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ABSTRACT 

Access to reliable data across an enterprise means valuable intelligence for strategic 
decision-making. When it comes to retail banking, competition to attract and keep 
customers is fierce. Deregulation of the banking industry has lowered competitive 
entry barriers and competition is coming from both within and out ide the industry. 
Technological advancements and the growth of the Internet have lowered geographic 
barriers and brought information to customers' finge1tips . 

Changing lifestyles and technological sophistication have heightened customers' 
expectations and lowered their loyalty. Speed of infom1ation transmission has led to 
commoditization of banks' products and services- thus eroding profits from product 
and services. To survive and succeed, banks are looking for ways to increase 
customer satisfaction and retention while conta ining costs, improving efficiency 
and maximi7ing return on their technology investments. 
Satisfaction measures continue to reflect an increasing gap between tlw quality of 
service offered by the banks in general. Despite lhl: public relations efforts of th ' 
major banks to improve their image, banking customers arc im:reasingly dissatislied 
with thl! scrvic~.: th~.:y r~.:c~.:i,·e from banks. In particular, customers an.: dis •runtl ·do ·r 
higher fcc~ and charge-, reductions in taffand branch do ·ures . 

'I his re carch foe use · on cu tomer ati~faction through end-to-end sen tcc 
management strategy. 'I he objectiYe of tht: ~tutly are tLkntrf · the a ·ti\ iti ·s 
con tituting end-to-end crvicc 1anaecmcnt for the major banking st:n H.:es and to 

A ur 'CY tudy on the 

bank op ratin • in K n • , 

u 

an m 
tl 

n I ll tnd hl ul qut st inn . 

look h11 tht 1.: 
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CHAPTER ONE: INTRODUCTION 

1.1 Background of this study 

A bank is an institution that deals largely in money. It receives deposits from 
investors. It also creates money by offering long-term loans and advances to 

customers, which get repaid at future pre-agreed dates. According to entral Bank's 

clas iftcation a large bank commercial bank is one whose asset portfolio is Kes 10 
billion and above (See Appendix II) 

The banking industry is a major factor in the Kenyan economy. Although it has grown 

at a moderate rate over the last two decades, the most significant changes in this 
period concern its character rather than its size. For most of its history, banking has 

been subject to extensive federal and state regulation. However, partial bank 

deregulation in the late 1970s and early 1980s led to a sharp increase in the variety of 

services and products offered by commercial banks ( ational Research Council, 
1994 ). Driven by both technology and competition from non-bunk finan ·ial 

institutions, increasing product diversification continues today in ·ommcr ·ia l 
banking, although it is still c n ·trained to s me c tent b cun ·nt r ·gulutions. n 

cxamplc can be quoted from Barclays of Kenya, which was st )I pet! from v ntutin• 
into insurance product · (Bank a· umnce) 111 2002. 

' f he banking sector was liberali7cd toward the end of 19 'Os, h~.:t.llding a Ill!\\ era of 
intcn ive competition rc ulting !rom man · ne\\' enu.mt.. I his was an e e opener fm 
the cxi:.ting bank~. , they ou ht for tht:ir un j, .11 and trong detl.·nce of their market 
hare. 'I hi a\ the ompuh:r iz Hi not b. n in • ~.:n ilcs .mtl l1l\\ pa ·~.: or chanrc. I he 

pa e uf omp tition 1 t)f lh~.: lntr.\nl dul It) inath.:quatc 

norm nd in J\11 111 lid nt 1 .II ll hr in • in Ill:\\' 'lllll'l:pls 

r . 

lllJ hi h 11 titut ltlu ,,, 

h\11\ •, 11! I 

th 



The Banking industry faces higher hurdles than ever before. The challenges facing 
banking industry have never been greater. Regulatory change, global risk management 
are all putting pressure on major banks. Demands exist for higher shareholder return, 
cost reductions, increased customer retention and acquisition, all within an environment 
where there is increasing competition and differentiation is becoming more difficult to 
attain. Meyer & Mullins (1997). 

There has been a product-centric to customer-centric shift. Historically banks have 
been organised around their product lines. The philosophy however has changed over 
the last twenty years. The focus now is on customers rather than products. Customer 
Relationship Management has now become a commonly used acronym within 
banking circles Colgate (1997). Banks are committed to placing customers firmly at 
the centre of their activities whilst delivering value added services in a cost effective 

framework. Banks have attempted to utilize the concepts of value chain identifying 
activities that add value. atisfied cu tomer guarantee the banks high income and 

consequently increased shareholder value. However the challenge remains to pro id • 
customers with the products they require, through th •ir channels or choice, at n p1 ic' 
they are willing to pay. 'J he end-to-end scr icc management ncatt:s a ·countubi lity in 
terms of service cost and n:k from the p int or customer requ •st to th • tim • th · 
cu ·tomer is ·atisfied . 

End-to-I~nd Service Management is a new activity gaining nromcntum in the bank. lt 

i ·a concept ba cd on the \'alue chain principles. It i: aim~.:d .\1 creJting accountabllit 
for making un.: that the "hole servi · hain "orks fr m1 end to ·nd \\'11h the 1cstllt 
being that the cu t mer n.: ei\'c 

v luc unle 

b th:r , nd mon: 'c nsish:nt s 1' i~.·~.. lt utilises tht.: 

th t. 1 1h. I l1 •, ni .HilHl 1CslH11~o ar' ol no 

lh, I pll Itt Is lH 'it: I\ 1C 's <11 
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satisfaction. This study focuses on evaluation of the practice of end-to-end service 

management in banks. 

End-to-end strategy helps to develop a customer profile. Customer satisfaction i what 

drives repeat business and continued advertising through individual referrals. End-to­

end helps businesses develop a customer service process and performance criteria's to 

measure for continuous improvement throughout in organizations. 

Customer Care Goes End-To-End 

Customer-relationship management is evolving from a technology-centric project to a 

business-value effort as companies move from viewing customers as exploitable 

income sources to assets that have to be nurtured. 

To bring services closer to a customer and to guarantee the opportunity to use them 

anytime a customer want to , have been the most important targets in banking during 

the last twenty years. lhe continuing de clopment of more and more complica ted 

back-office systems would not ha ve been possible without information t " hnology. In 

many cases, computer· ha c replaced banking personm:l and the ha b ··om • the 

most important factor bchind the decrca ·ing amount f '' Hking tlac ·s. This n ., 

information technology led to aving · 111 labour c sts. but it a lso origi nated a proc ·ss 

of ·avmg in other categories of capital a · well, hk.e butldmgs (de\ it. !990). 

According to de Wit ( 1990) a bank ollice \\ ould be more te ·hnolog bus ·d. lle 

further noted that bank o i t= in tht: utUJt: i::. goin l tl) lo k hke a department stort:, 

\\here u tome1 • n m ke th ir . il • ''JUI h.:-.~.: ." '' ith hc.:lp )r mnchint:s . '!he 

pe1 llllll I \ oull b n 

11\ • \\ h II lk \\'it 1\\ l •• '( I 

cr fi t n 



1.2 Statement of the problem 

Banks are currently facing challenges due to the changing business environment and 

their survival greatly depends on customer satisfaction. According to value chain 

analysis (Porter 1985) a business 's basic purpose is to create value for users of it 

products or services. For organizations to deliver value they must concentrate on high 

margin activities. The banks are no exemption to the utilisation of the value chain 

principles. It is actually a chain of value creating activities with inbound logi tics 

being customer 's requests and posting of the transactions. Operations are the value­

creating activities that transform the inputs into the final product and outbound 

logistics being the service availability, convenience, functionality ,price and trust 

with the organization offered to the customer. 

G.very organization must execute the activities in the value chain, which create va lue 

and satisfaction for customers. Porter's Value hain is a tool to help identify the c 

va lue drivers. hach of the. e activitic can add value as well as costs. Depending on 

the marg111 vi; the difference between alue added and cost add 'd nn a ·tivi ty ·ould b ' 

a source of compctitive ad\'antage. 

'J he banking industry has had problem · in thl! application of the , aluc chain b •cau · · 

cparate areas within the organi 'ation matMge di!Terent parts of the ·en· icc chain. 

'J hi · has ·ometimes re ·ulted in mi · understandin~s hd\\ 'n the ·c areas leading to pom 
en•icc and cu tomcr di ati faction . 

In n.: pon to thi p10bl m th l: nk h. intll lutltl 1111: lllll -to end s n 1 ·c 

is . Ill\\' a II\ 11 gamm• 

lnin pr in iplo. It is aim d 

r\1 l h.li ll \\ 111 ks It tH\1 

111 I 111111 
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and could give a bank a sustainable competitive advantage. This appears to be one of 

the very first studies done on bank's delivery of service. Shimba (1993) did some 

research work on aspects of planning in the financial sector.Shimba set out to 

document strategic planning practices within the financial sector in Kenya. The tudy 

did not focus on all aspects of strategy or changes in the environment. Bett (1992) 

looked at financial perfonnance in the banking sector focusing on Kenyan banks and 

financial institution. In his study he used mainly accounting measurements to measure 

performance. 

Ndegwa ( 1996) looked at the commercial banks and financial institutions from a 

marketing point of view. He set out to assess the quality of service. Warucu (200 1) 

did some research on competitive strategies applied by Kenyan banks. In her study 

she looked at factors such as pricing, service mix, service offering but not the 

management of services end to end. 

The few studies in the banking industry have focused aspect that ha e little or 

nothing to do with service delivery. As can be seen nothing has been don' on 'nd- to -

end service management. 

lhe questions this study \ ill address is hO\ adcquat •ly docs th~ pmctic • of' •ntl to 

end deliver customer ·ati ·faction. 



1.3 Objectives of the Study 

The overall objective of this study will be to determine how banks and in particular 

major commercial banks of Kenya have used end-to-end service management strategy 

to achieve customer satisfaction. 

More specific objectives will be as follows:-

1. To identify the activities constituting end-to-end Service Management for the 

major banking services. 

2. To determine end-to-end service activities that create customer satisfaction 

and loyalty. 

1.4 Importance or significance of the study 

The study will help managers builds a framework to help manage the end to end 

service chain across functional boundarie , deliver e ceptional cu tomer serv ice by 

improving quality, c n istency, c t and operational risk r ser i es in th banks 

port!'olio, create clear accountability r r service pcrfonnan ·c and h ·lp to id ·ntil'y 

opportunities to impro c ·crviccs. 

1.5 'cope of the tudy 

' I he tudy \ ill focu on the nd-t -l:l1d l:l\ i\.C 111,lJ1agl:I11C111 s\t.liCgtcs in bankintr 

ector v.hi h rc ult to ump titi\C t1 k •ic.:s tormul.11il n in thl.: indu:-.tr . 'l hc scctm is 

in 

analy 

Ill 

Ill tJ I t II 

indu 11 lll:nds hulll: tlw nccd to 

tt.l\ •i d 1 illll makm• 111 thl: 

in 'l II) a hut du 111 

llli ). lltll hi 1 



CHAPTER TWO: LITERATURE REVIEW 

2.1 Introduction 

This chapter reviews literature on the concept of strategy, value chain, customer 

relationship management, satisfaction, role of human resource development in 

meeting customer satisfaction and loyalty of bank customers and banks refining of 

online strategy which will enable us place the subject in the right perspective, the 

value chain analysis which will help us understand the concept the topic of our study 

translates to in practice. We will also review competition and how organisations 

respond to it. 

2.2 The Concept of trategy 

'I hi.! origin of' the concept of' :;tratcg) is said to be Crom the lr ·ek ''ord 'strut ' 'o' 

111\!al1ing 'to plan de ·truction Of' Olle' ' enemie' thrOUgh \!('(l_:cti\'1.: USC of' I 'SOUn.:cs' 

(Bracker, 1980) Ihe concept wa · purely deYeloped on the basis or war. It rcmain·d 

military until 111 the nineteenth century when 1t began I b\! em1 to ed t 1 the busin ·ss 

world . omc cholar · think however, that the time that the h!nn began to be l'mplo ed 

in bu:-.inc:. is untraceable (Burnt: 199 

'I h~.:rc i no ingl unive pte diniti1 11 ''' 

According to 

c tern 

rr ni u 

l I 

th~: 111 •anisatitm \\ ith its 

~:n 1111~.:111 pt)sition ot'tlH: 

l ht 

'I I iII l 

ti, n ' ith 1h 

I Ill • th 



Aosa ( 1998) defined strategy as solving a strategic problem which is a mismatch 

between the internal characteristics of an organisation and it's external environment. 

Johnson ( 1999) defined strategy as a direction of scope of an organi at ion on the long 

term, which achieves advantages for the organisation through it configuration of 

resource within a changing environment. 

Mintenzberg & Quinn ( 1991) observed that strategy itself is really about continuity 

and not change. Also noted that to manage strategy is to frequently manage change to 

recognize when a shift of a strategic nature is possible, desirable and then to act. 

2.3 'End to End' 

'End to End' means that we are accountable for the service performance (in terms of 

ervice, cost and operational risk) from the point of customer request to the point at 

which the customer's request is satisfied. The services in ~2E ervice Management 

arc defined as " l want" service reminding us that each ervice has a cu tamer at the 

beginning and end or it. 

l:.xamples or "uch services include: 

r I want to open an account 

r I want a Loan 

r I want a chequebook I pa) ing in book. 

r I \\ant an AI 1/ debit card I PI 

r I want cash 



2.4 The Value Chain 

The value chain is an impOiiant tool for understanding how a company positions itself 
against its competitors. McKinsey initially developed these tools and Porter made 
them popular. 

The value chain is a tool to analyze the value of what a company the idea in the value 
chain does was to capture the fact that a company does a series of functions (e.g. 
operations, teclmology development, etc ... ). Analyzing how these functions are done 
relatively to their competitors can provide useful insights (Porter 1996). To analyze 
the specific activities through which firms can create a competitive advantage, it is 
useful to model the firm as a chain of value-creating activities. Michael Porter 
identified a set of interrelated generic activities common to a wide range of firms . The 
resulting model is known as the value chain and is depicted below: 

• 
' 

nc,. • l 

t 

--------~!----------~--------- ----------------------PD 

O • ) I 0 

••• ru ,. 

l 

II I 

,/II 
--------L-______ J_ ______ -L--------~------~---~1 

lu 1 'tlin • m 1 



2.4.1 Primary Value Chain Activities 

Inbound 

Logistics 
> Operations > 

Outbound 

Logistics 
> 

Marketing 

& Sales 
> Service 

The goal of these activities is to create value that exceeds the cost of providing the 

product or service, thus generating a profit margin. 

• Inbound logistics include the receiving, warehousing, and inventory control of 

input materials. 

• Operations are the value-creating activities that transform the inputs into the 

final product. 

• Outbound logistics are the activities required to get the finished product to the 

customer, including warehousing, order fulfillment, etc. 

• Marketing & ales arc those acti itics associated with TCtting buyers to 

purchase the product, including channel se lection, au crti sing, pricin r, · t . 

• Service activitie · are those that maintain and cnhan 'c th 1 ro lu ·t's vtdu' 

including customer support, repair er ice". de. 

Any or all of these primary acti\'itie ma) be Yital m d '\'e} ping a com1 etitive 

advantage. For example. logr·tic acti' itie ' are ·ri tical r r a prO\ iuer of distribution 

. en·ices, and en ice activitie ma: be the key I~)CUS Ln· a tinn o!T•t ing on-sit· 

maintenance contracts f< r offi ·c ~.:quipment. 

' (he e fi\'C Cakgori~.: ar~.: 'Cikll nJ porlt.l nl lll'l~.: in ,\ 'L'l1Ctni 111<1111\t:l. l. •h 

•cn·ti acthityin lud iii ti iti~: th.t\.H.: h · industr • (P tt•rl9t'l). 



2.4.2 Support Activities 

The primary value chain activities described above are facilitated by support 

activities. Porter identified four generic categories of support activities, the details of 

which are industry-specific . 

• Procurement - the function of purchasing the raw materials and other inputs 

used in the value-creating activities. 

• Teclmology Development - includes research and development, process 

automation, and other technology development used to support the value-chain 

activities. 

• Human Resource Management - the activities associated with recruiting, 

development, and compensation of employees. 

• Fim1 Infrastructure - includes activities such as finance, legal, quality 

management, etc. 

Support activities rten arc viewed as " crhcad", but some firms su ·cessfully ha ve 

used them to develop a c;ompctitive advantage. for '·amp! '. to d' •lop n ·ost 

advantage through innovative management of in{ormntion 'Y 'l ms. 

2.4.3 Value Chain 1 naly.-i 

fn order to better under tand the, cti\ itie lt!ndin 1 It),\ 'On1p ·titi\ <? ,lthanlage, one can 

begin \\ith the gcnt.:ti \alut: h in .nd thtn id ntif~ · th H:k\,1111 linnspc •i fic 

lu 

hould h 

It l\11,\111\ ' 

lu 
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2.5 Customer Relationship Management 

According to Colgate (1997), Customer-relationship management (CRM) is a major 

part of many companies' E-commerce strategy. Customer-relationship management is 

a business and technology discipline that helps companies acquire and retain their 

most profitable customers. Ideally, Customer-relationship management systems help 

companies provide end-to-end customer care, from acquisition through product 

delivery. But Customer-relationship management is rapidly evolving from being a 

technology-centric project to a business-value effort. And companies are moving from 

viewing customers as exploitable income sources to treating them as assets to be 

nurt1.1red . This is a critical trend that represents the use of knowledge-management 

practices to build long-tenn customer relationships. 

ompanies need a Corporate Relationship Management strategy because it helps them 

understand their customer-acquisition and retention goa ls. On the back end, 

ustomcr-relationship management he lps companit: r lain ustomers imd in rcase 

profitabi lity. This stratt:gy als help t:ompanics coordinat th , mana 1 •mcnt or 
customer rclati nships acros system· and business units. 

'ustomer-relationship Management · ftware can bring t g ther data from di ·parat · 

systems and busine ·s units to pro\'ide a holi tic 'iew or customer, and the com pan 's 

relation hip with them. It can help c mdinate ·u tomer onta ·t and r ·lationship' 

across channel by pre enting a unified me ~age re rardll.!ss or the cont •H.:t point. 

ustomer-relati n hip man gem~.:nt sl .t~.:gl\:. ·an h: a del~ nee against 

commoditizati n 01 di t.:ft.: nti, I r. 'Oll 111,mu fhc t ur~.: n renl.!ri' 

Ptoduct u h bl nk olll:. If thnm 1h bdtt:l 

cu 1 ,m 1-1clati n hip m nwst ll ·tiH: 

h n omp ni 1 ttlt lhtllll •h 

Ill 7 ) 



2.6 Satisfaction and loyalty of bank customers 

"Does improving bank customer satisfaction and loyalty really make a difference? 

Research from around the world suggests it does. Increased levels of customer 

sati sfa ction and loyalty are frequently linked to positive outcomes for a firm ," says 

Colgate. 

"For example, Anderson, Fornell and Lehmann (1994), when investigating over 

25,000 customers of 77 Swedish organisations in a variety of industries, noted that the 

firm s with higher reported satisfaction levels also show significantly higher returns . 

They say an aru1Ual l % increase in customer satisfaction is worth an 11.4% 

improvement in current return on investment." 

"Researchers have also argued that increasing customer loyalty helps to create future 

revenues (Fom e11 1992; Danaher and Ru st 1996); decrease price elasticities 

(A nderson 1996), and reduce the co ' ts of fu ture interactions (Reich held and asser 

I 990) ." 

2.7 lluman Rc ·ourcc De clopmcnt (llRD) and bank customer s:ttisfa ·tion 

By novv it is recognized ,.,·orld'' ide that (llRD) is .1 to )I l(w bu ·iness ttnprm •mcnts. 

Orgnisation do not any more talk of for tl · O\\ n sak '. bu t usc it a · an csscnttal 

requirement for bu ·inc · development. 

Re earchc hov. a good Human Re oun:l.' J)~:H:lotmcnt stt.IIL' '.' suppm tcd b · 

appropriate per onnd poli it: an do, lot in te1111. or in 'tcasin' ·ust{)tllt'r, cmplo ·cc 

and ta ehold r cti n . 

!) \' 

lih It hi 1 hli •ht ::.tHllL' lluman Rcsour ·c 

tr ti n. 

n 11 !l)t\l t : tisla tion. 
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can do very little directly to enhance customer satisfaction, as they have very little 

understanding of customers' encounters. For them, bank employees are the only 

customers. Even their own encounters with bank employees often lead to 

dissatisfaction. The first and foremost task of the Human Resource Development 

staff, therefore, is to be in touch with the real customers first and then with the 

intemal customers. Most banks have not realized this, and that is the rca on why the 

Human Resource Development departments are unfortunately located in the 

headquarters rather than the field offices. They derive power from the rules and 

systems they develop and not from the services they render. Human Resource 

Development should promote technology for improving customer service and 

satisfaction. This is because, from the time you open a bank account, till the time you 

close it, you have to meet any employee only twice- while opening the account and 

aga in whil e closing it. The closing can be done by mail also. You can get the cash 

from the ATMs and get all details you need like the statement of accounts, etc from 

J\ TMs. Life is mu ch simpler with u h sy tems. The lluman Rc ource Development 

staff should work with unions and ass ciations for enhancing custom ~; r and ' mploy u 

satisfaction. ustomer dissatisf~1cti n i ·also enhanced by th numb ·r of tim ·:-; a bank 

is c losed due to ·trikes. ot mcrcl the clo urc, but the threat of dosur ·i ts ·If' adds to 

dissatisfaction 0 'ornell, 1992). 

Banks have taken good care of their employee· and the · ·hould continue to tak · c\'en 

better care. Bank li\'e on the cu tomer' · money and then dut · is first to sene the 

customer. 'I he Human Re our e De\ elopnh:nt ha. 1 role Ill this - to put till' customet 

fir:st in the mind o cmplo ~:~.: . hi oult.l b~: lt)l1~.: thiOulh ,l numh~.:r or stra tt:gies 

tart in \\ ith indu tion I) unit n • ntl , st i,ltions ma ' b~: 'Omt: the 

•ent of Ill Ill l lh .It hd} d It) It: '() 111l t: !ht: 
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2.8 Banks refining online strategy 

According to Khatri S.S (2003), Time is indeed money these days, thanks to enhanced 

online banking services that are making it possible for banks and their cu tomers to 

save more of both . Customers' demand for convenience in conjunction with banks' 

profit motive are spurring the latest wave of changes in online banking, with experts 

predicting more ripples to follow in the next two years. But fierce competition and 

recent studies are prompting many banks to drop online service fees. Financial 

institutions can absorb the surcharges because of savings from redirecting simple 

customer inquiries such as reordering checks from branch offices to the Internet, said 

Christopher Musto, vice president of research at Internet consulting group 

Gomez.com. Research shows "that customers that use Web banking to pay their bills, 

tend to stay with their banks longer, tend to be happier with their banks and tend to 

keep more money in their accounts. 

"But free bill payment and real-time information services ar fast becoming industry 

standards. A lot of customers have access to statements and che ks onlin~.:. What -. 

sec coming in the next year is two oth~.:r s~.:r ices," tht.: ability to mo mon y b ' I\ e •n 

banks online and the choice to recei e e-mail akrts about certai n a· ·ount a ·tivit . 

Check imaging, a popular ·t:rvice that provides a c Hnph!ll: online pi ·tm of' cash ·d 

check , is pre ·ently being offered by :ome of the natton's hltg~o:st banks (l•d'' ards, 

Susan and Mauread B.l995).0nlinc banking h 1 gro'' n e ponentt,tll since it lir·t hit 

the \Vt:b in May 1995. 1 he numh~.:r of hou chold u ing Internet s ·n•t ·es to manage 

money ha nearly d ublcd in the I. 1 ~.:\\ )C.tr~ lilHll I. .. - millilHl in 000 to . X 

million by year-end _002, ~ tdinil t tht: nlinl: B. nkin • R poll, \\ hich h.tcks 

indu try tr nd . 'I t .1 mot .llld nwt p t pi tatt 



CHAPTER THREE: RESEARCH METHODOLOGY 

3.1 Research Design 

A case study of 8 large commercial banks operating in Kenya. 

3.2 Population 

The Population of this study was all commercial banks operating in Kenya, which are 

currently 43 in number. A list has been obtained from the Central bank of Kenya and 

is attached as Appendix 2. 

3.3 Sample 

The sample was eight large commercial banks operating in Kenya with an asset base 

of over 1 Obi Ilion Kenya shillings. Also three (3) customers from each of the e banks 

were sampled randomly. 

3.4 Data Collection 

Data was collected by using a structured questionnaires consistin l of'both op n ·n I •d 

and closed que tions. choice f bank . from airobi atcu is prefl•m.xl b 'l.:UliS in 

airobi there is high competition and bu ·ine ·s transa ·tt )llS, \\ hich n:ndcr: the banks 

operating in the region to be compctith c. 'I he hnd-to-l~nd ' en i ·c 1anagcn ·nt h.1s 

al . o not been fully rolkd out to branchc ouhidc.: airt)h! thus th · concentration on 

airobi branchc . 
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3.5 Data Analysis 

Descriptive statistics such as frequency, measures of centTal tendency (mean, mode, & 

median) was used to summarise and present data in graphical and cross-tabulation 

forms. 



CHAPTER FOUR: THE RESEARCH FINDINGS 

4.1 LEVEL OF CUSTOMER SATISFACTION PERCEIVED BY BANKS. 

To determine the levels of customer satisfaction perceived by banks, data was collected using 

a 5 point scale where 5= strong and 1 weak. Data was analysed using percentages. 

TABLE 4.1.1 

Level (Rating) Frequency Percentage 

1 0 0% 

2 1 13% 

3 2 25% 

4 4 50% 

5 1 13% 

Totals 8 100% 

Source: Research data 

'I he survey showed that banks have a high p~;rceptit n or custom~;r sa tisl~\ ·tion or 

having a rating or4 i.e. 50°/n of there ·1 ondcnt:. 

4.2 VIEW ' BOl'T . D-TO-E D ' RVICF r\1 
STR TEGY 

'f o detcnninc VIC\\ about end-to-end en 1ce mana •~:mcnt sttutcg , datu \\a: colh.:ctcd usin • 

a 5 point cale \\here 5 nd I Pllll hat~: '\.D,1t,1 \\:.Is .mal sed USIII' 

perc~:ntagc 
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4.3 AGE OF CUSTOMERS 

TABLE 4.3.1 

~ge Frequency Percentage 

Below 25 years 1 4% 

26-30 4 17% 

31-35 10 42% 

36-40 6 25% 

Over 41 3 13% 

rrotals 24 100% 

Source: Research data 

As illustrated by the above table, majority ofbank customers fall in the age bracket of31 - 35 

years as indicated by 42% of the respondents. 25% of customers fall in the age bracket of36 -

40 years . Only 4% of the respondents said to be below 25 years . At this age most people are 

in college and hence not in a stable job whtch can enable them to maintain bank accounts . 

4.4 EXTfi:NT CUSTOMER. Tl 'F CTIO TllROlJGll 
I TROOl CTIO 01~ E2 , lOt I 'F, MA Gli,Ml~ T STR Tl~CY 

FIGl RE 4.4.1 Extent of cu ·tomcr sati ·faction through (i:2E stratcg, 
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4.5 WHETHER CUSTOMERS SUBMIT ALL THE RELEVANT 
DOCUMENTATION 

FIGURE 4.5.1 

Whether customers submit all the relevant 
documentation 

No 

Source: Research data 

A shown above. 62%) of the bank aid custom~t ha, c faikd to submtl all lhl! 

relevant infom1ation or do umcnt·llion \\ hilc • l 
0 o the banks aid ·ustnmL'rs u~ta 11 

ubmit all the rclcv m d um nt tion. 



4.6 REASONS FOR NOT SUBMITTING RELEVANT DOCUMENTATION 

FIGURE 4.6.1 

Why customers fail to submit documents 

Ignorance of 

customers 

18% 

Banks have 
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18% 

Source Research data 
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Too many 
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4. 7 MODE OF DELIVERY OF CUSTOMER REQUEST 

FIGURE 4.7.1 

Customer request mode of delivery 

Electronic 
13% 

Source· Research data 

Courier 
services 

49% 

'I he survey showed that cu ·tomers make theit n.:qucsts to the bank: via cm11 t •t 

ervice · as illustrated by 50% of the re -pondents. Only 30% of the respomknts cih.:d 

personal delivery method a~ being u ed by u. ttmH.:t . 
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FIGURE 4.8.1 

Activities/Service to ensure customer satisfaction 
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4.9 REASONS FOR NOT MEETING TURN AROUND TIMES 

Reasons cited by banks for failing to meet the turn around times for processing 

customer requests include the following: 

•!• Iligh volumes (end month) 

•!• System problems 

•!• Absenteeism of staff 

•!• Lack of critical information 

•!• Inaccuracy 

•!• Late delivery 

FIGURE 4.9.1 

Reasons for not meeting turn around times 
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4.10 ONLINE STRATEGIES FOR SERVING CUSTOMERS BETTER 

The following online/technological strategies were cited by banks as being 

implemented in order to serve customers better. 

•:• ATM ervices 

•:• SMS banking 

•:• Telephone banking 

•!• Internet banking 

•!• Electronic Funds Transfer (EFT) 

FIGURE 4.10.1 

Online strategies for serving customers better 
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4.11 EDUCATION LEVEL OF BANK CUSTOMERS 

FIGURE 4.11.1 

Education level of customers 
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As shown in the above figure, 50% of bank customer· hc.l\'e univt..:r ·it ·dut..:ation 

while 21 % of the customer · ha\e econdary and po. t •wduatc edu ·uti m each. On! a 

few of bank cu tomers from the ample have primm ' 'duca tion as Ill)\\ n b gn n or 
the rc pondt..:nt . 



4.12 BANK ACCOUNTS MAINTAINED BY CUSTOMERS 

FIGURE 4.12.1 
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4.13 BANKS HELD BY CUSTOMERS 

TABLE 4.13.1 

Bank Frequency [Percentage 

Bare lays 6 25% 

CFC 1 4% 

Citibank 1 4% 

CBA 1 4% 

Cooperative 5 21% 

I&M 1 4% 

National Bank 1 4% 

Standard Chartered 8 33% 

rrotals 24 100% 

Source: Research data 

'I he above table sh ws the banks held by customers. tandard chaerl 'red bank hn I th' 

highest number or Cll ·t mers a . 'hO\\n by 3311'11 or the respondents Han.:la s bank is 

·econd as ·hown by 25°/o or the rc ·pondcnts. '1• ', 'itibank, 1 •, M, CB anJ atillnal 

bank have the ]east CU ·tomer a. 'hO\\ 11 b 4c}11 Of th II.!S()Oll01:11(S. fhis Cllll be 

attributed to the1r branch di tribution and nature of scr\'i ·cs oll\.:1cd by th ·banks. 
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FIGURE 4.14.1 
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4.15 NATURE OF STAFF REQUIRED IN BANKS 

FIGURE 4.15.1 
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As illustrated in the above figure cu tomers have a preference of staff who have 

graduate level of education a· h wn by 7S<Yo of the re ·pondcnts. P) ·t rmduat' stn I r 

are preferred by 58% of the respondent . Profe ·i nal stan and Judi s ar' pr •I' t r d b 

50% of the respondents each. From the e ob er ati n \ bank· can make rcclllilntcnt 

decisions based on such and other result from re ·ean:h finding·. 
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FIGURE 4.16.1 

Online strategies preferred by customers 
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As sho\ n in the above figure, Internet banking and "ide distribution of \I' : w •r · 

cited a the mo t important online trategies, whtch banks ·hould impl •tm:nt as 

shown, by 83%, of the re ·pondent . Email conespondencc .md abtht · to lh)\\ nlond 
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CHAPTER FIVE: SUMMARY, CONCLUSIONS, SUGGESTIONS, 

LIMITATIONS AND RECOMMENDATIONS 

5.1 SUMMARY 

Customer satisfaction is what drives repeat business and continued advertising 

through individual referrals. End to end helps clients develop a customer 

service process and performance criteria's to measure for continuous 

improvement throughout to organization. 

All parts of a business require planning. Long-tem1 business plarming is the 

key to growth and profitability as well as providing direction for success in 

any company. End to End helps lead an organization in both short and long 

term planning, in Sales, Marketing, Product Development, Production, 

Distribution, rowth, Finance, Pricing, u tomer ervice, Purchasing and 

Workforce Management. 

Customer-relationship management is e olving from a techn logy-centric proje ·t to u 

business-va lue effort as companie · mo e from ie' ing customers as ·xploitabl • 

income ources to assets that have to be nurtured. 'RM · ·tem · help ·ompant · · 

provide end-to-end customer care, from acqui ilion through product deli' er 

Branch closures, fee hike and long queue. ha\ e combmed to create mu ·h c ntcrsm 

among the banking public in h!Cent year . n t: upon a t1n1e, b:mkmg was personable 

and simple. But now in the name ot c men it n~.-~.:, frit: nd\ • fact w-fat't: inter act ion has 
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the last few years, from 15.5 million in 2000 to 28 million by year-end 2002, 

according to the Online Banking Report, which h·acks industry trends. 

But the popularity of Internet banking services hardly signifies an end to brick-and­

mortar financial services establishments. 

"Technophobic customers who are scared of the Internet shouldn't worry. New 

electronic bank services are options and complement the banking industry. "Most 

customers use multiple channels. You may use online banking, but you may also use 

an ATM or a teller." 

5.1.1 ACTIVITIES COSTITUTING END-TO-END SERVICE 

MANAGEMENT 

One of the objectives of this study was to identify the activities constituting end-to­

end service management foe major banking ervices. 

The portfolio of service where end-to-end ervice management is accountabl ' for 

servi ce performance across the banking indu try include the following ser ict:s : 

•:• Opening a bank account 

·:· Requc ·t for a bank loan 

·:· Reque ·t for a cheque! paying in b 

·:· Reque t for A TM/debit card 

•!• Request for cash 

•!• Requc t for statement. 
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The survey revealed that m order to achieve customer satifaction the following 

activities to be addressed. 

•!• Competitive fees and charges 

•!• Relationship closeness 

•!• Listening and Addressing customer needs 

•!• Overall customer services 

•!• Providing service/product quality 

•!• Convenient and user friendly services 

•!• Appropriate language usage 

For proper implementation of these services, end-to-end service management strategy 

is useful for application by banks for the strategy helps achieve the following: 

•:• Be accountable for the performance of E2E customer "1 want" services in line 

with agreed levels of service, cost and operational risk 

•!• bn ure the provision and analy i of '2E service performance information for 

clients 

•!• Proactively identify and drive the implementation of ·crvic • impr) m •nts 

across supply chain· 

•:• Establish a set of management tool ( en ice management fiumework) ror k. 'Y 

services including ervice contract and , en·1ce kYd agreements 

•!• Lstablish, maintain and driYe delivery against the sen ice plan for k.e sen 1ccs 

•!• Work clo ely with client to undcrst. nd their stratt:g1es and d11\' •rs and 

provide input into propo d h. n 'c initi. ti\ t' 

•:• \ct as a gua1di 

ch n •c initiati\ 

dulin' th~; impkmentation or 



5.2 CONCLUSIONS 

The key to moving from quality to innovation is to consider the outcomes or results 

desired by customers in their use of service and products . The steps of defining the 

service product, differentiating customers, defining expectations and measuring 

quality all deal with effectiveness. 

Customer-centered organizations take pains to measure what customers care about. 

This research indicates that customers consistently look for three specific types of 

attributes in virtually all service products: ease of use, timeliness, certainty 

(consistency, accuracy, reliability, etc.). 

Many organizations arc making efforts to address process issues. Unfortunately, the 

focus is usually on the producer's process in tcad of on the end user/customer. The 

customer-centered cu lture puts heavy emphasis n th' end user's process' ith sp 'eia l 

attention to time. Once 80 percent of the customcr-e pcricnc 'tl time is red sign 'd out, 

then work to rt:!duce variation. 

reating a customer-centered culture mean thinking difl'etentl . It ·onccrn · ''hal' c 

create for whom and our go,·cming Yalue . focus and e. perimcntation on int ·mal 

service products and proce e creak a g d foundation lor appl •ing the philosoph 

and mdhods externally. When we c n "in the home g::uw.:!>, tiH.:rL' is gn.:all.:r 

probability of winning the way '' m s nd. hie\ in' a com1ktiti\ ~: ad\'antag:e 
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•!• Define and document how bank processes work and identify the key 

stakeholders 

•!• Agree and communicate how E2E service management works with the other 

parts of service delivery. 

•!• Challenge inefficient processes and practices and identify opportunitie to 

improve service, reduce cost and improve the operational risk profile. 

5.4 LIMITATIONS OF THE STUDY 

There were several limitations encountered in carrying out this study. These 

limitations included the unwillingness of banks to give information due to suspicion 

about how the infom1ation would be used. The incilination for the majmity of the 

banks was to refu se to respond at all . It only with a lot ofpursuation and coaxing that 

even the eight banks responded. ust mer also were reluctant to give detailed 

informati on for they seemed to be busy and gi ivg such information, as a waste of 

time. 

·n1erc were areas that thi rc earch did n t O\ er because of limitations inh..: r..: nt in its 

breadth. These area would howen.:r c ntributc to kno\\ ledge in l'lld-tn-..: nd sen ic' 

management strategy. 'TI1i , rc th t h. l ~ n1t in 'n.:asm )ly impl) ttant bccause or 
the! global and comp titi\1.: n turc 1 th 
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APPENDIX! 

Questionnaire 1. (Front Office staff information) 

Note: The infonnation in this questi01maire will be used strictly for academic 

purposes only and will be treated with utmost confidentiality. 

Date . .............. . . ... .. . .. . . . .. . Questi01maire No .......... . .... . . . . 

A: Details of Bank 

1. Nan1e of Bank ..... ... . .. . . ... .. .. ... ... ..... .. ... .. ...... . . . ... . . ..... ........ . .. .... . . 

2. Branch ... ... ... . . .. .. . . .. .... ····· · ······ · ······ · ········· · .... . . . ········· ·· · · ·········· 

B: Demographic Details of Respondent 

3 Designation ................................... ··········· ................ ······ 

4 I low would you rate your per ona l le c l r del ivering 'ustom ' r 

sa tisfacti on? 

Weak 'tron 1 

2 3 4 

5 What are your vie\\ regarding end-to-end en ice management 

Poor Strategy et g od strnt~g 

2 

End-To-End enic and ctiviti 

3 

6. Has cu:.tomr..:I sati. tion b r..:n. hic\td sin the inttllllll'Tilm 

of end to en t 

Ill 



7. What activities are required for each of the following services? 

Service activities 

a Request for credit cards 

b Request for loans 



books 

e Request for statements 

f Reque t for Ca h 



8. Are there instances when customers have not submitted all the relevant 

documentation? (Tick where appropriate) 

8 (a) If the answer to question 8 is Yes what do you think are the reasons? 

a. Lack of adequate infom1ation of requested documents 

b. Request for too many documents 

c. They argue that the bank has that information elsewhere 

c. Any other. ................ ···································. · ············· 

9. What 1s the mode of delivery of customer's request to the processmg 

centres? 

a. ouricr crv1ccs 

b. Personal delivery 

c. Electronic 

I 0 What activities or services doe the bank und rtak to en ur customer 

satisfaction is met? 

··· ············ ····························· ······················ ···················· ······· 

············ ·· ············································································· ·· 
···· ························································································· 
····························································································· 
····························································································· 
······················· .. .. ...... .... . .. ······················· 



Questionnaire 2. (Processing Centres Information) 

Note: The information in thi s questionnaire will be used sh·ictly for academic 

purposes only and will be treated with utmost confidentiali ty. 

Date .. ......... . ... .. . ... ........ . . Questionnaire No ..... . . . .... ... ... . 

A : Details of Bank 

Nan1e of Bank .... .... ... ... . .. . . .... .. .. .. ......... . .. . ..... .. ... . .... ... ... .. . 

2. Branch ............. . ....... ....... .... ........ .. . ........ .. ..... . . . . ............ . . 

B: Per sonal Details of R espondent 

3 Designation .................................................................. .. 

4 How would you rate your personal level of deli ering customer 

satisfaction? 

Weak Stron , 

2 4 5 

C: End-to-End 'ervice '\lanagement 

5 What are you view regarding end-to-end ser\'ice management 

Poor 'trategy \ CIJ good stl.lteg · 
1 3 

6 Ha cu tomcr ti:.fa tion b~cn, 'hi~H:J. in c tlk intto iu~ tilm 

(I ) 1 o n ·tent 

nt 

nt 



7. What activities are performed on the following services upon receipt from 

the branches? 

Service Activities 

a Request for credit 

cards 

b Request for loans 

c Account OJ nin 



d Request for cheque 

books 

e Request for 

Statement 

r ~· Rcqu t [i r h-- -· ~ 

I 

I 

..,_ 



8. What are the tumaround times agreed with the branches within which to 

process the following services? 

Service Tumaround time 

a Request for credit cards 

b Request for loans 

c Account Opening 

d Request for cheque books 

e Request for statements 

f Request for cash 

9. Are there instances when you are not able to meet the agreed tum around 

times? (Tick where appropriate) 

E"' \No - j 
9 (a). If the answer to que tion 9 i ye . what ar the teas ns'? 

(Tick where appropriate) 

a. High volume (end month) 

b. y tem problem 

c. bs ntcei m of t. tt 

d La k o 

c. In 

I. I 

1 in l rmati n 

....... ··········· ...... . 
dl J.: It Ill th I Ill •h 1111 



11 (a). What is the mode of feedback? 

Positive feedback 

Telephone 

E-mails 

Surveys 

Negative feedback 

Telephone 

E-mails 

Surveys 

12. What strategies is your bank employing in the market to meet customer 

satisfaction? 

······· ······ ·· ··· ·· ·· ····· ······· ··· ····· ······ ··· ······ ···· ·· ··· ······ ········· ··· ··· ··· ··· 
······ ····· ······· ·· ·· ··· ·· ·· ····· ·· ······· ···· ············ ················ ·· ···· ·· ······· ··· 
······· ····· ·· ···· ···· ·············· ·· ···· ··· ······ ·· ·· ··· ·· ··· ·· ·· ·· ············ ············ 
·· ··························· ···· ········· ········· ········ ····· ··· ·· ·· ·········· ······ ···· ·· 
·· ···· ······ ····························· ················ ····· · ·· ···· ··· ······· ·· ········ ·· ·· 
········ ·· ··················· ········· · ·· ········· ··· ······ ··· ··········· ···· ··· ·· ··· ···· ··· · 

13. What online/Technological trategie i , your bank ado1 ting to ·ern: bank 

customers better in the changing banking industry'? 

····························································································· 
····························································································· 
····························································································· 
····························································································· 
····························· ······························································· 



Questionnaire 3. Customers 

Background data 

1. Sex Male Female ---- ------

2. Education level 
a. None 
b. Primary 
c. Secondary 
d. University 
e. Postgraduate 

3. Age 
a. Below 25 years 
b. 26-30 
c. 31-35 
d. 36-40 
e. Over 41 

4. What kind of account do you maintain with your bank? 

ur n 

II 



7. Have you ever changed your bank 

a. Yes 

b. No 

8. If yes what was the reason(s) 

a. Minimum balance requirement 

b. Lack of convenience 

c. Poor customer relationship 

d. Unresolved complaints 

e. High bank charges and fees 

f. Delayed processing of requests 

g. Few branches 

9. What services do you prefer the bank should undertake in order to satisfy and 

maintain your loyalty? 

a. ood customer realationship 

b. Solving complaints in time 

c. Competitive crvicc and product 

d. Removal of minimum balance 

c. easy acccs to loan 

f. Customer in olvcment in ne\\ product eT'I icc de\ elopment 

10. What kind of taff would you like to ef\·e you in the bank ' '! 

a. Men 

b. Women 

c. Prole ion, 1 

d. <J1aduatc 

e. Po t •r tu t 

II . \ ' hIt ul ur t n h t limp! m nt' 

b 



Appendix II 

All Commercial Banks of Kenya based on net assets 

LARGE (above 10 billion) 

Barclays Bank of Kenya Limited 
CFC Bank Ltd 
Citibank N .A 
Commercial Bank of Africa Ltd 
Co-operatives Bank of Kenya Ltd 
Investments & Mortgages Bank Ltd 
National Bank of Kenya Ltd 
Standard Chartered Bank of Kenya Ltd 

MEDIUM (Kshs 3 billion- 999 billion) 

Akiba Bank Ltd 
African Banking Corp. Ltd 
Bank of Baroda (K) Ltd 
Bank of India Ltd 
C' rcdit Agricolc Indosucz 
Diamond 'I rust Bank Kenya Ltd 
Fina Bank Ltd 
£• ir ·t American Bank of Kenya Ltd 

uardian Bank Ltd 
iro ommercial Bank Ltd 

Ilabib bank A.G Zurich 
J Iabib Bank Ltd 
Imperial Bank Ltd 
Middle East Bank Kenya Ltd 

ational Indu trial rcdit Bank Ltd 
Prime Bank Ltd 
Stanbic Bank Kenya Ltd 
Victoria ommercial Bank Ltd 



SMALL (Below Kshs 3 Billion) 

Chase Bank (K) Ltd 
Charterhouse Bank Ltd 
City Finance Bank Ltd 
Consolidated Bank of Kenya ltd 
Credit Bank Ltd 
Daima Bank Ltd 
Development Bank of Kenya ltd 
Dubai Bank Kenya Ltd 
Development Bank of Kenya Ltd 
Equatorial Commercial Bank 
Euro Bank Ltd 
Fidelity Commercial Bank Ltd 
Industrial Development Bank 
K-Rep Bank Ltd 
Paramount Universal Bank Ltd 
Southern redit Banking orp.Ltd 
The Dclphis Bank Ltd 
Trans-National Bank Ltd 

Source of information: 

http://www.c<;nlralbank.go.ke/cbk/Bankln[, m1ation/commbanks.html 


