setting.

Coy, Farrell Gilson, Davis 
and Lee (2013) JESS

Survey 238 College students Satisfaction, alternatives, and investment Commitment, Willingness to sacrifice,   
and Hypothetical campus initiatives

The investment model predicted the college students' endorsements of 
hypothetical "green" campus initiatives. Further, greeen campus initiatives 

endorsement are better received by students who recognize their 
interdependence with the environment, characterized by high commitment to 

the natural environment.

Etcheverry, Le, Wu, and 
Wei (2012), PR

Survey (study 1)        
Survey (study 2)                 
Survey (study 3) 

334                 
205                                 
395

College students                                             
College students                                          

Adult couples

Anxiety, avoidance, satisfaction, quality of alternatives, and 
investment

Commitment, Accommodation, Time to 
persistence, and Willingness to sacrifice

Found satisafction, alternatives and investments to mediate the associations 
between anxiety and avoidance and relationship 

commitment in romantic relationship commitment.

Madlock and Dillow 
(2012), CS

Survey 244 Working adults Verbal aggression, job dissatisfaction, quality of job alternative,      
and Investment size

Organizational Commitment Found  evidence and applicability of the investment model in how a 
supervisor's verbal aggression on his/her employees affects the organizational 

commitment at  the workplace. 

Boakye, Kwon, 
Blankson, and Prybutok 
(2012), QMJ

Survey 86 College Students Service satisfaction, quality of alternatives, and investment size Attitudinal Loyalty Operationalized, applied and found the components of the investment model 
to predict the attitudinal loyalty of consumers in the services domain (casual 

dining restaurants)

Bolkan, Goodboy, and 
Bachman (2012) JACR

Survey 233 College Students Investment, alternatives, satisfaction, severity, and satifaction      
with response

Commitment, Word of mouth, and    
Future intent

Results indicated that modified version of the investment model helped to
predict significant variance in consumers’ repatronage intentions and negative 

word-of-mouth behaviors following organizational failures.
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Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Gabriele, Gill, and Adams 
(2011), JPAH

Survey 267 General Public Satisfaction, investments, alternatives, physical activity Enthusiastic commitment and      
Obligatory commitment

Found support for the application of the Investment Model to physical 
activity. In addition, they found that obligatory commitment may be important 

for explaining and predicting sustained physical activity behavior.

Fu (2011), IJIM Survey 255 Information Technology 
Professionals

Career satisfaction, threat of professional obsolescence, 
availability of career alternatives, professional self-efficacy, and 

career investment

Career commitment Results found career satisfaction, threat of professional obsolescence and 
career investment as important determinants of career commitment. Also 
revealed that  IT professionals hold different attitudes about the careers at 

different stages.

Nusair, Parsa, Cobanoglu 
(2011), TM

Survey 234 College Students Service satisfaction, quality of alternatives, and investment size Calculative commitment, Affective 
commitment, and Word-of-mouth

Though affective commitment and calculative commitment vary in terms of 
their impact on word-of-mouth, Affective commitment was most effective for 

developing and maintaining long-term relationships with Generation Y in an 
online travel context.

Davis, Le, Coy (2011), 
JEP

Survey 248 College Students Satisfaction, alternatives, and investment Commitment, General ecological    
behavior, and Willingness to sacrifice 

Results found a connection between individuals’ relationships with the natural 
environment and their environmental behaviors with a focus on commitment 

to the environment. The path analysis revealed that satisfaction with the 
environment and investments in the environment, but not alternatives to the 

environment, predicted commitment to the environment. Also, found 
commitment to mediate the effects of satisfaction and investments on general

ecological behavior and willingness to sacrifice for the environment.

Nusair and Hua (2010), 
TM

Survey 231 College Students Satisfaction, trust, and investment Affective commitment Found structural equation modeling (SEM) to reveal more statistically 
significant relationships in a testing a model of commitment in a B-to-C e-

commerce travel context than multiple regression (MR) analyses. While all 
independent variables were significant with the dependent variable in the 

SEM analysis, only investment size was not significant with the dependent 
variable when multiple regression analysis was used. Therefore, when 
research questions are raised to address relationships between latent 
variables in a study, SEM is probably a good choice. However, when 

censored, truncated,
time-series or panel data are involved or research questions are related to 

probability, MR is likely preferred.
Bϋgel, Buunk,  & 
Verhoef (2010), JRM

Survey 1386 Adult consumers Satisfaction, investment size, alternatives Commitment Found the applicability of IM in explaining commitment in business-to-
customer relationships. Satisfaction is high in banking and health insurance 

sectors, alternatives relevant in all industries, and investment high in 
automotive sector.
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Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Hoffman, Agnew, and 
Lehmiller (2009), II

Laboratory 
experiments

110 College Students Satisfaction, alternatives, and investments Commitment Developing individual-commitment levels to international organizations such 
as NATO and UN is dependent on high satisfaction with the performance of 

the specific institutions, believe that much has been invested in support of 
their activities, and perception that alternatives to these organizations are 

poor.
Wieselquist (2009), JSPR Survey 129 College Students Perception of partner's forgiveness, trust level, satisfaction level, 

quality of alternatives, and investment size
Commitment level In a mutual cyclical growth model of relationships, perception of a partner’s 

forgiveness predicts trust in the partner; trust predicts relationship satisfaction 
and (perhaps) investments in the relationship; and satisfaction, quality of 
alternatives, and investment size predict commitment to the relationship. 
Moreover, trust, satisfaction, and investments mediate the association 

between a partner’s forgiveness and commitment.

Sung & Campell (2009), 
BM 

1 Survey  1 
Experiment

131 170 College students Satisfaction, alternatives, and investments Commitment Brand commitment is strongly predicted by satisfaction, alternatives, and 
investment 

Foster (2008), JSPR Survey 144 College students Satisfaction, alternatives, investments, and narcissism Commitment Narcissism, a personality trait, moderates the investment model (i.e., 
mechanisms had greater influence on commitment in highly narcissistic 

individuals). High, relative to low, narcissists reported more pronounced lack 
of commitment associated with lower satisfaction and investment, and higher 

quality of alternatives.
Li & Petrick (2008), JTR Online Survey 727 Adult tourists Satisfaction, quality of alternatives, investment size, attitudinal 

loyalty
attitudinal loyalty, behavioral loyalty Customer attitudinal loyalty to a brand in tourism is weakened by the quality 

of alternatives options but strengthened by their satisfaction with, and 
investment in, the brand.

Branje et al. (2007),  PR Survey 995 College students Satisfaction, investments, alternatives, commitment Commitment, tendency to switch Found IM to predict friendship stability and tendency to switch best friends
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Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Yim, Chan, & Hung 
(2007), JR

Survey 360 Adult Consumers Alternative attractiveness, Self-image congruity, Disconfirmation, 
Customer satisfaction 

Customer satisfaction, Customer 
commitment

Found partial evidence for the IM among visitors to a hairdressing salon. This 
was as a result of they not including the investment variable as part of the 

theoretical framework for the IM
Li, Browne, & Wetherbe 
(2007), JECO 

Survey 299 College students Commitment, trust, satisfaction, comparison level of the 
alternatives, and nonretrievable investment 

Website (stayers ) and Website 
(switchers)

Found evidence of IM among commercial Website users compared to one-
time customers: loyal customers felt greater commitment to the website, were 
more satisfied, and saw themselves as having fewer alternatives and had also 

invested more.
Huang, Cheng & Farn 
(2007), TQM

Online survey 236 Online brokerage users Service quality, investment size, attractiveness of alternatives, 
affective commitment, continuance commitment.

affective commitment, continuance 
commitment, customer loyalty

Commitment is an essential mediator in cultivating customer loyalty in online 
financial communities (e-brokerage environment)

Rhatigan, Moore, & 
Stuart (2005), PWQ

Survey (intervention 
sessions)

60 Adult women Satisfaction, alternatives, investments, commitment Commitment, stay or leave intentions There was evidence of lower levels of commitment and greater intentions to 
leave relationships among court-mandated women who had lesser relationship 

satisfaction, greater alternatives and fewer investments.
Le & Agnew (2003),  
PR

Meta-analysis 52 Articles Satisfaction, alternatives, investments, commitment Commitment, and Stay or leave Satisfaction, alternatives and investments to collectively account for two-
thirds of commitment variability. There is support for IM in predicting 
commitment in both relational (romantic partnership) and nonrelational 

domains (commitment to one’s job)
Berghäll (2003), MT Survey 177 Forest owners Investments, cost, rewards, economic performance, calculative 

commitment, emotional commitment
calculative commitment, emotional 
commitment, propensity to leave, 

emotional security, relational quality

Found no relationship between alternatives and commitment in Finnish tree 
owners and wholesale tree buyers.

Gable and Hunting 
(2001), CYCF

Survey 86 Child care providers Income from child care, general satisfaction, general work 
problems, child care education, years of experience, perception of 

investments, and quality of alternatives

Organizational Commitment For center and home-based child care providiers, the investment model 
predicts orgnanizational commitment with child care setting, higher levels of 

child care income and work satisfaction, less educational attainment, and 
greater perceptions of investment.
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Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Impett, Beals,& Peplau 
(2001), CP

Survey 3627 Married couples Satisfaction, alternatives, investments, commitment Commitment, relationship stability Satisfaction, alternatives and investments are unique predictors of both 
husbands’ and wives’ commitment to their relationship. The commitment of 
both husband and wife account for 10% of the variance in marital stability.

Barksdale Jr., Johnson, 
and Suh (1997), JBR

Survey 413 Employees in an 
organization

Patient satisfaction, available alternatives, and personal 
relationship

Investment in relation, Affective 
commitment, Continuance commitment, 

Obligation commitment, Return 
intentions, and referral intentions

Relationship maintenance process is different in the traditional fee-for-service 
group than the managed health care group. While affective commitment is 

more important for traditional fee-for-service patients, satisfaction and 
continuance commitment are more important for managed health care 

patients.
Kurdek (1995), FR Survey 288 Dating couples, married 

couples, gay and 
lesbian cohabiting 

couples

Rewards, costs, match to ideal comparison level, alternatives, 
investments, and barriers

Relationship Commitment Relationship commitment was positively related to rewards, match to ideal 
comparison level, investments, and positively related to barriers. However, 

relationship commitment was negatively related to costs and alternatives for 
each partner.

Lin & Rusbult (1995), 
JSPR

Survey 285 College students Satisfaction level, quality of alternatives, investment size, 
normative support, centrality of relationship, general empathic 

concern, general perspective-taking partner perspective taking, 
global self-esteem, social self-esteem, psychological femininity, 

psychological masculinity

Commitment Feelings of commitment were stronger in relationships with greater 
satisfaction, poorer quality of alternatives, greater investment size and greater 
centrality of relationship. There was weaker commitment in American young 

adults than their counterparts in Taiwan

Ping (1993), JR Survey 288 Hardware retailers Satisfaction, alternative attractiveness, investment, switching cost, Exiting, voice, loyalty, opportunism, 
relationship neglect

Satisfaction positively affects voice and negatively affects exiting and 
neglect. Investment negatively associated with voice but positively associated 

with neglect. Alternative attractiveness is associated positively with voice, 
opportunism, and exiting but is negatively associated with loyalty and neglect.

Hatcher, Kryter, Prus, 
and Fitzgerald (1992), 
JASP

Survey 174 College students rewards, costs, alternatives, and investments Commitment and enrollment behavior Used the investment model to demonstrate student satisfaction with the 
college, their commitment to remain enrolled, and their subsequent enrollment 

behavior.
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Authors (Year) Method Sample Size Sample Source Independent Variable Dependent Variable Findings 

Sprecher (1988), SPQ Survey 197 Married couples Alternatives, satisfaction, social support, eequity,and investment Commitment The most important predictors of relationship commitment were alternatives 
and satisfaction. High relationship commitment for married couples is 

dependent on high satisfaction and investment, moderate social support, and 
low levels of inequity and comparison level for alternatives. Females reported 

significantly greater investments but fewer high-quality alternatives in 
relationship commitment than men.

Rusbult, Johnson, & 
Morrow (1986), HR

Survey 130 Public Satisfaction, investment size, alternative quality, problem severity Exit, voice, loyalty, neglect, satisfaction, 
commitment

Greater satisfaction and investment of resources are associated with stronger 
tendencies to react to problems with voice and loyalty. Higher quality 

alternatives promoted exit and inhibit loyalty while greater problem severity 
encouraged exit and voice but discouraged loyalty. Voice and loyalty results 

in greater satisfaction and commitment.
Koslowsky and Kluger 
(1986), JASP

Survey 87 College students costs, rewards, investments, and alternatives Commitment to musical activities Found the investment model valid means of accounting for commitment to 
participation in musical activities.

Rusbult & Farrell (1983), 
JAP

Survey 88 Newly hired 
professional employees

Reward value, cost value, alternative quality, investment size Job commitment, satisfaction For employees who stay, rewards and cost predicts job satisfaction while 
reward value and alternative quality significantly influences commitment over 

time. While rewards and cost predicted similar results for employees who 
leave, job commitment is is significantly influenced by reward value, cost 

value, alternative quality, and investment size.
Rusbult (1980), JESP Experiment 1                    

Experiment 2
171                           
111

College students Relationship cost, alternative outcome value, investment size, sex 
of participant.                                                                             

Relationship outcome value (rewards and costs), alternative 
outcome value, investment size

Commitment and Satisfaction In experiment 1 attractive alternative decreased perceived commitment, and 
increases in investment (intrinsic and extrinsic) increased perceived 

commitment while decreases in relationship cost weakly affects commitment.   
Results in experiment 2 were similar to those of experiment 1.
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Service quality and customer satisfaction research is popular and has received much 

attention by scholars including Yee, Lee, Yeung and Cheng (2013), Marley, Collier and 

Goldstein (2004), Asubonteng, McCleary and Swan (1996), and Roth and Jackson (1995). 

Though some studies establish satisfaction as an antecedent of service quality (Bitner, 1990; 

Bolton & Drew, 1991a, 1991b), majority of studies in the literature conclude that service quality 

is rather an antecedent of satisfaction (Najjar & Bishu, 2006; Cronin & Taylor, 1992; Thomas & 

Fredendall, 2004; Campbell & Frei, 2010; McDougall & Levesque, 1994). Research suggests 

that some service quality attributes have more relevance to customer satisfaction (Mersha & 

Adlakha, 1992).  In addition, customers receive their satisfaction mainly from the intangible 

nature of service quality attributes (Johns & Howard, 1998) which is evidenced in Parasuramann 

et al.’s (1988) five service quality dimensions. 

Service delivery is an important dimension of service quality. Customers of self-service 

technology have control in the service delivery that closely meets their needs (Dabholkar, 1991). 

However, for non-technology environments customers do not have that control of service 

delivery and so they attach more importance to face-face- contact and interactions for their needs 

to be met (Bitner, Brown, and Meuter, 2000). Customers do attach a great deal of importance to 

service satisfaction by rating the level employee interaction. This may include the friendliness, 

knowledge, and the quick response to their (customers) concerns. In addition, to the service 

delivery, customers rate the environment within which the service was delivered as equally 

important. Many researchers have found the effect of physical environment on customer 

satisfaction (Wakefield, Blodgett, and Sloan, 1996; Baker, Grewal, and Parasuramann, 1994).   

Moreover, since services are intangible and require the presence of the customer during the 

service delivery, the servicescape condition (service environment) has a significant impact on the 
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perception of service quality (Bitner, 1992), which subsequently affects the customer’s 

satisfaction. 

When service quality perceptions are poor, customers tend to look elsewhere for better 

quality services. Negative perceptions of quality about services provided by the service provider 

could cause customer dissatisfaction and excessive complaining behavior (Cadotte and Turgeon, 

1988). When such a situation sets in customers subjectively assess the rewards or happiness 

(satisfaction) that they could obtain outside the current situation they find themselves in (Impett, 

Beals, and Peplau, 2001). Customers tend to switch service providers when attractive alternatives 

compared to what they have become available. Moreover, service attributes have an impact on a 

customer’s involvement in the service. This involvement could be emotional.  

In customer-organization commitment, investment is critical. This investment could be 

the resources one receives from a relationship or what one directly puts into a relationship in 

order to have a good service delivery, e.g., the psychological effort one devotes to that 

relationship. When that service delivery or environment of the service provider is not to the 

customer’s satisfaction, the customer begins to show signs of non-commitment, decreasing the 

amount of resources (investment) needed to maintain the relationship. However, customers are 

less likely to change service providers when switching costs are high (Burnham, Frels, and 

Mahajan, 2003). In the event that a customer deals with a service provider for a number of years, 

dedicating personal time, personal effort and emotional involvement which lead to a high 

investment, the tendency to cause the customer to remain in the relationship is high. 

Satisfaction is an important construct that is well investigated in organizational behavior, 

marketing, tourism, business settings, and education. An individual’s satisfaction toward a 

previous interaction leads to a degree of change in commitment level. An individual is satisfied 
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with a service relationship when outcomes from the service relationship surpass what he or she 

considers acceptable. From the IM, high service satisfaction levels lead to high levels of 

commitment. Besides, when a long-term service relationship is developed, customers receive 

benefits that are beyond the core service performance (González, Mueller, and Mack, 2008). 

Based on the above discussions, the following hypotheses are proposed: 

• H1a: The greater the service quality, the greater the service satisfaction  

• H1b: The greater the service quality, the greater the investment size  

• H1c: The greater the service quality, the lower the attractiveness of alternatives  

• H2a: The greater the service satisfaction, the greater the investment size  

• H2b: The greater the service satisfaction, the greater the service commitment level  

• H3: The greater the investment size, the greater the service commitment level  

• H4: The lower the attractiveness of alternatives, the greater the service commitment 
level  

The proposed research framework is presented in Figure 2-4. 

Figure 2-4 Proposed Research Framework 
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CHAPTER 3  

RESEARCH METHODOLOGY 

This chapter delineates the methodology used to investigate the hypotheses proposed in 

this dissertation. The research design is presented. All processes leading to the design and 

development of the survey instrument are discussed. The research population sample frame and 

sample are discussed. The various analytical procedures (i.e., exploratory and confirmatory 

factor analysis) on the reliability and validity of the developed instruments in both the pilot and 

the main study are described and discussed. In addition to these analytical procedures, structural 

equation modeling and partial least squares are used to test and examine the proposed 

hypotheses. 

 

3.1 Research Design 

Field study is the primary research strategy employed in this dissertation study. Field 

studies are a collection of information outside a laboratory or workplace setting. Although 

considered non-experimental, field study as a method of scientific investigation helps to discover 

various psychological, environmental, biological, sociological, musical, and economic 

relationships that exist in society. Kerlinger and Lee (2000) suggest the use of field studies as 

appropriate scientific investigative tools for testing hypotheses and examining relationships. 

Among the numerous research methods used in field research studies, a survey methodology is 

used in this dissertation. 

According to Kerlinger and Lee (2000), surveys provide the potential to extract large 

amounts of information from a large population of interest with accuracy. In fact, surveys have 

the potential to reach a large cross section of the researcher’s population of interest though it is a 
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relatively inexpensive information extraction approach (Kerlinger and Lee, 2000). Following the 

fact that the research design, the method of observation and type of analysis used should be 

practically balanced with the cost and administrative efforts (Dilman, 2007), surveys are 

considered appropriate in this situation. Moreover, surveys are best used when one cannot 

control both independent and dependent variables. Furthermore, not only are surveys appropriate 

when one’s study cannot be conducted in a controlled environment but also when the current 

topic understudy is ongoing or is in the recent past (Pinsonneault and Kraemer, 1993). Surveys 

have been extensively used in both service quality, operations management and decision making 

research (Lam and Robertson, 2012; Ray, Ow and Kim, 2011; Vickery, Jayaram, Droge and 

Calantone, 2003). 

 

3.2 Study 1: Instrument Development 

Wording and contents of survey items impact the effectiveness of surveys in general and 

there are quite a number of techniques used to improve survey items. Schuman and Pressor 

(1981) recommend that survey items should be ordered logically. While Armstrong and Overton 

(1971) suggest questions need to be short and direct. Dillman (2007) posits that not only should 

the terminology used for each question be respondent friendly but also be clearly understood by 

the respondents.  

This study employed a quantitative method in exploring service quality and the 

investment model dimensionalities in the mass service, using banks as our study context. 

Although the majority of the variables were identified in the literature, there was the need to 

develop some of the measures since the ones identified in the literature were not only industry 

specific but had sub-dimensions that were potentially confounding (Brady and Cronin, 2001).  
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3.3 Item Generation  

We generated a pool of items from the literature. In addition to the 75 items, we 

developed and added 5 new items to the list of items. Thus, this study had 80 items to begin with. 

These items reflected constructs from the investment model and the service quality framework. 

The constructs from the investment model included service satisfaction, quality of alternatives, 

investment size, and commitment. On the other hand, dimensions from the service quality 

construct whose structure conforms to a third-order factor model were included. 

Since service quality is a third-order construct, a fishbone diagram, which is a quality 

control tool, was used to identify all possible causes or potential factors that cause an overall 

effect for service quality. The fishbone diagram is a tool that can be used to structure a 

brainstorming session and immediately sorts out ideas into useful categories. Because this study 

wanted to exhaust all possible elements/causes that tend to conceptualize service quality, a 

fishbone diagram was used (see Figure 3-1). 

The survey items were refined using a two-step process. Firstly, a panel of thirteen (13) 

judges, comprising two (2) faculty members, ten (10) doctoral students, and one (1) local branch 

manager at JP Morgan Chase and Co. bank, reviewed the generated pool of items. The manager 

was a regional branch manager of the Denton, Texas branch of JP Morgan Chase and Co. He had 

been at the branch for a period of 5 years and knew the concerns of the customers very well. A 

meeting appointment was scheduled with the branch manager. The panel’s knowledge of the 

subject matter and their experiences as researchers was used to address any ambiguity both in the 

question items and the sequencing of the items. At the interview, he was asked to assess the face 

or content validity of the survey items. This stage was necessary as we wanted to find out what 

managers perceive good service quality to be and how they, as a unit, intend to provide them to 
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their customers. In addition to examining content validity, the items were further evaluated for 

face validity purposes where item appropriateness and clarity of wordings were checked by the 

two faculty members and ten doctoral students. 

 

3.4 Initial Purification Stage 

Before the items were placed into the final pool, the initial items were purified. Ten (10) 

doctoral students reviewed the list of generated initial pool of items, and voted for items that 

were important and worth related to the context of the research study, using Multi-voting, a Six-

Sigma technique.  Through consensus building on categorization, fit, and clarity, items were 

rated on a scale from 1 to 7 with 1 representing a low rating while 7 represents a high rating. 

Items with a rating of 5 and above were kept in the pool for further refinement. One requirement 

that was included in the purification stage was to ensure that a minimum of three items were to 

be retained for each construct specifically for any of the service quality dimensions and sub-

dimensions, and the antecedents of commitment to conform to the literature for multi-item 

measurement (Hunter and Gerbing, 1982). Results from the Multi-voting exercise are displayed 

in Tables 3-1, 3-2, 3-3, 3-4, and 3-5. The shaded mean-score are scores of the items that the 

panel of judges considered to be important and relevant to the study. 

 

3.5 Service Quality 

As indicated, this dissertation used Brady and Cronin’s (2001) conceptualization of 

service quality as a hierarchical construct which is a combination of Rust and Oliver’s (1994) 

and Dhabolkar et al. (1996) view of service quality. We used this approach to help reduce the 

many conceptualizations of service quality that have been proposed due to the inability of 
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scholars to agree on what the nature or content of the dimensions of perceptions of service 

quality should be. This study contributes to the service quality literature where service quality is 

seen as a hierarchical structure that has primary dimensions and sub-dimensions.  

 

3.6 Interaction Quality 

Interaction quality, a primary dimension of service quality, was measured with 2 items. 

This dimension characterizes the interpersonal interactions that take place during service 

delivery, leading to an effect on perceptions of service quality (Hartline and Ferrell, 1996; 

Bitner, Booms and Mohr, 1994; Czepiel, 1990). There are three sub-dimensions – expertise 

(knowledgeability of the service personnel), attitude (friendliness of service personnel), and 

behavior (service personnel’s response to customers) under interaction quality. All these sub-

dimensions were measured with 3 items each. These three items consisted of reliability, 

responsiveness, and empathy variables that served as descriptors of service quality (Table 3-1). 

 

3.7 Environmental Quality 

Another primary dimension of service quality, environmental quality, was measured with 

3 items. This dimension of service quality distinguishes the physical facilities or the surrounding 

environment that the customer has to be present during the service process. In marketing Bitner 

(1992) calls this “servicescape.” The sub-dimensions of environmental quality include – 

ambience (non-visual conditions like music, temperature, etc.), design (visually pleasing 

architectural layout of the environment), and social factors (type, number, and behavior of people 

within the service setting). However, after the purification stage only the dimensions of 

ambience were retained. Design and social factors were not considered to be of importance to the 
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customer in this context. Thus, the three items of ambience were retained. All items of the sub-

dimensions described the reliability, responsiveness, and empathy of service quality (Table 3-2). 

 

3.8 Outcome Quality 

This is the last of the three primary dimensions of service quality. It is defined as “what 

the customer is left with when service is rendered” (Grönroos, 1984; Rust and Oliver, 1994). 

This study measured outcome quality with 2 items. In this study, only two out of the 3 sub-

dimensions are used after the purification stage. These two include – waiting time (service 

punctuality) and valence (attributes that contribute to the individual having a good or bad service 

experience). These are measured with 3 items each. The items of the sub-dimensions described 

the reliability, responsiveness, and empathy of service quality (Table 3-3). All items constituting 

the sub-dimensions and dimensions of service quality were adapted from (Brady and Cronin, 

2001).  

 

3.9 Service Satisfaction 

 This construct was adapted from the works of Mentzer, Flint and Hult (2001) and Smith, 

Bolton and Wagner (1999). The items measure the extent to which an individual is satisfied with 

the service relationship that he/she receives anytime they visit that banking institution. In total, 3 

items were taken and modified from (Mentzer et al., 2001) and 2 items from (Smith et al., 1999) 

(Table 3-4). 

 

3.10 Quality of Alternatives 

 Measures of quality of alternatives are taken from Rusbult, Martz and Agnew (1998). 

40 



 

These six (6) items measure the comparison level of alternatives that are not only available but 

also, ideal to the relationship that the customer has with his/her service provider. Out of these six 

items, only five were retained for further analysis (see Table 3-4)  

 

3.11 Investment Size 

Investment size is defined as the resources (such as time, emotional involvement, money, 

and self-disclosure) that one puts in a service relationship. These resources are either lost or 

diminished when service relationships are terminated. After the purification stage (see Table 3-

4), 2 items were adapted from Jones, Mothersbaugh and Beatty (2000), 1 item was adapted from 

Dick and Basu (1994), and 1 item adapted from Rusbult et al. (1998). 

 

3.12 Service Commitment 

 Measures for the dependent variable assess the degree to which individuals are willing to 

continuously do business with their current or a particular banking institution. Because this 

construct relates to loyalty, items from the customer loyalty literature were combined with items 

measuring commitment. In total, from the Table 3-5, 5 items were used to measure service 

commitment – 2 items from Rusbult et al. (1998) and 3 items from Mols (1998). 
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Figure 3-1 Fish bone diagram of service quality and its contributing components. 

 

Table 3-1 Multi-voting results of items relating to interactive quality. 

 

  

ATT1 ATT2 ATT3 BEH1 BEH2 BEH3 EXP1 EXP2 EXP3 IQ1 IQ2 IQ3 IQ4 IQ5 IQ6 IQ7
Respondent 1 7 7 7 7 7 7 7 7 7 7 1 2 7 7 7 1
Respondent 2 6 5 5 5 6 6 4 5 6 4 3 5 4 2 6 1
Respondent 3 6 6 5 7 6 5 6 5 4 5 5 6 5 4 5 3
Respondent 4 6 6 6 6 6 6 6 6 4 5 5 4 4 2 5 3
Respondent 5 7 7 7 3 2 7 3 2 2 2 1 1 1 1 6 1
Respondent 6 6 6 6 6 6 6 6 7 7 6 6 6 6 4 7 5
Respondent 7 7 7 6 7 7 7 6 6 5 6 6 6 6 6 7 6
Respondent 8 6 6 5 5 6 5 6 6 5 5 5 6 4 2 5 2
Respondent 9 6 6 6 6 7 6 5 6 6 7 7 7 6 5 6 6
Respondent 10 4 5 5 3 3 3 5 5 5 3 3 3 2 5 2 4
Mean-Score 6.1 6.1 5.8 5.5 5.6 5.8 5.4 5.5 5.1 5 4.2 4.6 4.5 3.8 5.6 3.2

Ambience

Social Factor

Design

Employee Attitude

Behavior of Employee

Expertise of Employee

Waiting Time

Tangibility

Valence

Service 
Quality

Interaction Quality

Environment QualityOutcome Quality
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Table 3-2 Multi-voting results of items relating to environment quality. 

 

 

Table 3-3Multi-voting results of items relating to outcome and service quality. 

 

Table 3-4 Multi-voting results of items relating to the independent variables of the investment 
model. 

 

AMB1 AMB2 AMB3 DES1 DES2 DES3 SOC1 SOC2 SOC3 ENVQ1 ENVQ2 ENVQ3 ENVQ4 ENVQ5
Respondent 1 7 7 7 7 7 7 1 2 1 3 7 5 7 7
Respondent 2 6 5 5 5 7 4 5 3 5 2 6 3 6 7
Respondent 3 5 4 4 2 3 4 4 4 4 3 6 3 5 6
Respondent 4 6 6 6 4 6 6 5 6 2 4 6 4 6 6
Respondent 5 5 5 6 1 4 1 3 7 5 1 2 2 3 2
Respondent 6 5 6 5 2 4 6 4 5 5 2 6 2 5 5
Respondent 7 7 5 7 6 6 6 6 7 6 6 6 4 6 5
Respondent 8 5 6 4 3 3 3 4 2 4 3 6 2 5 6
Respondent 9 6 4 5 2 4 3 4 3 4 2 2 2 2 2
Respondent 10 2 4 3 3 2 2 3 5 4 4 5 4 5 6
Mean-Score 5.4 5.2 5.2 3.5 4.6 4.2 3.9 4.4 4 3 5.2 3.1 5 5.2

WAT1 WAT2 WAT3 TANG1 TANG2 TANG3 VAL1 VAL2 VAL3 OQ1 OQ2 OQ3 OQ4 OQ5 SQ1 SQ2 SQ3 SQ4 SQ5
Respondent 1 4 7 7 4 6 6 6 6 7 7 6 6 6 6 7 0 7 7 7
Respondent 2 6 6 4 5 4 4 5 5 4 4 5 2 3 4 4 4 5 6 6
Respondent 3 4 3 5 4 4 5 5 5 5 5 6 4 3 4 5 5 5 6 5
Respondent 4 6 6 6 4 5 5 6 6 6 6 6 5 3 6 5 6 6 6 6
Respondent 5 6 6 6 4 4 4 3 6 2 5 4 1 1 1 1 1 1 2 1
Respondent 6 5 7 7 3 4 4 6 6 6 5 6 5 5 5 5 6 6 7 6
Respondent 7 5 6 6 6 5 5 6 6 6 5 6 5 5 5 4 6 7 7 7
Respondent 8 6 6 6 4 4 4 4 6 6 5 4 4 5 4 4 4 5 6 6
Respondent 9 6 7 7 4 3 3 4 6 6 6 6 6 5 5 5 5 5 6 5
Respondent 10 5 6 5 3 3 2 6 5 5 3 3 2 3 3 4 3 3 4 4
Mean-Score 5.3 6 5.9 4.1 4.2 4.2 5.1 5.7 5.3 5.1 5.2 4 3.9 4.3 4.4 4 5 5.7 5.3

SAT1 SAT2 SAT3 SAT4 SAT5 INV1 INV2 INV3 INV4 INV5 INV6 INV7 INV8 ALT1 ALT2 ALT3 ALT4 ALT5 ALT6
Respondent 1 6 7 6 7 6 0 6 4 3 1 1 7 6 3 3 7 6 7 5
Respondent 2 4 4 5 3 6 1 2 1 2 1 1 7 5 6 4 6 6 6 4
Respondent 3 5 5 5 5 5 3 3 3 4 2 2 2 2 5 4 5 3 5 4
Respondent 4 6 6 6 6 6 5 5 3 4 4 3 5 5 5 5 6 5 5 5
Respondent 5 1 1 4 4 2 7 7 2 4 4 1 7 7 7 4 7 6 6 4
Respondent 6 6 7 7 6 6 5 6 6 3 2 5 5 6 7 5 5 5 6 6
Respondent 7 7 7 7 6 7 2 4 5 3 5 2 5 3 5 5 4 5 5 5
Respondent 8 6 6 3 6 6 5 6 3 3 5 3 6 6 5 5 6 6 6 4
Respondent 9 6 6 6 6 6 4 6 6 4 5 3 6 6 6 5 5 6 6 4
Respondent 10 3 5 3 5 5 6 6 2 4 4 5 7 5 4 5 7 7 6 5
Mean-Score 5 5.4 5.2 5.4 5.5 3.8 5.1 3.5 3.4 3.3 2.6 5.7 5.1 5.3 4.5 5.8 5.5 5.8 4.6
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Table 3-5 Multi-voting results of items relating to the dependent variable of the investment 
model. 

 

 

3.13 Study 2: Research Sample, Sample Frame Population, and Data Collection 

 The final instrument consists of two main sections (see appendix A). The first section 

poses questions that concerns the individual’s banking service experience. Some of the questions 

ask about “the number of times on average, the individual visits his/her primary bank” among 

others (see appendix A). In addition to the questions about individual’s banking service 

experience are measures of both the dependent and independent variables. The dependent 

variable is service commitment. The independent variables are service quality, service 

satisfaction, quality of alternatives, and investment size. All the questions relating to the 

independent and dependent variables are measured on a seven point Likert scale. Each item was 

scaled from 1 with the verbal statement “I do not agree at all with the statement” to 7 with the 

verbal statement “I very much agree with the statement.” The second section captures the 

demographic information of the respondents from the two cultures. 

COM1 COM2 COM3 COM4 COM5 COM6 COM7 CL1 CL2 CL3 CL4 CL5
Respondent 1 7 7 2 5 7 7 7 7 7 7 7 7
Respondent 2 5 5 5 7 3 1 2 5 6 5 6 2
Respondent 3 5 4 4 3 5 3 4 5 5 5 6 5
Respondent 4 6 5 4 6 5 4 4 6 6 5 6 6
Respondent 5 2 1 1 7 6 1 1 1 1 1 1 2
Respondent 6 6 6 4 2 6 4 6 6 6 6 6 6
Respondent 7 7 7 3 7 7 7 7 7 7 5 6 7
Respondent 8 6 4 6 3 3 2 2 3 3 3 5 3
Respondent 9 6 6 2 3 6 5 5 6 6 5 5 6
Respondent 10 4 3 6 4 5 2 3 5 5 5 5 3
Mean-Score 5.4 4.8 3.7 4.7 5.3 3.6 4.1 5.1 5.2 4.7 5.3 4.7
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3.14 Sample Frame Population 

Our sampling frame consisted of individuals who had bank accounts at a known bank. 

Our populations of interest are members of the general public who conduct business in person at 

their banking institutions in both the U.S.A. and Ghana. This condition of conducting business in 

person at the bank’s premises is necessary for this study so as to get a first-hand and real time 

exposure about their service experiences.  

 An a priori power analysis is used to determine an appropriate sample size to use for any 

study (Cohen, 1988). The importance of having a good power for a test cannot be 

overemphasized as it has the ability to correctly find a hypothesized relationship when that 

relationship indeed exists (Hair, Black, Babin, Anderson, Tatham, 2006). Using a recommended 

minimum power level of 0.80 (Chin, 1989), a statistical significance value of 0.05, and a small 

effect size of 0.2 (Cohen, 1988), this dissertation study needed a minimum sample size of 150 

each for the U.S.A. and Ghana studies. The G*power 3.1.4 software, which is a power analysis 

software tool, was used to find the minimum sample size of 150 required for this study to be 

conducted.  

 

3.15 Survey Administration 

 A sample survey was used to collect data for this study. However, irrespective of the 

proper execution of the survey self-administered survey always introduces response rate and 

non-response bias concerns. In fact, an insufficient response rate adversely affects the study 

results. 

 Data collected were analyzed using exploratory factor analysis. However, in study 3, our 

target population was members of the general public who had a full time job. The refined survey 
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instrument from the exploratory factor analysis in study 2 was used in study 3. For study 2, the 

population was undergraduate students enrolled in a variety of business courses in the College of 

Business at a large Southwestern university in the United States. It is important to state here that 

study 1 (refinement process) was conducted only in the United States while study 2 (main study) 

was conducted both in the United States and in Ghana. 

 The survey was administered using a paper-based survey instrument. Although there have 

been some debate as to which of the two, paper based or web based survey is more appropriate, 

paper-based surveys offer a quicker turn-around and increases the response rate than the web-

based counterpart. In addition, it gives the researcher the opportunity on the spot to clearly 

explain instructions or other parts of the questionnaire that the participant may be having doubts 

with. The web-based survey does not have this option. However, the cost associated with paper-

based survey is more expensive than web-based surveys. 

Student participants were recruited from the summer and fall semesters of the 2012/2013 

academic year. In all, the recruitment was done in seven (7) classes, giving a total of 466 

potential respondents. The survey exercise was announced by the instructors at the beginning of 

their classes. To increase the response rate for this study, the instructors offered to award extra 

credit to students who voluntarily participated in the survey. The total amount of time used by 

the students to respond to the survey questionnaire was 20 minutes. Students who did not 

participate in the survey were given an alternative research assignment worth the same number 

of points and time taken by the survey participants. At the end of the data collection period, 351 

surveys were collected. Following data cleaning process, 350 responses were used for further 

analysis. An analysis of the demographic and classification variables indicates 60 percent of 

respondents were male and 40 percent were females. Out of this group, 92 percent of the 
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respondents were below the age of 30 years, 4 percent were between 31 and 40 years, 2 percent 

were between 41 and 50 years, and 2 percent  were above 51 years. 

Exploratory factor analysis (EFA) was performed on the data collected to assess the 

reliability and validity of the survey instrument. The number of factors extracted was based on 

eigenvalue being greater than one. Also, items with factor loadings greater than 0.5 were 

considered to be of satisfactory measure to that particular construct (Hair et al. 2006). Items that 

measured specific domains of the service quality construct were examined separately using 

principal component analysis with varimax rotation. However, analysis of the factors of the 

investment model was done in a single factor analysis. Also, the dependent variable was 

separately factored analyzed (Wen, Prybutok, and Xu 2011). 

As indicated, separate EFA was performed on each sub-dimension and primary 

dimension of service quality. For the first order variables, items that were below the 0.5 were 

suppressed and while items that displayed cross loading characteristics were eliminated. All 

items representing the sub-dimensions of interaction quality were retained. The amount of 

variance explained by the three items on attitude, behavior, and expertise were 83.1 percent, 86.9 

percent, and 81.2 percent, respectively. Also, the mean and standard deviation values ranged 

from 5.71 – 5.90 and 1.23 – 1.35, respectively. An acceptable minimum threshold value for 

Cronbach’s alpha is 0.7 (Hair et al. 2010). The sub-dimensions of interaction quality (i.e., 

attitude, behavior, and expertise) reported Cronbach’s alpha values of 0.90, 0.92, and 0.88 

respectively. These values show that the items measuring the sub-dimensions have internal 

consistency (Table 3-6). 
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Table 3-6 Descriptive analysis and factor analysis of the sub-dimensions of interaction quality. 

 

Likewise, the factor loadings for the items representing the ambience sub-dimension of 

Environmental Quality were all above 0.5 (see Table 3-7). The amount of variance explained by 

these items on ambience was 76.7 percent. The reported mean and standard deviation values 

displayed in Table 3b ranged from 4.87 – 5.89 and 1.23 – 1.72, respectively. The Cronbach’s 

alpha value for ambience was 0.83, indicating good internal reliability. Also, the two sub-

dimensions of Outcome Quality (i.e., waiting time and valence) reported factor loadings greater 

than 0.5 (see Table 3-8). The amount of variance explained by items on waiting time and valence 

were 79.12 percent and 85.39 percent, respectively. Further, the means and standard deviations 

values ranged from 5.41 – 6.00 and 1.12 – 1.54, respectively. In addition, the Cronbach’s alpha 

values for waiting time and valence were 0.86 and 0.91, respectively. Items loadings greater than 

0.5 in the EFA were retained for the main study.  

  

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
ATT1 5.80 1.33 0.88
ATT2 5.90 1.23 0.92 83.10 0.90
ATT3 5.71 1.35 0.94
BEH1 5.80 1.28 0.95
BEH2 5.79 1.33 0.92 86.90 0.92
BEH3 5.84 1.24 0.94
EXP1 5.81 1.31 0.92
EXP2 5.80 1.24 0.90 81.20 0.88
EXP3 5.75 1.33 0.89
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Table 3-7 Descriptive analysis and factor analysis of the sub-dimension of environment quality. 

 

Table 3-8 Descriptive analysis and factor analysis of the sub-dimension of outcome quality. 

 

 For the second order factor constructs, items relating to interaction quality, environment 

quality, and outcome quality were also separately factor analyzed. Interaction quality produced 

the highest percentage of variance explained with a value of 92.20 percent, followed by 

environment quality and outcome quality in that order (see Table 3-9). The item means and 

standard deviations of the primary dimensions ranged from 5.50 – 5.95 and 1.23 – 1.39, 

respectively. Furthermore, as shown in Table 3-9, items relating to each primary dimension were 

highly reliable with Cronbach’s alpha values 0.91, 0.93, and 0.85, representing interaction 

quality, environment quality, and outcome quality, respectively. 

  

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
AMB1 5.89 1.23 0.89
AMB2 4.87 1.72 0.83 76.70 0.83
AMB3 5.39 1.46 0.90

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
WAT1 5.41 1.54 0.80
WAT2 5.63 1.40 0.92 79.12 0.86
WAT3 5.56 1.38 0.94
VAL1 5.75 1.32 0.928
VAL2 6.00 1.12 0.916 85.39 0.91
VAL3 5.77 1.26 0.929
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Table 3-9 Descriptive analysis and factor analysis of primary dimensions of service quality. 

 

 Service quality as an overall hierarchical variable was also factor analyzed. In the factor 

analysis, the three item factor loadings ranged from 0.87 – 0.92. These loadings were above the 

0.5 cut-off value (Hair et al. 2006), confirming convergent validity. In addition, the three items 

explained 80.5 percent of the variance in the overall service quality perception. Furthermore, the 

reported means and standard deviations ranged from 5.56 – 5.92 and 1.23 – 1.30, respectively 

with a Cronbach’s alpha value of 0.88. This Cronbach’s alpha value was above the 0.7 threshold 

value, indicating good and reliable measures (Nunnally and Bernstein, 1994). Table 3-10 shows 

the means, standard deviations, loadings and reliability measure for the service quality latent 

variable. 

Table 3-10 Descriptive analysis and factor analysis of overall service quality. 

 

 The constructs from the investment model were also factor analyzed. The independent 

variables (service satisfaction, attractiveness of alternatives, and investment size) were separately 

factor analyzed from the dependent variable (service commitment). The results of the EFA show 

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
IQ1 5.79 1.31 0.96 92.20 0.91
IQ6 5.95 1.23 0.96
EQ2 5.50 1.39 0.93
EQ4 5.66 1.38 0.93 88.38 0.93
EQ5 5.62 1.32 0.96
OQ1 5.61 1.37 0.93
OQ2 5.86 1.28 0.93 86.83 0.85

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
SQ3 5.56 1.30 0.87
SQ4 5.92 1.23 0.92 80.50 0.88
SQ5 5.89 1.24 0.91
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that five measures loaded on service satisfaction, four on attractiveness of alternatives, and 3 on 

investment size (see Table 3-11). While the amount of variance explained by the independent 

variables was 72.29 percent, the Cronbach’s alpha values for service satisfaction, attractiveness 

of alternatives, and investment size were 0.93, 0.84, and 0.76 respectively. These values indicate 

good reliability measures as they were above the 0.7 cut-off value (Nunnally and Beinstein, 

1994). 

Table 3-11 Descriptive analysis and exploratory factor analysis of the independent variables of 
the investment model. 
 

  

Following the refinement through EFA the next phase of the study was ready to be 

conducted. Though we report measures for the second and third-order constructs, this 

dissertation will use only the manifest variables (items/measures) of the sub-dimensions of 

service quality for further analyses. This is to consider interaction quality, environment quality, 

outcome quality, and service quality as latent variables.  

 

3.16 Study 3: Validation 

The next phase of data collection targeted two populations. One population was members 

of the working public in United States and the other in Ghana. These respondents were people 

Items Mean Std. Deviation EFA Loadings Reliability
SAT1 5.63 1.32 0.92
SAT2 5.77 1.20 0.90
SAT3 5.56 1.38 0.78 0.93
SAT4 5.58 1.34 0.90
SAT5 5.85 1.21 0.90
ALT1 4.14 1.71 0.87
ALT3 5.04 1.69 0.76 0.84
ALT4 4.06 1.73 0.85
ALT5 4.69 1.66 0.80
INV2 3.57 1.94 0.82
INV7 4.93 1.86 0.76 0.76
INV8 4.07 1.85 0.87
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who had full time jobs. Data from these two populations were collected between the months of 

September and November 2012 after receiving approval from the Institutional Review Boards of 

both institutions. The U.S. data were specifically collected within the month of November 2012 

while that of Ghana were collected between September and October, 2012. 

 In both populations, graduate students in the Master’s in Business Administration (MBA) 

program were used as recruiters for this study. While working MBA students in the U.S. were 

recruited at a large Southwestern university, working MBA students in Ghana were recruited at 

the Ghana Institute of Management and Public Administration (GIMPA), a leading business and 

management institute in Ghana. Two instructors of a graduate level MBA class were contacted 

with the request to recruit and involve their students in collecting data for the study. Each student 

was given a maximum of 11 paper-based survey instruments to solicit members of the public to 

complete the questionnaire and from the general public. Ten (10) out of the eleven paper-based 

surveys were to be given to and completed by colleagues at their workplaces. As an incentive to 

increase the response rate, the instructors offered extra credit to students upon the return of the 

questionnaires. The students were given a four week window period to return the surveys. A 

similar procedure was used to collect data in Ghana. A faculty member, who was on Sabbatical 

leave in Ghana and taught a Marketing MBA class, volunteered and then administered the 

survey. 

Out of the 440 questionnaires that were distributed in the U.S., one hundred and seventy-

five (175) questionnaires were returned, representing a response rate of 39.8 %. In Ghana, two 

hundred and twenty-nine (229) questionnaires were returned after distributing 572 questionnaires 

(40% response rate). Data from both populations were cleaned, eliminating observations that had 

more than 25% of the responses missing. Out of this data cleaning process, one hundred and 
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seventy-four (174) usable responses from the U.S. population and two hundred and twenty-two 

(222) from the Ghana population remained for further analyses.  

The demographic profile in both data revealed approximately equal number of male to 

female respondents (see Table 7). Within the age categories, majority of the respondents from 

both populations were below the 30 year age group with 59.20 % and 44.59%, representing the 

United States and Ghana, respectively. The second largest age group was the 31 – 40 age group 

followed by 41-50, 51-60, in that order (Table 3-12). Interestingly, respondents in the Ghana data 

were three times highly educated compared to their counterparts in the United States (U.S.). 

There were a higher number of college graduate respondents (69.82%) compared to the college 

graduate respondents (27.01%) in the U.S. data. The breakdown of the respondents’ highest 

academic level is displayed in Table 7. With regards to race, 37% of the respondents in the U.S. 

data were white. 27% were Asian followed by Black or African American respondents with 

13%. Among the respondents in the Ghana sample, the Akan tribe recorded the highest number, 

50%, followed by the Ewe tribe, 21%, and the Ga/Adangbe tribe, 15% in that order (see table 3-

12).  

 Out of the 174 and 222 respondents in the United States and Ghana, the average number 

of visits to their primary banks in less than two times in a month was 60.34% and 34.23%, 

respectively. While 47% of the Ghanaian respondents in a month visited their primary banks 

between 2 – 4 times on average, 29.89% of the respondents from the U.S. also visited their 

primary banks between 2 – 4 times on average in a month. Table 3-13 displays a demographic 

profile of the number of visits the respondents in both populations made within a month. 
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Table 3-12 Demographic information of respondents. 

 

 

Table 3-13 Descriptive statistics on respondent number of visits to their primary banks. 

 

In terms of usage of online service system, 77.03% of respondents recorded in the 

Ghanaian population used their primary bank’s online service system less than twice on average 

in a month. This large percentage could be due to the population not having access to computers. 

Further, approximately 15.32% used their bank’s online system between 2 - 4 times on average 

in a month (Table 3-14). In the U.S. on the other hand, the data revealed 35.63% of the 

Criteria Percentage Criteria Percentage
Gender Male 51.72% Gender Male 50.45%

Female 48.28% Female 49.55%
Age 18-30 59.20% Age 18-30 44.59%

31-40 24.71% 31-40 39.19%
41-50 8.05% 41-50 9.46%
51-60 4.02% 51-60 6.76%
61-70 2.30% 61-70 N/A
71 and above 0.57% 71 and above N/A
Missing Data 1.15% Missing Data N/A

Academic Level Some high school or less N/A Academic Level Secondary School 3.60%
High school graduate 6.90% Training/Post-Secondary College 1.35%
Some college education 13.22% Commercial/Vocational School College 1.80%
College Graduate 27.01% Polytechnic/University Diploma or Degree 69.82%
Graduate degree or equivalent level 22.41% Masters Degree/Post-Graduate Diploma 19.37%
- - Professional/Doctoral Degree 3.15%
Other 30.46% Other 0.45%
Missing Data N/A Missing Data 0.45%

Race American Indian and Alaska Native 2.87% Tribe Akan 50.00%
Asian 27.01% Dagbani 0.45%
Black or African American 13.22% Ewe 21.62%
Hispanic 10.34% Ga/Adangbe 15.32%
Mixed race 4.61% Hausa 0.45%
Native Hawaiian and Other Pacific Islander 0.00% Nzem 2.25%
White 37.36% - -
Other 4.02% Other 7.66%
Missing Data 0.57% Missing Data 2.25%

United States Ghana

Criteria Number of Responses Percentage Criteria Number of Responses Percentage
Less than 2 105 60.34% Less than 2 76 34.23%
2 - 4 times 52 29.89% 2 - 4 times 105 47.30%
5 - 7 times 8 4.60% 5 - 7 times 22 9.91%
8 or more 9 5.17% 8 or more 19 8.56%
Missing Data N/A N/A Missing Data N/A N/A
Total 174 100.00% Total 222 100.00%

United States Ghana
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respondents used their primary bank’s online service system 8 or more times on average in a 

month (Table 3-14).  

With regard to the Automatic Teller Machine (ATM) usage, a large proportion of 

respondents from Ghana (40.54%) used their primary bank’s ATM service between 2 – 4 times 

on average in a month. Approximately 35.14% of the population also used the ATM service less 

than twice in a month on average (Table 3-15). Interestingly, the reverse in the use of ATM 

services in Ghana is established in the U.S. data. While 40.23% of the respondents use their 

primary bank’s ATM less than 2 times in a month, 35.06% use the ATM service  within 2 – 4 

times on average in a month. A breakdown of the respondent usage of their primary banks ATM 

service is shown in Table 3-15.  

Table 3-14 Descriptive statistics on respondent use of bank's online service system in a month. 
 

 

 
Table 3-15 Descriptive statistics on respondent use of bank's ATM services in a month. 

 

Criteria Number of Responses Percentage Criteria Number of Responses Percentage
Less than 2 33 18.97% Less than 2 171 77.03%
2 - 4 times 48 27.59% 2 - 4 times 34 15.32%
5 - 7 times 30 17.24% 5 - 7 times 5 2.25%
8 or more 62 35.63% 8 or more 12 5.41%
Missing Data 1 0.57% Missing Data N/A N/A
Total 174 100.00% Total 222 100.00%

United States Ghana

Criteria Number of Responses Percentage Criteria Number of Responses Percentage
Less than 2 70 40.23% Less than 2 78 35.14%
2 - 4 times 61 35.06% 2 - 4 times 90 40.54%
5 - 7 times 27 15.52% 5 - 7 times 34 15.32%
8 or more 15 8.62% 8 or more 20 9.01%
Missing Data 1 0.57% Missing Data N/A N/A
Total 174 100.00% Total 222 100.00%

United States Ghana
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From the data in both populations, the majority of the respondents rarely use their 

primary bank’s telephone service system. While 77.03% of respondents from Ghana used their 

primary bank’s telephone banking system less than 2 times on average in a month, 82.76% of the 

U.S. respondents also use their primary bank’s telephone banking system less than 2 times on 

average in a month. A breakdown of the respondent usage of their primary banks telephone 

system service is shown in Table 3-16. The following chapter describes the data analysis 

procedures used in the dissertation. 

Table 3-16 Descriptive statistics on respondent use of bank's telephone system in a month. 

 

  

Criteria Number of Responses Percentage Criteria Number of Responses Percentage
Less than 2 144 82.76% Less than 2 171 77.03%
2 - 4 times 22 12.64% 2 - 4 times 33 14.86%
5 - 7 times 6 3.45% 5 - 7 times 11 4.95%
8 or more 1 0.57% 8 or more 6 2.70%
Missing Data 1 0.57% Missing Data 1 0.45%
Total 174 100.00% Total 222 100.00%

United States Ghana
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CHAPTER 4  

DATA ANALYSIS AND RESULTS 

 This chapter describes the data analyses used and reports the results for this dissertation. 

Different ways of data analyses are provided. First, we fit the conceptual model in populations 

(i.e., Ghana and the U.S.) with the data without performing exploratory factor analysis. Second, 

we perform exploratory factor analyses on the manifest variables and fit the conceptual model 

for the two populations. We compare the path coefficients of the model in both populations and 

to ascertain if country has a moderating effect on the model  Finally, we combine the data from 

both populations, factor analyze it and fit the model using country as a moderator. The results 

reported include assessment of the validity and reliability of the data model fit, and hypotheses 

tested. 

 

4.1 Statistical Software and Analytical Technique 

This dissertation uses PLS path modeling, a component-based structural equation 

modeling approach to assess both the reflective hierarchical construct model of service quality 

and the research model as a whole. PLS path modeling is used in this dissertation to contribute to 

the call for its use in analyzing hierarchically structured latent variables (Wetzels, Odekerken-

Schrӧder, and van Oppen, 2009; Noonan and Wold, 1983). Although covariance-based structural 

equation modeling has being used in many research studies to estimate parameters of 

hierarchical models, there are many constraints in its proper usage. Some of these constraints 

include the distributional properties of the data such as multivariate normality. Others include 

measurement level, model complexity, model identification, factor indeterminancy, and large 

sample size (Chin, 1998; Fornell and Bookstein, 1982).  

57 



 

The above mentioned problems related to covariance-based structural equation modeling 

are mostly avoided in PLS path modeling (Chin and Newsted, 1999; Wold 1985). Data used can 

deviate from the multivariate normality assumption and issues of model identification are guided 

against (Fornell and Bookstein, 1982). In addition, PLS path modeling is used in studies in which 

the phenomenon under study is changing, and the objective is predictive related (Chin and 

Newsted 1999). Further, PLS path modeling examines both the measurement (outer) model and 

the structural (inner) model simultaneously (Wold, 1982). Moreover, PLS path modeling has the 

ability of displaying both reflective and formative scales (Chin, 1998).  

 

4.2 Method 1 

Some researchers argue that validated scale instruments need not be purified using EFA 

and that the instrument should be treated holistically through confirmatory factor analysis (CFA) 

(Straub, Boudreau, and Gefen, 2004; MacCallum and Austin, 2000). They support their position 

based on the advent of structural equation modeling (SEM) tools such as LISREL and PLS. 

These tools perform CFA in such a way that the pattern of the measurement item loadings on the 

latent variable is explicitly specified in the model. Researchers from a different school of 

thought, however, advocate for exploratory factor analysis to be performed on the items in order 

to capture the true items in that particular context of study (Churchill, 1979). EFA helps to 

achieve data reduction whereby items that do not load properly on a factor are dropped. The 

dropping of these items helps to purify the instrument, reducing the large number of 

measurement items into few numbers of items. In method 1, we fit the proposed model with the 

raw data from the survey without cleaning the items (i.e., without performing EFA). Service 

quality is modeled as a reflective third-order hierarchical construct with interaction quality, 

58 



 

environment quality, and outcome quality as underlying dimensions at the second-order level. 

Further, attitude, expertise, behavior, ambience, waiting time, and valence serve as the 

underlying dimensions at the first-order level. Each of these low-order (first-order) variables has 

three manifest variables. 

Furthermore, the data were inspected for univariate normality measures. Investigations in 

the univariate measures of skewness showed values outside the normality range of -3 and 3, 

indicating deviations from normality. Hence, our data shows an amount of skewness. Though the 

data showed some amount of skewness, issues with kurtosis was not a problem as the magnitude 

of the kurtosis values for each of the measures were less than 3 times its standard error. Since our 

data shows deviations from normality, PLS path modeling is the appropriate statistical technique 

to use in further data analysis. 

The PLS path modeling statistical software package used in this dissertation was 

SmartPLS 2.0 (M3) Beta (Ringle, Wende, and Will, 2005). This dissertation also uses the 

reflective-reflective type I (Figure 4-1) model of hierarchical latent variable models because the 

objective of the study is to find the common factor model of several related but distinct reflective 

constructs. With this type of model, the lower-order constructs are reflectively measured latent 

variables themselves that are correlated but can be distinguished from each other (Lohmӧller, 

1989).  

The Repeated Indicator approach (Lohmӧller, 1989; Wold, 1982) or the Superblock 

Approach (Tenenhaus, Vinzi, Chatelin and Lauro, 2005) is used in the PLS path modeling as 

opposed to two-stage approach (Chin, Marcolin, and Newsted, 2003; Henseler and Fassott, 2009) 

for one main reason. It avoids confounding interpretation because it takes the whole nomological 
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network into account without separating the lower level latent variables from the higher level 

latent variables (Becker, Klein, and Wetzels, 2012). 

 

Figure 4-1 The Four Types of Hierarchical Latent Variable Models 
Source: Becker, Klein and Wetzels (2012) 

 
 

In other words, it has the ability to simultaneously estimate all latent variables without 

separately estimating the lower-order variables from the higher-order variables. For example, in 

the repeated indicator approach, all the manifest variables of the underlying lower-order latent 

variables are used to construct a higher-order latent variable (Lohmӧller, 1989; Wold, 1982). 

Basically, the manifest variables are used: 

• For the first-order latent variable, i.e., primary loadings or weights and 

• For the second-order latent variable, i.e., secondary loadings or weights.  

When the outer model is specified or modeled in this way, the hierarchical component of 

the model is accounted for by the inner model. Here, the path coefficients between the lower-
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order and higher-order latent variables represent the loadings of the higher-order latent variable 

(Wetzels et al. 2009; Noonan and Wold, 1983).  

On the other hand, the two-stage approach estimates the latent variable scores of the 

lower-order variable separately in first-stage analysis and uses these scores as indicator scores 

for the higher-order variables in the separate second-stage analysis (Chin, 1998a; Lohmӧller, 

1989; Tenenhaus et al., 2005). The two-stage approach has an advantage of estimating a more 

parsimonious model when higher-order latent variables are involved without the need of the 

lower-order latent variables. Though the two-stage approach has this advantage, it has the 

disadvantage of interpretational confoundedness simply because it does not take the entire 

nomological network into account (Wilson and Henseler, 2007). 

Based on the above discussion, this study used the repeated indicator or superblock 

approach, specifying Mode A as our mode of measurement as against using Mode B. While 

Mode A measurement is associated with reflective latent variables as described and portrayed in 

this study, Mode B measurement is associated with formative latent variables (Wold, 1982). In 

addition, the inner weighting scheme used in this PLS path modeling algorithm was the path 

weighting scheme. Thus, the following repeated-indicator approach steps were used in the 

hierarchical model analysis: 

• We first constructed the first-order latent variables (attitude, behavior, expertise, 

ambience, waiting time, and valence) and related them to their respective block of 

manifest variables (items) (Figure 8).  

• Next, the second-order latent variables (interaction quality, environment quality, and 

outcome quality) were constructed and were related to the underlying first order latent 

variables. To be more precise, interaction quality was related to the blocks of attitude, 

61 



 

behavior, and expertise. While environment quality was related to the block of 

ambience, outcome quality as a second-order latent variable was related to the blocks 

of waiting time and valence. In this situation, the inner model between the second-

order latent variables (interaction, environment, and outcome quality) and the first-

order latent variables (attitude, behavior, expertise, ambience, waiting time, and 

valence) represent the second-order loadings (Figure 4-2).  

• The third-order latent variable (service quality) is constructed by relating it to either 

the blocks of the second-order level latent variables or the blocks of the first-order 

latent variables. Here also, the inner model between the second-order and third-order 

latent variables represents the third-order loadings (Figure 4-3). 

• We built the other constructs from the investment model and service commitment, 

and then related them to their respective manifest variables. Finally, we estimated the 

hierarchical model using PLS path modeling. The structural model was built with a 

non-parametric bootstrapping approach with 1000 replications to evaluate the 

significance of the path estimates. 

The null model for the first-order latent variables of service quality was initially specified 

and did not include the structural relationships of the proposed research model. Because the data 

were holistically used to fit the model without performing exploratory factor analysis (EFA), the 

fit of the pre-specified model was investigated to determine its factorial validity (i.e., convergent 

and discriminant validities). The composite reliability (herein CR) and average variance 

extracted (herein AVE) (Chin, 1988; Fornell and Larcker, 1981) values showed good promise in 

their psychometric properties. 
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Figure 4-2 Specifying First-Order and Second-Order Hierarchical Latent Variable Models Using 
PLS Path Modeling 
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Figure 4-3 Specifying Third-Order Service Quality Hierarchical Model Using PLS Path 
Modeling 

  

64 



 

Confirmatory factor analysis (CFA) was conducted on the measurement model to assess 

the consistency, reliability and construct validity (Gefen and Straub, 2005; Agarwal and 

Karahann, 2000). In assessing loadings of the measurement items that corresponded to its 

theoretical anticipated factor for both populations, we retained measurement items or manifest 

variables that loaded with significant t-value on its respective latent variable at the 5% 

significance level. Measurement items with t-values that did not meet the 5% significance level 

were eliminated. Hence, only items that met the 5% significance level cut-off point were 

retained, indicating the presence of convergent validity with the measurement instrument (Gefen 

and Straub, 2005). It is worthy to note that all items relating to their latent variables were 

reported in both populations with the exception of some measurement items that were related to 

the latent variable, attractiveness of alternatives. For example, in the Ghana sample, item ALT5 

“My service needs could easily be fulfilled by an alternative service provider”, which had a 

loading of 0.43 and a t-value (1.37) less than the 5% significant alpha, was eliminated from the 

list of manifest variables that related to attractiveness of alternatives. After eliminating ALT5, 

the model was re-run to assess its psychometric properties. As well, ALT4 “Other banks are 

equally appealing to me” was eliminated because its t-value (1.52) was not significant at the 5% 

significance level. Thus, the retained manifest items for Alternatives included ALT1 and ALT3.  

Support for convergent validity was established since the magnitude of the t-values of the 

manifest variables exceeded the 5% significant alpha level (see Table 4-1).  

Likewise, the same approach was used to confirm convergent validity in the U.S. data. 

Indicator variables that had t-values significant at the 5% significant level were retained for 

further analysis. Although all items were retained for further analysis, ALT3 “If I were to leave 
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this bank, I would find another equally good service provider” was eliminated. Table 4-2 shows 

significant items from the US sample that was retained for further analysis.  

Discriminant validity of the measurement instrument from both sample data were shown 

to be present with all latent variables exceeding the cut-off value of 0.5 (Fornell and Larcker, 

1981). AVE measures the variance captured by a latent variable. In other words, it captures the 

amount of variance explained by the latent variable. The AVE values of the null model for the 

sample data from Ghana ranged from 0.68 – 0.85, while that of the U.S. ranged from 0.54 – 0.84. 

To further prove that the latent variables had discriminant validity, the square root of all but one 

of the AVE values exceeded the correlation of a specific latent variable with any other latent 

variable in the hypothesized model (Hulland, 1999; Chin, 1998a; Barclay, Higgins, and 

Thompson, 1995). The first order variable, attitude, did not show evidence of discriminant 

validity in the sample data from Ghana as the square root of its AVE was lower than the inter-

construct correlation between that variable and behavior (see italics in Table 4-3). Table 4-4 

shows evidence of discriminant validity with the sample data from the U.S.  

Composite reliability (CR), which assesses the reliability of the measures, had values 

above the 0.7 threshold point (Chin, 1998b; Fornell and Larcker, 1981). Composite reliability 

assumes that indicators have different loadings and prioritizes indicators that have high reliability 

to the latent variable, unlike Cronbach’s alpha that assumes that all indicators are equality 

reliable to the latent variable. The CR values for the measures in both samples exceeded this 0.7 

cut-off point (see Tables 9a and 9b). 
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Table 4-1 Psychometric properties in the null model for first-order constructs, Ghana sample. 

  

Construct Item Loading (t -value) CR AVE
Attitude ATT1 0.81 (23.17  **) 0.90 0.75

ATT2 0.87 (39.18  **)
ATT3 0.92 (76.85  **)

Behavior BEH1 0.93 (96.58  **) 0.94 0.84
BEH2 0.91 (53.76  **)
BEH3 0.91 (47.23  **)

Expertise EXP1 0.89 (53.90  **) 0.91 0.77
EXP2 0.91 (65.97  **)
EXP3 0.83 (23.84  **)

Ambience AMB1 0.86 (31.99  **) 0.89 0.73
AMB2 0.82 (24.24  **)
AMB3 0.89 (43.27  **)

Waiting Time WAT1 0.77 (15.77  **) 0.91 0.77
WAT2 0.93 (92.79  **)
WAT3 0.94 (118.50**)

Valence VAL1 0.93 (88.11  **) 0.94 0.85
VAL2 0.91 (69.83  **)
VAL3 0.92 (63.72  **)

Satisfaction SAT1 0.89 (52.41  **) 0.95 0.78
SAT2 0.90 (53.87  **)
SAT3 0.85 (30.93  **)
SAT4 0.90 (54.84  **)
SAT5 0.89 (33.13  **)

Investment Size INVS2 0.87 (34.02  **) 0.86 0.68
INVS7 0.81 (18.78  **)
INVS8 0.79 (13.41  **)

Attractiveness of Alternatives ALT1 0.63 (2.25   **) 0.82 0.70
ALT3 0.96 (2.37   **)
ALT4 0.47 (1.52  n.s. )
ALT5 0.43 (1.37  n.s. )

Service Commitment COM1 0.90 (45.99  **) 0.96 0.84
COM2 0.90 (45.96  **)
COM3 0.95 (121.84**)
COM4 0.90 (41.21  **)
COM5 0.93 (84.56  **)

CR = composite reliability; AVE = average variance extracted; ** = t -values significant at 0.05
n.s.  - not significant at alpha = 0.05
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Table 4-2 Psychometric properties in the null model for first-order constructs, U.S. sample. 

 

In addition to the reported psychometric properties of the manifest variables 

corresponding to the first-order latent variables, we also report the psychometric properties of 

measures in the higher-order models. As shown in Tables 4-5 and 4-6, the AVE and the CR of 

Construct Item Loading (T -value) CR AVE
Attitude ATT1 0.90 (43.92**) 0.94 0.83

ATT2 0.92 (59.76**)
ATT3 0.92 (59.30**)

Behavior BEH1 0.89 (31.60**) 0.92 0.80
BEH2 0.92 (51.63**)
BEH3 0.88 (37.73**)

Expertise EXP1 0.91 (47.87**) 0.94 0.83
EXP2 0.94 (76.86**)
EXP3 0.89 (47.32**)

Ambience AMB1 0.81 (27.55**) 0.89 0.72
AMB2 0.81 (25.74**)
AMB3 0.92 (75.18**)

Waiting Time WAT1 0.86 (28.44**) 0.91 0.77
WAT2 0.89 (46.12**)
WAT3 0.88 (24.60**)

Valence VAL1 0.91 (56.65**) 0.94 0.84
VAL2 0.92 (64.26**)
VAL3 0.92 (53.32**)

Satisfaction SAT1 0.92 (52.36**) 0.95 0.80
SAT2 0.87 (23.69**)
SAT3 0.88 (33.28**)
SAT4 0.88 (42.34**)
SAT5 0.92 (66.94**)

Investment Size INVS2 0.50 (32.58**) 0.77 0.54
INVS7 0.96 (13.44**)
INVS8 0.67 (3.60**)

Attractivenes of Alternatives ALT1 0.96 (3.77**) 0.91 0.78
ALT3 eliminated
ALT4 0.96 (3.88**)
ALT5 0.70 (2.69**)

Service Commitment COM1 0.93 (76.08**) 0.96 0.84
COM2 0.91 (57.73**)
COM3 0.94 (89.21**)
COM4 0.92 (70.08**)
COM5 0.89 (33.86**)

CR = composite reliability; AVE = average variance extracted; ** = t -values significant at 0.05
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the second-order and third-order latent variables are greater than 0.5 and 0.7, respectively for 

both samples, providing evidence for reliable measures. Both the second-order and third-order 

latent variable loadings had values above the 0.7 with significance at the 1% significance level. 

Table 4-3 Intercorrelations of the latent variables for first-order constructs, Ghana sample. 

 

Table 4-4 Intercorrelations of the latent variables for first-order constructs, U.S. sample. 

  

Construct 1 2 3 4 5 6 7 8 9 10
1.   Attitude 0.87
2.   Behavior 0.89 0.92
3.   Expertise 0.87 0.89 0.88
4.   Ambience 0.68 0.65 0.63 0.85
5.   Waiting Time 0.56 0.60 0.58 0.55 0.88
6.   Valence 0.78 0.80 0.78 0.72 0.81 0.92
7.   Service Satisfaction 0.77 0.80 0.79 0.73 0.72 0.88 0.88
8.   Investment Size 0.32 0.35 0.40 0.25 0.37 0.40 0.43 0.73
9.   Attractiveness of Alternatives 0.15 0.14 0.23 0.04 0.05 0.17 0.16 0.15 0.65
10. Service Commitment 0.74 0.76 0.75 0.66 0.66 0.82 0.87 0.40 0.17 0.92
Square root of the AVE on the diagonal.

Construct 1 2 3 4 5 6 7 8 9 10
1.   Attitude 0.91
2.   Behavior 0.87 0.89
3.   Expertise 0.85 0.87 0.91
4.   Ambience 0.68 0.65 0.66 0.85
5.   Waiting Time 0.63 0.66 0.68 0.71 0.88
6.   Valence 0.80 0.80 0.77 0.72 0.81 0.92
7.   Service Satisfaction 0.78 0.78 0.75 0.72 0.76 0.89 0.89
8.   Investment Size 0.37 0.30 0.35 0.45 0.34 0.32 0.32 0.73
9.   Attractiveness of Alternatives -0.10 -0.12 -0.06 0.01 -0.04 -0.04 -0.02 0.13 0.88
10. Service Commitment 0.65 0.68 0.63 0.68 0.69 0.79 0.88 0.31 -0.07 0.92
Square root of the AVE on the diagonal.
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Table 4-5 Hierarchical model: Ghana. 

 

Table 4-6 Hierarchical model: U.S. 

 

 The structural model was evaluated, using a nonparametric bootstrapping technique with 

1000 replications. This was done to assess the nomological validity of the hierarchical construct 

model with the variables of the Investment model. In this evaluation, we find support for H1a 

Interaction Quality Environment Quality Outcome Quality
Attitude 0.96 (131.72***)
Behavior 0.97 (202.62***)
Expertise 0.96 (155.65***)
Ambience 1.00 (41475.75***)
Waiting Time 0.94 (109.73***)
Valence 0.95 (168.31***)
AVE 0.72 0.73 0.73
CR 0.96 0.89 0.94

Service Quality
Interaction Quality 0.95 (125.82***)
Environment Quality 0.80 (  26.91***)
Outcome Quality 0.91 (  63.06***)

AVE 0.60
CR 0.96

*** = t -values significant at 0.01

Second-Order Loading (t -value) 

Third-Order Loading (t -value)

Interaction Quality Environment Quality Outcome Quality
Attitude 0.95 (  94.21***)
Behavior 0.96 (119.57***)
Expertise 0.95 (102.18***)
Ambience 1.00 (4521.84***)
Waiting Time 0.95 (74.79***)
Valence 0.96 (98.14***)
AVE 0.75 0.72 0.73
CR 0.96 0.89 0.94

Service Quality
Interaction Quality 0.96 (95.13***)
Environment Quality 0.83 (32.99***)
Outcome Quality 0.93 (64.72***)

AVE 0.63
CR 0.97

*** = t -values significant at 0.01

Second-Order Loading (t -value) 

Third-Order Loading (t -value)
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and H2b in both samples, that is, service quality has a positive and significant impact on service 

satisfaction and service satisfaction has a positive and significant impact on service commitment, 

respectively. Based on the magnitude of the path coefficients, we contend that the link between 

service quality and service satisfaction is stronger in the Ghana (β = 0.895, p < 0.01) than in the 

U.S (β = 0.883, p < 0.01). This could indicate that there are some likely differences in the way 

both populations perceive service quality to service satisfaction. Support for the link between 

service satisfaction and service commitment is manifested in the magnitude of the path 

coefficients. There is not much difference in the path coefficients as both populations reported 

equal values, i.e., (β = 0.862, p < 0.01).   

While both samples did not provide support for H1c, H3, and H4 because of low path 

coefficients (see Table 4-7), interestingly, there was support for the positive and significant 

impact from service quality to investment size in the U.S. sample but not in the Ghana sample. In 

summary, H1b was supported in the U.S. sample but not supported in the Ghana sample. 

However, the positive and significant link from service satisfaction to investment size was 

supported in the Ghana sample, giving credence to H2a. H2a was however not supported in the 

U.S. sample. The path coefficients and summary of the hypotheses are displayed in Table 4-7. 

Further, the model explained almost the same amount of variance in both samples (see Table 4-

7). 

 

 

71 



 

Table 4-7 Path coefficient comparison and summary of hypotheses tests. 

 

4.3 Method 2  

 Though the survey instrument had gone through an exploratory factor analysis (EFA) in 

study 2, another EFA was conducted on the data. EFA assesses the correlation that exists among 

items that measure a particular factor. This time separate EFA were performed on the 

measurement items from both samples. This was necessary to ascertain if indeed the measures 

were good for further analysis since study 2 had a different population profile. These analyses 

were done separately on a specific dimension (factor) as was done in study 2 for the service 

quality latent variable. 

Here also, principal component analysis using the varimax rotation procedure was used to 

extract the number of factors. In addition to the varimax rotation procedure, the criteria of 

eigenvalue values greater than 1 was used to perform the extraction.  From the Ghana sample, 

the percentage of variance explained with items relating to attitude, behavior, and expertise, the 

three sub-dimensions of interaction quality were 74.94, 84.17, and 76.90 percent, respectively 

(Table 4-8). Items that loaded on a specific factor with a weight equal to 0.5 or greater were 

Hypotheses Path U.S. Sample (x) Ghana Sample (y) Hypotheses (U.S./Ghana)
H1a SQ     →    SAT 0.883 *** 0.895 *** supported
H1b SQ     →    INVS 0.511 *** 0.080 n.s. supported/not supported
H1c SQ     →    ALT -0.067 n.s. 0.171 n.s. not supported
H2a SAT   →    INVS -0.131 n.s. 0.354 *** not supported/supported
H2b SAT   →    COM 0.862 *** 0.862 *** supported
H3 INVS →    COM 0.046 n.s. 0.025 n.s. not supported
H4 ALT   →    COM -0.062 n.s. 0.028 n.s. not supported

R-square 78% 77%
Notes: *** significant at 0.01; n.s. not significant
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considered to be of satisfactory measure to that factor or latent variable (Hair et al, 2006). All 

items relating to the three sub-dimensions of attitude, behavior, and expertise had loadings 

greater than 0.5. The corresponding internal consistency measured by Cronbach’s alpha for 

attitude, behavior, and expertise were 0.90, 0.88, and 0.90 respectively. 

 Likewise, items related to environment quality and outcome quality were also factor 

analyzed and the results are displayed in Table 4-8.  All factor loadings were above the 0.5 

threshold point and the Cronbach’s alpha values were above the 0.7 cut-off point. While 

environment quality was measured with one sub-dimension (ambience), outcome quality was 

measured with two sub-dimensions (valence and waiting time). Furthermore, the same approach 

was used for the data from the United States. EFA results of the first-order latent variables of 

service quality from both the Ghana and U.S. samples are displayed in Tables 4-8 and 4-9, 

respectively.  

Using EFA, the constructs related to the investment model (service satisfaction, 

investment size, and attractiveness of alternatives) was also factor analyzed from the dependent 

variable (service commitment). Although no items were eliminated from both samples, there 

were slight differences in values produced by the same items in both samples. The reported 

Cronbach’s alpha values for all measures above 0.70, indicating good internal consistency. A 

breakdown of descriptive statistics, factor loadings and reliability measures in both populations 

are displayed in Tables 4-10, 4-11, 4-12, and 4-13. Using a nonparametric bootstrapping 

echnique with 1000 replications, the structural model was evaluated separately. Interestingly, the 

structural model fit for the two samples (i.e., Ghana and U.S.) were similar to the ones reported 

in method 1. For example, there is support for H1a and H2b in both samples, indicating a strong 

and positive significant impact of service quality on service satisfaction and also service 
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satisfaction on service commitment, respectively. Despite performing EFA before fitting the 

structural models, results from both samples did not provide support for H1c, H3, and H4. While 

there was support for the positive and significant impact from service quality to investment size 

in the U.S. sample, the Ghana sample did not provide support for this link. On the other, the link 

from service satisfaction to investment size was supported in the Ghana sample but the U.S. 

sample did not support this link. The summary of the supported hypotheses is displayed in Table 

4-14. 

Table 4-8 Descriptive analysis and exploratory factor analysis of the sub-dimensions of service 
quality, Ghana-sample. 

 
  

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
ATT1 4.85 1.52 0.82
ATT2 4.86 1.47 0.87 74.94 0.83
ATT3 4.59 1.58 0.91
BEH1 4.67 1.55 0.93
BEH2 4.53 1.68 0.91 84.17 0.90
BEH3 4.70 1.49 0.91
EXP1 4.91 1.46 0.89
EXP2 4.92 1.50 0.91 76.90 0.85
EXP3 4.60 1.56 0.84

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
AMB1 5.09 1.39 0.86
AMB2 4.68 1.50 0.82 73.22 0.82
AMB3 4.95 1.50 0.89

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
WAT1 4.10 1.85 0.78
WAT2 4.16 1.88 0.92 77.50 0.85
WAT3 4.14 1.92 0.93
VAL1 4.22 1.83 0.93
VAL2 4.76 1.58 0.92 84.45 0.91
VAL3 4.43 1.71 0.91

Interaction Quality

 Environment Quality

Outcome Quality
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Table 4-9 Descriptive analysis and exploratory factor analysis of the sub-dimensions of service 
quality, U.S. sample. 
 

 

Table 4-10 Descriptive analysis and exploratory factor analysis of the independent variables of 
the investment model, Ghana sample. 
  

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
ATT1 5.48 1.19 0.90
ATT2 5.52 1.22 0.91 82.92 0.90
ATT3 5.37 1.21 0.92
BEH1 5.47 1.15 0.89
BEH2 5.45 1.22 0.92 80.28 0.88
BEH3 5.38 1.20 0.88
EXP1 5.45 1.14 0.91
EXP2 5.40 1.24 0.94 83.11 0.90
EXP3 5.41 1.17 0.89

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
AMB1 5.49 1.14 0.92
AMB2 4.89 1.55 0.82 72.13 0.79
AMB3 5.18 1.23 0.81

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
WAT1 5.18 1.32 0.87
WAT2 5.19 1.43 0.89 77.26 0.85
WAT3 5.22 1.33 0.88
VAL1 5.35 1.18 0.90
VAL2 5.51 1.30 0.92 83.55 0.90
VAL3 5.32 1.29 0.92

Interaction Quality

 Environment Quality

Outcome Quality

Items Mean Std. Deviation EFA Loadings Reliability
SAT1 4.50 1.61 0.87
SAT2 4.58 1.46 0.89
SAT3 4.72 1.53 0.82 0.93
SAT4 4.36 1.64 0.89
SAT5 4.68 1.62 0.88
ALT1 4.13 1.72 0.81
ALT3 5.03 1.70 0.77 0.84
ALT4 4.04 1.74 0.82
ALT5 4.68 1.67 0.80
INV2 3.79 1.83 0.75
INV7 4.06 1.87 0.82 0.77
INV8 3.99 1.90 0.82
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Table 4-11 Descriptive analysis and exploratory factor analysis of the independent variables of 
the investment model, U.S. sample. 

 

Table 4-12 Descriptive analysis and exploratory factor analysis of the dependent variable of the 
investment model, Ghana sample. 

 

Table 4-13 Descriptive analysis and exploratory factor analysis of the dependent variable of the 
investment model, U.S. sample. 
  

Items Mean Std. Deviation EFA Loadings Reliability
SAT1 5.34 1.29 0.91
SAT2 5.29 1.28 0.88
SAT3 5.28 1.37 0.87 0.94
SAT4 5.26 1.28 0.87
SAT5 5.44 1.21 0.92
ALT1 4.57 1.50 0.88
ALT2 4.80 1.39 0.67 0.87
ALT3 5.01 1.42 0.76
ALT4 4.47 1.55 0.89
ALT5 4.78 1.41 0.81
INV2 4.12 1.76 0.81
INV7 5.25 1.32 0.66 0.70
INV8 4.65 1.59 0.85

Items Mean Std. Deviation EFA Loadings Reliability
COM1 4.75 1.68 0.95
COM2 5.02 1.60 0.93
COM3 4.81 1.65 0.90 0.95
COM4 4.70 1.63 0.90
COM5 4.84 1.79 0.89

Items Mean Std. Deviation EFA Loadings Reliability
COM1 5.19 1.42 0.93
COM2 5.48 1.35 0.91
COM3 5.24 1.45 0.94 0.95
COM4 4.93 1.59 0.92
COM5 5.25 1.52 0.90
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Table 4-14 Path coefficient comparison and summary of hypotheses tests. 

  

4.4 Method 3 

 In method 3, we combine both samples from Ghana and the U.S. into one dataset and 

perform EFA on the measurement items. After performing EFA, we test the research hypotheses 

with the combined samples. This approach is used because the full sample includes the many 

variations of customer perceptions of their banks and the quality of service provided that are 

unique to the two populations, leading to a more accurate measurement of service quality, 

investment model and customers’ commitment to a service (mass service). Factor loadings above 

0.5 were retained and those lower than that threshold value were eliminated. This ensured that 

the convergent validity was established. For discriminant validity, this study ensured that there 

were no items cross loadings. The Cronbach’s alpha values for all the latent variables in the 

study were above the 0.7 cut-off value. The reliability measures for the first-order variables of 

service quality ranged from 0.83 – 0.92, while the variables of the investment model ranged from 

0.75 – 0.95. In addition, the amount of variance explained by the independent variables of the 

investment model was 72.88%, while the dependent variable produced 84.22% of the explained 

variance. The resulting EFA values for the first-order variables of service quality are displayed in 

Hypotheses Path U.S. Sample (x) Ghana Sample (y) Hypotheses (U.S./Ghana)
H1a SQ     →    SAT 0.883 *** 0.895 *** supported
H1b SQ     →    INVS 0.511 *** 0.080 n.s. supported/not supported
H1c SQ     →    ALT -0.067 n.s. 0.171 n.s. not supported
H2a SAT   →    INVS -0.131 n.s. 0.354 *** not supported/supported
H2b SAT   →    COM 0.862 *** 0.862 *** supported
H3 INVS →    COM 0.046 n.s. 0.025 n.s. not supported
H4 ALT   →    COM -0.062 n.s. 0.028 n.s. not supported

R-square 78% 77%
Notes: *** significant at 0.01; n.s. not significant
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Table 4-15, that of investment model (independent variables) are reported in Table 4-16, and the 

dependent variable displayed in Table 4-17. 

Table 4-15 Descriptive analysis and exploratory factor analysis of the sub-dimensions of service 
quality, combined-sample.  

 

Table 4-16 Descriptive analysis and exploratory factor analysis of the independent variables of 
the investment model, combined-sample. 

 
 
 
  

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
ATT1 5.80 1.33 0.88
ATT2 5.90 1.23 0.92 83.10 0.90
ATT3 5.71 1.35 0.94
BEH1 5.80 1.28 0.95
BEH2 5.79 1.33 0.92 86.90 0.92
BEH3 5.84 1.24 0.94
EXP1 5.81 1.31 0.92
EXP2 5.80 1.24 0.90 81.20 0.88
EXP3 5.75 1.33 0.89

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
AMB1 5.89 1.23 0.89
AMB2 4.87 1.72 0.83 76.70 0.83
AMB3 5.39 1.46 0.90

Items Mean Std. Deviation EFA Loadings % of Variance Explained Reliability
WAT1 5.41 1.54 0.80
WAT2 5.63 1.40 0.92 79.12 0.86
WAT3 5.56 1.38 0.94
VAL1 5.75 1.32 0.93
VAL2 6.00 1.12 0.92 85.39 0.91
VAL3 5.77 1.26 0.93

Interaction Quality

 Environment Quality

Outcome Quality

Items Mean Std. Deviation EFA Loadings Reliability
SAT1 4.87 1.54 0.89
SAT2 4.89 1.43 0.89
SAT3 4.96 1.49 0.84 0.94
SAT4 4.76 1.55 0.89
SAT5 5.01 1.50 0.90
ALT1 4.47 1.55 0.85
ALT3 4.98 1.60 0.76 0.84
ALT4 4.42 1.57 0.85
ALT5 4.70 1.54 0.80
INV2 3.93 1.81 0.80
INV7 4.58 1.75 0.74 0.75
INV8 4.28 1.80 0.84
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Table 4-17 Descriptive analysis and exploratory factor analysis of the dependent variable of the 
investment model, combined-sample. 

 

 Now that the measurement items of the combined sample have been cleaned, the 

structural model for the proposed hypotheses is ready to be analyzed and tested. We continue to 

use SmartPLS 2.0 (M3) Beta (Ringle et al., 2005) to estimate the parameters in the outer and 

inner model using PLS path modeling with a path weighting scheme for the inside approximation 

(Chin, 1998a; Tenenhaus et al., 2005). Here, an overall model is built with both samples 

combined. Issues relating to construct validity, i.e., convergent and discriminant validity, were 

assessed and reported. In addition to assessing the construct validity, internal reliability of the 

latent variables was also evaluated.  

The full model which had a combined sample size of 396 was used to test the research 

hypotheses. We ensured that the outer model items had support for convergent validity and 

discriminant validity. For convergent validity, all items relating to their latent variables were 

retained for further analysis with the exception of item ALT3 “If I were to leave this bank, I 

would find another equally good service provider” that was eliminated from items related to 

attractiveness of alternatives. Although it had the highest loading among the other items, we 

found out that it had masked and submerged all the variations (correlations) that the other three 

items had with the latent variable, attractiveness of alternatives. Upon eliminating ALT3, the 

remaining items showed their true strength of correlation with the latent variable attractiveness 

Items Mean Std. Deviation EFA Loadings Reliability
COM1 4.94 1.59 0.91
COM2 5.22 1.51 0.91
COM3 5.00 1.58 0.95 0.95
COM4 4.80 1.62 0.91
COM5 5.02 1.69 0.92
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of alternatives. In addition to the factor loadings, the remaining items ALT1, ALT4, and ALT4 

showed significant t-values at the 5% significant level (Table 4-18).  

Table 4-18 Psychometric properties in the null model for first-order constructs, combined 
sample. 

 

Construct Item Loading (t -value) CR AVE
Attitude ATT1 0.85 ( 38.78***) 0.92 0.79

ATT2 0.89 ( 55.52***)
ATT3 0.92 ( 97.75***)

Behavior BEH1 0.92 ( 94.45***) 0.94 0.84
BEH2 0.92 ( 81.94***)
BEH3 0.91 ( 61.00***)

Expertise EXP1 0.90 ( 74.48***) 0.92 0.80
EXP2 0.92 ( 89.74***)
EXP3 0.86 ( 39.11***)

Ambience AMB1 0.81 ( 39.50***) 0.89 0.73
AMB2 0.81 ( 36.18***)
AMB3 0.90 ( 64.47***)

Waiting Time WAT1 0.82 ( 20.79***) 0.92 0.79
WAT2 0.92 (106.38***)
WAT3 0.93 ( 91.71***)

Valence VAL1 0.93 (111.37***) 0.95 0.85
VAL2 0.92 ( 93.48***)
VAL3 0.92 ( 87.10***)

Satisfaction SAT1 0.90 ( 76.48***) 0.95 0.80
SAT2 0.90 ( 52.68***)
SAT3 0.86 ( 41.94***)
SAT4 0.90 ( 75.60***)
SAT5 0.91 ( 52.62***)

Investment Size INVS2 0.78 ( 18.32***) 0.85 0.66
INVS7 0.86 ( 35.92***)
INVS8 0.80 ( 18.93***)

Attractivenes of Alternatives ALT1 0.73 (   3.23***) 0.87 0.69
ALT3 eliminated
ALT4 0.85 (   4.67***)
ALT5 0.91 (   3.89***)

Service Commitment COM1 0.91 ( 70.11***) 0.94 0.84
COM2 0.91 ( 68.53***)
COM3 0.95 (147.04***)
COM4 0.91 ( 64.08***)
COM5 0.92 ( 80.42***)

CR = composite reliability; AVE = average variance extracted; *** = t -values significant at 0.01
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We assessed discriminant validity of the outer model by comparing the square root of the AVE 

values with the inter-construct correlations. This was done to determine if indeed a latent 

variable explained its indicators better than it explained other latent variables in the model. 

Discriminant validity was established in the full combined model as the square root of the AVEs 

of the latent variables was greater than intercorrelations between the latent variables (Table 4-

19). The results of the comparison suggest adequate discriminant validity for all the latent 

variables. 

Table 4-19 Intercorrelations of the latent variables for first-order constructs, combined-sample. 

  

 The amount of variance explained (R-square) by the inner model path coefficients was 

77.6%. The path coefficients of all the endogenous latent variables in the model are shown in 

Figure 4-4. Since the parameter estimates were estimated using non-parametric bootstrapping 

with 1000 replications, the generated t-values was analyzed and used to evaluate the significance 

of the path coefficients in the inner model. 

 Hypotheses 1a, 1b, and 1c address the significant impact of service quality on service 

satisfaction, investment size, and the attractiveness of alternatives in mass service, specifically 

Construct 1 2 3 4 5 6 7 8 9 10
1.   Attitude 0.89
2.   Behavior 0.87 0.92
3.   Expertise 0.87 0.89 0.89
4.   Ambience 0.68 0.65 0.64 0.85
5.   Waiting Time 0.61 0.65 0.64 0.60 0.89
6.   Valence 0.80 0.82 0.79 0.71 0.83 0.92
7.   Service Satisfaction 0.79 0.81 0.80 0.72 0.76 0.89 0.89
8.   Investment Size 0.35 0.36 0.39 0.30 0.38 0.38 0.39 0.81
9.   Attractiveness of Alternatives 0.01 -0.02 0.06 0.01 0.00 0.02 -0.01 0.14 0.83
10. Service Commitment 0.71 0.73 0.71 0.67 0.67 0.80 0.87 0.35 -0.06 0.92
Square root of the AVE on the diagonal.
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the banking industry. Hypothesis 1a, which proposed that the greater the quality of service the 

greater the service satisfaction, resulted in a significant relationship. This link reported a path 

coefficient of β = 0.891, with a t-value = 84.79, p < 0.01, hence Hypothesis 1a is supported. H1b 

which posits that the greater the quality of service the greater size of investment an individual 

puts in a service also resulted in a significant relationship. The reported path coefficient of β = 

0.292 also had a t-value = 2.533, p < 0.01, confirming support for Hypothesis 1b. However, the 

relationship between service quality and attractiveness of alternatives as proposed in Hypothesis 

1c was not significant. This link produced a positive path coefficient of β = 0.015, which is 

contrary to the hypothesized relationship. In addition, this link produced a t-value = 0.175, which 

is not significant at the 5% significance level. Based on the reported results, Hypothesis 1c was 

not supported.  

Hypotheses 2a and 2b touch on the significant effect of satisfaction on the individual’s 

attitude on the size of investment and commitment towards a service. Hypothesis 2a proposes 

that as satisfaction from a service increases, so does the individual’s size of investment in the 

service. However, path coefficient results from the path modeling analysis show that there is no 

significant relationship between service satisfaction and investment size (β = 0.124). Further, the 

t-value = 1.038 and p-value > 0.05 shows that there is no significant relationship between the 

satisfaction from a service and the amount of investment one puts into using that service. 

Hypothesis 2b posits that the greater the service satisfaction the greater the commitment towards 

the service. Our results show that the relationship is significant with β = 0.890, a t-value = 45.59, 

and p < 0.01, thus Hypothesis 2b is supported. 

 While Hypothesis 3 addresses the positive impact of investment size on service 

commitment, Hypothesis 4 addresses the negative impact of attractiveness of alternatives on 
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service commitment. Although both hypotheses did not show any significant impact on service 

commitment at the 5% significant level, Hypothesis 4 showed some significant effect at the 10% 

significance level. For example, the path coefficient from investment size to service commitment 

is β = 0.046, with a t-value = 1.47, and p > 0.05, thus Hypothesis 3 was not supported. On the 

other hand, the link between attractiveness of alternatives and service commitment recorded a 

negative link as hypothesized. Though the magnitude of its t-value = 1.77 was not significant at 

the 5% significance level, it was significant at the 10% significance level. Hence, H4 was 

supported. 

 

Figure 4-4 Structural Model with Control Variables for Full Sample (n = 396) 

 
 In addition to the analysis, we tested the effect of the control variables (age, gender, and 

country) on customers’ commitment towards a service. In this analysis, it was discovered that 

both Age and Gender did not have any significant influence on service commitment as they both 

recorded non-significant path coefficients and t-values of β = - 0.036 and t = 1.412, and β = - 

0.027 and t = 1.159, respectively. A major reason for the insignificant impact of Gender on 

0.292*** 0.046 n.s. -0.0356 n.s.

-0.027 n.s.
0.015 n.s.

Figure 10. Structural model with control variables for full sample (n = 396)
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service commitment is that there is no significant difference in the number of males to females 

recorded. In fact, the male subjects were 202, recording eight (8) more than the number of 

females in the study. In summary, the percentages of male and female subjects in this study were 

very close. The conclusion is that the perception of customer commitment toward the services 

provided by their banks will not be differentiated based on gender. With respect to age being 

insignificant, one can attribute this to the fact that majority of the subjects were students at the 

MBA level and had similar ages. Based on the explanation above, we report the insignificant 

influence of age on customer’s perception of service commitment in their banks. Out of the three 

control variables that were tested, country had significant impact on the commitment towards a 

service as its path coefficients and t-values were β = - 0.0127 and t = 5.081. This result indicated 

that there could be a moderating effect of country in the relationships between service quality, 

service satisfaction, investment size, attractiveness of alternatives, and service commitment. 

 

4.5 Multigroup Analysis 

 Using the structural model analyzed from the combined sample, 1,000 samples and a 

number of cases equal to the country-specific samples size (using the individual sign change 

option) were used to test the differences in the service commitment between the countries. First, 

we run the standard PLS path modeling algorithm for both countries. This was followed by the 

bootstrapping procedure to obtain the standard errors of the group-specific parameter estimates 

(Keil et al., 2000). Two different parametric test statistics, which are modified versions of the 

two independent samples t-test, have been proposed to test the differences in path coefficients 

estimates produced by the different samples (Keil et al., 2000; Chin, 2000). Keil et al (2000) 

proposed using the test statistic in equation (1) for multigroup analysis only when the standard 
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deviations of the parameter estimates differ significantly across the groups. This test statistic, 

which is the empirical t-value, should be larger than the critical value from a t-distribution with   

degrees of freedom. Therefore,  
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where, 1̂ϑ and 2ϑ̂   = the original parameter estimate for a path relationship in group one and two 

respectively,  

2
1ϑ

se and 2
2ϑ

se  = the standard error of the path coefficient in group one and two respectively, and  

1n and 2n  = sample sizes in group one and two respectively, 

However, in the event that the standard deviations of the parameter estimates do not 

differ significantly across the groups, the appropriate test statistic for performing multigroup 

analysis should then take the form in equation (2) as proposed by Chin (2000). This test statistic 

should also be greater than the critical value whose degree of freedom is determined by the 

Welch-Satterthwaite equation in equation 3. 
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Thus, to determine which of the two test statistics to use, the Levene’s test was used to 

assess whether the standard deviations of the parameter estimates were different across the two 
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groups. The standard deviations of each of the parameter estimates in the two groups were 

obtained from the bootstrapping procedure and analyzed using the Minitab 16 Statistical 

Software. The resulting test statistic and p-value from the Levene’s test were 14.84 and 0.002 

respectively, indicating that the standard deviations differ significantly across the two groups. 

Based on this result, equation (2) was used as the test statistic for the multigroup analysis. The 

results of the multigroup analysis of path coefficient estimates between the two samples are 

shown in Table 4-20. It is worthy to note that the parametric results of test statistic, which is 

generally considered liberal (see Sarstedt, Henseler, and Ringle, 2011), are based on a one-sided 

hypothesis. 

Table 4-20 Multigroup comparison test results. 

 

Only two of the seven hypotheses suggest significant moderating effects of country. 

These two include the relationship between service quality and investment size and also the 

relationship between service satisfaction and investment size. As shown in Table 4-20, the 

relationship between service quality and investment size is stronger in the U.S. sample with a 

path coefficient = 0.511 than the path coefficient of 0.079 in the Ghana sample, which is not 

significant. This indicates that quality of service is of great importance to the U.S. customer’s 

Hypotheses Path Ghana Sample (θ1) U.S. Sample (θ2) ||θ1-θ2|| SE(θ1) SE(θ2) t -statistic P -value
H1a SQ     →    SAT 0.889 0.883 0.006 0.014 0.018 0.269 n.s. 0.394
H1b SQ     →    INVS 0.079 0.511 0.432 0.097 0.153 2.392*** 0.009
H1c SQ     →    ALT -0.040 -0.067 0.027 0.062 0.058 0.319 n.s. 0.375
H2a SAT   →    INVS 0.354 -0.131 0.485 0.134 0.123 2.674*** 0.004
H2b SAT   →    COM 0.860 0.862 0.002 0.026 0.036 0.045 n.s. 0.482
H3 INVS →    COM 0.027 0.046 0.019 0.028 0.045 0.356 n.s. 0.361
H4 ALT   →    COM -0.038 -0.062 0.024 0.030 0.039 0.490 n.s. 0.312

Notes : ***significant at 0.01; n.s.  - not significant
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propensity to invest in a service, while the quality of service is not an important factor affecting 

the Ghanaian customer’s investment in a service. On the other hand, service satisfaction is an 

important factor to the Ghanaian customer’s intention to invest in service as it recorded a 

significant and larger path coefficient = 0.354, while the U.S. customer does not base his/her 

intention to invest in a service on satisfaction.  

Overall, differences in national economy do moderate the structural relationship between 

service quality → investment size, and service satisfaction → investment. These findings show 

the differences in the approach to investing in a service relationship by individuals in a 

developed (i.e., U.S.) and a liberalized developing economy (i.e., Ghana) in terms of quality of 

service and the satisfaction derived from the service delivery. An interesting and surprising 

finding is that, customers in developed economies base their likelihood to invest in a service 

relationship on the quality of service. That is, the higher the evaluation of quality of service the 

more they invest. However, their counterparts in the liberalized developing economy invest more 

in a service relationship when they are satisfied with the service delivery. To that end, the more 

one is satisfied with the service the higher the amount of investment put in the relationship. 

These are pivotal and important for the quality and service science literature as they provide 

service managers of multinational organizations where they should focus their strategic efforts in 

to receive good market share and increase their customer base. 
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CHAPTER 5  

DISCUSSION AND CONCLUSIONS 

 This study examined a comprehensive model measuring service quality in the mass 

service (banking industry) domain based on an extensive literature review and empirical 

research. In addition, this dissertation examined the relationship between service quality and the 

classic investment model with the objective of testing a predictive model that would illustrate the 

factors associated with individuals’ commitment towards a service brand. This chapter presents a 

discussion of the statistical results from the previous chapter. Not only does this chapter discuss 

the findings of the study but also, it discusses theoretical, methodological, and managerial, 

contributions. Finally, the chapter discusses limitations and future research directions. 

 

5.1 Discussion of Findings 

 A theoretical framework that develops valid measures of service quality performance in 

the mass service context (banking industry) and factors that are associated with an individual’s 

propensity to stay committed to a service provided by a service provider is proposed in this 

study. This framework considers how customers’ perceptions of service quality influence their 

satisfaction level. In addition, it considers how perceptions of service quality influence 

customers’ desire to invest in service brands as well as lower their desire to look for other 

attractive alternatives to the service provided by the service provider. Overall, the proposed 

framework considers how service quality, service satisfaction, attractiveness of alternatives, and 

investment size impact the commitment level of the individual to that service. As indicated, this 

was tested in the banking industry, using a sample from the general public in two economically 

different countries, Ghana (a developing nation) and the United States of America (an advanced 
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developed nation). The structural model test consisted of 5 constructs. One of the constructs, 

service quality, was modeled as a hierarchical/multidimensional construct that consisted of three 

primary dimensions (interaction quality, environment quality, and outcome quality) and six sub-

dimensions (attitude, expertise, behavior, ambience, waiting time, and valence). 

This dissertation also contributes to knowledge in the management science discipline in 

that service quality is now conceptualized and modeled as a hierarchical third-order construct 

instead of adapting the usual SERVQUAL model in the banking industry. Measurement scales of 

service quality developed from this study will show bank managers what 

components/dimensions of banks’ services that customers perceive to be of excellent quality, and 

which dimensions influence their commitment level to become loyal in the always conduct of 

business with their banks. Since this study is conducted in two economically varying countries, 

the service quality measures developed are robust. 

Customers evaluate their service experiences based on the quality of service they receive 

during the service delivery. This shows the importance of good service quality attributes to 

customer satisfaction and commitment. Thus, bank managers in both developed and developing 

economies have to consider investing more resources to ensuring that their services meet the 

satisfactory expectation of their customers. Bank employees need to be trained frequently on 

how to relate to and interact with customers to show the human touch that customers crave from 

service providers. This aspect supports studies that establish “competence” of employees as an 

important factor in selecting a bank (Blankson, Cheng, and Spears, 2007; Owusu-Frimpong, 

Omar, and Mmieh, 2011). As waiting time and valence show as important sub-dimensions 

customer service quality evaluations, researchers are provided with an opportunity to help 
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minimize the time customers spend at the bank as this affects the commitment of the customer to 

the bank and the bank’s market share.  

 The three dimensions associated with interaction quality make sense because customers 

always evaluate the quality of services they receive from their interactions with an employee 

(Grӧnoos 1982, Hartline and Ferrell 1996). Customers frequently evaluate the interpersonal 

skillset of employees during service delivery. In the instance where the employee’s interpersonal 

skills (i.e., attitude, expertise, and behavior) become poor, employee-customer relationship 

breaks down. The outcome is obviously a poor service quality rating by the customer. With 

respect to the primary dimension of environment quality in the banking industry customers 

attach the most important attention to the ambient conditions, paying no attention to the social 

factors and facility design of the service environment. Intuitively, this makes sense because when 

customers visit the bank to conduct business the layout of the environment (be it the architectural 

design) during the service delivery do not influence their perceptions of the quality of service at 

the bank. What really affects their service environment quality perceptions are the nonvisual 

aspects such as temperature, music, etc. (Bitner, 1992). The sub-dimensions of waiting time and 

valence, according to our results, constitute the outcome quality (i.e., service product) on which 

customers evaluate after their service delivery experience. When service delivery is conducted in 

a timely manner customers are happy, leading to a positive rating in the quality of service. It 

provides support on the relationship of the effect of waiting time on bank customers (Katz, 

Larson, and Larson, 1991). Also, valence, which captures attributes that control whether 

customers believe the service outcome is good or bad, regardless of their evaluation of any other 

aspect of the experience, is considered to be an important sub-dimension of outcome quality. 
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 Quality has and is now a basic requirement in modern product development and service 

delivery. Without incorporating quality into the production and service process, organizations 

stand the risk of running at a loss because of the competitive nature of today’s business 

environment. Services managers have to follow the basic principle of quality management by 

measuring quality if they are to improve the quality of their services. Hence, this study attempts 

to assist both researchers and practitioners service managers in the banking industry improve the 

quality of service by evaluating the salient service quality dimensions and sub-dimensions on 

which customers’ base their perceptions. Using the hierarchical approach suggested by Brady 

and Cronin (2001), we find that customers evaluate the quality of service provided by their banks 

on three primary dimensions (interaction quality, environment quality, and outcome quality) 

which are formed by six sub-dimensions (attitude, expertise, behavior, ambience, waiting time, 

and valence). 

 Following the integration of both quality and investment model dimensions into a 

theoretical framework, this study has accounted for a substantial portion of the variance in 

decision makers’ (i.e., customers) commitment level towards a service brand. Four of the seven 

proposed hypotheses were confirmed and supported, accounting for 77.6% of the variance in a 

customer’s service commitment level. The findings suggest that, in the mass services sector, 

specifically the banking industry, the quality of service provided by the bank affects the 

customer’s satisfaction level and investment size positively. Though the link between service 

quality and satisfaction has been reported in previous studies (see Wen, Qin, Prybutok and 

Blankson, 2012; Gounaris, Dimitriadis, and Stathakopoulos, 2009; Davis-Sramek, Droge, 

Mentzer, and Myers, 2009; Saravanan and Rao, 2007), the link between service quality and 

investment size has not being proposed nor tested in the literature. This study is the first to test 
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the link between service quality and investment size. It establishes support for the positive and 

significant effect of service quality on investment size. This result intuitively makes sense. In any 

relationship, when one party is happy with the quality of service provided by the other party, 

both increase their level of investment in the relationship. The first party devotes his efforts, time 

and money to the service provided by the second party because he/she believes it best suits 

his/her requirements. The second party, in order to keep the relationship going also invests 

resources into providing excellent quality service that meets the expectation of the first party. 

 The results of this study, however, do not support the relationship that when customers 

experience good quality service from a service provider their inclination to look for attractive 

alternatives to that service decreases. An explanation for this insignificant relationship could be 

that customers always want the best for their money’s worth and thus, will always be on the 

lookout for better options irrespective of their previous quality of service experience. In 

summary, the quality of service provided does not have any effect on attractiveness of 

alternatives. Further, the path estimate from satisfaction to investment size is not strong enough 

to cause a significant positive effect. Though service satisfaction did not cause a significant 

impact on investment size, a link that has not been hypothesized in the literature, it did have a 

tremendous significant positive effect on service commitment level. Thus, this strong 

relationship is not surprising since individuals who stay committed to a relationship are people 

who feel satisfied with whatever they receive from that relationship. This study supports 

previous studies that establish this link (Boakye et al., 2012; Coy et al., 2013; Davis et al., 2011; 

Li and Petrick, 2008). 

The effect of investment size on service commitment was not significant. This contradicts 

the positive and significant effect reported in the literature (Bügel et al., 2010; Sung and 
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Campbell, 2009; Hoffman et al., 2009; Huang et al., 2007; Rusbult et al., 1998; Rusbult and 

Farrell ,1983). An explanation for the insignificant effect of this link is because many banking 

options are now available on the market and hence; there is no need for people to invest a lot of 

resources in building a relationship with a particular bank when it does not satisfy their needs. 

The relationship between attractiveness of alternatives and service commitment is significant and 

has a negative effect as hypothesized. In fact, this link is significant at the 10% significance 

level. When people do not find banking relationships that are more attractive than the 

relationship they have with their current banks, they obviously do not have any option than to 

stay committed to the bank’s services. This link also supports the inverse effect of alternatives to 

commitment in the literature (Etcheverry et. al, 2012; Li and Petrick, 2008; Branje et al., 2007; 

Huang et al., 2007). 

Unlike the previously reported studies (e.g., Hoffman et al., 2009; Li and Petrick, 2008; 

Barksdale et al., 1997, Koslowsky, Kluger, and Yinon, 1988; Rusbult and Farrell, 1983), this 

research adds a control variable, country (i.e., an advanced developed and a liberalized 

developing), as a moderating variable to the theoretical model. This stems from the fact that out 

of the three control variables, country (developed and developing), age (young or old), and 

gender (male or female), that were tested for their moderating effect on service commitment, 

only country was established as a significant control variable. Using Chin’s (2000) t test 

approach to test the significance of the path coefficient differences between the Ghana and the 

U.S. sample, we found that two of the seven path coefficients have significant differences 

between the sample from Ghana and the U.S. These paths differences were from (1) service 

quality to investment size and (2) service satisfaction to investment size. This reveals that in the 

advanced developed countries, investments in relationships are dependent on the quality of 
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services that the customer is provided with by the service provider. In fact, because customers in 

advanced developed countries have limitless options to invest in any service relationship, they 

only proceed to investing heavily in a service when they feel they are receiving what excellent 

quality services. However, this is not the case in a developing country as depicted by the results 

in this study. Customers in developing countries do not have the limitless options that their 

counterparts in the developed countries have. Because of the limited options, they are bound to 

invest in the relationship with the service provider irrespective of the quality of services 

provided. They however, invest in a service relationship based on their satisfaction with the 

service relationship and not the quality of the service relationship. Based on the above findings, 

this study suggests significant moderating effects of country on the relationship between both 

service quality and service satisfaction on investment size. 

 

5.2 Contributions 

 This study’s contribution is three fold. Firstly, there is a contributory aspect to theory, 

where it adds to the decision and management science, quality management and service science 

body of knowledge. Secondly, there is a methodological contribution where three methods of 

analyses (i.e., analyzing structural model without performing exploratory factor analysis, 

performing exploratory factor analysis and assessing the structural model, and combining the 

two sample data, performing exploratory factor analysis and assessing the structural model) are 

used in data analysis. In addition, guidelines to modeling hierarchical order constructs are 

introduced. Lastly, we provide the managerial contribution of this study to executives.  
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5.3 Theoretical Contributions 

The study contributes to the service quality literature by conceptualizing and modeling 

service quality as a third-order construct. It is also the first to conceptualize and use the 

hierarchical approach to service quality suggested by Brady and Cronin (2001) in the mass 

service. Theoretically, this research adds to the few studies in the travel agency industry (Caro 

and Garcia, 2008) and the electronic services industry (Fassnacht and Koese, 2006) that have 

conceptualized and tested the hierarchical model of service quality. In our study, we confirm the 

three primary dimensions of service quality (interaction quality, environment quality, and 

outcome quality) however; we find six sub-dimensions (attitude, expertise, behavior, ambience, 

waiting time, and valence) that are attributed to service quality in the mass service domain. 

While Brady and Cronin (2001) found nine sub-dimensions of service quality in their study, we 

provide support for only six sub-dimensions, indicating that these sub-dimensions differ when 

applied in different research settings as evidenced by this study.  

Secondly, this dissertation is the first study in answering the call for the integration of the 

investment model and the quality framework in a service context (Boakye et al., 2012). 

Theoretically, this dissertation provides congruence of work between service quality and the 

investment model in the management and decision sciences discipline where service quality is an 

important management deliberation. Moreover, this integration provides the robustness and 

predictive ability of the proposed theoretical framework on customers’ commitment level 

towards a service. In addition, this research provides a comprehensive decision model in a 

“business-to-customer” relationship setting that service organizations can use to increase their 

positioning deliberations and their profitability margins and return on investment. The latter is 

important and thus consistent in services marketing and positioning research (see Blankson and 
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Kalafatis, 2007; Blankson, Kalafatis, Cheng, and Hadjicharalambous, 2008). To that end this 

study is justifiably hybrid in its contributions to knowledge – management and decision science 

and marketing. In assessing the predictive ability of the model, the integrated model is tested 

empirically using data from two populations. As it was established, the proposed integrated 

model explained 77.6% of the variance in the commitment level of an individual towards a 

service against the 65.5% of variance explained by quality only. This produced a 0.47 effect size 

value, indicating that integrated model is much better in predicting the variance in service 

commitment. 

 

5.4 Methodological Contribution 

Three methods were employed in analyzing the data. While the first looked at the 

structural model of the main study’s data without performing exploratory factor analysis, the 

second method, employed exploratory factor analysis on the measures to clean the items that 

cross loaded before performing any structural analysis. It is interesting to note that the two 

methods produced similar structural path estimates, an outcome that was not anticipated. A 

reason for this outcome could stem from the fact that both methods 1 and 2 used cleaned and 

refined items from the pilot study. Thus, all items that had problems related with cross loadings 

and reliabilities were eliminated before applying methods 1 and 2. A future study could apply 

method 1 on the unrefined raw data and method 2 on the refined data.  

The third method however, combined the samples, performed exploratory factor analysis, 

and then analyzed the structural model. This was done to include the variations of customer 

perceptions that are unique to the customers in both developed economy and developing 

economy which obviously leads to a more accurate measurement of the dimensions and sub-
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dimensions of service quality. In addition, the later method leads to an accurate measurement of 

customers’ commitment level towards a service relationship.  

Overall, the three methods produced similar results with slight differences in their path 

coefficients. They all showed valid and reliable scale measures. The inability of the three 

methods to show differences in relational effect may be due to the fact that the items had been 

through a refinement stage when exploratory factor analysis was performed in study 2.  

 

5.5 Managerial Contributions 

Relationship building is an important component to survivability of service organizations 

(Roberts, Varki, and Brodie, 2003; Chin-Chun, Kannan, Tan, and Leong, 2008; Kim, Cavusgil, 

and Calantone, 2006). For organizations to increase both their customer base and market share, 

they have to focus on and improve their service relationships with customers. Customers, on the 

other hand, are willing to commit to a service when they feel they are treated well and receive 

the best of services from the service provider.  

As today’s contemporary business environment is increasingly becoming competitive, 

service quality has become a key requirement that customers expect from service organizations. 

In a developed economy such as the United States for example, the inability of service 

organizations to provide such requirement to their customers leads to customers’ dissatisfaction. 

Eventually, this leads to a decrease in commitment to the service. Managers in the services 

industry therefore need to ensure that they offer excellent services to their customers in order to 

retain them. For developing countries, managers should invest their resources in ensuring that 

they provide quality services to their customers since it is vital component in bank-selection 

decision of customers (Laroche, Rosenblatt, and Manning, 1986). In addition, managers should 
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improve the customer service department of their organizations by making customer service 

management a part of the corporate culture. In summary, customers in developing countries 

build stronger relationships with banks that offer them best or lowest rates, have the best 

customer service, have employees that are not only knowledgeable and polite, but also provide 

them with accurate information (Owusu-Frimpong et al., 2011, Blankson et al., 2007). 

Managers in the mass services sector should ensure that the six sub-dimensions of service 

quality are felt by the customer during the service delivery. Employees of these service 

organizations should have the right attitude when dealing with customers. Not only should they 

have the right attitude, but they should also be skillful and willing to assist customers who have 

concerns about the service. Also, the atmosphere in which the service is delivered should be 

relaxing and appealing to the customer. Moreover, the quality of services provided by a service 

organization should stimulate the amount of investment a customer puts into continuing to do 

business with the service provider.  

As established by this study, customers in the developed economy have a greater 

investment in a service relationship when their evaluation of the quality of service meets or 

exceeds their expectations. Customers in developing economies, on the other hand, invest more 

in a service relationship when they are satisfied with the service delivery. For managers in the 

developing economies, much attention has to be put into satisfying the customer whenever the 

service is conducted. Customers in developing countries focus more on the satisfaction they 

derive during and after the service delivery. This goes a long way in ensuring customers stay 

committed to patronizing the service every time as suggested in the extant literature (Deng, Lu, 

Wei, and Zhang, 2010; Durvasula, Lysonski, Behta, and Buck, 2004; Andaleeb, 2001; Mattila, 

2000) 
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5.6 Conclusions 

This study set out to develop a service quality – investment model framework that 

provides a predictive model for customer commitment towards a service in the mass service 

context. The research examined both the service quality literature and investment model 

literature to frame hypotheses for testing. Following pilot studies and consultations with an 

expert in the industry, the hypotheses were tested using a self-administered survey in two study 

settings, that is, Ghana and the United States. A combined sample of 396 viable responses was 

used to evaluate the hypotheses. Four of the seven hypotheses were significant. Moreover, 

country was established as a moderating factor to the theoretical model. This theoretical model 

had a predictive accuracy of 77.6%. This study demonstrates that service quality as a hierarchical 

construct in the mass services context comprises three primary dimensions (interaction quality, 

environment quality, and outcome quality) and six sub-dimensions (attitude, expertise, behavior, 

ambience, waiting time, and valence). Finally, this study demonstrates the ability of service 

quality to influence the satisfaction, investment size levels, and the attractiveness of alternatives 

of customers towards staying committed to a service.  

 

5.7 Limitations and Future Research 

 It is important to acknowledge that while this study has strictly followed best practices 

suggested in the literature and directions from experts, it is possible that the discussions, and 

interpretations of the findings are influenced by the writing of the numerous scholars we have 

cited (Bügel et al., 2010; Li and Petrick, 2008; Brady and Cronin, 2001; Cook et al., 1999; 

Schmenner, 1996; Rust and Oliver, 1994; Cronin and Taylor, 1992; Parasuramann et al. 1985; 

Rusbult, 1980a, 1980b; Rusbult and Farrell, 1983). Further studies are needed to adapt the 
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present study in other environments and in the other industries and contexts such as the business-

to-business markets.  

 Furthermore, a notable limitation is the use of students as research subjects. While our 

student samples are working adults (part-time MBA students), concern has been raised about the 

generalizability of the student sample. Notwithstanding this limitation, students are excellent 

respondents to the subject matter in this dissertation because they are an important segment of 

banking customers. Further, the CIA world factbook establishes that the youth (students in our 

case) between ages 15–24 make up a sizeable market segment of 13.7% and 18.8% of the 

population in the U.S. and Ghana, respectively. Still, caution must be taken since results from a 

student sample impose some limitations on the generalizability of the findings such as sampling 

error. 

 Another limitation associated with the sample is the sample size. A larger sample might 

provide more robust estimates for the hypothesized model tested. Thus, it will be useful to 

replicate this study, using a much larger sample of respondents and drawn from different 

countries. 

 This research was undertaken in a single mass service industry (banking industry). This 

obviously, is a limitation to the study and limits the generalizability of the findings in view of the 

varying types of services domains in the services industry. However, the respondents used in this 

study have experience with, familiar with and are qualified enough to evaluate the service 

relationship they have had with their banks. It is important to note that our conversations with the 

expert in the industry (i.e., bank manager) wand the pilot study revealed that the student cohort 

had banking accounts. Another limitation is that the respondents’ perception may be affected by 

what happened during their last visit to the bank since most respondents do not frequently visit 
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the bank to conduct personal or business transactions. As a follow-up for future research, we 

recommend an on-site survey of customers immediately after they have visited their banks. 

Another future research direction is to conduct observation study (both covert and overt) at the 

banking premises to determine the specific age groups and gender who frequently patronize 

banking services.  

 Future research building on this study should apply these service quality measures to 

other industries in the mass service domain (e.g., boutiques, schools, retailing, wholesaling, etc.). 

Although progress has been made in developing service quality measurement items, few studies 

have conceptualized service quality as a hierarchical third-order construct. Hence, we call for 

more study contexts where the hierarchical approach to service quality could be applied. Still, an 

interesting and fertile area of research is the mass service, which is an under-researched service 

context. In addition, a future study could apply method 1 on the unrefined raw data and method 2 

on the refined data. 

 This study is the first to integrate the quality framework and the investment model into a 

theoretical model that predicts the commitment level of a customer towards a service. To 

improve the predictive accuracy of the model, other relational and interpersonal antecedent 

variables could be investigated. Relational variables such as trust, emphatic concern, relationship 

value, among others and interpersonal variables including domain expertise, relational selling 

behavior, shared values, could serve as antecedent variables of commitment worth investigating. 
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SURVEY INSTRUMENT
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Dear Participant, 
 
This research deals with factors that customers perceive to be important when dealing with your 
primary bank. Thus, the study seeks to determine your banking service experience and how it 
influences your decision making process regarding loyalty to the bank’s services/products. We 
value your opinion as a respondent, and we request that you kindly participate in the study by 
responding to the questions. If you are under 18 years of age, please do not complete the survey.  
 
It will take approximately 15 – 20 minutes to complete this survey questionnaire. You are 
assured of complete confidentiality. The data will be kept confidential, and your anonymity will 
be maintained in all reports resulting from this research study. There are no foreseeable risks 
involved in this study. 
 
Your participation in this study is voluntary. You may discontinue participation at any time. 
Your decision to participate or withdraw from the study will have no effect on your standing in 
this course or your course grade. 
 
You will receive extra credit for completing this survey. There is a non-research alternative way 
to earn the same amount of extra credit, which is equivalent to this survey in terms of effort and 
time.  
 
This survey is conducted in conjunction with faculty members from the University of North 
Texas. The research project has been reviewed and approved by the UNT Institutional Review 
Board (940-565-3940). Please contact the UNT IRB with any questions regarding the rights of 
research subjects. 
 
Again, we value your input. Thank you for taking the time to fill out the questionnaire. If you 
have any questions concerning this study, please contact the principal investigators, Dr. Charles 
Blankson, or Dr. Victor Prybutok or Ph.D. student, Kwabena Boakye.  
 
Please keep a copy of this notice for your records. 
 
Sincerely, 

Kwabena G. Boakye 
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A SURVEY OF CUSTOMERS’ PERCEPTIONS OF THEIR BANKS AND THE QUALITY OF 
SERVICES PROVIDED IN THE U.S.  

Please complete both sections of the questionnaire 

 
Section A: Issues related to your perceptions of quality of services provided by your primary bank 
and your commitment to continue using their services. 
 

 
Please think about your recent visit to your bank and recall your banking service experience. 
 
1. How many banks do you have or have an account with? 

a. 1 

b. 2 

c. 3 

d. 4 or more 

 
2. _____________ is my current primary bank. 

a. JP Morgan Chase and Co 

b. Bank of America 

c. Wells Fargo 

d. Citigroup 

e. Credit Union (e.g., DATCU, etc.) 

f. Other: please specify______________ 

 
3. Most of my investments (securities, assets) are with _____________ 

a. JP Morgan Chase and Co 

b. Bank of America 

c. Wells Fargo 

d. Citigroup 

e. Credit Union (e.g., DATCU, etc.) 

f. Other: please specify______________ 
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4. I use ________ credit cards. Please circle all that apply. 

a. JP Morgan Chase and Co 

b. Bank of America 

c. Wells Fargo 

d. Citigroup 

e. Credit Union (e.g., DATCU, etc.) 

f. Other: please specify______________ 

 
 
5. On average, I visit my primary bank ___________ times in a month for personal transactions. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
 
6. On average, I use my primary bank’s ATM services ………. times in month for personal needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
 
7. On average, I use my primary bank’s online service system …………. times in a month for personal 

needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 
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8. On average, I use my primary bank’s telephone banking system …………. times in a month for 
personal needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
• Please consider the following statements and indicate how close you believe that each statement 

fits or is in agreement with your perceptions of the services provided by your primary bank.  

 
• Use a scale of 1 – 7 where: 1 = “I do not agree at all with the statement” 2 = “I disagree with the 

statement” 3 = “I somewhat disagree with the statement” 4 = Neutral” 5 = “I somewhat agree 
with the statement” 6 = “I agree with the statement” and 7 = “I very much agree with the 
statement” 

9. Please indicate or check below the statements that fit your perceptions concerning the 
employees of your primary bank. 

 I do not                         I very much 
agree at all                    agree with  
with the                         the statement         
statement                               
1 2 3 4 5 6 7 

ATT1. I can count on the employees at this bank to be 
friendly. 

       

IQ1. I would say the quality of my interaction with this bank’s 
employees is excellent.  

       

ATT3. The attitude of this bank’s employees shows me that 
they understand my needs. 

       

EXP1. I can count on this bank’s employees knowing their 
jobs.  

       

EXP2. This bank’s employees are able to answer my questions 
quickly. 

       

BEH3. The behavior of this bank’s employees indicates to me 
that they understand my needs. 

       

BEH1. I can count on this bank’s employees taking actions to 
address my needs. 

       

IQ6. I would say the quality of my interaction with this bank’s 
employees is pleasant. 

       

EXP3. This bank’s employees understand that I rely on their 
knowledge to meet my needs. 

       

ATT2. The attitude of this bank’s employees demonstrates 
their willingness to help me. 

       

BEH2. This bank’s employees respond quickly to my needs.        
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10. Please indicate or check below the statements that fit your perceptions concerning the service 
environment of your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

AMB1. At this bank, you can rely on there being a good 
atmosphere. 

       

EQ4. I would rate this bank’s physical environment as 
relaxing. 

       

AMB3. This bank understands that its atmosphere is important 
to me. 

       

SOC2. Other customers of this bank have no effect on the 
bank’s ability to provide me with good services. 

       

AMB2. This bank’s ambience is what I’m looking for in a 
bank. 

       

EQ5. I would rate this bank’s physical environment as 
welcoming. 

       

DES2. This bank’s layout serves my purpose.        

SOC3. Other customers of this bank affect my perception of 
the bank. 

       

EQ2. I would rate this bank’s physical environment as 
comforting. 
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11. Please indicate or check below the statements that fit your perceptions concerning the quality of 
your service experience at your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

SQ3. I would say that the offerings of this bank are of 
high quality. 

       

OQ1. I do have an excellent experience whenever I visit 
this bank.  

       

VAL2. I believe this bank tries to give me a good service 
experience. 

       

SQ5. Services offered by this bank are consistent.         

WAT1. Waiting time at this bank is predictable.        

VAL3. I believe this bank knows the type of service 
experience its customers want. 

       

SQ4. I believe this bank offers reliable service.        

OQ2. I feel good about what this bank provides its 
customers. 

       

WAT3. This bank understands that waiting time is 
important to me. 

       

WAT2. This bank tries to keep my waiting time to a 
minimum. 

       

VAL1. Whenever I leave the premises of this bank, I 
usually feel that I had a good experience. 
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12. Please indicate or check below the statements that fit your perceptions concerning your trust 
for the services provided from your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

ALT2. Other alternatives to this bank’s services are close 
to ideal. 

       

SAT2. My feelings towards this bank’s services are very 
satisfactory. 

       

SAT4. This bank’s service always fully meets my 
expectations. 

       

INV4. I have spent a lot of time using this bank’s services.         

INV2. It will cost me too much to switch to another 
bank’s services. 

       

SAT1. My general impression of the services provided by 
this bank is excellent.  

       

ALT4. Other banks are equally appealing to me.         

SAT3. My choice to use this bank’s service is a wise 
decision. 

       

ALT1. Other banks’ services are equally appealing to me.        

SAT5. Overall, I feel satisfied with this bank’s services.        

ALT3. If I were to leave this bank, I would find another 
equally good service provider. 

       

ALT6. Compared to other alternative banks, my bank 
offers attractive product/services cost. 

       

ALT5. My service needs could easily be fulfilled by an 
alternative service provider. 

       

INV8. Considering everything, the costs (financial) to stop 
doing business with my current bank and start up with an 
alternative bank would be high. 

       

INV7. In general, it would be a hassle switching to 
another bank. 
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13. Please indicate or check below the statements that fit your perceptions concerning your 
commitment to continue using services from your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

COM1. I say positive things about my bank to other 
people. 

       

COM2. I intend to continue to do business with my bank.        

COM3. I would recommend my bank to those who seek 
my advice about such matters. 

       

COM4. I feel very strongly linked to my bank.        

COM5. I want the relationship I have with my bank to last 
for a very long time. 
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Section B : Information about yourself, please check the appropriate  

space 

 
 
Are you?    Female____________  Male_____________    
 
What is your age?  18 to 30 ___________  31 to 40___________ 
    41 to 50____________  51 to 60___________ 
    61 to 70____________  71 and above____________ 
 
  
What is the highest level of educational qualification that you have achieved so far?  
    Some high school or less_______________ 
    High school Graduate_________________ 
    Some college education________________ 
    College Graduate_____________________ 
    Some graduate education_______________ 
    Graduate degree or equivalent level____________ 
    Other level of qualification, please state below 
   
 ……………………………………………………………………………………………… 
 
Please indicate your race:  
     In alphabetical order 
 
    American Indian and Alaska Native_________________   
    Asian_________________________________________ 
    Black or African American________________________ 
    Hispanic_______________________________________   

Mixed race_____________________________________ 
    Native Hawaiian and Other Pacific Islander___________  

White_________________________________________ 
    Do not want to give this information_________________ 
 
 
Please circle the appropriate level of salary of your family/household. 
 
a. Less than $20,000  b. $20,001 - $40,000  c. $40,001 - $60,000 

 
a. $60,001 - $80,000  e.  $80,001 - $100,000  f.  $100,001 - $120,000 

 
a. $120,001 - $140,000 h. $140,001 - $160,000  i. More than $160,000 
  

 
Thank you very much for your help in completing this questionnaire. 

  

111 



 

A SURVEY OF CUSTOMERS’ PERCEPTIONS OF THEIR BANKS AND THE QUALITY OF 
SERVICES PROVIDED IN GHANA 

Please complete both sections of the questionnaire 

 
Section A: Issues related to your perceptions of quality of services provided by your primary bank 
and your commitment to continue using their services. 
 

 
Please think about your recent visit to your bank and recall your banking service experience. 
 
14. How many banks do you have or have an account with? 

a. 1 

b. 2 

c. 3 

d. 4 or more 

 
 
15. _____________ is my current primary bank. 

a. Ghana Commercial Bank 

b. Ecobank Ghana 

c. SG-SSB 

d. Standard Chartered Bank Ghana 

e. CAL Bank 

f. Other: please specify______________ 

 
 
16. Most of my investments (cash, securities, assets) are with _____________ 

a. Ghana Commercial Bank 

b. Ecobank Ghana 

c. SG-SSB 

d. Standard Chartered Bank Ghana 

e. CAL Bank 

f. Other: please specify______________ 
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17. On average, I visit my primary bank ___________ times in a month for personal transactions. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
 
18. On average, I use my primary bank’s ATM services ………. times in month for personal needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
 
 
19. On average, I use my primary bank’s online service system …………. times in a month for personal 

needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 

 
 

20. On average, I use my primary bank’s telephone banking system …………. times in a month for 
personal needs. 

a. < 2 

b. 2 – 4 

c. 5 – 7 

d. 8 or more 
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• Please consider the following statements and indicate how close you believe that each statement 
fits or is in agreement with your perceptions of the services provided by your primary bank.  

 
• Use a scale of 1 – 7 where: 1 = “I do not agree at all with the statement” 2 = “I disagree with the 

statement” 3 = “I somewhat disagree with the statement” 4 = Neutral” 5 = “I somewhat agree 
with the statement” 6 = “I agree with the statement” and 7 = “I very much agree with the 
statement” 

 

21. Please indicate or check below the statements that fit your perceptions concerning the 
employees of your primary bank. 

 I do not                         I very much 
agree at all                    agree with  
with the                         the statement         
statement                               
1 2 3 4 5 6 7 

I can count on the employees at this bank to be friendly.        

I would say the quality of my interaction with this bank’s 
employees is excellent.  

       

The attitude of this bank’s employees shows me that they 
understand my needs. 

       

I can count on this bank’s employees knowing their jobs.         

This bank’s employees are able to answer my questions 
quickly. 

       

The behavior of this bank’s employees indicates to me that 
they understand my needs. 

       

I can count on this bank’s employees taking actions to address 
my needs. 

       

I would say the quality of my interaction with this bank’s 
employees is pleasant. 

       

This bank’s employees understand that I rely on their 
knowledge to meet my needs. 

       

The attitude of this bank’s employees demonstrates their 
willingness to help me. 

       

This bank’s employees respond quickly to my needs.        
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22. Please indicate or check below the statements that fit your perceptions concerning the service 
environment of your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

At this bank, you can rely on there being a good atmosphere.        

I would rate this bank’s physical environment as relaxing.        

This bank understands that its atmosphere is important to me.        

Other customers of this bank have no effect on the bank’s 
ability to provide me with good services. 

       

This bank’s ambience is what I’m looking for in a bank.        

I would rate this bank’s physical environment as welcoming.        

This bank’s layout serves my purpose.        

Other customers of this bank affect my perception of the bank.        

I would rate this bank’s physical environment as comforting.        
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23. Please indicate or check below the statements that fit your perceptions concerning the quality of 
your service experience at your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

I would say that the offerings of this bank are of high 
quality. 

       

I do have an excellent experience whenever I visit this 
bank.  

       

I believe this bank tries to give me a good service 
experience. 

       

Services offered by this bank are consistent.         

Waiting time at this bank is predictable.        

I believe this bank knows the type of service experience 
its customers want. 

       

I believe this bank offers reliable service.        

I feel good about what this bank provides its customers.        

This bank understands that waiting time is important to 
me. 

       

This bank tries to keep my waiting time to a minimum.        

Whenever I leave the premises of this bank, I usually feel 
that I had a good experience. 
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24. Please indicate or check below the statements that fit your perceptions concerning your trust 
for the services provided from your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

Other alternatives to this bank’s services are close to ideal.        

My feelings towards this bank’s services are very 
satisfactory. 

       

My bank is honest and truthful.        

This bank’s service always fully meets my expectations.        

I have spent a lot of time using this bank’s services.         

It will cost me too much to switch to another bank’s 
services. 

       

My general impression of the services provided by this 
bank is excellent.  

       

Other banks are equally appealing to me.         

My choice to use this bank’s service is a wise decision.        

Other banks’ services are equally appealing to me.        

Overall, I feel satisfied with this bank’s services.        

If I were to leave this bank, I would find another equally 
good service provider. 

       

Compared to other alternative banks, my bank offers 
attractive product/services cost. 

       

My service needs could easily be fulfilled by an 
alternative service provider. 

       

Considering everything, the costs (financial) to stop doing 
business with my current bank and start up with an 
alternative bank would be high. 

       

In general, it would be a hassle switching to another bank.        
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25. Please indicate or check below the statements that fit your perceptions concerning your 
commitment to continue using services from your primary bank. 

 I do not                             I very much 
agree at all                     agree with the 
with the                             statement      
statement                               
1 2 3 4 5 6 7 

I say positive things about my bank to other people.        

I intend to continue to do business with my bank.        

I would recommend my bank to those who seek my 
advice about such matters. 

       

I feel very strongly linked to my bank.        

I want the relationship I have with my bank to last for a 
very long time. 
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Section B : Information about yourself, please check the appropriate  

space 

 
 
 
Are you?    Female____________  Male_____________    
 
 
What is your age?  18 to 30 ___________  31 to 40___________ 
    41 to 50____________  51 to 60___________ 
    61 to 70____________  71 and above____________ 
 
  
What is the highest level of educational qualification that you have achieved so far?  
   Secondary School Certificate or equivalent __________________________ 
   Training College or Post – Secondary Training College _________________ 
   Commercial or Vocational School College ___________________________ 
   Polytechnic/University Diploma or Degree___________________________ 
   Masters Degree/Post-Graduate Diploma _____________________________ 
   Professional or Doctoral Degree ___________________________________ 
   Other level of qualification, please state below 
   
 ……………………………………………………………………………………………… 
 
 
Please indicate your main Ghanaian cultural/tribal group:  
   In alphabetical order 
 
   Akan_________________       
   Dagbani_______________ 
   Ewe__________________ 
   Ga/Adamgbe___________   

Hausa_________________ 
   Nzema________________  
   Other, please kindly state________________ 
 
 
 

 
Thank you very much for your help in completing this questionnaire. 
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