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Abstract 

 

Many managers are curious about how to enhance customer satisfaction by improving service 

quality. Previous researches mostly considered only the effect of functional quality based on 

SERQUAL model.  While there are several other dimensions of service quality other than 

functional quality, it is not clear which dimension is the most important in forming satisfaction 

both directly and indirectly through involvement. The purpose of this research is to determine 

the connections between three quality dimensions, involvement and satisfaction in the banking 

industry of the Kyrgyz Republic. After analyzing the literature related to this area we designed 

the research framework, developed hypothesises and the questionnaire accordingly. The results 

revealed that different dimensions of quality have different impact on involvement and 

satisfaction. Only functional quality has a positive effect on image. And both functional and 

technical quality were found to have significant positive influence on satisfaction, also 

significant positive connection between involvement and satisfaction was revealed. Technical 

quality was revealed to have only direct significant impact on satisfaction, but it does not have 

influence on involvement. Also reputation of a bank was revealed not to have considerable 

influence on involvement. 

 

Keywords: management, banking industry, customer satisfaction, service quality. 

 

 

INTRODUCTION 

 

 

With the emergence of economic reforms in the world in general and in the Kyrgyz 

Republic in particular (after the collapse of the Soviet Union), managers should improve the 

quality and involve their clients since when they are involved they become more devoted to 

services of a particular bank and the level of their satisfaction increases (Richins et al., 1986; 

Jayathilaka, 2020). Also researchers claim that sustaining quality on suitable level can be 

considered as a requirement for any company, so it can be used as a competitive facility (Abed 

et al., 2022; Le, Nguyen, 2020; Mhlanga, 2018; Machmud, 2018).  

There are a number of researches that have been conducted concerning satisfaction and 

quality connections, but most of them have been based on SERVQUAL model proposed by 

Parasuraman, Zeithaml, and Berry (1988), but the researches based on the Gronroos (2001) 

model are bounded. 

Among those used the Gronroos model analyzed only the effect of technical and 

functional facets of quality, but did not consider the third “image” facet and its clout on 

satisfaction (Ferguson et al., 1999; Lehtinen, Lehtinen, 1991; Shankar et al., 2020).  



The effect of service quality and customer involvement on customer satisfaction 
 

Journal of Management & Technology, vol. 23, número especial, p. 338-351, 2023 

 

 

 

 

Additionally, it was not confirmed whether the connection between quality and involvement is 

straight or consequential (Roldán Bravo et al., 2020). At the same time some researchers found 

the indirect connection between quality and involvement considering the influence of different 

signals (Zaichkowsky, 1988). According to Tsiotsou & Vasioti (2006), there is a direct linking 

between involvement and quality, that is, involvement is a significant identifier of quality. 

According to Charters and Pettigrew (2006), quality of a product or a service may affect the 

level of involvement among clients. 

This research analyzes the connections between three constructs: quality of a service, 

involvement and satisfaction of clients in the banking industry of the Kyrgyz Republic. The 

impulse to conduct this research is to analyze whether the connections revealed in Western 

economies, also can be revealed in the context of banking services in a developing post-Soviet 

state such as the economy of the Kyrgyz Republic.  

Specific research objectives:   

• To determine the connections between quality facets and image. 

• To determine the connection between quality facets and customer involvement.  

• To determine the connection between quality facets and customer satisfaction  

• To determine the connection between customer involvement and customer 

satisfaction. 

• To make some suggestions and recommendations to managers of banks concerning 

satisfaction increase according to the research results. 

In this research we decided to adopt the quality facets proposed by Gronroos’s and 

Lehtinenen’s structures: functional, technical facet and “image” facet which mainly denotes 

reputation of a bank and is influenced by functional and technical aspects, that is, it acts as an 

intermediary between two quality facets and assessments of quality made by clients. 

In this regard the research structure was designed according to researches related to 

above mentioned concepts and constructs, the research is to figure out which facet of quality is 

more important in forming involvement and satisfaction in the banking industry of the Kyrgyz 

Republic. The research framework is depicted below (Figure 1.). 
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Figure 1.  Research Framewor 

Source: Designed by author. 

 

In this regard we put forward the following hypotheses: 

H1: Functional quality has a positive effect on image 

H2: Technical quality has a positive effect on image 

H3: Functional quality has a positive effect on customer involvement 

H4: Technical quality has a positive effect on customer involvement 

H5: Image has a positive effect on customer involvement 

H6: Functional quality has a positive effect on customer satisfaction 

H7: Technical quality has a positive effect on customer satisfaction 

H8: Customer involvement has a positive effect on customer satisfaction.  

 
METHODOLOGY 

 

Since this research aims to describe demeanor of clients and to obtain a comprehension 

of the connections between the constructs, it can be defined as using a descriptive mode (Hassim 

et al., 2020; Saunders et al., 2009; Assylbayev et al., 2023; Agresti, 2017; Bell et al., 2022). We 

mainly applied a quantitative mode, that is, this research mainly deals with the accumulation 

and analysis of numerical information and using the statistical software (SPSS) in order to 

analyze it and reveal some important connections between the constructs (Saunders et al., 

2009).  

In this research we should analyze the connections between three facets of quality, 

involvement and satisfaction of clients in the banking industry of the Kyrgyz Republic, we 

disseminated our designed questionnaire to clients of different commercial banks in the Kyrgyz 
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Republic, including RSK Bank, AKB Kyrgyzstan and KICB. We made a focus on these banks 

since they have considerable number of clients, that is, they are leaders in the market. We chose 

as the respondents for this analysis those clients who were willing to answer the questions, it 

means that they do not certainly describe all the clients of the banking industry of the Kyrgyz 

Republic.  

It is obvious that vast volume and enormous size of a sample is preferable, at the same 

time the coverage of the all the people of the system may lead to the excess attrition and 

depletion of resources, therefore we decided to apply the convenience sample method.  

The completion coefficient of this research is equal to 77.5%. It means that initially, we 

disseminated 160 questionnaires to the arbitrarily picked clients, but we received 124 filled 

questionnaires. Among those 124 filled questionnaires: 53 respondents were male and 71 were 

female, 38 were clients of AKB Kyrgyzstan, 54 were clients of RSK Bank and 32 were clients 

of KICB.  

In this regard in order to accumulate the required primary information, we applied the 

designed questionnaires, we designed the questions using 5 point Likert scale, this method is 

convenient and does not require additional efforts from the respondents, also they require less 

time to answer each question.  

The questionnaire comprises four components. In the first section there is individual 

information of the respondents, the second section includes questions related to quality facets, 

the third section includes questions related to involvement, the fourth part includes questions 

related to satisfaction. 

In order to analyze and measure the quality facets we applied structures proposed by 

Gronroos (2001) and Lehtinen and Lehtinen (1991). In order to analyze and measure the 

construct of involvement of clients we applied the structure proposed by Kapferer and Laurent 

(1985) which includes four aspects such as: the imporisk, the sign, the pleasure, the risk 

probability. In order to analyze and measure the construct of satisfaction of clients we adopted 

and slightly modified the structure proposed by Oliver and Swan (1989).  

As we can see in this research satisfaction of clients can be determined as dependent 

variable, while quality facets and involvement can be determined as independent variables 

influencing the level of satisfaction among clients. 
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RESULTS 

 

This part of the research describes the results of the analysis that were obtained using 

the questionnaire mentioned above. First it presents descriptive analysis of the constructs and 

then outline the findings through applying mathematical instruments including correlation and 

regression analysis to characterize the connections between the constructs. The results of this 

research were considered applying the Statistical Package for the Social Sciences software 

(SPSS). 

We investigate clients of three banks in the Kyrgyz Republic, namely, RSK Bank, AKB 

Kyrgyzstan and KICB, we chose these banks since they are the most rapidly developing banks 

in this industry, having the most considerable client base in the country. The share of clients of 

banks who filled the questionnaires: clients of RSK Bank – 43.55%, AKB Kyrgyzstan is equal 

to 30.65% and clients of KICB – 25.81%. Those banks tend to have the same priorities and 

purposes to achieve high level of satisfaction among their clients through enhancing the quality 

of services.  

From the regression analysis between the constructs we can see from the table 1., among 

control variables only previous experience with a particular bank considerably affects the level 

of satisfaction. 
 

Table 1.  Regression analysis 

  Dependent variables 

 Model 1 Model 2 Model 3 

 Image Customer Involvement Customer Satisfaction 

Independent variables    

Functional quality 0.777 *** 0.424 ** 0.419 *** 

Technical quality 0.098 ns -0.062 ns 0.186 ** 

Image  0.253 ns  

Customer involvement   0.127* 

    

Control variables    

How long 0.018 ns 0.013 ns -0.112 ns 

Membership 0.038 ns 0.100 ns 0.028 ns 

Previous experience 0.022 ns -0.121ns 0.195** 

Income -0.021 ns 0.089 ns -0.054 ns 

R square 0.768 0.311 0.646 



The effect of service quality and customer involvement on customer satisfaction 
 

Journal of Management & Technology, vol. 23, número especial, p. 338-351, 2023 

 

 

 

 

Note: ns (not significant), *** (p<0.01), ** (p<0.05), * (p<0.1) 

 

From the table 1., we can see that only functional facet of quality significantly influences 

image facet with appropriate probability level, that is, reputation of a bank can be increased 

only if its functional quality is high enough, according to the regression analysis, if functional 

quality increases by 1%, image of a bank may increase by 77.7%, at the same time the effect of 

technical quality is not considerable. 

 

Table 2. Total effects of the quality facets and involvement on customer satisfaction 

  Total impact Influence 

Functional quality 0.473 (0.424*0.127+0.419) Significant 

Technical quality 0.186 Significant 

Customer involvement 0.127 Significant 

Source: Designed by author 

 

As to the connections between quality facets, involvement and satisfaction, it is 

emphasized that functional facet has both considerable direct and indirect influence on  

satisfaction of clients through involvement, that is, the total impact of functional facet on 

satisfaction is equal to 0.473 (0.424*0.127+0.419). It means that if functional facet of quality 

is increased by 1%, the level of satisfaction of clients will be increased by 47.3% in the banking 

industry of the Kyrgyz Republic.  

 

 
Figure 2. The results of the regression analysis 

Source: Designed by author. 

 

The results state that involvement has significant impact on the level of satisfaction, that 

is, if the level of involvement is increased by 1%, satisfaction will increase by 12.7%. In order 

to increase the level of satisfaction of clients, banks in the Kyrgyz Republic should focus on 
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improvement of functional and technical facets of quality, also they should focus on increase 

of involvement, since it considerably influences the level of satisfaction of clients.  

Since we developed 8 hypothesis to be analyzed in this research, we should check the 

developed hypothesis and define whether each hypothesis is proved or denied according to its 

β values and probability levels. 

H1: Functional quality has a positive effect on image 

As we can see from the regression analysis in table 5-12 above, functional quality has a 

positive and significant influence on image of a bank, since its β value is equal to 0.777 and its 

P-value is less than 0.01. This hypothesis is proved and supported, and functional quality 

significantly influences image of a bank. 

H2: Technical quality has a positive effect on image 

Since β value of technical quality is positive 0.098, but its P-value is greater than 0.1, 

claiming that its influence on image is not significant, that is, this hypothesis is denied. 

H3: Functional quality has a positive effect on customer involvement 

Since β value of functional quality is positive 0.424 and its P-value is less than 0.05, 

therefore this hypothesis is proved and supported, that is, the higher functional quality, the 

higher the level of involvement of a client. 

H4: Technical quality has a positive effect on customer involvement 

Since β value of technical quality is negative and equal to -0.062 and its P-value is 

greater than 0.1, claiming that its influence on involvement is insignificant, so this hypothesis 

should be denied. 

H5: Image has a positive effect on customer involvement 

Since β value of image is positive and equal to 0.253, at the same time its P-value is 

greater than 0.1, that is, its influence on involvement is insignificant, this hypothesis is denied. 

H6: Functional quality has a positive effect on customer satisfaction 

Functional quality has a positive and significant influence on the level of satisfaction, 

since its β value is equal to 0.419 and its P-value is less than 0.01, for this reason this hypothesis 

is proved and supported. 

H7: Technical quality has a positive effect on customer satisfaction 
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Since β value of technical quality is positive 0.186 and its P-value is less than 0.05, 

claiming that its influence on satisfaction is positive and significant, this hypothesis is proved 

and supported. 

H8: Customer involvement has a positive effect on customer satisfaction 

Since β value of involvement is positive and equal to 0.127 and its P-value is less than 

0.1, this hypothesis is proved and supported.  

 

Table 3. Hypothesis Analysis 

Hypotheses Proved Rejected 

H1: Functional quality has a positive 
effect on image 

β = 0.777, p<0.01 
 

H2: Technical quality has a positive 

effect on image  
β = 0.098, p>0.1 

H3: Functional quality has a positive 
effect on customer involvement 

β = 0.424, p<0.05  

H4: Technical quality has a positive 

effect on customer involvement 
 

β = -0.062, 

p>0.1 

H5: Image has a positive effect on 

customer involvement 
 β = 0.253, p>0.1 

H6: Functional quality has a positive 

effect on customer satisfaction 
β = 0.419, p<0.01  

H7: Technical quality has a positive 

effect on customer satisfaction 
β = 0.186, p<0.05  

H8: Customer involvement has a 

positive effect on customer 
satisfaction 

β = 0.127, p<0.1   

Note: ns (not significant), *** (p<0.01), ** (p<0.05), * (p<0.1) 

 
The results of the regression analysis in the table 5-12 revealed that some hypotheses 

are supported and proved. Managers of banks should invest more resources on functional and 

technical facets in order to satisfy their clients more effectively, in this regard they should better 

and thoroughly evaluate needs and wants of clients and then make specific improvements in 

service procedure in order to make it more favorable and pleasant for clients. 

 

DISCUSSION 

 

Most of previous researches, concerning the connections between quality, involvement 

and satisfaction, have been conducted in Western countries, so there is no certainty whether 

these connections between these constructs can be also revealed in the developing post-Soviet 
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countries. Also most researches were based on SERVQUAL model proposed by Parasuraman, 

Zeithaml, and Berry (1985), it means that only the effect of functional quality has been 

analyzed, but as Gronroos (2001) proposed two additional quality facets, namely technical and 

reputation facets should be also analyzed. Furthermore, researches based on the Gronroos 

model did not consider the third “image” facet and its impact on involvement. Also research 

gap was related to which quality facet is more important in forming satisfaction of clients and 

whether the connection between quality and involvement is straight or consequential 

(Zaichkowsky, 1988; Tsiotsou, Vasioti, 2006).  

In this regard, in this research we applied the Gronroos model, including three quality 

facets in order to fully capture the construct of quality. As to the connections between functional 

and technical facets and image, the analysis revealed that only functional facet has considerable 

impact on image of a bank, at the same time the effect of technical quality is not considerable. 

It means that in most cases clients consider only the communication with a bank and its 

personnel demeanor when evaluating reputation of a bank in a market. 

Also the analysis stated that there is a direct significant connection only between 

functional facet and involvement of clients, while technical and reputation facets do not have 

significant impact on involvement in the banking industry of the Kyrgyz Republic. 

Also functional quality influences significantly the level of satisfaction both directly and 

indirectly through involvement, that is, functional quality is the most important and notable 

factor in forming satisfaction, followed by technical quality that has only significant direct 

influence on satisfaction.  

The main theoretical contributions of this research are that only functional facet 

considerably affects reputation of a bank and involvement of clients; functional and technical 

facets and involvement have important direct influence on the level of satisfaction of clients. 

Thus, the most important and significant characteristic of quality, influencing satisfaction of 

clients both directly and indirectly through involvement, is its functional aspect. At the same 

time technical facet of quality should on appropriate level, since if it is not appropriate most 

clients will definitely switch to another bank, as it is the core of each service. 

A number of researchers claim that the level of quality mainly affects satisfaction, also 

researchers emphasize that there can be a connection between the level of involvement of clients 

and their satisfaction. Ideally, banks should apply the following algorithm of interactions with 
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their clients in order to understand their needs and wants and then apply this knowledge to 

achieve high level of satisfaction: 

• Attract clients through offering a wide and diversified range of services; 

• Then conduct analysis in order to determine clients’ needs, preferences and 

anticipations concerning banking services, that is, mainly strive to understand clients; 

• Then banks should try to go ahead of its clients, that is, predict their wants and 

anticipations, and try to meet them fully and in advance; 

• Then banks should analyze the level of satisfaction among its clients in order to 

examine what they are doing correctly and recognize the mistakes they omitted, and if 

necessary, they should conduct all the previous activities again.  

So, as we can see the procedure of banking services is of great importance for 

satisfaction enhancement both directly and indirectly through involvement in the banking 

industry of the Kyrgyz Republic. It means that managers of banks should first of all emphasize 

the importance of this service aspect and improve its staff’s skills appropriately through 

trainings and quality control strategies. It is recommended to apply quality control models based 

on foreign successful models, but with individual approach since economies in transition have 

some particularities. 

 

CONCLUSION 

 

The purpose of this research was to ascertain the connection between quality facets, 

involvement and satisfaction, also to ascertain which quality facet is important in forming 

satisfaction of clients in the banking industry of the Kyrgyz Republic. 

One should emphasize that most researches have been conducted in order to determine 

the connections between these constructs, but all of them have been conducted in Western 

countries with developed economies and analyzed only functional facet of quality. In this 

research we applied facets of quality proposed by the Gronroos model, containing not only 

functional quality, but also its technical characteristics and organizational reputation of a bank, 

in order to fully analyze the nature of quality construct and to determine which quality facet has 

significant influence on involvement and as a result on satisfaction of clients. 
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In order to accumulate and analyze the necessary data we designed the questionnaire 

and disseminated it among clients of three banks in the Kyrgyz Republic, including RSK Bank, 

AKB Kyrgyzstan, KICB. 

According to the regression analysis results, functional facet of quality tends to have the 

most considerable influence on satisfaction both directly and indirectly through involvement, 

followed by technical facet, at the same time only functional facet has significant impact on 

involvement. 

The analysis states that technical facet and reputation of a bank do not have significant 

impact on involvement of clients in the Kyrgyz Republic. We suppose that it can be due to the 

fact that clients in most cases cannot assess technical aspects of quality appropriately, therefore 

base their judgments only on functional facet, also due to the fact that the banking industry of 

the Kyrgyz Republic is relatively immature and most banks have not built constant long-term 

connections with its clients, therefore reputation of a bank does not significantly influence 

involvement of clients. 

The results state that managers should mainly focus on the level of functional quality 

and invests their resources and efforts on its considerable improvement and enhancement, that 

is, managers should adjust their service procedure to clients’ requirements (quality control 

systems should be applied) in order to fully satisfy clients.  

As each research and investigation tends to have its own limitations, in this research we 

viewed the construct of involvement as the whole concept, at the same time some researchers 

claim that the construct of involvement has several parts that can be included in the research 

framework. Also due to the time and resources restraints this research covered three banks with 

124 respondents in total, so that this research was based only on the baking industry and did not 

cover other industries. Also since this research was to analyze several quality facets, it was 

required to include a number of additional questions in the questionnaire, in this regard some 

respondents were complaining the questionnaire to be time consuming, and may be for this 

reason some questionnaires were not filled appropriately. All these limitations may restrain the 

summarizing of the results and findings of this research.  

Since this research has some limitations both theoretical and practical, there are some 

suggestions for further researches conducted in this area. First of all, new researches may 

include and apply several aspects of involvement in order to determine the influence of each 
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aspect on satisfaction. Further researches may cover other industries through using some other 

quality structures and facets, also researches in this area should be conducted in other post-

Soviet countries in order to analyze if these results and findings are general for all post-Soviet 

countries. 
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