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ABSTRACT 
The purpose of the study is to understand how effective customer complaint handling procedure 
among Ghanaian rural banks enhances customer satisfaction. A cross-sectional research on 72 rural 
banks and 3,622 rural banking customers through questionnaire is conducted. The sample framework 
included customers of the rural banks who frequently visit the bank premises for transactions and 
have accounts with the bank for at least 5 years. Responses are analyzed using Chi-square goodness 
of fit test, ANOVA, multiple regression and Pearson moment correlation. The regression results 
predicted that effective complaint handling procedures among rural banks will significantly influence 
the level of satisfaction among customers. The Pearson-moment correlation as well confirms that 
there exist a significant and stronger relationship between complaint handling procedures and 
customer satisfaction among rural banking. This study focuses on rural banking customer service 
management and satisfaction in Ghana. The area of complaint handling processes among rural banks 
remains a gap in previous literature which needed to be filled. 
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Highlights of this paper 

• The purpose of the study is to understand how effective customer complaint handling 
procedure among Ghanaian rural banks enhances customer satisfaction. 

• The sample framework included customers of the rural banks who frequently visit the 
bank premises for transactions and have accounts with the bank for at least 5 years. 

• The regression results predicted that effective complaint handling procedures among 
rural banks will significantly influence the level of satisfaction among customers. 

 
1. INTRODUCTION 

Rural banking in Ghana can be traced as far back as 1976. The first rural bank in Ghana, Agona Nyakrom 

Rural bank was purposely established to extend financial services to the rural folks, especially, providing micro-

credit to farmers and petty traders who were not captured in the conventional banking circle (Tsamenyi and 

Shazad, 2008). Today, the concept of rural banking has been widely spread in every corner of Ghana. As at the end 

of 2018, the number of licensed rural banks in Ghana stood at 144 (Bank of Ghana, 2018).  The unprecedented 

growth of rural banks in Ghana over the years may be an indication of a positive financial service delivery, 

reputation over the years and their socio-economic contribution to the rural population and the economy of Ghana 

large. Be as it may be, the financial sector in Ghana is quite broad and complex in structure. Amidst the abnormal 

growth of both licensed and unlicensed micro-finance institutions, savings and loans institution as well as other 

non-banking financial institution with similar mandates of providing financial services to folks in deprived rural 

areas, one can only expect rural banks to map up strategies to maintain their customer base.  

Banking competition in Ghana remains quite stiffer whiles customers have become sophisticated with their 

financial service demands. The pace of technological innovation has also become a bigger challenge for smaller 

banks to meet customer expectation. In all this, there is no doubt that, customer satisfaction remains a key 

component in service delivery. According (Kotler and Keller, 2006) most customers feel dissatisfied if organizations 

do not meet their service expectations. As service satisfaction is relative to individuals, the responsibility falls 

within the realms of the organization to understand the service needs of their customers. The study of McDougall 

and Levesque (2000) asserted that improvement of organizations’ service reliability and service quality can be 

improved customer satisfaction. Customers whose expectations are mostly meant remain loyal and accustomed to 

the services of the organization. In the long run, such customers are likely to recommend the service to others 

hence creating a pool of loyal customers and increase in market share. Achieving the best customer satisfaction level 

therefore means that the complaints of customers’ complaint and feedback must be welcomed by service providers 

and given the necessary attention (McCole, 2004).  

Nikbin et al. (2011) defined Customer complaints as the experience shared by customers about an organization 

failure to deliver their services as expected or failure to meet the expectations of customer demand. This complaint 

according to Tronvoll (2012) can either be formal or informal report of a specific bad experience the customer may 

have encountered with a particular services or products. Frequent customer complaints, if not well handled is likely 

to have an adverse effect on business growth in the long term as asserted by Robert (2012). Organizations that fail 

to address customer issues, invest interest in effective procedures for handling complaints, develop easy feedback 

channels or failure to create avenue to handle critical customer issues may damage the company’s brand and 

reputation. Awara (2010) reveals that many customers can be lost due to ineffective customer complaints handling 

procedure and consequently lead to a drop in market share. On the other hand, Robert (2012) suggested that when 

organizations retain effective procedures of handling customer complaints, the level of customer attrition reduces 

whiles customer satisfaction, company sales, loyalty and retention level increases. Considering the increasingly fast-

paced competition for excellent customer service amongst financial service providers, handling customer complaints 
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effectively cannot be underestimated in the quest to improve customer satisfaction. According to Morrisson and 

Huppertz (2010) organizations who fail to effectively handle customer complaints may lose the loyalty of numerous 

customers. It is expected that a single dissatisfied customer can cause a chain reaction where a large number of 

customers could be lost as well.  Customers form the backbone of business growth; hence their interest must be 

treated with every detail of attention. As it is popularly said “the customer is always right” hence customer 

satisfaction must be the utmost priority of all business organizations.  

Customers of most banks in Ghana are increasingly becoming self-aware of the need for quality of service. The 

current crackdown by the Bank of Ghana (BOG) on universal banks due to their inability to meet the minimum 

capital requirement and the shutdown of many micro-finance institutions due to failure to meet regulatory 

requirements has left many customers wondered if there is any faith left in the Ghanaian banking sector. This 

negative impression currently developed by major stakeholders in the financial sector, particularly, the customers, 

travel beyond the scope of universal banks and microfinance institutions but as well the rural banking business. 

These current happenings therefore place a major responsibility on the shoulders of rural banks in Ghana. Thus, 

the current happenings in the financial sector must send a strong signal to rural banks to come clear with their 

major mandates and develop strategies that will make them stand unique and strong. It is as well ultimately 

important for existing rural banks to re-assure customers of their genuity and dedication towards the delivery of 

the best financial services in such difficult time of financial imbalances in the banking system.  

In Ghana, rural banks are mostly considered as traditionally primitive banks due to the failure of most rural 

banks in adopting modern banking technologies in their service delivery, their locations and perceptions on the type 

of customers they serve. In as much as rural banking has existed in Ghana for the past 43years, it is a public 

knowledge that most rural banks are yet to meet the standard conventional banking systems and standards. 

Considering the current stiffness of banking competitions in Ghana, this study seeks to understand how rural banks 

have adjusted over the years in the quest to improve their financial service delivery in terms of handling complaint 

and the degree of customer satisfaction with such service.  

Studies on rural banking services and operations is quite broad. Most of these studies seek to enumerate the 

challenges, prospect and mandate of rural banks aid in poverty alleviation. Few recent studies have also addressed 

customer service management among rural banks (Owusu-Frimpong, 2008; Abawiera et al., 2014; Gyamfi et al., 

2016; Ofosu et al., 2016; Attu, 2018). Be as it maybe be, these studies were directed towards a specific location of 

rural banks (i.e. Kumasi, Accra, Sunyani etc.) unlike this current study which focuses on a broader perspective by 

studying the entire rural banking system in Ghana. Again, this study narrowed the scope of customer service 

management to rural banking complaint handling processes which has currently not been addressed by previous 

studies. The main idea for the study is to predict the satisfaction level of customers through effective customer 

complaint handling.   

 

2. LITERATURE REVIEW  

2.1. Handling and Managing Customer Complaints 

Customer complaint behavior (CCB) has mostly been described as a dynamic adjustment process which is 

which is mostly related to post-purchase behavior of customers. A complaint provides a guideline or road map for 

service recovery and an opportunity to understand customer needs, educate the customer, improve loyalty and build 

a better brand in the eyes of the customer. According to Tronvoll (2012) further describes complaint as an action 

taken by an individual involving the communication of negative experience regarding a product or service. 

Customer complaint is based on perception and it is formed mostly after the customer experienced a dissatisfaction 
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with a service (Morrisson and Huppertz, 2010). Hoyer and McInnis (2010) supports similar assertion and opined 

that complaint can be related customers’ feedback which is mostly influenced by dissatisfaction. Referring to the 

definitions, complaints as broadly defined are articulations of dissatisfactions that are expressed by customers to 

businesses with the aim of communicating a bad experience in the past and how it may be rectified. Hansen et al. 

(2009) argues that complaint is highly attributed to the service sector due to the subjectivity level of service 

delivery hence failure to deliver quality service to just one customer can go a long way to affect business outcome. 

Anderson (1994) indicated that complaint handling procedures is very critical aspect of marketing and forms one of 

the major pillars of building and expanding customer shares.  Ineffective complaint management procedures have 

the potentials to adversely affect customer satisfaction or loyalty hence organizations should encourage and create 

easy channels for customers to complain (Tronvoll, 2012).   

In all these, customer complaint management remains key to in improving satisfaction levels. Complaint 

management is the way in which companies systematically handle problems in customer relations. Hansen et al. 

(2009) explained complaint management as the receipt, investigation, settlement and prevention of customer 

complaints and recovery of the customer. Tronvoll (2012) argued that complaint management processes can be 

likened to organization’s management information systems with a major goal of stabilizing business- customer 

relationships.  Complaint is a sign of dissatisfaction and be as it may be, almost all organizations experience some 

degree of customer dissatisfaction hence understanding how to effectively manage it remains a critical concern 

(Ndubisi and Ling, 2006).   

 

2.2. Customer Satisfaction 

According to Fornell et al. (1996) customer satisfaction is an aggregate evaluation of organization’s service 

delivery based on the total purchase and consumption experience of customers over a period of time. In context, 

customer satisfaction describes the difference between expectation and perceived quality.  If the expectation is lower 

than perceived quality, satisfaction will be high and customers will recognize the product and vice versa.   

The concepts of customer satisfaction over the years has been built on two significant theories. Thus, the 

cognitive and affective theory.  As the cognitive theory considers the after purchasing experience by evaluating the 

satisfaction of the product as compared to others, the affective theory focuses more on the emotional attachment 

towards consuming a particular product (Oliver, 2010; Chavan and Ahmad, 2013). In any case, satisfaction is the 

fulfilment of both the cognitive and affective needs of customers. Thus, creating good customer experience through 

the product that will lead to emotional attachment by the customer to the product.   

Most authors have argued that that customer satisfaction is a simultaneous combination of both cognitive and 

affective evaluation (Clerfeuille et al., 2008; Bena, 2010).  

The outcome of any successful business depends on the number of customers it served hence businesses must 

be more strategic in their quest to provide services for customers. Hill et al. (2007) believes that Customer 

satisfaction is a barometer that predicts the future customer behavior, hence need for business to specific product or 

service features and perceptions of quality among consumers. According to Zeithaml and Bitner (2003) satisfaction 

is highly linked to customers’ emotional responses. Thus, quality perception of a particular product or services can 

provide company benefits like customer loyalty and trust over a longer period of time. Satisfaction affects 

purchasing and this improves business profits and growth as well. Satisfied customers mostly buy more and 

recommend the service to others. In the long run a network of satisfied customers is built and market share 

expanded (Hague and Hague, 2016). Tao (2014) opined that it is impossible for business organizations to expand 

without effective implementation and channels to address customer issues and complaints.  
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2.3. Complaints Handling and Customer Satisfaction 

According to Bodey and Grace (2006) it is cost- efficient if organizations create channels and encourage 

dissatisfied customers to complain as it improves service quality and loyalty. Complaints entails a lot of details from 

the customers that businesses can consider to improve their services in the future. These is not limited to areas such 

as product design, quality control and improvement of marketing strategies (Bolkan et al., 2010).  Bodey and Grace 

(2006) argues that if the company can disseminate consumer direct complaint information in the organization and 

create remedies to preserve it, customer satisfaction will be elevated. 

Companies have the chance to rectify numerous challenges customer face if customers are given the 

opportunity to have easy communication access to the organization (Guo et al., 2016). When dissatisfied customers 

fail to complain, companies lose the opportunity to rectify existing problems hence market share is diminished. Dick 

and Basu (1994) argue that customers exhibit different levels of commitment and loyalty based on the behavior and 

attitudes of the service provider towards solving reported issues.  Rowley (2005) advices firms with large customer 

base to develop strategies oriented on strengthening relations with its customers.   

 

3. METHODOLOGY 

The study adopted a cross sectional survey with a quantitative approach in analyzing data. As of June 2018, the 

number of licensed rural banks in Ghana stood at 144. The Ashanti region had the highest number of rural banks of 

26 whiles the Upper East region had 4, thus, the least number of rural banks in Ghana. The entire rural banking 

sector constituted the population for the study; however, 80 rural banks were selected. The study included all 6 

rural banks in Accra, the capital city of Ghana, however, whiles the remaining 74 were evenly casted from 9 other 

regions. The sampled number of rural banks based on the regions is illustrated in Table 1. 

 

Table-1. Sample of rural banks. 

 
Name of regions 

Number of 
rural banks 

Number of rural banks 
selected 

Number of rural banks 
customers sampled 

Greater Accra 6 6 300 
Eastern 25 12 600 
Western 10 5 250 
Central 21 10 500 

Brong Ahafo 23 11 550 
Ashanti 27 14 700 
Volta 13 12 600 

Upper East 6 3 150 
Upper West 6 3 150 

Northern 7 4 200 
Total 144 80 4000 

Source: Field study, 2019. 

 

Data was conveniently collected through the use of questionnaires. All variables were measured with a 5-point 

Likert scale. A total of 4000 questionnaires were distributed to respondents in a space of 5months. However, the 

analysis of this study is based on the responses of 3, 622 customers of the respective banks. Customers who qualify 

as respondents must have hold an operational account for not less than 5years and frequently visits the bank for at 

least twice a month. With the help of SPSS 20.0, Pearson Product-Moment Correlation and Multiple Regression 

Model was used to predict the relationship between the variables.  
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3.1. Multiple Regression Model 

The study proposes 6 (six) different independent variables measuring customer complaint handling procedures. 

The independent variables include complaint handling, service recovery, service quality, service failure, service 

guarantee and perceived failure.  

In measuring customer complaint, the study adopted the construct of Homburg and Fürst (2005); Maxham and 

Netemeyer (2002) 4-item questionnaire which has been applied in measuring “customer satisfaction with complaint 

handling”. In line with previous literature, the measurement of the other variables are as follows: Service recovery 

(adopted from McCollough et al. (2000)); Service quality (Adopted from Rothenberger et al. (2008)); Service failure 

(Adopted from Chuang et al. (2012)); Service guarantee (Adopted from Chuang et al. (2012) and Perceived value 

(Adopted from Yang and Peterson (2004)). All items were measured on a 5-item Likert scale.   

The construct of Levesque and McDougall (1996); Fornell et al. (1996) was adopted as the measurement proxy 

of customer satisfaction. This is a multi-item constructs that predicts how satisfied a customer felt with banking 

products and service delivery. A 5-point Likert scale was ranging from “1 very unsatisfied” to “5very satisfied” was 

used as a measurement of the customer’s perception and overall satisfaction of the rural banking service 

management. 

The multiple linear regression is generally given as: 

 +++++= niniii xxxy ...2211  

Where,  iy is the endogenous variable, ix  is the independent variables and s are the regression coefficients 

or parameter estimates which enables the researcher to determine the rate at which the independent variables are 

contributing to the response variable.  

The proposed multiple regression model for this study is written as follows: 

CSAT = α + β1 CMPH + β2 SVCR + β3 SVCQ + β4 SVCF + β5 SVCG + β6 PCV + e. 

Where: 

CSAT = Rural bank's customer service satisfaction. 

CMPH = Satisfaction with complaint handling processes among rural banks. 

SVCR = Service recovery. 

SVCQ = Rural banking service quality. 

SVCF = Rural banking service failure. 

SVCG = Rural banks' service guarantee. 

PCV = Perceived service value of rural banks. 

α represents the intercept, e represents the error terms and β1, β2, β3, β4, β5, β6 represent the regression 

coefficients of the independent variables.  

 

4. DISCUSSION OF FINDINGS  

The findings of this study are presented in the form of frequency tables. Chi-square test of independence and t-

test was as well used to complement the interpretation of the data collected.  

 

4.1. Demography of Respondents 

Variables such as gender, educational level, area of employment and years of business with the bank constituted 

the demography information.  
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Table-2. Demography of respondents. 

Gender Frequency Percentage 

Male 1317 36.0 
Female 2305 64.0 
Total 3622 100.0 
Education 

  

No formal education 924 25.0 
School dropout 1113 31.0 
JHS/SHS/equivalent 1472 41.0 
Degree/equivalent/above 113 3.0 
Total 3622 100.0 
Years of doing business with rural banks 

  

1-5 years 1211 33.0 
5-10 years 1522 42.0 
11-20 years 571 16.0 
Over 20 years 318 9.0 
Total 3622 100.0 
Area of business 

  

Formal sector 845 23.0 
Informal sector 2777 77.0 
Total 3622 100.0 

Source: Field study, 2019. 

 

As presented in the Table 2, majority of 64% of respondents constituted female customers whiles the remaining 

36% constituted male respondents. Most respondents were found to have some level of education. Thus, 41% of the 

respondents have completed the senior high school/junior high school or its equivalent. Gone are the days when 

rural folks were found to have a minimum education qualification, however, this study proved otherwise. Be as it 

may be, 954 of the customers, constituting 25% had no formal education whiles 1113 representing 31% were school 

dropout. Only 3% of the respondents, representing the minority of customers had a graduate degree and or its 

equivalent. 

A total of 1522 (42%) of the respondents, representing the majority of customers has transacted various 

businesses with the rural banks in 5-10years, an indication that most customers have a long-standing relationship 

with the bank. With regards to the area of business, the majority of customers representing 77% of the respondent 

were found to work in the informal sector. Considering the mandate of rural banks, there is no doubt that the 

majority of the customers fall within the informal sector.  

 

4.2. Descriptive Analysis Using One Sample Mean T-test 

The one sample mean t-test was used to ascertain the relative significance of the variables. This statistical test 

was necessitated in order to ascertain the significance of the variables used in the study.  A 95% significance level 

was used to investigate the relation between the exogenous and endogenous variables. The Table 3 shows the 

results of a one sample t-test on the specific customer complaints by customers of the rural banks. The results of a 

9-item measurement of customer complaints are presented in the Table 3. 

The one sample t-test statistic value for all the (9) items measuring customer complaints indicates that only 

three (3) of the complaints were found to be significant. Thus, the t-test identified excessive transaction charges and 

delays in the banking hall to be statistically significant, hence represents the three major complaints which are high 

and likely to be made by customers.  

The study as well presented a t-test statistic on the factors that measures rural banking customer satisfaction. 

The study opines that; customers will be in the great position to give a practical view on their satisfaction if they 
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have come in personal contact with the banks through complaints. The factors that may influence customer 

satisfaction is presented in the Table 4. 

 
Table-3. One sample t-test on customer complaints among rural banks. 

 
Complaints 

Test value = 1.5 

Mean T Sig. (2-tailed) Mean difference 
Unfair telephone and internet 
charges 

1.040000 -4.252518 0.120048 -0.460000 

Cybercrime theft 1.060000 -0.454358 0.650566 0.060000 
Loan deduction anomalies 1.400000 -0.817875 0.415393 -0.100000 
Excessive charges 0.380000 22.958736 0.000000** -1.120000 
Grievances about staff attitude 0.720000 -6.098768 0.120211 1.220000 
ATM withdrawal failures 0.960000 -5.272651 0.415393 -0.540000 
Defective ATM machines 1.300000 -1.608799 0.110845 -0.200000 
Delays at the banking hall 0.960000 -5.272651 0.000845* -0.540000 
Unaware or unfair deductions on 
accounts 

1.060000 -1.895634 0.060925 0.260000 

    **0. 05% significance level.                                                                        
       Source: Field study, 2019. 

 

Table-4. One sample t-test on customer satisfaction of rural banking. 

Factors Test value = 1.5 

Mean T Sig. (2-tailed) Mean 
difference 

I am satisfied with employees respond and 
prompt services 

1.160000 -2.630124 0.000003 -0.340000 

I am satisfied with products and services 
provided by my banks 

1.400000 -0.817875 0.000243 -0.100000 

The bank is very responsive to customer 
complaints 

0.960000 -5.272651 0.110845 -0.540000 

I am satisfied with innovativeness of the 
banking services 

1.300000 -1.608799 0.203291 -0.200000 

The bank has dedicated desk to handle 
customer service issues 

1.060000 -1.895634 0.010925 0.260000 

The overall service quality provided by my 
banks is excellent 

1.300000 1.608799 0.110845 -0.200000 

0.05** Significance level. 
Source: Field study, 2019. 

 

The Table 4 revealed that customers are quite satisfied with the employees of the bank’s response and prompt 

services to customers. Satisfaction with products and services provided by the banks was also found to be a 

significant measure of customers’ job satisfaction. As Hill et al. (2007) posits, customer satisfaction is a barometer 

that predicts the future customer behavior. It is expected that, as customers are satisfied with rural banking 

products and employee responses to their needs, satisfaction level will be higher. As indicated by the t-test, 

customers were satisfied with the rural bank's dedication to handle customer service issues.  

The study used the Chi-square goodness of fit table to ascertain whether respondents have ever made 

complaints to their respective rural banks.  

 

Table-5. Chi-square goodness of fit table indicating whether respondents have ever made complaints to the bank as a customer. 

Response Observed N DF Chi-square value P-value 

Yes 2607(72.0%) 1 43.560 0.000 
No 1015(28.0%) 

Source: Field study, 2019. 

 

As indicated in the table 5 above, Out of the sample total, 2607 respondents, thus, seventy-two percent (72%) of 

customers have made complaints to the rural bank with respect to their services delivery whilst the remaining 
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twenty-eight (28%) never made any complaint to the banks. The Chi-square goodness of fit results from the table 

below additionally reveals a significant difference between the observed and the expected frequency of responses 

from respondents (i.e. P-value=0.000<0.05). This as a result confirms that, customers of the respective rural banks 

do make complaints if any, with respect to the services rendered to them by the bank. 

The model summary is as well presented in the Table 6. The model summary table shows the goodness of fit 

statistics of the model which as a result indicates whether the model is a good fit. The table below gives an R-value 

(coefficient of correlation) which measures the strength of the relationship between the response variable (Customer 

satisfaction) and the explanatory variables (service recovery, service quality, satisfaction with complaint handling 

procedures, service failure, service guarantee, and perceived value). The analysis of the table as a result gives the R-

value of 0.542 which indicates a strong positive correlation or relationship between the customer satisfaction and 

the dimensions of customer complaints handling by the rural banks. In addition, the model summary table gives an 

R-square value of 0.294, which implies that about 29.4% of the variability in the dependent variable (customer 

satisfaction) is explained by the variability in the independent variables (service recovery, service quality, switching 

cost, service failure, service guarantee, and perceived value).  

The model summary table further indicated an adjusted R-square value of 0.280 which means that, 28.0% of the 

R-square value is corrected to produce a better estimate of the true population.  This results prove that the model is 

an appropriate model or a good fit. 

 

Table-6. Model summary. 

Model R R-square Adjusted R-square Std. error of the estimate 

1 0.542 0.294 0.280 0.415 
                      Source: Field study, 2019. 

 

Moreover, in order to assess whether the overall model is significant or not, it is necessary to analyse the 

variance among the variables. The analysis of variance (ANOVA) tested the null hypothesis that the R-value in the 

population is equal to zero or in other words, there is no significant relationship between the response variable 

(Customer Satisfaction) and the predictor variables (service recovery, service quality, satisfaction with complaint 

handling procedures, service failure, service guarantee, and perceived value). The ANOVA therefore gives a 

significant value for the regression as 0.000 which is less than the level of significance 0.05 (i.e. P<0.05). This 

therefore indicates that, the regression model made up of “Customer Satisfaction” as the response variable and 

“service recovery, service quality, service failure, service guarantee, satisfaction with complaint handling and 

perceived value” as independent variables are significantly fit. This brings out the implication that, there exist a 

significant relationship between the dependent variable (Customer Satisfaction) and the explanatory variables 

(service recovery, service quality, satisfaction with complaint handling procedures, service failure, service guarantee, 

and perceived value). The Table 7 presents the findings of the ANOVA.  

 

Table-7. Analysis of variance (ANOVA) 

Model Sum of square Df Mean square F Sig 

Regression 21.061 6 3.510 20.356 0.000 
Residual 50.525 3621 0.172   

Total 71.587 3627    
                      Source: Field study, 2019. 
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Parameter estimates of the variables were further established to determine which of the independent variables 

included in the model contributed to the dependent variable. The Table 8 shows the output of the regression 

results. 

 

Table-8. Evaluation of the Independent variables. 

a. Dependent variable: customer satisfaction. 

Source: Field study, 2019. 

Model Unstandardized 
coefficients 

Standardized 
coefficients 

T Sig. 

B Std. error Beta 
(Constant) 1.794 .159  11.255 .000 
Rural banking Service 
recovery 

.051 .036 .512 13.37 .000 

Rural banking service quality .222 .054 .582 17.21 .000 
Satisfaction with complaint 
handling processes among 
rural banks 

.217 .059 .314 3.675 .000 

Rural banks Service failure -.117 .043 -.259 -2.736 .057 
Rural banks Service 
guarantees 

.004 .049 .009 .088 .930 

Rural banks perceived value -.070 .042 -.112 -1.682 .094 

 From the regression results, Service quality recorded the highest beta value of (0.582). This means that, 

Service quality among all other independent variables is the highest predictor of (Customer satisfaction). Service 

recovery recorded the second strongest predictor of customer satisfaction with a beta value of 0.512 whilst 

complaint handling processes among the rural banks recorded a beta of 0.314.  

Based on the findings of the regression results, the new model can be estimated as:  

CSAT = 1.794 + 0.512SVCR + 0.582SVCQ + 0.314CMPH 

The estimated model above indicates that, a unit increase in service recovery will increase customer satisfaction 

by 0.512 whilst a unit increase in service quality on the other hand will as well increase rural banking customers 

service satisfaction by 0.582. The regression result also shows that satisfaction with complaint handling by rural 

banks is a major factor influencing customer satisfaction. The findings indicated that a unit increase in handling of 

customer complaints will improve satisfaction by 0.314. The findings are in consonance with the study of McCole 

(2004) who explained customer complaint as an indicator of the degree of consumer dissatisfaction hence 

unresponsiveness can severely threaten marketing relationships and effectiveness. This study established that, 

customers were highly satisfied with the complaint handling procedure of their respective rural banks as confirmed 

by the regression results. Bart and Dirk (2005) posits that companies will lose the opportunity to rectify existing 

problems when dissatisfied customers fail to complain.  

 

Table-9.  Relationship between customer satisfaction and complainants behavioural intentions. 

  CSAT CMPH 

CSAT Pearson correlation 1 .681** 
Sig. (2-tailed)  .000 

N 3622 3622 
CMPH Pearson correlation .681** 1 

Sig. (2-tailed) .000  
N 3622 3622 

 **. Correlation is significant at the 0.05 level (2-tailed).                                                                
Source: Field study, 2019. 

           

Lastly, the Pearson’s Product-Moment correlation analysis as indicated in the table 9 above recorded a 

correlation coefficient of 0.681, an indication of a strong positive correlation between customer satisfaction and 
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satisfaction with customer complaints handling procedures among rural banks. This positive relation was as well 

statistically significant at 0.000.   

 

5. CONCLUSIONS  

This current study examines the influence of complaint handling processes of rural banks and its influence on 

customer satisfaction. The study conveniently selected 3, 622 customers from 80 rural banks across the 10regions 

of Ghana. A Chi-square goodness of fit test, ANOVA, multiple regression and Pearson moment correlation analysis 

was used to explain the data collected through the use of questionnaires.    

The regression results predicted a positive and statistically significant relationship between customer 

complaint handling processes among the rural banks and the level of customer satisfaction. Thus, effective 

complaint handling procedures among rural banks will significantly influence the level of satisfaction among 

customers. The Pearson-moment correlation as well confirms that there exists a significant and stronger 

relationship between complaint handling procedures and customer satisfaction in rural banking.  

In as much as the study revealed the effectiveness of the complaint handling processes by the rural banks, there 

is still more room to improve on its customer services delivery. In this time of financial turbulence in the Ghanaian 

banking sector, rural banks must pay more attention to customer needs and eliminate any form of barriers that may 

create a bitter impression for their existing customers.  The study advises rural banks in Ghana to keep improving 

on their service quality by investing in financial innovations and technology. As well, rural banks must consider 

adopting innovative measures to enhance receiving complaints reliably.  Future studies can consider a qualitative 

approach in testing the study’s hypothesis.  
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