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ABSTRACT
The establishment of branches of banks of Nigerian origin saw a number of customers hitherto seen
as satisfied and loyal customers of existing banks, defecting to the new banks. One of such institutions
which suffered from these defections was First Allied Savings and Loans Limited. The question then
arose as to what would propel a satisfied customer of a well established bank to defect to the banks
of Nigerian origin. The purpose of the study was therefore to uncover the invisible drivers of satisfied
customers’ defection in First Allied Savings and Loans Limited. Questionnaire and Focus group
discussions were adopted as the method of data collection. Out of the population of 123, systematic
sampling technique was used to select 80 for questionnaire administration. Purposive sampling
technique was then used to select 21 customers for focus group discussions. The findings were that,
the customers who defected to the banks of Nigerian origin were indeed satisfied. Some of the reasons
given for their defection related to curiosity, insatiable desires to access loans, adventure, speculation,
deception on the part of the new banks and lack of knowledge about the new banks. It was revealed
that, when approached with respect and requested to come back, defected customers would oblige.
It was further revealed that, defected customers carried no feeling of guilt. The study concluded that,
satisfied customers of a bank can defect to a new one for many reasons. The study thus recommended
among others that, information acquired through First Allied’s market intelligence in respect of its
competitors be repackaged and presented to its customers in a way that would put First Allied in a
better light before its customers. First Allied is to treat all its defectors with respect and pursue them

till they come back.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

The subject matter of customer satisfaction and retention is a very important area which has
received significant attention from marketing practitioners, scholars and researchers. As a well
researched area, researchers have come out with a lot of factors which will make a customer

satisfied and loyal to a particular organization and thus prevent customer defections.

Customer defection or switch on the other hand, is said to be the mirror image of customer
loyalty. (Ahmad & Buttle 2001). Because the cost of acquiring new customers far outweighs
the cost of maintain existing ones, Reichheld and Kenny, (1990), customer defections to
competitors tend to be a source of worry to both marketing practitioners and business
executives alike. One reason for the foregoing is that, the incidence of hefty expense in the case
of customer acquisition is mostly at the early stages of the account relationship. Again, as
satisfied customers patronize more of a product or service over a considerable period, they
generate positive word-of-mouth advertising for the company or product in question.
According to Healy, (1999), long-term customers also take less of the company’s time and are
less sensitive to price changes. He also posits that, reducing customer defection by as little as
five percent can double the profits. Rust and Zahorik (1993) on the other hand also argued that,
the financial implications of attracting new customers may be five times as costly as keeping
existing customers. Reichheld, (1996) corroborates the foregoing by arguing that, customers
who remain loyal for long periods are more likely to recruit other customers through word of
mouth advertisements, testimonials and recommendations.

From the foregoing, it is obvious that, determining the causes of customer switch from one

entity to another and developing means or strategies to allure them to remain loyal is therefore
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very important for the continued survival of any organisation. This therefore makes it necessary

for all going concerns to strategically focus on retaining as many of their customers as possible.

One strategic focus that firms can implement to remain competitive would be to retain as many
customers as possible, (Hull, 2002). Ahmad and Buttle (2001) defined customer retention as
the systematic objective of striving to maintain long term relationships with customers.
Customer retention according to them is the mirror image of customer defection.

A high retention rate is equivalent to a low defective rate (Ahmad & Buttle, 2001).
Understanding the reasons for such defections therefore helps them to strategise appropriately

to stop such defections.

As observed by Kaynak and Kucukemiroglu, (1992), Hull, (2002), the financial industry is
highly competitive and this equally applies to the Ghanaian situation. First Allied Savings and
Loans Limited, a non bank financial institution, does not find itself competing with only
institutions within its strategic grouping. Its main competitors as far as its customers are
concerned, are the universal banks. (First Allied Market Research Report —August 2010).
Consequently the subject matter of customer defection should be of utmost concern to First

Allied.

1.2 Statement of Problem

In anticipation of increased competition, First Allied consciously sharpened the skills of its staff
through series of training to ensure that, its staff delivered very high quality customer service.
The company also instituted various loyalty schemes including the scrapping of the

COT (Commission on Turnover), concessionary interest rates, free outreach services, free SMS
banking services among others. The company consistently ensured that, it stayed ahead of other

14



competitors in this regard. Indeed this worked very well until banks of Nigerian origin
established their branches in Kumasi. The establishment of branches of banks with Nigerian
origin saw a number of customers hitherto seen as satisfied and loyal customers, gravitating
towards them. The reality of the situation was that, the services of the banks of

Nigerian origin as it was found later, did not match that of First Allied. (First Allied Marketing

Research Report 2006, 2007,2008 and 2009)

The above phenomenon clearly defied all known popular theories and raised the question as to
what would make a satisfied customer defect in the face of superior customer service delivery

and opt for less attractive options.

1.3 Objectives of the Study

On the account of the above stated statement of problem, the study will have the following

objectives:

1. To establish or confirm whether the customers of First Allied who defected to the banks
of Nigerian origin were indeed satisfied customers.

2. To investigate why satisfied customers of First Allied defected to the banks of
Nigerian origin.

3. To uncover the factors that will win back the satisfied customers of First Allied who
defected to the banks of Nigerian origin.

4. To uncover the factors that can prevent satisfied customers of First Allied from

defecting to the banks of Nigerian origin.

1.4 Research Questions
In the light of the above stated objectives, the study will seek to provide answers to the

following research questions:
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1. Were the customers of First Allied who defected to the banks of Nigerian origin
satisfied customers?

2. Why would satisfied customers of First Allied defect to banks of Nigerian origin?
3. What will win back satisfied customers of First Allied who defected to the banks of
Nigerian origin?

4. How will First Allied prevent its satisfied customers from defecting to the banks of

Nigerian origin?

1.5 Significance of the Study

The subject matter of customer satisfaction, retention and defection has engaged the attention
of researchers, marketing practitioners, academia, and executives since time immemorial. In
almost all available discourses, customer defections had almost always been associated with

and attributed to customer dissatisfaction.

In spite of the fact that, the foregoing remains a heavily researched area, no work has so far
been found to have focused on what propels satisfied customers to defect. The extensive
literature reviewed in chapter two of this discourse also supports the foregoing. This

dissertation therefore sought to addresses this research gap.

The identification of the drivers of satisfied customers’ defection offers both practical
implications for marketers and contributes to the theoretical knowledge base of an increasingly

important area in services marketing.

The outcome of this study will also prove invaluable to marketing practitioners as they will
have to revise their customer retention strategies to make the necessary provision to prevent

the defection of satisfied customers.
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It is expected that, the outcome of this research will greatly influence messages that are carried
in advertisements. Satisfied customers will increasingly be targeted to pre-empt envisaged
defections once the invisible drivers of satisfied customers’ defection are identified. In the same
vein, salespersons’ presentations will not be the same as the outcome of this study will greatly

influence their approaches to selling and relationship building.

The study will also create avenues for further research into the subject matter. Indeed it is hoped
that, through the outcome of the study, behavioural scientist will research other perspectives of
the Skinner box while the study will remain a reference point to other

researchers.

1.6 Overview of Research Methods

The methodology adopted for this study was made up of structured questionnaire and focus
group discussions. The questionnaire had just one objective. It was meant to ascertain whether
the customers who defected were indeed satisfied customers. The questionnaire was made up
of 28 close-ended questions structured on the basis of Parasuraman et al., (1988)’s service
quality indices. Upon analysis with the SPSS software, twenty one (21) customers who scored
highest on all the indicators emerged as the most satisfied customers among the total of the 80
customers selected through purposive and systematic sampling techniques. These satisfied
customers were then constituted into groups of three (3) for the focus group discussion. Content
analysis was employed as the mode of analysing the focus group discussion data for answers

to the research questions raised.

1.7 Scope of the Study

The study focused on perceived satisfied customers of First Allied Savings and Loans Limited

who defected to do business with banks of Nigerian origin when they started establishing
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branches around the country. The interest in this group emanated from the fact that, they were
the beneficiaries of various loyalty schemes which should have ordinarily engendered loyalty

and consequently retention as switching cost was considered very high at the time.

1.8 Limitations of the Study

The first limitation was the limited time at the researcher’s disposal. While the foregoing
appeared real, given the cooperation, assurance and commitment of the management of First
Allied to work within an agreed timetable, the otherwise negative effects of this limitation was
greatly ameliorated. The other limitation was the scope of the research. The study covered only
the satisfied customers of First Allied who defected to the banks of Nigerian origin. Given the
restricted character of the scope, the results may not be generalisable. Replication in other

contexts may be needed to assess the generalisability of the findings and conclusions.

1.9 Organisation of the Study

The main body of the study is broken down into five (5) chapters. Chapter one covers
background of the study, statement of the problem, objective of the study, research questions,
significance of the study, overview of research methods, scope of the study, organisation of the
study and limitation of the study. Chapter two reviews previous research on customer
satisfaction, loyalty, retention and defection. Emphasis has been on both theoretical and
empirical review of relevant literature. Chapter three covers the research methodology used in
the collection of data. Chapter four focuses on results and discussion. Chapter Five which is
the final chapter covers summary of research findings, recommendations and conclusion of the

study.
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CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
This section of the study will review previous research material and other publications that are
relevant to the current study. While it provides the background for this study it also seeks to
establish the research gap which necessitated the current study. This section specifically looks

at customer satisfaction, customer loyalty, customer retention and customer switch.

2.2 Customer Satisfaction

Customer satisfaction as defined by Cacioppo (2000) is the state of mind that customers have
about a company when their expectations have been met or exceeded over the lifetime of the
product or service. On his part, Khirallah (2005) sees customer satisfaction as customer’s
perception that, his or her needs, wishes, expectations, or desires regarding a particular product
or a service, have been fulfilled. In order for this to materialise therefore, institutions must

consciously and proactively put in mechanisms to meet the expectations of its varied customers.

2.3 Determinants of Customer Satisfaction
Richens (1993) cited in Sweeney and Swait (2008) came out with Service quality, Situational
factors, Service factors and Complaint handling as the main headings of the determinants of

customer satisfaction.

2.3.1 Service Quality As a Determinant of Customer Satisfaction

Gronroos, (1982) defined the service quality as customer’s perception of difference between
the expected service and the perceived service. He stressed that, the concept of perceived
service quality as the outcome of an evaluation process. This takes place when the consumer

compares his expectation with the perception of the service he has received.
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Similarly, Parasuraman et al. (1985) also defined service quality as the comparison between
customer expectations and perceptions of service. Having reviewed extensive literature on the
subject matter, they suggested three underlying themes of service quality. First, service quality
is more difficult for the consumer to evaluate than goods quality. Second, service quality
perceptions result from a comparison of consumer expectations with actual service
performance and lastly, quality evaluations are not made solely on the outcome of service, they

also involve an evaluation of the service process delivery.

As his contribution, Santos (2003) also posited that, service quality is the overall evaluation of

excellence and superiority of performance.

It has been argued that the quality of service is not a one-dimensional construct. Rather, service
quality incorporates various dimensions that relate to both core and augmented service offering.
In furtherance of the foregoing, Gronroos, (1982), Parasuraman et al. (1985;

1988) initially described five dimensions of service quality as Reliability, Tangibles,
Responsiveness, Assurance and Empathy. They explained that, apart from accuracy and
dependability representing reliability of service delivered, customers, in judging the quality of
service also consider their experience with the delivery process.

As their contribution, Levesque and McDougall (1996), brought to light, two significant
dimensions to service quality. The first was the core or outcome aspect of the service; or better
still the contractual discharge of the service. The second was the process or relational aspect of
the service delivery process. This mainly involved the customer-employee

relationship.

2.3.2 Service Quality Dimensions

Gronroos, (1982) argues that service quality should include three dimensions. These are, first,
the technical quality of outcome, or the actual outcome of the service encounter. This outcome

can often be measured by the consumer in an objective manner. The next is the functional
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quality of the service encounter. This refers to the interaction between the provider and recipient
of the service and is often perceived in a subjective manner and finally, the corporate image.
This has to do with consumers’ perceptions of the service organization. According to him,
image is a function of technical and functional quality, price, external communications, and
physical location, appearance of the site and the competence and behaviour of service firms’

employees.

Lehtinen and Lehtinen (1982) on their part talked about three dimension of service quality as,
physical quality which may include conditions of the buildings and equipment used, corporate
quality or the image and profile of the organisation and the interactive quality. The latter refers
to the interaction between service organisations’ personnel and the customers on one side and

the interaction among customers on the other.

Parasuraman et al’s (1985), on their part, isolated ten detailed determinants of service quality
through focus group studies. These were stated as: reliability, responsiveness, competence,
access, courtesy, communication, credibility, security, understanding the customer and
tangibles. Among these ten service quality determinants, reliability was identified as the most

important. Detailed explanations of the foregoing are given in Table 1 below.

Table 2.1 Determinants of Service Quality

Service Quality Measurement Criteria Dimensions

Reliability It means that the firm performs the service right, the first time
and firm honours its promises.

Responsiveness It concerns the willingness or readiness of employees to
provide

service.
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Competence It means the possession of the required skills and knowledge to
perform the service.

Access It involves approachability and ease of contact.

Courtesy It involves politeness, respect, consideration, and friendliness
of contact personnel.

Communication It means keeping customers informed in language they can
understand and listening to them.

Credibility It involves trustworthiness, believability, honesty.
Security It is the freedom from danger, risk or doubt.
Understanding Knowing the customer involves making effort to understand the

customer’s needs.

Tangibles It includes the physical evidence of the services.

Source: Parasuraman et al., 1985, p. 47

In the subsequent research Parasuraman et al., (1988) compressed the ten determinants to five.
These were tangibles, reliability, responsiveness, assurance, and empathy. These constitute the
base of global measurement for service quality. Based on the afore-mentioned dimensions, the
researchers developed a 22-item Service Quality Scale. According to their study, reliability was
the most critical dimension, followed by responsiveness, assurance and empathy. The tangibles

were of least concern to customers.

Table 2.2  Item - Service Quality

Service Quality 22-Item Scale Dimensions
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Reliability

Providing service as promised .

Dependability in handling customer’s service problems.
Performing services at the promised time.

Providing services at the promised time.

Maintaining error-free records..

Keeping customer informed as to when service will be performed

Responsiveness

Prompt service to customers.

Willingness to help customers.

Readiness to respond to customers’ requests.
Employees who instil confidence in customers.

Making customers feel safe in their transactions.

Assurance

Employees who are consistently courteous.

Employees who have the knowledge to answer customers’
questions.

Giving customer individual attention.

Empathy

Employees who deal with customers in a caring fashion.
Having the customer’s best interests at heart.

Employees who understand the needs of their customers
convenience business hours.

Tangibles

Modern equipment.
Visually appealing facilities.
Employees who have a neat, professional appearance.

Visually appealing materials associated with the service.

SOURCE: Parasuraman et al.,
In another study Johnston

definitions. The dimensions mentioned were, access, aesthetics, attentiveness, availability,
care, cleanliness/tidiness, comfort, commitment, communication, competence, courtesy,
flexibility, friendliness, functionality, integrity, reliability, responsiveness and security. In this
study, reliability was also considered as the most important. Yang et al. (2004) concluded that

both studies of Parasuraman et al., (1988) and Johnston (1995) offered particularly robust

(Referred to in Koltler and Keller, 20006, p.414)

(1995), provided eighteen (18) service dimensions and their
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service quality dimensions for measuring traditional services and could serve as a good starting

point for further research.

When Parasuraman et al. (1985) proposed that service quality is a function of the differences
between expectation and performance along the quality dimensions mentioned above, they also

developed a service quality model. Their model was based on gap analysis illustrated below:

24


http://www.emeraldinsight.com/Insight/ViewContentServlet?Filename=Published/EmeraldFullTextArticle/Articles/0400220903.html
http://www.emeraldinsight.com/Insight/ViewContentServlet?Filename=Published/EmeraldFullTextArticle/Articles/0400220903.html
http://www.emeraldinsight.com/Insight/ViewContentServlet?Filename=Published/EmeraldFullTextArticle/Articles/0400220903.html
http://www.emeraldinsight.com/Insight/ViewContentServlet?Filename=Published/EmeraldFullTextArticle/Articles/0400220903.html

Fig 2.1 Conceptual Framework
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Figure 1: Service Quality Model Sources: Parasuraman et al., 1985, p 44

The gaps indicated on the conceptual framework above are explained as follows:

Gapl: Difference between consumers’ expectation and management's perceptions of those

expectations, i.e. not knowing what consumers expect.

Gap?2: Difference between management's perceptions of consumer's expectations and service

quality specifications, i.e. improper service-quality standards.

Gap3: Difference between service quality specifications and service actually delivered i.e. the

service performance gap.
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Gap4: Difference between service delivery and the communications to consumers about service

delivery, i.e. whether promises match delivery?

Gap5: Difference between consumer's expectation and perceived service. This gap depends on
size and direction of the four gaps associated with the delivery of service quality on the
marketer's side. According to this model, the service quality is a function of perception and
expectations.

Building on Gap model of Parasurman et al (1988), Frost and Kumar, (2000) developed an
internal service quality concept. They evaluated the dimensions, and the relationships, that
determine service quality among internal customers (front-line staff) and internal suppliers
(support staff) within a large service organization. The internal gap shows the difference in
support staff's perception (internal supplier) of front-line staff's expectation (internal
customers). There is yet internal gap 2 which is the significant difference between service
quality specifications and the service actually delivered resulting in an internal service
performance gap. The gap is based on the difference between front-line staff's expectations and
perceptions of support staff's (internal supplier) service quality. Yang et al. (2004) indicated
that this model is a diagnostic tool and externally focused, and if used properly and correctly,
has the potential to assist management to identify the relative service quality factors from

customer perspective.

2.3.3 Situational Factors as Determinants of Customer Satisfaction

Features of a given service and situational factors like accessibility have a strong bearing on
customer satisfaction. Indeed, Levesque and McDougall (1996) posited that, convenience and
competitiveness of a bank were two important factors which were likely to influence or
determine the extent of total satisfaction that the customer derived from its service. Indeed the

foregoing had been corroborated by a number of studies in this area. Khazeh and Decker,
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(1992); Kaynak et al., (1991) and Levesque and McDougall, (1996) looked at the selection
criteria customers use in adopting their banks and found out that, convenient location was a
critical factor influencing the choice of a bank by customers. Levesque and McDougall, (1996)
on their part added that, in the case of retail banking customer satisfaction is likely to be

influenced by the perceived competitiveness of the interest rates.

2.3.4 Complaint Handling as Determinant of Customer Satisfaction

Unlike physical products, services cannot be stored. They are simultaneously consumed as they
are produced, as a result, they cannot be stored and checked for their product quality before
distribution. The foregoing implies that, any defect in the service is most likely to be
experienced by the customer. In the event of that happening, customers will in most cases not
defect instantly. Customers mainly complain when dissatisfied with the service. Their
subsequent reaction depends on how effectively and efficiently the service provider handles the
complaints (Levesque & McDougall, 1996). This implies that, where complaints are poorly

handled, customers are most likely to react to the extreme by defecting.

2.3.5 Benefits of Customer Satisfaction

As it was earlier indicated in the discourse, its more expensive to acquire new customer than
retaining accessible ones Reichheld et al (1990) and (Reichheld, 1996). According to Rust and
Zahorik, (1993), providing good service quality and ensuring customer satisfaction leads to
growth in profitability and market share. Re-echoing the foregoing, Buzzel and Gale (1997),
on their part, stated that, customer satisfaction and high quality service often led to more repeat

purchases and market share improvements.
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2.4.1 Customer Loyalty

Khirallah (2005) sees loyalty as the demonstration of faithful adherence to a product, service
or an institution in spite of hitches, errors or indifferent service.

Subkhan (2005), practicalises the definition by stating that loyal customers have enthusiasm
about the brands or products they use. According to him, the more enthusiastic a customer is,
the higher the profit contributed to the brand. Loyal customers are not only satisfied by the

product but take pride in the quality and all other characteristics of the product.

2.4.2 Desirable Results of Loyalty

Reichheld and Sasser (1990) found that reducing defections by 5% yields improvements in
profitability of 20% to 85%. Reichheld and Schefter (2000) on their part studied customer life-
cycle economics in several e-commerce sectors and found that on the internet the same rules
apply as in the offline world. Loyal customers are also more inclined to recommend an online
service provider to other customers (Heskett et al. 1994). Referrals also increase the customer
base by lowering the costs of attracting new ones (Reichheld, 1996). In summary, loyalty is a
customer’s demonstration of faithful adherence to an institution despite the occasional errors.
The major benefits of loyalty are, high propensity to repurchase a product or do business again
with an institution, likelihood of recommending a product or an institution to others and a
longer term or duration of stay of a customer with a company.

Customers are thus retained in the company or institution for a long period of time.

2.4.3 Customer Retention

Customer retention is the act of keeping customers resulting from service quality and customer
satisfaction (Ross 1995). Many studies have been conducted to identify the benefits that
customer retention delivers to an organization (Page et al., 1996; Reichheld and Sasser, 1990;
Colgate et al., 1996; Storbacka et al., 1994; O'Malley, 1998). The bulk of this research has

concentrated on the justification and the financial benefits derived from retaining customers.
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The longer a customer stays with an organisation the more profit the customer generates
(Reichheld & Sasser, 1990). This is an outcome of a number of factors relating to the time the
customer spends with the organisation, the effects of the higher initial costs of introducing and
attracting a new customer, increases in value of purchases, increase in number of purchases,
the customer's better understanding of the organisation and vice versa and positive word-of-

mouth advertising.

2.4.4 Factors Affecting Customer Retention
Factors affecting customer retention are discussed under the following heads, customer

satisfaction, customer trust and service quality,

2.4.4.1 Customer Satisfaction

Rust and Zahorik (1993) explain that the retention rates are driven by customer satisfaction,
which in turn increases market share. Fornell (1987) supports this and makes the connection
between high quality service and customer retention, which is related to profitability. While
customer satisfaction is an important indicator for customer retention, keeping customers is
dependent on a number of other factors such as choice, price and income (Jones

& Sasser 1995).

2.4.4.2 Customer Trust

Researchers have established that trust is essential for building and maintaining long- term
relationships. (Rousseau et. al., 1998; Singh & Sirdeshmukh, 2000). It is conceptualized as
existing when one party has confidence in the other party’s reliability and integrity (Ranaweera
& Pradhu, 2003).

Gounaris (2003) argues that trust is a vital element in any type of relationship. The more a
customer trusts a supplier, the higher is the perceived value of the relationship and hence, -the

greater the chances that the customer remains in the relationship.
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2.5.1 Other Factors that Influence Customer Retention

(Trubik and Smith, 2000). Khirallah (2005) on their part mentioned relationship investment,
switching cost, availability and attractiveness of alternative and service recovery as the reason
customers stay with service organizations even though they have seriously considered

switching. Details of the foregoing are provided below.

2.5.1.1 Switching Barriers
As defined by Jones et al., (2000) switching barrier is any factor that makes it difficult for
customers to change providers. An example of such factors can be a special scheme that a

customer enjoys with his or her current service providers.

2.5.1.2 Relationship Investment

Gwinner et al. (1998) argue that customers will commit themselves to establishing, developing,
and maintaining relationships with the service provider that provides superior valued benefits.
They discovered that customers received many benefits from developing relationships and that
these benefits could be classified into confidence social and special treatment benefits. They
found that even if a customer perceives to be the core service attributes as being less than

optimal, they may remain in the relationship if they are receiving important relational benefits.

Jones and Sasser (1995) also discovered an indirect empirical link between interpersonal
relationships and repurchase intentions. This link suggested that in situations of low customer
satisfaction, strong interpersonal relationships positively influence the extent to which

customers intend to repurchase suggesting that relationships do act as a barrier to switching.
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2.5.1.3 Switching Cost

Dick and Basu (1994) defined switching cost as the cost of changing services in terms of time,
monetary and psychological costs. Grohaug and Gilly (1991) suggest that a dissatisfied
customer may remain “loyal” because of high switching costs. For instance, moving to a new
service provider require investing effort, time and money. These act as barrier to the customer
when he or she becomes dissatisfied with the current service provider. Ping (1993) studied the
relationship between switching costs and customer loyalty and found out that, when customers
perceived the switching costs associated with leaving the current relationship and establishing

the alternative too high, they tend to be loyal.

2.5.1.4 Availability and Attractiveness of Alternative

The number of alternative providers, as perceived by customer, may also influence customer’s
decision to stay with a service provider. Customers may perceive that there are few alternatives
in the market because of the fact that many of the alternatives are not in their evoked set.
Bendapudi and Berry (1997) proposed that customers may remain in a relationship because
they perceived no other alternative. Anderson et al (1994), also suggested that a customer might
be dependent on a service provider because of lack of superior competition in the industry. As
a result, even if customers are not satisfied with the current providers they stay because it is

still better than the alternatives.

2.5.1.5 Service Recovery

Gronroos (1988) defined service recovery to include all the activities and efforts employed by
a service provider to rectified, amend and restore the loss experienced by the customer
following a service failure. Customers may stay with a service provider after they have
experienced a problem because they were satisfied with the service recovery process after

complaining. Customers who have experienced a problem will usually be dissatisfied and

31



successful service recovery can reverse this dissatisfaction and can sometimes lead to the
customer being more satisfied than prior to the problem, a phenomenon called the “service
recovery paradox” (Smith & Bolton, 1998). In this way, good service recovery could lead to

customers changing their minds about switching from their service provider.

2.5.1.6 Formation of strong customer bonds

Berry and Parasuraman, (1991) identified three retention strategies namely financial benefits,
social benefits and structural ties. They explained that adding financial benefits is achieved
through financial incentive and this can be for instance, customers seeking lower prices for
high amount purchases or lower prices for those customers who have been with the firm for a
longer time. By adding social benefits, the customers are perceived as clients, meaning that,
they are individuals whose needs, the firm tries to understand and serve on individual basis.
The services provided by the firm are customised and marketers here find ways to stay in touch
with their customers by personalizing and individualizing customer relationships. Other than
financial and social bonds, the structural bonds are created by providing services that are highly
customized and frequently designed right into the service delivery system for that client.
Structural bonds are established when firms and customers commit resources to the
relationships. For example, a company may supply customers with special equipment or
computer links that help customers manage orders, payroll and inventory (Berry &

Parasuraman, 1991).

2.5.1.7 Monitoring Customer Relationships

Zeithalm and Bitner (1996) state that, monitoring and evaluating relationships is one of the
basic strategies employed by firms to retain customers over time. They identified two basic
ways of monitoring customer relationships in an organisation: ‘customer database’ and

‘relationship surveys”. Customer database is an organised collection of comprehensive
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information about individual customers or prospects that is current, accessible and actionable
for such marketing purposes as lead generation, lead qualification, and sale of product or
service and maintenance of customer relationships. (Kotler and Keller 2006). Zeithalm and
Bitner (1996) argue that a well-established customer database is a foundation to creating
effective customer retention strategies. According to Zeithalm and Bitner (1996), relationship
survey is done on current customers to establish their perceptions on the perceived value,
quality, satisfaction with services and satisfaction with the service provider as opposed to

competitors. This enables the firm to meet the needs of its customers to keep them.

2.5.1.8 Loyalty Programs and Customer Clubs

Yiand Jeon (2003) argue that loyalty programs aim to reward customers for repeated purchases
thus building customer retention. Bolton et.al. (1999), also argue that generally, the aim of such
programs has been to increase customer retention in profitable segments by providing increased
satisfaction and value to certain customers. One argument used by managers for these
programmes is that increased satisfaction and loyalty lead to increased profitability, (Fornell,
1992, Reichheld, 1996). O’Brien and Jones (1995) state that, managers usually believe that it
is desirable as well as expected that the loyalty reward program is properly executed in order
to increase retention rate. Therefore, a firm needs to quantify the program’s influence on future
purchase behaviour. Additionally, firms need to verify that the financial outcomes of the
rewards programs exceed the investments made in the programs (O’Brien & Jones ,1995).
Research suggests that customer clubs are successful at promoting customer retention (Stauss
et. al, 2001). The latter argue that customer clubs are one of the most important and cost-
intensive elements of customer retention systems and continue to argue that by constantly

offering specific advantages to club members, they are supposed to increase customer
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satisfaction and loyalty. The aim of a customer club is to offer club member different benefits

and in that way, increase customer satisfaction and loyalty.

2.5.1.9 Effective Recovery Systems

Zeithalm and Bitner (1996) argue that even though firms need to “do it right the first time’ as
that is what customers prefer; it is still quite inevitable for failures and mistakes to occur. It is
when mistakes and failures occur that customers usually have a good reason to switch providers
and also to tell others not to use the service. Therefore, effective recovery becomes essential in
maintaining the relationship. They argue that if firm fails in recovery, it will deceive the
customer twice and therefore, some of the factors that are vital in creating an effective delivery
are, tracking and anticipating recovery opportunities, taking care of customer problems on the
front lines, solving problems quickly, empowering the front line to solve problems and learning

from recovery experience.

2.6.0 Causes of Customer Switch
According to Neslin et al. (2006), customer switch is the propensity of the customer to cease
doing business with a company at a given period of time. Keaveney (1995) created a model
which contained eight causes of customer switch. These are pricing, inconvenience, core
service failures, service encounter failures; employee responses to service failures, attraction
by competitors, ethical problems and involuntary switching plus seldom mentioned incidents.
These incidents, in overview, can be described as follows:

- pricing: this category subdivides into high prices, price increases, unfair pricing

practices and deceptive pricing practices;
- inconvenience: this category subdivides into location, opening hours and waiting too

long either for an appointment or for delivery;
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- core service failures: this category subdivides into mistakes, billing errors and service
catastrophes;

- service encounter failures: this category subdivides into uncaring, impolite,
unresponsive or unknowledgeable staff;

- employee responses to service failures: this category subdivides into reluctant
responses, a failure to respond or patently negative responses;

- attraction by competitors: this category subdivides into consumers whose responses
focused on the pluses of the service provider they switched to as opposed to the
negatives relating to the service provider they switched from,;

- cthical problems: this category subdivides into dishonest behaviour, intimidating

behaviour, unsafe or unhealthy practices or conflicts of interest; and

- involuntary switching and seldom-mentioned incidents: this category subdivides into
switching because the service provider or customer had shifted location or the service

provider had changed alliance.

Gerrard and Cunningham (1997) also identified six incidents which they considered to be
important in gaining an understanding of switching. These incidents were inconvenience,
service failures, pricing, unacceptable behaviour, attitude or knowledge of staff,

involuntary/seldom mentioned incidents and attraction by competitors.

Hart et al., (1990) identified customer complaint handling as another cause. A major reason
why customers switch service providers is unsatisfactory problem resolution. When customers
face a problem, they may respond by exiting (switching to a new supplier), voicing (attempting
to remedy the problem by complaining) or loyalty (staying with the supplier anticipating that

“things will get better”’) (Hirschman, 1970). Given that customers of retail banks have relatively
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high switching costs, it is likely that a dissatisfying experience will evoke a passive reaction
(no complaint) or a complaint. In instances that the customer complains, the bank’s response
can lead to customer’s states changing from dissatisfaction to satisfaction. In fact, anecdotal
evidence suggests that when the service provider accepts responsibility and resolves the
problem, the customer becomes “bonded” to the organization (Hart et al., 1990). When
customers complain, they give the firm a chance to rectify the problem and, interestingly, if the
firm recovers successfully, it increases loyalty and profits (Fornell & Wernerfelt, 1987). Thus,

customer complaint handling can have an influence on customer satisfaction and retention.

2.6.1 Switching Process

Stewart (1998), investigating customer exit or switch in the banking industry, suggests that
customers who defect go through a four-stage process involving a problem, effort, emotion and
evaluation. The primary research findings on the process of customer exit from bank
relationships are summarized in the form of figure 1.

Stewart, (1998) argues that the exit process is precipitated by the customer experiencing a
problem, as perceived or defined by them. On experiencing the problem, the customer usually
engages in efforts to have it resolved and experiences emotions. Customer evaluation of the
problem takes place, with the relationship with the bank forming the context of the evaluation.
Customer expectations and awareness of available alternatives influence the evaluation. In turn,
evaluation considers the problem(s), its handling and the relationship. Exit is invoked and,

possibly, post-exit evaluation. This has been shown on the figure 1 below.
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Figure 2.2 Customer Switching Process
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2.6.2 Effects of Customer Switch on Organisations

According to Ahmad and Buttle (2001), customer retention is the mirror image of customer
defection or switch, where a high retention rate has the same significance as low defection rate.
Reichheld and Kenny (1990) argue that, it is more economical to keep customers than to acquire

new ones. According to them, costs of acquiring customers to replace lost ones are high. This
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is because the expense of acquiring customers is incurred only in the beginning stages of the
commercial relationship. In addition, long term customers buy more and if satisfied, may

generate positive word-of- mouth advertisement for the company.

Loosing customers, according to Keaveney (1995), has a negative effect on a firm’s market
share and profit. Reichheld and Sassar (1990) argue that, when a customer switches service
providers, the potential for additional profits are lost, the initial investment costs are wasted
Colgate et al., (1996) and the firm faces the additional costs of acquiring a replacement
customer (Fornell & Wernerfelt, 1987). It is believed that reducing customer defections by as
little as five percent can double profit of a firm (Healy, 1999). In the light of the above and in
an environment of intense competition, what seems vital in order to avoid the harmful effects
of customer switch is to make an extra effort to institute control devices that keep track of

customer defection (Ahmad, 2002).

CHAPTER THREE
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METHODOLOGY

3.1 Introduction

The third section of the study deals with the research paradigms employed in the study as
justified by the objectives of the study, the sampling procedure adopted, the data collection

methods, data analysis, research ethics and limitations, and the quality of the outcome.

3.2 Research Paradigms

The main research paradigms are quantitative and qualitative research. Quantitative research
involves gathering data that is absolute, such as numerical data, so that it can be examined in an unbiased

a manner as possible. Qualitative data on the other hand, is a much more subjective form of research,
in which the researchers allow themselves to introduce their own bias to help form a more
complete picture. Qualitative research may be necessary in situations where it is unclear what
exactly is being looked for in a study, so that the researcher needs to be able to determine what
data is important and what isn’t. While quantitative research generally knows exactly what it’s
looking for before the research begins, in qualitative research the focus of the study may
become more apparent as time progresses. (Wisegeek.com accessed 01/08/11 at 15:09 hrs)
Given that, the study had to establish that the subjects of the research were satisfied customers,
quantitative methodology, based on closed ended questionnaire were administered to confirm
that the subjects were all satisfied customers. Having established that, the most satisfied among
them were selected to participate in focus group discussions to elicit why satisfied customers
defected. The foregoing justifies and explains why a mixed approach was adopted for the study.

3.3 Purpose of the Study
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According to Yin (1994), the purpose of academic research can be exploratory, descriptive or
explanatory. Saunders et al. (2007) justifies this by explaining that, exploratory studies are a
valuable means of finding out what is happening, to seek new insight, to ask questions and to
assess phenomena in a new light. Indeed, since the study at hand sought to question the
conventional position that, satisfied customers would ordinarily not defect, the new light that
it sought to shed on the subject matter appropriately made the study, exploratory and hence
qualitative approach towards the study. According to Saunders et al. (2000), the three ways of
gathering data for conducting exploratory research are search of literature, talking to experts in
the subject and conducting focus group discussions. The study reviewed existing literature on

the subject and conducted focus group discussions.

On the other hand, the objective of descriptive research in the view of Saunders et al. (2007),
is to portray an accurate profile of a person, event or situation etc in order to have a clear picture
of the phenomena in which the researcher wishes to collect data. Since satisfied customers were
to be used as the subjects of this study, descriptive research was first carried out to establish
that, only satisfied customers were selected to participate in the focus group discussions. Data
collection for this was done by means of close ended questionnaire, using Parasuraman et al.,

(1988)’s service quality indices.

Having gleaned the most satisfied customers among the lot of the population, focus group

discussions were held to elicit why satisfied customers defected.

On his part, Yin (1994) stated that, explanatory research explains causal relationships between
cause and effect. This position was buttressed by Saunders et al. (2000) to the effect that,
explanatory research aims at explaining causal relationships between variables. Since the study
did not seek to establish or explain any causal relationships, explanatory research was not

employed in this study.
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3.4 Sampling Procedure

Under this heading, the population and sample and the sampling technique adopted for the

study are discussed.

3.4.1 The Population and Sample

Identification of the relevant population in any study is a very important element of every
research. This is so because; the exercise of collecting data can be a costly in terms of time,
money and other resources at the researcher’s disposal. Contacting a large number of
respondents who could have nothing to do with the study therefore will only amount to an

exercise in futility and wanton waste of the researcher’s limited resources.

The population of the study was made up of all satisfied customers of First Allied Savings and
Loans Limited, who defected to do business with banks of Nigerian origin when they first
established their branches in Kumasi in 2006. Status enquiries in respect of former First Allied
customers, received from banks of Nigerian origin, confirmed that, the defectors had opened
accounts and were operating with the banks of Nigerian origin. The total population was one
hundred and twenty three (123). The sample for this study was chosen by sound methodological

principles explained below.

3.4.2 Sampling Technique

The population for the study comprised all satisfied customers from First Allied who defected
to the banks of Nigerian origin. Purposive and systematic sampling techniques were adopted.
Systematic sampling technique was employed in selecting the sample size. Eighty (80)
respondents were selected from the total sample frame of one hundred and twenty three (123).
In gathering the sample every fourth customer on the list provided by the marketing department

was selected till eighty (80) of them were selected. This was done to ensure that, the sample
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was chosen without recourse to any personal biases of the researcher. It was also used because
the study intended to give members of the population equal chance of being selected for the
interview. Having administered the questionnaire on the eighty (80) satisfied customers,
purposive sampling technique was again applied in selecting the twenty one (21) customers

who emerged as the most satisfied to be the participants of focus group discussions.

3.5 Data Collection Methods

Data were gathered from both primary and secondary sources. The primary sources applied in
the research were data gathered through questionnaire, focus group discussions and series of
interviews with the marketing manger of First Allied. The secondary sources were First Allied

marketing reports that were reviewed.

As indicated earlier, the justification for using both quantitative and qualitative approaches was
dictated by the research objectives and the accompanying research questions. This position is
supported by (Yin, 1994). First, the research subjects presented by the marketing department
had to be confirmed as satisfied customers. In making that determination, an objective and
systematic approach that required good description of that fact using figures had to be used
hence, the application of close ended questionnaire (quantitative approach) based on
Parasuraman et al., (1988)’s service quality indicators. Indeed, the quantitative approach used
had just one objective and that was to determine whether the customers who defected were

satisfied customers.

Having determined that, the customers who defected were satisfied customers, the next stage
of the study was to investigate why the satisfied customers defected. Since qualitative approach
provided better understating of the phenomenon under investigation, Marshall and

Rosemont, (1999) that approach was adopted and  hence the use of focus group discussions.
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Additionally, the research problem and research questions at hand, justified the use of the
qualitative research approach as the most appropriate to enable us to uncover the reasons for

satisfied customers’ defection.
3.6 Data Analyses

Two forms of analyses were carried out. First, SPSS package was used in analysing the
quantitative data. The questionnaire had only one objective. It was meant to confirm that the
defected customers were satisfied customers. Respondents were therefore ranked on how they
rated the services of First Allied on the indices given on Parasuraman et al., (1988)’s service

quality indices.
Analysis of the focus group discussions was manually done within the context of Krueger’s

continuum of analysis model : raw data — descriptive statements—

l'nterpretatl'on was adopted (Kruega 1994). This involved both electronic and manual

recording of the focus group discussion processes.

The process of data analysis began during the data collection, having gone over the
recordings, transcripts, and the observational notes again, summary notes were written. Major
themes that emerged in the summaries were 1solated and categorised. Descriptive statements
were then grouped under the questioning routes. Relevant quotes were then lifted for
association among cases. The quotes were then rearranged for interpretation. In interpreting,
the number of people expressing the same sentiments, emotional attachment with which the
comments were expressed, change in opinion for consensus and other emergent issues were

factored in.
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3.7 Pre-test Survey
The questionnaires were first, pre-tested on the first ten customers. This led to the rephrasing

of some questions which the respondents did not readily appreciate.

3.8 Research Ethics and Limitations

Very sound ethical standards were maintained throughout the study. Participants were assured
of their privacy and confidentiality of the information they gave out. They were also made
aware of the implication of their participation and what the information would be used for.
Participants were again made to understand that the exercise was purely voluntary and their

right to withdraw at any stage of the study was stated clearly to them.

3.9 Company Profile

According to the First Allied profile document made available by the marketing department,
First Allied Savings & Loans Limited was incorporated as a Limited Company on 24th May,
1995.The Company was licensed by Bank of Ghana (under PNDCL 328) to accept deposits
from the public and provide credit services to businesses and consumers. The Company started
operations on 25th September, 1996.

The Company’s mission is to offer convenient access to efficient, innovative and responsive
financial services to micro and small-scale entrepreneurs on a sustainable basis for the mutual
benefit of all stakeholders. Its vision is to create an excellent institution and be a leader in the

provision of quality financial services to the micro and small enterprise sector in Ghana.

Excellence, Integrity, Human Resource, Democracy, Corporate Responsibility and Judicious

Use of Resources are the core values of the Institution.
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The institution has eighteen branches in Ghana and has a 9-member of Board of Directors
comprising 7 non-executive directors and 2 executive directors (Management). Non executive
members of the board have diverse backgrounds and are seasoned professionals in both

business and academia.

The product of the institution can be broadly categorised into Deposit and Loan based products.
The deposit products on offer are, Savings account, Current (checking) account, Fixed deposit
account, Susu savings and the Allied Supersave accounts. Apart from the current account and

the Susu savings, the rest attract some interest on their deposits.

The loan products on the other hand are, Travel loan for travellers, Clearance loan for importers,
Commercial loan for business people, Susu and Allied mpuntu loans. The last two are micro

finance loans.

First Allied had a staff strength of 454 at the end of December 2010.

CHAPTER FOUR

RESULTS AND DISCUSSION
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4.1 Introduction

Chapter presents analysis and interprets the data gathered during the survey to determine the
drivers of satisfied customers’ defection. After collecting the data from the field, analysis
interpretation of the analyses was done to enable the researcher to draw some meaningful
conclusions. The just-mentioned processes were continuous and at each stage, the researcher
paused and examined the whole exercise relation to the objectives and the research questions
to ensure that, the study was on track. The stages in question were quality control, tabulation,
coding, and computer processing. As indicated earlier, the study made use of a computer
software package called Statistical Package for Social Scientists (SPSS) to analyse the

quantitative questionnaire.

Having completed the analysis of the questionnaire, twenty-one customers who emerged as the
most satisfied among the lot were selected for focus group discussions. Three groups of seven

each, constituted the focus groups.

The first part of this section presents the analysis of the questionnaire while the second part

deals with that of the focus group discussions.

In the case of the questionnaire, tables and graphs were utilised in the analysis of the

questionnaire as presented in the ensuing pages. In the case of the focus group discussions,

Krueger’s continuum of analysis model namely, raw data — descriptive

statements— interpretation. Content analysis was employed to glean all relevant

issues raised during the focus group discussions for the purpose of the analysis.

4.2 Uncovering the Invisible Drivers of Satisfied Customers’ Defection. Personal Data
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Table 4.1: Age and Gender of Respondents

Age/Gender Female Male Total

18-25 years 10 (66.67%) | 5 (33.33%) | 15 (18.75%)
26-35 years 12 (54.55%) | 10 (45.45%) | 22 (27.50%)
36-45 years 14 (60.87%) | 9 (39.13%) | 23 (28.75%)
46-55 years 6 (66.67%) | 3 (33.33%) | 9 (11.25%)
56-65 years 5 (62.50%) | 3 (37.5%) 8 (10.00%)
66 years and above 2 (66.67%) 1 (33.33%) 3 (3.75%)
Total 49 (61.25%) | 31 (38.75%) | 80 (100%)

Sources: Authors’ field survey, July, 2011

The sample gathered indicated that, it was predominantly female as in Table 4.1. Female
respondents were forty nine (49) representing 61.25 percent while their male counterparts
consisted of thirty one (31) or 38.75 percent of the total sample size of 80. The gender
distribution gave a fairly balanced representation of both genders, albeit a little dominance of
the female. The dominance of female here, also reflects the gender distribution of First Allied’s
customers. Indeed review of reports from the marketing department of the institution indicated
that, about 63% of the institution’s customer base are female while their male counterparts
constitutes 47%. It must be said that, the institutions mission of offering convenient access to
the micro and small scale entrepreneur ties in well with this distribution as female entrepreneurs

at the small and micro level out number the males.

On the other hand, the age distribution across the respondents was found to be varied. As
indicated in Table 4.1, majority of the respondents were in the age category of 36-45 years.

Twenty three (23) respondents representing 28.75 percent were found within this age bracket.
This was followed by those in the ages of 26-35 years representing 27.50 percent. The least
among the age distribution was found to be ‘66 years and above’. Only three (3) respondents,
representing 3.75 percent found themselves in the study. Again the age distribution generally
conforms to the general trend in the economy. Indeed the 18-45 years bracket constitute the

most productive working population and their number overwhelmingly overshadows the rest
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of the population. Perhaps this position was achieved on the account of the unbiased sampling

technique adopted.

Figure 4.1: Educational Qualification
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On the educational qualification of the respondents, it was found that, secondary school
certificate holders were found to be predominant among the respondents. As indicated in Figure
4.1, thirty one (31) of the respondents representing 38.75 percent were found to be holders of
Secondary School certificates, this was followed by those in the ‘others’ category which
constituted twenty three (23) of the respondents or 28.75 percent. The others category was

found to be holder of the following:

» Basic Education Certificate Examination
* Ordinary Level (O’Level)

* Advanced Level (A’ Level)

* Chartered Institute of Marketing (CIM)

* Diploma in Business Studies (DBS)

*  Microsoft Software Certification
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* National Vocational Training Institute Certificate (NVTIC)

Tertiary certificate holders, professional and postgraduate were found to be following in that
order with 15.0 percent, 12.5 percent and 5 percent respectively. It is a common knowledge
that, the Ghanaian educational system produces a lot of drop-outs after the secondary level.
Those who are not able to continue their education to the tertiary level end up either learning
one trade or the other or venture into trading where a lot of them do very well. Review of the
marketing reports of First Allied indicated that, it has a special loans scheme aimed at new
entrants in the business environment. This probably explains why this group outnumbers the

rest.

Figure 4.2: Period of Operation with First Allied
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Sources: Authors’ field survey, July, 2011

The period of operation with First Allied revealed that, majority of the respondents chosen for
the study by the sampling techniques had been with First Allied for a period of 2-4 years.

These numbered twenty seven (27) and represented 33.75 percent as shown in Figure 4.2.
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This was followed by those who had been with the institution for ‘Above 7 years’. The ‘above
7 years’ category, constituted 26.25 percent of the respondents. Those within ‘5-7 years’ and

‘0-lyear’ followed with 23.75 percent and 16.25 percent respectively.

This analysis gave us much confidence that, the sample for the study actually composed of
respondents who had been with the institution for a reasonable period of time and therefore had
the opportunity to experience customer services offered by First Allied and also enjoyed the

various loyalty schemes introduced by First Allied over a considerable period of time.

4.2.1 Assessment of Service Quality Dimensions.
For the analysis of the service quality dimensions, simple abbreviations were adopted to

indicate the strength of association used, as shown below:

Strongly Disagree - SD
Disagree D
Somehow Agree --- SHA
Agree --- A

Strongly Agree --- --- SA

Table 4.2: Reliability Dimension

Item SD D SHA A SA
First Allied provided all its 1 5 10 43 21
services as promised 1.25% 6.25% 12.50% 53.75% 26.25%
Staff were dependable in 0 3 o 48 22
handling customer’s service 0.00% 3.75% 8.75% 60.00% 27.50%
problems

Services were delivered at the 0 2 8 51 19
promised time 0.00% 2.50% 10.00% 63.75% 23.75%
As far I know, First Allied 3 2 11 44 20
maintained error-free records 3.75% 2.50% 13.75% 55.00% 25.00%
Customers were informed as to 0 3 9 46 21
when service will be 0.00% 3.75% 11.25% 57.50% 26.25%
performed

Sources: Authors’ field survey, July, 2011
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Table 4.2 gives the constituent items for the reliability dimension. This dimension also happens
to be the most important among all the service quality determinants (Parasuraman 1985). As
shown in the table, on the “First Allied provided all its services as promised” it is realized that,
53.74 percent agreed to the assertion while 26.25 percent strongly agreed to it. In all, a
cumulative of 74 respondents generally agreed to the assertion. This represented 93.5 percent
of the respondents. This component of ‘reliability’ measures the technical quality of the staff
performance component of the staff Gronroos, (1982), confirms the technical competence of

the staff of First Allied

On the dependability of staff in handling customer’s service problems, it was found that, there
was general agreement that staff were dependable. Indeed it was found that, majority of the
respondents either agreed or strongly agreed. In sum, 60 percent agreed and 27.50 percent
strongly agreed. Out of the respondents, 3.75 percent, disagreed with the position that, staff of
First Allied were dependable in handling customer complaints. Indeed customer complaints
handling can change an irate customer’s disposition towards the service provider from negative,
to positive if properly done (Levesque & McDougal, 1996). The major reason behind these
high scores was that, all branches of First Allied carried log books of customer complaints.
Branch managers were personally charged to ensure that, complaints were attended to without
delays. Once First Allied effectively handled customers’ complaints, customers who would

otherwise be displeased with First Allied would harbour no ill feelings against First Allied.

On timely delivery of service, it was generally carried that, First Allied delivered its services at
the promised time. The major reason for this is the Institutions mission statement of offering
‘convenient access to financial services’. Management of the institution had set benchmarks
for each branch against which respective performances of the branches were measured.
Branches on their part follow the benchmarks as given and so service delivery was not

unnecessarily saddled with delays. Indeed, 23.75 percent were in strong agreement of the

51



assertion while 63.75 percent agreed to the assertion. This gave the indication that, to a very
large extent, respondents were in total agreement with that assertion. Only 2.50 percent held
the dissenting view of disagreeing with the position. The remaining 10 percent however,

‘somehow agreed’.

Given the mechanisms that First Allied had in place towards producing accurate records it was
not surprising that interviewees felt, First Allied generally maintained error free records as
presented in the detailed results of the interview below. As intimated earlier, ‘maintaining error-
free records attracted varied responses from the interviewees. As indicated on Table 4.2, 3.75
percent, representing, three (3) respondents strongly disagreed. Another 2.50 percent made up
of 2 of the respondents, refrained from supporting this position by simply

disagreeing that, First Allied maintained error-free records. Notwithstanding the foregoing, a
large number of 74 respondents agreed with the assertion. Indeed, 55 percent of the respondents
agreed while 25 percent strongly agreed with the assertion that, First Allied maintained error-
free records. The eighty percent endorsement that error-free records were kept, is underscored
by the fact that First Allied has an effective call over system that ensures that, only vetted

information is passed on to the customer.

On customers being informed as to when services would be performed, respondents were
generally very satisfied. Almost all the respondents agreed with the assertion apart from, the
3.75 percent who generally disagreed with it. On the same index, 11.25 percent somehow
agreed, another 57.50 percent agreed while 26.25 percent strongly agreed with the assertion as

indicated in the table above.

Generally, as shown in Table 4.2, it was found that, under the reliability dimension of service

quality, respondents generally agreed to all the determinants of reliability. This gave a very
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strong indication that, they were very satisfied with First Allied, in respect of the reliability of

its customer service provision.

Table 4.3: Responsibility Dimension

Item SD D SHA A SA
Prompt services were delivered | 0 3 15 37 25

to customers 0.00% 3.75% 18.75% 46.25% 31.25%
Staff were always willing to 1 2 9 46 22

help customers 1.25% 2.50% 11.25% 57.50% 27.50%
Staff were always ready to 0 0 5 48 27

respond to customers request 0.00% 0.00% 6.25% 60.00% 33.75%

Employees instilled confidence | 0 1 8 52 19
in customers and made them 0.00% 1.25% 10.00% 65.00% 23.75%)

feel safe in their transactions

Sources: Authors’ field survey, July, 2011

Respondents generally agreed and passed First Allied on the responsibility dimension of service
quality delivery. A vast majority of respondents agreed on all constituents of this dimension.
As shown in Table 4.3, majority of the respondents were found to be either in agreement or
strongly agreed with each of the assertions under responsibility. The assertion “Prompt services
were delivered to customers” was agreed to by 46.25 percent of the respondents made up of
thirty seven (37) people. Twenty five (25) of the respondents representing 31.25 percent
strongly agreed with the assertion, with only 3.75 percent or three (3) disagreeing with the
assertion. This indicates a majority of seventy seven (77) of the respondents, or 96.25 percent

totally agreed that, prompt services were delivered to customers.

On willingness of staff to help customers, respondents overwhelmingly agreed that staff was
always willing to help customers. As shown in the table, twenty two (22) of the respondents
representing 27.50 strongly agreed while forty six (46) of the respondents amounting to 57.5

percent agreed.
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Furthermore, on the item “Staff were always ready to respond to customers request”, there was
unanimous agreement to that effect as no one held any dissenting view. Five (5) respondents
representing 6.25 percent were somehow in agreement, forty eight (48) representing 60 percent
agreed while twenty seven (27) respondents, representing 33.75 percent strongly agreed with
the assertion and thus, giving an indication that First Allied staff were always ready to respond

to customers’ request.

The subject of “Employees instilled confidence in customers and made them feel safe in their
transactions” also recorded comparable results among the respondents. It was found that, none
of the respondents strongly disagreed, however one respondent constituting 1.25 percent was
in disagreement with the assertion, eight (8) representing 10 percent somehow agreed, fifty two
(52) constituting 65 percent agreed while nineteen (19) constituting 23.75 percent strongly

agreed to the assertion

First Allied had and in place a very robust customer service training methodology which on
daily basis reminds the staff of the need to ensure that good customer service was delivered at
all times. Every member of staff was encouraged to step in where failures were envisaged. With
this arrangement in place, it was not surprising that, a very high mark was scored for the
constituents of the responsibility dimension to the effect that, customers and for that matter
respondents were generally satisfied with the element of responsibility in respect of the service

delivery of First Allied.

Table 4.4: Assurance Dimension

Item SD D SHA A SA
Employees were always 2 0 4 52 22
courteous 2.50% 0.00% 5.00% 65.00% 27.50%
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Employees were knowledgeable | 0 0 2 55 23
enough to answer customers’

questions 0.00% 0.0% 2.50% 68.75% 28.75%
Employees gave individual 0 1 9 41 29
attention to customers 0.00% 1.25% 11.25% 51.25% 36.25%

Sources: Authors’ field survey, July, 2011

The assurance dimension also witnessed a general agreement among the respondents. As
clearly shown in Table 4.4, on the item ‘Employees were always courteous’ it was found that,
respondents were generally in agreement with the assertion. Of their number, 27.50 percent

strongly agreed, while 65.00 percent agreed with only 2.50 percent strongly disagreeing.

Regarding the employees being knowledgeable enough to answer customers’ questions, there
was general agreement among the respondents chosen for this study that, employees were
knowledgeable. A little over twenty-eight percent (28.75 percent) strongly agreed with the
assertion, 68.75 percent were in agreement and 2.25 percent were somehow in agreement, the

assertion recorded no disagreement among the respondents.

The assurance index of giving individual attention to customers also saw 36.25percent
constituting twenty nine (29) of the respondents in “strongly agree”, 51.25 percent representing
forty one (41) respondents agreed with the assertion. There was however only 1 dissent or 1.25
percent. Again the overwhelming endorsement given the assurance dimension by the
respondents can be attributed largely to the effective internal or on-the-job training that First
Allied had in place. This among others ensured that, staff performed at an acceptable level of

competency.

Table 4.5: Empathy Dimension

Item SD D SHA A SA
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Employees dealt with 0 2 11 66 21
customers in a caring fashion 0.00% 2.50% 13.75% 82.50% 26.25%

Employees had the customer’s | 0 0 19 39 22

best interests at heart 0.00% 0.00% 23.75% 48.75% 27.50%
Employees understood the

needs of their customer’s 0 0 12 47 21
convenience, like business 0.00% 0.00% 15.00% 58.75% 26.25%

hours, location etc.

Sources: Authors’ field survey, July, 2011

Table 4.5 simply depicts the extent to which respondents agreed with the empathy dimension
of service quality provided by First Allied. Generally, respondents agreed on all the constituents
of the empathy dimension. On the item “Employees dealt with customers in a caring fashion”
respondents were found to be in agreement. Sixty six (66) respondents representing 82.50

percent agreed while twenty one (21) constituting 26.25 percent strongly agreed.

Moreover, on the index of “Employees had the customer’s best interests at heart”, there was
unanimous agreement. Majority of thirty nine (39) representing 48.75 percent, agreed to it
while twenty two (22) of the respondents constituting 27.50 strongly agreed with the assertion.
As indicated earlier, none of the respondents were found to be in disagreement with the

assertion.

Respondents generally felt that, “Employees understood the needs of their customer’s
convenience, like business hours, location etc.”, indeed there was no dissenting view on this
index. Twelve (12) respondents representing 15 percent were somehow agreed, forty seven (47)
representing 58.75 percent were agreed and twenty one (21) representing 26.25 percent
strongly agreed. This gives an indication of strong confirmation that, First Allied lived by its
mission statement of offering convenient access to their services to its customers. Its branches
are located very close to the business location of its customers. In instances where the customers

find themselves a bit far from the location of the branches, there is an outreach team that visits
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such customer on regular basis to transact business at the customers’ premises. With these
facilities in place, there was little wonder that, customers would score the institution high on

those indicators on the empathy dimension of First Allied service quality delivery.

Table 4.6: Tangibility Dimension

Item SD D SHA A SA
Pieces of equipment used in 0 0 13 46 21

First Allied were modern 0.00% 0.00% 16.25% 57.50% 26.25%
First Allied maintained visually | 0 0 9 44 27
appealing facilities 0.00% 0.00% 11.25% 55.00% 33.75%
Employees had neat, |0 0 4 53 23
professional appearance always | 0.00% 0.00% 5.00% 66.25% 28.75%
Visually appealing materials 0 1 8 46 25

like trade stimulants, brochures | 0.00% 1.25% 10.00% 57.50% 31.25%
etc, were associated with First

Allied’s Service

Sources: Authors’ field survey, July, 2011

The tangibility dimension describes the physical evidence or tangibles assets and appearance
of the institution. This is another area where the respondents scored very high. This confirmed
that position adopted by Wakefield and Blodgett (1999) that, customers view the tangible
aspects of the service delivery as integral part of the service and that, a higher score on tangibles
most often translates to the other aspects of the service. The reason as indicated by the review
of the reports of the marketing department may be partly due to the fact that, the marketing
department saw that as one of the major avenues of communicating with the public that, the
service quality delivered by the institution was commendable hence it had always put in a lot
of effort to ensure that, the quality of physical evidence of the institution was never
compromised upon. Clearly as shown in Table 4.6, apart from one person who disagreed with
the fact that, visually appealing materials like trade stimulants, brochures were associated with
the services of First Allied, none of the respondents held a dissenting view on any of the indices

within the tangibility dimension. On the same variable, forty six (46) respondents representing
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57.50 percent agreed that, visually appealing materials were associated with First Allied, and

twenty five (25) representing 31.25 percent strongly agreed with the assertion.

On the variable “Pieces of equipment used in First Allied were modern™, 16.25 percent of the
respondents somehow agreed with the proposition, 57.50 percent merely agreed while, 26.25

percent went for strongly agreed.

The variable, “First Allied maintained visually appealing facilities” recorded 11.25 percent for
respondents who somehow agreed with that assertion. Fifty five (55) percent agreed while

33.75 percent strongly agreed.

Moreover, the item “Employees had neat, professional appearance always” was also found to
be generally agreed upon as shown in Table 4.6, 5 percent somehow agreed, 66.25 percent
definitely agreed and 28.75 percent strongly agreed. The foregoing confirms in no uncertain

terms that, customers were very satisfied with the tangibles of First Allied.

Table 4.7: Tariffs of First Allied

Item SD D SHA A SA

I found the miscellaneous charge | 3 1 9 41 26

of First Allied acceptable as they

was found elsewhere

I found interest earned on my 0 0 13 45 22

accounts in First Allied very
favourable compared to what 0.00% 0.00% 16.25% 56.25% 27.50%

competition offered.

I found interest paid for loans 0 0 5 54 21

and other facilities at First Allied

very favourable compared to 0.00% 0.00% 6.25% 67.50% 26.25%
what competitors offered

I found the loyalty programmes I | 0 i 11 44 23
enjoyed at First Allied more

beneficial than those of 0.00% 2.50% 13.75% 55.00% 28.75%
competitors

Sources: Authors’ field survey, July, 2011
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Tariffs of First Allied were found to be generally acceptable and favourable as compared to
what is obtained in competition. Table 4.7 vividly attests to the foregoing. It is the Institutions
philosophy to deliver value for money at all times. The results of the survey simply reflect this
fact. Consequently, customers largely found miscellaneous charges and other tariffs of First
Allied acceptable. Indeed 32.5 percent strongly agreed with this position with 51.25 percent
merely agreeing. This simply shows an overwhelming endorsement of the fact that, majority of

the respondents agreed with that assertion.

Regarding interest earned on accounts in relation to what was offered in competition,
respondents unanimously agreed that, they were again in total agreement. A little over sixteen
percent (16.25 percent) somehow agreed, 56.25 percent agreed and 27.50 strongly agreed. As
intimated earlier, no dissent was recorded here. Indeed foregoing confirms the position of
Levessque and McDougall, (1996) to the effect that, customer satisfaction is likely to be
influenced by the perceived competitiveness of the interest rates. It was therefore not surprising
that, the result of First Allied’s strategy of offering value for money reflected in performance

of the institution on this index

On the interest paid on loans and other facilities, it was clearly indicated by the respondents
that, as compared to what obtained in competition First Allied was favourable. None of the
respondents disagreed with that assertion. A little above six percent (6.25 percent) somehow

agreed, 67.5 percent agreed and 26.25 percent strongly agreed.

Lastly, on the loyalty programmes enjoyed by customers, it was indicated that, that of First
Allied were more beneficial than what is obtained in competition, of which 28.75 percent
strongly agreed, 55 percent agreed while 13.75 percent somehow agreed. Only 2.5 percent of

the respondents disagreed with the assertion.
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Clearly it is been shown that, customers were very satisfied with the services provided by the

bank and indicated that, the service quality delivery they received was of a higher quality

compared to what obtained in competition.

Figure 4.3: Final Verdict of Customer Satisfaction
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Sources: Authors’ field survey, July, 2011

Overall, it was found that, customers were very satisfied with the services provided by First
Allied. As indicated in Figure 4.3, majority of the respondents, thus forty eight (48) of the
respondents agreed with assertion “Overall I was satisfied with the services of First Allied”
which represents 60 percent. Twenty five (25) of the respondents also strongly agreed with the
fact that, they were satisfied with the services provided. This category of respondents,
represented 31.25 percent. Seven (7) respondents or 8.75 percent somehow agreed. There were

no dissent as none of the respondents either disagreed or strongly disagreed.
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4.2.2 Interpretation of Analyses

All the above analyses point to the fact that, defected customers who were surveyed were indeed
satisfied customers of First Allied Savings and Loans. They consistently scored very high on

all the indicators for customer satisfaction.

4.3 Analyses of the Focus Group Discussion.

As indicated earlier, focus groups of three, comprising of seven members each, constituted the
discussion groups. The main objective was to elicit answers to the research questions posed in
the study. In the course of the discussions, a lot of data was generated. Priority was however,

given to those that directly answered the research questions for the analysis of the data. The

data was manually analysed within the context of Krueger’s continuum of ana(gsis

model. That is: Raw data — descriptive statements—

interpretation was adopted (Kruega 1994).

4.3.1 General Questions
The discussion questions posed, and the analysed results are presented below:

1. What experiences did you have with First Allied?

This was meant to be an ice-breaker to launch us into the serious discussions. The reaction of
the respondents was nostalgic. Even though comments that the answer generated were
generally favourable, care was taken not to accept them without raising questions. The reason
for this is that, culturally, people hardly expressed ill-feelings publicly when there is no
immediate cause. Even though some of the responses captured and presented below were

complementary, further probing of the issue indicated other wise.
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“Those days were really golden and we enjoyed every bit of time with First Allied”.

“Things were easier then. The processes were fluid”

“We hardly wasted time on anything. Loans were processed in record to us.”

“We and First Allied were like the cripple and the floor” — This is a literal translation of an
Akan expression which indicated how close they were with First Allied.

Further probing indicated that, the sentiments expressed were not what they actually felt at the
time they operated with operated with First Allied. It was obvious that, having had the benefit
of hindsight and experience with another institutions, they were comparing their experiences at
First Allied. with what they had had since defecting from First Allied. The positive expression
gave a tacit indication of some willingness to come back to relive the ‘golden’ experience. It
was inferred from the discussions that, even after the customers had switched, they continued
to make comparison between the performances of their last institution with the new ones they
adopted. Where the old one came out favourably, they tended to have positive feelings about

their former relationship with the old institution.

2. How would you consider your relationship with the staff and Management of First
Allied now?

This question drew many answers from the 3 groups. The answers given ranged from being
bland, or one of indifference on either party’s side. Another dimension also indicated one based
on a lot of mistrust and suspicion. Respondents were however, unanimous in stating that, the
relationship was not as cordial as it was before. Further probe into the issue revealed that, the
relationship was not as hostile as the group sought to portray. Indeed in some cases, the staff of
First Allied still visit them. The difference between then and the current situation had been that,
understandably, intimate discussion of customers’ businesses did not feature. Staff of First

Allied had also refrained from giving them much needed advise.
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It emerged from foregoing that, the relationship between staff and customers was measured not
only by the number of contacts made but the depth of interactions regarding issues deemed
important by the customers. The strained relationship mentioned above did not reflect

hostilities but reduction in the depth of the discussions they had with the staft of First Allied.

3. How have you fared since leaving First Allied?

The question was meant to find out whether they were better off now than they were with First
Allied. All the 3 groups were unanimous with the answer that, they were struggling through
with their finances. They indicated that, issues regarding availability and convenient access to
loans and overdraft facilities had not been as smooth as they were used to, in First Allied. The
vehemence and passion with which the expression was made gave a very strong indication that,

they were highly dissatisfied with the banks of Nigerian origin.

4. How do you propose to change your current position?

The question was meant to draw hints from respondents on their preparedness to go back to
First Allied given their dissatisfaction with the banks of Nigerian origin. Varied responses were
received. Their answers were suggestive of despondence. The main drift of their responses was
that, they would do their best in the current circumstances. Answers like “we are just looking
at what the lord will do” dominated the responses. Others had plans to go to other financial
institutions. In probing further, it came to light that, majority of them had already left the banks
of Nigerian origin. It was observed that, even though they still found First Allied better
alternative than what the banks of Nigerian origin offered, nobody in the three discussion
groups mentioned First Allied as the logical alternative to their current predicaments. This
obviously at variance with Anderson and Narus (1990)’s position that, ‘customer might be

dependent on a service provider because of lack of superior competition in the industry and
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that, even if customers are not satisfied with the current providers they stay because it is still
better than the alternatives’. Reactions of the focus groups showed that what Anderson and
Narus (1990) established was not one directional or absolute. If it was, The defected customers
in the focus group discussion would have found First Allied a better alternative and reverted to

it.

4.3.2 Why did you decide to defect from First Allied.

This question directly answered a research question. The question tried to elicit from them why
they had to defect from First Allied when all indications proved that, they were satisfied

customer.

There was some unanimity about the fact that, they had speculated that, because the banks of

Nigerian origin were new, they would offer superior services to that of First Allied.

It was also stated and agreed to by most of the customers that, the banks Nigerians origin
deceived them into thinking that, they (the banks of Nigerian origin) would grant easier access

to bank facilities than what First Allied had so far done for them.

It also came out of the discussions that, they had anticipated that they would be more visible
with the new banks. All of the participants in the discussion agreed that, with a new place where
the customers were not many, they would be better noticed by the authorities and be considered
as part of their growth story. Another dimension of this was that, as pioneers they expected to

be accorded more privileges.

Curiosity was another reason cited for the movement. Indeed the respondents conceded that,
they had no information about the offering and the track records of the banks of Nigerian origin
and so they just went in to find out what was happening there. They only decided to stay when

officers of First Allied found out and reacted adversely.
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Some participants in the discussion used folklore and Akan wise saying to justify or explain the

reason why they left.. Expressions like:

“When there are many towns you don’t just stay in one and be disgraced there”, “You can only
decide on the best market after you have visited all of them” and “If you are dreaded by divorce

you won’t have a good marriage” were used to explain why they defected.

Unbridled desire to access money was gleaned from their reaction. Some of the participants
contended that, as businessmen and women, they should always gravitate towards where
money was and so, if the banks of Nigerian origin were to make them any offer, comparable to
what First Allied would give, they would have had. twice as much as First Allied alone would
give. This view was supported by majority of the participants. Coming close to the heels of the
foregoing was the point that, some participants felt their insatiable desires regarding access to
finance could not be possibly met by one institution. The above responses from the discussion
indicate that, there is no thing as blind loyalty. Indeed a customer will always seek his interest

first and that, anything that is not in his interest is of less significance to him or her.

When the subject of why they left was further interrogated all the groups confirmed that they
were satisfied with the services of Fist Allied. In spite of the foregoing, almost all respondents
remembered some episodes of dissatisfaction but added that they such issues were resolved to
their satisfaction. This effectively confirms the position of Levesque and McDougall, (1996)
that when complaints are effectively resolved, customers won’t defect. Indeed the customers
confirmed that, they did not leave because of the episodes of

dissatisfaction, The episodes of dissatisfaction mentioned included, duplication of charges by
the ‘Banker’s Realm’ the banking software used by First Allied. Turn around time was also an
issue. That happened when the server went down. In another instance customers had been

served by new staff member who did not have answers to customers/ questions. It should be
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observed that, all the above conformed to the Keaveney (1995)’s model on customer defection.
In the case of First Allied however, the customers did not defect because, the service recovery
task was excellently executed. This thus affirmed once again, the position of Levesque and

McDougall (1996) on effective resolution of customer complaints.

4.3.3 Will you consider coming back to First Allied?

This was a major research question which also sought to elicit from the respondents, the factors
that will make them to go back to their financial institution after defecting. It was also meant

to find out the conditions and circumstances that will make them to go back.

The question attracted varied reactions were received. First the respondents felt the relationship
between the officers of First Allied and themselves had been marred and so going back would
be difficult. They would however go back when candid overtures were make by officers of First

Allied. As some of them put it,

“When approached we will let sleeping dogs lie and rejoin the family”,

“All we need is to be approached to confirm that, really First Allied needs us and will welcome

us once we come back”.

“Once we are sure that we won’t be derided, we will be more than prepared to go back”.

“When a child urinates on the mother’s laps, the laps are not cut away so lets know we are still

welcome and we will come back™

“Our coming back depends on how the officers of the First Allied will treat us. Once that

assurance is given, we will come back”
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“My brothers used folklore to explain why we left. I believe you can could have also used
folklore to prevent us from going in the first place. After all, you only produce foam from your

urine when it is directed to a spot”.

There were however very few customers who still had chips on their shoulders. They were not
prepared to swallow their pride. From these very few customers, answers like, “only dogs vomit

and eat the vomit” were received from them.

On the whole it was gathered through the discussion that, satisfied customers who defect will

ordinarily come back once approached and made to feel welcomed by the staft of First Allied.

4.3.4 How did you feel when you had to leave First Allied ?

The purpose of this question was to elicit from customers the state of mind that they carry when
they defected. It was to help fashion out an appropriate approach to make such customers
change their minds and come back. It was realized that, ordinarily, they harboured no feelings
about having to defect to another institution. They primarily saw it as a course of business and
so, according to the overriding majority view, “its was all part of it”. Only two members of the
group had a different opinion. According to them, they felt guilty whenever they met officers

of First Allied and this was primarily because of the relationship that they had with them.

Essentially, customers did not feel bad when they defected. Any feeling they had about their
actions comes about because of their relationship with the officers of First Allied. The crux of
the matter was that, the customers will do anything to pursue their interest. Anything that did

not further the interest of the customer is of no importance to them.

4.3.5 What would have prevented you from defecting from First Allied?
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This question was raised to find out from them if it would have been possible to stop the

defection in the first place and what could have been done differently.

It came to light that, since they did not have much information about the banks of Nigerian
origin, if the officers of First Allied had informed them about the banks of Nigerian origin, their
curiosities would have been satisfied. There would not have been the need for any defections.
The point was also made that; they needed to be reminded of the privileges they enjoyed
constantly. Once that sank deep they would not have taken those privileges for granted and
would have remained with First Allied. Again, they would think twice if they had to do anything

that would put their privileges in jeopardy.

It was rather surprising that none of the participants mentioned any of the factors mentioned in
literature as factors that promote customer loyalty and retention. The reason for this, as inferred
from their contribution was that, those were issues they had taken for granted. To them, that

was their barest expectation any bank.

4.3.6 Any other issues worth raising or discussing.

At this point, participants conceded they had discussed all that, there was to with us. They were

grateful for the opportunity granted for them to air their side of the story at that forum.
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CHAPTER FIVE

SUMMARY OF FINDINGS, RECOMMENDATIONS AND CONCLUSION

5.0 Introduction

This section examines the finding made out of the entire study, recommendations to ensure

better customer care and retention, and the conclusion of the study.

5.1 Summary of Findings
Findings made out of the study are presented below. The findings are broken into two parts.
The first part is findings that answered the research questions the second part covers other

findings made in the course of the study.

5.1.1 Defection of Satisfied Customers

The study confirmed that, the customers who defected from First Allied, were indeed satisfied
customers. This goes contrary to preponderance of literature of the subject matter which point
to the fact that, customer satisfaction leads to customer loyalty. While this is true the study
discovered that a lot of factors would prompt satisfied customers to defect. These are treated

below:

5.1.2 Why did the Satisfied Customers Defect From First Allied?

A number of reasons were given as the reasons for defection. These were, to satisfy their
curiosities and to know what is happening in other institutions.

Another was speculation; they felt that as new institutions, the banks of Nigerian origin would

grant easier access to loans and other allied facilities than First Allied would.
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It was also seen as an Opportunity to gain visibility and grow with the new banks so as to enjoy

the privileges that would go with that.

Some felt that, as pioneers they would be accorded certain privileges that, First Allied would
not offer.

In other cases customers had just gone to savour the services of the banks of Nigerian origin
but decided to stay permanently when officers of First Allied found out and reacted adversely.
The influence of folklore and traditional wise saying played a role in the defections. Some of
such saying justified the defections.

Another reason was that, some of the defectors felt their demands were such that, one institution

could not meet them fully and hence their gravitation towards the banks of Nigerian origin.

5.1.3 Will Defected Customers of First Allied Come Back?

On the whole it was gathered through the discussion that, satisfied customers who defected will
ordinarily come back when approached and made to feel welcomed by the staff of First Allied.
Staff and Management of First Allied must however avoid making such customer feel

unwanted. Once they are welcomed with open arms, they will return.

5.1.4 How Do Customers Who Defect Feel ?

Defectors habourd no ill-feelings about sending their businesses elsewhere. They did not also
feel guilty about that. It was business as usual to them. Ill-feelings came in when officers of the

institution found out and reacted negatively.

5.1.5 How Can Satisfied Customers’ Defection Be Prevented?

It came to light that, if information about the banks of Nigerian origin had been given to the
customers, they would not have defected. They also intimated that, if they had been reminded

continuously about the privileges they enjoyed at First Allied, they would not have defected.
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5.2.1 Other Findings

Other findings made out of the study are presented below:

5.2.2 Critical Incidents Did Not Fade Off

It came out of the study during the focus group discussion sessions that, critical incidents did
not fade off. Even though the subjects of the study did not defect because they were

dissatisfied, they still recounted incidents that did not please them.

5.2.3 Comparison With the Past

It was discovered out of the focus group discussions that, when the satisfied customers defected,
they compared their respective experiences with that of First Allied. As it turned out, their
disposition towards First Allied was positive, the propensity to re-engage with First Allied was

found to be high.

5.2.4 Blind Loyalty

It came out during the study that, there was no such thing as blind loyalty and that; customers
would stay with an institution for as long as they got what they wanted. They would always

gravitate towards any institution that they would give them what they wanted.

5.2.5 Depth of Customer Interaction

It came out of the focus group discussions that, customers appreciated the depth of their

interactions with staff better than the frequency of contacts. It became obvious that, because
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staff did not discuss, details of customers’ business after they had defected, the customers

misinterpreted that to be strained relationship.

5.3 Conclusion

It has emerged from the study that, it is possible for satisfied customers of one bank to defect
to another bank for many reasons. First Allied should therefore, not take it for granted that,
once its customers are satisfied, they will not defect. Indeed such customers must be continually
reminded of the quality of services and the privileges they enjoy with First Allied. They must

also be briefed about what competitors offer so that, they will not be attracted to competitors.

5.4 Recommendations.
This part of the discourse looks at the researcher’s recommendations to both Fist Allied and
marketing practitioners on one hand, and the academic researchers on the other. By default all

recommendations made to First Allied also apply to marketing practitioners.

5.4.1 First Allied

Armed with the fact that, customer satisfaction may not necessary lead to loyalty, the following
recommendations are made to marketing practitioners to enable them to hold on to their

customers.

5.4.1.1 Dissemination of Information
It is recommended that, where there is an urge over competitors, Sales and Marketing
practitioners should persistently remind their customers about the privileges they enjoy as

against what is offered by their competitors. Marketing practitioners must take advantage of all
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media of communication available to them and make appropriate use of same for good effect.
Practitioners must also continually inform their customers about what their competitors offer.
When this is done, their customers will not give in easily to deceits. observed in the case of

satisfied customers of First Allied.

With its experience with the defection of satisfied customers, First Allied should keep close
touch with its customers and continually remind them about the kind of privileges they enjoy
with them. There should also be regular customer durbars to discuss customer concerns. During
such fora, First Allied must take advantage of the customer numbers and remind them of their

unique privileges.

5.4.1.2 Appropriate Use of the Market Intelligence Machinery

Effective information about competition will be available to institutions if they have effective
market intelligence systems in place. This way, relevant available information about new
competitors should be easily repackaged by First Allied and made available to customers in a
way that will put the institution in a better light. This will be more effective in instances where

First Allied has an urge over competitors.

5.4.1.3 Handling of ‘Renegade’ Customers

Where discoveries are made about customers attempting to defect, such customers must be
received with open arms by First Allied staff and management. They should also show affection
and give such customers, the assurance that, they are still valued by them. Creating adversaries

out of such situations does no good to anybody.
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5.4.1.4 The Use of Folklore and Wise Sayings

It also recommended that, First Allied must employ the use of folklore and local wise sayings
in their messages to engender loyalty. It emerged through the focus group discussion that,

customers really attach some importance to them.

5.4.1.5 The Use of Benchmarks

It came out during the study that, the use of benchmarks, helped First Allied to largely satisfy
its customers. Setting benchmarks and striving to achieve the set standards, helped First Allied
to withstand competition. Even when customers had defected, First Allied still appealed to them
as a better alternative. First Allied should therefore continue to set and apply the high standards

to its activities. This will go a long way to satisfy the customers that these institutions serve.

5.4.1.6 Maintain the Depth of Customer Interaction.

The depth of customer interaction must be maintained at all times by First Allied. This will
leave no room for any customer to misinterpret any change in the level of interaction to be
strained relationship. Where the depth of interaction is maintained, it becomes easier for

officers of First Allied institution to win such customers back in case of any defections.

5.4.1.7 Good Service Recovery System

As it was seen in the literature and confirmed by the study how an institution handles customer
complaints goes a long way to determine how irate customers react. This can change
dissatisfied customer’s disposition (Levesque & McDougall 1996). First Allied must therefore

strengthen its service recovery efforts.
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5.4.1.8 Customer Service Training

We also recommend that, First Allied strengthens its staff training in good customer service
delivery. As we saw from the study, its ability to satisfy its customers, was largely because they
had a policy in place to train its staff to an acceptable level of competence. The should not

relent in the aspect of staff training

5.4.1.9 Pursue Defectors

After customers had switched, they do not close the door. They continue to make comparison
between their experience with the old institution and the new one. If they find the old better
than the new one, barring any ego issues they would come back when approached. Financial
institutions and First Allied particularly must make it a policy to pursue defected customers till

they come back.

5.4.2 Academic Researchers

As indicated early on in the study, the scope applied in the research was limited. This also limits
the generalisability of the results of the study as well. Replication in other contexts may

therefore be needed to assess the generalisability of the findings and conclusions.

On the account of the foregoing, it is recommended that the study be continued with an
expanded scope to test the generalisability of the findings made in this study. The study also

creates avenues for behavioural scientist to research other perspectives of the “Skinner box”.

REFERENCES

Ahmad, R. and Buttle, F. (2001). Customer Retention: a potentially potent marketing
management strategy. Journal of Strategic Marketing, vol. 9, pp. 29-45

Ahmad S.(2002). Service failures and customer defection: a closer look at online shopping
experiences. Managing Service Quality, vol 12 no 1, pp 19-29.

75



Anderson, E. and Sullivan, M. (1993). The antecedents and consequences of customer
satisfaction for firms. Marketing Science Journal. Vol 12 nol pp 125-143

Anderson, E.W., Fornell, C., and Lehnmann, D.R. (1994). Customer satisfaction, market
share, and profitability. Journal of Marketing, vol 58 no 3 pp 53—66.

Banwari and Walfried Lassar (1998), “Why do Customers Switch? The Dynamics of
Satisfaction versus Loyalty,” Journal of Services Marketing, Vol.12, No.3, pp 177-192.

Bendapudi, N and Berry L. L. (1997), “Customer Receptivity to Relationship Marketing,”
Journal of Retailing, vol 73 nol, pp 15-37.

Berry, and A. Parasuraman (1991)"The Behavioral Consequences of Service Quality", Journal
of Marketing, Vol. 60, No. 2 pp 31-46,

Bitner and Hubbert, (1994), “Encounter satisfaction versus overall satisfaction versus quality”” The
customer's voice. In: Rust, R.T, Oliver, R.L. (Eds.), “Service quality: new directions in antheory
and practice”, Sage, London. (2000) pp. 72-94.

Bitran, G and Lojo, M. (1993), "A framework for analysing the quality of the customer
interface", European Management Journal, Vol. 11 No.4, pp.385-96.

Brogowicz A, Delene L and Lyth D (1990). A Synthesised service quality model with

managerial implications. International Journal of Service Industry Management, vol 1 nol, pp
27-45.

Buzzell, R.D., Gale, B.T., The PIMS Principles, Free Press, New York, NY. (1987) pp 134-
142

Colgate, M. and Lang, B. (2001). Switching Barriers in Consumer Markets: An Investigation
of the Financial Services Industry, Journal of Consumer Marketing, Vol. 18 No. 4, pp 332347

Colgate, M., Stewart. K. and Kinsella, R. (1996), **Customer defection: a study of the student
Market in Ireland”. International Journal of marketing, vol.14 Nol, pp 23-29

Cronin, J. Brady, M.K. and Hult, G.T. (2000), “Assessing the effects of quality, value and
customer satisfaction on customer behavioural intentions in service environments”, Journal of
Retailing, Vol. 76 Issue 2, pp.193-214.

Day, S., (1969). "A Two-Dimensional Concept of Brand Loyalty", Journal of Advertising
Research, Vol. 9, No. 3 pp 29-35,

76



First Allied Market Research Report —August 2010

First Allied marketing research reports ( 2006-2009)

Fornell, C. and Wernerfelt, B. (1987), “Defensive marketing strategy by customer complaint

Fornell, C. A(1992) National Customer Satisfaction Barometer: The Swedish Experience. —
Journal of Marketing, Vol.56, no 4 pp. 6-21.

Frost, F.A., Kumar M (2000) INTERSERVQUAL — An Internal Adoptation of the GAP model
in a large service organisation. Journal of Service Marketing. Vol 14 no4/5 pp 358-377

Gefen, D. (2002) Customer Loyalty in E-Commerce, Journal of the Association for
Information systems, Vol. 3:27-51,

Gerrard, P., Cunningham, J.B. (1997), "Islamic banking: a study in Singapore", International
Journal of Bank Marketing, Vol. 15 No.6, pp.204-16.

Goode, M, Moutinho, L. (1995), "The effects of free banking on overall satisfaction: the use

of automated teller machines", International Journal of Bank Marketing, Vol. 13 No.4,
pp-3340.

Grisaffe, D., "Loyalty 2001. - Attitude, Behavior, and Good Science: A Third Take on the
NealBrandt Debate", Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior,
Vol.14 no 4 pp55-59,

Gronhaug, K. and Gilly, M.C. (1991), "A transaction cost approach to customer dissatisfaction
and complaint actions", Journal of Economic Psychology, Vol. 12 No.1, pp.165-83.

Gronroos, C. (1982), "Relationship marketing: the Nordic School perspective", in Sheth, J.N.
and Parvatiyar, A. Handbook of Relationship Marketing, Sage Publications,Thousand Oaks,
California, (1998) pp. 95-117.

Gronroos, C., Service Quality: The Six Criteria of Good Service Quality: Reviews of Business,
St John's University Press, New York, (1988) pp 96-102,

Gwinner, K. P., Gremler, D. D. ,Bitner, M. J., (1998). Relational benefits in services

industries: The customer's perspective. Journal of the Academy of Marketing Science vol 26
no2 pp 101-114.

77



Hallowell, R, (1996). The Relationships of Customer Satisfaction, customer loyalty, and
profitability: an empirical study. International Journal of Service Industry Management Vol 7
No 4 pp 27-42

Hart, C.W.L., Heskett, J.L., and Sasser, E.W.J. (1990). The profitable art of service recovery.
Harvard Business Review, May/June, pp148—156.

Heskett, J.L., T.O. Jones, G.W. Loveman W.E.J. Sasser, and L.A. Schlesinger, (1994). "Putting
the Service- Profit Chain to Work", Harvard Business Review, Feb/March pp164174,

Healy, T. J. (1999). Why You Should Retain Your Customers. America's Community Banker,
vol 8 no9 pp. 22-26.

Hirschman, A. O.(1970) . Exit, Voice, and Loyalty: Responses to Decline in Firms,
Organizations, and States. Cambridge, MA: Harvard University

Homburg, C. and. Giering A (2001) , "Personal Characteristics as Moderators of the Relationship
between Customer Satisfaction and Loyalty - an Empirical Analysis", Journal of Psychology and
Marketing, Vol. 18, No. 1 pp43-66,

Hull, L. (2002). Foreign-owned Banks: Implications for New Zealand's Financial Stability.
Discussion Paper Series, DP2002/05.

Jacoby, J. and D.B. Knyer, (1973). "Brand Loyalty vs. Repeat Purchasing Behavior", Journal
of Marketing Research, Vol. 10, No.l:pp1-9,

Johnston, R. (1995), “The determinants of service quality: satisfiers and dissatisfiers”,
International Journal of Service Industry Management, Vol.6 No.5, pp. 53-71.

Jones, M., Mothersbaugh, D. and Beatty S. (2000) “Switching barriers and repurchase
intentions in services.” Journal of Retailing Vol 76, no 2, pp 259-276

Jones, T.O., and W. E. Sasser.1995. Why satisfied customers defect. Harvard Business Review
vol. 102 no 4 pp 88-99

Kaynak, E., and Kucukemiroglu, O. (1992). Bank and Product Selection: Hong Kong. The
International Journal of Bank Marketing, vol 10 no 1, pp. 3-17.

Keaveney, S.M. (1995), “Customer switching behaviour in the service industries: an
exploratory study”, Journal of Marketing, Vol. 59, Spring, pp. 71-82

78


http://en.wikipedia.org/wiki/Albert_O._Hirschman
http://en.wikipedia.org/wiki/Albert_O._Hirschman
http://en.wikipedia.org/wiki/Albert_O._Hirschman

Khirallah, Kathleen (2005), “Customer Loyalty in Retail Banks: Time to Move Beyond Simple
Programs or a Product Orientation.” View point Issue 127. Tower Group.

Kotler P. and Keller K.L. Marketing Management, Prentice-Hall, Upper

Saddle River, NJ(2006)

Kristiansen, K. Hans, J J and Peder Ostergaard (2001), “CustomerSatisfaction: Some Results
for European Retailing,” Total Quality Management, Vol. 12, No. 7/ 8, pp. 890-897.

Krueger, RA (1994) Focus Groups: A Practical Guide for Applied Research. Thousand Oaks,
CA: Sage Publications

LeBlanc, G., Nguyen, N. (1988), "Customers’ perceptions of service quality in financial
institutions", International Journal of Bank Marketing, Vol. 6 No.4, pp.7-18.

Lehtinen, U and Lehtinen, J.R. (1982), Service Quality: A Study of Quality Dimemsions,
Service Management Institute, Helsinki.

Levesque, T. and McDougall, G.H.C. (1996), “Determinants of customer satisfaction in retail
banking”, International Journal of Bank Marketing, Vol. 14 No. 7, pp. 12-20.

Marshall, C. and Rossman, G.B. (1999), Designing Qualitative Research, SAGE Publication,
Inc.3".

Neslin, S. A., Grewal D., Leghorn R., Shankar V., Teerling M. L., Thomas J. S., Verhoef P.
C. (2006), “Challenges and Opportunities in Multichannel Management.” Journal of. Service
Research vol 9 no 2 pp 95-113.

O’Brien B. and Jones C. (1995) , “Do Rewards Really Create Loyalty” , Harvard Business

Review, May-June. pp 75-82.

O'Malley, L. (1998), "*Can loyalty schemes really build loyalty?", Journal of Marketing
Intelligence & Planning, Vol. 16 No. 1, pp. 47-55.

Page, T.J, and Spreng P.A. (2002), “Difference scores versus direct effects in service quality
measurement” Journal of Service Research, Vol.4, No.3.

79



Page, M., Pitt, L. and Berthon, P. (1996), " Analyzing and reducing customer defection",
Journal of Long Range Planning, Vol. 29 No. 6, pp. 821-824.

Parasuraman A., Zeithaml V.A and Berry, L.L.(1985)” A Conceptual Model of Service Quality
and its implications for future Research”, Journal of Marketing, Vol.49, Fall, pp.4150.

Parasuraman et al.(1988), “SERVQUAL: a multiple-item scale for measuring consumer
perceptions of service quality”, Journal of Retailing, vol 64 nol pp 12-40.

Peter, J. P., Olson. J. C. “Consumer behavior and marketing strategy, Irwin, Chicago”, IL.

(1996), 4™ Edition p. 509.

Ping, R. A. Jr. (1993), "The Effects of Satisfaction and Structural Constraints on Retailer
Exiting, Voice, Loyalty, Opportunism, and Neglect," Journal of Retailing, Vol 69 (Fall), pp
320-352.

Ranaweera, C. and Prabhu, J. (2003) "On the relative importance of customer satisfaction and
trust as determinants of customer retention and positive word of mouth."Journal of Targeting,
Measurement and Analysis for Marketing, vol 12 nol pp 82-90

Richens, M.L (1983), "Negative word-of-mouth by dissatisfied consumers: a pilot study", Journal
of Marketing, vol 22 no 4 pp.69.

Reichheld, F.F. and W.E. Sasser, (1990). "Zero Defections: Quality Comes to Service,"
Harvard Business Review, July/August pp105-111,

Reichheld, F. (1996), ""Learning from customer defections", Harvard Business Review, Vol.
May/June , pp. 56-67.

Reichheld, F. F and Kenny, D. (1990). The Hidden Advantages of Customer Retention. Journal
of Retail Banking, vol 12 no 3 pp. 19-23.

Reichheld, F.F. and P. Schefter (2000). "E-Loyalty: Your Secret Weapon on the Web," Harvard
BusinessReview, , Nov/Dec. pp 105-113,

Rousseau, D. M., S. B. Sitkin, R. S. Burr and C. Camerer. (1998). "Not So Different After All:
A Cross-discipline View of Trust." Academy of Management Review 23: pp393-404.

Reichheld, F. F and Kenny, D. (1990). The Hidden Advantages of Customer Retention. Journal
of Retail Banking, pp. 19-23.

80



Ross Joel E.(1995) ‘Total Quality Management: Text Cases and Readings.2"¢ Edition, St. Lucie
Pres, New York

Rust, R. and Zahorik, A. (1993). Customer Satisfaction, Customer Retention and Market Share.
Journal of Retailing, vol 69 no2, pp.193-215.

Santos (2003) Santos J (2003). E-service quality: a model of virtual service quality dimensions.

Managing Service Quality, vol13 no3,pp 233-246.

Saunders, M., Lewis, P. and Thornhill, A. (2007). Research methods for business students, 4
edition.Harlow: Financial Times/Trentice Hall.

Singh, Jagdip and Deepak Sirdeshmukh (2000), "Agency and Trust Mechanisms in Consumer
Satisfaction and Loyalty Judgments," Journal of the Academy of Marketing Science, vol 28
nol0 pp 150-167.

Smith A.K. and Bolton R.N. (1998) "An Experimental Investigation of Customer Reactions to

Service Failures: Paradox or Peril?" Journal of Service Research, Vol 1 No 1, pp. 65-81

Smith A.K., Bolton R.N. and Wagner J. (1999) "A Model of Customer Satisfaction with

Service Encounters Involving Failure and Recovery", Journal of Marketing Research, Vol 36
pp 68-87

Spreng, R.A, MacKenzie, S.B., Olshavsky, R.W. (1996), "A re-examination of the determinants
of consumer satisfaction", Journal of Marketing, Vol. 60 No.3, pp.15.

Stauss, B., Chojnacki, K., Decker, A., Hoffman, F., (2001), “Retention effects of a customer
club”, International Journal of Service Industry Management, Vol. 12, No. 1, pp. 7-19

Storbacka, K., Strandvik, T., Gronroos, C. (1994), Managing Customer Relationships for Profit:
The Dynamics of Relationship Quality. — International Journal of Service Industry
Management, Vol.5, No.5, pp. 21-38.

Subkhan, F. ,(2005) Loyalty of Banking Customers: from Rational, to Emotional and
Spiritual InfoBankNews.com at http://www.markplusinsight.com/pdf-file/Rational-
toEmotional-Spiritual.pdf accessed 4/7/11 at 14:24 hrs

81



Sweeney, J., Swait, J. (2007), "The effects of brand credibility on customer loyalty", Journal of
Retailing and Consumer Services, available at:
www.elsevier.com/wps/find/journaldescription.cws_home/30446/description#description
(accessed April 12, 2011 at 18:35)

Trubik, E. and Smith, M. (2000), “Developing a model of customer defection in the Australian
banking industry”, Managerial Auditing Journal, Vol. 15 No. 5, pp. 199-208.

Wakefield, K.L., Blodgett, J.G. (1999), "Customer response to intangible and tangible service
factors", Journal of Psychology and Marketing, Vol. 16 No.1, pp.51-68.

Yang, Z., Cai, S., Zhou, Z., Zhou, N. (2004), "Development and validation of an instrument to
measure user perceived service quality of information presenting web portals", Journal of
Information & Management, Vol. 42 No.4, pp.575-89.

Yi, Y., and Jeon, H. (2003), ‘Effects of Loyalty Programmes on Value Perception,
Programme Loyalty, and Brand Loyalty,” Journal of the Academy of Marketing Science, vol
31 no3 pp 229-240

Yin, R.K (1994) “Case Study Research-Design and Methods”, Applied social Research
Methods. Series, 5, 2™ ed. Sage, Newbury Park, CA.

Zeithaml, V.A., Parasuraman, A., & Malhotra, A. (2001). Service quality delivery through web
sites: A critical review of extant knowledge. Journal of the Academy of Marketing Science,
vol 30 no 4, pp 362-375.

Zeithaml, V.A., L.L. Berry, (1996) "The Behavioral Consequences of Service Quality",
Journal of Marketing, Vol. 60, No. 2 pp 31-46, INTERNET RESOURCES

http://www.wisegeek.com/what-is-the-difference-between-quantitative-and-qualitativeresearch.htm

accessed 01/08/11 at 15:09 hrs)

82


http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://dx.doi.org/10.1016/S0378-7206(04)00073-4
http://www.wisegeek.com/what-is-the-difference-between-quantitative-and-qualitative-research.htm

Appendix 1 RESEARCH QUESTIONNAIRE FOR CUSTOMERS OF FIRST ALLIED
SAVINGS AND LOANS LIMITED

Dear Sir/Madam,
I am a final year MBA student at KNUST conducting research on the topic: UNCOVERING

THE INVISIBLE DRIVERS OF SATISFIED CUSTOMERS’ DEFECTION IN FIRST
ALLIED SAVINGS AND LOANS LIMITED.

I should be grateful if you would take few minutes of your time to answer the following
questions. It is purely for academic exercise and I can assure you that, all information you
provide will be treated in the strictest confidence.

Thank you for your assistance.

J. E. Essandoh
(MBA II - KNUST)

Tel.:020-8122051

(A) PERSONAL DATA

1. Please indicate your gender status.
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a. Male

b. Female
2. Please indicate your last educational qualification obtained.
a. Secondary
b. Tertiary
c. Post graduate
d. Professional
e. Others, please specify......cccereriveriecieneseeceseiserenee

3. For how long did you operate with First Allied before leaving?

a. 0-1lyear

b. 2-4years
c. 5-7years
d. 7 +years

4. Please indicate your Age?

a. 18-25 years

b. 26-35 years

c. 36-45 years

d. 46-55 years

e. 56-65 years

f. 66 years and above

(B). ASSESSMENT OF RELIABILITY
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Please indicate the extent of your agreement or otherwise with the following statements.

5. First Allied provided all its services as promised
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a. strongly agree
b. lagree

c. Somehow agree
d. ldisagree

e. |strongly disagree

6. Staff were dependable in handling customer’s service problems.

a. |strongly agree
b. lagree
c. Somehow agree

d. ldisagree e | strongly disagree

7. Services were delivered at the promised time

o

| strongly agree
b. lagree

c. Somehow agree

o

| disagree e | strongly disagree

8. Asfar as | know, First Allied maintained error-free records

a. |strongly agree
b. lagree

c. Somehow agree
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I
d. disagree e | strongly disagree

9. Customers were informed as to when service will be performed
a. |Istrongly agree
b. lagree
c. Somehow agree

d. ldisagree e | strongly disagree

(C). ASSESSMENT OF RESPONSIBILITY

10. Prompt services were delivered to customers.

a. | strongly agree

b. | agree

C. Somehow agree

d. | disagree e | strongly disagree

11. Staff were always willing to help customers

L

| strongly agree
b. lagree

¢c. Somehow agree

=

| disagree e | strongly disagree

12. Staff were always ready to respond to customers request.

a. |strongly agree

b. agree

c. Somehow agree

d. Idisagree e | strongly disagree
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I
13 Employees instilled confidence in customers and made them feel safe in their transactions

a. |strongly agree
b. lagree
c. Somehow agree

d. Idisagree e | strongly disagree

(D). ASSESSMENT OF ASSURANCE

14. Employees were always courteous

a. |strongly agree
b. lagree
c. Somehow agree

d. |disagree e | strongly disagree

15. Employees were knowledgeable enough to answer customers’ questions

a. |strongly agree
b. |agree
c. Somehow agree

d. disagree e | strongly disagree

16. Employees gave individual attention to customers

a. |strongly agree
b. Iagree

c. Somehow agree
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I
d. ldisagree e | strongly disagree

(E). ASSESSMENT OF EMPATHY

17. Employees dealt with customers in a caring fashion

a. |strongly agree
b. lagree
c. Somehow agree

d. |ldisagree e | strongly disagree

18. Employees had the customer’s best interests at heart

a. |strongly agree

b. |agree
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agree
c. Somehow

d. ldisagree e | strongly disagree

19. Employees understood the needs of their customers’ convenience like business hours

a. |strongly agree
b. Iagree
c. Somehow agree

d. ldisagree e | strongly disagree

(F). ASSESSMENT OF TANGIBLES

20. Pieces of equipment used in First Allied were modern.

5Y

| strongly agree

o

| agree

c. Somehow agree

o

| disagree e | strongly disagree

21. First Allied maintained visually appealing facilities.

a. |strongly agree
b. lagree

c. Somehow
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agree
d. ldisagree e | strongly disagree

22. Employees had neat, professional appearance always

o

| strongly agree

o

| agree

c. Somehow agree

o

| disagree e | strongly disagree

23. Visually appealing materials like trade stimulants, brochures etc. were associated with First

Allied’s service.

a. |strongly agree
b. |agree
c. Somehow agree

d. Idisagree e | strongly disagree

(G). ASSESSMENT OF TARIFFS

24. | found the miscellaneous charges of First Allied acceptable as they compared favourably

with what obtains elsewhere..
a. |strongly
b. lagree

c. Somehow agree
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agree
d. ldisagree e | strongly disagree

25. | found interest earned on my accounts in First Allied very favourable compared to what

obtained in competition.

a. |strongly agree
b. Iagree
c. Somehow agree

d. Idisagree e | strongly disagree

26. | found interest paid for loans and other facilities at First Allied very favourable compared to

what obtained in competition.

a. |strongly agree
b. |agree
c. Somehow agree

d. Idisagree e | strongly disagree

27. | found the loyalty programmes | enjoyed at First Allied more beneficial compared to what

Completion offered.
a. |strongly
b. Iagree
c. Somehow agree

d. |disagree e | strongly disagree

(G) FINAL VERDICT
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agree
28. Overall | was satisfied with the services of First Allied.

a. |strongly agree
b. lagree
c. Somehow agree

d. Idisagree e | strongly disagree

Appendix 2

OPENING STATEMENT FOR THE FOCUS GROUP DISCUSSIONS
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Thank you all for coming. As indicated to you earlier, this is an academic research process.
You were selected on the basis of an indication we had out of the first interview. There is going
to be an open discussion of issues. We encourage each and everyone to speak out and
contribute as the issues are raised. I would like to state again that it is purely for academic
purpose and every thing said here would be held in the strictest confidence. Thank you once
again for agreeing to participate.

KWAME NKRUMAH UNIVERSITY OF SCIENCE AND TECHNOLOGY
COLLEGE OF ARTS AND SOCIAL SCIENCES
SCHOOL OF BUSINESS

FGD Discussion Guides and Probes for satisfied customers’ defection
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Core Questions

Areas to probe

General Questions
How was your experience with First Allied?

How would you consider your relationship with the
staff and Management now?

How have you fared in business since you left First
Allied?

How do you propose to move from your current
position?

Probe all reactions deeper for specific answers
to all general reactions

Exiting

Why did you decide to defect from First Allied

Probe into specifics and emphasise on :

Push factors

Pull factors

Re-instate

Will you consider coming back to First Allied?

Probe for circumstances

Probe for conditions

Probe for pride issues

Probe for expectations

Probe for extraneous issues
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Conscience Probe for personal guilt
How did you feel when you had to leave?

Probe for instances where staff members are
met

Probe for relationship with First Allied staff

Probe for

Preventive Measures

What would have prevented you from defecting? Probe for both tangible and intangible issues
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