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Abstract 
Service quality dimensions exempted, demographic parameters may influence the degree of satisfaction of 
customers. This was revealed in a study among customers in the automotive electrical maintenance service industry 
in Ghana. The purpose of study was to examine the structural dimensions of the SERVPERF scale within the 
Ghanaian context and the influence of service quality dimensions on customer satisfaction. The study adopted a 
quantitative technique employing a 23-item, seven-point Likert-scaled questionnaire, self- administered by 240 
participants. Convenience and judgmental sampling technique with multi-step approach was employed to collect 
data.  Sample of participants were specifically taken from Accra, Cape Cape and Takoradi. Data were processed 
using SPSS 21software. Analyses were done employing Cronbach alpha, Durbin-Watson, Pearson’s product 
moment correlation, one-way analysis of variance with post-hoc test and Tukey HSD test. Multiple-regression, Eta 
squared, means, standard deviations, and cross tabulation was also utilized. The study revealed that improving 
overall service quality is likely to enhance customer satisfaction. The study also revealed that Tangibles, 
Responsiveness, Assurance and Empathy have significantly strong and positive influence on customer satisfaction. 
It was, however, revealed that it is not only service quality dimensions but demographic variables may also 
influence customer satisfaction. The study recommends that electrical maintenance workshops within the study area 
should give greater attention to Tangibles, Responsiveness, Assurance and Empathy as well as demographic 
variables such as location and type of employment of customers in order to render service providers within the 
industry more competitive. Findings of the study are, however, limited since it failed to support the adopted model 
as well as some earlier research findings. Outcomes can therefore not be generalized and therefore give room for 
further research regarding the SERVPERF model and its service quality dimensions. 
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1. Introduction  
Service providers in the automobile service industry including the automotive electrical maintenance service sector 
have come to the realization that service quality is an indispensable ingredient in the process of service delivery 
(Katarne& Sharma, 2010). Regardless of service dealership (Baidoo, Odum-Awuakye & Oduro- Okyireh, 2015), the 
quality of after-sales service are also of great concern to customers (Katarne& Sharma, 2010). Thus Osman, Rashid 
and Jusoff (2009) view service quality as an important variable to both customers and producers. With reference to 
available literature service quality has received great attention in various industrial sectors (Berndt, 2009). These  
include the  hospitality and tourism industry (Bondzi-Simpson, 2012; Saleh & Ryan , 1992; Fick &  Ritchie, 1991); 
e-commerce  industry (Shahriari & Saeedi, 2015; Parmita & Yanni, 2005; Shaohan & Minjoon, 2003); hospitals 
(Babakus and  Mangold, 1992; Soliman, 1992); banking  industry (Ushantha, Wijeratne &  Samantha , 2014; 
Ragavan & Mageh, 2013; Kumari & Rani , 2011;); and marketing  (Lovelock,  Wirtz & Chatterjee, 2011; Zeithaml, 
Bitner & Gremler, 2009; Hoffman &  Bateson , 2002).  Others include libraries (Cook, Heath, Thompson & 
Webster, 2003); web service (Iwaarden,Wiele, Ball & Millen, 2003; Feinberg & Kadam, 2002); and the public 
sector (Ushantha,Wijeratne & Samantha, 2014; Wisniewski, 2001). Though some studies have been conducted in 
the automotive industry, limited published research is available with regards to vehicle servicing in general. It also 
appears studies within the automotive electrical maintenance service industry in particular, as a service sector, is 
virtually non-existent. 
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According to Automotive online (2016) the Automobile electrical industry has a significant share in the global 
market. Globally, the automobile electrical parts industry alone generates about US $52 billion annually by 2010. 
Europe has the largest market share of 27.83% of automobile electrical products followed by Japan and North 
America in that order. While the automotive connectors industry accounts for 11%, the automobile batteries 
subsector takes care of 19.8% share of the global market.Globally the automobile industry in general is expanding 
very rapidly creating many jobs and contributing to the GDP of many national economies (Automotive online, 2016; 
Berndt, 2009; Anon, 2006).   

In Ghana, various vehicle brands and model variants have been entering the country. For example, as at 2011, over 
70,000 cars were being imported into the country every year. In 2013 the number of vehicles on Ghanaian roads 
increased by about 23% over the previous year, bringing the total vehicle population in the country to about one 
million. The need for increase in expansion within the electrical service subsector cannot therefore be 
underestimated if these vehicles are to function properly. The subsector is responsible in the diagnoses, repair and 
estimation of cost in maintaining electrical systems of vehicles. Importers import both old and new vehicles into the 
Ghanaian economy. Both servicing and repair therefore occurs after purchase thus demanding the services of the 
electrical service industry. Dealerships that import new vehicles are responsible for servicing and repair of their 
vehicles, particularly, within the warranty period. However, used cars imported in the country and new ones that 
have expired warranty are usually maintained by micro, small and medium enterprise (MSME) workshops due to 
relative cost and proximity. Considering the role of micro, small and medium enterprises, including the automobile 
electrical repair industry, to the economy in terms of GDP and employment (Abor & Quartey, 2010), the position 
and role of MSMEs in the sector need to be secured. One way is to compete adequately with large-scale enterprises 
by providing quality services. Improving quality of service requires customer satisfaction investigations in the 
perspective of how the customer appreciates the degree of quality of service (Parasuraman, Zeithaml & Bitner, 
1985). It is interesting to note that improved service quality increases customer satisfaction (Izogo & Ogba, 2015; 
Samen, Akroush & Abu-Lail, 2013). Though SERVQUAL has been recommended as a scale to measure service 
quality, various arguments have been advanced against the generic nature of its dimensions due to cultural and 
industrial differences and specifics (Izogo & Ogba, 2015). 

Identifying the related and important dimensions of service quality as determinants of customer satisfaction in the 
automotive electrical maintenance service industry will thus go a long way in determining which dimensions the 
sector should target for improvement and with what necessity and expediency. Furthermore, earlier research 
suggests that there are different customer perceptions across various service industries and locations (Izogo & Ogba, 
2015). Industry-by-industry investigations therefore seem to be appropriate if specific industry competitiveness need 
to be achieved. Thus the nature of service quality can be a tool for improvement of service delivery among localities 
in particular and an industry in general. The objectives of the present study was therefore to identify the nature and 
most influential service quality dimensions in the automotive electrical service industry in the three most important 
localities in Southern Ghana namely, Accra, Cape Coast and Takoradi using the service performance (SERVPERF) 
model. The study also sought to determine the degree of customer satisfaction, and finally, established the 
relationship between service quality dimensions on one hand and customer satisfaction on the other using 
SERVPERF as propounded by Cronin and Taylor (1992). The influence of demographic parameters on customer 
satisfaction was finally examined as a potential for enhancing competition within the industry. 

2. Literature review 
The literature review is composed of three sections. The first section, the automobile electrical service industry, 
elaborates on the scope, duties and responsibilities of the industry. The second section submits the concept of service 
quality while the final section presents empirical studies on the relationship between service quality and customer 
satisfaction. 

2.1 The automobile electrical maintenance service industry 
The automobile electrical maintenanceservice industry is responsible for fitting vehicles with electrical devices and 
diagnosing problems, repairing and overhauling electricalsystems in vehicles, thus taking care of both preventive 
and corrective maintenance. Depending on the quantum of work and the time needed to fix problems, cost estimates 
are prepared and lastly documentation on observation, inspection, modificationand repairresults. Job documentation 
may include vehicle problems, work plan,assessment and recommendations and well as job cost (Petrick, 2016).  

The automobile electrical system is the life blood of the motor vehicle. The system has consequently evolved to the 
present designs where automatic computer controls may be included in the automotive mechanics. Presenting 
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automobile electrical systems include battery, generator, starter drive, sensors, alternators, oxygen sensors, and 
starter solenoid, actuators and high power electrical systems among others. However, the major components of 
automobile electrical system are the ignition system, automobile computer chips, charging systems, automobile 
electrical wiring and spark plugs (Automobile online, 2016). Basic tools such as electrical pliers including channel 
lock pliers, screwdrivers and nut drivers, wire stripper andwire crimper are used in the sector to provide the quality 
of service expected from customers. Other tools used in the industry are wire tester, non-contact voltage detector, 
fish tapes, power driver, tape measure and flash light. The rest are conduit bender power drill, utility knife and 
wrench (Ebay, 2015; NIASE-AS, 2004). 

According to the National Institute for Automotive  Service Excellence-Automobile Program Standards (NIASE-
AS) (2004),the duties of the sector include inspection, cleaning and replacement of batteries; performing state-of-
the-art battery tests and determiningrelatedservice; performing slow and fast charge with respect to manufactures 
recommendations; repairing electrical  wiring , circuits and connectors based on manufacturers specifications; and 
inspection, testing and replacement of fuses, fusible links and circuit breakers. Other duties are inspection, cleaning 
and repairing or replacement of lamps, cables and connectors;inspection of electrical alignment and adjustment and 
replacement of generators (alternators), fans, drive belts and pulleys. The rest are using digital or analogue 
multimeter to check electrical continuity and resistancein wiringcomponents and circuits; identification of 
programmable electronic and electrical parts; battery pre-disconnection recording of data for reprogramming 
purposes and demonstration of appropriate self-grounding procedures. 

On the other hand, the Gulf Consolidated ContractorsCompany Limited (GCCCL) (2011) summarizes the duties and 
responsibility of the industry as the repairand overhaul of electrical systems in automobile vehicles.The industry is 
also responsible for fault identification, maintenance, installation, repairing of electrical wiring and computer based 
equipment in vehicles as well as vehicle electrical equipment. The GCCCL (2011) classifies the duties and 
responsibilities of the industry as primary and secondary. Primary duties and responsibilities include installation of 
electrical equipment including alternators, batteries, lightings, starter motors, electrically operated- accessories and 
gauges; knowledge in reconditioning, testing, and replacement of faulty starter motors, alternators, generators, 
batteries and voltage regulators; repair or replacement of faulty switches, fuses, ignition systems, lamps , and 
electrical wiring; and rewinding of electrical wirings  and electrical motors. Others are the familiarization of ignition 
timing adjustment as well as measurement and adjustments of distributor breaker-point gaps; familiarization of 
instrument testing and reading of air circuit diagrams with the aim of testing electrical faults; adjust engine timings 
and engine control systems for maximum performance. 

The rest are the repair and replacement of faulty wiring in air- conditioning, heating, ignition, can fill-up, lighting, 
safety control systems; updating of maintenance records; regular determination of faulty sub-electrical systems of 
vehicles and the coordination of workshop and  vehicle on daily basis. The secondary duty deals with the 
compliance of safety at the workshop at the highest degree for the purpose of accident prevention of all categories. It 
is expected that in providing these services the focus of the provider should be to satisfy the customer through 
quality delivery. Quality service, according to Parasuraman etal. (1988), is viewed in terms of reliably, 
responsiveness, tangibles, assurance and empathy on the part of the service provider. It is when the customer is 
satisfied in these contexts that customer servicequality is said to be achieved.  

2.2 Definition and dimensions of service quality  
Newman (2001) defined service quality as the degree and magnitude between customer service expectations and 
perceptions. In terms of precision Storbacka, Strandvik&Gronroos (1994) defined perceivedservice quality as the 
evaluation of service process as a comparison to some specificstandard or otherwise. Service quality is also defined 
byBouman and VanderWiele (1992) as the level of satisfaction of customers towardsdeliveredservice. Various 
studies have shown that service quality has effects on marketing parameters. For example, customer satisfaction has 
been found to improve as service quality improves(Izogo&Ogba, 2015; Khan  &Jadoun, 2015; A1-
Shammari&Kanina, 2014) using the gaps model. Employing the confirmation model sill, the positive effect of 
service quality on customer satisfaction has been established (Arasli, Katircioglu&Mehtap-Smadi , 2005; 
Zeithaml&Bitner, 2003). The positiveeffect of service quality on customer loyalty has also been recognize by 
various researchers (Izogo&Ogba, 2015; Al-Shammari and Kanina, 2014; Heskett, 2002).Ojo(2010) also observed a 
positive relationship between service quality and customer retention. 
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It is well noting that in the long term service quality delivery ensures customer loyalty (Kandampully, 1998). An 
organization gains loyalty when there is a positive gap between customers’encounteredperceived service quality and 
service quality provided by its competitors.It has been argued that the difference between competitors is the degree 
of service quality provided to customers (Arasli et al., 2005). Thus service quality is a distinguishing feature 
between competitors, creating competitive advantage to organizations and advancement to organizational success 
(Taap, Chong, Kumar & Fong, 2011; Kandampully, 1998). Another argument towards the positive effect of service 
quality on marketing is that organizations that dwell on improved service quality have positive relationships between 
customers and service provider as well as relationship marketing. A positive relationship may also exist between 
service quality and market share (Asadollahi, Rajab&Fallahoseini, 2011). 

According to Buttle (1996) service quality has positive effects on organizational cost and profitability. This is 
corroborated with the finding of Ojo(2010)that retaining existing customers is relatively cheaper than attracting new 
ones. Service quality has also been found to influence brand equity, playing a more dominant role than advertising, 
both increasing customer satisfaction (Thiripurasundari&Natarajan, 2011; Budiarti, Surachman, 
Hawidjojo&Djumahir,2013). Thus improved service quality helps to cut cost in enticing new customers towards 
organizational brand. Customers are therefore retained through customer satisfaction by providing quality services 
(Zeithaml,Bitner&Gremler, 2006). Quality service also helps attract entrepreneur opportunities through 
organizational expansion (Calif, 1987) and increased product quality (Goofin& Price, 1996), both throughimproved 
customer satisfaction. In summary customer service quality influences customer satisfaction, customers loyalty and 
retention, industry competition; relationship marketing production cost, advertising cost, profitability, brand equity 
and product quality. It thus plays a surviving role in the business environment. 

Playing a pioneering role in service quality research, Parasuraman et al(1988) defined service quality as the 
discrepancy between consumer perceptions and expectations.If customers’ perceptionsand expectations are equal the 
customer is considered satisfied. On the other hand if perceptions are below expectations the customer is considered 
not to be satisfied. Conversely, the customer is more than satisfied when perceptions are above expectations. Kotter 
and Keller (2009) therefore defined customer service quality as the subjective comparison that customers make 
between the quality of service that they want to receive and what they actually get;proposing four characteristic of 
service quality as intangibility, inseparability, variability and perishability.Service quality is also defined as the 
customers’ overall impression of the relative inferiority/superiority of the organization and its services (Vijaykanth, 
Harirao& Kumar, 2014).  

For more than three decades or so, the conceptualization of service quality has received muchattention among 
industrialists, administratorsand researchers (Czepiel, Solomon, Suprenant, &Gutman, 1985;Gronroos, 
1984;Parasuraman et al., 1985; Lehtinen&Lehtinen, (1982). Czepiel, et al.(1985),Gronroos (1984) and Lehtinen and 
Lehtinen (1982) recognized two dimensions of service quality as technical and function or output and process 
respectively with assessment in terms of accessibility and approachability, attitude and behavior,appearance and 
personality, and service-mindedness of employee towards customers. In recognition of the two dimensions Czepiel 
et al. (1985),however, identified three dimensions with respect to the quality of service delivered as customer 
perceptions, provider characteristics and production realities. Whilecustomer perceptions deal with salience, 
purpose, cost, motivation, result, risk and reversibility; production realities is concernedwith technology complexity, 
content, location and duration. Provider characteristics are related to attitude, expertise and demographicattributes of 
employees.  

In another vein,Edwardson (1998) observed four elements of service quality. These include technical quality, 
functional quality, integrative quality and outcome quality. Technical quality is concerned with service systems 
design and personnel skills; functional quality is related to how service system isdelivered; integrative quality means 
the manner in which various service components function as a unitary system;and outcome quality is the degree to 
which the promised service outstrips actual service and customer needs and expectations. Nevertheless, the 
pioneering role of Parasuraman et al (1985) in conceptualizing service quality brought into focus ten dimensions of 
service qualityas Reliability (consistent performance and dependability); Responsiveness (willingness of 
employment as timely service delivery);  Tangibles (physical appearance in relation to delivery); and Access(ease of 
contact and approachability). The others wereCompetent(knowledge and skillful aptitude to deliver); Credibility 
(honest and trustworthiness of service provider); Communication (listening and informing customers); and Courtesy 
(attitude and demeanor and attitude of contact personnel). The rest wereSecurity (customers freedom for doubt, 
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danger or risk); andUnderstanding /knowing the customer (contact personnel’s efforts to understand customer 
needs).  

Parasuramanet el. (1988),revising the previous work, subsequently collapsed the ten determinantsinto five namely 
Tangibles, Reliability, Responsiveness, Assurance and Empathy. 
Tangibles, Reliability and Responsiveness were defined as in the earlier ten determinants while Assurance and 
Empathy were respectively defined in terms of knowledge and courtesyof employeesand caring, individualized 
attention the firm provides its customers. The SERVQUAL measuring instrument was based on these five 
dimensions. In spite of this development, later studies conducted by Johnston,Silvestro, Fitzgerald and Voss (1990) 
into how management perceived quality of service brought into focustwelve determinants of service quality, some 
being in agreement with the ten dimensions of Parasuraman et al (1985). These include Access; 
Appearance/aesthetics; Availability; Availability and Cleanliness/tidiness. The others were Comfort; 
Communication; Competence; and Courtesy. The rest were Friendliness; Reliability; Responsiveness; and 
Security.The new determinants added wereAppearance, Cleanliness, Comfort, Friendliness, and Availability. While 
Appearance, Cleanliness, Comfort and Friendliness relate to physical service, Availability deals with the degree at 
whichthe contact personnel availsto customers. 

Nevertheless, Johnston and Sylvester(1990), carrying out further research inrelation to service quality, and 
concentrating on perceptions of customers,also added five  determinants to those of Johnston etal (1990) as follows: 
Attentiveness/helpfulness; Care;Commitment;Functionality; and Integrity.While care, Attentiveness/helpfulness and 
Commitmentdeals with staff performance,Functionality and Integrityarerelated to serviceability and fitness for 
purpose; andcustomer-determinacy respectively. Another determinant,Flexibility, was later added to the earlier 
determinantsin 1995 by Johnston(1995)who defined Flexibility as the willingness and ability on the part of the 
service worker to amend or alter the nature of the service or product to meet the needs of the customers. In view of 
the various attempts to conceptualize service quality, a study by Gronroos (1990), however, was the closest in 
corroboration with Parasuraman et al (1988) resulting in six determinants. Thus Professionalism and skills; Attitudes 
and Behaviors;Accessibility and Flexibility;Reputation and Creditability; and Recover were identified to be similar 
to the first five determinants of Parasuraman et al (1988). 

Importantly also, Izogo and Ogba(2015) identified Empathy, Tangibles, Responsiveness, Reliability and 
Commitment as the significant determinants ofservice quality. In spite of the various determinants proposed by the 
various researchers, it appears the Parasuraman et al. (1988) dimensionsare still the most attractive,commonly used 
and cited in service quality literature (Izogo&Ogba, 2015; Othman &Owen, 2001) and may therefore be suitable for 
exploratory studies. For this reason, the present study adopted the Parasuraman (1988) conceptualization with five 
dimensions of service quality which include Tangibles, Reliability, Responsiveness, Assurance and Empathy as 
applied in the SERVQUAL model. 

Until now SERVQUAL remains the most widely used measurement and dimensional structure in spite of the 
abundant service quality documentation and literature(Izogo&Ogba, 2015; Etemad-Sajadi&Rizzuto, 2013; Taap et 
al., 2011; Abdullah, Suhaimi, Saban&Hamali, 2011; Ladhari, 2008).Taap et al(2011) have argued that it is one of 
the most excellent techniques in assessing the value of service quality. According to Seyed-
Javadin,Rayej,Yazdani,Estiri and Aghamiri (2012),the SERVQUALscale is the most usuallyused in 
measuringservice quality. The scale is a 22-item scale (Parasuraman et al 1988).  It measures five dimensions of 
service quality applying the technique of disconfirmation. The technique is based on the difference between 
customers’ expectations and customer perceptions. Weighting scores in terms of the five dimensions provides a 
measure of which dimension an organization is better with reference to the other dimensions. Igozo and Igbo (2015) 
have argued with reference from literature that SERVQUAL results can be used for various purposes such as 
determining the level of customer expectations with particular reference to customers perceptions comparing 
competitor performance, comparing performance between branches and parties in an organization monitory 
customer service quality over a period, measure customer loyalty and retention as well as measure customer service 
satisfaction within an industry.  

In spite of the wide recognition, acceptance and application of the SERVQUAL scale, some researchers have argued 
its approach in conceptual and operative terms (Cronin and Taylor 1992; Carman, 1990). It is argued that economic, 
statistical and psychological theories do not support the SERVQUAL pattern. It has also been argued that there is 
inadequacy in using the expectation and performance gap as a measure of service quality since the service quality 
conceptis customer attitude-based when customer satisfaction isalready based on the difference between expectation 
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and performance measures.Carman (1990) was of the view that SERVQUAL is related to service delivery rather 
than service experience. Cronin and Taylor (1992)argued that if service quality is centered on customer attitude, and 
which it is, then service quality should be evaluated by weighting performance evaluations on particular service 
characteristics. They therefore preferred that service  quality should  be evaluated in terms of  service  performance 
measures SERVPERF, implying that  customers perceptions alone is enough  to determine the quality of service 
rendered thus expunging the inclusion of service expectation as a component in the determination of service quality.  

SERVPERF howeverrecognizes the genericdimensions of SERVQUAL as IntangiblesReliability, Responsiveness, 
Assurance and Empathy as the five fundamental dimensions of service quality as well as the contextual attributes of 
the 22-item scale(Etemad-Sajadi&Rizzuto, 2013; Jain and Gupta, 2004; Cronin and Taylor, 1992). According to 
Jain and Gupta (2004) the SERVQUAL scale when used to measure overall service quality using a single-item scale 
as a determinant of customer satisfaction could explain greater variance. It is on this critical basis that the present 
study used SERVPERF in determining the degree of service quality, and subsequently the relationship 
betweenservice quality and customer satisfaction.  

2.3 Service quality dimensions and customer satisfaction  
Customer satisfaction may be defined in terms of either a process or an outcome (Parker & Matthews, 2001). It is 
also defined as a judgment formed after a purchase is made after evaluation (Churchill & Suprenant, 1992; Oliver & 
DeSarbo, 1988). The most popular definition of customer satisfaction considers satisfaction in terms of 
disconfirmation which in turn depends on customer expectation and performance (Oliver, 1997). The latter model 
supports the Parasuraman et al. (1988) gap model that relates service quality thus catapulting studies concerning the 
influence of service quality and its dimension on customer satisfaction. On one hand, the diverse nature of the 
definition of customer satisfaction is an indication of its mixed relationship with service quality dimensions.  

Many studies abound in in literature agree that there is a correlation between service quality dimension and customer 
satisfaction (Izogo & Ogba, 2015; Samen, Akroush & Abu-Lail, 2013; Dahiyat, Akroush & Abu-Lail 2011; Ladhari, 
2009; Sureschandar, Rajendran & Anantharaman, 2002; Teas, 1993;). One, Baumann, Burton, Elliot and Kehr 
(2007) and Jamal and Naser (2003) observed that there is a significant relationship between the dimensions of 
servicequality and customer satisfaction except Tangibles.And two, Wang and Shieh (2006) observed that all five 
dimensions had significant positive influence on overall satisfaction expect Responsiveness. Overall service 
satisfaction is related to the product or service, sales process and after-sales service (Gustafsson, 2005). WhileMengi 
(2009) found that Responsiveness and Assurance relates positively with customer satisfaction, Kumar, Mani, 
Mahalingam and Vanjiovan(2010) identified Assurance, Empathy and Tangibles as the most important influencers. 
Although Chaniotakis and Lymperopoulos(2009) pointed out Tangibles, Responsiveness, Assurance and Empathy 
are related to customer satisfaction except Reliability, Arasli, Katircioglu and Mehtap-Smadi (2005) observed 
otherwise. Samen et al. (2013), researchingin a different industry also found that there exist a strong relationship 
between Reliability and customer satisfaction. Other studies supporting the relationship between service quality 
dimension and customers satisfaction include Aga and Safakli(2007) who pointedout that Empathy is the only one 
of the SERVOUAL dimensions that relates customer satisfaction. Nevertheless, Etemad-Sajadiand Rizzuto(2013) 
and Fah and Kandasamy(2011) agree that all the five SERVQUAL dimensions relate significantly to customer 
satisfaction. These findings reveal the mixed nature of the relationship between service quality dimensions and 
customer satisfaction. It is in this light that this study becomes relevant, that the relationship between the five 
dimensions of service quality and customer satisfaction is investigated; one, as a contribution to the debate 
surrounding the relationship between the two variables; and two, to get actors and stakeholders in the industry well 
informed so that areas of shortfall could be addressed to the benefit of customers and providers. 

2. Research Methodology 
Coastal Ghana is becoming popular in terms of development with booming metropolitan cities particularly Accra 
(the national Capital), Cape Coast (the former national capital) and Takoradi (the recently named oil-city) as a result 
of oil and gas find in the region. The sample for study was therefore taken from these three metropolises.  This is 
because most repair activities in the corresponding regions, Greater Accra Region, Central Region and Western 
Region respectively take place in these localities. Convenience and purposive sample techniques were therefore 
adopted. According to Hair, Bush and Ortinau (2006) convenience sampling has the ability to deal with large 
number of participants within a short period of time. In spite of the fact that convenience sampling may not provide 
a sample as representative as possible (Saunders, Lewis &Thornhill,2009) the purposive sampling associated was 
able to bridge this gap (Hair et al., 2006). Only customers who had visited providers for a minimum of three 
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occasions were allowed to respond to the questionnaire. This implies that the researcher was guided by specific 
sample cases which were most likely to give the required information or data (Asika; 1991) and also more 
importantly, these specific cases could be used to represent the total population since the sample was accurately 
represented (Saunders et al 2009). Twenty repair shops in Accra, and 10 repair shops each in Cape Coast and 
Takoradi respectively were first conveniently and purposively sampled. Customers were then conveniently sampled 
at repair shop gates. Self-administered questionnaire was administered to 120 customers in Accra, 60 customers 
each in Cape Coast and Takoradi after identification. Thus six customers from each repair shop were administered 
with a questionnaire. A total of 192 questionnaires were analyzed at a response rate of 80% which is within 
acceptable levels of values higher than 30% for survey questionnaire (Crimp & Wright, 1995).  

The twenty-two itemquestionnaire developed by Parasuraman et al. (1988) plus an item on customer satisfaction 
were included in the questionnaire. Respondents demographic profile was also solicited making it a two-section 
questionnaire. Only customer perceptions were measured applying the SERVPERF model (Cronin & Taylor, 1992). 
Upon the basis that the Likert rating scale is more suitable for self-administered surveys (Hair et al, 2006); and that 
the seven-point Likert rating scale provides respondents with greater options to choose from and therefore more 
reliable (Malhorta, 1996), the seven-point Likert rating scale with 1= “strongly disagree”  2= “moderately  disagree” 
3= “lightly disagree”;  4= “indifferent”; 5=“slightly agree”; 6= “moderately agree”; and 7= “strongly agree” was 
adopted for  the study. Cronbach alpha values were used to measure internal consistencies bearing in mind that 0.70 
is the limit of reliability for multiple-item construct (Cronbach, 1951). A pilot test was conducted in Cape Coast 
with 22 customers before the actual survey was performed. Since the Cronbach alpha obtained for the pilot test was 
0.849, which is well above the limit of 0.7, the questionnaire was accepted to be reliable. Content validity of the 
study relied on earlier researchers and professional knowledge, experience, review of literature in general and 
various research findings in the area of study in particular (Khan, Tabassum & Jahan, 2014). 

Data obtained from the study was processed using SPSS 21, employing multiple regression to establish the 
relationships between service quality and service quality dimensions (Tangibles, Reliability, Responsiveness, 
Assurance and Empathy) and customer satisfaction. Descriptive tools such as means and standard deviations and 
cross tabulation were also utilized. One-way Analysis of Variance with post-hoc test and Tukey HSD test were 
employed to unravel the statistical differences of overall service quality on one hand, and metropolises and type of 
employment on the other. 

4. Results and discussion 
The results and discussion section has 5 sub-sectionsnamely demographic characteristics, customer perception 
towards service quality, relationship between overall service quality and customers satisfaction, relationship 
between service quality dimensions and customer satisfaction and relationship between demographic variables and 
overall service quality. The sections present the results under these headings with analyses and discussions. 

4.1 Demographic characteristics 
Demographic features of respondents assessed were location, type of employment and highest educational 
attainment. Detail contingency response between customer satisfaction and demographic variables are shown in 
Table 1, Table 2 and Table 3 using cross tabulation. The threelocations are Accra, Cape Coast and Takoradi. 
Employment type was grouped into self-employment, government employed and privately employed. Highest 
educationalattainment includes basic, sec/tech/voc and tertiary. 

Table 1: Percent contingency between customer’s satisfaction and location 
Degree of satisfaction Location  Total  
 Accra Cape Coast Sekondi-Takoradi  
Slightly disagree (%) 0.0 0.0 100.0 100.0 
Indecision              (%) 44.5 33.3 22.2 100.0 

Slightly agree        (%) 25.8 39.2 35.0 100.0 
Moderately agree    (%) 22.1 55.6 22.5 100.0 
% of Total 28.6 40.6 30.7 100.0 

(Source: Study data. 2015) 
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Table 2: Percent contingency between type of employment and customer satisfaction 
Degree of satisfaction  Type of employment  Total  
 Self employed  Government  Private company   
Slightly disagree (%) 0.00 0.00 100 100.0 
Indecision              (%) 66.7 0.00 33.3 100.0 
Slightly agree        (%) 70.1 5.2 24.7 100.0 
Moderately agree    (%) 33.3 22.2 44.4 100.0 
% of Total 58.9 7.8 33.3 100.0 

(Source: Study data. 2015) 

Table 3: Percent contingency between customer’s satisfaction and highest educational attainment 
Degree of satisfaction Highest educational  attainment Total 
 Basic  Sec/Tech/Voc Tertiary   
Slightly disagree (%) 0.0 100 0.0 100.0 
Indecision              (%) 88.9 11.1 0.0 100.0 
Slightly agree        (%) 70.1 0.0 29.9 100.0 
Moderately agree   (%) 100.0 0.0 0.0 100.0 
% of Total 79.7 5.2 15.1 100.0 

(Source: Study data. 2015) 

4.2 Customer perception towards service quality 
The mean scores of perception of customers in terms of service quality attributes have been demonstrated in Table 4 
values ranged from 4.55 to 5.55. In terms of the five dimensions the highest mean score was Assurance (5.23), 
followed by Empathy (502), Reliability (5.05), Responsiveness (4.94) and Tangibility (4.80) in descending order. 
These values indicate satisfaction of customers as most of the mean scores are above 4. 

The response of Reliability Assurance and Empathy are however more satisfactory relative to Responsiveness and 
Tangibility. Thus in addressing  the quality  of service delivered by electrical maintenance garages  emphasis  should  
be placed on these two dimensions though there is more room for improvement  in the other three dimensions. The 
study therefore pints out that in relative terms equipment in the industry may not modern-looking, physical facilities 
may not look appealing, employees may not be neatly dressed and materials used may not be visually appealing. It 
also points out that comparatively customers may spend a lot of time in dealing with garages, garages may not quick 
to respond to customers’ requests and there may be delay infixing problem by the garages. The relatively low 
performance of garages in the sector towards these attributes should therefore be of concern to garage managers. 
Within the five dimensions of service quality attributes that need critical attention, according to the findings, are 
visual appearance of materials (Tangibility), maintenance of records (Reliability), how fast errors are eliminated 
(Responsiveness), and consistent courteousness towards customers (Empathy). Also shown in Table 4 are standard 
deviations of the mean scores. The standard deviations are indications that the scores are not too far from the means 
indicative as reliable representations of respondents’ perceptions.  

4.3 Relationship between overall service quality and customers satisfaction 
Two regression analyses were performed to establish the relationship between service quality and customers 
satisfaction: First, the relationship between overall service quality and customer satisfaction; and second, the 
relationship between the 5 dimensions of service quality and customer satisfaction.  Considering the relationship 
between overall service quality and customer satisfaction, Pearson’s product moment correlation of 0.855 was 
obtained (Table 5). This indicates that there is a strong positive relationship between overall service quality and 
customer satisfaction. The contribution of overall  service  quality was statistically significant (F{5, 192}=514.89, 
ρ<0.0005) also  confirming  the unique  contribution  of overall service  quality  to explaining  customer satisfaction 
by 0.855 (Table 5). Thus customers are more likely to be satisfied when service quality improves. The model 
summary shows R square value of 0.730 (Table 6). This  means  that  overall service  quality  explains 73% of  
variance  of customers satisfaction  reveals the  model coefficients of  the dependent variable, customers  
satisfaction.  
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Table 4: Service quality attributes and dimensional mean score and standard deviation 

Source: Study data. 2015 

Table 5: Model coefficients between overall service quality and customers satisfaction  
Model Unstandardized 

coefficients 
Standardized 
coefficients 

Sig Correlations 
Part   

Collinearity 
statistics 

 B Std.Error Beta   Tolerance  VIF 
1 constant -1.224 0.273  0.000    
Overall service 
quality 

1.193 0.053 0.855 0.000 0.855 1.00 1.00 

a. Dependent Variables: Customers satisfaction (Source: Study data. 2015) 
 

Table 6: Model summary between overall service quality and customer satisfaction 
Model R R Square  Adjusted R Square Std Error  Durbin-Watson 
1 0.855 0.73 0.729 0.394 1.97 

a. Predictor: (constant), Overall service quality (Source: Study data. 2015) 

The revelation of negative constant is an indication that other factors may contribute negatively to customer 
satisfaction. This implies that improved service quality alone may not necessarily influence customer satisfaction. 
This is supported by the difference between service quality mean score (5.01) and customer satisfaction mean score 
(4.79.).This implies that customers may be satisfied but may not be loyal (Oliver, 1999). The converse is also true. 
In this case customers may be loyal and yet not satisfied. The present study has thus shown that customers may 
perceive service as high quality, and yet not be highlysatisfied.  

Attribute                        

1.the shop has modern-looking equipment 
2. the shop’s physical facilities are visually appealing  
3. the shop employees are neat in appearance  
4. Materials used are visually appealing  

Tangibles  4.87 
4.77 
4.94 
4.63 

 
 
4.80 

0.502 
0.631 
0.836 
0.913 

 
 
0.901 

1.shop service are performed within promised time  
2.shop employees show interest in sowing my problem 
3.shop perform the service right the first time  
4. shop provide its service right the first time  
5.shop maintains records 

Reliability  5.10 
5.28 
5.15 
5.19 
4.55 

 
 
 
5.95 

0.532 
0.715 
0.900 
0.891 
0.527 

 
 
0.867 

1.i do not spent much time waiting at shop 
2.shop employees are always willing to help  
3.shop employees are quick in eliminating potential errors  
4. shop employees quickly  respond to my problems  

Responsiveness 5.18 
4.95 
4.64 
5.00 
 

 
4.94 

1.140 
0.925 
0.322 
1.090 

 
 
0.893 

1.shop staff are trustworthy  
2.my vehicle is safe in the hands of employees  
3.shop staff are consistently courteous towards me  
4. shops staff have the knowledge to answer my questing  

Assurance 5.20 
4.86 
5.36 
5.50 
 

 
 
 
5.23 

0.738 
0.533 
0.732 
0.815 

 
 
0.877 

1.the shop give me individual attention  
2.the shop has convenient operating  hours for me  
3.the shop gives me personal attention 
4.the shop considers my needs and wishes  
5. shop employees show understanding to my particular 
needs  

Empathy 4.99 
5.08 
4.76 
5.01 
5.15 

 
 
5.02 

0.561 
0.892 
1.05 
0.635 
1.11 

 
 
0.877 
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4.4 Relationship between service quality dimensions and customer satisfaction  
The Pearson’s product moment correlation test was used to determine the linear correlation between service quality 
dimensions and customer satisfaction. Table 7 displays the coefficients. The highest coefficient wasbetween 
Assurance and customer satisfaction (0.582). This is followed by Empathy (0.588); Reliability (0.77); 
Responsiveness (0.527) and Tangibles (0.516). The results show strong and positiverelationship betweenthe 
dimensions and customer satisfaction individually. The correlation test also revealed thecorrelations among the five 
dimensions as above 0.3showing there is no multiplecollinearity among the independent variables. The absence of 
multiplecollinearity is also confirmed bytolerance statistics values for the independentvariables being less then unity 
and variance inflation factor less than 10 (Table 8).Meanwhile the Durbin-Watson value was close to 2. Values close 
to 2 indicate probable absence of serial correlation (Table 8). Thus in the present study there is no serial correlation 
among the independent variables employed. 

Table 7: Correlation between service quality dimension and customer satisfaction 
Service Quality Dimension Pearson’s Correlation  Sig(ρ) 
Tangibility  0.516 0.000 
Reliability  0.577 0.000 
Responsiveness  0.524 0.000 
Assurance  0.588 0.000 
Empathy  0.582 0.000 

a. Dependent Variable : customer satisfaction (Source: Study data. 2015) 

The reliability test was performed using the Cronbach alpha.The values ranged between 0.867 and 0.901. The 
overallCronbach Alpha for the reliability statistics was 0.894. Thus in the present study, there is good internal 
consistencyasvalues are greater than 0.7. Table 8 reveals the model summary of the linear relationship between 
Tangibles, Reliability, Responsiveness,Assurance andEmpathy and customer satisfaction. Generally the predictors 
explain 54.6 percent of the variance in the dependent variable. This means that Tangibles, Reliability, 
Responsiveness, Assurance and Empathy collectively explain 545% of the variance in customer satisfaction. 
However the individual contributions are different. 

Table 8: Model summary between service quality dimension and customer satisfaction 
Model R R square Adjusted R 

square 
Std Error Durbin-Watson 

 1 0739 0.546 0.534 0.517 7.17 
a. Predictors: Assurance, Empathy, Reliability, Responsiveness, Tangibles  
b. Dependent Variable: Customer Satisfaction (Source: Study data. 2015) 

The Tangibles, Reliability, Responsiveness, is demonstrated in Table 6 under Part correlations. The 
uniquecontributions of the independent variables to R square are given as Tangibles, (4.7%); Reliability, (1.6%); 
Responsiveness, (4.2%); Assurance, (2.25%) and Empathy, (3.6%). This value is far less than the R square value of 
54.6%. This implies that there are overlaps or shared variances removed or partially out. A substantial shared 
variance has thus been statistically removed due to the strong correlations between the independent variables as 
indicated to Table 7 (Pallant, 2005). 

Table 9 also demonstrates the significance of the contribution of each dimension to the model. All the dimensions 
including Tangibility Reliability, Responsiveness, Assurance and empathy (p≤ 0.003) made significant contribution 
to the model. The Betavalues under standardized coefficients (Table 9) indicate the highest andlowest contributors 
to the model. Among the five variables Responsiveness makesthe strongest unique contribution (0.268) to 
explaining customer satisfactions when thevariances explained by the other variables in the model are 
controlledwhile the least was Reliability(-0.022). Withthe exception of Reliability, all the independent variables 
contribute positively to the model. ANOVA test generated by the multiple Regression analysis indicate that in spite 
of negative contribution to the model by Reliability the model was significant (F(5, 192)=44. 712, P<0.005). The 
significant constant value (-0.908) shows that other factors may influence customer satisfaction. 
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Table 9: Model coefficients between service quality dimension and customer satisfaction 

a. Dependent Variable: Customer satisfaction (Source: Study data. 2015) 

4.5 Relationship between Demographic Variables and Overall Service Quality 
Further step was taken to explore the relationship between overall service quality and demographic characteristics 
due to the revelation that  other factors other than service quality dimensions may influence  customer perceptions 
and service quality. Thus one-way between groups analysis of variance with post-hoc test was conducted to 
ascertain the influence of location, employment and educational attainment on overall service quality. With 
reference to location the respondents were classified as those residing in Accra, Cape Coast and Takoradi, 
representing Greater Accra, Central and Western Regions respectively.The results showed statistical significant 
difference at ρ<0.05 level (F(5,192)=16.21; ρ<0.005). In spite of the significant difference there was a small mean 
score difference among the metropolises. The calculated eta squared (effect size) was 0.023. Post-hoc comparisons 
employing theTukey HSD test showed that the mean score for Accra was M= 4.86(SD=0.63);significantly different 
from Cape Coast (M=4.95; SD=0.816) and Takoradi (M=4-91; SD= 0.67). However, the mean score for Takoradi 
was not significant different from Accra and Cape Coast. This implies that in adopting strategies to improve 
customer service quality, different measures should be employed to deal with customers in Accra and Cape Coast. 
However the measures employed to improve the quality of service in the motor vehicles electrical maintenance and 
repair industry in Accra or Cape Coast could also be employed to improve the quality of service inTakoradi.  

In terms of type of employment the respondents were grouped in to government, self-employed and privately-
employed. The study gave a statistically significant difference at ρ <0.05 level (F(5,192)=39.88; ρ<0.0005). 
Nevertheless, the mean score difference among the type of employment was not large. The eta square (effect size) 
value, 0.016, was small. Employing the Tukey HSD test for Post-hoc comparisons it was found that the mean score 
for government employees (M=52; SD=0.7) was significantly different from self-employed (M=4.8; SD= O.69). 
Privately employed (M= 4.93; SD=0.78) was not significantly from either government employees or self-employed. 
This means that in adopting techniques for improving quality of service in the study area different approaches 
should be used to address government-employees and self-employed. In spite of this, the techniques and approach 
that may be used to address service quality issues in the industry for government employees or self employed could 
also be used for privately employed customers. 

The relationship between highest educational attainment and overall service quality was also established using the 
one-way between-groups ANOVA with post-hoc test. Respondents were categorized into three groups (basic, 
sec/tech/voc and tertiary). There was no statistically significant difference at the ρ <0.05 level for the groups (F 
(5,192) = 65.01; ρ =0.02). The actual difference between the mean scores of the groups was small (Eta squaredvalue 
was  0.015) indicating a small  effect size post –hoc comparisons employing  the Tukey HSD test, indicated that the 
mean score for basic school subjects (M= 4.97; SD= 0.712)  was not significantly  different from the mean score of 
Sec/Tech/ Voc (M=5;SD=0.731). It was further revealed that the mean score of tertiary subjects (M=0.495; SD= 
0.64) was also not significantly different form Basic orSec/Tech/ Voc subjects. The Implication of this revelation is 
that, in terms of educational attainment, similar approaches and strategies could be adopted to improve quality of 
service in the three Metropolises.  

Model Unstandadized 
coefficients 

Standardized 
coefficients 

Sig Correlations Collinearity 
statistics 

 B Std error Beta  part Tolerance  VIF 

Constant -0.908 0.401 0.401 0.025      -    -   - 

Tangibles  0.275 0.063 0.253 0.000 0.217 0.737 1.358 

Reliability -0.024 0.095 -0.022 0.003 -0.013 -0.330 3.028 

Responsiveness  0.284 0.069 0.268 0.000 0.205 0.585 1.710 

Assurance  0.291 0.096 0.217 0.000 0.150 0.477 2.096 

Empathy  0.312 0.081 0.274 0.000 0.190 0.480 2.085 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 5 Issue 3, March 2018  

 ISSN (Online) 2348 – 7968  

www.ijiset.com  

99 
 

The general implication of the analysis of variance test is that within a metropolis service providers should take type 
of employment of customers into consideration in the delivery of service. The educational background may not be of 
importance. In strategizing for the three metropolises to improve upon service quality, providers should take both 
the particular metropolis of residence and the type of employment of customers into consideration. Thus in an 
attempt to improve customer satisfaction in the study area, both metropolis and type of employment of customers 
should be of great concern. This is because both location and employment type may influence customer satisfaction. 

5. Conclusion 
The aim of the study was to explore the relationship between service quality factors and consumer satisfaction. 
Service dimensions considered include the five dimensions of SERVPERF as well as location, type of employment 
and highest educational attainment as demographic characteristics. Generally customers are satisfied with the 
service delivered by garages in the motor vehicles electrical maintenance service industry in the three metropolises 
in southern Ghana. The study revealed that improving overall service quality is likely to enhance customer 
satisfaction. The study also revealed that Tangibility, Responsiveness, Assurance and Empathy have significantly 
strong and positive influence on customer satisfaction. Thus improving these service quality dimensions will likely 
influence customer satisfaction. It was however revealed that not all who perceive service as quality are satisfied and 
that other factors as well may influence customer satisfaction. The other factors, according to the study, include 
location and type of employment. The study therefore recommends that in trying to improve customer satisfaction, 
the individual attributes of Tangibles, Responsiveness, Assurance and Empathy, as well as location and type of 
employment should be given much attention.  The customer may not be satisfied when even one of the variables is 
not satisfactory. Thus to be competitive, organizations and industry players should aim at total service quality and 
not in specific dimensional terms but rather in all-in-one context simultaneously. Failure in one or more may render 
an organization relatively not competitive relative to other competitors.  However, greater attention should be giving 
to Tangibles, Responsiveness,Assurance and Empathy and demographic features such as location and type of 
employment of customers in the industry in Southern Ghanain order to make service providers in the metropolises 
and corresponding regions more competitive. 
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