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ABSTRACT

The elements of the service marketing triangle rh@de empirically found to influence customer Idyal
the mediation of service quality. In this papee 8ervice triangle model and customer loyalty i@ fimancial services
sector of Ghana, the mediation of service qualiéyenexamined. Probability sampling techniques wees to select 384
each of customers and employees from banks, nok-fiaa@ncial institutions, microfinance institutiorsd insurance
companies. Data analysis was done using Pearsonalation test, partial correlation test and StepwMultiple Linear
Regression analysis. Findings revealed that custtoyalty practice is significantly positively reé&d to service quality (r
=.845, p <.05) in the financial services sectoGtfana. Also, external market orientation (r =.8%%.05) and internal
market practice (r =.843. p <.05) highly positivalglate to service quality. Moreover, interactivarket, external
marketing and internal marketing significantly gotdservice quality (p =.000) and account for 90.4%4/ariance on it.
Therefore, each of the three sides of the servizeketing triangle impacts customer loyalty in thahcial services sector
of Ghana. It is therefore recommended that findreBavice providers in Ghana deliver services Hratstructured based

on principles of the services marketing triangledeio

KEYWORDS: Service Marketing, Service Triangle Model, IntdriMdarketing, External Marketing, Interactive

Marketing, Practice
INTRODUCTION

The Social Exchange Theory (SET) is a theory whioskis traced to Thibaut & Kelley (1959) and, viesocial
change and stability as a process of negotiateldagges between parties. The SET postulates tharuetationships are
formed by the use of a subjective cost-benefitymigland the comparison of alternatives. This ickra be related to the
relationship between customers and financial serpioviders. Costumers would often want to proltrer relationship
with service providers if services provided are tlvdhe costs they incur in exchange for these sesvilf customers think

they do make substantial benefits from their sereikperience, they may switch to other serviceigess.

The SET argues those cost and benefit decisions floe basis of relationships between parties. énctintext of
the SET, costs are the elements of relationathiée have a negative value to a person (Gafar,e2@l4a). Cost can be in
the form of money, effort, and time. Rewards ordfits, on the other hand, are the elements ofaioaiship that have
positive value to parties. They include comforpport, and acceptable service, to mention but a fiewervice delivery, a
reward to the customer is a service that meetsekds of the customer. The reward to the servioeqer is the price the

customer paid for the service.
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In this study, it is argued that whether or notvees provided by the business is rewarding todhstomer
depends on how well service delivery strategy imfdated. Since services are intangible, everyriass is required to use
the best strategies to provide them to the satiefaof customers. More precisely, a rewarding serwill be the one that
has high customer rating in terms of the five dommadf the SERVQUAL model. Researchers (Aslam et 2015;
Alrubaiee & Al-Nazer, 2010) have argued that, thigel of rating is better achieved by businesseishvimeet two criteria:
(a) have the resources and capabilities; and éalle to relate well with customers to address tfezds. The situation is

however different in a competitive situation.

When competition is high, business tend to focususiomer loyalty because customers are more likebyvitch
services during this time. Moreover, service previdgo beyond the delivery of quality service tewe that services
provided are better than those of competitors.dPer{1954) competitive strategy theory views cowso loyalty as the
outcome of a firm’s competitive advantage and cépiels. The theory also implies that competitivdvantage and
capability determine the ability to deliver highatdjty services leading to customer satisfaction kaydlty. This argument
makes sense because services are delivered iareitih service firm using employees who must bimédy compensated,
and motivated to work hard. Efforts of employeeseénvice delivery are determined by how well orgatibnal resources

are deployed to train, compensate, and motivata.the

From the point of view of Porter (1954), a businegsrating in a competitive market needs a conipetitrategy
to harness competitive advantage, without whichpetitors can provide services to which its custawan switch to. If
there are several alternatives in the market, whidhe case in competitive situations, a busimessld need to provide
one of the best if not the best quality servicesetain its customers. Competitive strategy forrmafaand application is
the basis of delivering the best quality servicat this foundation is powered by the availability resources and

capabilities from the perspective of the RBV andADC

In short, resources and capabilities are requised brm to provide services at the basis levelaloompetitive
situation such as what is experienced by finarfaials in Ghana currently, a firm should providesegs that are better
than other competitors by developing and implemnmgntcompetitive strategy. As a consequence, Porigrab4)
competitive strategy theory implies that the apilib develop and implement competitive strategyptovide the best
quality services can lead to customer satisfactiod loyalty. In this vein, services provided are thost rewarding to
customers. When this achievement is made, loyalgy term that describes retention of customers @wdgrthe ability of
the firm to offer the best services. Undauntedhg ability to provide superior quality servicesairtompetitive situation

forms the foundation of the nexus between serviegity and loyalty.

There are many researchers who have defined saqueléy in different ways. For instance, Bitnemdns and
Mohr (1994) define service quality as ‘the consumewerall impression of the relative inferioritystiperiority of the
organisation and its services’. While other redeanrs (e.g. Cronin and Taylor, 1994; Taylor and @rpd994) view
service quality as a form of attitude representirigng-run overall evaluation, Zeithaml and Bert945) defined service
quality as ‘a function of the differences betweesextation and performance along the quality dirnwerss. This has
appeared to be consistent with Roest and Piet2@97) definition that, service quality is a rel&tic and cognitive

discrepancy between experience-based norms anariperices concerning service benefits.
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Parasuraman et al. (1985) defined service quaktyaaunction of the differences between expectatiod
performance along ten major dimensions. In latseaech, Parasuraman et al. (1988) revised andedefime service
quality in terms of five dimensions: tangibilityeliability, responsiveness, assurance, and emp#&asasuraman et al.
(1989) again define it as the differences betwagstorners, expectation of services and their peeceservice. If the
expectation is greater than the service performapeeceived quality is less than satisfactory ameaclk, customer
dissatisfaction occurs. For example, Min and Mi@q1) presented the idea that hotel services havatthbutes that are
considered most important, particularly in formithg following impressions of service quality; tanifity (how well the
hotel staff are dressed); reliability (ability tesolve problems encountered by guests); resporesseftonvenience of
making the reservation, promptness of check-inkbecprocess, hotel/tour guide information); assoea(security and
safety of guests); and empathy (caring and indalidad attention). Service quality is the resulttteé comparison that
customers make between their expectations abaetvacs and their perception of the way the serhiag been performed
(Gronroos, 1984). A number of experts define sergaality differently. Lewis and Mitchell (1990)0fchin and Oakland
(1994), and Asubonteng et al. (1996) define sergigality as the extent to which a service meetsocners, need and

expectation.
Objective of the Study

This paper sought to analyse the service triangldaeinand customer loyalty in the financial servisestor: The
mediation of service quality. It was to contribtiethe scant body of researches available on thiestfrom the Ghanaian
perspective. Therefore, it would improve on the Wwigalge of management of Ghanaian financial insting on the

mediation of service quality on the extent of pi@ebf the services triangle model and customesiltgy
LITERATURE REVIEW

Two basic approaches to service quality have bdentified in the early nineties of the twentietmugy.
(Zemke and Schaff, 1989)

The first approach is “technical” and product otézh while the second approach is customer reldteese two
approaches have been recognized as results of eréalagfforts to consider the aspect of quality wipeoviding services
from two angles: on one hand, the manager tendbitte by the set standards, while on the othewibbes to satisfy the
customer. The first approach is production orierdgad tends to the consistency management of sebyiégmpeding or

minimizing the influence of the personnel diredgtlyolved in providing a service.

The service providing process is defined as a stahgerformance. The role of the staff providingvees is
reduced to the realization of the defined perforeeasnd the staff’s discretion, i.e. its influencetie performance itself is
minimized. In that way we can achieve maximum éfficy. Such a “product based” approach to the mooé service
provision is the result of the managerial view bis process as a series of elements that reqaiegn@d coordination and
control, while the service itself is strictly stamdized. The “product based” approach is contradjdio the aspirations of
the consumers to be treated as individual peoplle miarked personal tendencies and expectationsakZeand Schaff,
1989)

Besides, such an approach, “industrial” and clieghén contrast with the wish of the consumer talfivarm and

friendly manners wheaonsuminghe service.

| Impact Factor(JCC): 2.9867 - This article can be denloaded from www.impactjournals.us




112 Armah- Bempong Eric |

The second approach is consumer oriented. Expecsatire the basis for satisfaction. After consuntimg
service, they compare their earlier expectatiorth experience. Results can range from satisfattialissatisfaction. The
consumer anticipates the service standards in Xpeotations. Wilkie (1996) claims: “The seed of tbensumer’s
dissatisfaction is sown in the pre-purchase sthgéore reaching the decision to purchase.” Accardio this, the

consumer creates his own, individbaghchmarkand the rating of his satisfaction is the restihis after purchase state.

The creator of the concept “moment of truth” Norma¢l1991), points out that the first generatiomexearchers
in the field of service sector, had the task teedatne the specificities of the services as oppdsemther sectors, which
paved the way for the second generation of reseesahho focused on the relations in the servicastrg, the behaviour

when providing service and service design, withaime to optimize the “moment of truth” (Carlzon,8®

On the basis of the above exposed thesis, the stadeing of service quality is based on plagadigm of service
In that sense, the service sector company managks for a “balance between the human factor acltht@ogy, between

expenses and profit and, after all, between quatity productivity” (Gummesson, 1993).

The organization has to strive for success. Whersét goals are achieved, we set other goalsinstrior higher
levels of product, processes and service efficie@gepting the concept of constant improvementmaazhanging the
management style. A total quality cannot be a @ogof changes with a set duration; it is a contirgj@onstant process.
The questions set before the organization are tilewing: How do you keep up the constant strivifg new
improvement? What kind of measures and revisionth@business process do you have to use? Howuoomvince the
employees that the business success and survivileobrganizations can only occur if all employaesept constant

actions to improve all their activities in the onggations?

A successful organization constantly identifies daacdkles the causes of problems or potential probl¢hat
employees have in doing their jobs. For that reaseery employee has to be trained to identify spayblems. The

management and the employees must work togethengdamenting suitable corrective and preventive soegs.

Each business process is subject to variabilitpc®s variability is considered a normal phenomethan is
usually counted on. Parameter variability in tredfiof transformation of incoming values into ooing values of the
process affects the variability of the entire basie process. For example, a lack of a specificymtodn the supplies
market may require a substitution with another pmdof similar characteristics. Departure from tigual process
(variability) can affect the quality of meals as results ofrecess, the timing of a process cycle, expensguafess

quality, the level of satisfaction of the consuraeefr with the process result Dig(2007).

The Service Quality approach has been appliedrviceeand retailing organizations Parasuraman.etl8B1).
Service quality is a function of pre-purchase coms, expectation, perceived process quality, ardeived output
quality. Parasuraman et al. (1988) define servitaity as the gap between customers, expectatiasenfice and their
perception of the service experience Based on Baasn et al. (1988) conceptualization of servigality, the original
Service Quality instrument included 22 items. Thd¢adon the 22 attributes were grouped into fiveedisions: tangibles,
reliability, responsiveness, assurance, and empbhlinnerous studies have attempted to apply thei@e@Quality. This is
because it has a generic service application arad ggactical approach to the area. This instrunmast been made to
measure service quality in a variety of serviceshsas hospitals (Babakus & Glynn 1992), hotelsels& Rylan 1991),

travel and tourism (Fick & Ritchie 1991), a teleppacompany, two insurance companies and two b&w®aguraman et
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al. 1991). In this study, the researcher uses @erapproach as an instrument to explore custonesggctations and

perceptions levels of service quality towards therall office staff at the banks.
METHODOLOGY

In this paper, the quantitative research technigae adopted owing to the need to test the hyposreiaged in an
objectivist philosophical stance. The quantitatresearch technique also made room for determirtiegreliability of
items in the instruments used in collecting dattas kcoupled with randomisation techniques of délgcrespondents to

ensure that findings and conclusions of this stmlyld be generalised over the entire financialisersector in Ghana.

The population of this study was employees andotosts of firms in the financial service sector diaB@a.
Sectors considered include banking, insurance bramk-financial institutions and micro-finance ingions. The sampling
frame of this study was customers and employeeshalddbeen affiliated to the head offices of theceld financial firms
for at least two (2) years. Customers and employdfigated to the head offices of the financialniis were used as
sources of information because they practically bettier access to market orientation programs afidigs. As a result
of the need to ensure that respondents providagtatecinformation in this study, members of the glimg frame were to

be affiliated to the participating financial firrfar at least 2 years as customers and employees.

Probability sampling procedures were used in thislys to select participating firms and respondefisister
sampling was used to select five firms from eaclhef sectors considered. Therefore, 20 financiadiwere selected.
The number of members in the sampling frame of cnsts was above 100,000. Considering the credibdliid
appropriateness of the sampling principle of KiejgiMorgan (1970), the simple random sampling témphe was used to
select 384 customers. On the other hand, the sagnfsthme of employees consisted of 1,234 employ@gspplying the
same sampling principle, a sample size of appraain®91 was applicable. But, due to the need suenthat equal
numbers of employees and customers were used toectigt unbiased comparisons were made in thity sthis sample
size was adjusted upward to 384. This upward aujrst is acceptable according to Krejcie & Morga@7(@).

RESULTS

Service Triangle Model and Customer Loyalty: The Meliation of Service Quality

In this section, results are presented on how tmestcuct works. In this respect, we want to examtime
mediation of service quality in the effect of eacimstruct of the service triangle model on custoloylty. Table 1 shows
the correlation matrix of ITRMO, EMO, IMO, SQ and.C
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Table 1: Correlation Matrix of ITRMO, EMO, IMO, SQ & CL
ITRMO EMO IMO Service Quality CLSE]
Loyalty

Pearson Correlation 1 631 725 831" 698"
ITRMO P-value (2-tailed) .000 .000 .000 .000

N 371 371 371 371 371

Pearson Correlation | .631 1 777 .805° 695
EMO P-value (2-tailed) .000 .000 .000 .000

N 371 371 371 371 371

Pearson Correlation | .725 777 1 .859" 678
IMO P-value (2-tailed) .000 .000 .000 .000

N 371 371 371 371 371

Pearson Correlation | .831 .805° .859" 1 811"
Service quality  [P-value (2-tailed) .000 .000 .000 .000

N 371 371 371 371 371

Pearson Correlation | .698" 695 678 811" 1
Customer loyalty [P-value (2-tailed) .000 .000 .000 .000

N 371 371 371 371 371

**_Correlation is significant at the 0.05 lé\{@2-tailed).

Table 1 shows the correlation matrix of ITRMO, EM®IO, SQ and CL. From this table, the correlatiansong

the variables are shown. The role of this tableidring all correlations of the variables undee armbrella for easy
comparison and analysis. It can be seen that eastract of the service triangle model is highlyretated to SQ and

customer loyalty as seen earlier. In this tablevise quality is highly related to customer loyadty5% significance level,

r (371) = 0.811, p =.000. There is uncertainty abbew the relationship between CL and ITRMO, IMQl&MO would

be assuming there is no service quality. In Tat38 4he mediation of SQ is examined.

Table 2: Partial Correlation between CL and IMO, EMO & ITRMO: Mediation of SQ

Control Variables CL IMO EMO ITRMO
Correlation 1.000 -.059 123 077
CL Significance (2-tailed) . .255 .018 142
Df 0 368 368 368
Correlation -.059 1.000 .280 .040
IMO Significance (2-tailed) .255 . .000 439
SQ Df 368 0 368 368
Correlation 123 .280 1.000 -.115
EMO Significance (2-tailed) .018 .000 . .027
Df 368 368 0 368
Correlation .077 .040 -.115 1.000
ITRMO Significance (2-tailed) 142 439 .027 .
Df 368 368 368 0

SourceResearcher's SPSS Computation

Table 2 shows, the correlation between each of IEMO and ITRMO with customer loyalty, assuming that
service quality does not exist at all. From thddathe effect of IMO on CL becomes negatively gmsficant without the
mediation of service quality, r (368) = -.059, 255. Also, the effect of EMO on CL is significant=6 significance level
but become very weak without service quality, r886.123, p =.018. The influence of ITRMO on CLalsecomes
positively insignificant without the mediation of)Sr (368) =.077, p =.142. This means that IMO &REMO cannot

impact customer loyalty when service quality is achieved. Also, the effect of EMO on CL is veryakeor negligible
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when SQ is not achieved. So though IMO, EMO andNIT&e seen to be very relevant to customer loy#ftyy cannot

impact customer loyalty without the achievemengervice quality.

Now, what could the relationship between servicaliuand customer loyalty be assuming the serfiioe does
not implement IMO, EMO and ITRMO? Table 5.40 shdhes strength of this relationship.

Table 3: Partial Correlation between CL and SQ — Catrolling for IMO, EMO & ITRMO

Control Variables Customer Loyalty | Service Quality
Correlation 1.000 415
Customer loyalty [Significance (2-tailed) . .000
IMO & EMO df 0 366
& ITRMO Correlation 415 1.000
Service quality  [Significance (2-tailed) .000 .
df 366 0

SourceResearcher's SPSS Computation

Table 3 shows, the correlation between serviceityuahd customer loyalty, with IMO, EMO and ITRMO
controlled for. From the table, the effect of SQ ©h becomes weak, though still significant when IMEMO and
ITRMO are controlled for, r (366) =.415, p = 00Chuk the strength of the relationship between SQ @hdeduces
from.811 t0.415 (i.e. nearly 50% reduction) wherQMEMO and ITRMO are controlled for. This implidgt about half
of the influence made by SQ on CS comes from tihhecgetriangle. The remaining influence comes frother sources

apart from the service triangle.

Having reached the above results, there is the teeidualize them in a path diagram. To be abldadhis, there

is the need to obtain the R-Square values of atlaane variables. The following tables provide asdeshese values.

Table 4: First Layer of Regression — CL as Outcom¥ariable

] Std. Error of the
Model R R Square |Adjusted R Square Estimate
1 .878 .872 .665 46261

a. Predictors: (Constant), Service quality, EMCRMO, IMO

In Table 4, the variation contributed by IMO, EMIDRMO and SQ on CL is shown. This variation is 83.2
The standard error of the estimate (0.46) is vewy, land this reflects the precision of the R-Squestimate. In the next
table, the variation accounted by IMO, EMO and ITBMn SQ are seen.

Table 5: Second Layer of Regression — SQ as Outcoariable

Std. Error of the
Estimate

Model R R Square | Adjusted R Square

1 927 .859 .858 .2696
a. Predictors: (Constant), EMO, ITRMO, IMO

In Table 5, the variation contributed by IMO, EM@dalITRMO on service quality is shown. This variatis
85.9%. In this regard, the standard error of thanese (0.27) is very low, and this reflects thegsion of the R-Square
estimate. In the next table, the variation accalibieIMO and EMO on ITRMO is also shown.
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Table 6: Third Layer of Regression — ITRMO as Outcone Variable

Model R R Square | Adjusted R Square St [Emer e
Estimate
1 834 .695 .693 43752

a. Predictors: (Constant), IMO, EMO

In Table 6, the variation contributed by IMO and &Mn ITRMO is shown. The variation in this respéxt
69.5%. In this regard, the standard error of thiamase (0.44) is very low, and this reflects thegision of the R-Square

estimate. In the next table, the variation accalibieIMO on EMO is seen.

Table 7: Fourth Layer of Regression — EMO as Outcom Variable

. Std. Error of the
Model R R Square | Adjusted R Square Estimate
1 TJ77 .603 .602 49824

a. Predictors: (Constant), IMO

In Table 7, the variation contributed by IMO on EM®shown. This variation in this respect is 60.3f6this
regard, the standard error of the estimate (0.5@uite low, and this reflects the precision of R«Square estimate. In

Figure 4.1 is the conceptualization of results healcin this analysis.

Figure 1: Resulting Conceptual Model — Extension aBervice Triangle to CL

In Figure 1, the service triangle is shown by tedd unbroken arrows. Its extension to service quadityl
customer loyalty is shown in the broken arrows.dute variables have arrows leading to them fronr fhredictor(s).

Each outcome variable also displays the amounaoétion contributed on it by its predictor(s) it@ken rectangle.

From the figure, the overall outcome variabletistomer loyalty, which is predicted by IMO, EMO ai&RMO
in the light of the mediation of service quality.itWrespect to the service triangle, ITRMO and EN&ve as outcome
variables to IMO. The total variation on custon@ydlty in the model is about 87%. Service quakitylso influenced by
IMO, EMO and ITRMO, with the variation accountedrggabout 86%. The construct ITRMO also servesnasuicome
variable to IMO and EMO, with a variation of abdl@% contributed on it. Finally, EMO is dependentIbO, with a

variation of about 60%.

In essence, the influence on customer loyalty patgs from internal marketing orientation. Yet, IM@nnot
influence customer loyalty without first contribodgi to service quality. Logically, service qualityderlies customer

loyalty among financial service providers. Sendgemlity is in turn sourced to IMO, EMO and ITRMGpecially IMO.
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DISCUSSIONS

Findings point to a substantial level of applicatiof sides of the service triangle, namely intenmalrketing
(IMO), interactive marketing (ITRMO) and externaarketing (EMO). In terms of their mean scores, ENE3 the highest
level of application in the firms. There is themef@ higher tendency that financial firms in thev&ees sector give priority
to EMO relative to IMO and ITRMO. In this respetings & Greenley (2009) posit that, firms tend t@egpriority to
external marketing relative to IMO and ITRMO siniteprovides avenues for convincing customers antergal
customers to patronise services. Guzoni (2005), atknowledges that, EMO is more highly observedragnservice
firms than IMO and ITRMO, owing to the customer-tennature of the marketing strategy of servicemg. In a
Ghanaian context, Bempong (2014) also stated BM® is more practiced by financial service firm$iebe stances are
supported by many researchers and writers (e.q@slih999; Lings, 2002; Lings, 2004; Furseth & Cetitdon, 2013),
from both developed and developing country contektss result is justifiable from the researcheriswpoint because,

financial service providers in Ghana are very am&iefocused.

Moreover, the extent to which each of these mangetiinctions are practiced in the firms is sigrfidly above
average, and this suggests that, financial firmspdad implement each side of the service triangdeleh Thus banks and
other financial service providers in Ghana makaificant use of each side of the services marketioglel/triangle. The
result that each side of the triangle is suffidigpracticed is corroborated by the argument tlzatheside of the service
triangle is sufficiently implemented in servicenfis owing to its superior effect on market perforoeand organisational
growth (Guzoni, 2005; Furseth & Cuthbertson, 2088)me writers (Guzoni, 2005; Lin & Wang, 2011; Lsn&Greenley,
2009; etc.) are also of the view that, implementatf the three sides of the service triangle maigea greater part of the

marketing functions of service firms.

Findings in the previous chapter also confirm thevprbial service triangle model. In this respebgre is a
strong positive correlation among IMO, ITRMO and @Nh terms of correlation coefficients. With ITRM&@rving as the
dependent variable to IMO and EMO, this evidencggsests that the effectiveness of interactive margedrientation
dependents on how well IMO and EMO are implemengesithe effectiveness of IMO and EMO is enhanc@&iMO
makes a better impact on marketing performancdiamdyrowth. This evidence is also supported bylitezature. This is
based on the argument that the service triangEniembodiment of the relationship among EMO, IM@ &RiRMO
(Lings, 1999; Yadav & Dabhade, 2013). The motivatior its implementation among service firms isttleach of EMO,
IMO and ITRMO influences market performance in teraf trough service quality, customer satisfacton customer
loyalty (Lin & Wang, 2011; Zaman et al., 2012; Yad@Dabhade, 2013). Yet, the most desired effedhefmodel is the
collective influence of EMO, IMO and ITRMO on matkgerformance and its measures (Lings, 1999; Y&laabhade,
2013).

The strong positive correlation among the threessidf the service triangle/ model provided a bé&sisusing
regression analysis to better relate EMO and IMOT®MO. Findings revealed that ITRMO is significenpredicted by
IMO and EMO. Similarly, ITRMO can be expressed aknaar combination of IMO and EMO, where the eféeor
coefficients contributed by IMO and EMO on ITRMQegpositive. In essence, the relationship among IE®0 and
ITRMO exists at a more robust level. Equations and 5 reflect a confirmation of the link betweertte construct of the

services triangle model and service quality. Thegeations indicate that the effectiveness of imglaeting external
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marketing, internal marketing and interactive m#éng grows with service quality. This implies thegrvice firms can
maximise service quality by maximising the effeEtiddO, EMO and ITRMO on it. Benea (2008) is onetbé writers to
identify the relationship between service qualityl dhe services triangle as a basis of organisatiparformance. Based
on some empirical evidence, Benea (2008) found tMiD serves as the primary driver of EMO and ITRM@th the
IMO*EMO*ITRMO relationship extended to service gital Result of Dushyenthan, (2012) and ELSamen &hitideh

(2012) shares features with findings of Benea (20®&his respect, in a foreign country context.

This study’s contribution to academic debate anoMkedge is captured, in terms of the extensiorhefdervice
triangle model, to service quality and customeralty Findings revealed that, each side of the isertriangle (i.e.
ITRMO, IMO, and EMO) positively correlates to sewiquality and customer loyalty. In terms of regi@s, each side of
the model also positively influences service gyadihd service loyalty. This implies that servicalifty is a mediator of
the relationship between the service triangle aredaner loyalty. Though, this evidence has a begasith the marketing
literature (Nitin et al., 2005; Rahmati et al., 3QIDDanquah, 2014; etc.), there is no exact evidghae relates the
mediation role of service quality to the servidartgle model in a Ghanaian context. Though, Dand@at4) seems to
generalise the mediation of service quality in thigtext in her study, it could be argued that, sheation could be

different for different pairs of variables suchths service triangle model and customer loyalty.
CONCLUSIONS AND RECOMMENDATIONS

Service quality is highly positively related to twmer loyalty. This means that, customer loyaltgrihanced as
service quality increases. Moreover, each constiiitite service triangle also significantly reladecustomer loyalty. Yet,
the effect of internal marketing on customer becomegatively insignificant, without the mediatiohservice quality, r
(368) = -.059, p = 257. Also, the effect of extérmearketing on customer loyalty is significant thgcomes very weak
without service quality, r (368) =.123, p =.018.eTinfluence of interactive marketing on customsfalty also becomes
positively insignificant without the mediation cfrvice quality, r (368) =.077, p =.142. This me#ret internal marketing
and interactive marketing cannot impact customgalty when service quality is not achieved. Aldw effect of external
on customer loyalty is very weak or negligible, whservice quality is not achieved. As a result tfiothe three sides of
the service triangle model are seen to be veryaeleto achieving customer loyalty, they cannotaectpcustomer loyalty
when financial service firms do not achieve desservice quality. Thus service quality mediatesrtiationship between

the service triangle model and customer loyalty.

Based on the study’s findings, financial serviceviders or firms would need to enhance the effectdss of
their internal, external and interactive marketiodeapfrog their service quality from the perspecof customers’ needs
and expectations. Since customer satisfaction augécome of how well service delivery meets or exisethe expectations
of customers (Angelova & Zekiri, 2011), financiargice firms must consequently orient their intérrexternal, and
interactive marketing processes to customers’ serdelivery expectations. According to Bitner et{(4094), being able to
do this would enable financial service firms to iagk customer retention. This argument by Bitneale{1994) is also
supported by the study’s findings, which point t@asitive effect of each dimension of the servigangle model on

customer retention.
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