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ABSTRACT

In Ghana's competitive banking sector, Strategic Integrated Marketing Communication (SIMC) is becoming increasingly popular
as a way to improve customer relationships and satisfaction. Nonetheless, its influence within the African context, especially
regarding customer expectations, is still insufficiently examined. This study investigates the correlation between SIMC and
customer expectation and satisfaction in Ghanaian banks, emphasising the mediating influence of customer expectation. The
research was directed by the Integrated Marketing Communications (IMC) Theory, Expectancy Disconfirmation Theory, and
Relationship Marketing Theory. A quantitative approach and a cross-sectional design were employed. The target population
consisted of bank customers in the Greater Accra Region of Ghana, from whom a sample of 468 was obtained through convenience
sampling. The data were gathered through Google Forms and analysed using partial least squares structural equation modelling
(PLS-SEM). The results indicate that SIMC has significant effects on both customer expectation (B = 0.605, p < 0.001) and
satisfaction (f = 0.542, p < 0.001). Customer expectation has a significant direct effect on satisfaction (f = 0.634, p <0.001) and is
a partial mediator in the relationship between SIMC and satisfaction, accounting for 70.85% of the total effect. The study concludes
that SIMC primarily enhances customer satisfaction through the management of expectations. It suggests that Ghanaian banks use
SIMC frameworks that are in line with their business goals and to ensure that communication is clear and consistent to effectively
set expectations, increase satisfaction, and build customer loyalty.

Keywords: Africa, Customer Expectation, Customer Satisfaction, Ghanaian Banks, Strategic Integrated Marketing Communication,
Structural Equation Modelling

I. INTRODUCTION

Organisations in today’s competitive business world, especially those in the banking and service sectors, need
effective customer communication to achieve success (Chirwa & Boikanyo, 2022). Strategic Integrated Marketing
Communication (SIMC) serves as a fundamental managerial instrument that unifies communication channels to achieve
message consistency while building enduring customer relationships (Niemann, 2006). The approach of Strategic
Integrated Marketing Communication (SIMC) brings together different promotional tools and messaging strategies to
create a single customer-focused brand experience (Mudzanani, 2015). The integration of communication strategies
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through SIMC leads to improved brand equity while simultaneously boosting customer satisfaction because it matches
promotional messages to what customers want and how they perceive the brand (Barker, 2013).

Customer satisfaction is the degree to which a product or service fulfils the desires of its customers or goes
beyond them; it is commonly acknowledged as a driver of customer loyalty, retention, and long-term profitability
(Moraru & Duhnea, 2018). As differentiation of banks by their products is not palpable, establishing trust and strength
of relationship, alongside with some incidental layers about sustainable competitive advantage, is contingent on securing
high levels of satisfaction (Famiyeh et al., 2018). Communication plays a relevant role in conveying what the
organisation offers about its service and benefits anchored on value to make real its brand promise (Li et al., 2021).
Indeed, service delivery does not provide total satisfaction but rather is based on the expectations that are set by
customers onto providers (Hosen et al., 2021). Through the integration of advertising, public relations, direct marketing,
and sales promotion efforts with digital marketing efforts, firms can send coherent messages to customers that will help
reduce ambiguity, build trust, and improve satisfaction (Ozatac et al., 2016). Consistency gives clear expectations to
customers about what the product or service can offer when their needs are met — consistency translates into higher
satisfaction — consistency brings higher satisfaction (Danijela et al., 2015). IMC helps in personalisation by utilising
customer data across channels for content relevant at the right time, which creates a feeling among customers that they
are valued and understood (Chiguvi & Guruwo, 2017).

According to Geissler and Rucks (2011), customer expectations are the preconceived notions and standards that
clients have about how a service will be performed and delivered. Hassanein and Yesiltas (2021) contend that customer
expectation has prior aetiology-based experiences, word-of-mouth, marketing communications, and socio-cultural
factors. Solomon and Englis (2013) assert that expectations serve as filters within the SIMC's structure that evaluate
communication efforts. According to earlier research by Holm (2006), value perception increases among customers
when banks deliver perfectly coherent messages across multiple channels that satisfy the extremely high expectations
set for their services. This is followed by the development of trust and, finally, a high level of expressed satisfaction.
Regardless of the level of service quality, any communication that falls short of these extremely high standards leads to
discontent (Zhu et al., 2021).

Integrated marketing communication builds up customer expectations as it delivers cohesive experiences
through every interaction (Hsu et al., 2010). Businesses utilise public relations, direct marketing, social media, and
personal selling in addition to the mainstream media to consistently convey messages that customers may perceive as
enhancing brand recognition and elucidating value propositions (Egwuonwu et al., 2017). Customers have higher
expectations for a brand's overall dependability and a smooth experience across all of its channels when it is consistent.
More precisely, increased consistency raises the need for tailored, pertinent communication even more (Thaichon &
Quach, 2016). Consumers want messages that are specifically tailored to their needs (Ekhlassi et al., 2012). Additionally,
integrated campaigns are increasing brand credibility and trustworthiness (Keikha et al., 2020). This is because when
all businesses consistently repeat the same message across all of their channels, it builds brand trust and raises
expectations for overall performance, service delivery, and product quality (Kehinde, 2010).

Although SIMC has demonstrated effects that differ across industries and geographical locations worldwide, it
is acknowledged as a significant factor in determining customer experience, or more accurately, as a perception enhancer
wherever one may be (Peltier et al., 2013). Better customer relationships and competitive positioning have resulted from
integrated communication in developed economies; however, in emerging markets, adoption has been slow (Khizar et
al., 2016) because most businesses have fragmented communication strategies (Mapheto et al., 2014). In Africa, where
customers are very demanding and technological change is occurring at a rapid pace, an integrated communication
strategy helps banks and their clients maintain trust and close the service gap (Arou & Deyganto, 2024).

The banking industry in Ghana is now more competitive as a result of liberalisation, technological advancements,
and growing customer sophistication. Strategic communication is therefore essential (Duncan, 2020). Customers want
more regular and open communication, especially when it comes to digital banking, loan services, and customer support
(Patrianti et al., 2022). Satisfaction and trust are undermined when unambiguous, reliable messaging is not conveyed.
Communication strategies that satisfy customers' expectations are crucial for shaping perception and cultivating loyalty
because banking services do not differ all that much.

Despite its high relevance, there are currently few studies within the African banking context that have been
conducted on the connection between customer satisfaction and strategic integrated marketing communication. This
raises questions regarding the existing findings’ applicability because most IMC research is based primarily on
developed western contexts, whereas the African market operates in very different cultural, technological, and
regulatory environments. Amidst market consolidation and regulatory reforms, Ghanaian banks are under a lot of
pressure to increase customer satisfaction. The impact of SIMC on satisfaction outcomes when expectations mediate
the relationship has not been sufficiently documented. Meanwhile, customer expectations in Ghana are rapidly changing
due to factors like demographic trends, international banking regulations, and digital transformation (Frimpong et al.,
2023). Due to a lack of empirical data on the relationship between SIMC strategies and expectations, these pose
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theoretical and practical issues. For example, banks lack empirically sound guidelines for communication optimisation,
and Western frameworks might not be directly applicable in an African setting.

This study significantly closes these gaps by empirically examining the relationship among SIMC, customer
expectations, and satisfaction in Ghana's banking sector. This paper makes three contributions: first, it advances theory
by examining expectations as the mediating mechanism that links SIMC to satisfaction; second, it pushes IMC research
into an understudied African context using data from a developing market; and third, it provides Ghanaian banks with
invaluable information for developing culturally appropriate SIMC strategies that adhere to local standards while
maintaining consistency across touchpoints. These results would also be more broadly applicable to African banks
dealing with growing customer expectations and digital transformation. Therefore, the study provides insights for
regulators and policymakers who are interested in customer satisfaction, financial inclusion, and sector development.

1.1 Research Objectives
i. To investigate the effect of SIMC on customer expectation in Ghanaian banks.
ii. To assess the influence of SIMC on customer satisfaction in Ghanaian banks.
iii. To examine the impact of customer expectation on customer satisfaction in Ghanaian banks.
iv. To evaluate the mediating influence of customer expectation on the relationship between SIMC and customer
satisfaction in Ghanaian banks.

I1. LITERATURE REVIEW

2.1 Theoretical Review
2.1.1 Expectancy Disconfirmation Theory (EDT)

The Expectancy Disconfirmation Theory was developed by Richard L. Oliver in the late 1970s and early 1980s
as a major framework broadly used in studies of consumer behaviour and research into service quality (Elkhani & Bakri,
2012). This theory contends that customer satisfaction is a function of comparison between pre-consumption
expectations and actual performance of the product or service by its provider (Van Ryzin, 2013). The basic premise
around which the entire theory revolves is that consumers develop certain assumptions based on past experiences,
marketing communications, and word-of-mouth before interacting with any product or service. After consumption, they
assess actual performance relative to those assumptions (Choi et al., 2019). The major elements in EDT are expectations,
perceived performance, and disconfirmation (Lankton & McKnight, 2012). In this context, positive or negative
disconfirmation simply means whether the performance has met or not met the set expectation; that is to say if it falls
short or exceeds it (Lee et al., 2022). Positive disconfirmation happens when performance exceeds expectations and
leads to higher satisfaction. Negative disconfirmation happens when performance does not meet expectations and results
in dissatisfaction (Sinha et al., 2020). The performance that meets the expectation is referred to as confirmation and
usually results in moderate satisfaction (Filtenborg et al., 2017). EDT posits that in the determination of satisfaction;
objective performance is less relevant. Rather, it is the subjective assessment of whether expectations have been met or
exceeded (Morgan & Dong, 2008).

2.1.2 Integrated Marketing Communication (IMC) Theory

Integrated Marketing Communication (IMC), evolved in the late 20th century as academics and practitioners,
encouraged by Don E. Schultz in the early 1990s, called for better coordination of promotional tools to create a more
effective brand message. This theory presupposes that consumers interact with brands through various touchpoints and
disjoint messages decrease the effectiveness of marketing. Therefore, integrated advertising, public relations, sales
promotion, direct marketing, personal selling and digital channels all working together under one unified strategy will
create stronger brand equity and better return on investment (Schultz et al., 2007). IMC also presumes that firms can
and should be customer-centric by using information about audiences to customize and synchronize messages so that
they are relevant. Core components are a clear, central brand message; strategic coordination of media and promotional
mix; audience segmentation and targeting; consistent creative and tonal identity; measurement and feedback systems to
assess the impact of the message getting through; internal organizational alignment such that marketing, sales, and
customer service act in concert (Moriarty & Schultz, 2012). IMC tries to create synergistic communications by
combining tactical channels with strategic planning and measurement so that they reinforce each other to remove any
possibility of confusing the customer and thereby build a long-term relationship as well as loyalty (Schultz et al., 2011).

2.1.3 Relationship Marketing Theory

The Relationship Marketing theory has its roots in the 1980s and early 1990s when scholars, such as Leonard
Berry and Christian Gronroos, shifted their perspectives from the importance of discrete transactions to long-term
exchange. Sustainable competitive advantage is derived from ongoing customer relationships rather not from one-off
sales (Hunt et al., 2006). The model prescribes that firms initiate personalized interactions with customers because most
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customers prefer continuity and develop trust. A mutual commitment through two-way communication between the
firm and the customer will also lead to a relationship where the retained customer will more likely yield better benefits
than acquiring new customers repeatedly (Moller & Halinen, 2000). Service quality, information systems, and
organizational alignment are also prescribed by this theory as areas for investment in order to build such relationships
(Zinkhan, 2002). The major elements of the theory include trust, commitment, communication, satisfaction, reciprocity-
that determine relationship quality; segmentation and personalized relationship strategies; value co-creation mechanisms
like dialogue and feedback; metrics that emphasize customer lifetime value and retention rates (Harker & Egan, 2006;
Lages et al., 2008). The theory also realizes networks and stakeholder relationships apart from just single customers,
falling within both B2B and B2C contexts. Its needs inside harmonization between marketing, sales, and service to give
steady, ongoing relational advantages.

2.2 Empirical Review and Hypothesis Development
2.2.1 Strategic Integrated Marketing Communication and Customer Expectation

IMC unifies all communications activities; for example, customers obtain a consistent brand experience across
many platforms; this helps to establish and shape customers' perceptions by decreasing confusion and boosting brand
familiarity (Ahmed et al., 2024). Because communication can improve the overall experience for customers, consistent
IMC greatly increases customer satisfaction with regard to retail service (Butkouskaya et al., 2023). This provides a
clear foundation for research showing that effective IMC tactics typically foster engagement and preparedness, which
in turn favourably influence how customers perceive their expectations (Payne et al., 2017). Diversification in the
communication mix—public relations, direct marketing, and word-of-mouth—creates synergy that enhances brand
equity, which in turn increases creating favourable effects on customer expectations because it improves customer
contact, claim Gabrielli and Baghi (2016). Each of these channels improves communication with consumers, increasing
their interest in a brand's goods or services. Through the use of many touchpoints and an increase in two-way
communication, an IMC will allow customers to correctly respond to their feedback and align their strategies with the
expectations of their consumers (Wu et al., 2022). Multi-channel IMC also offers the advantage of delivering the
appropriate information at the appropriate point in the customer journey, increasing the likelihood that the actual product
experience will match the expectations of the consumer (Cvetkov-Cikosev et al., 2021). According to Umbreen and Ali
(2013), customers' expectations are raised when their preferences for customer-oriented, interactive, and personalised
IMC activities are met. IMC ensures that the target audience receives a consistent message, according to Blazheska et
al. (2021). This eliminates confusion and aligns the firm's brand promise with the aspirations of its clients. Based on the
above empirical findings, we hypothesize that:

H1: Strategic Integrated Marketing Communication has a significant positive effect on Customer Expectation.

2.2.2 Strategic Integrated Marketing Communication and Customer Satisfaction

Abimbola et al. (2020) discovered that in a few private institutions in South-West Nigeria, the many aspects of
IMCs—public relations, online marketing, advertising, and service promotion—all considerably and favourably
improve customer satisfaction. According to Adnan et al. (2021), IMC methods assist businesses in better satisfying
the demands and expectations of their clients, which ultimately results in increased client satisfaction. According to
Astri et al. (2024), IMC enables banks to better manage customer expectations through timely and clear communication.
Customers also gain a better understanding of the bank's product advantages when IMC is implemented through a variety
of communication channels, which fosters a sense of value and care that improves their overall satisfaction. According
to Yeboah and Atakora (2013), businesses that can integrate their communication to satisfy customers can thrive even
in highly competitive markets. Once a customer's perception aligns with their consumption experience, they are satisfied
and stay loyal to the business. While customers' expressions of loyalty through repeat purchases and identification with
network providers exhibited lower response levels, Egwuonwu et al. (2017) revealed that IMC techniques were more
effective in creating voluntary awareness and good word-of-mouth among customers. According to Fard and Farahani
(2015), companies require an effective communication system to deliver critical messages at the appropriate moment in
order to develop integrated marketing communications and a strong brand image in the minds of their customers.
Advertising, personal selling, sales promotions, and direct marketing are examples of IMC strategies that should be
chosen and coordinated to improve particular customer relational benefits (confidence/trust, social/identification, and
special treatment/price incentives), according to Hsu et al. (2010). Improving these relational benefits results in
increased customer satisfaction. Despite the fact that implementing IMC components raises a company's activity costs,
Burgers et al. (2000) claimed that in the long run, customers are more satisfied and drawn to the products and services
offered by the business. We thus propose the hypothesis below:

H2: Strategic Integrated Marketing Communication positively influences Customer Satisfaction.
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2.2.3 Customer Expectation and Customer Satisfaction

According to Almsalam (2014), customer expectations are preconceived notions about a good or service that
will affect the consumer's choice before making a purchase, their attitudes while using it, and the foundation for
assessing their level of satisfaction after making a purchase. Siagian (2020) demonstrates that discrepancies between
client expectations and perceived service delivery have a direct impact on overall satisfaction levels; as a result,
proactive gap-filling is necessary. Customer expectations are a major determinant of service quality and satisfaction,
according to Rahman et al. (2017). During the service experience, service providers should determine and meet the
needs and expectations of their clients in order to achieve high customer satisfaction. According to Hamza and
Zakkariya (2014), expectancy-disconfirmation is the outcome of consumer happiness. Thus, a customer's level of
satisfaction or discontent is ultimately determined by whether the product or service meets, surpasses, or falls short of
their expectations. This disconfirmation might be positive, zero, or negative. According to Omo-Diagi and Medina
(2015), expectations play a significant role in evaluating the service and determining whether or not one is satisfied.
They went on to say that managing expectations results in satisfied customers. According to Van Thai (2015), this is a
process of comparing perception and expectation; when perception and expectation are equal, people are happy with the
service they received; when perception and expectation are different, people are delighted; and when perception and
expectation are different, people are unhappy. We thus hypothesize that:

H3: Customer expectation has a significant positive impact on customer satisfaction.

2.2.4 Mediating Role of Customer Expectation

Wong and Dioko (2013) argue that customer expectations do not just precede satisfaction but rather moderate
it: high expectations increase the perceived performance to satisfaction relationship, in the same way strengthening the
perceived value to satisfaction relationship. Biswas et al. (2019) noted that expectation confirmation significantly
mediates the relationship between website service quality and customer satisfaction. They further posited that website
service quality positively influences expectation confirmation which consequently has a positive effect on customer
satisfaction toward online shopping (Biswal et al., 2019). Liana et al. (2024) posited that customer experience
significantly mediates the effect of service quality on both word-of-mouth recommendations and repurchase behaviours
in mobile payment services. Kaguma et al. (2023) observed that customer expectations partially mediate the effect of
social data on relationship quality in some selected hotels in Nairobi, Kenya. They go on to state that customer
expectations largely help in cementing the nexus between data and information and relationship quality. Yi and La (2004)
discovered in their study that adjusted customer expectations mediate the relationship between CS and RPI. However,
they argue that the mediating process is more pronounced when the customers are of a lower degree of loyalty. Gerou’s
(2022) study established that customer experience mediates the effect of customers’ emotions on customers’ behavioural
intentions. When customer experience was introduced as a mediator, both emotions and customer experience
significantly predicted behavioural intentions, thereby indicating that customer experience has a very important
intermediary role when emotions are translated into an effect on behaviour. Based on the above empirical evidence we
propose the hypothesis below:

H4: Customer expectation mediates the relationship between strategic integrated marketing communication and
customer satisfaction.

111. METHODOLOGY

3.1 Research design, sample and data collection

The study adopted a cross-sectional survey design. A cross-sectional survey design is defined as a quantitative
approach whereby data is collected from a representative sample at one point in time for the purpose of studying variable
relationships, attitudes, behaviours, or characteristics within a certain population (Connelly, 2016). Cummings (2018)
indicated that cross-sectional designs are very cost-effective and time-efficient as compared to any longitudinal study
because data is collected at just one time point rather than at several intervals. Thus, it reduces considerably not only
the financial resources but also the time investment required to carry out the study. Spector (2019) further noted that
cross-sectional types of designs enable relatively quick studies with large sample sizes, hence facilitating a broader
generalization of findings to the target populations and increasing the statistical power of analyses conducted. The
population of interest was in the Greater Accra Region bank customers. Participants were recruited using a convenience
sampling method. Data was collected via a structured online survey guestionnaire created through Google Forms, and
the link to the survey was shared with potential respondents over social media and email. The questionnaire used
validated measurement scales of three main constructs, strategic integrated marketing communication, customer
expectations, and customer satisfaction. These instruments were adapted from the already established scales used in
previous research studies such that reliability and validity would be taken into consideration. A total of 468 responses
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were obtained successfully from bank customers operating accounts within the study area. Participation was absolutely
voluntary during data collection with strict confidentiality to keep participants' identities private; data collection ran
from February 17th, 2024 up to May 30th, 2024.

3.2 Measures

The study questionnaire thus falls into four major sections. Demographic information constitutes section A with
four questions on gender, age, educational qualification, and occupation of respondents. Strategic Integrated Marketing
Communication (SIMC) Scale is introduced in Section B. Strategic Integrated Marketing Communication was measured
using a full 25-item scale originally developed and validated by Porcu et al. (2017). This multidimensional tool captures
the strategic nature of IMC through four different but related sub-dimensions: Message Consistency comprised four
items. This dimension appraises the degree to which banks have coherent and unified message content across all
communication channels and touchpoints to ensure that customers receive consistent brand messages irrespective of
medium or platform used for communication. The interactivity sub-dimension comprises seven items. This part
evaluates the bank’s ability to hold meaningful and responsive two-way communication with customers, leading to
better customer experience and relation building. The Stakeholder-Centred Strategic Focus dimension had seven items.
This component rates how much banks match their communication plans with the requirements, tastes, and hopes of all
types of stakeholders but more specifically customers so that all efforts in communication are planned strategically for
creating value for stakeholders. There were seven items under the Organizational Alignment sub-dimension. This sub-
dimension checks internal coordination and integration of marketing communication activities across different
departments and organizational levels within the bank, hence ensuring seamless execution of communication strategies.
Respondents rated their agreement with each SIMC item on a scale that runs from 1 to 7 where 1 means “Strongly
Disagree” and 5 means “Strongly Agree,” thus providing room for a fine distinction of perception concerning practices
of strategic integrated marketing communication by banks.

Section C was the Customer Satisfaction Scale, an 8-item scale measured customer satisfaction and synthesized
validated instruments from several recent studies conducted within the contexts of banking and service marketing. The
items were carefully adapted from Zouari and Abdelhedi (2021), Kaur et al. (2021), and Haruna and Osa-Afiana (2022)
to ensure topicality about cultural appropriateness for the Ghanaian banking environment. This composite approach,
therefore, covered a wide aspect through which customer satisfaction could be viewed both functionally and emotionally
with respect to a banking service experience. Those scales were formatted as five-point Likert scales where 1 meant
“Strongly Disagree” and 5 meant “Strongly Agree.” There is adequate differentiation for statistical analysis that remains
easy for the respondent to understand.

Section D was the Customer Expectation Scale. A 16-item scale adapted from the work of Burgers et al. (2000)
measured customer expectations. This study by Burgers et al. has been quite popular for its wide dimensional coverage
regarding customer expectations in service contexts, which has made it one of the recommended works. These scales
cover four important sub-dimensions that depict various aspects related to customer expectations regarding banking
services. The adaptiveness sub-dimension consists of six items. In this dimension, customer expectation is about a bank's
abilities to customize their services, adjust its offerings in response to changing needs, and provide flexible solutions as
well as fulfil individual requirements from customers. The assurance dimension consisted of five items. This dimension
evaluates expectation levels pertaining to competence, reliability, and trustworthiness of banks as well as related aspects
concerning professional service delivery and risk mitigation on the part of banks. The empathy dimension was made up
of three items. This dimension evaluates the customer’s expectation about the bank’s ability to know their individual
needs, provide personalized attention, and show concern interest in the welfare of customers. This was composed of two
items. This sub-dimension evaluates the expectation of customers about the expertise, credibility, and authoritative
position of a bank in financial services and guidance.

3.3 Data analysis

The study used Partial Least Squares-Structural Equation Modelling (PLS-SEM) in warpPLS version 7.0
software. The choice of PLS-SEM was also made very strategically, keeping a view of several methodological
advantages related to the objective of this research and the characteristics of data. Firstly, PLS-SEM has demonstrated
an excellent capacity for managing complex theoretical models with multiple interrelated constructs and thus highly
appropriate for studying multifaceted relationships considered in the present study. Secondly, it is more robust with
small sample sizes than any alternative Covariance-Based Structural Equation Modelling and ensures reliable parameter
estimation in the presence of inadequate data as well. Third, one other area wherein PLS-SEM fits extremely well is
when data do not adhere strictly to assumptions pertaining to multivariate normality since real-world research contexts
seldom respect such distributional requirements. The analytical framework had turned out to be very useful for this
study, which aimed not only to explore the direct linkages between constructs but also the rather complicated indirect
paths through which relationships are manifested (Henseler et al., 2015).
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The data analysis utilized a careful two-stage process and matched the most recommended practices for PLS-
SEM methodology. This detailed framework involved a Measurement Model Assessment, then a Structural Model
Assessment. It began with an evaluation of the psychometric properties of the measurement model by an intensive
reliability and validity check. Internal consistency reliability has also been strictly appraised through indicators such as
Composite Reliability (CR) and Cronbach’s alpha (CA), both set against 0.7 as minimum thresholds to indicate
acceptable levels of reliability (Fornell & Larcker, 1981: Nunnally & Bernstein, 1994). Therefore, this would support
that items under each construct are indeed measuring the intended theoretical concept. The convergent validity was
assessed based on average variance extracted (AVE) in which a minimum threshold value of 0.5 was set for acceptable
convergent validity (Fornell & Larcker, 1981). This threshold means that more than half of the variance for its indicators
has been explained and therefore there is better association between the items with their intended construct rather than
with measurement error. Two complementary approaches were used toward establishing discriminant validity and
testing whether every construct was empirically different from the other constructs in the model. The traditional Fornell-
Larcker was applied in addition to a more stringent criterion, Heterotrait-Monotrait ratio (HTMT) suggested by Henseler
etal. (2015) as providing enhanced capabilities in assessing discriminant validity. More particularly, individual indicator
loadings are above 0.5 which indicates strong item reliability (Memon & Rahman, 2014) so that each indicator
meaningfully contributes to its construct.

Comprehensive testing of the hypothesized relationships between constructs in the structural model was carried
out. Path coefficients together with their respective t-values and p-values were used to determine if the relationships
proposed in the model were statistically significant, as well as how strong they might be in practical terms. This provided
valuable information on what magnitude and direction effects might flow between various theoretical constructs. Also
included was an evaluation of R2 values for all endogenous constructs to describe how much variance could be explained
by predictor variables in this particular model (Cohen, 1988) as another indicator of the utility of this model structure.
Another test of this utility was predictive relevance or Q2 of Stone-Geisser that checks availability for prediction about
indicator values on endogenous constructs outside sample data (Geisser, 1974; Stone, 1974).

A particular focus in this study involved the examination of customer expectations as a mediator within the
conceptual framework. Just as described by Hair et al. (2017), mediation relationships were tested using the VAF-
Variance Accounted For approach, thus making a strong provision for testing any indirect effect hypothesis. It therefore
allows an understanding of detailed routes through which sustainability integration influences organization decision-
making processes and performance outcomes, hence offering a good overview of some important underlying
mechanisms that drive such relationships.

3.4 Ethical Considerations

Ethical considerations were taken into account to protect the rights, dignity, and well-being of all individuals
who were involved, or rather participated, in the research study process. Their participation was subject to a clear consent
statement that was appended at the beginning of the online questionnaire describing the purpose and objectives of the
study as well as the procedures involved and any potential risks or benefits accruable from it. Explicit information
regarding their right to withdraw at any point without any negative consequences was communicated to them. Net
banking on whether or not they participate in this study will have no effect whatsoever on their relationship with their
bank. All information obtained relating to individuals shall remain strictly confidential and anonymous in every
circumstance. No names, account details, or contact number will be taken; all responses are analysed together so there
is no way traceability can ever be connected with any particular individual respondent. Access is secured for only one
researcher when a questionnaire is online and therefore, access by anyone else for viewing or analysing data. In keeping
with the provisions of the Data Protection Act 2012 (Act 843) of Ghana and general rules on data protection, all
electronic and physical records were securely stored with access limited only to the researcher and some authorized
personnel. In addition, the respondents were assured that the information they provided would be used strictly for
academic purposes and would never find its way to a third party.

IV. FINDINGS & DISCUSSION

4.1 Descriptive Results

The demographic profile of the study participants is displayed in Table 1 below. The gender distribution of the
sample was nearly equal, with women taking a slightly larger percentage at 52.4% (n = 245) than men did at 47.6% (n
= 223). More precisely, the majority of respondents fall into middle-aged categories, with the largest segment being
those between the ages of 41 and 50 (26.9%; n = 126), followed by those between the ages of 31 and 40 (23.9%; n =
112), and those between the ages of 51 and 60 (20.7%; n =97). Young respondents between the ages of 18 and 30 made
up around sixteen percent of the sample as a whole, while those over sixty made up just about twelve percent. The
sample's high level of education was indicated by tertiary qualifications. First-degree holders made up the greatest
percentage of respondents (34.6%; n = 162), although postgraduate degree holders came in second (31.2%; n = 146).
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15.2% (n = 71) of the sample had a senior high school, vocational, or technical school education, whereas 19.0% (n =
89) had a Higher National Diploma or Diploma qualifications. According to the occupational profile, the largest group
was entrepreneurs (30.6%; n = 143), followed by employees of the government sector (26.3%; n = 123) and those of
the private sector (23.3%; n = 109). Students made up the smallest occupational category with only over 6% of the
respondents, while pensioners made up nearly 14%. Banks that are privately held are preferred by the majority of
respondents over those that are government owned.

Table 1
Demographic Characteristics of Respondent.

Variable Category Frequency Percentage

Gender Male 223 47.6
Female 245 52.4

Age group 18-30 years 76 16.2
31-40 years 112 23.9
41-50 years 126 26.9
51-60 years 97 20.7
Above 60 years 57 12.2

Educational level SHS/Vocational/Technical School 71 15.2
Higher National Diploma/Diploma 89 19.0
First Degree 162 34.6
Postgraduate Degree 146 31.2

Occupation Student 28 6.0
Private Sector Employee 109 23.3
Government Sector Employee 123 26.3
Entrepreneur 143 30.6
Pensioner 65 13.9

Type of Bank Private Owned Bank 291 62.2
Government Owned Bank 177 37.8

4.1.1 Measurement Model Assessment

Table 2 below presents the results of the reliability, variance inflation factor (VIF), factor loadings, and
convergent validity for the constructs of Strategic Integrated Marketing Communication (SIMC), Customer Expectation
(CEXP), and Customer Satisfaction (CSAT). The VIF values for all constructs were below the threshold of 5, indicating
the absence of multicollinearity concerns. The outer loadings for SIMC ranged from 0.618 to 0.808, for CEXP from
0.617 to 0.804, and for CSAT from 0.618 to 0.808, demonstrating adequate indicator reliability. Cronbach’s alpha (CA)
values were above the acceptable threshold of 0.70 for all constructs, with SIMC at 0.786, CEXP at 0.857, and CSAT
at 0.828, suggesting internal consistency. Similarly, the composite reliability (CR) values for SIMC (0.804), CEXP
(0.883), and CSAT (0.870) exceeded the recommended threshold of 0.70, further confirming reliability. The Dijkstra’s
PLSc reliability (DPR) values were also satisfactory, ranging from 0.839 to 0.879. Moreover, the average variance
extracted (AVE) for all constructs was above the 0.50 benchmark, with SIMC at 0.582, CEXP at 0.571, and CSAT at
0.659, thereby establishing convergent validity. Note: VIF = Variance Inflation Factor; CA = Cronbach’s Alpha; CR =
Convergent Reliability; DPR = Dijkstra’s PLSc reliability; AVE = Average Variance Extracted

Table 2

Reliability, VIF, Loadings and Convergent Validity
Construct No. of items Outer VIF | Outer loadings range CA CR DPR AVE
SIMC 25 1.607 0.618-0.808 0.786 0.804 0.879 0.582
CEXP 16 2.434 0.617-0.804 0.857 0.883 0.869 0.571
CSAT 8 2.191 0.618-0.808 0.828 0.870 0.839 0.659

Table 3 below presents the correlations between latent variables based on the Fornell-Larcker criterion. The
results show that the square root of the average variance extracted (AVE), which is represented by the diagonal values,
was higher than the corresponding inter-construct correlations. Specifically, the square root of AVE for Customer
Satisfaction (CSAT) was 0.812, for Customer Expectation (CEXP) was 0.756, and for Strategic Integrated Marketing
Communication (SIMC) was 0.763. These values were greater than the off-diagonal correlations between constructs,
such as the correlation between CSAT and CEXP (0.727), CSAT and SIMC (0.534), and CEXP and SIMC (0.597). This
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indicates that the constructs demonstrated discriminant validity, as each construct shared more variance with its
indicators than with other constructs.

Table 3
Correlations between Latent Variables (Fornell-Larcker Criterion).
CSAT CEXP SIMC
CSAT 0.812
CEXP 0.727 0.756
SIMC 0.534 0.597 0.763

Table 4 below presents the Heterotrait—-Monotrait (HTMT) ratio of correlations among the latent constructs.
The results indicate that all HTMT values were below the conservative threshold of 0.85 and the more lenient threshold
of 0.90, confirming discriminant validity. The HTMT ratio between Customer Satisfaction (CSAT) and Customer
Expectation (CEXP) was 0.862, between CSAT and Strategic Integrated Marketing Communication (SIMC) was 0.641,
and between CEXP and SIMC was 0.735. These findings demonstrate that the constructs are empirically distinct and
meet the required criteria for discriminant validity.

Table 4
Heterotrait-Monotrait (HTMT) Ratio
CSAT CEXP SIMC
CSAT
CEXP 0.862
SIMC 0.641 0.735

4.1.2 Structural Model Path Coefficient

Table 5 below presents the results of the path analysis for the hypothesized relationships among the constructs.
The findings show that all proposed hypotheses were statistically significant and accepted at p < 0.001. Specifically,
Strategic Integrated Marketing Communication (SIMC) had a strong positive effect on Customer Expectation (CEXP)
(B =0.605, t = 14.070, SE = 0.043), supporting H1. Similarly, SIMC significantly influenced Customer Satisfaction
(CSAT) (B = 0.542, t = 12.605, SE = 0.043), confirming H2. Customer Expectation also demonstrated a significant
positive relationship with Customer Satisfaction (p = 0.634, t = 14.744, SE = 0.043), supporting H3. Furthermore, the
mediating effect of Customer Expectation in the relationship between SIMC and CSAT was significant (f = 0.384, t =
12.387, SE = 0.031), confirming H4. Collectively, these results suggest that both direct and indirect effects of SIMC are
critical in enhancing Customer Expectation and ultimately improving Customer Satisfaction.

Table 5

Path Analysis
Hypothesis Hypothesized Path Path Coefficient t-value SE Decision
H1 SIMC — CEXP 0.605*** 14.070 0.043 Accepted
H2 SIMC— CSAT 0.542%** 12.605 0.043 Accepted
H3 CEXP — CSAT 0.634*** 14,744 0.043 Accepted
H4 SIMC — CEXP — CSAT 0.384*** 12.387 0.031 Accepted

Note: ***p < 0.001, **p < 0.01, *p < 0.05; SE = Standard Error

4.1.3 Mediating Effects

Table 6 below presents the results of the mediation analysis. The findings indicate that Customer Expectation
(CEXP) partially mediates the relationship between Strategic Integrated Marketing Communication (SIMC) and
Customer Satisfaction (CSAT). The indirect effect of SIMC on CSAT through CEXP was 0.384, while the total effect
was 0.542. The variance accounted for (VAF) was 70.849%, which falls between 0.20 and 0.80, thereby confirming
partial mediation according to the guidelines of Hair et al. (2017). This suggests that SIMC not only directly influences
CSAT but also exerts a substantial indirect effect through CEXP, highlighting the crucial role of customer expectations
in explaining the pathway between integrated marketing communication and satisfaction outcomes.

Table 6

Mediating Effect
Path Indirect Effect Total Effect VAF (%) Mediation type
SIMC — CEXP — CSAT 0.384 0.542 70.849 Partial
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Table 7 below presents the coefficient of determination (R?), adjusted R?, and predictive relevance (Q?) for the
endogenous constructs. The results indicate that Strategic Integrated Marketing Communication (SIMC) explained 36.6%
of the variance in Customer Expectation (CEXP) (R2 = 0.366; Adj. R2 = 0.365), while SIMC and CEXP together
explained 54.8% of the variance in Customer Satisfaction (CSAT) (R2 = 0.548; Adj. R?2 = 0.546). Both R2 values exceed
the threshold of 0.25 recommended for moderate explanatory power in social sciences, suggesting that the model has
substantial predictive capability. Additionally, the Q? values for CEXP (0.366) and CSAT (0.547) were greater than
zero, demonstrating predictive relevance of the model (Hair et al., 2017). Collectively, these results indicate that the
structural model demonstrates adequate explanatory and predictive power for the endogenous constructs.

Table 7

Coefficient of Determination and Predictive Relevance
Construct R? Adj. R? Q? predict
CEXP 0.366 0.365 0.366
CSAT 0.548 0.546 0.547

Table 8 below presents the model fit indices for the structural model. The results demonstrate that the model
achieved acceptable and robust levels of fit across multiple indices. The average path coefficient (APC = 0.466, p <.001),
average R-squared (ARS = 0.457, p < .001), and average adjusted R-squared (AARS = 0.455, p < .001) were all
statistically significant, indicating strong explanatory power. Multicollinearity was not a concern, as the average block
VIF (AVIF = 1.563) and the average full collinearity VIF (AFVIF = 2.077) were below the threshold of 5 and within
the ideal benchmark of 3.3. The Tenenhaus goodness-of-fit index (GoF = 0.394) exceeded the recommended cut-off for
large effect sizes (> 0.36), suggesting a strong global model fit. Additionally, the Simpson’s paradox ratio (SPR = 1.000),
R-squared contribution ratio (RSCR = 1.000), statistical suppression ratio (SSR = 1.000), and nonlinear bivariate
causality direction ratio (NLBCDR = 1.000) all met or exceeded their recommended thresholds, further supporting the
robustness of the model. Collectively, these indices confirm that the structural model demonstrates strong explanatory,
predictive, and overall fit quality.

Table 8

Model Fit Indices
Model Fit Index Test Statistic | p-value Criterion
Average path coefficient (APC) 0.466 p <.001 | Acceptable if <0.05
Average R-squared (ARS) 0.457 p <.001 | Acceptable if <0.05
Average adjusted R-squared (AARS) 0.455 p <.001 | Acceptable if <0.05
Average block VIF (AVIF) 1.563 — Acceptable if <5, ideally < 3.3
Average full collinearity VIF (AFVIF) 2.077 — Acceptable if <5, ideally < 3.3
Tenenhaus GoF (GoF) 0.394 - Small > 0.1, Medium > 0.25, Large > 0.36
Simpson’s paradox ratio (SPR) 1 — Acceptable if > 0.7, ideally = 1
R-squared contribution ratio (RSCR) 1 — Acceptable if > 0.9, ideally = 1
Statistical suppression ratio (SSR) 1 — Acceptable if > 0.7
Nonlinear bivariate causality direction ratio | 1 - Acceptable if > 0.7
(NLBCDR)

4.2 Discussion

The findings validated that strategic integrated marketing communication can greatly raise customer
expectations. The results revealed that banks could directly raise the patient’s expectations for their products and services
through the successful implementation of SIMC. This may be done by ensuring consistent messaging, coordinated cross-
channel communication, and aligned brand positioning. In simple terms, a bank that communicates to its clients that it
is trustworthy and competent in delivering to meet their demands on high quality and prompt response—and overall
positive experience—will set clienteles who have such high standards for its offerings. The more expertly a bank
manages and integrates its communication to match exactly what type of offerings those clients are looking for, the
offerings they will be expecting. This finding also validates what was argued before by Mihart (2012) that customer
expectation becomes an ultimate crucial standard against which product performance is measured in the final stage of
the consumer's decision-making process. It is these expectations that can shape buying behaviour going forward and
guide IMC strategies. The findings of this study also corroborate the argument advanced by Mihaela (2015) that for
communication efforts to be more effective and efficient, IMC strategies and messaging should pay great attention to
existing consumer expectations-in addition to new ones that need to be fulfilled.

Strategic integrated marketing communication positively influences customer satisfaction. This means that
banks practicing strategic IMC are not just good at marketing but also build gratifying relationships with their customers,
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which is essential in sustaining profitability in the long run amidst a highly competitive market. The results of this study
hence corroborated the findings of Wantara and Prasetyo (2023), who indicated that integrated marketing
communications significantly influenced the satisfaction of tourists visiting natural tourism sites at Sampang Regency,
Indonesia. This was strongly supported statistically via a path coefficient of 0.812, t-value 89.927, and p-value <0.001.
More accurate marketing messages create consumer responses that boost visitor satisfaction as well. The clearer and
more precise any marketing communications are, then favourably will the client respond with heightened satisfaction.
It is, therefore, most useful to maintain coherence and uniformity of communications across various channels.

The findings of the study also validated significant effects of customer expectations on customer satisfaction.
The results indicate that a customer's performance, goods, or quality of services delivered by his bank play a significant
part in deciding whether he will be happy with his actual banking experience or not. These results support the findings
made by Almsalam in 2014, that consumer expectations positively influence customer satisfaction. This is because
failure to meet or overtake the expectations of consumers leads to dissatisfaction as well as loss of clients; therefore,
marketers need to know these expectations in advance. For instance, adequate information on what customers expect
will help the bank fill effectively the gaps between the service performance and customer expectation (Almsalam, 2014).
The study findings also align with those of Ofosu-Boateng and Agyei (2020), who found out that consumer expectations
have a very strong influence on customer satisfaction. They posit that managing expectations is key to achieving a high
level of customer satisfaction, and that expectations of customers are an important factor in the satisfaction

The study findings also indicated that the relationship between customer happiness and strategic integrated
marketing communication is partially and strongly mediated by customer expectations. This finding agrees with Fu et
al. (2020) who noted that pre-usage expectations have an indirect effect on customer satisfaction through confirmation.
They argue that in this case, confirmation is influenced by the customer's original expectation as well as perceived
performance after usage. This finding also supports Habel et al., (2016) who noted that service expectations have an
indirect positive effect on perceived performance (via a placebo effect) as well as a direct negative effect on satisfaction
(via disconfirmation). The indirect effect is less salient when consumers process information systematically. The
findings of this study corroborate the assertions made by Yi and La (2004) that it is adjusted expectations which mediate
the relationship between customer satisfaction and repurchase intention. Since future intentions are more influenced by
episodic events and recent transactional experiences in the minds of non-loyal customers, this mediation will most
probably be more significant for them.

V. CONCLUSION & RECOMMENDATIONS

5.1 Conclusion

The study implemented a careful probing of the complex links between SIMC and customer satisfaction in the
Ghanaian banking sector, giving particular attention to the mediating effect of customer expectation. Results
compellingly prove that strategic integrated marketing communication plays an important role in driving both customer
expectations and satisfaction within the African banking environment. The research clearly indicates that strategic
integrated marketing communication positively influences customer expectation, showing that banks using coordinated
consistent messaging through different channels raise customer expectation about service quality as well as the overall
bank experience. This finding brings to light how powerful well-planned communication strategies are in forming
perceptions and setting performance benchmarks against which relationships with banks will be judged. It also verified
the direct positive relationship between strategic integrated marketing communication and customer satisfaction which
underscores that banks who deploy broad IMC strategies are essentially better at delivering satisfying experiences to
customers. This goes beyond just being more effective at marketing to the development of meaningful long-term
relationships with customers which is very important for competitive advantage in the banking sector. The results,
therefore, bring out strongly the role that customer expectations play in determining satisfaction. The finding above sits
well with what has been offered regarding the importance of managing customer expectations as a part of overall holistic
management of customer relationships in banking. Perhaps more importantly, it confirmed customer expectation as a
partial yet significant mediator between strategic integrated marketing communication and customer satisfaction. These
finding sheds light on the mechanism of SIMC’s influence on satisfaction, not only by its direct effect but more
importantly by an intervening variable that first affects customer expectations and then their resultant satisfaction.

5.2 Recommendations

Strategic Integrated Marketing Communication (SIMC) frameworks should be tailored so that message
consistency is well articulated at the level of customer touchpoints, harmonizing digital platform alignments, branch
communications, and advertising campaigns as well as interactions through unified brand experiences for all banks in
Ghana and other financial institutions in Africa. The program incorporates expectation management programs with
standards setting compelling but realistic by establishing transparent communication of service, product, and delivery
time to the customers about what they will be receiving. Such a relationship monitoring system that would measure
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respondent feedback sessions as well as focus groups can further enhance the strengthening of customer relationships
in the application of improved Strategic Integrated Marketing Communication (SIMC) strategies with its results used
for fine-tuning the present systems. Training integrated communication strategy for customer-facing staff has to be
trained throughout an institution on how to maintain consistency. Also, using new customer relationship management
(CRM) systems and marketing automation tools will join channel talk and give clues about what customers are thinking.
In the end, groups should check their talk plans often to make sure message steadiness and fit across different stages.
When done in a set way, these tips can help Ghana banks and other African money groups make the best use of planned
joined marketing talk, boost customer happiness, and finally build trust and long-term profit.
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