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Abstract

Background: Transportation is a service that Government across the world recognize as being an important facet in the advancement of
environmentally, socially, and economically sustainable communities. However, the public transport usage is still much lower than automobile
in most of the regions around the globe, and therefore,, novel strategies requires to be updated to promote the usage public transportation.
Purpose: This research aims to explore the antecedents and consequences of customer/passenger’s satisfaction in the context of transportation
industry in Ghana. In addition, to investigate the mediating role of customer satisfaction between service quality and customer loyalty.
Design/methodology/approach: The study randomly selected respondents and data was collected through sharing online survey form generated
using Google form. The study used partial least square structural equation modeling for the path analysis of 423 passengers of bus transport.
Findings: The research findings of the study includes the direct positive and significant effect of service price and service quality on customer
satisfaction and customer satisfaction on repurchase intention and customer loyalty. In addition, customer satisfaction partially mediate the
relationship between service quality and customer loyalty.

Conclusion: This research has implications for practitioners and scholars interested in exploring importance of service quality and customer

satisfaction in the context of transportation. It builds an empirical, hypothesized model, which has 38.5% explanatory power.

1. Introduction

Transportation is considered as the “blood system of society”
(Ramezanian & Behboodi, 2017). The economic growth,
sustainability ad subjective wellbeing of a society, country and
individuals depends on several interdependent drivers and
transportation as a part of daily lives affects these factors (Munim
& Noor, 2020). Individual’s life residing, education, jobs and
entertainment decision also depends on the available facilities
offered by transportation industry (Q. Li et al., 2020). Indeed,
enhanced and efficient transportation facilities lead to “improved
quality of life” (Aeny et al., 2019).

The Ghanaian transport sector is comprises of road, maritime
and water, civil aviation and rail transport. Among them road
transport is the major carrier in Ghanaian transport industry,
currently accounted for 98% freight and 95% of passenger traffic.
More specifically, road infrastructure in managed by department of
urban roads (DUR), the Ghana highway authority (GHA), and
department of feeder roads (DFR) under the ministry of transport

Ghana. Furthermore, road transport is further categorized into four
segments (i.e., urban, rural-urban, rural, and express services).
Among them demand for urban passenger transport is higher
relative to other segments and buses are the main mode of road
transport accounted for 60% of passenger transport (China Go
Abroad, 2021). Moreover, bus transportation is considered a main
transportation for all kinds of people (i.e., poor, rich, middle level
families) also a key travelling way for global visitors. It offers
linkage between destinations and transports customers for goods
and service (Allen et al., 2018). In the global village today, bus
transport plays a far-reaching role and helps societies and
government across the world to eliminate the distance barrier.
Consequently, an effective transport network is critical for the
sustainability of an economy and plays key role in promoting trade
at national and international level and also strengthen the global
collaboration and integrations (Raza et al., 2019).

This study aims to learn and to answer how to improve the
customer’s satisfaction in transport industry of Ghana, a case of
bus transportation. The buses service price and service quality is
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increasingly becoming a strategic concern the across the world
(Van Lierop et al., 2018) and also in Ghanaian situation (Aisyah et
al., 2019). Customer satisfaction is considered to be the most
important factor whether it is meant for a product or a service.
Therefore, this study aims to evaluate the antecedents service price
and service quality affecting the customer satisfaction in bus
services and its consequences customer loyalty (Chang & Yeh,
2017) and passenger repurchase intentions (Wang et al., 2020). In
addition, this study investigate the mediating role of customer
satisfaction between service quality and customer loyalty.

This research purposes to explore the antecedents and
consequences of customer/passenger’s satisfaction in the context of
transportation industry in Ghana. In addition, to investigate the
mediating role of customer satisfaction between service quality and
customer loyalty.

2. Literature review

Customer satisfaction is a central concept in this study. It can be
defined as “a judgement, that a product or service provides an
enjoyable level of consumption-related fulfillment, including levels
of under or over fulfillment” (Borjesson & Rubensson, 2019). In
the public transport viewpoint, customer satisfaction for a
particular destination based on a number of service factors, such as
travel route, cleanliness and outlook of the travel mode, presence
of required emergency services, availability, behavior of driver and
present staff etc. Likewise from the travel perspective customer
satisfaction can be influenced by multiple drivers and can vary
depending upon individual’s adaptation, climate and geographical
location (Abenoza et al., 2017). Furthermore, an incidents and
experiences of a passenger while getting a service shapes the
passenger’s satisfaction. Moreover, individuals of different age
groups, education, and occupational class can have different
perceptions of the same service (Munim & Noor, 2020).

In the following section, we formulate the relationship between
price, service quality, and customer satisfaction, and between
customer satisfaction, repurchase intention and customer loyalty.

2.1 Price and customer satisfaction

(Kotler et al., 2012) defined price as the extent of customers
(passengers) to evaluate the suitability of the benefits of a
particular product or service. The valuation of the price of a
product or service benefits based on the individual perception. An
individual’s positive perception is the outcome of being satisfied,
while a negative is the result of dissatisfaction.

Previously several scholars evidenced a significant influence of
service price on customer satisfaction. Such as (Hermawan et al.,
2017; S. Qalati et al., 2019) evidenced in telecom industry, (Aeny
et al., 2019; Risnawati et al., 2019) in transportation, and (F. Ali et
al., 2016) in hospitality industry. However, little investigation have
been made in the context of transportation industry (especially bus
transportation) in Ghana. Therefore, we hypothesize as

H1: Service price has a significant influence on
bus customer satisfaction.

2.2 Service quality and customer satisfaction

Service quality refers to “the provision of service that can meet the
expectations of customers” (Reeves & Bednar, 1994). (Berry et al.,
1988) had defined service quality as “function of difference
between service expected and customer’s perceptions of the actual
service delivered.” A number of researchers have pointed out that

service quality leads to customer satisfaction (Aeny et al., 2019;
Deveci et al., 2019; Munim & Noor, 2020; S. A. Qalati et al.,
2019). Furthermore, service quality that is felt well will result in
customer loyalty and repurchases (Kuo et al., 2013). Likewise,
inferior level of service quality results into negative word of mouth
and consequently “lose sales and profits as customers migrate to
competitors” (Chilembwe, 2014; Sikandar Ali Qalati, Esthela
Galvan Vela, et al., 2021).

Prior scholars pay significant attention to assess the effect of
service quality on customers satisfaction. For instance, (Deveci et
al., 2019) recently evidenced that the quality of service was a key
element to attract people to use public transport. Similarly,
(Abenoza et al., 2017) highlighted the importance of service
quality in the context of transportation industry. (Miranda et al.,
2018) recently tested a sample of 352 railway customers and found
a significant effect of service quality on customer’s satisfaction.
Likewise, (Khudhair et al., 2019) evidenced the relationship in
airline industry. However, the little studies have been devoted to
bus transportation, therefore, we hypothesize as

H2: Service quality has a significant influence
on bus customer satisfaction.

2.3 Service quality and customer Loyalty

Customer loyalty refers “to the attitude of customers towards the
relationship between customers and their sellers” and its brands,
products. In addition, this concept refers to the repurchase behavior
of customer (Cheng et al., 2019). In a dynamic business
environment in which service providing organizations and
marketer cognize that it’s more costly to acquire new customer
than retain the existing customer. It is requires to improve the
quality of services which not only retain the customers but also
increase their loyalty and enhance their trust in the company (Kuo
etal., 2013).

Previously several studies have empirically tested the direct and
indirect impact of service quality on customer loyalty across the
sectors. Such as (Cheng et al., 2019) evidenced this relationship in
Malaysia’s hotel industry, (Hermawan et al., 2017), in telecom
industry, and (Kuo et al., 2013) in transportation sector. However,
scholars (Chang & Yeh, 2017; Risnawati et al., 2019; Van Lierop
et al., 2018) propose that considering the complexity of the impact
of service quality and customer satisfaction on customer loyalty,
further studies are warranted. Thus, we hypothesize as

H3: Service quality has a significant influence
on customer loyalty in bus transportation
context in Ghana.

2.4 Customer satisfaction and service repurchase intension
Customer repurchase intention refers to “the consumer’s favorable
action while making future purchases” (Aslam et al., 2018). In
today’s competitive business environment interrelationship among
service price, service quality, customer satisfaction, repurchase
intention, and customer loyalty, scholars have paid significant
attention towards the customer satisfaction, however, its effect on
service repurchase intention is still needs further studies (Wang et
al., 2020).

(Mensah & Mensah, 2018) recently studied a sample of
restaurants in Ghana and found that service quality and customer
satisfaction has a significant influence on customer repurchase
intention. Similarly, (Mensah & Mensah, 2018) empirically tested
a sample from five contents (i.e., Asia, Europe, Australia, North
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and South America) using partial least square structural equation
model, found that website service quality has a significant
influence on repurchase intention. Accordingly, (Wang et al.,
2020) recently highlighted the importance of service quality and
customer satisfaction for reuse intention in urban rail transit in
China. Besides, few of scholars evidenced the significant effect of
customer satisfaction on repurchase intention of online
transportation (Leonnard et al., 2017; Prabowo et al., 2019).
Therefore, based on the previous discussion and limited studies
devoted to bus transportation context, we hypothesize as

H4: Customer satisfaction has a significant
influence on customer repurchase intention in
bus transportation context in Ghana.

2.5 Customer satisfaction, its mediating role and customer
loyalty

Previously a number of studies have been conducted to empirically
test the impact of customer satisfaction on customer loyalty. Such
as (Van Lierop et al, 2018) review paper highlighted the
importance and conclude that customer satisfaction is one of the
important influencing factor to customer loyalty in public
transportation context. In addition, (Cheng et al., 2019; Hermawan
et al., 2017; Kim, 2018; Risnawati et al., 2019) also empirically

tested the direct and indirect effect of customer satisfaction on
customer loyalty. However, this relationship is limited in bus
transportation context. Thus, we hypothesize as

H5: Customer satisfaction has a significant
influence on customer loyalty in bus
transportation context in Ghana.

Several firms adopt distinct marketing strategies which focused on
enhancing and delivering customer satisfaction (Risnawati et al.,
2019), assuming that customer satisfaction leads to increases in
profits, decrease in costs and improve customer loyalty (Helgesen,
2006). In addition, earlier recent work highlighted the importance
of such beliefs and proposes that customer satisfaction is a main
determinants of customer loyalty (Kiran & Diljit, 2017), has a
significant influence on loyalty (Hermawan et al., 2017); and
customer satisfaction mediates the service quality and customer
loyalty relationship (Slack & Singh, 2020). Recently, (Slack &
Singh, 2020) witnessed the mediating role of customer satisfaction
between service quality and customer loyalty in supermarkets
context. However, the limited studies have devoted to the
mediating role of customer satisfaction in the transportation
industry. Therefore, we hypothesize as:

H6: Customer satisfaction significantly mediates the relationship between service quality and
customer loyalty in bus transportation context in Ghana.

3. Methodology

3.1 Sampling and data collection

This study used convenient random sampling approach, and
therefore, randomly selected bus transportation customer’s across
the Ghana. In order to collect data from the customer’s an online
link was generated using Google form and shared through social
media application such as WhatsApp, Facebook, Email, etc. This
study used an online link due to the COVID-19 pandemic
(Sikandar Ali Qalati, Dragana Ostic, et al., 2021) and is a widely

i i Repurchase
Service price S
Customer
satisfaction
H3
Service quality Customer
loyalty
Héb

accepted mode to collect data from customers and employees
working across different companies (Yuan et al., 2019). Data
collection was carried out for the three months from May to July
2021. Of 600 approached customers 423 valid responses were
received with a response rate of 70.5%. Table 1, illustrate that most
of the over half of the participants were female 53.7%, and 46.3%
were male. Out of 423 participants 26% were aged between 26 and
35 years. In addition, most of them had a master’s degree. 38.5%
of them were households, visitors etc. whereas 32.4% were
students and 29.1% were employees using bus transportation in
Ghana.
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Table 1 Participants information

Respondents Frequency Percentage
Gender Male 196 46.3
Female 227 53.7
Age (years) <26 128 30.2
26-35 110 26.0
36-45 104 24.6
Over 50 81 19.2
Education Basic/secondary | 136 321
Undergraduate 112 26.5
Master’s 141 33.34
Other 34 8.06
Occupation Employee 123 29.1
Student 137 324
Other 163 385

3.2 Measure of the study

This study used 5-point Likert scale (in which 1=strongly disagree,
2=disagree, 3=neutral, 4=agree, and 5=strongly agree) to record the
respondents response. All of the scales were established and widely
used in prior studies. Service quality of the bus transport was
assessed through seven item adopted from recent work of (Munim
& Noor, 2020). Service price scale was measured using five items
adopted from (Oladepo & Abimbola, 2014). Customer satisfaction
of bus transportation was measured using six items adopted from
the recent work of (Chang & Yeh, 2017; Munim & Noor, 2020).
Customer repurchase intention in bus transport was assessed
through three items adapted from (Chiu et al., 2009; Prabowo et
al., 2019). Customer loyalty was assessed using four items adopted
from (Zeithaml et al., 1996) recently used by (Chang & Yeh,
2017).

3.3 Analytical tools
Table 2 Measurement model

SmartPLS 3.3 was used to assess the proposed relationships among
the variables. This is a widely used and acceptable software and
techniques (i.e., algorithm, bootstrapping, and blindfolding) that
enables “concurrent analysis within latent variables and between
measurement items” (Hair Joseph et al., 2019). Besides, partial
least square structural equation modeling (PLS-SEM) believed to
be the most effective and efficient data analytical technique as the
present study intends to investigate the proposed associations
among dependent, mediating and independent variables (Ahmed et
al., 2020).

4. Result analysis and discussion

4.1 Measurement model

Using SmartPLS 3.0, recently (Hair Joseph et al., 2019; Sikander
Ali Qalati et al., 2021) recently proposed two models
(measurement model and structural model) for the analysis.
Besides, they suggested that measurement model of must be
assessed using individual item reliability, Cronbach’s Alpha (CA)
composite reliability (CR), convergent and discriminant validity.
(Ali Qalati et al., 2021; Fan, Huang, et al., 2021; Fan, Qalati, et al.,
2021) suggested that individual item loading should be greater than
0.7 (see Table 2). It is to be noted that SP1 and CS2 items were
removed from the analysis due to their value less than 0.7. In
addition, CA and CR also suggested to be higher than 0.7 (see
Table 2). Besides, related to convergent validity (Fornell &
Larcker, 1981) suggested that average variance extracted (AVE)
should be higher than 0.5 (see Table 2). Regarding the common
method bias and multicolinearity issue, this study used inner
variance inflation factor suggested by (Hair Joseph et al., 2019).
Since the VIF value is less than 3 which is an acceptable threshold.
The present study VIF values were found between 1.000 and 2.34;
thus, it is argued that our study it is free from common method bias
issue (see Table 2).

Construct Loadings Items CA CR AVE VIF

Service price (SP) SP2, SP3, SP4, SP5 0.774,0.870, 0.799, 0.783 0.821 | 0.882 0.652 2.34

Service quality (SQ) SQ1, SQ2, SQ3, SQ4, | 0.743, 0847, 0.884, 0.871, 0.894, | 0.938 | 0.950 0.732 1.373
SQ5, SQ6, SQ7 0.871, 0.872

Customer satisfaction (CS) CS1, CS3, CS4, CSsb5, | 0.751, 0.806, 0.855, 0.82, 0.795 0.865 | 0.903 0.650 1.373
CSs6

Repurchase intention (RI) RI1, RI2, RI3 0.876, 0.899, 0.885 0.864 | 0.917 0.787 1.000

Customer loyalty (CL) CL1,CL2,CL3,CL4 0.814, 0.866, 0.853, 0.857 0.870 | 0.911 0.719

4.2 Structural model

Related to structural model assessment (Hair Joseph et al., 2019),
suggested it must be assessed by the coefficient of determination
(R2) which represent the explaining power of the proposed model,
path coefficient and their level of significance. In addition, effect
sizes f2 and Q2 also used as additional measures to assess the
structural model (Ahmad et al., 2021).

Table 3 and figure 1 exhibits that all of the hypotheses (five
direct and one indirect/mediating) were supported based on
criterion (t-value>1.96, p-value<0.05). Apart from the direct
hypotheses, this study followed (Baron & Kenny, 1986) mediation
analysis, which suggests that if the indirect effect is significant
while the direct is insignificant, full mediation has occurred; while,
if both direct and indirect effects are statistically significant, partial
mediation has occurred (see Table 3). According to (Cohen, 1998)
R2 value of 0.19, 0.33, and 0.60 are considered weak, moderate

and substantial. Related to this study R2 value of 0.385 (moderate)
states that 38.5% changes in customer satisfaction incurred due to
service price and quality. Accordingly, customer satisfaction is
responsible for 23% (weak) changes in repurchase intention and
service quality and customer satisfaction both responsible for
24.8% (weak) changes in customer loyalty. Not only this, we have
also used additional measures (f2 and Q2) for the assessment of
structural model and advocacy of proposed model. Effect size
values of 0.02, 0.15, and 0.35 respectively indicates that
independent construct has small, medium and large predictive
relevance (see Table 3). This study results infers that service
quality has small relevance, whereas service price, customer
satisfaction has medium relevance (see Table 3). This study used
standardized root mean square residual (SRMR) to report the
model fit. According to (Q. S. Ali et al., 2020; W. Li et al., 2020)
SRMR is absolute measures of fit; a value of zero indicate the
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perfect fit and a value less than 0.08 is considered a good fit (see Table 3).

Table 3 Hypotheses testing and R?
Hypotheses | Relationships Std. Beta | Std. Error | t-value | p-value Decision f
Direct effect
H1 SP — CS 0.515 0.059 8.705 0.000 Supported 0.184
H2 SQ — CS 0.131 0.059 2.207 0.029 Supported 0.021
H3 SQ — CL 0.137 0.047 2.927 0.003 Supported 0.024
H4 CS — RI 0.479 0.053 8.991 0.000 Supported 0.298
H5 CS—CL 0.412 0.052 7.992 0.000 Supported 0.164
Mediating effect
H6 | SQ - CS —CL 0.054 0.025 2.203 0.028 Supported
R?(CS)=0.385, (R1)=0.230, (CL)=0.248
Q%(CS)=0.233, (R1)=0.168, (CL)=0.162
SRMR=0.055, Chi-Square=1,006.547
Note: t-value>1.96, p-value<0.05 (Level of significance and acceptance/supported region)

SP2 Rl
3000
5P3 3123 — R
35255
SP4 31184 RIS
[l Service price (SP) Repurchase
sp5 0.515 {C'.al 0.479 (10.000) imtention (RI)
3Q1
L9 - \
sz [~ 0.131 (0.029) _.+: usome 0.412 (2.000)
r.\__‘28. 730 \ satisfaction (C5) \\‘ p L
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03 '_f42. 161 cLz
sQ4 0137 (0.003) ——————P ‘61'6244
S0y
o 58.9711
asgsn Service quality Customer loyalty Cl4
sas (59 et
[
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Figure 1 Structural equation modeling

4.3 Results discussion

This study confirmed that service price has a positive and
significant influence on customer satisfaction (f=0.515, t=8.70,
p=0.000); thus, H1 was supported. This outcome of the study infers
that service price of bus transportation plays a key role in the
context of Ghana. It implies that a single unit increase in price
results into 51.5% change in customer satisfaction. These findings
of the study are consistent with previous work of (S. Qalati et al.,
2019; Risnawati et al., 2019).

Furthermore, this study witnessed a positive and statistically
significant effect of service quality on customer satisfaction
(=0.131, t=2.207, p=0.029); thus, H2 was supported. This
findings of the study is in line with (Khudhair et al., 2019; Miranda
et al., 2018) who also evidenced the significant impact of service
quality in the context of railway and airline transportation. The
path coefficient implies that a single unit change in service quality
results into 13.1% change in customer satisfaction.

Regarding the service quality and customer loyalty relationship,
service quality had a positive and significant association with
customer loyalty ($=0.137, t=2.927, p=0.003); thus, H3 was
supported. This outcome of the study is consistent with prior work
of (Cheng et al., 2019; Hermawan et al., 2017) who highlighted the
importance of service quality in the hotel and telecom industry and
also evidenced the significant influence of it on customer loyalty.
In addition, this study results suggests that a single unit increase in
service quality leads to 13.7% change in customer loyalty in the
bus transportation context in Ghana.

In addition, this study also witnessed the positive and a
significant impact of customer satisfaction on repurchase intention
of bus passengers in Ghanaian transportation industry (8=0.479,
t=8.991, p=0.000); thus, H4 was supported. This result of the study
infers that as one of the consequences of customer satisfaction, it
has substantial 47.9% change in repurchase intention of bus
service. This results of the study is in line with (Leonnard et al.,
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2017; Prabowo et al., 2019) who also confirmed the influence of
customer satisfaction on customer loyalty in online transportation.

Moreover, this study also evidenced a positive and significant
influence of customer satisfaction on customer loyalty (=0.412,
t=7.992, p=0.000); thus, H5 was supported. This result suggests
that a single unit change in customer satisfaction leads to 41.2%
change in customer loyalty. This finding of the study is consistent
with (Kim, 2018; Risnawati et al., 2019). Not only this, the present
study also witnessed the mediating role of customer satisfaction
(B=0.054, t=2.203, p=0.028); thus, H6 was supported. This result is
consistent with (Slack & Singh, 2020) who argued that customer
satisfaction can be results into the improved customer loyalty, and
mediates the relationship between service quality and customer
loyalty.

5. Conclusion

This survey based quantitative study primarily aims to learn and
describes the effects of antecedents of customer satisfaction and
consequences of customer satisfaction in transportation industry of
Ghana. To meet the objectives, this study formulated six
hypotheses of them five were direct hypotheses and one indirect.
All of the hypotheses were supported based on criterion (t-
value>1.96, p-value<0.05). Of these hypotheses service prices has
a most robust influence on customer satisfaction (f=0.515). The
present study proposed model explains 38.5% changes in customer
satisfaction which occurred due to service price and service
quality.

6. Recommendations

This study was conducted in the context of Ghana only therefore
it’s proposed that future studies must be conducted in different
countries for comparative analysis. In addition, sample size and
methods of data collection also become one of the limitations.
Furthermore, this study sample size comprises firms from both
private and public sector, therefore, future studies suggested
involving individual sector. In addition, the future scholars may
validate the results in different cultural context. Besides, the
mediating role of customer satisfaction between service price and
repurchase intentions requires to be tested. Furthermore, mediating
role of customer satisfaction between service quality and customer
loyalty still need more studies in the context of transportation
industry. Moreover, the proposed model needs to be tested in
different sectors of service industry, such as hospitality.

Theoretically, this study contributed to the existing literature on
the customer satisfaction in the context of bus transportation in
Ghana and like countries. In addition, this study also draws
attention to the importance of the mediating effect of customer
satisfaction between service quality and customer loyalty in the
transportation context which was a recent call from prior scholars
(Slack & Singh, 2020). Furthermore, this study guides deeper
examination and improves research on antecedents and
consequences of customer satisfaction. This paper also has
practical implication. Organizations specifically transportation—one
owners/managers in developing countries are seeking to improve
customer satisfaction via improving service quality and charging
service price which results to delightedness. However,
owners/managers may not optimally maximize their prices if their
goal does not encompass exploiting customer satisfaction.
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