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[bookmark: _Toc27712]ABSTRACT
This study explores the impact of service quality on customer satisfaction in financial institutions, focusing specifically on CRDB Bank's Temeke branch. It investigates the roles of disconfirmation of belief, expectations, and perceived performance in shaping customer satisfaction, with a particular interest in how these elements align with customer experiences. Through survey analysis, the study identifies key customer engagement trends, such as a high frequency of weekly visits to the bank, and notes a strong response rate of 85.7%, indicating the importance of consistent, high-quality in-person services for maintaining customer satisfaction
Demographic data reveals a balanced gender distribution, with a slight majority of female respondents, and a predominantly older customer base. This composition suggests variations in satisfaction and service expectations by age and gender, as older customers may have distinct service expectations due to longer-standing relationships with the bank. Tailoring service strategies to these demographic distinctions is essential for meeting the unique needs of different customer groups, fostering satisfaction and enhancing loyalty
The analysis of disconfirmation of belief shows a significant gap between customer expectations and perceived service quality, with many respondents reporting neutral or negative satisfaction levels. A positive correlation between disconfirmation of belief and expectation highlights that meeting or exceeding customer expectations can improve satisfaction. However, the negative correlation between disconfirmation of belief and perceived performance suggests that unmet service expectations can diminish customer satisfaction. These findings emphasize the need for CRDB Bank to bridge gaps in service delivery to meet customer expectations better, underscoring the broader importance for financial institutions to enhance service quality through customer engagement, tailored services, and employee training.
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[bookmark: _Toc12636]CHAPTER ONE
INTRODUCTION
[bookmark: _Toc12226]1.0 Introduction
This chapter presents the background of the study, the statement of the problem, research objectives, research questions, significance of the study and the scope of the study, and justification of the 

1.1 Background of the study
Bank shows a vital role in the economic growth of any of the country in the world. These are financial establishment that accept payments and networking those payments into contribution activities either directly or through capital deficits to those customers with capital excess. The banking industry in Tanzania is facing a certain difficulties like poor quality service. Quality service plays a role in succeeding customer satisfaction, and create    brand loyalty in banking industry at any locality that has been established. (ulaya, 2017).

The Tanzanian banking industry has suffered many changes in terms of service provided with the aim of upgrading the service quality to customer service. The recent years have also seen growth in Tanzania banking industry that resulted to high competition among the bank companies (Morgan, 2014).

The term quality in our contemporary world is an essential issue that is considered a really significant notion in our real business competitive life. According to (Ennew, 1999), better service quality can be used to distinguish among service providers, and to win strategic competitive advantage. The service quality provided is an important factor of general customer satisfaction, which in chance resulting to customer retention and loyalty. Also service quality is regarded as one of the greatest important antecedent of customer loyalty in service businesses (Fullerton, 2005).

CRDB Bank limited is no exception to this. It is therefore important that CRDB Bank manages the relationship with its customers to enable the bank compete in the market. In recent times the banking environment has been very competitive and therefore requires the players to be more skillful in their strategic approach to meet the growing demands of customers. Effective management of customer relationships is believed to be means in the approach of winning and maintaining customers. The bank reached an important milestone recently and was listed on the Dar es Salaam stock exchange on 17th of June, 2009.

In Tanzania, banking and financial sector as result of Arusha declaration in 1967, came under the control and policy of the government. The commercial banking sub-sector as a result monopolized by the Nation bank of commerce -NBC was not prompted to think about customer retention, as there was no alternative to service it was the only one providing in country.

CRDB bank offers a comprehensive range of corporate, retail, business, treasury, premier and wholesale microfinance service through a network of over 85 branches, 250 ATMs, 15 depository ATMs, 12 mobile branches, 900 point of sales (POS) terminals and scores of microfinances partner institutions. The bank also operates through internet and mobile banking services. (CRDB, 2013).

[bookmark: _Toc28527]1.2 statement of the problem
most of banks experience the problems of quality service from their customers ending up to be unpleasing from the service been provided by the banking industry, that is why this study desires to investigate the effect of quality service on customer satisfaction in the banking industry.

In practical sense, the study sees a problem in relation to the how customers are served and to what extent they are satisfied in the banking sector in Tanzania CRDB  banking customers revealed that, there is lack of satisfaction with the level of service provided to them by their respective banks. The study therefore brings to the direct relationship between service quality and customer satisfaction which the banks have ignored for a long time.

1.3 Objectives of the study
i. The objective of this study was to investigate the influence of services quality on overall customer satisfaction in financial institution.
[bookmark: _Toc32055]1.3.1 Specific objectives
i. To examine the influence of disconfirmation of belief on customer satisfaction in financial institution.
ii. To examine the influence of expectation on customer satisfaction in financial institution.
iii. To examine the influence of perceived performance on customer satisfaction in financial institution.

1.4 General research question
ii. What is the relationship between services quality on overall customer satisfaction in financial institution.in financial institution?.

[bookmark: _Toc13604] 1.4.1 Specific research questions
i. What is relationship between disconfirmation of belief and customer satisfaction in financial institution?.
ii. What is relationship between expectation and customer satisfaction in financial institution?.
iii. What is relationship between perceived performance and customer satisfaction in financial institutions?.

[bookmark: _Toc21117]1.5 Justifications
The study was conducted for the purpose of understanding if the customer is being satisfied by the service offered within CRDB bank. Also providing a solution that will help the bank to retain more customer and maintain customer’s loyalty by offering them quality service.

[bookmark: _Toc12355]1.6 Scope
The study aim to investigate the result of service quality on customer satisfaction the case of CRDB bank in Temeke branch at Dar es salaam. The area is selected to represent the satisfaction of the customer from the service quality in financial institution. 

[bookmark: _Toc9710]1.7 Significance
The study primarily serves as a catalyst for other studies into the field of quality service in Tanzania, especially the banking and financial sector that has seen intense competition with the worldwide banking by the Bank of Tanzania. The study provide practitioners with the necessary factors to implement a successful service quality in order to maintain clients and be profitable.
The research will afford the management of CRDB bank another opportunity to critically evaluate their service strategy and make the necessary changes to it.
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CHAPTER TWO
[bookmark: _Toc4911]LITERATURE REVIEW
[bookmark: _Toc17824]2.0 Introduction 
The chapter consist of numbers of definitions of concepts as service quality, customer satisfaction, customer expectations, perceived performance and disconfirmation of beliefs.

[bookmark: _Toc14786]2.1 Theoretical review
As banks compete in the market place with generally undifferentiated product, service quality becomes a primary competition weapon (Kumar, 2010). According to the theory of expectancy disconfirmation theory developed by (Oliver, 1997)explain expectations, coupled with perceived performance, led to post-purchase satisfaction. this effect is mediated through positive or negative disconfirmation between expectations and performance. If a service outperforms expectations (positive disconfirmation) post-purchase satisfaction will result. If a service falls short of expectations (negative disconfirmation) the consumer is likely to be dissatisfied. These theory used to measure service quality in some organization. So in this case the theory is reflected and its because it bring justification to customer’s expectation of service given as well as perception of the service which is superior way to measure service quality in service sector.

[bookmark: _Toc171]2.1.1 Definition of key term
[bookmark: _Toc12532]2.1.2 Customer satisfaction
According to (Kotler, 2007), customer satisfaction or consumer satisfaction is a feeling of pleasure or disappointment that arises after comparing the performance of products thought to the expected performance. In the (parasuraman, 1991), customer satisfaction can be seen as a result of the difference between customer perceptions and service quality expectations. (Armstrong, 2008) say that customers creates form of expectations about the value and satisfaction that will be given from various market offers and buy based on those expectations.  Satisfied customers will return to buy or use goods or services and tell others about their good experiences.  Customer satisfaction depends on the performance of the product assumption relative to buyer expectations. If product performance does not meet expectations, the customer would disappointed.  If the product performance matches or exceeds the expectations, the customer would satisfied. (praseto, 2020).

[bookmark: _Toc1086]2.2.2 Service quality
Perceived quality is a general decision or sentiment regarding service, which includes individuals’ emotional and relativistic reactions. It is a type of behavior linked to satisfaction, resulting in comparisons between expectations and insights of outcomes (Parasuraman, 1991).
Service quality is watched as a formula of outlook on behalf of a long-run general valuation. Upholding service excellence at positive level and enlightening service quality necessity be life-time efforts for those financial institution who desires life time success in customer’s life (Ulaya, 2017)
[bookmark: _Toc17501]
2.2.3 Customer expectations.
According to (Thong, 2006) customer satisfaction refers to attribute or characteristics that a person anticipates or predicts will be associated with an entity such as a product, service, or technology artifact. Its important to understand the customer expectation from certain product or service, and how they are formed. The expectation of a customer can vary on situation and also differ from customer to customer. Expectation can be very high where there are a lot of alternatives to meet the need. From the firm’s point of view, they look about two factors related with the product. (Morgan, 2014).
[bookmark: _Toc25278]
2.2.4 Perceived performance.
According to (chakravartty, 2018) performance refers to a person’s perceptions of the actual performance of a product, service, or technology artifact. According to expectation confirmation theory, perceptions of performance are directly influenced by pre-purchase or pre-adoption expectations, and in turn directly influence disconfirmation of belief and post-purchase or post adoption satisfaction by way of mediational relationship through  the disconfirmation construct.
[bookmark: _Toc1360]
2.2.5 Disconfirmation of beliefs.
According to (chakravartty, 2018) disconfirmation refers to the judgment or evaluations that a person makes with respect to a product, service, or technology artifact outperforms the person’s original expectations, the disconfirmation is positive, which posited to decrease post-purchase  or post- adoption satisfaction. 

[bookmark: _Toc5797]2.2.1 Empirical literature review
[bookmark: _Toc24820]2.2.2 Service quality toward customer satisfaction.
The connection between customer satisfaction and quality of service is arguable. Several scientists asserted that quality of service is the precedent of customer satisfaction, while others said the opposite (Khatib Esmael, 2019)and others said quality of service is either interconnected with service or separate ideas. Customer satisfaction depends on the consumer experience while utilizing the services. Therefore, firms ensure that their customers have a memorable and delightful experience while consuming the services. Some studies have argued that since satisfaction depends on transactions, attitudes towards a product will have more enduring effect on the image of firms (Arokiasamy &Tat, 2014) Others believe that service quality has a greater impact on consumer satisfaction than product and price. Improved service quality by banks helps in developing attitudinal loyalty which is a prerequisite for customer retention. Thus, service quality has a strong influence on customer satisfaction (Bharwana, 2013).

In addition, service quality is also considered an important tool for developing and maintaining sustaining relationship with customers. It is more important for banks and financial institutions as they have few options for creating product differentiation (AL-Azzam, 2015). Lower perceived quality results in higher dissatisfaction (Omar, 2015). While examining the effect of service quality on satisfaction, some studies have found that service quality does not affect satisfaction as it is an antecedent to satisfaction. Others maintain that customer satisfaction is the end result of service quality (Hussein, 2014). Banking sector thus makes deliberate efforts for providing premium services to its customers. Firms perpetually measure and monitor their services quality for ensuring that their customers are highly satisfied and loyal to them. If banks meet customer demands and expectations then they would not have any problem in having a high-level customer base (Sureshbab, 2014).


If the overall experience of customers is positive it is an indication that they are highly satisfied. In this context, studies also found that satisfaction alone might not guarantee repurchase, customer retention or loyalty. The other marketing factors are important as well. Whilst validating the effect of service quality on satisfaction some studies found that a higher satisfaction level leads to higher retention and brand loyalty. Banks have little margin to play with because of competition and statutory regulations. Therefore, they are highly dependent on service quality for retention of customers, developing brand loyalty and earning higher profits (Khan, 2014). 

Although satisfaction and services are highly correlated but they are different concepts. The former is a broader concept, whereas the latter mainly focuses on dimensions of service quality. Factors such as product and price influence satisfaction but their effects are not as strong as service quality (Arokiasamy &Tat, 2014).

[bookmark: _Toc2769]2.2.3 Perceived performance toward satisfaction
According to (Shed Chinwuba Moguluwa, 2013) keeping in view the significance of customer perceived quality in today’s competitive banking environment, the study was designed to evaluate customer-perceived service quality and customer satisfaction in the Nigerian banking industry. This research focused on the measurement of customer satisfaction through delivery service quality in the banking sector in Nigeria. A quantitative research was used to study the relationship between service quality dimension and customer satisfaction. findings from the of study show that, assurance, empathy and responsiveness have positive relationships but have no significant effect on customer satisfaction. reliability has negative relationship but has no significant effect on customer satisfaction. Tangibles have positive relationship and have significance impact on customer satisfaction. conclusively a business that caters for their customers needs will inevitably gain loyalty of their customers, thus resulting in repeat business as well as potential referrals. We therefore recommend that rather than paying much attention to the products and services, banks should focus more on their customers.

In this turbulent and competitive environment, organization, in order to sustain their growth and increase their market share, need to understand how to satisfy customers as it plays a primary role since customer satisfaction is critical for establishing long- term client relationship. This is evident from the increased number of customer satisfaction surveys by service organizations. Thus, a fundamental understanding of great importance to service organizations, especial banks. Satisfaction of the customer depends on the quality of service. Research in this area suggests that service quality is an important indicator of customer satisfaction. service quality of late has emerged as the major attraction to many banks as a competitive differentiator (Newman, 2001). Measuring the customer satisfaction helps banks to understand the customers needs and can thus change strategies accordingly. Customer satisfaction is defined as the result of a cognitive and affective evaluation, wherein a standard comparison is adopted for the actually perceived performance. If the perceived performance is less than expected, customers will be dissatisfied and on other hand, if the perceived performance exceeds expectations, customer will be delighted (Kotler &Armstrong, 2001).

Despite these contributions, gaps exists in understanding which specific aspects of perceived performance have the greatest impact on satisfaction. further investigation is needed to elucidate the relative importance of different service quality dimension and their interaction effects on satisfaction outcomes. By critically analyzing existing literature, this empirical review aims to identify these gaps and provide direction for future research in this area.

[bookmark: _Toc10191]2.2.4 Expectations toward satisfactions
A review of the literature suggest that consumers may use multiple types of expectation in their satisfaction evaluation process. However the types most often referred to are predictive expectation and normative expectation. Predictive expectation are generally define as consumer beliefs about the level of service that a specific service firm would be likely to offer. these expectations are frequently used as standard of service against which satisfaction judgment are mad Normative expectation are generally conceptualized as consumers ideals level of service which can be referred as desires too. Additionally, Customers’ expectations are key determinants of their consumption experiences, satisfaction, and loyalty (Simonson, 2007). 
 Despite these contributions, the remain gaps in understanding the nuances of how organizations can effectively manage and meet customer expectations to enhance satisfaction levels. For instance, while some studies focus on specific industries or contexts, broader research is needed to generalize findings, across diverse sectors. Additionally, limited attention has been given to the role of emerging technologies and digital platforms in shaping customer expectations and satisfaction.

[bookmark: _Toc8771]2.2.5 Disconfirmation toward satisfaction
The study tends to highlight how individual tend to seek out information that confirms their existing beliefs while disregarding contradictory evidence. In the context of service experiences. This bias can lead customers to interpret ambiguous or mixed signals in a manner that aligns with their preconceived notions, influencing their satisfaction judgments.

According to (Smith, 2002) emphasize the importance of managing customer expectations to mitigate the effects of disconfirmation belief on satisfaction outcomes. Their research suggests that proactive communication and transparency can help align customers expectations with the actual satisfaction levels.
Despite these contributions, gaps exist in the literature regarding the mechanisms through which disconfirmation occurs and its implications for satisfaction. further investigation is needed to elucidate the cognitive processes underlying this phenomenon and its influence on customer satisfaction in various service contexts. By critically analyzing existing literature, this empirical review aim to identify these gaps and provide direction for future research in this area.

[bookmark: _Toc6929]2.3 Theoretical framework or research models
The purpose of the study is to investigate the service quality to customer satisfaction among customers at CRDB bank in Temeke branch. A modified theory of expectancy disconfirmation is utilized to ascertain the functional of service quality in financial institution industry.

[bookmark: _Toc8918]2.4 conceptual framework 
Disconfirmation theory occurs as a result of comparing service performance against expectation, it’s the best predictor of customer satisfaction (Ekinci, 2004). Basically, satisfaction is the result of direct experiences with products or services and its occurs by comparing perception against a standard.
  Figure 1; Conceptual Framework
Independent variables                                                                    Dependent variables
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Disconfirmation beliefs



Sources: Richard l and Oliver

[bookmark: _Toc29928]2.5 Research gap
2.5.1 Gap 1: difference between customer expectations and perception of needs by management. Occurs when the company management does not understand what customers really want.

2.5.2 Gap 2: difference between perception of needs by management and specification of service. Occurs when management understand what customers want but this does not translate into correct specifications and orders to the rest of company.

2.5.3 Gap 3: difference between service quality specifications.
2.5.4 Gap 4: the difference between service delivery and what is communicated about the service to consumers.

2.5.5 Gap 5:  the difference between customer expectations of service quality and customer perception of the organization’s performance.
Gap 1to 4 affects the way in which service is delivered and these four gaps lead to Gap 5. Therefore, the extent of Gap 5 depends on the size and direction of these four gaps (gaps 1, gaps 2, gap 3 and gap 4).

In the banking industry, the study on service quality will be undertaken (Arasil, 2005). The relationship between service quality on consumer satisfaction, complaint behavior and commitment. Their study found overall service quality was significant determinant customer satisfaction, complaint behavior and commitment.























[bookmark: _Toc17084]CHAPTER THREE
[bookmark: _Toc19606]RESEARCH METHODOLOGY
[bookmark: _Toc22202]3.0 Introduction
In this study the methodologies framework of the study, it outlines various steps, which were used in undertaking of the study. Therefore the brief discussion comprises the research design, study area, research approach, target population, sampling strategies, sampling size, data collection methods/ data sources, pilot of study, data processing and analysis.

[bookmark: _Toc31783]3.1 Study Area
The study was taken at CRDB Bank at Dar es salaam around in Temeke branch. The branch has been selected due to the geographical location. Since it was easy to conduct the study due to the number of customers.

[bookmark: _Toc20353]3.2 Research design
Research design is a conceptual structure within which research is conducted. It constitutes the blueprint for the collection, measurement and analysis of data (Kothari, 2004). The study designed to collect information about the effect of service quality on customer’s satisfaction in financial institution. There is different research design in case of different types of research studies.

[bookmark: _Toc7423]3.3 Research Approach
The study includes qualitative and quantitative research design. A qualitative research design finds out how people feel or what they think about a particular subject (Morgan, 2014). Through this design, a researcher can analyze various factors which motivate people to behave in a particular manner or which make people like or dislike in a particular thing (Kothari, 2004). Quantitative research design is based on the data whose meaning are derived from numbers. It is applicable in phenomena that involve some numerical data which help the researcher to answer research questions and meet objectives.

Quantitative data can be a product of all research strategies (Morgan, 2014). The process of analyzing the data ranges from creating simple tables or diagrams, which shows frequency of occurrence through establishing relationship between variables to complex statistical modeling (Kothari, 2004). The study employs qualitative and quantitative research design. According to (Morgan, 2014) it is usual for a study to employ multi-methods as they can be used for different purposes in the study.

[bookmark: _Toc26263]3.3.1 Target Population 
Population refers to the entire group that you want to draw a conclusion about (Bhandari, 2024). The targeted population included a population of 81 customers from CRDB branch at Temeke   included both gender, educational level, and age.

[bookmark: _Toc6540]3.3.2 Sampling Strategies
It refers to the technique or the procedure the study would adopt in selecting items in sample (Morgan, 2014). (Kothari, 2004)  describe sample strategies as a research plan that shows sample can be selected. CRDB bank is the main source to obtain the inquiry.

The main objective of sampling is to ensure that the sample is representative of the target population. In this study non-probability sampling and probability sampling was employed. It was helpful to answer research questions.

[bookmark: _Toc8100]3.3.3 Sampling size
In this study, the sample size was determined to be 70 from a population of 81 customers, selected from a total population of [specify population size, if known]. The formula used to calculate the sample size of 70 would typically depend on several factors, including the confidence level, margin of error, and estimated response distribution. A common formula for determining sample size in social sciences is the Slovin's formula.

The sample size for this study is determined using Slovin's formula with a confidence level of 95 and a margin of error of 0.05, as shown below.
n=N÷ (1+Ne2)
Where: n= is number of sample (required)
	N = Total population (81 and 
	e = Error tolerance (level) or margin of error (0.05)  
n=70

All 70 respondents were included due to the relatively small size of the sample, allowing for comprehensive data collection without needing further sampling within the sample. For the qualitative analysis, 35 respondents were selected purposefully, possibly using purposive sampling or criterion-based sampling methods, which focus on selecting individuals who have specific insights or experience relevant to the study. This approach allows for deeper exploration of the respondents’ perspectives. 

In the quantitative portion, the remaining 35 respondents were included through a method that ensured their representativeness, possibly using random sampling or systematic sampling, to gather data that could be analyzed statistically. This division allowed the study to benefit from both detailed qualitative insights and generalizable quantitative data, creating a balanced and robust research approach

[bookmark: _Toc1511]3.3.4 Data collection methods/ Data sources
The study included both qualitative and quantitative technique of collecting data. Thus a combination of techniques was applied in the collection of data. It involves interviews aided by questionnaires that consist of both structured and open-ended question.

3.4 Pilot of the study
A pilot of study is one of important stages in research project and is conducted to identify potential problem areas and deficiencies in research instruments and protocol prior to implementation during the full study.

The pilot of study involved selecting a half of the target population. In which 35 respondent were provided with a structured questionnaire and other 35 were provided with open-ended questions. The aim was testing for their clarity and relevance for the actual study and to prepare for any problem.

The response from the participants were defined, any misunderstanding was  analyzed and the adjustments were done accordingly.
Pilot of study significantly tests the problem before implementing the full survey. It also examines the validity of each question.
[bookmark: _Toc10538]3.5 Data processing and analysis
The data was analyzed using both quantitative and qualitative methods to address the study's comprehensive approach. Quantitative research techniques were applied for data analysis, as many researchers advocate for using both quantitative and qualitative methods to gain richer insights, especially when working with respondents who have busy schedules and limited availability (Morgan, 2014). Microsoft Excel served as the analytical tool for this study, employing graphs, tables, and descriptive statistics. Excel is widely used in research for data analysis (Morgan, 2014). Data was processed using mean percentages, standard deviations, standard errors, and graphic presentations.

[bookmark: _Toc15918]3.6 Measure validity and reliability
[bookmark: _Toc16363]3.6.1 Credibility (internal validity)
According to (Morgan, 2014) this criterion deals with the issue of casualty, Means the respondent of the study are the actual customer of CRDB Bank that the finding and conclusion of the study are not bias. It also deals with further action by the bank for their customer in case of some modification in service.

[bookmark: _Toc205]3.6.2 Transferability (external validity)
The study measure to what extent the study result is applicable within other context, circumstances and setting. It also can be thought of in term of generalizability. The author tries to select sample from the actual customer of CRDB Bank. The author used the customer to try to generalize the study along with the fixed research context.

[bookmark: _Toc4743]3.6.3 Dependability (reliability)
Reliability deals with the question whether the result of study id repeatable. Reliability particular related with quantitative research is concerned with whether is stable or not. In order to make to the conclusion the author should each and every method.

[bookmark: _Toc11299]3.6.4 Confirmability
It measures the extent to which a research study could be repeated by separate researcher and reveal the same finding. This is all about the thoroughness of the research process a detailed discussion guide or set of respondent tasks to ensure focused data collection, open-ended questions to elicit spontaneous and unbiased answers, digital recordings, rigorous analysis of transcripts, and extensive note taking.

[bookmark: _Toc20259]3.7 Ethical considerations 
Since the researcher used the data from customers which was collected through questionnaire, permission was obtained from the customers. To maintain the confidentiality of the information provided by the respondents, the respondents were instructed not to write their names on the questionnaire and assured of that the responses would be used only for academic purpose and kept confidential. Brief description of the central objectives or purpose of the study and the potential benefit of the research outcome to respondents and CRDB will clearly give in the introductory part of the questionnaire so as to motivate them and participate in the study and provide relevant information about the company under study. The principle of ethics were followed:

Since the researcher used the data from customers which was collected through questionnaire, permission was obtained from the customers. To maintain the confidentiality of the information provided by the respondents, the respondents were instructed not to write their names on the questionnaire and assured of that the responses would be used only for academic purpose and kept confidential. Brief description of the central objectives or purpose of the study and the potential benefit of the research outcome to respondents and CRDB clearly gave in the introductory part of the questionnaire so as to motivate them and participate in the study and provide relevant information about the company under study. The principle of ethics were followed:

Be inclusive. This includes, but is not limited to members of any sexual orientation, gender, identity, and expression, race, ethnicity, culture, national origin, social and economic class, educational level, color, immigration status, political belief, religion, and mental and physical ability.


[bookmark: _Toc180502935][bookmark: _Toc180503606][bookmark: _Toc180502905]Be respectful. The research must respect the respondent, the researcher must no allow frustration to turn into personal attacks. Finally, respondents were included in the study based on their free will. Texts belonging to other authors that have been used in any part of this study have been fully referenced with reference page.




























[bookmark: _Toc16921]CHAPTER FOUR
[bookmark: _Toc4875]DATA PRESENTATION AND DISCUSSION OF FINDINGS

[bookmark: _Toc10660]4.0 Chapter Overview 
This chapter provides an overview of the entire study, summarizing the key findings, conclusions, recommendations, and implications for both policy and future research. It begins by offering a concise summary of the whole study, revisiting the research problem, the methodologies employed, and the main findings. This section serves as an outline of the research process and outcomes, ensuring that the reader understands how the study unfolded and what was achieved.

The chapter presents the conclusion of the study based on the research's specific objectives. Here, each research objective is revisited, and the findings are interpreted to draw conclusions. The conclusions synthesize the results to answer the research questions, highlighting whether the hypotheses or assumptions made at the beginning of the study were supported by the data and analysis. This section helps in demonstrating the contributions of the study to the academic or practical field in question.

The chapter then moves to recommendations, which are practical suggestions arising from the study's findings. These recommendations might be directed at practitioners, policymakers, or other stakeholders, offering them actionable steps to address the issues identified in the research. Recommendations can also include suggestions for improving practices, processes, or systems that are relevant to the topic under investigation.

The chapter discusses the policy implications and outlines areas for further studies. The policy implications section considers how the study’s findings might inform the development or revision of policies related to the subject matter. It identifies gaps in existing policies or highlights areas where policies have to be  strengthened

[bookmark: _Toc29878]4.1 Response Rate 
The response rate of respondents refers to the percentage of individuals who participated in a survey or study out of the total number of people contacted or invited to participate. This metric is crucial for evaluating the reliability and validity of research findings, as a higher response rate often indicates that the data collected is representative of the target population. In the context of the study on the influence of disconfirmation of belief on customer satisfaction in financial institutions, a robust response rate enhances the credibility of the conclusions drawn about customer perceptions and satisfaction levels. It ensures that the insights gained reflect a wide range of experiences and beliefs, which is particularly important when assessing how disconfirmation of expectations may vary among different demographic groups within the customer base. A strong response rate thus allows financial institutions to make informed decisions based on accurate representations of customer sentiments and behaviors. Table 4.1 below shows the response rate of respondents. 

Table 4.1: Response rate
	Sent
	Received
	Discarded 
	Response rate 

	35
	35
	5
	30(85.7%)


Source: Field Data, 2024
The response rate from Table 4.1 shows a strong participation level in the survey, with 35 questionnaires initially sent out and all 35 received back, indicating a 100% return rate. However, five of these responses were discarded due to reasons potentially such as incomplete answers or errors, leaving a total of 30 usable responses. This results in a final effective response rate of 85.7%, calculated based on the 30 valid responses out of the 35 initially sent.

An 85.7% response rate is typically considered high and suggests a good level of engagement and reliability in the data collected. This rate reflects a high willingness among participants to complete and return the survey, which could indicate interest or relevance of the survey topic to the respondents. Such a strong response rate also enhances the representativeness of the findings, reducing the potential for response bias and supporting the validity of the study's result.
The findings on bank visit frequency and the high response rate are closely linked to understanding the influence of service quality on customer satisfaction at CRDB Bank’s Temeke branch. With 56.7% of respondents visiting the bank weekly, it’s evident that many rely on regular in-person services, emphasizing the need for consistent, high-quality customer service to positively influence their satisfaction. Additionally, the strong response rate of 85.7% supports the data's reliability, suggesting that the topic of service quality is relevant to customers and directly impacts their banking experience. This robust participation reduces response bias and strengthens the validity of the study, offering insights into customer needs and highlighting areas for service quality improvements to enhance overall satisfaction

[bookmark: _Toc9562]4.2 Demographic Characteristics of Respondents
Demographic characteristics of respondents refer to the statistical data that describe the individual attributes of survey participants, such as age, gender, income level, education, and occupation. In the context of the study on the influence of disconfirmation of belief on customer satisfaction in financial institutions, understanding these demographic characteristics is crucial as they provide insights into how different groups may perceive and evaluate service quality. For example, variations in age or income can influence expectations and experiences with banking services, affecting how disconfirmation—where actual service outcomes do not meet preconceived beliefs—impacts overall satisfaction. By analyzing these demographic factors, the study can better assess the relationship between customer characteristics and their satisfaction levels, ultimately helping financial institutions tailor their services to meet the diverse needs of their clientele effectively. 

[bookmark: _Toc25235]4.2.1 Sex of respondents
Sex respondents refer to the classification of survey participants based on their biological sex, typically categorized as male or female. In the study of the influence of disconfirmation of belief on customer satisfaction in financial institutions, examining the sex of respondents is relevant because it can reveal potential differences in perceptions, expectations, and experiences between genders. For instance, men and women may have varying beliefs about service quality or differing responses to service failures, which can influence their levels of satisfaction when those beliefs are disconfirmed. Understanding these differences allows researchers to identify specific areas where financial institutions may need to adapt their services or communication strategies to enhance customer satisfaction across different gender groups, ensuring that all customers feel valued and understood. Table 4.2 shows sex of respondents. 

Table 4.2: Sex of respondents
	
	Frequency
	Percent (%)
	Cumm. Percent  (%)

	Male 
	14
	46.7
	46.7

	Female 
	16
	53.3
	100

	Total 
	30
	100
	


Source: Field data, 2024
The findings from Table 4.2 highlight a nearly balanced gender distribution among respondents, with females representing a slightly higher proportion at 53.3% compared to 46.7% for males. This balance suggests an inclusive sampling approach that captures insights from both genders, contributing to a more comprehensive understanding of the study's subject. The cumulative percentage shows that 100% of respondents were accounted for, indicating that all responses were effectively categorized by gender. The slight majority of female respondents (16 out of 30) might reflect the demographic focus or interest of the study population. This distribution can provide valuable perspectives, especially if the study topic is gender-sensitive or seeks to understand gender-specific experiences and viewpoints. 

The nearly balanced gender distribution among respondents, with females slightly outnumbering males (53.3% versus 46.7%), aligns well with the study’s focus on the influence of service quality on customer satisfaction at CRDB Bank’s Temeke branch. This gender balance suggests an inclusive sampling, ensuring that insights reflect the experiences and satisfaction levels of both male and female customers. The slight female majority may add depth to the findings, especially if customer satisfaction varies by gender or if gender-specific expectations exist around service quality in banking. This distribution enables a well-rounded analysis of how service quality impacts customer satisfaction across gender lines, enhancing the study's ability to address gender-sensitive factors in service delivery.

[bookmark: _Toc28525]4.2.2 Age of respondents
Age respondents refer to the categorization of survey participants based on their age, often grouped into specific ranges such as 18-24, 25-31, 32-38, and 39 and above. In the context of the study examining the influence of disconfirmation of belief on customer satisfaction in financial institutions, age is a critical demographic characteristic as it can significantly impact customers' expectations, service usage patterns, and overall satisfaction. Different age groups may possess varying levels of familiarity with financial products and services, which can shape their beliefs about service quality. For example, younger customers may have different expectations regarding digital banking features compared to older customers who might prioritize face-to-face interactions. By analyzing age-related differences in perceptions and satisfaction levels, the study can provide valuable insights for financial institutions to tailor their services and marketing strategies to meet the diverse needs of their customers across different age brackets. Table 4.3 below shows the age of respondents 

[bookmark: _Toc146023896][bookmark: _Toc3908][bookmark: _Toc50830697][bookmark: _Toc360908979]Table 4.1: Response Rate
	
	Frequency
	Percent
	Cumm. Percent 

	18-24
	4
	13.3
	13.3

	25-31
	7
	23.3
	36.6

	32-38
	8
	26.7
	63.3

	39 and above
	11
	36.7
	100.0

	Total 
	30
	100
	


Source: Field data, 2024
The findings presented in Table 4.3 reveal a diverse age distribution among the respondents. A total of 30 individuals participated in the study, with the largest age group being those aged 39 and above, accounting for 36.7% of the respondents. This indicates that the survey attracted a significant portion of older participants, which may provide insights into the perspectives and experiences of this demographic. The second-largest group consists of respondents aged 32-38, representing 26.7%, followed by those aged 25-31 at 23.3%. The youngest age group, 18-24, comprised only 13.3% of the respondents, suggesting that younger individuals were less represented in the study. Cumulatively, these findings indicate that approximately 63.3% of respondents are aged 32 and older, suggesting a trend toward older age brackets in the data set. This distribution could influence the overall outcomes of the study, as older individuals may have different experiences and insights compared to their younger counterparts.

The age distribution among respondents, with 63.3% aged 32 and older, offers valuable insights into how service quality influences customer satisfaction for different age groups at CRDB Bank’s Temeke branch. The predominance of older participants (36.7% aged 39 and above) suggests that many respondents may have long-standing relationships with the bank and, therefore, specific expectations regarding service quality based on experience. The presence of younger age groups, though smaller (13.3% for ages 18-24), provides a contrasting perspective, as younger customers may prioritize different aspects of service quality, such as digital accessibility. This diverse age representation allows the study to capture varied satisfaction levels and expectations, enhancing the understanding of how age may impact perceptions of service quality in a financial institution. 

[bookmark: _Toc9600]4.2.4 Frequency of visiting CRDB bank 
The frequency of visiting CRDB Bank respondents refers to how often individuals engage with the bank's services, typically categorized into daily, weekly, monthly, or less frequent visits. This measure is highly relevant to the study on the influence of disconfirmation of belief on customer satisfaction in financial institutions, as it helps to identify the extent of customer engagement and their reliance on in-person banking services. Customers who visit the bank more frequently may have more opportunities to form beliefs about service quality and are likely to experience more instances of disconfirmation when their expectations are not met. Understanding the frequency of visits can provide insights into how these experiences impact overall customer satisfaction, allowing financial institutions to assess the effectiveness of their services and address specific areas of concern for different customer segments based on their engagement levels. Table 4.4 shows the frequency of visiting banks among respondents. 



[bookmark: _Toc8202]Table 4.4: Frequency of visiting the bank 
	
	Frequency
	Percent
	Cumm. Percent 

	Daily 
	3
	10
	10

	Weekly 
	17
	56.7
	66.7

	Monthly 
	10
	33.3
	100.0

	Total 
	30
	100
	


Source: Field data, 2024
The findings in Table 4.4 illustrate the frequency of bank visits among the respondents, highlighting distinct patterns in banking behavior. A total of 30 respondents participated in the survey, with the majority, 56.7%, indicating that they visit the bank weekly. This preference for weekly visits suggests that respondents may engage in regular financial activities or transactions that require in-person banking services. Such a high percentage of weekly bank visitors could reflect the importance of banking in their financial management, whether for routine deposits, withdrawals, or consultations with bank representatives.

In contrast, a smaller segment of the respondents visits the bank daily, accounting for only 10% of the total. This low percentage could imply that most individuals do not rely on daily banking interactions, possibly due to the convenience of digital banking alternatives. Meanwhile, 33.3% of respondents reported visiting the bank monthly, indicating a varied approach to banking frequency. Cumulatively, the data shows that a significant majority (100%) of respondents engage with the bank either weekly or monthly, which could suggest a balanced reliance on traditional banking services while possibly incorporating digital banking solutions for more frequent transactions. Understanding these patterns can help financial institutions tailor their services to better meet the needs of their customers.

The frequency of bank visits among respondents offers valuable insights into the influence of service quality on customer satisfaction at CRDB Bank’s Temeke branch. With 56.7% visiting the bank weekly, it’s clear that many customers rely on regular in-person interactions, suggesting that the quality of in-branch services is crucial in shaping their satisfaction. The smaller group of daily visitors (10%) implies that only a few need daily banking services, potentially due to the availability of digital alternatives that fulfill frequent transaction needs. Meanwhile, the 33.3% who visit monthly reflect a more occasional reliance on in-person services. This varied pattern highlights the importance of consistently high service quality, particularly for weekly and monthly visitors who form the majority, and suggests that customer satisfaction at CRDB is influenced by the bank’s ability to meet diverse customer needs across both traditional and digital service channels

[bookmark: _Toc11986]4.3 The influence of disconfirmation of belief on customer satisfaction in financial institution
The study was interested to assess the influence of disconfirmation of belief on customer satisfaction in financial institution. Specifically the study was interested to examine the influence of disconfirmation of belief on customer satisfaction in financial institution, to examine the influence of expectation on customer satisfaction in financial institution and examine the influence of perceived performance on customer satisfaction in financial institution. Data was collected, analyzed and findings are presented and discussed in this section based on research specific objectives. 

[bookmark: _Toc3051]4.3.1 The influence of disconfirmation of belief on customer satisfaction in financial institution
This section presents findings related to the influence of disconfirmation of belief on customer satisfaction at CRDB Bank’s Temeke branch. Disconfirmation of belief, which refers to the gap between customer expectations and their actual experiences, is a critical factor in understanding satisfaction levels in service-oriented industries like banking. In the context of CRDB, examining how customer satisfaction is affected by the extent to which service experiences meet, exceed, or fall short of expectations can provide insights into how the bank's service quality impacts overall customer contentment. Data was collected, analyzed, and findings are presented and discussed as below: 








[bookmark: _Toc2838]Table 4.5:  The influence of disconfirmation of belief on customer satisfaction in financial institution.
	Statement 
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree
	Mean 

	The level of the service is satisfactory
	1
	7
	9
	11
	2
	2.80

	The company has successful meet your needs
	2
	3
	12
	7
	6
	2.60

	It will be easy to recommend a service that meets your expectation.
	5
	5
	3
	14
	3
	2.83


Source: Field data, 2024

The findings from Table 4.5 reveal varied customer perceptions regarding the influence of disconfirmation of belief on satisfaction at CRDB Bank’s Temeke branch, based on three key statements. The statement "The level of the service is satisfactory" received a mean score of 2.80, indicating a generally neutral to slightly negative sentiment. With only 8 out of 30 respondents (combining "Strongly Agree" and "Agree") expressing positive views on service satisfaction, it suggests that the majority are either neutral or dissatisfied with the current level of service. This result implies a possible gap between the expected and actual service levels, pointing toward negative disconfirmation of belief, where services may not consistently meet customer expectations.

Similarly, the mean score of 2.60 for the statement "The company has successfully met your needs" reflects a moderate level of satisfaction. With a majority of respondents choosing "Neutral" or "Disagree," it suggests that CRDB Bank may not be fully meeting the needs of its customers. Additionally, the statement "It will be easy to recommend a service that meets your expectation" garnered a mean of 2.83, showing a tendency towards disagreement or neutrality regarding the likelihood of recommending the bank’s services. Only 10 respondents selected "Strongly Agree" or "Agree," indicating that many customers may not feel confident endorsing the bank’s service quality. Together, these findings underscore the importance of improving service delivery to bridge the expectation-performance gap, as the current disconfirmation appears to be affecting customer satisfaction negatively. 
“Our findings highlight that understanding and managing customer expectations is crucial. Many of our customers have specific expectations based on their previous experiences and the promises made by our marketing. When there is a gap between what they expect and what they perceive as delivered, it can lead to dissatisfaction. We need to continuously engage with our customers to gather feedback and adjust our services accordingly”
“The study clearly indicates that the quality of service directly affects customer satisfaction. Regular training for our staff on customer service standards is essential to ensure they can meet the diverse needs of our customers effectively. This includes prompt service, professional behavior, and responsiveness to inquiries or complaints”

“Disconfirmation beliefs can be detrimental to customer loyalty. Our team is focused on identifying and addressing instances where customers feel let down. Implementing a robust complaint resolution system is key to reassuring our customers that we take their feedback seriously and are committed to improving their banking experience”
"The research points out significant differences in satisfaction levels based on demographics, particularly age and gender. It is vital for us to tailor our services and communication strategies to cater to these differences. For instance, older customers may value personal interactions more than younger customers who prefer digital solutions”.

“This research underscores the need for CRDB Bank to be agile and adapt to changing customer needs. Regular assessments of our service performance against customer expectations will help us identify areas for improvement. We aim to implement more innovative solutions and enhance our service delivery channels to create a more satisfying customer experience”.
For customers
“I often come to the bank with certain expectations based on their advertising and what I’ve heard from friends. However, there are times when the service doesn't match what I expected. For instance, if I'm told I can easily open an account or get a loan within a day, and it takes longer, I feel disappointed, which affects my overall satisfaction”,

“I've experienced varying levels of service at the bank. Sometimes, the staff are really helpful and friendly, while at other times, I feel like I'm just another number. When the service is great, I leave feeling satisfied, but when it's poor, I think twice about recommending the bank to others”.

“I believe clear communication is key to managing expectations. If the bank updates me about delays or changes in services, it helps me adjust my expectations. However, when I don’t receive timely information, I tend to feel frustrated and think less of the bank’s reliability”.

“As a long-time customer, I appreciate when the staff recognize me and understand my needs. It gives me confidence in their services. When I feel like they don't know or care about my situation, it negatively impacts my perception of the bank, even if the overall service is fine”
“I think it's crucial for the bank to listen to customer feedback. There have been instances where I felt my concerns were not addressed properly. If there were better mechanisms for customers to share their experiences and see changes based on that feedback, I would feel more valued as a customer, and my satisfaction would likely improve”.

The findings from the interviews and questionnaires conducted at CRDB Bank’s Temeke branch reveal significant concerns regarding customer satisfaction linked to disconfirmation of belief. The mean scores for service satisfaction (2.80), meeting customer needs (2.60), and the likelihood of recommending the bank (2.83) indicate a prevalent sense of neutrality or dissatisfaction among respondents, highlighting a critical gap between customer expectations and actual service delivery. This disconnect is further underscored by customer testimonials reflecting disappointment when services promised do not align with reality, leading to a feeling of being undervalued. Customers noted the variability in service quality, with some experiences being positive while others left them feeling like just another number. 

The importance of clear communication was emphasized, with customers expressing that timely updates regarding service changes could significantly enhance their perception of the bank's reliability. Furthermore, the feedback highlights a need for CRDB Bank to adapt its services to different demographic needs, particularly between age groups and gender. To address these issues, stakeholders recognize the necessity for continuous staff training, robust feedback mechanisms, and a responsive complaint resolution system to foster customer loyalty and improve overall satisfaction. The emphasis on engaging with customers to align services with their expectations and delivering consistent, high-quality experiences is essential for CRDB Bank to enhance its reputation and customer satisfaction in the competitive banking sector. This findings align with the study conducted by  (Arokiasamy &Tat, 2014) Others believe that service quality has a greater impact on consumer satisfaction than product and price. Improved service quality by banks helps in developing attitudinal loyalty which is a prerequisite for customer retention. Thus, service quality has a strong influence on customer satisfaction (Bharwana, 2013).

[bookmark: _Toc22115]4.3.2 The  influence of expectation on customer satisfaction in financial institution
This section discusses findings related to the influence of customer expectations on satisfaction at CRDB Bank’s Temeke branch. Customer expectations play a pivotal role in shaping perceptions of service quality and ultimately influence satisfaction levels. In financial institutions, where service quality directly impacts customer trust and loyalty, understanding the expectations customers hold is essential to delivering a satisfactory banking experience. This analysis seeks to explore how initial expectations about service quality, efficiency, and reliability affect customer satisfaction upon receiving these services.

[bookmark: _Toc17737]Table 4.6: The influence of expectation on customer satisfaction in financial institution
	Statement 
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree
	Mean 

	Failing to meet my expectations decrease my satisfaction with the service
	1
	6
	3
	12
	8
	2.33

	The service is available whenever I need it
	2
	3
	4
	14
	7
	2.30

	My prior expectations significantly influence my perception of service quality
	10
	9
	3
	5
	3
	3.60



Source: Field data, 2024
The findings from Table 4.6 reveal how customer expectations impact satisfaction at CRDB Bank’s Temeke branch, based on the mean scores for three key statements. The statement "Failing to meet my expectations decreases my satisfaction with the service" had a mean score of 2.33, indicating a general tendency toward disagreement or neutrality. This suggests that while some respondents acknowledge a decrease in satisfaction when expectations are not met, a significant portion either disagrees or feels indifferent. This could imply that some customers may have adjusted their expectations based on prior experiences with the bank or are less affected by unmet expectations in specific instances

In contrast, the statement "My prior expectations significantly influence my perception of service quality" received a mean score of 3.60, reflecting a stronger agreement among respondents that expectations play a critical role in shaping how they perceive the bank’s service quality. With 19 out of 30 respondents agreeing or strongly agreeing, it is evident that expectations set a baseline for evaluating service experiences, influencing overall satisfaction. Meanwhile, the statement "The service is available whenever I need it" received a lower mean score of 2.30, suggesting that many customers feel the bank’s availability does not consistently meet their needs. This lower perception of availability may contribute to unmet expectations, affecting satisfaction levels. Together, these findings highlight that while expectations significantly impact perceptions of quality, the bank may need to focus on enhancing service accessibility and reliability to align more closely with customer expectations.
“I have high expectations from CRDB Bank based on their advertising and my previous experiences. When I come in expecting quick service or easy access to financial products, I often feel let down if I encounter delays or complicated processes. This mismatch between what I expect and what I experience significantly impacts my overall satisfaction”

“My expectations are often shaped by the bank’s communication, especially regarding new services or offers. If I receive timely updates and clear information, I feel more confident in their ability to meet my needs. However, when communication is lacking, it creates uncertainty and leads to disappointment”.

“I expect the staff at CRDB Bank to be knowledgeable and attentive. When they meet these expectations by providing personalized service and understanding my financial needs, I feel valued as a customer. Conversely, if I feel ignored or treated like just another number, it diminishes my satisfaction”

“I expect a consistent level of service every time I visit the bank. If I experience exceptional service one time and then a subpar experience the next, it creates confusion about what I can truly expect from CRDB. Consistency is crucial for maintaining my satisfaction”
“As a younger customer, I expect CRDB Bank to offer modern digital solutions that simplify banking processes. If their online and mobile banking services don’t meet my expectations for ease of use or functionality, it negatively affects my overall satisfaction with the bank.:


The findings from the interviews and questionnaires at CRDB Bank's Temeke branch reveal a nuanced relationship between customer expectations and satisfaction. While a mean score of 2.33 indicates that many customers do not strongly agree that failing to meet their expectations significantly decreases their satisfaction, it suggests that some have either adjusted their expectations or are indifferent to unmet expectations. In contrast, the statement regarding the influence of prior expectations on service quality received a mean score of 3.60, highlighting a strong consensus that expectations play a crucial role in shaping perceptions of service. However, a lower mean score of 2.30 for the availability of service indicates that customers often feel the bank does not meet their accessibility needs, contributing to dissatisfaction. Overall, the insights underline the importance of managing customer expectations through effective communication and consistent service delivery, while also enhancing the bank's accessibility to align better with customer needs and improve satisfaction levels

[bookmark: _Toc27231]Table 4.7:  The influence of Disconfirmation beliefs on customer satisfaction in financial institution
	Statement 
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree
	Mean 

	Confirmation bias affects how I evaluate the quality of service I receive
	6
	7
	3
	12
	2
	3.1

	The reputation of the service provider affects the initial quality of the service
	8
	11
	1
	7
	3
	3.47

	It will be easy to address your current views about the service provider
	3
	7
	5
	10
	5
	2.77


Source: Field data, 2024

The findings from Table 4.7 indicate that disconfirmation beliefs play a significant role in shaping customer satisfaction at CRDB Bank's Temeke branch, as reflected in the mean scores for three critical statements. The statement "Confirmation bias affects how I evaluate the quality of service I receive" received a mean score of 3.1, suggesting that a majority of respondents agree that their pre-existing beliefs and experiences influence their evaluation of service quality. With 13 respondents indicating agreement or strong agreement, this finding underscores the impact of confirmation bias on customer perceptions, highlighting that customers may tend to focus on information that aligns with their previous experiences with the bank, potentially skewing their satisfaction assessments

Additionally, the statement "The reputation of the service provider affects the initial quality of the service" garnered a mean score of 3.47, which points to a strong consensus among respondents that the bank's reputation plays a critical role in shaping their initial perceptions of service quality. With 19 out of 30 respondents agreeing or strongly agreeing, it is evident that a positive reputation can enhance customer expectations and satisfaction levels. Conversely, the statement "It will be easy to address your current views about the service provider" received a lower mean score of 2.77, indicating that many customers may find it challenging to change their existing perceptions of the bank. This difficulty in adjusting views could stem from entrenched beliefs or experiences that may not align with attempts at service improvement. Together, these findings highlight the importance of reputation management and the need for the bank to actively engage with customer feedback to effectively address disconfirmation beliefs and enhance overall satisfaction. 

I often have high expectations based on the bank's promotions and my previous experiences, but there have been several occasions where the service didn't match my expectations. For instance, I expected faster processing times for loans, but delays have left me feeling disappointed and questioning my overall satisfaction with the bank
My experiences with CRDB Bank vary greatly. Some visits are great, with staff providing exceptional service, while others leave me feeling ignored or undervalued. This inconsistency affects my belief in the bank's commitment to customer satisfaction and makes me hesitant to recommend their services

When the bank fails to communicate effectively about delays or changes in service, it leads to negative disconfirmation beliefs. For example, if I expect to receive timely updates on my application status and I don’t hear anything, it makes me doubt the bank's reliability and responsiveness, impacting my satisfaction.
As a long-time customer, I expect personalized service where the staff recognize my needs and history with the bank. When this expectation is met, I feel valued, but when I encounter staff who seem indifferent or do not remember me, it creates a disconnect that negatively influences my perception of the bank's service quality

I believe that if the bank truly listened to customer feedback and acted on it, it would help bridge the gap between expectations and actual service. I've had experiences where my concerns were not adequately addressed, leading to feelings of frustration and diminishing my overall satisfaction with CRDB Bank

The findings from interview and questionnaires  reveal the significant influence of disconfirmation beliefs on customer satisfaction at CRDB Bank's Temeke branch, as evidenced by responses to three critical statements. The statement regarding confirmation bias received a mean score of 3.1, indicating that many customers believe their prior experiences and beliefs significantly shape their evaluation of service quality, with 13 respondents affirming this view. Additionally, a mean score of 3.47 for the statement about the impact of the bank's reputation on initial service quality underscores that a positive reputation enhances customer expectations and satisfaction, as agreed upon by 19 out of 30 respondents. Conversely, the statement regarding the ease of addressing current views on the service provider had a lower mean score of 2.77, suggesting that customers find it challenging to modify entrenched perceptions, which may stem from inconsistent service experiences or inadequate communication from the bank. Together, these insights emphasize the need for CRDB Bank to prioritize reputation management and actively engage with customer feedback to effectively address disconfirmation beliefs and improve overall customer satisfaction. These findings align with the study conducted by According to (Smith, 2002) emphasize the importance of managing customer expectations to mitigate the effects of disconfirmation belief on satisfaction outcomes. Their research suggests that proactive communication and transparency can help align customers expectations with the actual satisfaction levels.

[bookmark: _Toc10975]4.3.3 The influence of perceived performance on customer satisfaction in financial institution
This section presents findings on the impact of perceived performance on customer satisfaction at CRDB Bank’s Temeke branch. Perceived performance, or how customers view the actual service delivered compared to their expectations, is a central factor influencing satisfaction in service industries like banking. In financial institutions, customers evaluate performance based on various aspects, including service efficiency, accuracy, responsiveness, and staff professionalism, all of which shape their overall satisfaction. This analysis aims to assess how CRDB’s service 
delivery aligns with customer perceptions and the extent to which perceived performance contributes to satisfaction or dissatisfaction.

[bookmark: _Toc28414]Table 4.8: The influence of perceived performance on customer satisfaction in financial institution
	Statement 
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree
	Mean 

	The perceived performance of the service is influenced by my preconceived notions
	5
	10
	5
	9
	1
	3.3

	The perceived performance of the service is influenced by performance of the service in the recent past
	2
	11
	1
	12
	4
	2.83

	It takes short period of time to be served by the workers
	1
	4
	5
	13
	7
	2.3


Source: Field data, 2024

The findings from Table 4.8 illustrate how perceived performance influences customer satisfaction at CRDB Bank's Temeke branch, with varying mean scores reflecting different levels of agreement among respondents. The statement "The perceived performance of the service is influenced by my preconceived notions" achieved a mean score of 3.3, indicating that customers generally agree that their prior beliefs significantly shape their assessment of the bank's performance. With a total of 15 respondents expressing agreement or strong agreement, it highlights the importance of preconceived notions in determining customer satisfaction. This suggests that customers’ expectations, shaped by previous experiences or external influences, play a crucial role in how they perceive the quality of service provided by the bank.

Conversely, the statement "The perceived performance of the service is influenced by the performance of the service in the recent past" received a lower mean score of 2.83, indicating a more neutral stance among respondents. This suggests that while past performance may have some influence, it is not as significant as the preconceived notions that customers hold. Additionally, the statement "It takes a short period of time to be served by the workers" garnered a mean score of 2.3, pointing to a general dissatisfaction with the speed of service. With 20 respondents indicating disagreement or strong disagreement, this finding suggests that customers may feel that wait times are longer than acceptable, which can detrimentally affect their overall satisfaction. Collectively, these results emphasize the need for CRDB Bank to address service efficiency while also managing customer expectations to enhance perceived performance and satisfaction.

I usually base my satisfaction on how quickly and efficiently my transactions are handled. When I go to the bank and experience long waiting times or complicated procedures, it leaves me feeling frustrated. However, when I receive prompt service, it significantly enhances my perception of the bank's performance and my overall satisfaction

The quality of the staff’s service is a huge factor for me. If I encounter knowledgeable and friendly staff who address my concerns effectively, I feel valued as a customer. On the other hand, if the staff seem untrained or indifferent, it negatively impacts my perception of CRDB Bank’s performance and my satisfaction level.

I often assess the bank's performance based on their digital services. When I can easily access my accounts online, make transfers, or apply for loans through their app without issues, it greatly boosts my satisfaction. However, if the app is often down or difficult to navigate, it diminishes my overall experience with the bank

Communication plays a key role in my perception of the bank's performance. If CRDB Bank keeps me informed about new services, updates, or issues with my accounts, I feel more satisfied with my banking experience. Conversely, if I have to chase after information or feel left in the dark, it negatively impacts how I view their service.

As a long-term customer, I've come to expect a certain level of personalized service. When the staff remember my name and previous interactions, it makes me feel appreciated and satisfied. However, if I notice a lack of continuity or inconsistency in the service I receive, it can lead me to question the bank’s commitment to customer satisfaction

The findings from the questionnaires and interviews underscore the complex relationship between perceived performance and customer satisfaction at CRDB Bank's Temeke branch. Notably, the mean score of 3.3 for the statement regarding the influence of preconceived notions on perceived performance indicates a strong agreement among customers that their prior beliefs significantly shape their assessments of the bank’s service quality. This suggests that customers come to the bank with expectations formed by previous experiences and external information, which critically inform their satisfaction levels. In contrast, the lower mean score of 2.83 for the influence of past performance on current satisfaction reveals a more neutral stance, indicating that while customers recognize its importance, it may not hold as much weight as their preconceived notions. Furthermore, the concerning score of 2.3 regarding service speed reflects widespread dissatisfaction with wait times, suggesting that many customers experience frustration due to perceived inefficiencies. This is compounded by feedback indicating that effective staff service, seamless digital experiences, and clear communication are vital for enhancing perceived performance. Overall, these insights highlight the necessity for CRDB Bank to focus on improving service efficiency and managing customer expectations to foster greater satisfaction. 

[bookmark: _Toc50830720][bookmark: _Toc50830627][bookmark: _Toc30888][bookmark: _Toc146023910]Table 4.15: Correlation analysis 
	
	Disconfirmation of belief
	Expectation 
	Perceived performance

	Disconfirmation of belief
	1
	
	

	Expectation 
	0.601** (0.000)
	1
	

	Perceived performance
	-0.259** (0.009)
	-0.228*
(0.021)
	1


Correlation is significant at the 0.01 level

The correlation analysis presented in Table 4.15 provides insights into the relationships among disconfirmation of belief, expectation, and perceived performance, focusing on how these factors influence overall customer satisfaction in financial institutions. Each specific objective can be examined through the correlations between these variable: 

Influence of Disconfirmation of Belief on Customer Satisfaction: 
Disconfirmation of belief has a positive and significant correlation with expectation (r = 0.601, p < 0.01). This suggests that as customers' expectations are met or exceeded, disconfirmation of belief increases, indicating greater alignment with anticipated service quality. This alignment likely leads to improved satisfaction as customers perceive their expectations as fulfilled. However, disconfirmation of belief has a negative correlation with perceived performance (r = -0.259, p < 0.01), which might imply that if performance is perceived as inadequate, it could weaken the positive effect of expectation alignment on satisfaction. This complex relationship underscores the importance of managing customer beliefs and perceptions regarding service quality to enhance satisfaction

Influence of Expectation on Customer Satisfaction:  Expectation shows a strong positive correlation with disconfirmation of belief (r = 0.601, p < 0.01), indicating that higher expectations can lead to higher disconfirmation, which, if positive, aligns with increased customer satisfaction. The relationship with perceived performance is negative but significant (r = -0.228, p < 0.05), suggesting that higher expectations might make customers more sensitive to perceived shortcomings in performance. Financial institutions may need to carefully manage customer expectations, ensuring they are realistic to prevent dissatisfaction due to unmet expectations

Influence of Perceived Performance on Customer Satisfaction: Perceived performance has a negative correlation with both disconfirmation of belief (r = -0.259, p < 0.01) and expectation (r = -0.228, p < 0.05). This negative relationship suggests that higher perceived performance may sometimes contradict pre-existing beliefs or expectations, possibly because customers might adjust their expectations down when they experience actual service delivery. Alternatively, customers may set expectations higher than the institution’s performance levels, leading to a perceived shortfall. This underscores the role of managing both performance delivery and expectation setting in maintaining satisfaction levels.

In summary, the correlation analysis highlights the interconnected roles of disconfirmation of belief, expectation, and perceived performance in shaping customer satisfaction within financial institutions. Disconfirmation of belief, positively linked to expectation, suggests that when customer expectations are met or exceeded, satisfaction is likely to increase as customers perceive the service quality aligns with their anticipated standards. However, the negative correlation between disconfirmation of belief and perceived performance points to the complexity of aligning perceptions with actual service outcomes. Similarly, expectation has a strong positive correlation with disconfirmation of belief but a negative correlation with perceived performance, implying that unmet high expectations may lead to dissatisfaction. Lastly, perceived performance, which shows a negative correlation with both disconfirmation and expectation, emphasizes the need for financial institutions to balance performance delivery with realistic expectation management. Together, these findings underscore the importance of aligning customers’ beliefs, expectations, and experiences to maintain and enhance overall customer satisfaction in financial services. 
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[bookmark: _Toc19594]CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc2169]5.0 Chapter overview
This chapter comprises of the summary of the study, conclusion based on research specific objectives, policy implications, and areas for further studies. 

[bookmark: _Toc8201]5.1 Summary
The study was interested to assess the influence of disconfirmation of belief on customer satisfaction in financial institution. Specifically the study was interested to examine the influence of disconfirmation of belief on customer satisfaction in financial institution, to examine the influence of expectation on customer satisfaction in financial institution and examine the influence of perceived performance on customer satisfaction in financial institution.

The analysis of survey data from CRDB Bank's Temeke branch provides valuable insights into customer satisfaction influenced by service quality and disconfirmation beliefs. The findings from Table 4.1 indicate a strong response rate of 85.7%, demonstrating active engagement from participants, with the majority visiting the bank weekly (56.7%) for their financial needs. This suggests that regular in-person banking services are crucial for customer satisfaction, highlighting the importance of maintaining high service quality during these visits. Such a robust participation rate not only enhances the reliability of the data but also underscores the relevance of the survey's focus on service quality, as it resonates with the customers' experiences and expectations.

In terms of demographic representation, the gender distribution revealed a slight majority of female respondents (53.3%) compared to males (46.7%), as shown in Table 4.2. This balanced gender representation ensures that insights reflect the experiences and satisfaction levels of both male and female customers, particularly in a sector where service quality may be perceived differently based on gender. Additionally, the age distribution illustrated in Table 4.3 indicated a predominance of older respondents, with 63.3% aged 32 and above. This demographic trend suggests that older customers, who may have established relationships with the bank, hold specific expectations regarding service quality that differ from younger customers. Such diverse age representation can influence satisfaction outcomes and provides a comprehensive understanding of how service quality impacts customer perceptions across various age groups

Examining the influence of disconfirmation of belief on customer satisfaction, the findings in Tables 4.5 to 4.7 reveal a gap between customer expectations and perceived service performance. Responses indicated that many customers are either neutral or dissatisfied with the level of service, reflecting negative disconfirmation beliefs that hinder overall satisfaction. Specifically, the mean scores suggest that respondents feel their needs are not adequately met and are hesitant to recommend the bank’s services. Moreover, while prior expectations significantly shape perceptions of service quality, the bank's ability to consistently meet availability expectations remains a challenge. Overall, the findings indicate that improving service delivery and aligning with customer expectations are critical for enhancing satisfaction levels and addressing disconfirmation beliefs at CRDB Bank’s Temeke branch. 

[bookmark: _Toc3756]5.2 Conclusion 
In conclusion, the study reveals significant insights into the relationship between disconfirmation of belief and customer satisfaction in financial institutions, specifically focusing on CRDB Bank's Temeke branch. The findings highlight that customers often experience a gap between their expectations and the perceived performance of the bank's services. Many respondents indicated dissatisfaction with the service quality, which is further exacerbated by negative disconfirmation beliefs. This dissatisfaction poses challenges for the bank, as it affects customers' willingness to recommend its services and undermines overall customer loyalty. To address these issues, it is crucial for the bank to identify and rectify the areas of service delivery that fall short of customer expectations, thereby enhancing their overall experience.
the study emphasizes the importance of understanding the demographic characteristics of the customer base to tailor service delivery effectively. With a predominance of older customers who may have different service expectations compared to younger clients, CRDB Bank must adopt strategies that cater to the diverse needs of its clientele. By actively working to bridge the gap between customer expectations and service performance, the bank can foster improved satisfaction levels. This approach not only enhances customer loyalty but also promotes positive word-of-mouth, which is vital for the bank's long-term success in a competitive financial landscape

[bookmark: _Toc7292]5.3 Recommendations
The government should review and strengthen regulations governing customer service standards in the banking sector. This includes implementing mandatory guidelines for service quality assessments and customer feedback mechanisms. By ensuring that financial institutions meet certain service quality benchmarks, customer satisfaction can be significantly improved, thereby fostering a more reliable banking environment

CRDB Bank should develop comprehensive customer engagement strategies that focus on addressing the specific needs and expectations of its diverse clientele. This could involve personalized communication and feedback channels that allow customers to voice their concerns and suggestions. By actively involving customers in the service improvement process, the bank can better align its offerings with customer expectations and reduce disconfirmation beliefs

The banking industry should promote a culture centered on service excellence by providing continuous training and development for employees. Emphasizing the importance of customer service in performance evaluations will encourage staff to prioritize customer satisfaction. Additionally, industry-wide benchmarks for service quality can be established to ensure consistent performance across all institutions, enhancing overall customer trust in the banking sector

The Institute of Accountancy Arusha should integrate customer service training into its accounting and finance curriculum. Educating future banking professionals on the significance of customer satisfaction, service quality, and managing customer expectations will prepare them to meet the evolving demands of the banking industry. This will help create a workforce that is not only technically skilled but also customer-centric
There should be a collaborative effort between the government, financial institutions, and educational bodies like the Institute of Accountancy Arusha to conduct regular research on customer satisfaction trends in the banking sector. This collaboration can facilitate knowledge sharing and the development of targeted strategies that address gaps in service quality and customer expectations, ultimately enhancing overall customer satisfaction in the financial industry. 

[bookmark: _Toc14548]5.4 Policy implication
The findings of this study have important policy implications for the financial sector, particularly regarding the need to prioritize customer satisfaction through enhanced service quality. As the analysis indicates a significant gap between customer expectations and perceived service performance, policymakers should consider implementing regulatory frameworks that mandate continuous assessment and improvement of service quality in financial institutions. Additionally, initiatives aimed at fostering customer engagement and feedback mechanisms will be crucial for bridging the identified gaps, ensuring that institutions like CRDB Bank can adapt to the diverse needs of their clientele. Furthermore, policies that promote training and development in customer service for banking employees will not only enhance service delivery but also align institutional practices with customer expectations, ultimately leading to higher levels of satisfaction and trust in the financial system

[bookmark: _Toc22947]5.5 Areas for Further studies 
Future research should explore several areas to build on the findings of this study regarding customer satisfaction in financial institutions. One area of interest could be the long-term effects of disconfirmation of beliefs on customer loyalty and retention, particularly across different demographic groups, to understand how variations in age, gender, and service interactions influence customer behavior over time. 

Additionally, further studies could investigate the role of digital banking services in shaping customer expectations and satisfaction, especially as more clients shift to online platforms for their financial needs. Another promising avenue for research is the impact of customer service training programs on improving service quality and mitigating negative disconfirmation beliefs within financial institutions. Lastly, comparative studies between different banks or regions could yield insights into best practices and innovative strategies that effectively enhance customer satisfaction across the banking industry
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[bookmark: _Toc10030]APPENDIX 1: QUESTIONNAIRE TOOLS
Dear respondent
My name is Catherine a student from Tanzania institute of accountancy. Am doing a research study on “The Influence of service quality on customer satisfaction, A case study of CRDB.
please lend me few minutes of your time to fill out this questionnaire. It strictly for academic purpose and therefore all information provided shall be treated with maximum caution and confidentiality. All personal data provided shall treated collectively and not on personal level.  
  Section A; participant information 
Please mark appropriate box with an (V)
1.Demographic information 
I. gender
	Male
	

	Female
	



II. Age
18-24 [  ]
25-31[  ]
32-38[  ]
44-50[  ]
III. How often do you visit the bank?
Daily [  ]     weekly [  ]    monthly [  ]
Section B; Relationship between variables
Please indicate your level of agreement with the following statement by ticking on the correct level where (SD= strongly agreed, D=disagree, N=neutral, A=agree, SA=strongly agreed.
	
	
	SD
	D
	N
	A
	SA

	CODE
	Customer satisfaction
	
	
	
	
	

	Cs1
	The level of the service is satisfactory 
	
	
	
	
	

	Cs2
	The company has successful meet your needs
	
	
	
	
	

	Cs3
	 It will be easy to recommend a service that meets your expectation.
	
	
	
	
	

	
	Expectations
	
	
	
	
	

	E1
	Failing to meet my expectations decrease my satisfaction with the service
	
	
	
	
	

	E2
	The service is available whenever I need it
	
	
	
	
	

	E3
	My prior expectations significantly influence my perception of service quality 
	
	
	
	
	

	
	Disconfirmation beliefs
	
	
	
	
	

	Db1
	Confirmation bias affects how I evaluate the quality of service I receive
	
	
	
	
	

	Db2
	The reputation of the service provider affects the initial quality of the service
	
	
	
	
	

	Db3
	 It will be easy to address your current views about the service provider
	
	
	
	
	

	
	Perceived performance 
	
	
	
	
	

	Pp1
	The perceived performance of the service is influenced by my preconceived notions
	
	
	
	
	

	Pp2
	The perceived performance of the service is influenced by performance of the service in the recent past
	
	
	
	
	

	Pp3
	It takes short period of time to be served by the workers
	
	
	
	
	









[bookmark: _Toc27535]APPENDIX II: Interview guide 
1. Briefly explain the purpose of the interview and how the information will be used.
2. Assure the participant of confidentiality and their right to withdraw at any time
3. Can you describe your initial expectations when you first began using CRDB Bank’s services?
4. Have you ever felt that the services provided by CRDB Bank did not meet your expectations? If so, can you share specific instances?
5. In your opinion, do past experiences with CRDB Bank influence how you view their current services? Can you provide examples?
6. Do you think your satisfaction with the bank would change if previous experiences were more positive?
7. What specific expectations do you have when you visit or use CRDB Bank’s services?
8. How well do you feel CRDB Bank manages your expectations regarding service delivery?
9. How would you evaluate the overall performance of CRDB Bank in terms of service quality?
10. Do you believe that recent changes in CRDB Bank’s services (e.g., new technology, staff changes) have affected your perception of their performance? How so?








[bookmark: _Toc9654][bookmark: _Toc173119386]APPENDIX III: RESEARCH SCHEDULE
	Stage
	Activity 
	Estimated duration
	Start date
	End date
	deliverable

	Research design
	Finalize research problem/ question
	2weeks
	1\9\2023
	15\9\2023
	Confirmed research problem/questions

	
	Develop research design
	2weeks
	10/9/2023
	24/9/2023
	Draft research design section for final report

	
	Prepare research proposal
	3months
	1/9/2023
	3/11/2023
	Research proposal/ethical approval submission

	Literature review
	Search, capture and synthesis relevant literature 
	2weeks
	1/2/2024
	15/2/2024
	Notes and other output from the review process

	
	Prepare draft literature review
	3weeks
	10/2/2024
	4/3/2024
	Draft literature review section for final report

	Data collection
	Finalize sampling plan 
	1week
	2/4/2024
	9/4/2024
	Sampling plan

	
	Develop data collection instrument 
	1week
	12/4/2024
	14/4/2024
	Draft data collection instrument

	
	Pre-test /pilot data collection
	2weeks
	3/5/2024
	17/5/2024
	Finalized data collection instrument 

	
	Carry out data collection
	3weeks
	20/8/2024
	16/9/2024
	Raw data

	
	Write up data collection
	3weeks
	18/9/2024
	4/10/2024
	draft data collection section for final report

	Data analysis
	Prepare data for analysis
	2weeks
	5/10/2024
	16/10/2024
	Data ready (eg. Interview transcript) for analysis

	
	Analyze data
	2weeks
	17/10/2024
	30/10/2024
	Notes and other output from analysis

	
	Draw conclusion/recommendations
	3 days
	1/11/2024
	3/11/2024
	Draft data analysis and findings section final report

	Writing up
	Final draft of report
	1week
	4/11/2024
	11/11/2024
	Final draft

	
	Review draft with supervisor
	1 day
	12/11/2024
	13/11/2024
	Notes of feedback

	
	Final editing
	1 day
	14/11/2024
	15/11/2024
	Final report

	
	Printing, binding and final submission
	1 day
	16/11/2024
	17/11/2024
	Final submission of report
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	Category
	Estimated cost

	Personnel
	300,000

	Research activities
	300,000

	Equipment and supplies
	300,000

	Travel
	200,000

	Participant compensation
	150,000

	Publication and dissemination
	200,000

	Administrative costs
	200,000

	Contingency
	400,000

	Total budget
	2,050,000
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(mB CRDB Headquarters,
Plot No. 25 & 26 Ali Hassan Mwinyi Road &

m Plot No. 21 Barack Obama Drive
P.O. Box 268, 11101 Dar es Salaam, Tanzania

The bank that listens Tel: +255 (0) 22 211 7441 -7
Fax: +255 (0) 22 211 6714

Email: info@crdbbank.co.tz

Website: http://www.crdbbank.co.tz

15 NOVEMBER 2024
Ref. No. CRDB/4/10/Vol.12/28
Ms. Catherine Patrick Kanyagha

P.0.Box 9522,
TANZANIA INSTITUTE OF ACCOUNTANCY (TIA)

Dar es Salaam
Dear Catherine Patrick Kanyagha,
RE: REQUEST FOR DATA COLLECTION IN FAVOUR OF MS.CATHERINE PATRICK KANYAGHA

The above subject matter refers. Please be informed that your request for Data Collection on, "THE
INFLUENCE OF SERVICE QUALITY ON CUSTOMER SATISFACATION, has been accepted.

This permission is granted on the condition that the whole process of data collection that includes
meeting and interviewing some of our Customers will not interfere our daily operations and shall be
conducted on voluntary.

Please be further informed that the data to be obtained shall solely be used for academic purpose and
shall not be diverted to any other use without prior consent of CRDB Bank Plc.

Please contact Mr. Arnold J. Rwamtoga for further alignment and assistance. We wish you all the best.
Thank you.

Yours sincerely,

Edith P. Mwiyombela
SENIOR MANAGER TALENT DEVELOPMENT

CRDB BANK PLC

Dr. Ally Hussein Laay (Board Chairman), Mr. Abdulmajid Mussa Nsekela (Managing Director), Prof. Neema Munisi Mori
(Member), Eng. Boniface Charles Muhegi (Member), Mr. Hosea Ezekiel Kashimba (Member), Mr. Jes Klausby (Member),
Prof. Faustine Karrani Bee (Member), Mr. Martin Steven Warioba (Member), Dr. Fred Matola Msemwa (Member), Mr.
Abdul Ally Mohamed (Member), Ms. Miranda Naiman Mpogolo (Member), Mr. Gerald Paul Kasaato (Member), Mr. Royal

John Lyanga (Member), Mr. John Baptist Rugambo (Secretary)
Classification: CRDB Internal
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TANZANTA INSTITUTE OF A
(TIA)

KURASINI AT THE JUNCTION OF KILWA/
NELSON MANDELA ROAD

All Correspondences to be

Addressed to CEO — TIA

TEL. Nos: 2851035/6

255 (022)0736 502628
ja@tia.actz

Website: www.tia.ac.tz

Our Ref. No. BE.30/390/01/179

29" October, 2024
Clearance for Conducting Research in Tanzania

Managing Director,
CRDB Bark,

P.O. Box 268,
DAR ES SALAAM.

RE: INTRODUCTION OF MASTER STUDENT FROM TANZANIA INSTITUTE OF
ACCOUNTANCY

2. The purpose of this letter is to introduce to you Ms. Catherine Patrick Kanyagha with
Reg.No.DSM/MSc.MPR/22/108377 who is a master student at the Tanzania Institute of
Accountancy. She is planning to conduct research in partial fulfillment of the requirement of the
master degree at the Institute. The research tittle is “Influence of Service Quality on Customer
Satisfaction in Financial Institutions” The area(s) selected for conducting research is Dar es
Salaam.
3. With reference Government Notice No. 489 of 1st 1997 which established the Tanzania
Institute of Accountancy, the responsibilities of the Institute are to provide training, conduct

research and consultancy activities in the areas of Accountancy, Procurement & Logistic
Management and other related business disciplines.

4. | kindly request your good office to avail to the students the necessary assistance to
undertake the research as planned. The main assistance his needs is the permission to conduct
research and meet different people in your institution. All financial costs will be met by student

herself In case of restricted premises, the researcher may be guided accordingly. The expected
dates of commencement are April, 2024 up to end of November, 2024

5 If there is any query, please contact the Rector, Tanzania Institute of Accountancy, P O
Box 9522 Dar es Salaam, Tel 0714 449 030

Thank you for your co

ous cooperation

S WNVYAS
Prof William A Pallangyo

RECTOR





