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Abstract 

This study investigated the influence of service quality dimensions on customer satisfaction: 

empirical evidence from selected new generation banks in Anambra State of Nigeria. The 

study ascertained the extent reliability of service, assurance of service, tangibility of service, 

empathy of service and responsibility of service influence customer satisfaction with bank 

services. Relevant literature was reviewed conceptually, theoretically and contextually. The 

study adopted a survey research design method. The population size was unknown while the 

sample size was 384. A convenience sampling technique was adopted. Data were sourced 

primarily using the questionnaire. A Cronbach alpha average coefficient value of 0.728 

confirmed the reliability of the research instrument. Data generated from the respondents 

were presented in tables. Pearson correlation coefficient was used to establish the 

relationship between the dependent and independent variables. Multiple regression analysis 

statistical technique was used to test the five formulated hypotheses at 5% level of 

significance. The findings showed that service reliability had a significant and positive 

influence on customer satisfaction with bank services. The study discovered that service 

assurance also had a significant and positive influence on customer satisfaction with bank 

services. The findings showed that tangibility of service had a significant and positive 

influence on customer satisfaction. The findings discovered that empathy of service had a 

significant and positive influence on customer satisfaction. The findings discovered that 

service responsiveness had a significant and positive influence on customer satisfaction. The 

study recommended that banks should continue to pay more attention to service reliability 

and assurance by providing efficient services to their customers as well as being trustworthy 

in rendering services to their customers. The study also recommended that banks should 

invest more on their service quality dimensions especially being empathetic to their 

customers. Also, workers should be very attentive to their customers in order to increase 

customers’ satisfaction. 

Key words: Service Quality Dimensions, Customer Satisfaction, New Generation Banks, 

Anambra State, Nigeria   
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1.  INTRODUCTION 

Service encompasses economic activities whose outputs are intangible. Service quality refers 

to consumer’s appraisal of the quality of service delivery (Hinson, Mohammed & Mensah, 

2017).) Service quality is defined as the degree of discrepancy between customers’ normative 

expectations for service and their perceptions of service performance (Lau, Cheung, Lam & 

Chu, 2017). Iddrisua et al. (2015) see service quality as the subjective comparison that 

customers make between the quality of service they expect to receive and what they actually 

receive. It also refers to an assessment of service performance in comparison with customer’s 

expectations. Nevertheless, some banks consider customer satisfaction and customer loyalty 

very important for their survival. The importance of service quality can no longer been 

overlooked and taken for granted (Lau et al., 2017). It has thus become very necessary to find 

out how banks in Nigeria achieve customer satisfaction through service quality delivery. 

Regrettably in Nigeria, the banking industry has many challenges facing quality of service 

delivery which include the issue of high cost of bank services, high interest rates on loans and 

deposits. Nigerian banks is also confronted with the issue of timing in transacting business in 

the bank as well as long queue in the banking halls. Undeniably, the banking business today 

has gone beyond arm-chair banking era; it is now the era of high competitive businesses 

among banks. The banking sector now engages in aggressive search of bank customers so as 

to patronize their products and services. Notwithstanding that customer’ overall perception 

towards service quality forms the basis of customer satisfaction. Regrettably, many 

organizations appeared not to adequately value their customers (Hinson et al., 2017). Mburu 

(2013) observed that customer satisfaction in banks have been largely overlooked by some 

bank management. Significantly, the survival of the new generation banks depend on the 

number of customers, the banks are able to satisfy. Undeniably, any effort geared toward 

promoting and maintaining service quality should be emphasized.   

Hinson, Mohammed and Mensah (2016) reported that in a competitive environment, 

customer switching to other service providers especially in banking industry is still on 

increase. In spite of the fact that service quality is regarded as the bedrock of every successful 

organization, its operations and services need to be investigated and measured. Importantly, 

the choice of this research work was prompted as a result of the complex nature of service 

quality as regards to its conceptualization and operationalization which has posed many 

challenges to many researchers and other stakeholders in the banking industry. Hence, 

RATER dimensions have been applied by some researchers to test the theory that service 

quality drives customer satisfaction (Minh, Ha, Anh & Matusi, 2015; Bucak, 2014; 

Gunarathne, 2014). Some previous studies have supported the theory while some others have 

refuted the theory. Specifically, findings from (Kumasey, 2014; Dash & Patra, 2014) 

supported the theory that service quality drives customer satisfaction conversely to the 

findings from (Moala, 2018; Shing et al., 2012) which refuted the theory that service quality 

drives customer satisfaction. The varying findings from different studies suggest that a gap 

still exist in the application of this theory as propounded by Parasuraman et al. (1988). These 

contradictory arguments and varying findings from different parts of the world and in 

different sectors of the economy especially in the banking sector on the causal nature of this 

theory suggests that further empirical justification is needed since the controversy has not 

been resolved. Therefore, the research problem that necessitated this study is on further 

testing of this theory that service quality drives customer satisfaction in banking sector. 

Regrettably, it appears that only a few studies abound in the subject matter in Anambra State; 

thus, there is need for more empirical investigations. Therefore, this study sought to ascertain 

the extent service quality dimensions influence customer satisfaction with banks services in 

Anambra State of Nigeria. 
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Objectives of the Study 

The main objective of the study is to investigate the influence of service quality on customer 

satisfaction with bank services in Anambra State. The specific objectives of the study are to: 

1. Determine the influence of reliability of service on customer’s satisfaction  

2. Ascertain the influence of assurance of service on customer’s satisfaction  

3. Evaluate the influence of tangibility of service on customer’s satisfaction  

4. Assess the influence of empathy of service on customer’s satisfaction  

5. Examine the influence of responsiveness of service on customer’s satisfaction. 

Research Questions 

1. To what extent does reliability of service influences customer’s satisfaction? 

2. To what level does assurance of service influences customer’s satisfaction? 

3. To what extent does tangibility of service influences customer’s satisfaction? 

4. To what degree does empathy of service influences customer’s satisfaction? 

5. To what extent does responsiveness of service influences customer’s satisfaction? 

Statement of Hypotheses  

1. Reliability of service has no significant influence on customer’s satisfaction.  

2. Assurance of service has no significant influence on customer’s satisfaction.  

3. Tangibility of service has no significant influence on customer’s satisfaction. 

4. Empathy of service has no significant influence on customer’s satisfaction. 

5. Responsiveness of service has no significant influence on customer’s satisfaction. 

Significance and Scope of the Study  

The study is expected to be of great benefits to banks, future researchers, bank customers and 

general public. The study is very timely and contributes to knowledge on service quality and 

customer satisfaction and it is expected to be of great benefit to banks in Nigeria, especially 

in Anambra State. The findings of this study would provide the bank more reliable measure 

of customer satisfaction levels based on the service delivery offered. The findings of this 

research are expected to provide tremendous values and relevance to future researcher on 

related subject matters. The findings of this study are expected to offer reference materials to 

future researchers. This study is expected to be of great benefit to banks managers for 

effective policy formulations and decision-making purposes. It is expected that the findings 

of this research will help the general public understand the extent of service quality delivery 

experienced in the banking sector. The findings of this study are expected to avail the 

customers the opportunity to understand their entitlements as customers of banks in Nigeria 

and also to understand the role of banks in the provision of quality bank services to their 

respective customers in Nigeria.  

Scope of the Study  

The study is delimited to studying the influence of service quality dimensions on customer 

satisfaction with special focus on new generation banks in Anambra State of Nigeria. The 

service quality dimensions focused on are: reliability, assurance, tangibility, responsiveness 

and empathy of service which serve as the independent or explanatory variables of this study 

while customer satisfaction served as the dependent variable. The study concentrated on 

surveying customers of three selected banks namely; Zenith Banks, Guaranty Trust Bank and 

United Bank for Africa which are situated in Awka, Onitsha and Nnewi areas. The study 

chose the three towns because they have better banking facilities when compared to other 

parts of Anambra State.  
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2.   REVIEW OF RELATED LITERATURE 

2.1  Review of Relevant Concepts 

2.1.1:  Service Quality 
Quality is an indescribable and indistinct construct that is characterized by its intangibility, 

heterogeneity, perishability and inseparability nature (Parasuraman et al., 2015). Service 

quality is defined as the overall assessment of a service by the customers (Eshghi, Roy & 

Ganguli, 2018) or it is the dimension to which a service meets a customer's needs or 

expectations (Asubonteng, McCleary, & Swan, 2016). Most services are difficult to measure, 

counted, inventoried, tested and verified (Chang & Lin, 2016). Parasuraman et al. (2015) 

developed the service quality dimensions and propounded a framework for the measurement 

of service quality. The five dimensions are reliability, assurance, tangibility, empathy and 

responsiveness. The intangible nature of services entails that firms find it difficult to 

understand how consumers perceive their services. The heterogeneous nature of services 

varies from producer to producer, consumer to consumer and this makes its consistency 

difficult during service delivery. The perishability of service entails that once it is performed, 

it is difficult to be stored or inventoried. Irrefutably, the production and consumption of many 

services are inseparable. Banks should understand that customers tend be more loyal if they 

provide greater value than their competitors (Dawes & Swailes, 2019). Hence, banks can only 

earn high profits if they are able to position themselves better than competitors in the 

competitive market (Davies et al., 2015). Therefore, banks supposed to focus on service 

quality as a core competitive strategy (Chaoprasert & Elsey, 2014).  

2.1.2. Reliability of Service 

Reliability entails the ability to perform the promised service dependably and accurately or 

delivering on its promises (Zeithaml et al., 2016). This dimension of service quality 

according to (Parasuraman et al., 2015) focus on how the service provider is able to provide 

service to the customer as promised, being dependable in handling customer’s service 

problems, performs service very well, provide service at promised time and keep customers 

informed about when services will be performed. It answers the questions on whether the 

bank performs the service right at the first time and whether it honours its promises promptly 

as expected. Also, service reliability is the seen as the ability to perform the promised 

services both dependably and accurately. Shing et. al. (2018) also defined reliability as the 

ability to perform the promised service dependably and accurately. It is one of the predicators 

of service quality. The reliability quality dimension refers to how companies are performing 

and completing their promised services. Reliability of service is very important because it 

creates a firsthand impression about the service offered by the service providers. 

Interestingly, every customer wants to know if his/her provider is reliable and also fulfils the 

set requirements with satisfaction (Gunarathne, 2014).  

2.1.3. Assurance of Service 

Service assurance entails the knowledge and courtesy of employees and their ability to 

convey trust and confidence to their customers. Its parameters include competence, courtesy, 

credibility and security. Andaleeb and Conway (2016) noted that assurance is very important 

in the medical and healthcare industry. It is also an important dimension that customers used 

as criteria in assessing a bank or its operation. Service assurance encompasses employee 

competence to perform the service, politeness and respect for the customer, effective 

communication with the customer. Hence, the trust and confidence is seen in the workers 

who connect the customer to the bank (Zeithaml et. al., 2016). Service assurance answers the 

questions on whether the employees are skilled enough in order to gain the trust and 

confidence of the customers.  However, if the customers are not comfortable with the 
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employees, there is great chance that the customers will not come back to do further business 

transaction with the company (Gunarathne, 2014). 

2.1.4. Tangibility of Service 

It covers the physical facilities of the service provider, the appearance of personnel, the 

cleanliness of equipment used to provide the service. In addition, tangibilizing the intangibles 

is used by firms to convey image, cues and signal quality (Zeithamal et al, 2016). Tangibles 

is the physical facilities and evidence provided by the service provider, the appearance of 

personnel, materials associated to the service. It includes the credit and debit registers, cheque 

books, and other physical evidence. It also involves the equipment used to provide the 

service. Tangibles are used by firms to convey image and signal quality (Zeithaml, Berry, & 

Parasuraman, 2016). Service tangibility involves the appearance of physical facilities, 

modernity of the equipment used in service delivery, neatness of the personnel and 

communication materials. The physical surroundings connotes tangible cue. This assessment 

dimension also can extend to the conduct of other customers in the service. In addition, the 

tangible service quality dimension refers to the appearance of the physical surroundings and 

facilities, equipment, personnel and the way of communication. In other words, the service 

tangibility is about creating first hand impressions that make customers to return to the bank 

in the future and also patronize it (Gunarathne, 2014).  

2.1.5. Empathy of Service 

Empathy of service entails caring and provision of individualized attention to bank customers 

by bank personnel or workers (Zeithaml et al., 2016). Service empathy entails the provision 

of caring, individualized attention to customers. The empathy service quality dimension 

refers to how companies care and give individualised attention to their customers, to make 

the customers feel extra cherished and also special. Service empathy consist of the following 

properties namely: care, approachability, sensitivity, adequate attention and also effort to 

understand the customer‘s needs or aspirations. It also entails caring and provision of 

individualised attention to customers by personnel of the firm (Zeithaml et al., 2016). 

Compassionate firms should try to know their customers preferences. Not witstanding that 

small scale enterprises through the provision of customised services to clients appear to be in 

a better position to achieve empathy than large firms (Iddrisua, Noonib, Fiankoc & Mensahd, 

2015). Nevertheless, if the customers feel they get individualised and quality attention, there 

is a very big chance that they will return to the company and do business there again 

(Gunarathne, 2014). 

2.1.6. Responsiveness of Service 

Responsiveness of service concentrates on the willingness and readiness of employees to 

provide service to their customers (Parasuraman et al., 2015). This dimension is concerned 

with dealing with their customers’ requests, questions and complaints promptly and 

attentively. Furthermore, the responsiveness of service refers to the willingness of the 

company to help its customers in providing them with good, quality and fast service. 

However, a firm is known to be responsive when it communicates to its customers. Thus, 

companies supposed to see responsiveness from the customer point of view rather than the 

company's perspective (Zeithaml et al., 2016). Moreso, service responsiveness is the 

willingness to help bank customers and to provide prompt service to them. Keeping 

customers waiting for no clear reason creates unnecessary negative perceptions about the 

company or firm. In addition, service responsiveness means the readiness of employees to 

provide services effectively (Parasuraman et al., 2015).  
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2.1.7.  Customer Satisfaction 
Satisfaction is a person's feelings of pleasure or disappointment resulting from comparing a 

product's performance in relation to its expectations (Kotler, 2013). Customer satisfaction is 

seen as a key differentiator which is a key ingredient of business strategy. It is a fact that 

satisfied customers are key to long-term business success (Zeithaml et al., 2016). Customer 

satisfaction means individual's feeling of pleasure resulting from comparing the perceived 

performance or outcome in relation to the expectation (Brandy & Robertson, 2011). Dash and 

Mahaptra (2020) maintained that satisfaction depends on service quality. Customer’s 

perception of service and quality of product will determine the success of the product or 

service in the market. It can be argued that if the service quality exceeds the expectations of 

customers then satisfaction will be high. Conversely, if service quality falls short of customer 

expectations, the level of customer satisfaction will be low. Satisfied customers are more 

likely to recommend friends and relatives to a particular service provider. It is the degree to 

which customer expectations of a product or service are met or exceeded. Furthermore, 

customer satisfaction means that the customers’ needs are met, product and services are 

satisfactory, and customers’ experiences are positive (Gitomer, 2018). The customers who are 

unsatisfied with the services offered will seize to have long run relationships with the firm 

(Wu, 2011). Thus, customer satisfaction is the level of a person’s perceived performance in 

relation to his/her own expectation. In addition, Gremler and Brown (2019) maintained that 

loyal customers recommend the service or product and that the number of recommendations 

increases with the amount of time of the relationship with the company.  

2.2.   Theoretical Framework 

a.  Theory of the Determinants of Perceived Service Quality by Parasuraman, Zeithaml    

and Berry (1988).   

  The theory of the determinants of perceived service quality was propounded by Parasuraman, 

Zeithaml and Berry (1988). This theory provides that service quality measured by the five 

service quality dimensions fondly called RATER namely: service reliability, service 

assurance, service tangibility and service empathy as well as service responsiveness influence 

customer satisfaction. According to this theory, customer satisfaction is a function of the 

perceived service quality which is surrogated by the five RATER dimensions. The 

assumption of this theory is that a customer is satisfied if the service performance matches or 

exceeds his/her expectation. That customer satisfaction depends on perceived service quality 

delivery. The theory posits that service reliability concentrates on the ability to perform the 

promised services dependably and accurately. Service assurance focuses on the knowledge 

and courtesy of employees and their ability to inspire trust and confidence. In addition, 

service tangibility focuses on the physical facilities, modernity of equipment and appearance 

of the personnel. Service empathy focuses on caring, individualized attention the firm 

provides to its customers while service responsiveness concentrates n willingness to help 

customers and provision of prompt service. This theory maintains that service quality 

dimensions influence customer satisfaction. Therefore, this study is rooted in this theory 

which serves as the foundation for examining the influence of service quality dimensions on 

customer satisfaction with bank services in Anambra State of Nigeria. 

b.  Discrepancy Theory by Elsevier (1999)                                                                                                                                                                                                                                       

This theory propounded by Elsevier (1999) states that customer’s satisfaction emanates from 

the result of service quality measured using RATER dimensions. According to this theory, 

customer satisfaction is a function of service quality dimensions. The assumption of this 

theory is that when service quality meets the desired standard, customer satisfaction is 

achieved. That a positive perceived service quality leads to increased customer satisfaction 
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while a negative perceived service quality leads to increased customer 

dissatisfaction. Consequently, this study originated from this theory which serves as the 

foundation for investigating the influence of service quality dimensions and customer 

satisfaction with bank services in Anambra State.  

 

2.3   Proposed Research Model for the Study 
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Figure 1: The Proposed Research Model for the Study 

Source:  Parasuraman, A., Zeithaml, V. A., & Berry, L.L. (1988). A conceptual model of 

service quality and its implications for future research. Journal of Marketing, 49(4), 

41-50. 

 

3.   METHODOLOGY  

The study adopted a survey research design method. This study is concentrated on studying 

and surveying consumers of three selected Banks branches in Awka, Onitsha and Nnewi 

namely; Zenith Bank Plc., Guaranty Trust Bank and United Bank for Africa Plc. The target 

population of the study comprised the customers of three banks in Awka, Onitsha and Nnewi. 
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The researcher was unable to get the total number of registered bank customers. Thus, the 

population size of the bank customers was unknown since there is no accessible record that 

revealed the specified number of bank customers. The banks under review did not disclose 

the total number of customers they have. The sample size was 384 determined using a 

Topman fomula for unknown population size. A convenience sampling technique was used to 

reach the bank customers. Primary source of data was used while the research instrument 

used was the questionnaire. The use of primary data is to generate first hand data from the 

respondents. The questionnaire items were adopted from the literature and modified to fit the 

current study. The validation of the instrument was done by four research experts and this 

ensured the soundness of the research instrument. The reliability of research instrument was 

sought through a pilot study using a test retest method. The study engaged 30 pilot 

respondents in Umuahia, Abia State in two different occasions for the trial study. The first 

administration of the instrument was followed by the second administration of the instrument 

after an interval of two weeks. The respondents’ scores were collated, compared and 

Cronbach's alpha coefficient of correlation value of 0.728 proved the consistency of the 

research instrument for the main survey. Multiple regression analysis statistical technique 

was used to test the five formulated hypotheses of the study. The correlation analysis was 

also done to ascertain the relationship between the dependent and independent variables. The 

decision rule is to accept null hypothesis if the P-value is greater than 5% significant level 

used as standard and reject null hypothesis if the P-value is less than 0.05 the stipulated 

significant level.  

   

The multiple regression model is stated as follows:  

CS  = β 0  + β 1REL + β 2ASS + β 3TAN + β 4EMP  + β 5RES  + ε   

CS   =        Consumer satisfaction      

REL  =       Service reliability  

ASS   =      Service assurance  

TAN  =      Service tangibility  

EMP  =      Service empathy  

RES   =      Service responsiveness  

     ε  =     Stochastic error term 

      β  =      the regression coefficient of each of the parameters used in the study. 

 

4.   RESULTS 

The researcher distributed 384 copies of the questionnaire to the respondents, 309 copies 

were properly filled and returned valid for analyses while seventy five copies were not 

returned for analysis. The demography of the respondents was presented on table 1 while the 

respondents’ responses concerning the study variables were presented on tables 2 to 7 

accordingly for easy of analysis,  comprehension and understanding. 
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Table 1:   Respondents’ Demography 

Variables  Frequency Percentage 

Gender 

Male 

Female 

Total 

 

149 

160 

309 

 

48.2 

51.8 

100 

Age 

Below 20years 

20-40years 

41-50years 

Above 50years 

Total 

 

16 

136 

110 

47 

309 

 

5.18 

44.0 

35.6 

15.2 

100 

Marital Status 

Single 

Married  

Divorced 

Widowed 

Total 

 

159 

136 

4 

10 

309 

 

51.5 

44 

1.3 

3.2 

100 

Highest Education Level 

FSLC 

WAEC 

Degree/HND/OND 

Post Degree 

Total 

 

  6 

73 

183 

47 

309 

 

1.94 

23.9 

59.2 

15.2 

100 

Occupation 

Civil or Public Servant 

Trader 

Farmer 

Others 

Total 

 

60 

86 

16 

147 

309 

 

19.4 

27.8 

5.2 

47.6 

100 

Income level (monthly) 

Below ₦50,000 

₦50,000-₦100,000 

₦101,000-₦200,000 

Above ₦200,000 

Total 

 

  8 

 46 

 96 

 159 

 309 

 

2.6 

14.9 

31.0 

51.5 

100 

   Source: Field Survey, 2021. 
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Table 2:  Reliability of Service 

SN Variable SA A D SD U Total 

R1 Bank offers timely 

services. 

120  122 

 

29 34 4 309 

R2 Bank workers are sincere in 

rendering service. 

125 

 

132 

 

33 16 3 309 

R3 They perform efficient 

services. 

174 

 

105 

 

15 

 

9 

 

6 

 

309 

R4 They fulfill promises to 

their customers. 

134 

 

148 

 

13 

 

17 

 

2 

 

309 

R5 They charge accurate bills 

to their customer. 

130 

 

141 

 

19 

 

14 

 

5 

 

309 

          Source: Field Survey, 2021. 

 

Table 3: Assurance of Service 

SN Variable SA A D SD U Total 

A1 The behaviours of bank workers restore 

confidence to customers. 

120  122 

 

283 34 4 309 

A2 Bank workers are courtesy to their 

customers. 

125 

 

132 

 

33 16 3 309 

A3 They are polite to their customers. 174 

 

105 

 

15 

 

9 

 

6 

 

309 

A4 Customers are save whenever they are 

inside the bank. 

134 

 

143 

 

13 

 

17 

 

2 

 

309 

A5 Bank workers are knowledgeable in 

solving customer compliant. 

130 

 

141 

 

19 

 

14 

 

5 

 

309 

          Source: Field Survey, 2021. 

 

Table 4: Tangibility of Service 

SN Variable SA A D SD U Total 

T1 The bank’s physical 

surrounding is clean. 

119 123 43 22 2 309 

T2 The bank workers are 

presentable. 

130 139 20 14 6 309 

T3 The bank facilities are 

clean and neat. 

102 117 61 22 7 309 

T4 The workers are well 

dressed. 

147 153 7 2 - 309 

T5 The bank equipment is 

modern and appealing. 

96 115 85 9 4  309 

          Source: Field Survey, 2021. 
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Table 5: Empathy of Service 

SN Variable SA A D SD U Total 

E1 Bank workers are attentive 

to their customers. 

88 104 74     24 19 309 

E2 Bank services are of high 

valve. 

118  128 

 

19 29 15 309 

E3 Customers’ specific needs 

are understand. 

121 

 

136 

 

30 19 3 309 

E4 Bank staff attends to 

customers’ interests. 

172 

 

107 

 

13 

 

11 

 

6 

 

309 

E5 The bank time of operation 

is convenient to customer. 

130 

 

152 

 

17 

 

13 

 

2 

 

309 

     Source: Field Survey, 2021. 

 

Table 6: Responsiveness of Service 

SN Variable SA A D SD U Total 

RS1 Bank workers are willing to help 

their customer.  

120  123 

 

282 35 3 309 

RS2 Bank workers are eager in 

rendering services. 

121 

 

136 

 

29 20 3 309 

RS3 Bank employees are prompt in 

offering services. 

170 

 

109 

 

16 

 

9 

 

5 

 

309 

RS4 Employees provide information to 

their customers. 

132 

 

145 

 

17 

 

13 

 

2 

 

309 

RS5 Bank workers are consistent with 

their services. 

130 

 

139 

 

21 

 

11 

 

8 

 

309 

     Source: Field Survey, 2021. 

 

Table 7: Customer Satisfaction 

SN Variable SA A D SD U Total 

C1 I am satisfied with the service 

of this bank. 

10 104 54     34 9 309 

C2 I will recommend this bank to 

my friend. 

116  130 

 

29 19 15 309 

C3 I will like to deposit my money 

in this bank next time. 

12 

 

136 

 

30 19 9 309 

C4 I will make this bank my first 

choice.  

60 

 

107 

 

25 

 

12 

 

5 

 

309 

C5 The service of this bank is 

great. 

131 

 

151 

 

18 

 

13 

 

1 

 

309 

        Source: Field Survey, 2021. 
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Table 8:  Correlations Analysis of the Study Variables 

       CS     REL        ASS       TAN       EMP       RES 

CS 

Pearson 

Correlation 
1 .727

**
 .709 .591

**
 .640

**
 .628

**
 

Sig. (2-tailed)  .000 .004 .000 .000 .000 

N 309 309 309 309 309 309 

REL 

Pearson 

Correlation 
.727

**
 1 .030     .982

**
 .128

*
 .580

**
 

Sig. (2-tailed) .000  .578 .000 .016 .000 

N 309 309 309 309 309 309 

ASS 

Pearson 

Correlation 
.709 .030 1 .023 .625

**
 .024 

Sig. (2-tailed) .004 .578  .659 .000 .653 

N 309 309 309 309 309 309 

TAN 

Pearson 

Correlation 
.591

**
 .982

**
 .023 1 .133

*
 .557

**
 

Sig. (2-tailed) .000 .000 .659  .012 .000 

N 309 309 309 309 309 309 

EMP 

Pearson 

Correlation 
.640

**
 .128

*
 .625

**
 .133

*
 1 .014 

Sig. (2-tailed) .000 .016 .000 .012  .796 

N 309 309 309 309 309 309 

RES 

Pearson 

Correlation 
.628

**
 .580

**
 .024 .557

**
 -.014 1 

Sig. (2-tailed) .000 .000 .653 .000 .796  

N 309 309 309 309 309 309 

* Correlation is significant at the 0.05 level (2-tailed). 

               Source: SPSS Computation Output, 2021. 

Table 8 shows the correlation analysis result which revealed the relationships among the 

study variables. The table 8 reveals an absolute correlation value of 0.727(p-value 0.000) for 

reliability which shows a slight strong positive significant relationship between reliability of 

service and customer satisfaction. This implies that reliability of service has direct and strong 

relationship with customer satisfaction. Table 8 also shows that assurance, tangibility, 

empathy and responsiveness have positive relationship with customer satisfaction with 

customer satisfaction.  

 

Multiple Regression Analysis Result 

Table 9:   Multiple Regression Model Summary
b
 

Model R R Square Adj R Square Std. Error of the Estimate Durbin-Watson 

1 .635
a
 .603 .594 1.828 1.990 

a. Predictors: (Constant), REL, ASS, TAN, EMP, RES 

b. Dependent Variable: Customer Satisfaction 

   Source: SPSS Computation Output, 2021. 
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Table 9 indicates that the regression model (R) has a value of 0.635 which shows a strong 

positive relationship between the independent and dependent variables of this study. The R-

squared (R
2
)
 
value of 0.603 (60.3%) ie the coefficient of determination (measure of goodness 

of fit of the regression model) implies that about 60.3% of the variations on the dependent 

variable (customer satisfaction) were explained by the variations in the independent variables 

(service quality dimensions). Thus, the remaining 39.7% would be accounted for by other 

factors / variables not included in the regression model used in this study as they have been 

taken care of by the stochastic error term. The adjusted R
2 

value of 0.594 implies that about 

59.4% of the variations in the dependent variable (customer satisfaction) were explained by 

the variations in the independent variables (service quality dimensions) after adjustments 

were made. The Durbin-Watson test for the presence or absence of autocorrelation result of 

1.99 reveals an absence of auto-correlation among the explanatory parameters in the 

regression model. This implies that no two variables are the same or that no two variables 

were highly correlated. 

Table 10:  Multiple  Regression ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 790.767 5 158.153 107.327 .000
b
 

Residual 1172.953 351 3.342   

Total 1963.720 356    

a. Dependent Variable: Customer Satisfaction  

b. Predictors: (Constant), REL, ASS, TAN, EMP, RES 

Source: SPSS Computation Output, 2021. 

Table 10 shows the F-statistics value of 107.327(P-value 0.000) which indicates that the 

regression model is good, fit and statistically significant in explaining the influences of the 

explanatory variables (service quality dimensions) on the dependent variable (customer 

satisfaction). This implies that the overall regression model is strong and good and that the 

model fit well with the data. The result shows that the model has successfully explained the 

overall significance of the explanatory parameters used in the regression model. Thus, the 

above result satisfied the benchmark of f-statistic of absolute value of 3, for it to be 

significant, good and fit. 

Table 11:   Multiple Regression Coefficients
 
Result 

Model Unstandardized 

Coefficients 

 Standardized 

Coefficients 

T Sig. 

B     Std. Error β 

1 

(Constant) 4.993 .801  6.236 .000 

REL .556 .163 .768 3.418 .001 

ASS .177 .040 .239 4.413 .000 

TAN .500 .160 .687 3.119 .002 

EMP .288 .041 .388 7.098 .000 

RES .390 .042 .476 9.206 .000 

a. Dependent Variable: Customer Satisfaction (CS). 

 Source: SPSS Computation Output, 2021. 

Table 11 depicts the standardized coefficient (β) that measures the individual influence of the 

independent variables to variations on the dependent variable. Table 11 indicates that service 

reliability, service assurance and tangibility have positive and significant influences on 

customer satisfaction. In addition, empathy of service and responsiveness of service have 

significant and positive influence on customer satisfaction with bank services in Anambra 
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State of Nigeria. The result shows that responsiveness plays a crucial role in influencing 

satisfaction while tangibility is the least based on the coefficient result as shown on table 11. 

Furthermore, the t-statistic measures the individual statistical significance of each of the 

explanatory variables used in the regression model. Table 11 reveals that the t-statistic 

absolute values for service reliability, assurance, tangibility, empathy and responsiveness are; 

3.418, 4.413, 3.119, 7.098 and 9.206 respectively. In addition, their corresponding P-values 

are as follows: 0.001, 0.000, 0.002, 0.000 and 0.000 respectively. This implies that service 

reliability, assurance, tangibility, empathy and responsiveness are all significant at 5% (0.05) 

level of significance and also they have significantly contributed to customer satisfaction. 

Test of Hypothesis One: 

HO1: Reliability of service has no significant influence on customer satisfaction  

HA1: Reliability of service has a significant influence on customer satisfaction  

Based on the result on table 11, the absolute value of t-statistic for reliability is 3.418 with a 

p-value of 0.001. Since 0.001 is less than 5% (0.05) the stipulated level of significance for 

this study, the decision is that null hypothesis (HO1) is rejected and the alternative hypothesis 

(HA1) accepted. The conclusion is that reliability of service has a significant influence on 

customer satisfaction.  

Test of Hypothesis Two: 

HO2: Assurance of service has no significant influence on customer satisfaction.  

HA2: Assurance of service has a significant influence on customer satisfaction.  

Table 11 result shows that the absolute value of t-statistic for assurance is 4.413 with a p- 

value of 0.000. Since 0.000 is less than 5% (0.05) the stipulated level of significance for this 

study, the decision is that null hypothesis (HO2) is rejected and the alternative hypothesis 

(HA2) accepted. The conclusion is that assurance of service has a significant influence on 

customer satisfaction.  

 

Test of Hypothesis Three: 

HO3: Tangibility of service has no significant influence on customer satisfaction.  

HA3: Tangibility of service has a significant influence on customer satisfaction.  

Based on the result on table 11, the absolute value of t-statistic for tangibility is 3.119 with a 

p-value of 0.002. Since 0.002 is less than 5% (0.05) the stipulated level of significance for 

this study, the decision is that null hypothesis (HO3) is rejected and the alternative hypothesis 

(HA3) accepted. The conclusion is that tangibility of service has a significant influence on 

customer satisfaction.  

Test of Hypothesis Four: 

HO4: Empathy of service has no significant influence on customer satisfaction. 

HA4: Empathy of service has a significant influence on customer satisfaction.  

The result on table 11 revealed that the absolute value of t-statistic for empathy is 7.098 with 

a p-value of 0.000. Since 0.000 is less than 5% (0.05) the level of significance for this study, 

the decision is that null hypothesis (HO4) is rejected and the alternative hypothesis (HA4) 

accepted. The conclusion is that empathy of service has a significant influence on customer 

satisfaction. 

Test of Hypothesis Five: 

HO5: Responsiveness of service has no significant influence on customer satisfaction.  
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HA5: Responsiveness of service has a significant influence on customer satisfaction. 

Based on the result on table 4.3.4, the absolute value of t-statistic for responsiveness is 9.206 

with a p-value of 0.000. Since 0.000 is less than 5% (0.05) the stipulated level of significance 

for this study, the decision is that null hypothesis (HO5) is rejected and the alternative 

hypothesis (HA5) accepted. The conclusion is that responsiveness of service has a significant 

influence on customer satisfaction with bank services in Anambra State of Nigeria. 

5.   DISCUSSION OF FINDINGS 

The main objective of the study is to investigate the influence of service quality dimensions 

on customer satisfaction. The study found that reliability of service has a significant and 

positive influence on customer satisfaction. This implies that reliability has positively and 

significantly influenced the satisfaction of the customers. The finding of this study is in line 

with the findings of (Negi, 2009; Mohsin & Lockyer, 2010) that found that reliability 

dimension significantly and positively influences customers’ satisfaction. Conversely, the 

finding of our study negates the finding of (Moala, 2018; Mburu, 2013 and Shing et al., 

2012). Assurance of service has a significant and positive influence on customer satisfaction. 

This implies that assurance of service significantly and positively influences customers’ 

satisfaction. The finding of this study agrees with the findings of (Douglas & Connor, 2003; 

Dash & Patra, 2014; Ahmed et al., 2010) that found that assurance of service significantly 

influences customers satisfaction. On the other hand, the finding of our study is not in line 

with the finding of (Moala, 2018; Mburu, 2013 and Shing et al., 2012). Furthermore, 

tangibility has a significant and positive influence on customer satisfaction. This implies that 

tangibility has significantly and positively influenced customer satisfaction. This in contrary 

to the findings of (Moala, 2018; Shing et al., 2012) but in line with the findings of (Shafiq et 

al., 2013; Mburu, 2013; Dash & Patra, 2014) that tangibility of service has a positive and 

significant influence on customers satisfaction with banking services. Furthermore, empathy 

has a positive and significant influence on customer satisfaction. This implies that empathy 

significantly influences customer satisfaction. The finding is in agreement with the findings 

of (Tan et al., 2014 and Shafiq et al., 2013) that empathy dimension has a positive and 

significant influence on customers satisfaction in banks. In addition, responsiveness of 

service has a positive and significant influence on customer satisfaction. This implies that 

responsiveness of service has positively and significantly influenced customers’ satisfaction. 

The result is in accord with the findings of (Shafig et al., 2013; Dash & Patra, 2014) that 

found that responsiveness has positively and significantly influenced the satisfaction of the 

customers. Conversely, the finding of our study negates the finding of (Mburu, 2013 and 

Shing et al., 2012) that found that responsiveness has no significant influence on customer 

satisfaction.  

 

6.   CONCLUSION AND RECOMMENDATIONS  

This study has provided a comprehensive understanding that service quality drives customer 

satisfaction; thereby supporting the theory on which this study anchored on. The findings of 

this study have shown that the dimensions of service quality are important potentiators and 

also significant predictors of customer satisfaction in new generation banks in Anambra State 

of Nigeria. Therefore this study concludes that the model used is a useful tool in assessing 

service quality dimensions in the banking industry in Anambra State. The study concludes 

that reliability of service has a significant and positive influence on customer satisfaction. 

Assurance of service has a significant and positive influence on customer 

satisfaction. Tangibility of service has a significant and positive influence on customer 

satisfaction. Empathy of service has a significant and positive influence on customer 
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satisfaction. Responsiveness of service has a significant and positive influence on customer 

satisfaction in Anambra State of Nigeria. Based on the finding, the study recommends that 

banks needs to pay more attention to reliability issues such as providing timely and efficient 

service to their customers as well as being sincere in rendering services to their customers. 

Bank employees are advised to improve their behaviours especially on the aspect of being 

polite so as to continue to restore customers’ confidence. Banks should try to win customers’ 

confidence by providing adequate security of transaction back up of critical data files and 

alternative means of processing information. They should also ensure good connectivity and 

power base that will enable them serve customers faster and more conveniently. The banks 

should ensure that at no time should service cease as a result of network problem. Banks 

should ensure that their physical surrounding and facilities are kept clean in order to enhance 

the satisfaction of the customers towards the banks. Bank management should invest more on 

their service quality especially as it concerns being empathetic to their customers. This should 

be done by workers being very attentive to their customers in order to increase customers’ 

satisfaction. Bank workers should be willing to help their customers and provide information 

to their customers as this will improve the responsiveness of the banks and as well improve 

their customers’ satisfaction levels. 
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