Research on Humanities and Social Sciences www.iiste.org
ISSN 2222-1719 (Paper) ISSN 2222-2863 (Online) ,!'—,i,!
Vol.3, No.13, 2013 IIS E

Level of Passengers’ Satisfaction of Metro Mass Tresit Ltd.’s

Service Delivery in Koforidua, Eastern Region, Ghaa.
Samuel Ayittah KwaberiaYaw Brew?, and Samuel Addae-Boatérr. S (University of Electronic Science

and Technology, PRC) and
Department of Marketing, KoforidBalytechnic, Eastern Region, Ghana.

*E-mail of the corresponding auth@amuelayittah@ymail.com

ABSTRACT

The study is a survey method which investigatedgragers’ level of satisfaction of Metro Mass Trahsil.'s
(MMT) service delivery in Koforidua, in the Easteofi Ghana. The objective was to evaluate the costo
service quality dimensions that determine custosagisfaction. Literature establishing the relatfopsetween
customer service quality and customer satisfaotiere reviewed. Because the passengers do not gthies
terminals for a long time, primary data were acatd#ly gathered from 200 passengers involving 15Zmand
88 females which comprised 133 workers and 67 norkers. Questionnaire of 17 questions involving 15
close-ended and 2 open-ended questions were atkn@uis Tabulations, cross-tabulations, percentdg@sand
pie charts were used to analyse and present datasflidy revealed that about 60% of MMT passengers
satisfied; about 20% are indifferent, while the aémmg 20% are dissatisfied. This indicates thatgmificant
number of about 40% of the passengers could swgtcther transport service providers at any timeviéw of
this, it is recommended among other things thdt si@ given regular practical customer servicéntira to
significantly improve their skills and capacity fonproving quality of customer service delivery. @hthis is
done, passengers’ satisfaction levels will incremse lead to customer loyalty. With this Metro Masansit
Ltd. can cope with the keen competition in the rdehsport industry and guarantee sustainable catpo
performance. In the absence of this, MMT, just l{Rennibus Service Authority (OSA) and State Transpor
Corporation (STC), may sooner or later collapséeating the good intentions for setting it up.

Key words: service quality, customer satisfaction, indiffetzeand dissatisfied, Metro Mass Transport.

1.0 INTRODUCTION

Metro Mass Transit Ltd (MMT) is a public transpdita company in Ghana. The company was set up to
provide reliable and affordable means of transforcommuters among villages, towns, cities as waegll

provide intercity movement.

1.1 Early days

Public bus companies have operated in Ghana diec@mnibus Service Authority (OSA) started its @piens

in 1927. The OSA contributed a lot to the Ghanaiagiety in terms of public transport. However, OSassets
were divested in 1995.

1.2 Conception

Former President, John Agyekum Kufuor directed thentroduction of public mass transport in the
metropolitan and municipal areas to ensure the, sdferdable, efficient and reliable transport efmimuters.
MMT Ltd. was officially incorporated in 2003. Thénareholders include State Insurance Company, Nation
Investment Bank, Ghana Oil Company Limited, Agriotgé Development Bank, Prudential Bank and SSNIT.
These together have 55% shareholding. The Governafigdhana holds the remaining 45% shares. MMT has
about 830 buses plying 360 routes in most pati@tbuntry.

1.3 Statement of the Problem

Ghana government has been in the road transpsirtdas in the past. Omnibus Services Authority (D&Ad
State Transport Company (STC) have both collapBedsible causes of their failure include poor manant
practices, poor maintenance culture, and poor tyuafi customer service. However, in an attempt taken
transportation more accessible and affordable Her denerality of Ghanaians, the state has invested of
resources in yet another state owned transport aoygthe MMT. Interestingly, this has come at aetiwhen a
lot of individuals, various Chapters of GPRTU andhe corporate bodies have invested and are stédkiing in
the sector thereby increasing the level of comipetiin the sector. To ensure sustainability, suavand long-
term profitability, in the mist of this keen comjiiein, management among other things need to etalits
current customer service quality to identify gapettmust be filled to improve customer satisfactiod loyalty.

It is for this reason the study attempts to exantme levels of satisfaction among passengers of MMT
Koforidua.
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1.4.1 General Objective
The general objective of the study is to evalulgelievel of passengers’ satisfaction of MMT serdeéivery in
Koforidua, Eastern Ghana.
1.4.2 Specific Objectives of the Study are as falo
i. To examine the quality of tangibles of MMT.

ii. To examine the level of reliability of staff in sée delivery.

iii. To examine the level of responsiveness of stagkivice delivery

iv. To examine the level of assurance staff give imiserdelivery.

v.  To examine the level of empathy of staff towardsseagers.

Vi. To find out the level of satisfaction among passesa@f MMT.

1.5 Significance of the Study
This paper shall add to the literature availabledeterminants of passenger satisfaction in thespramn sector,
especially MMT, other stakeholders such as acadamigpolicy makers.
1.6 Limitations
Because the respondents are passengers which iffengdtdo organize at any point in time accidental sampling
method was used which did not give them equal dppity to be selected for the study.
2.1 LITERATURE REVIEW
Literature on the topic indicates that, the majooit research suggests that service quality ided ahtecedent to
customer satisfaction (Parasuraneamal, 1985; Cronin and Taylor, 1992). There is alsiolewce to suggest that
satisfaction may be a vital antecedent of servigaity (Bitner, 1990). Irrespective of which view faken, the
fact remains that the relationship between satisfacand service quality is strong. Thus, satistacaffects
assessment of service quality and assessmentwitesguality affects satisfaction (McAlexandetral, 1994).
This indicates that both are vital in helping bisydevelop their future purchase intentions.
In an empirical study of the relationship betweatiséaction and quality, lacobucci, Ostrom, and ySoa
(1995) concluded that the key difference betweerto constructs is thguality relates tananagerial delivery
of the service whilesatisfactionreflectscustomers’ experienceith that of service. They also advanced a very
important argument that quality improvements that ot based on customer needs will not lead taaxgd
customer satisfaction.
2.2 Customer Service
According to Turbaret al. (2002), “Customer service is a series of actigitiesigned to enhance the level of
customer satisfaction—that is, the feeling thatapct or service has met the customer expectation.
2.3 Service Quality: Conceptualization and Operataization
Quality has been defined differently by differentters. Some prominent definitions include: ‘comfiance to
requirements’ (Crosby, 1984), ‘fitness for use’r@hy 1988), or ‘one that satisfies the customeigyl{& and
Langeard, 1987). In the case of Japanese produptidasophy, quality implies ‘zero defects’ in tifiem’s
offerings.
2.4 Uniqueness of Services
Unlike physical products, services have four (4¢ydiar characteristics such @&gangibility, inseparability,
inconsistencyandinventory In view of these characteristics, the approadhéomeasurement of service quality
is different from that of tangible products.
Consequently, Parasuraman, Zeithaml and Berry (19888) operationalized service quality as a diffiee
between consumer expectations‘what they want'and their perceptions d#vhat they get’ Based on this
conceptualization and operationalizatitimey proposed a quality measurement scale callERVE®UAL'. The
SERVQUAL scale constitutes an important land markhie service quality literature and has been eitety
applied in different service settings.
2.5 Service Quality Dimensions of the SERVQUAL Mdde

i. Tangibles: Appearance of physical facilities, equipmentspanel, and communication materials.

ii. Reliability: Ability to perform the promised service dependadatyl accurately.

iii. ResponsivenessWillingness to help customers and provide proggtice.

iv. Assurance: Knowledge and courtesy of employees and thelitybd inspire trust and confidence.

V. Empathy: Caring, individualized attention the firm proviligs customers.

2.6 The Concept of Customer Satisfaction

According to Kotler (2006), it is a person’s fegliof pleasure or dissatisfaction resulting from panmg a
product or service performance (or outcome) intietato his or her expectations. If the performafalks short
of expectations, the customer is dissatisfiedt thatches expectations, the customer is satisfidtlexceeds
expectations, the customer is highly satisfiededigtited. Praveen ket al. (January- February 2006), pp.8-24.
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Within organizations, customer satisfaction ratimg® have powerful effects. They focus employeeghen
importance of fulfilling customers’ expectationaurthermore, when these ratings dip, they warn oblgms
that can affect sales and profitability. When andrdnas loyal customers, it gains positive word-@fuih
marketing, which is both free and highly effectiféaerefore, it is essential for businesses to #ffely manage
customer satisfaction. To be able to do this, firaed reliable and representative measures ofesaios.
2.7 Ways to Measure Customer Satisfaction
i. Customer Survey

ii. Understand Expectations

iii. Find out Where You Are Failing

iv. Pinpoint Specifics

v.  Assess the Competition

2.8 B_enefits of Customer Satisfaction
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2.9 Strategies for increasing Customer Satisfaction
i. Respond quickly — or at least within a reasonabie frame.
ii. Ask how your clients would like to be responded to.
iii. Create a positive website experience.
iv. Personalize and customize.
v.  Think from the customer’s point of view.
Vi. Educate your clients.
Vii. Conduct surveys and track results.

Source: http://Top7Business.com/?expert=Bambang/atiéo

3.0 METHODOLOGY

3.1 Population of the StudyThe target population for study was management lfivbf Koforidua branch and
passengers in Koforidua.

3.2 Sample and Sampling ProcedurBecause the total number of passengers is unknaseigental sampling
was used to administer 215 questionnaires to pgesen200 (95%) of the questionnaires were retdehd? of
them were males, while 88 were females. They Wether categorised into 133 workers and 67 nonkenxs.
3.3 Procedure for Data CollectionAlthoughthe target population was in Koforiduatter of introduction was

sent to the head office of the Company in Accra germission to collect data on Metro Mass Transport

Company Ltd. for the study. Eight weeks were useddminister and retrieve questionnaires from tecsed
mangers and passengers. Secondary data were glaffuenethe Internet about the MMT’s background nirxiy
data were obtained from management, staff, andepgsess using questionnaires, interviews and obsSenvin
Koforidua, Eastern Region, Ghana.
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3.4 Methods of Data AnalysisData collected were presented using tables, pexgest pie and bar charts.

These simple statistical tools were used to enhanderstanding of the data presented.
4.0 FINDINGS AND DISCUSSIONS

4.1 A distribution of how long respondents have patized MMT

Table 4.1: Shows how long customers have patronizédMT

Duration (years) Males (%) Females (%) Frequency Reentage
Less than a year 11 5.5 7 3.5 18 9

1to 3 years 68 34 32 16 100 50

4 to 6 years 26 13 44 22 70 35
Above 6 years 7 3.5 5 2.5 12 6

Total 112 56.5 88 43.5 200 100

Source field survey July 2012

From Table 4.1, 9% of respondents patronized seswa¢ MMT for less than a year. 50% have patronthed
services between for 1 to 3 years. 35% have betmtiaé¢ company for 4 to 6 years, and 6% for moaa th

years.

4.2 LEVELS OF PASSENGERS’ SATISFACTION WITH MMT SERICES

The questions were based on the five (5) key détamts of service quality developed by Parasurastah

(1985) with the SERVQUAL model as follows:

4.2.1 Tangibles (Physical evidencd)he appearance and quality of physical facilitieshsas tools and
equipment used to provide the services, appeamersonnel and communication materials that ecdan

service quality.

Statement: MMT buses are neat.

Table 4.2 A distribution showing passengers’ opinions on neaess of MMT buses.

Responses Males (%) Females (%) Frequency Percentag
Strongly agree 18 9 17 8.5 35 17.5
Agree 28 14 52 26 80 40

Not sure 32 16 8 4 40 20
Disagree 29 145| 4 2 33 16.5
Strongly disagree 5 2.5 7 3.5 12 6

Total 112 88 39.5 200 100

Source: field survey, July 2012

From Table 4.2, 57.5% of the respondents percéiwduses to be neat; meaning that the level ohasatof the
buses meets the expectations of 57.5% of the pgasen 20% are not sure; the remaining 22.5% diead his
reveals that the level of neatness of the buses doemeet the expectations of 42.5% of the passenghis
creates a gap of -42.5% in the level of neatnes$iseobuses that must be bridged.
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Figure 4.1: A pie chart showing respondents’ opinions on neatrss of MMT buses
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ce: field survey, July 2012

StatementThe conductors and drivers are neat.
Table 4.3: A distribution showing passengers’ opifn on conductors and drivers neatness

Responses Males | (%) Females (%) Frequency Percentag
Strongly agree 5 25 30 15 35 17.5
Agree 48 24 37 185| 85 42.5

Not sure 17 8.5 18 9 35 175
Disagree 27 13.5 3 15 30 15
Strongly disagree| 15 7.5 0 0 15 7.5

Total 112 56 88 44 200 100

Source: Field survey, July 2012

Table 4.3 indicates that 60% of the passengersabat conductors and drivers are neat. This inekcthat
conductors and drivers’ level of neatness meetseipectations of 60% of the passengers. Howeveg%22
disagree and remaining 17.5% are indifferent. Bhisws that about 40% of the passengers perceivductors
and drivers’ level of neatness as below expectafidnis creates a gap of -40% in the conductorsdiners’
level of neatness that must be bridged.
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Figure 4.2: A bar chart showing passengers’ opiniamon whether the conductors and drivers are neat.
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4.2.2 Responses on Reliabilityhis is the ability to perform the promised serwoamsistently and
dependability, performing the service right at fingt time, keeping its promises, accuracy in bdliand keeping

records correctly.

StatementMMT buses are reliable to travel on.
Table 4.4:A distribution showing passengers’ opinions on whéer the buses are reliable

Responses Males| (%) Females (%) Frequency Percentag
Strongly agree 12 6 25 12.5 37 18.5
Agree 38 19 44 22 82 41

Not sure 26 13 14 7 40 20
Disagree 27 13.5| 5 2.5 32 16
Strongly disagree 9 4.5 0 0 9 4.5

Total 112 56 88 44 200 100

Source: field survey, July 2012

Table 4.4 indicates that 59.5% of the passengeeeabat MMT buses are reliable. This shows tha¢ims of
reliability of the buses, MMT buses meet servicaliy expectations of 59.5% of the passengers. dik#gree.
20% of them are not sure. In other words, MMT bud@#iot meet service quality expectations of 40d8%he

passengers in terms of reliability of the buseds Theates a gap of -40.5% in the level of religbif the buses

that must be bridged.
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Figure 4.2: A pie chart showing respondents’ opinions on whethdVlMT buses are reliable
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4.2.3 Responses on Responsiveness of MMT STffs is the willingness of employees to help pagsemand
to provide prompt service.

Statement:Staff are always willing to help passengers in sraédifficulties.
Table 4.5: A distribution showing passengers’ opirins on whether staff are always willing to help
passengers in times of difficulties

Responses Males| (%) Females (%) Frequency Percentag
Strongly agree 10 5 23 11.5 33 16.5
Agree 47 235 | 40 20 87 43.5

Not sure 21 10.5| 18 9 39 19.5
Disagree 21 10.5| 7 3.5 28 14
Strongly disagree 13 6.5 0 0 13 6.5

Total 112 56 88 44 200 100

Source: field survey, July 2012

Table 4.5 shows that 60% of the respondents thiak staff are always willing to help passengertirires of
difficulties. This indicates that staff of MMT metfte service quality expectations of 60% of thespagers in
terms of willingness to help passengers in timediffitulties. In contrast, 19.5% are not sure $i@ff do or not
and 20.5% disagree, meaning that about 40% of #¥semgers perceive MMT staff's willingness to help
passengers in times of difficulties as below exgmhs. This creates a gap of -40% in the levektaff's
willingness to help passengers in times of diffiesd that must be bridged.

58



Research on Humanities and Social Sciences www.iiste.org
ISSN 2222-1719 (Paper) ISSN 2222-2863 (Online) J!L,i,l
Vol.3, No.13, 2013 ||$ E

Figure 4.3: A pie chart showing whether staff are lvays willing to help passengers in times of diffigties.
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Statement:Staff are aware of their responsibility to passesge
Table 4.6: A distribution of passengers’ opinions o whether staff are aware of their responsibility b
passengers.

Responses Males| (%) Females (%) Frequency Percentag
Strongly agree 11 5.5 21 10.5 32 16

Agree 48 24 42 21 90 45

Not sure 21 10.5| 17 8.5 38 19
Disagree 19 9.5 4 2 27 115
Strongly disagree 13 6.5 4 2 13 8.5

Total 112 56 88 44 200 100

Source: field survey, July 2012

Table 4.6 indicates that 61% of the respondentskthhat the staff are aware of their responsibility
passengers. This indicates that staff of MMT mhbetdgervice quality expectations of 61% of the pagses in
terms of level of staff awareness of their respuitii to passengers. 19% are not sure. 20% disadreother
words, staff of MMT do not meet the service quabtypectations of 39% of the passengers in ternstadf
awareness of their responsibility to passengerss Gireates a gap of -39% in passengers’ percepfiataff
level of awareness of their responsibility to pagses that must be bridged.
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Figure 4.3 A bar chart indicating whether staff are aware of teir responsibility
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4.2.4 Responses on Assurandessurance is the knowledge and courtesy of emp®ged their ability to
convey trust and confidence. Competence, thusdhksgssion of requires skills knowledge to perfdren t
service.

Statement:You have confidence in the staff of MMT

Table 4.7: A distribution showing passengers’ opin on whether passengers have confidence in thef§ta
of MMT

Response Males (%) Females (%) Frequency Percentage
Strongly agree 23 11.5 13 6.5 36 18

Agree 41 20.5 46 23 87 43.5

Not sure 14 7 21 10.5 35 17.5
Disagree 28 14 3 1.5 31 15.5
Strongly disagree 6 3 5 2.5 11 5.5

Total 112 56 88 44 200 100

Source: field survey, July 2012

Table 4.7 shows that 61.5% of the passengers h@aviidence in the staff of MMT. This implies thaaftof
MMT meet the service quality expectations of 61.6%che passengers in terms of the level of confiden
passengers have in staff. Yet, 17.5% of them areure whether they have confidence in the stafip f them
totally disagree. This means that staff do not nfeetservice quality expectations of 38.5% of thegengers in
terms of the level of confidence passengers haggaif. This creates a gap of -38.5% in passehperseption
of passengers’ level of confidence in MMT stafftthaust be bridged.
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Figure 4.4: A pie chart showing whether passengers have confidee in the staff of MMT
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4.2.5 Responses on Empathympathy is the provision of curing, individualizééesmtion to passengers.
Statement:Staff are caring.

Table 4.8: A distribution indicating whether staff are caring to passengers.

Response Males | (%) Females (%) Frequency Percentage
Strongly agree 6 3 24 12 30 15

Agree 48 24 36 18 84 42

Not sure 25 12.5 15 7.5 40 20
Disagree 26 13 10 5 36 18

Strongly agree 7 3.5 3 1.5 10 5

Total 112 56 88 44 200 100

Source: field survey, July 2012

Table 4.8 above indicates that 57% of the passsraggee that staff of MMT are caring. This implikat staff
of MMT meet the service quality expectations of 5@%the passengers in terms of the level of pelscare
passengers receive from staff. However, 20% arsunet of it; 23% disagree. This implies that stdfMMT do
not meet the service quality expectations of 43%hef passengers in terms of the quality of carseyagers
receive from staff. This creates a gap of -43%&asengers’ perception of the quality of care pagys receive
from staff that must be bridged.
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Figure 4.4: A bar chart indicating whether staff are caring
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A summary of responses from interviews conductedoaig staff and management
Table 4.9: Gender distribution of MMT staff and management, Koforidua Branch

Classification Males (%) Females (%) Frequency Pesntage
Management 3 30 0 0 3 30

Staff 5 50 2 20 7 70

Total 8 80 2 20 10 100

Source: field survey, July 2012

From Table 4.9 above, three questionnaires werérggtared to management, representing 30%, allrafrov
were male. Seven were administered to staff, reptawy 70%, of which 20% were females and 50% were
males.

Statement:MMT buses are weak.

Table 4.10:A distribution of management’s opinion on whether MMT buses were weak

Responses Males| (%) Females (%) Frequency Percentag
Strongly agree 0 0 0 0 0 0

Agree 0 0 0 0 0 0

Not sure 0 0 0 0 0 0

Disagree 5 50 2 20 7 70
Strongly disagree 3 30 0 0 3 30

Total 8 80 2 20 10 100

Source: field survey, July 2012
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From Table 10 above, none of the management affdratcated that the buses were weak. This coittadhe
observations made by the researchers and respioosethe passengers on the conditions of the bx&aspare
Tables 4.4 and 4.10. This indicates that it is enbugh to rely on management information only when
evaluation customer service quality because itdcbel misleading.

StatementMMT management and staff are aware of their resibdities.

Table 4.11: A distribution showing management andtaff's opinion on whether they are aware of their
responsibilities to passengers.

Responses Males| (%) Females (% Frequenay Pereentag
Strongly agree 3 30 1 10 4 40

Agree 5 50 1 10 6 60

Not sure 0 0 0 0 0 0

Disagree 0 0 0 0 0 0

Strongly disagree 0 0 0 0 0 0

Total 8 80 2 20 10 100

Source: field survey, 2012

Table 4.11 above indicates that 40% of the managemad staff strongly agree that MMT is aware dith
responsibilities. 60% of them agree that they avara of their responsibilities. None of managensnt staff
disagrees. This contradicts the passengers’ respaiere 19% are not sure that the staff is awhibedr

responsibility, while the remaining 20% of the pasgers disagree that the staff are aware of thspansibility.

Compare Tables 4.6 and 4.11. This indicates thatribt enough to rely on management informatiolly amen

evaluation customer service quality because itccbel misleading. Their responses therefore suggesérvice
quality gaps that must be bridged.

Passengers’ Ratings oIMTs’ Overall Service Quality
Table 4.12: A distribution of respondents’ overallrating of service quality of MMT

Response Males | (%) Females (%) Frequency Percentage
Very high 3 1.5 7 3.5 10 5

High 28 14 22 11 50 25
Average 63 31.5 52 26 115 57.5
Poor 18 9 7 3.5 25 12.5

Total 112 56 88 44 200 100

Source: field survey, July 2012

From Table 4.12, 5% of the respondents rate thepaoyis overall customer service quality as veryhhi2b%
rate it as high, 57.5% rate it as average, and42de it as poor. This indicates that MMT’s ovkeralstomer
service quality exceeds the expectations of onp 8@ the passengers. What this implies is that 8086 of the
passengers are delighted and would remain loyMNOT, all things being equal. 57.5% of the passesgee
only averagely satisfied. Consumer behaviour ingpiins of this is that about 60% of the passengeutd very
easily switch to other competing transport seryiogviders in the very keenly competitive sectoréaese they
have no reason(s) to remain loyal to MMT; while5P3.are already dissatisfied and would switch attamg to

a better alternative transport service providethasector. Overall, service quality deliveredMiyIT could be
rated as mediocre. This is not good enough to mpalssengers loyal and advocates of MMT. See Figlre 4
below:
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Figure 4.5: A bar chart showing passengers’ overatating of MMTSs’ service quality
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5.0 CONCLUSIONS AND RECOMMENDATIONS
5.1 Conclusions

The purpose of the research was to examine the tévgassengers’ satisfaction of MMT service qualit
Koforidua. Parasuramaat al.(1985)model of service quality dimensions was used asdineeptual framework
for the study.In view of this, the study examined the qualitytahgibles the level ofreliability of staffin
service delivery, the level afesponsiveness of staffi service delivery, the level adssurance staffjive
passengers, and the levelashpathy of staffowards passengers in service delivery. Questiossanterviews,
and observations were used to gather data fromp286engers, comprising 112 males and 88 femalss, Al
seven junior and three management staff were ii@ad to compliment questionnaires administeretthém.
From the findings, the following conclusions werawin:
= About 60% of the passengers were satisfied beddesservice quality expectations of about 60% of
the respondents were met in term of the five keyise quality dimensionstangibles (physical
evidence), reliability, responsiveness, assuranoe @mpathy(Parasuramaret al., 1985). Most
passengers in this category would generally rerogizl to the company.
= 20% of them passengers were indifferent on theiceiguality dimensions because about 20% of the
respondents were not sure whether the servicetguadit their expectations.
= Another 20% of the passengers are not satisfiedusec20% of the respondents indicated that the
service quality did not meet their expectationsisThdicates that a significant number (about 4@%6)
the respondents (passengers) dissatisfied withstheice quality of MMT in Koforidua. Most
passengers in this category will not remain loyalthe company and will easily switch to other
transport service providers in the industry.
= The study also revealed that researchers shoulelyobn management and staff for data for evahgati
customers’ levels of satisfaction because they giile responses to save face as indicated in Tables
4.10 and 4.11 compared to Table 4.4.
= Overall, 20% of the passengers rated service guaditivery ashigh; 57.5% rated it aaverage 12.5
rated it agpoor. As pointed out in Table 4.12, consumer behavioylications of this situation is that
about 60% of the passengers could very easily bwitmther competing transport service providers in
the very keenly competitive sector because MMT r@sgiven them any reason(s) to remain loyal to
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the company. 12.5% are already dissatisfied andldvewitch at any time to a better alternative
transport service provider in the sector. Ovemtyvice quality delivered by MMT could be rated as
mediocre. It must always be remembered that meelicostomer service quality delivery does not
create loyal and advocate customers

5.2 Recommendations
From the conclusions drawn, the following recomnaginths have been matkeimprove customers’ satisfaction
of MMT service delivery in Koforidua to ensure lotgrm competitiveness, sustainability and survinathis
very competitive sector.
= Although the (60%) of the passengers rated theitguaf tangibility high, there is the need for
significant improvement in the ambiance and comééftoth the buses and terminal in order to prevent
dissatisfied customers from switching.
= Staff level of reliability in service delivery igdh. They need to keep it up and still improve ujton
because customers’ expectations keep on changing.
= Management and Staff of MMT should communicate meffectively with customers about their
routes and time schedules, especially when scheduéecancelled.
= About 43% of the customers were dissatisfied wihuaance, therefore management should conduct
marketing research to gather feedbacks from cusworehow best to reduce this gap.
= Though, the performance of staff on empathy waseraging, attempt should still be made to increase
the level of care and attention given to custort@rreake them more loyal.
= That management of MMT should provide mini-buseminimize the long waiting time. Comfortable
seats and air conditioners should be provided énntinibuses that are meant for long distances. Once
all this is done, service quality which is antecadef customer satisfaction will improve thereby
improving customer satisfaction which is anteceagntustomer loyalty which in turn is antecedent of
customer advocacy.
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