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AB TRA T 

This project examines se\ era! tnt ·rn;ll d ·li 'r systems and their impact on the internal 

customer. While ther · L' 1 ' t t ',111 1 )(' s stems that arc relevant to contact employees during 

service cncount~:t, tlus stu I ill\ · ti 'ales whether there are deliberate systems put in place to 

support th · i11t Ttl d ·u t{ m •t in discharging quality services to the external customer. The 

stud wus ulst) ill\ · ·ti ... ating the challenges experienced by the internal customers in helping to 

impknu:nt · '1'\ tc' qualit •. 

ca ·e stud wa carried out and a stratified sample of 100 respondents selected randomly was 

u ·eel t c llect primary data. The data was analyzed using the SPSS software using the mean, 

factor anal i and chi-square to draw conclusions. Different systems supporting internal 

deliver were proposed and the results indicate that the systems are currently employed by 

KCB and play a major role in delivery of services. Although the ServQual model has been 

u eel previously to measure quality in respect to the external customers it will be used to 

measure selected dimensions of service quality to measure quality orientation to the internal 

customer. 

Implementation of service quality has a number of challenges, which al o came out trongly in 

the report. The major challenge experienced being those touching on change management, 

organizational factor , people moti ation tandardization of procedure and conOict 

rc lution. The rc ult indicate that, the bank ha employed various . y ·tcm to ·upport the 

internal cu t m r how vcr there arc gap between the expected qualit and the rendered 

qu, lity '" hich th ~bank need to addre . 
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CHAPT RO : INTRODUCTION 

1.1 GENERAL B KGR l l I) 

In toduy's ntptdl ·h 111 ·iu 1 uud c trcmdy competitive environment, customers demand 

gn.:at~.:r vulm: und lugh •t sati factiOn levels. As a strategic concept customer driven quality and 

t;crvil.:c dircckd tO\\ ard · cu ·tomer retention and market share growth can effectively provide 

com1 ctiti\ c advantage. The quality of services is considered to be a critical success factor for 

contemporar ·en ice companies. Service quality's close conceptual as well as empirical link to 

cu tomer sati faction turned it into the core marketing instrument, making it the most 

re earched area in services marketing (Fisk et al., 1995; Bolton et al., 2000). In addition, the 

accumulated research has linked positively with profitability (Fomell, 1992). This link, 

howe er is not straightforward (Rust et al., 1995; Zeithaml et al., 1996). Two underlying 

processes generally explain the contribution of service quality to profitability. First, service 

quality is regarded as one of the few means for service differentiation and competitive 

advantage, which attracts new customers and contributes to the market share. Second, service 

quality is viewed as an important means for customer retention. This is because the key to 

gaining long-term competitive advantage is to continually meet customer's expectation in the 

way the cu tomer recognizes as adding value. 

In mo t . ervic bu inc e , ervice are deli ered during the interaction between the cu ·tomcr, 

and customer-contact employee and thu employee · attitude and bcha iour t ward , 

custom\.:r d~.:tcnninc u tom rs percci cd en ice quality, sati ·facti nand pcrfonnan c (Bowen 

and hn~.:id~.:r 19 5: Pfc!T r, 1994: Yo net al.. 2001). Thts ha. been of panicular mtcrcst 

und r the p~.: p di\c of int mal marketing, \\hich vic\ the atisfa tion of cm1lo · ~.:cs Js a 

P n to nchic\ c higlHjuality ~~.:n•icc and greater customers. tisfaction (Band, 19 '<, 

19 



1.1.1 Internal Service Delivery y tcm 

Requests and needs of ·ust m~r~ .u· ~lHltinuous ly increasing; so many social and 

technological improvem ·nts 11 • n • k I. In g~n~ral th~se technological improvements and life 

standards cause 11 ·w ·• Uti ltlllt • '( m1 k systems to be evolved day by day. Delivering quality 

service und prodtt ·t · tl) ·ust m •r is essential for success and survival in today's competitive 

banking cnvironm ·nt. R 'liabilit is one of the most important quality characteristics for 

customcrs and is u ·ed f r pr duct , systems, processes and components of systems. In order to 

achi' c thi ,_ a compan) mu t organize itself in such a way that the human, administrative and 

technical factor atTecting quality will be under control (Oakland, 1993). To effectively meet 

indi idual customer's requirements; the system in use must be appropriate to the type of 

acti ity and product or service being offered. The main aim for a good system is therefore to 

provide the operator of the process with consistency and satisfaction in terms of materials, 

methods, and equipments. A quality system, therefore, includes components such as the 

organizational structure, responsibilities, procedures, processes and resources (Oakland, 1993 ). 

Few things are as important to servtce terms as contact employees' behaviour toward 

cu tomers. Indeed the roles and/ or behaviour of employees have been extensively addre ed in 

the services marketing literature. Previous research in this area ha largely centered on 

identifying the effect of organizational variable on employee re pon e (Babin and B le , 

1996; Brown and Peterson 1994; Weatherly and Tan i, 1993) and on e amining the 

relation hip between employee' attitude or beha i ur and cu t mer ' perception of ·cr tcc 

quality (Bitner. 1990). It i much harder to mea urc \ hethcr scr ices (a seen by the 

cu tomcr ) meet a spc ification or n t and th en ironment is much less controllable than a 

manu a turing plant- customers arc tractable than component . tal qua lit programs of this 

typ n entr tc on the crvi<.:c dcliv<.:r · pn ccs c and capa ilitic and the p )Wcrs or th 

Ltcn · c. ccllcnt qu lit (Aquilun and 

munitmcnt fr lll1 rn na cr b th I' )C ~ 

mp \\ nt t ut d cpl 



It is important to clearly define the en i 'cs to be performed and any deadlines for work 

product or performance. Without lnrit), ca h port , even in good faith, may have different 

ideas and not discover this until the'' )tl is ·omp lctcd and one party is not satisfied. The more 

detail stated in the contt·1 ·t 1l nut th1.• r ·lation::;hip , the less ri k of misunderstanding or 

·I atl define this crvice Level Agreement (SLA) has been 

introduced in Ill tuy l11' 'UIIh~ ti 111 to act as an agreement between the provider of a service and 

its customer: to qu,mtil) the minimum quality of service which meets the business needs 

(llih.:s. 1994). 

Oakland (199 ) a ert quality starts here the next person who checks your work is your 

customer get it right the first time and avoid waste. The management must put in place check 

and controls to ensure quality services aimed at satisfying the external customer. Internal 

control tructures should be established to ensure business processes are carried out 

consi tently safely with the proper authorization and in the manner prescribed (Crosby, 1990). 

Finally, the internal customer is key in ensuring the external customer's requirements are 

effectively met through feedback. Considerable information about the organization and 

cu tamers resides in the heads of the frontline staff. If the manager can unlock a fraction of this 

he will be in a position to provide considerable better service, probably at a significantly 

reduced cost. This information is never captured in any fonnal sy tern (Lake and Hickey, 

2002). 

1.1.2 The Ken}a ommercial Bank (K B) Limited 

The Kenya ommcrcial Bank (K B) r up 1 the leading instituti n in Ken a' anking and 

tinan ial c tor with an a .. ct ba e of over K hs 74 btlli n. Toda , the K 1roup has the 

' i I full-tim br n hc and 5 satdlit~.: 

b nt over 5 -% of th~.: total b nking utlcts in Ken a. 1 s pia · ~.:r in th 

rkct th 'roup m int in workin' rran 1ement with ( ver 4( 0 

ut th ' rll http://' •.k h. 



The history of Kenya Commercial Bank (K ) dates back to 1896 when its predecessor, the 

National Bank of India, opened n small br. n ' h in the coastal town, Mombasa. In 1958 

Grindlays Bank of Bntain m ·rg 'd "ith th ationa l Bank of India to form the National and 

Grind lays Bank. In 1970, th I \ l nm nt or K~nya acquired 60% shareholding in National 

and 1rindlnys Bunk illtl t 'II till I it th · K~nya ommcrcial Bank. In 1976, the Government 

acquin:d I oov 1, ()r th • ·hut · · t tak • full control of the largest commercial bank in Kenya. The 

Govcrnnu:nl h ts O\ •r th • \cur reduced its shareholding in the Bank to the current 26% with 

lh' public owning th remaining 74%. A wholly owned subsidiary, Savings and Loan (K) 

( &L) Ltd. wa , acqutred in 1972 to provide mortgage finance. In 1997, another subsidiary, 

Ken a ommercial Bank (Tanzania) Limited was incorporated in Dar-es-Salaam, Tanzania to 

pr ide banking and financial services and to facilitate cross-border trade within the East 

African region. Since inception, the Kenya Commercial Bank Group has endeavored to 

pro ide quality and customer friendly services geared towards meeting the ever-changing 

customer needs. This has ensured consistent growth in customer deposits that have, in turn, 

provided a strong reservoir for steady growth in customer borrowings every year 

(http://www.kcb.co.ke/about/overview.asp). 

Since incorporation, KCB has achieved tremendous growth to emerge as a leader in Kenya' 

banking and financial sector. In 1970, the bank had 32 full- time branche , of which 25 were 

located in rural area , fi e in airobi and two in Momba a. Tod y, the K B roup ha the 

' ide ·t network of outlet in the country, compri ing 95 full-time branche and 5 satellite 

branche all of \\hich repre ent over 55°/o of the t tal banking utlet in Kenya. f the total 

outlet . 0% are located in the rural area·, with repre entation 111 all admmi ·trati e dtstncts. 11 

bran he pro\ ide a wh le range of retail bankmg and financial service· at art from acting as 

gent of development. In recognition of the need to strengthen the mterdepcndcncc bet\\ ccn 

d m tic nd e.-tcrnal economic . K B ha ontinucd t > c. pand w )rking arrungem nl \\'llh 

m th r c untri~.: http: //\\ ww.kcb.co.ke/ab ut/ovavi \\'.asp . 

Th ub i i ri Limit 

nt 
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services in Tanzania. With the ad\'ent of th nst African ooperation, it is strategically placed 

to facilitate cross-border trade ' ·i thin the ·nst African region. Kenya Commercial Bank 

(Sudan) Limited was incorpot 11 I m L' • ·mb ·r _()() us a wholly owned subsidiary of Kenya 

ommereial Bank It he om ·s p.11 1 r th B Oroup, unci is backed by the financial stability 

and favourabl · h ·nt t 'L' ll K m t' · h 11'~~~ ~stablishcd banking organization that has been in 

opemtion fbr tlV ·r I 00, · r (hUJ : / '> ww.kcb.co.kc/about/overview.asp). 

The bank has a cust mer ·e ice delivery department whose role is to ensure customer 

satisfaction in qualit}. flexibility and cost efficiency. The Head of customer service has a major 

role of ensuring reliable internal systems and processes that will ensure timely delivery to both 

the internal and the external customer. The ability to meet the customer requirements is vital 

not onl b tween two separate organizations but within the same organization (Oakland, 1989; 

1993). The bank must therefore ensure the internal supplier - customer does it right the first 

time in every stage of the process. Throughout and beyond the organization there is a series of 

quality chains of customers and suppliers that may be broken at any point by one person or one 

piece of equipment not meeting the requirements of the customer, internal or external. The 

interesting point is that this failure usually finds its way to the interface between the 

organization and its outside customers, and the people who operate at that interface - frontline 

taff u ually recei es the ramifications (Oakland 1989; 1993). 

1.2 T TEME T OF THE PROBLEM 

cc rding to the internal market per pecll , if the ervtce rganization " ant · it · contact 

employee to do a great job ' ith its cu t mers, it mu t be prepared t do a great J b , 1th it. 

cnlployc ( eorge, 1990). The internal e change between c ntact cmplo ·ee and th · 

org niz ti n mu t be opl:ratcd cffc tt\cly and cffictcntl beforc th organization ·an b, 

hic\ ing th go I of e:tcrn I c ·changc. In thi P• per: the tud will be focusl:d 

t m th. t upp rt th int rn I u t Hn r in deli' cring qual it • ct 1 "'e . 

rt nt ptil n ' lu nd inl1ucn c 

ut I in t hni l m r 



product performance is expected. er\'lc ~ and product quality will enable them to pursue 

excellence and accept the produ t ani s~.:n i ·' ·hallcngcs that they offer. A banks ability to 

consistently and predictabl I II\ ~r qu:llit products and services to its customers at a 

competitive rate forttfics its r 'J u!.\11( n ,11\d success. Quality generates confidence that can be 

rcncctcd in live dtmcu illlt : qu tlit 01 i •ntation, customer, process, profit and staff orientation. 

Quality and cu~l )Ill ·1 '<lti lu ti narc inarguably the two core concepts that are the crux of the 

opcrationul md nt.uk. ·tmg the r and practice (Spreng and Mackoy, 1996). 

Major chang · in the commercial banking sector have also been experienced for the last few 

year·. Ken a Commercial Bank's re-engineering strategy that was put in place in 2002 saw its 

tum around from a loss making company to a profit firm (Cascade, 2005). Investment in 

techno log compounded with innovation of new products and services has created a stir in the 

market and changed the way banking was previously done (Marketing Intelligence 2005). In 

this regard the bank has emerged to be very competitive in the industry. It has been argued that 

service excellence enhances customers' inclination to buy again, to buy more, to buy other 

services, to become less price sensitive, and to tell others about their positive experiences 

(Anderson and Fomell 1994; Anderson et al., 1994; Rust et al., 1995; Zeithaml et al., 1996; 

Bolton et al., 2000). 

Deming ( 19 6) in hi fir t point, ''strive for con i tency of purp e", tre e the need of a 

Y ·tern to combine all quality efforts within an organization in order to meet the corporate 

purp e. Cro by ( 1979) ee quality policy a a tandard for practice that hould be ·upported 

by a Y tcmattc framework depicting prect·ely the 'do· and 'd n't '. Yanous re earch ha. 

been done in the banking indu try includmg· 1thaiga (200'3) on otal ualtt \ltanagcmcnt 

Pr, ti c in the Kenyan commercial banks as crts that qualit is kc in all the compamcs 

op rati n . ~< hoya (200 ) a ~ crt that the t p management and all h.:vcls of tall must he 

p 

impl m ntation of strutcg '. A contributi n t l thi study will I l come from 

who trc d that - prin iplc of perform m: man cmcnt r n 'c from 

nn n amp • m nt mpl n ·md mmuni tit n. 



Because the Internal Customer play a major rol' in ensuring service quality is experienced by 

the external customer. The researcher is s 'I )Ut to investigate whether the bank is taking any 

deliberate effort to ensure the 1111 ·mnl ·ustom 'r delivers quality service to the external 

customer. Although rcscnr h · · h.l, l ·n don· on areas of service excellence and customer 

satisfaction in th~,; b 111kiu • s ·t 1 tun 'I (2002), none has focused on internal service delivery 

systems. This stud . lh ·r ·It'• ·. ' a an attempt to explore the extent to which the bank focuses 

on th · int ·m t1 ·u~t m •r t en ·urc quality delivery channels among departments, teams and 

individuals. ls thl!r~ an ~nabling en ironment to support quality? Is the internal customer aware 

that qualit ·tart, "ith them? And are there challenges the bank is encountering in providing 

qualit '~n·ices to the internal customer? 

1.3 OBJECTIVES OF THE STUDY 

The aim of this study was to achieve the following objectives: 

To establish the extent to which the bank has put in place systems to support the internal 

customer in delivering quality s rvices. 

To e tablish the challenges facing the Kenya Commercial Bank (KCB) Limited in providing 

quality ervice to th internal customer. 

1.4 E OF H T DY 

lt i anticipated that the ·tudy will be u eful t the following gr ups: 

Ac dcmi I Re earchers: Finding. from this research will as. ist academicians in broadening of 

yll bu \\ ith rc peel to the concept of service qual it · a a t I for cu ll mer fo ·us, l:l ntinU{ us 

rmpr \ m nt n I ompctilivc edge. 

K B Limit d: I h r ult l th tu l ' 'ill b IIlli llmt t tl c 

m nt th I imit , th 

7 



bank in improving its job ati faction lc\ cl to n -hi ' c the domains of profitability, efficiency, 

reliability and timeliness. 

Banking industry: the results )f tht: stu! '> ill h ' lp other players in the industry in improving 

their service qualit nn I un I t t.ltl I th' challenges inherent hence come up with better 

measures to mitigat · th ·s · ·h til ·n 1 ·s . 



CHAPTER T\VO: LITERATURE REVIEW 

2.1 OVERVIEW 

Today's winners an.: tlws · "Ia '1.'1 ·om~ consumer cynicism by exceeding expectation and 

going beyond th · p(lllll ,11 'II 1unt ·r. These firms arc successful because they have invested for 

the long ll:rnl thwu ,h t • gnizing that service fulfillment not only promotes growth of their 

customl:r l as · but r ~tam· cust mer loyalty (Lake and Hickey, 2002). 

The ke to 'U 'tainable competitive advantage lies in delivering high quality service that will 

turn re ults in sati fied customers (Shemwell et al., 1998). There isn' t even an iota of doubt 

concerning the importance of service quality and customer satisfaction, as it is the ultimate 

goal of ervice providers. Prescriptions of service quality could occur at multiple levels in an 

organization - e.g. with the core service, physical environment and interaction with service 

providers (Bitner and Hubert 1994) on the other hand customer's overall satisfaction with the 

ervice organization is based on a function of all the encounters or experiences of the 

cu tamers with that of the organization. Similar to service quality, customer satisfaction can 

occur at multiple levels of an organization for example with the contact person, atisfaction 

with the core service and satisfaction with the organization as a whole. 

2.2 RVI EQUALITY 

Quality has b en defined from different perspective and orientation , a cording to the person 

making the defimt10n, the measure applied and the context within " hich it i considerl!d 

('I apicro 1996). It has been defined a "exccllcncl!" (Peters and watl!mlan, 1995) .. alul!" 

(l·eig nhaum 19 5), "fitm:s. for usc'' (Juran and Jt)'i.ll1a, 19 ). "confom1ance to 

rc uirem nt'' ( ro by, 1979) and meeting nd/or l!. cccding customers c. pcctations" 

I. I 1ore often than not u tom~r demand quality c p~.:ricnc~.: and thl.!i 1 

t d in krm o an ttitude tow, rd :m um1 tion h h, 'iour \'hi h 

h llt lorlm, 

t nn l min rt th t qu lit im .u th 

m r pre nt nd uturc. 



2.3 INTERNAL SERVI Q .-\LIT' TEM 

For any particu lar organiz ttion t !lt.llit :-1 st ·m is ~ss~ntial to facilitate an effective supplier/ 

customer intcrfitct..:, \\ ht ·h · 1 n I I • ond th~ immediate supplier (Oakland, 1991 ). These 

systems hnv~.; to b · tnl'~HJWlUl • l in order fo1 lh~ organization to work together as one part. An 

organization ~.: m b · \ 1 '\\ ·d a a · tcm in terms of the relationship between technical and 

social uriubl •,· "rthin it. hanges in one part, technical or social will affect other parts and 

bene' th, whole ') · tem ( fullins , 2002). Due to this reason there is increasing need for 

organization· to ')TIChronize their internal systems for a common course - satisfied customer. 

The e y tem are created by people who perhaps are the most valuable assets an organization 

has. The role people play, how they interact through formal and informal processes and the 

relation hip that they build are crucial in a firms success. 

2.3.1 Internal Customer 

In service industry a customer is any one being served. Customers may be both internal and 

external depending on whether they are located within or outside the organization. Since 

quality is what the customers say it is (Feigenbaum, 1991) Product and ervice quality 

manager must identify customer requirements and strive to meet and exceed them. Bu me ses 

are now o complex and employ so many different speciali t kills that everyone ha to rely 

on the actiYitie of other in doing their jobs ( akland, 19 9; I 993). The operation department 

must rely on the marketing department in order to have the right de ign in place; the 

production manager mu ·t rei} on the de ign engmeer to pr cluce the right pr duct, rcating a 

cries of internal upplics and ustomer . Thcs [i rm the · called · uality hain. · the core of 

company wide quality rmprovement akland. 19 9, 199 ). The need for this cannot be 

O\ rcn1pha izccl bccau c organizati ns rdy n their internal pr esses t deliver utputs that 

ti Y the u tom r need and c. p ctati n .. Th • output from a pr ·c 1. ''hat is tr.msll:rrcd to 

\\h re r HH on~.: - th · u tomcr. At 1.:\ ~.:f)' uppli~.:r - u t >mer inll:rfa ~.: thcr rc i(k ,\ 



Throughout and beyond the organizuti n th 'r is o s~.: rie o[ quality chains of customers and 

suppliers that may be broken t an p int b on p 'rson or one piece of equipment not meeting 

the requirements of the ·us tom t. tnt rn<ll < r ~, t 'rna!. The interesting point is that this failure 

usually linds its wH to th · it\1 't 1.1 · • h ·tw~,;cn the organization and its outside customers, and 

the pcoph.: wlw {)p T 1t · ut that mterface - frontline staff usually receives the ramifications 

(Oakland. 1989: ( 09 . The diagram below indicates that internal service is paramount in 

achit.:ving c tcrnal cu ·t mer ati faction. 

Figure 2.1 Relation hip between internal and external customer 

Internal upplicr 

Internal 

Customer 

ourcc: quilano and hasc, I Oth clition ( 1991) 

Customer 

Du to the inseparability nature..: of th crvi c the frontline taff arc..: \~,; llllJ rtant as the 

pr id th n ount r with the cu tomcr (L kc and Hick«.: ·, - p int of encounter 

th r th u tom r \\ill b~.: \\ill in • to make 

rtunitic..: t ) 

rnu t th ni th int In th ~~ I 
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The banks besides looking at internal 'U, tom "r must compare their performance with that of 

the other players in the market. Failure t knrn about the strengths of the competition or about 

the best performance in an tn lusn ka l:s to ·omplacency and decline. But obtaining and 

using such information hdps m It\ .11' a ·ompany's people to make necessary improvements 

( chonbcrg<.,;r, 00 ) I ·n ·lun1r in' 1 r 'SI.!nts a valuable tool for companies to identify best 

pruetic<.;~ unwn • I •·tdtn • in tituti< ns across all industries and to measure their performance 

against tht: 1 ·odin 1 • mp ·titi n in their industry. As the very best banks also benchmark 

nguin ·t glol al ·tandard·. the mdustry keeps being dragged in the direction of global best 

practice. Local banks have no choice but to be dragged towards global benchmarks (Market 

Intelligence pecial annual edition 2005). 

2.3.2 Organizational Structure 

The success of any organization strategy depends heavily on its fit with organizational 

tructure Chandler 1962; Paterson, 1988). An organizations configuration or structure consists 

of structures, processes, relationships and boundaries through which the organization operates 

(Gerry and Scholes, 2002). A system model of an organization identifies the system or 

subcomponents that make up the organization. A business finn like a like a bank have 

departments like finance, marketing, human resource and operations department . The e 

sy terns are not independent but interrelated to one another in many vital way . Deci ion 

made in operations department often affect the behavior and performance of other department . 

The boundarie eli iding the ariou ub y tern are not normally clear and eli ·tinct ( bert, 

200 1). ometime the re pon ibility of production or marketing department arc not clearly 

stated wher they end and where tho of di tributi n begin. Wh r thi i n t rc l ed then a 

Probt m rna arise and need [I r a concerted effort fr m all the ub ·)' ·tcm to en ·urc the 

e tcmal cu tomcr sutisfact nl served. 
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been adapted and enhanced over many yt:ars, during which business objectives, market 

conditions, volumes, deadlines, ptioritics nn i ost-bcnclit equations have changed radically 

(Hiles, 1994). But even when bus111 ss '011s nr· shilling, an SLA provides the impetus to 

review such services against pt •st: nt 11 • • Is to isolate "custom and practice" and identify the 

real current service rl'quin.•m 'Ill . v tthout clarity, each party, even in good faith, may have 

dil'Ccrent ideas umluot li · •t, •t thi until the work is completed and one party is not satisfied. 

The more tktail stut ·d 111 the contract about the relationship, the less risk of misunderstanding 

or unfulti ll ·d c 1 ectatwn later. ervice levels to be designated for technical or other 

performance 'hould be et forth in an exhibit to the agreement and stated in detail; these some 

times also include financial penalties or rewards. There is no set formula for determining these 

le el and numbers. 

2.3.4 Standard Service 

Goode (1998) underlines the importance of client and provider involvement in the 

development of standards if their applications are to be effective. The basic values which are to 

underpin the standards lie in consistency of quality and customer satisfaction. Manufacturers 

standardize products offering because this provides a repetitive mechanism for managing co ts 

and maintaining consistent quality. In the same way, services should be standardized and 

documented in an enterprise wide catalog of all available offering written in ba ic bu iness 

tcnn . An interactive online storefront for tandard service option and configurati n be t 

uited for the function, and eliminate much of the clarification required in the rdering 

pr ce · 

2.3.5 upeni or. upport 

upcrvi or upport refer to the · cio-emotional concerns of the supen tsor and n.:presents 

the dcgr vhich the upervi or create a facilitative climate of p chological upp m, mutual 

nd hclpfulne (I lou . 1971 . The degree f supervisor ' upp m 111 , 

rdin, t motivation job ti tion nd B bin nd Boh.: 
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supervisors value their contribution and nrc about their we ll being (Rhodes and Eisenberger, 

2002). thus if the contact emplo ' s pcr "i \ ' tint their immediate supervisor is concerned for 

them and provides adequate so 'I) em )!i nnl support Cor them, the employee will fee l more 

positively towards their Jobs (I lltn .1nd I ol 'S, 1996; Kope lman ct a l. , 1990; Michaels et al. , 

1987), and will cxcr1nwr · ·lhHI in th · \ orkplacc (Brown and Peterson, 1994). 

2.3.6 Communication of er ice Quality 

Total qua lit management \\ill 1gnificantly change the way organizations operate and 'do 

bus inc ·s' thi · change will require direct and clear communication from the top management to 

all stu1T and employee , to explain the need to focus on processes. Everyone will need to know 

their role in understanding process and improving their performance (Oakland 1989, 1993). 

Good information is key to being able to manage any activity in your organization (Lake and 

Hickey, 2002). After an organization has analyzed the customer this information must be 

communicated to the entire network. How this information is communicated matters a lot as it 

gives the end results. The team leader must gather all the relevant infonnation, analyze and 

disseminate to the entire team. The operations staff or back office staff may not know much 

about the customer. The team leader as well as talking to customers must also talk to the 

employees and particularly to those on the front line. Frontline employees interact directly with 

the customers on a day-to-day basis. They are closest to the customer and most likely know 

what the customer likes or di like about the service. They are also the fir t to uffer the wrath 

of the cu tomers \ hen something goes wrong, and the fir t to ee the plea ure ' hen the ervicc 

'hit the pot'. Consequently they provide u eful feedback on ho\ to impro e cr icc proccs,, 

or recover from ervice mi take (Lake and Hickey, 2002). 

ommitment to quality in th top management help to build qualit through out the dc.;sign 

nd to cnsun.: go d rdationship ami communication bctwc.;cn \'arious gr )Ups and 

fun ti n are ( akland. 19 9; 199 ). ·r o achieve there.; must be.; a go d stem in place.; to 
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continuously improve on processes and any changes made should be communicated to all taff 

(Lake and Hickey, 2002). 

Verbal communication either between individuals or groups, using direct or indirect methods· 
' 

Written communication in the form of notices, bulletins information sheets, reports and 

recommendations; Visual communication such as posters, films Video tapes and 

demonstrations; Example- through the way people conduct themselves and adhere to 

established working codes and procedures, through their effectiveness and ability to 'sell' good 

quality practices (Oakland, 1989; 1993). The importance of good communication can therefore 

not be over emphasized it is a tool that can help the organization move to greater lengths, its no 

wonder most organizations and especially the banking industry have their own internal 

magazines as a means for communication besides the memos and meetings. 

2.4 IIARA TERI TI AND AT R ~ F ERVICE 

There are arguably major difference · bet\v<:cn sen icc and manuli.rctun:d good:; (I o ·k •1-, K . 

1986). These differences have an impact on the approach uml substanc · of qualit 

management. These difference provide ·onH! of the umqu~: problems managers of s ·r icc 

operations encounter (Haksever et al. 1990). 

2.4.1 In cparability of Production and on umption 

In service industric:-., usually thr..: m, rhh.:r 

the full or partial con urnpti n of th 

proc s mean th, 1 it i not p 

involvement 
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2.4.2 Intangibility of Service 

Many services are essentially intangible. The lack of tangible attributes means that it is 

difficult for the producer to describe the service and for the consumer to ascertain its likely 

virtues. The consumer catmot see, feel, hear, smell, or touch the product before it is purcha cd. 

Therefore, the consumer often looks for signs of quality: for example: word of mouth; 

reputation; accessibility; communication; physical tangibles; etc. In services, the influence of 

intangibles, that is to say word of mouth and reputation, on purchasing decisions is much 

greater than the influence of tangible product specifications. This places greater responsibility 

on service organizations to deliver what they promise, right, the first time. Moreover, in service 

organizations frontline staff and physical facilities fulfill the dual functions of production and 

marketing (Haywood-Farmer, 1.1998). They are viewed by the potential customer as signs of 

quality. 

2.4.3 p ri habilit of cr icc 

crvicc · arc p!.!ri ·hablc and cann t be 'It n.:d in H1C tim· period r r con~umption nt n lot r dnt '. 

This ml!ans that, unlike manufacturf.!d g od ·, lt i · not possible to hm · a final 1mdit cht •k. 

1 he perishability of service coupled with the high '<U) mg d~:mond that s n ic ·s ~:pt:ri ·nc-, 

requires that manager allocate en ict! capa ·ity cardull) and attempt t octi d manu' • 

service demand (Haksever et ul 1990). The . en ice prm tdcr nc ·d.· to g ·t th , :l.!n icl.! ri 'ht Iir:t 

time every time. 

2.4.4 H t rog n ity 
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accuracy of the information and the ability of the service provider to interpret this information 

correctly has a ignificant influence on the consumer's perception of service quality. Third, the 

priority and expectations of the con umer may vary each time he or she u c the ·crvice. 

Moreover, priority and expectations may change during the delivery of the s rvice. The 

variability of service from one period to another and from consumer to consumer makes 

quality assurance and control difficult. Service providers have to rely heavily on the 

competence and ability of their staff to understand the requirements of the consumer and react 

in an appropriate mmmer. The statement from Jan Carlzon, president of Scandinavian 

International Airlines (SIA), puts this point into context. He stated that ''we have 50,000 

moments of truth out there every day". He was of cow-se referring to the fact that SIA's staff 

comes into contact with each consumer 50,000 times each day and the consumer evaluates the 

quality of SIA's service based on the e interactions. 

Inseparability is widely cited as 011l; r thl; distindi katurl;S or Sl:l' i ' s. 

typically produced and c n ·umed ·imultanl:c usl thus cust m •rs ha c n dir ' t input to its 

provi ·ion. This customer in olvcmt:nt then bee mcs onc or man pr )blcn s l b 

service provider (Zeithmal ct. al., 19 5 . Fman ~al · n ic ·s 111 g ·n ·wl and ·oq !inun ial 

services in particular depend on the mformation pr n 1dcd b_' ·ustomcrs for cnhan d quuht 

service . ustomer focus therefore in11uen e the dl~ ·ti\ em:: .· .mt! 1 ·r ' '1 tim 1!' th • m eru\1 

quality f service rccei-.:ed. 
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products and better ways of serving customers. Since every bank must show its prowess in 

particular fields within the same indu try the selling point is quality. This then means banks 

should keep researching in order to avoid distinction. All businesse competing on the basis of 

quality need to update their products, processes and services periodically (Oakland t 989, 

1993). 

2.6 DIMENSIONS OF SERVICE QUALITY 

The five dimensions of service quality that have a positive impact on customer perceptions of 

service quality are; Tangibility (product), reliability, responsiveness, assurance and empathy. 

The major dimensions of service quality, (Parasuraman et al, l 991) summarized the nature of 

the core (outcome) and relational (process) constructs; while reliability is largely concemed 

wi th the service outcome, tangibles, respon i cness, assurance and empathy are more 

concerned with the service procc s. Whcrl;as customer, judgl; th nccuru 'Y and d ' lPndnbilit 

(i.e. reliability) of the dclivl;nxl Sl:r icc, th judg • Hhc..:r dim nsions ns th • s •r i '\.' b ·in r 

delivered . 

me researcher have tried to combine e:1 ctuti n: and 1 ere ·pti m: into a sin ' I · nPusur · to 

alleviate the problem of reliability, di criminate \a lid it and \ Ul ian ·c r ·stn ·tion, und huv • 

ft und that such mcasur ac..:tually outpc..:rfonn the .. c..: I'\ ual ~ ·al· in term: l r both rdiahiltt • 

and validity Babaku and Boller 1 2 B n c..:t 1.. I t • Oath !kat ·tal. _000). 
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credibility, and security) knowledge and courtesy of employees and their ability to inspire trust 

and confidence; Empathy (including acces , communication, understanding the customer) -

caring and individualized attention that the finn provide to it customer . Although the 

SERVQUAL model has been used to measure the perceived quality (Parasuraman ct al, 1985, 

1988) of the external customer's perception of quality the researcher has applied it to measure 

the intemal customer's perception of quality. 

2.8 CHALLENGES TO ATTAINING SERVICE QUALITY IMPROVEMENT 

2.8.1 Lack of Visibility Service 

Quality problems are not always visible to the provider. The Technical Assistance Research 

Project (T ARP) esti mated that at any given time 25 per cent of customers are sufficiently 

dissatisfied with a service to stop repurcha ing, yet only 4 per cent complain to the 

organi%ation. This places greater rcspon ibility on the set icc pro iucr to be proa ' ti e in tiP 

identification of quality problems. 

2.8.2 Difficulties in · ·igning 'p cific ccountability 

The con ·umer's overall perception of sen tce quality ts mllu ·need by c p n ·n · • at dil'~·r ·nt 

lagcs of service deli ery. Howe\ er. it i · hard to attribute quuht~ pr llcms to a 1 ;uti ·ular stu ', 

or service deli ery. 
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2.9 REQUIREMENTS TO ATTAINMENT OF "SERVICE QUALITY" 

2.9.1 Market and Customer Focus 

"Service quality" problems are more likely to arise in organizations that are not focused on 

identifying and acting on the customer's needs and expectations. A quality organization should 

put itself in the ''customer's shoes" and build its policies from the customer's vantage point 

(Foster and Whittle, 1989). 

2.9.2 Empowerment of Frontline Staff 

"Service quality" can be enhanced by giving frontline staff the latitude to make important 

decisions regarding the customer s needs. It is generally recognized that devolvement of those 

decisions which affect customer care to the frontline staff pays di idends (Uttal, 1987). 

Am~..:rican :.xpress uses the latitude gi l-:11 to its frontlin~..: staff to diflcrcntiat' its s•t ic" from 

that r other credit card pr vidcrs. 

2.9. Well-Trained and lothat d taff 

Frontline staff not adequate! trained for theit j b \\ill lind it diiii ·ult to 1 ct form th ir tusk · 

effectively. Thi · " ill be noted b ' the con umcr and i lik.ch to cuu.·c uth en;· quulit 

pcrcepti ns. [t is a!. important to en un: that ti ontl inc tal r .ue en ·ti \ eh Slit I orh!tl und \\ ·11 
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY 

3.1 RESEARCH DESIGN 

This research was based on a case study. The study emphasized on the depth of the study rather 

than breadth (Kothari, 1990). The case study research design was chosen other than the eros -

sectional survey, because the objectives of the study required an in-depth understanding and 

infonnation about the subject matter. The study aimed to establish whether the bank has put 

any deliberate systems in place to enable the internal customer deliver service quality to the 

external customer and the challenges facing the bank in implementing the service quality 

strategy. 

The Kenya ommercial bank; customer can; and teller Departments and managerial positions 

b rc the setting for the rc. carch. The choict: or tht: Bank as the institution or study\ as mn I" 

in considcrati n of the pivotal r lc it pin ·s m th · Ken an c ont m . fhl.: fad that th • hnnk 

offers a wide variety of banking en ices to tar •cl the mass mark~.:l tna I · it id ·al !'or this stud . 

The target respondents c mprised of teller and othc1 frontline tun: ~up ~n 1sors. munu•crs in 

operations department, cu tamer care. markctin~ .md ull the :ul p 1rt depmlmcnls. lhi,' \\a .' 

because they are all cu tamer focu cd in th~.:ir 

lc cl (managerial and teller) r~.: be~ min m 1 • nd mott.: tl. ~ul\: , . tht.: b,mk mm cs t n\ ,nJs 

int gr ting it opt::rati n . 

I c p1 ndent n r m· l 111 s m.ln.l • m nt, 

II 100 
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Table 3.1: Sample stratification 

Departments Number(N) Sample(n) 
--

Operations managers, Auditors and IT 265 57 
--

Customer service (H/0) & Marketing 26 5 

Human resource managers 12 3 

Branch Managers 9 3 

Front Office & tellers 86 18 

Back office 64 14 

Total 462 100 

3.2 DATA COLLECTION 

Primary data was collected using a structured qu~;stionnaire, which were self administer'd 

thr ugh drop and pick method . he questionnaire capturl.!d rl.!spondcnt's rca ' lion rc >ardin the 

internal service quality sy-tcrns and challenges encountacd in 1.!11Slllin' qual it s ·rvil' ·s ith 

re ·pcct to Kenya 'ommcrcial Bank (K 'B). lhe qucsttonnattl.! '111sistcd !'both •I ls · I nn I 

open-ended questions. It wa · d1vided int 2 sections: Put I ·n Tal ln lividuul 

infonnation; Part B: Service qualit orientation-. t 1 am;\\ 1 the lirsl and s ·on I obJ · · ti\ • ( · • · 

appendix 2). 
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CHAPTER FOUR: RESEARCH FINDINGS 

4.1 INTRODUCTION 

This chapter contains research findings from fully completed questionnaires. The data IS 

summarised and presented in form of tables and pie charts to facilitate analysis. 

4.2 DATA PRESENTATION 

The study sought to find out what internal delivery systems are used at KCB to ensure service 

quality for the internal customer and the challenges the bank is facing in implementing a 

quality system. Various questions were asked in the questionnaire and the following are the 

findings. 

4.2.1 I) ripti n f R pond nt 

Table 4.1: 0 ·cription of rc. ·p ndcnt · 

and lT 

--------~~~~------~~----­
' ustomcr service (H ) & Marketing 

Human resource manager 

l a7m1 h.:( n) 
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number of years being 28 and the lowest being 2 months. The research was therefore able to 

capture views from people with diverse experiences. 

4.2.3 Service Quality Orientation 

Respondents were asked to state who between the internal and the external customer has the 

major influence to ensure service quality is achieved. Fig 4.2 below represents the feelings of 

the respondents with 58 percent of the respondents believing that the internal customer has the 

major influence, 13 percent of the respondents believed it was the external customer who 

exe11s the most influence whereas 29 percent of the respondents believed that both the internal 

and the external customers were influential in ensuring reliable systems and processes that 

ensure timely delivery of services. This is in line with the literature re iew, since quality is 

what the customer say it is (Feigenbaum, 1991 ), using such information helps motivate a 

company' s people to make nccc. sary improvements ( chonbl:rg~.:r, 2002) and c cr one has to 

rl!ly on the activities of others 111 domg the1r JObs (Oakland , 19~N; 199~). 

J~igure 4.2: Determinant of internal ·crvicc quality 
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4.2.4 Mechanisms/Systems for Internal Quality 

Table 4.2: Internal mechanisms for quality service 

Mechanism 
Training of personnel to improve quality 

People are key in implementing quality 

Effective communication channels 

Effective leadership 
Common Vision 
Emphasis on team spirit 
Circulars to update staff of changes in procedures 

Right tools I equipments 

Common Mission 
Approval levels - checking transactions before processing 

Regular management reports I returns 
Prevention of problems- doing it right l!rst time always 

. Circulars to update staff of changes in policies 

Appr v~,;d standards -
Oversight departments c.~. Internal audit ~d complianc~.: 
' on f1 ict r~,;solution channels 
crvic~,; Level Agreement · b~;tw~;<.:n dcpartmcnls 

MI 
Re carch and development 

t--
orporate culture 

r-haring best practices 

~ppraisa l reports 
Manuals to outline procedures 

Departmental meetings 
Process flow charts 
Interdepartmental meetings cross -functional teams 

Organizational Chart t indi ·tt~.: r nin" lin 

. cgregution of duti~.: 

Suur cc. h I t 

I h 
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Mean Std deviation 
4.476 0.93 L 
4.381 1.156 
4.339 1.101 
4.258 1.007 
4.254 1.092 
4.230 1.039 
4.175 1.086 
4.164 1.067 
4.115 1.226 
4.065 1.240 
4.033 L .140 
4.033 1. L 83 
4.016 1.157 
3.984 1.118 -
1.967 1. 164 - - ·-1.934 1.1 8 
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support internal customer in delivering quality service. This upports the fact that internal 

systems are essential to facilitate an effective supplier/ customer interface (Oakland, 1991 ). 

4.2.5 Service Quality Generic Dimensions 

In this question respondents were asked to rank each of the proposed dimensions in order of 

importance. This was to explain the amount of weight the bank attaches to each dimension 

when delivering quality. The response was positive and all the dimensions were perceived as 

unportant. 

Table 4.3: Actual service received by the internal customer 

Mean­
Perceived 

4.492 
4.533 

Mean­
Actual 
3.475 

Variance 
1.017 
0.98 

0.846 

0.6) l 



Further the respondents were reque ted to indi ate the extent of satisfaction received given the 

same dimensions. This was to help thl: r 'SCnrchcr find out whether the internal customer 

receives the expected sen i ·c. '•ntrnl r su its indicate that there was some level of acceptance, 

however there were gap" 1 I nidi ·d b 'l\J ccn the perceived and the received quality, this is an 

indica tion thnt the llllt'llhll ·u l( Ill 'I is not satisfied with the quality of services received . Table 

4.3 nbovc tubul1t . .., m un C perceived quality, actual quality and the gaps that exist in each 

dim ·nsion. Th ·s · gap "ere a· a result of analysis as per Parasuraman et al , (1985 , 1988), the 

cr Qual m del ha been u ed to measure service quality gaps, by comparing the perceived 

against the actual quality. These gaps are an indication of lack of satisfaction because the 

recei ed qualit ha fallen below the perceived quality (Hakserver et al. 1990). 

Table 4A: Groups Statistics 

Std. Std. Error 

N Mean Deviation Mean 

Mean-Perceived 15 4.39007 .122160 .031542 

Mean-Actual 15 3.65867 .180853 .046696 

Source: Research data 

It is vital to test whether there is any significant difference between the perceived mean and the 

actual mean. T-test was used in this case. ormality i a umed ince the mean have been 

computed from a ample of 63 re pondent . According to Levine et al (2004), the central limit 

theorem uppo e that if the ample size i large (greater than 30) the ampling distributi n of 

the mean an be approximated by the normal di tribution. 

ur null and alt rnativc hypothc c arc; 

llo: PP = p or f..lp - p = 0 

//1: f..lp p or f..lp - p #; 0 

Wh r 

f..l • m n 

tu I 
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Table 4.5: T-te t for quality of 1\tcans 
.---

Sig. Mean Std. Error 

I dt' (2- tui led) Difference Difference 

Equal varian~: cs ,,,,umtd I ').979 2ll .000 .73 1400 .056351 

~ 
-~ -

C' IIIli '"'"" I I ,979 24.574 .000 .73 1400 .056351 

t 9. p ·n.: ·nt ~.:onlidence le cl the null hypothesis is rejected. The p-value as can be seen from 

th~ table i · 0.0 0 \\hich is less than 0.05 (a = 0.05).This implies that there is significant 

difference between the perceived and the actual status of internal service quality within KCB. 

There i, the need, therefore, to come up with ways of reducing the disparity between the levels 

of perc ived internal service quality with the actual level of internal service quality. 

4.2.6 Challenges of internal delivery 

Table 4.6: Challenges in achieving internal service quality 

Challenges Mean 

Rewards to staff are not commensurate to the efforts 

Lack of empowering staff to undertake key decisions 

Bureaucracy- rigid policies 

Unwillingness to change 

Fear of making wrong decisions 

Time required improving service quality 

Lack of a good communication ystem 
------------------~ 

Hiring of inexperienced taff -----------------------4--

4.000 

3.950 

3.833 

3.754 

3.721 

3.710 

3.700 

3.633 

Lack of re earch and development 
----~--------------~~~ 

.623 

3.60 

td. Deviation 

1.270 

1.288 

1.285 

1.376 

1.246 

1.038 

-1 



Respondents were asked to rank 'n h r th' -hallcngc proposed so as to find out whether they 

agree with the challenge. 1 h' 1111 iri ·nl r ~u lts as shown on table 4.6a indicate that all the 

factors arc a major ~hIll n' ttl impl •mentation of service quality. The results are 

confirmation to Itt 'l ' lllll • 1 ., 1 ., that the people clement encompasses the greatest challenges 

l'ollowl:d b org mizuti n inconsistent in their mission and vision statement (Lake and Hickey, 

2002). 

Factor analy i 

Factor anal , as used to group the challenges identified into a few easier to deal with 

factor . The preliminary test done to determine the suitability of factor analysis was a 

con·elation matrix. The results of the correlation matrix (see table 4.10 - appendix 3) enables 

us to check at a glance whether factor analysis is suitable for the sample. The correlation 

matrix shows that factor analysis can be performed as there are several variables which have 

got high correlation factors, that is, from 0.5 and above. Conclusive evidence regarding the 

suitability of performing factor analysis was further obtained as per the analysis data obtained 

and shown on table 4.7. 

Table 4.7: KMO and Bartlett's Test 

Kai er-Meyer-Olkin Mea ure of Sampling Adequacy. 
.749 

Bartlett' Test of Sphericity Approx. Chi-Square 521. 99 

df 
-

I 
190 

I Sig. 
-

.000 

-
ourcc: Rc carch data 

'I he K 1 cr- 1cycr- I kin (KM ) mea ur of ampling adcqua tatistic C r the ampl • data is 

· 7 9. In ~.:ncr I KM varies from h uld b • 0. r hi 1her to pr e d 

indi , te thc pr p rti n of v riancc in the vanahl s 

h mi •Ill b c u u h • th~.: un ktl m, 

. Th m I he 



KMO statistic thus shows that \VC an pro' ~cd \ ith factor analysis. This is further supported by 

the Bartlett 's test which show that n n1en ' rrdations exists at the 0.000 significance level. 

Using principle compon ·n1 llhll . i:-. , si fa ·tors were extracted from the sample data. The total 

variance e ploi11 ·d b ' th · si . fJ ·tors was 71.4 7 percent; this is considered adequate for this 

study (s ·c tubk )0 fh · rul ·of thumb is that anything more than 60 percent is adequate. 

Th • n.: ·tilt · or th~ factor analysis are further supported by the scree plot shown on fig 4.2 

below. 

Figure 4.2: Scree Plot 

2 3 4 5 6 7 

omponenl umber 

ourcc: Rc carch data 

0 



Extraction Sums of Squared Loadings 

umulathe % I Total %of Variance Cumulative %-r Total Cumulative % 

32.028 6.406 32.028 32.028 3.443 17.214 

43.621 . 2.3 19 11.593 43 .621 3.113 ,-_565 32.780 

1.736 .6 2 52.303 1.736 8.682 52.303 2.4 7 12 ~36 45.216 

I. 2 7.760 60.063 1.552 7.760 60.063 1.936 9 54.897 

1.224 6.122 1 66.185 1.224 6.122 66.185 I. IS 9.073 63.970 

1.057 5.2. 3 71.46 1.057 5.283 7 1.468 1.500 7. 71.468 

6 ... ,o I 75. 98 

. 40 4.19 0.096 

• 69 3., 47 3.944 

3 005 6.949 

2.604 9.553 

1.690 91.243 

1.644 92. 7 

1.520 94.407 

J.3,4 95.791 

96.911 

. I 97 . 2 

I 6 9 .661 

.14 .73 99.399 1 

.120 100.000 

31 



The Scree plot tends to flatten aft r th . ixth omponent number thus supporting the results 

obtained from the principal compon nt anal sis as indicated on table 4.8. All the other factors 

arc not considered neccssnr 1 1h ) .H· ~.: l)lll abk to extract variance less than that which is 

explained by n single v ut 1bl-. 1'.111 ·L( b ·low indicates the groupings of the various factors. 

Table 4.9 fnd r Ull 'tlp•i" 

Fu ·tor hlctor ~ ·cnpti n 

F2 Organizational factors 

F3 Employee initiative 

moti ation 

. tand rdization of scf\ ICC 

!·car of onflict 

Variables (Challenges) 

Difficulty in measuring service quality 

Not involving everybody in quality strategy 

Lack of empowering staff to undertake key 

decisions 

Lack of proper training 

Lack of a good communication system 

Lack of visibility 

Hiring of inexperienced staff 

High cost in implementing new strategies 

Unwillingness to change 

Bureaucracy - rigid policies 

Lack of research and development 

and Difficulties in a igning pecific accountability 

I Time required improving er ice quality 

Fear of making" rong deci i n 

Re\\ards to taff arc n t c mmcn urate to the 

f continu1t 



From table 4.9 the respondents confirmed th' importance of people and that is why the factor 

analysis indicates change managemt.:nl s n ' r strong factor to consider when implementing 

service quality and as c, n b~ s 'en fmm tabl' 4.8 it accounts for 32 percent of the total 

variance. 



CHAPTER FIVE: 1 IARY AND RECOMMENDATIONS 

5.1 SUMMARY D '0 ' LtJSlONS 

Much service n.:scon:h '"'" 'Ill! h.biz •d the importance of customer- contact employees as 

boundary spunn ·rs "h 1 intcra 't v ith the customers through service encounters. Also, 

con1:iidcrubl · ·ITort bus ccn c crtcd to examine the relevant organizational elements that may 

timulut · fu\ ourubl attitudmal and behavioural responses from employees, and which may 

ubscquentl impro\ e internal customer's organizational performance. However, little 

attention ha been given to the importance of the multiple support that contact employees 

recei e from other concerned parties, even though they can affect the response of contact 

employees and ultimately influence customers perceptions of the employee performance. I 

proposed that, various types of internal employee support systems would affect the intemal 

customer in delivering quality services to the internal customer. And that there are challenges 

that the employee faces in ensuring quality service is delivered to the external customer. 

In measuring this both the internal customer and internal supplier data from KCB head office 

and branches was used. The results show that, the internal customer plays a major role in 

ensuring quality services. This is evidenced by the results shown above; with 58 percent of the 

respondents confirming internal cu tomer play a key role in en uring ervice quality and 29 

percent re ponding that both the internal and external cu tomer play a key role in en uring 

ervice qual it}. nly 13 percent of the re pondent resp nded that the extcmal cu to mer play 

a key role in en uring internal qualit) y tern . erall 7 percent of the re p ndent · agree that 

internal ·ef\ ice quality i · highly dependent on the internal cu t mer. 

·r he vanou ml!chanisms idcnti lied b the re. earchcr \\crt.! all being used b the bunk to 

facilitate quality ddin:r intemall . The.! rc ult indicate that. the me han1sm wer all viewl!d 

imp rt nt for an cff~di\e internal ) tcm. Am m' the idl!ntilicd me huni m ; ·y ruinin, lf 

p c nnd foun I t l imp n mpl l e perf mn nee the 
1 

r mnd 

pi I in del iv rin ' qu lit , \\hit ti c mmuni ti n \\ vic , cd 
1 1 l\\ crful 



mechanism that impacts on the internal d liver s stem. Overall result indicate that, the bank 

uses various mechanisms as sho\\ n in 'hnf t 'r hm to 'nsurc superior quality delivery system. 

Respondents agreed that all th' h lll nn s propos ·d were significant and were to a large extent 

hindrances in delivering qutht~ '\1.'1\ t ' •. ( ut of the 20 challenges identified the most powerful 

challenge thnt wns id ·ntili ·I "u that ·taff (internal customer and supplier) is not rewarded in 

a way thnt is ClHlllll •n ·mat· their efforts. Empowering of staff also came out strongly 

followl:d b rigid 1 h 'lC , factor analysis was also conducted and 6 main factors were 

identified out of the p · 1ble 20 challenges. Change management came out very strongly due 

to the fact that 111 ·t of the issues touch on empowering, training and communicating to the 

internal customer. Quality improvement is a never ending process and requires support of the 

top management ,. ho should then cascade it to the lower cadres through providing the right 

infrastmcture and a favourable environment. This can be enhanced by means of training and 

communication through out the organization. 

5.2 RECOMMENDATIONS 

The bank should emphasis more on supporting the internal customer as he is a major 

determinant in quality implementation. The bank should, however, conduct an awareness 

programme to educate the internal customer on the important role played by the external 

customer in the improvement of quality. The results indicate that, only 29 percent of the 

respondent are aware that both the internal and external cu tamer are important in en uring 

quality ervice. 

The internal cu tamer requir immen e upport from ari u internal ·upplier and stem. to 

ustain sup n r quaht both int rnally and cxtcrnall raining i particul rJ cry important 

and having a g d remuneration ., tem whtch wa p intcd ut as the maJ r mllucnc. for 

per ormancc in qualit . 

int m 1 

int m 1 

t} rcdu c th 

m Ill ~ 01 P b I\\ n \ h,n the 

uld il Ill I th ir ' · t thl: 



external customer. Therefore, the bank . hould 'tnphasis especia lly on educating internal 

customers on the importance of cmpnth - un I 'rs tanding other people 's problems, enhance 

communication, providing prompt ~~.·n i ' ·s and orrering accurate services. The bank IS 

however doing very w ·II in • '"I 1n~• ·ness because the gaps are narrow as compared to 

empathy and assurunc · 

Finally, th~: bunk n ·cd: t address the various challenges sighted in order to improve on the 

quality or service. The main factors are change management, Organizational factors, encourage 

emplo ce initiati\ e. motivation standardize procedures, empower staff and conflict 

re elution . 

5.3 LIMITATIONS OF THE STUDY 

The banking industry is a unique environment m the servtce sector. It is unique due the 

strategic role it plays in the economy to balance supply and demand for money. This being a 

sensitive aspect in human live confidentiality takes a central stage and customers must be 

assured that no personal information is leaked to the public i.e. Banks are charged with the 

responsibility of upholding client's information with utmost confidence. 

Bank al 0 operate in a very competitive en ironment and hence are very particular in 

relea ing any internal information to the external en ironment. wing to the e two factor data 

collection wa a challenge a re pondents were re er ed and did not want to relea c 

information called for with ea e. Therefore, the re earcher did n t accompli h to collect 1 
OO 

percent of the targeted ample, however 63 que t10nnaire \ ere returned which c n tituted 
6 

percent of the total ·ample and \ a con tdered uffict nt t do the analysis and make 

conclu i n .. 

\' 

I h nduct d nd r omm nd th t ll r , n l.tlizc.: l 

n lu n t b m de tu y h ul I b h I indu t • t ) 111 ll ut "hc.:th~o:l 



internal delivery systems are rele ant in promoting crvicc quality and the challenges 

encountered in the banking industr) "hil' ' nsuring quality services are delivered to the 

internal customer. 

A study should nlso b · l~lll · l im: ·~t•gatc what other factor affect the internal customer and 

supplier in ddiwring quuhtv ·n icc . 
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APPENDIX 1: LETTER OF lNTROOUCTION 

Dear 

1 am a student pursuing 1 pl)st 't 1 lu ,ll I · 11' ' at the school of business, University ofNairobi. 

1 kindly rcqlll:st ou to till the attached questionnaire for research purposes. The research 

[ocu ' CS on the lntcrnnl en ice Deli ery ystems in Kenya Commercial Bank. 

The information ou pro ide will be treated with utmost confidence, and will be used for 

academic purpo es only. I \ ill also be glad to provide you with the findings of this study on 

request. 

Thank you. 

Mugambi Dorcas 

University of Nairobi 

P.O Box 4514-00506 

Nairobi 

Tel: 072277 34 



APPE DI 2: QUE TIONNAIRE 

Thank you for taking your time to ·om1 h:t' this lU ·stionnairc. 

Please ensure that you compl 'k Ill lll •stn n:s h tickin) all that apply. 

omplction of this qucstiontt.m' 1 't luntar and all responses will remain confidential. 

PART A: PERSONA D T IL 

You may tick ( ) wht:rl! appr pnate. 

Yourjob title ...................................................................................... .. 

Your Gender: 

Male [ ] Female [ ] 

For how long have you worked in the banking industry (state in years)? 

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

Current Department (Please tick (.,f) as appropriate) 

Operations managers ,Auditors and IT [ ] 

Cu tomer ervice (H. 0) & Marketing [ ] 

Human Re ource [ ] 

Branch Manager [ ] 

Front ffice and Teller [ 

thcr ( pecif ) .............. ·. · · · · · · · · · · · · · · · · · · · · · · · · · · · · ......... . 

P RT B: R\'1 Q LIT ORI TATI 

(Plen tick ( ) appropriate for your answer. h.: thcrc is no c rrc t r wr ng an wcr) 

-. \\ hl h th m ~ r in flu n 111 n uring rcliablc intc111al s tcm 

] [ ] R th 



6. The following mechanisms/ system are u ed to . upp rt the internal customer in delivering 

quality service. Please rank each of the me -h nisms ri en below on a scale of l-5 to indicate 

the extent of their use in the bank (Wh ·r~ I not important and 5- very important) 

r- . I Mechantsms systems l 2 3 4 5 

People nrc key iu impl ·ut ·utin • qualit 

crvicc l cvd 'r · ·m •nt · b 'l\\CCn departments 

Approved standard · 
f.-

Oversight department e.g. Internal audit and compliance 

Appro al levels - checking transactions before processing 

Regular management reports I returns 

MIS 

Segregation of duties 

Circulars to update staff of changes in policies 

Circulars to update staff of changes in procedures 

Emphasis on team spirit 

Manuals to outline procedures 

Organizational Charts to indicate reporting lines 

Proces flov charts 

Effective communication channel 

Training of per onnel to improve quality 

-
Common i ion 

I 01~ nMi · in 

Prc,·cntion of pr blcm - doing it right fir t time ah 

Apprai al n.:port 

lkpat1m ntal m ctin 

- - cro s functional team Intenlcp t1mcnt lm ting 

h rin" best 1 r ti c 

igi\t t l I quipm nt 

Corp t ulturc 



Mechanisms/systems l 2 3 4 5 

People are key in implementing quality 

Service Level Agreements bet\\ e ·n I ·p·um1 ·nt~ 

Approved standards 

Oversight departments L' , •. lnt ·m.\1 \Udit and compliance 

Approval lcvds ~.:h ·d.111 • l1.111sa ti m before processing 

Regular munug ·m ·nt r 'I 1rt · / rctum · 

onl1ict r ·solution channd · 

f-.- l' Effective leader · 11p 

Re earch and development 

Others (specify) 

7. The following are factors considered when developing quality in service, please rank each of 

the statement gi en on a scale of 1-5 to indicate their importance when trying to achieve 

quality. Where 1- not important and 5 - very important. 

E ERI DIME. 2 3 4 5 

1 a) Tangible 

Phy ical facilitie hould be clean and \vel! kept or th welfare of taff 

uld be avaih;d to upp rt tatf deliver qualit 

d 



GENERIC DIMENSIONS 1 2 3 4 5 

c) Responsiveness 

Other staff must be willing to h ' lp II\\ .1 s \l h n ·ver need arises 

!-Other staff must provid ·prompt ·•' i · • to ensure efficiency 

d) Assunuu.:c 
-

ompctcncc mu~t b p1.ntr tyed in ·o l ing problems 

f-
ourtcou · stuff ur k.e) m delivering quality services 

Secures ·tcm · en ·ure confidentiality in internal information 

When other department offer accurate services process become smooth 

1- • l Credtb e source of information ensure solutions are tailored to suit 

internal proce ses 

e) Empathy 

Accessing all other staff ensures better information flow 

Smooth communication ensures problems are solved faster 

Understanding other staff ensures prompt services 

8. Does your department provide services (input) to other department(s)? 

a) Ye [ b) 0 [ ] 

1 f ye , ho\ do you upport other department in pro iding quality ervice ? 

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

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

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

9. D y ur d p rtm nt r ivc crvt (output) lm m o th r dcp rtmcnt ,, 

b 



If yes, in a scale of 1-5 please rank each of th follm ing dimen ions to show how satisfied 

you are in the services provided by the other dl:p 'lrtm nts . Where 1- poor, 5- very good 

DIM N lONS 1 2 3 4 5 

a) Tangibles 

Physical facilitic · in th · bank reate a conducive working environment 

TI1e equipment, a\uil d are ufficient and in good condition 

1---
Persmmel in other department are appealing and well groomed 

b) Reliabilit 

Other department perform the promised services dependably 

Other departments perform the promised services accurately 

c) Responsiveness 

Other departments are always willing to help 

Other departments are always willing to offer prompt/ timely services 

d) Assurance 

Other departments display competence in their delivery 

Other departments are always courteous when serving other staff 

We feel secure when dealing with other departments 

Other department offer credible services to our department 

e) Empathy 

We are able to acce all the other taff of the bank when in need 

There i efficient communication bet\ ecn department 
-

Other department under tand ur r qu t ah ay 
-



PART C: Challenges in delivering quality cn·icc 

10. Various challenges may be experi n eel b bunks while trying to attain service quality 

improvement. In a scale of 1-5 rank 'U ·h r thl: f11l )\i in 1 factors to indicate whether you agree 

or disagree with the challenge. Whet· I , tn n<l\ disa 1rcc and 5 - Strongly agree. 

hallenges I 2 3 4 5 

Dinicultics in ussignmg sp '·tli ace untability 

Time n .. :quir ·d im1 r 'ing ·en tee quality 
f-

Delivery unc~:rtuintie · 

Lack of visibilit 

Hiring of inexperienced staff 

High cost in implementing new strategies 

Unwillingness to change 

Bureaucracy - rigid policies 

Fear of making wrong decisions 

Lack of research and development 

Difficulty in measuring service quality 

Rewards to staff are not commensurate to the efforts 

Fear of conflict between departments 

Fear of conflict between individuals 

,_ot invol ing everybody in quality trategy 
-

Lack of empo·wcring taff to undertake key dcci ion 

Lack of proper training 

Lack of a good ommunication stem 

II igh ·taft" tumover - ht.:nce lack of c ntinuity 

L ck of tandardizt:d proc dun; 

th r pic indil::at~) 



.II 

531 

1.00 

323 

3. 0 

339 

. .516 

466 

.162 

000 

.005 

I 9 

_123 

1.00 

_152 

.277 

. 140 

431 
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Table 4.11: Component matrix 

Component 

2 ·l 5 6 

Cl .532 .524 -.021 .104 

C2 .094 .7 0 -0 l l 1 -. 184 

C3 .474 .I \ -.-0 l .72 .200 -.576 

4 .641 .0 1. , -.3 19 .302 -.265 

C5 .6 15 .047 AOO -.2 14 -. 154 .107 

C6 .3 14 -.10 .528 -.155 .345 .100 

C7 .756 -. 69 .007 -.155 .129 -.020 

C8 .578 -.439 .241 -.246 .041 -.132 

C9 .774 .218 .230 -.059 -.202 -.053 

ClO .724 .097 .221 -.211 .114 -.228 

Cll .574 I -.493 .045 .101 .015 .401 

C12 .508 .255 .071 I -.149 -.651 .126 

Cl3 .422 I .138 .352 .562 -.116 .187 

Cl4 .322 -.018 .343 .733 .148 .045 

C15 .627 -.452 -.230 .343 .050 .014 

C16 .666 -.269 -.469 .155 -.176 .008 

C17 .679 .00 -.503 -.006 
I 

-.199 .076 

C1 .743 .170 -.333 -.085 -.079 I -. 148 

19 .267 .570 -.276 .102 .433 .239 

20 .426 .369 -.30 -.241 .374 I .465 



Table 4.12: Rotated matrix 

Component 

2 5 6 

C l -.016 .20 1 .268 .166 

C2 -.380 -. I I .n,· .-62 . Ill .375 

C3 .280 .116 .t 
0 

.077 .224 .805 

C4 . 19 .680 .119 .210 -. 117 .326 

C5 .107 .563 0 0 .034 .155 -. 11 5 

C6 -.1 .66- -.047 .087 .232 -.147 

C7 .576 .6 6 .079 .043 .040 .048 

C8 .357 .69 .076 -.209 .000 -.009 

C9 .222 .457 .632 .118 .210 .177 

C10 .162 .664 .338 .137 .056 .296 

Cll .627 .372 .006 1.025 .301 -.351 

Cl2 .219 .060 .855 -.024 .002 -.086 

C13 .108 .071 .308 .053 .755 .013 

Cl4 .102 .093 -.038 .002 .859 .154 

C15 .779 .208 -.080 -.026 .313 .129 

C16 .849 .058 I .181 .059 .040 \ .168 

17 .721 .033 .365 .265 -.085 .163 

.517 .22 I .416 .289 -.089 .380 

19 .005 -.047 .039 .818 .121 .199 

20 .201 .171 .114 0 49 -.10 -.107 
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