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Abstract

The survival of any organization in a highly conijpeg environment depends on
its ability to provide the best service qualityit® existing customers as the quality
of service is a key factor in the success of aggmization. Though a stable supply
of enough energy is a must for industrializatiorthi&pia's growing industrial
sector has come with an unprecedented rise in posamand. Despite the
introduction of quality improvement programs angesal customer care packages
in the past, service quality gaps are still endgriim EEPCo.The study has the
objective of assessing industrial customers’ satisbn on service quality using
SERVQUAL model. It also addresses the problemsualitg gaps through the
survey done at EEPCo, South Addis Ababa Regiorstriducustomers. The study
was conducted using a descriptive survey methodentie respondents were
industrial customers and frontline managers. Thmgla size was 333 industrial
customers and these were selected using simpl@nassdmpling technique. Front
line managers were selected through purposive sampMoreover, structured
guestionnaires and interviews are tools used tdgatelevant information and
statistical tools like percentage, tables and chante used to analyze the data. The
study shows performance of EEPCo in providing dqualervice to its industrial
customers is not in a situation to meet their etgtems. In all dimensions of the
SERVQUAL,; tangibles, reliability, responsivenessipathy, and assurance, it's
found that there is a negative gap between sereiggectations and service
perceptions.Therefore, the Corporation should coupe with an appropriate
service delivery standards, proper complaint hamgllimechanisms, relevant
training for its employees, and strengthening denisnaking power of employees.
Decision makers also have to exert maximum effortquality improvement
programs so that the corporation ensures industitomers satisfaction.
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1. Introduction
1.1Background of the Study

In today’s global and turbulent environment, orgatibpns compete not only
with local companies but also with foreign counparts in manufacturing
and providing superior goods and services. It$s abvious that in today’s
competitive environment, coming with differentiatadd superior service
offer has no substitute. Apart from goods, sewsioeed special care and
attention due to its nature. Kumar(2008) furtheplaxs thatwhen an
organization produces goods and services of quatityconomic cost and
consistently meeting the customers’ needs,therothanization is said to
have satisfied customer. Customer satisfactioees s a key performance
indicator within business. In a competitive markatp where businesses
compete for customers, customer satisfaction i asea key differentiator

and increasingly has become a key element of bssisteategy.

Electricity sales have been growing at the faspsste ever with 13.5%
growth in the past five years. This rapid growthdemand started in the
year 2000 and get faster in the latter years. Itoide noted that this
unprecedented growth was also accompanied by fnécared substantial
power cuts. This means unconstrained demand gnewtitd be even faster,
probably close to 20 percent per year (Ethio ResouBroup, 2009).
Besides fastest demand for electricity, the studglentaken by Japanese
Embassy in Ethiopia (2009) shows that enhancenfethiecenergy sector is
a must in order to maintain the economic growth Bedome a middle-
income country in 20-30 years through industridgima considering the
difficult macro-economic situatio8ince the Corporation’s service delivery
process to satisfy the needs of its industrialarasts will lay a foundation for

industrial led economystrengthening the energy supply and scaling up
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quality has prominent rolein bringing economic gtiowand macro-
economic stability.

Excellent service can be energizing because itiregjuhe building of an
organizational culture in which people are chalehgo perform to their
potential and are recognized and rewarded when teeyBerry et.al.,
1994). In contrast to this, several organizationsndt give emphasis to
excel such competence. This in turn will lead tompservice delivery and
less profit. Satisfaction is not an easy feelimge the customers are always
in question to meet their limitless needs. Recei@lystomer satisfaction is
the daily issues of many people and institution&ihiopia. The reason is
that it is being widely used on the progress fooneenic, business and

social activities. Customers are the main actothaise activities.

According to Ethio Resource Group (2009) study,ctiety is a critical

economic infrastructure. If not delivered where awviten needed, serious
damage ensues for the economy. Considerable paltentput has been lost
due to power cuts in the past few years. Potembistes from power
disruption will increase in the future as the ecagarows and the relative
contributions of the industry and service sectoxgdase in the economy.
Power supply must increase as rapidly as demamddm such losses and
to ensure sustained growth. This is the rationpuwhich the government

is accelerating its investment in expanding the grosystem.

The existing annual electricity production capaatyhe Ethiopian Electric
Power Corporation (EEPCo0) is about 2178 MW and thenber of

customers is about 2.26 million. Even if the numbércustomers has
increased by more than 20% annually, EthiopiantEtePower Corporation
(EEPCo) cannot meet the need for electric powePE&k 2011/12). The
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corporation, therefore, ought to think about it avatk hard strategically to
meet the power supply need of the socio-economi@ldpment of the

country.

According to Ethiopian Electric Power Corporati®fEQCo) annual bulletin
of 2011/2012, concerning quality of supply, thevgsr quality in the
electrified areas is not satisfactory. This is tlugoor design, lack of care
and negligence during implementation, and lackabieduled maintenance.
This resulted in inappropriate conductor size mdistribution system, poor
quality of construction, lack of maintenance, tfanser overloading, phase
imbalance, extended outage times under faulty ¢tamgihigh system losses
and poor safety situation has also time and agdfacted technicians as
well as the general public.

Despite the fact that quality service provision aewlsuring customer
satisfaction is a key issue for all categories o$temers, looking the
problems faced by industrial customers is indispbles Ethiopian Electric
Power Corporation (EEPCo) collects about 80% ofretgenue from only
20% of its industrial customers. As the importamtcibutor of the revenue,
they should be given special consideration. Howegentinuous power
interruption, low level of responsiveness, unaldlepérform the promised
service dependably and accurately and the likeegssaare the problems
raised by industrial customers of Ethiopian ElecRbwer Corporation. To
this end, it is important to assess industrial @wsrs’ satisfaction on
service quality so that EEPCo knows the seriousnéske problem and

give remedial solutions.
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1.2 Objectives of the Study

The main objective of the study is to explore amdl@ate the satisfaction
level of industrial customers on service qualityE®PCo.The study also
focused on achieving the following specific objees:
* To identify the gap between industrial customergextations
and perceptions of service quality.
* To measure the quality of service and level of stdal
customers’ satisfaction.
* To identifyorganizational factors that affect inthied customers’
satisfaction.
* To pinpoint the most effective ways of closing segvquality

gaps and chooses which gaps to focus on.

2. Literature Review

2.1 Related Theories

As a management philosophiheory of constraints (TOC),as described by
Hollye (2007),states that the use of the principladerlying the problem
solving paradigm lead to significantly increasedtomer service quality
with respect to all five dimensions of customewnsmr quality. By using the
principles underlying this paradigm, problems emtered as a result of
incorporating new technology or problems with tesessment of proposed
changes to the service system can be minimizediminated, leading to
improved customer service quality. The use of thiecgples underlying the
logistics paradigm was found to have a significafiect on each of the

dimensions with the exception of tangibles. Undher Ibgistics paradigm, a
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systemwide view must be taken. Having this broad perspedeads to
better customer service quality. The principles arhyihg the global
performance measurement paradigm were not foundffect customer

service quality.

The other theory related to quality servicegmneric theory of service
guality. According to Senge et, al. (1993), the generaoti of service
quality and capacity has been elaborated in a mgsthynamic model. The
service quality/capacity model stimulates a sergeeter where customers
enter the system and after a waiting-time, are eserigy the center’'s
employees. Service capacity i.e., service persoryedrs of experience,
skill and motivation is required to provide that\see; the desired amount
of capacity is determined by the desired level odldqy, and the desired
throughput of the service center. If a particulguest is not satisfied to the
customer’s standard, it comes back in to the servack log and has to be

reprocessed as rework.

The following figure shows the whole picture of theory.
Service back log ]
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Figure 1. Systems dynamic model (Source:Sengé. €1983)

The other important theory in relation to the issudisconfirmation theory,

which argues that ‘satisfaction is related to time sand direction of the
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disconfirmation experience that occurs as a restltomparing service
performance against expectations’. Ekinci et, @004) clarify thatit is a
judgment that a product or service feature, orgraluct or service itself,
provided a pleasurable level of consumption-reldtéfillment, including

levels of under- or over-fulfillment.
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Figure2. Disconfirmation theory model (Source:Eketg al., 2004)
2.2 Conceptual Review
2.2.1 Customer Service and Service Concept

For a service sector, the whole range of activitg generation of income
swivels around the customer (Mengi, 2009). The scab services

marketing is enormous. About half of what is spgoes for services, and
two thirds of nongovernmental jobs are in servitdustries. It is predicted
that the service sector will continue to grow faskan the goods sector of

the economy (Stanton et, al.1991). As societiesofnec increasingly
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affluent, more of their resources are devoted twices. In the U.S., more
than three-quarters of the workforce is employedtha service sector
(Heitzer et,al, 2011), the share of services in GP®Rore than 74% while
the share of manufacturing is less than 20% (Ramaswet,al, 2002). In

addition, Kim et,al. (2013) described that Custommamagement is a very
important issue for organizations across the wdktause a large majority
of firms pursuing global management are considedivgrse strategies to
achieve dominance in fiercely competitive marketsl aeduce gaps in
product quality between brands through technoldgievelopment, it is

vital that they strengthen their competitivenesseims of intangibles such

as services.

According to Berkowitz et,al. (1994), service isfided as an intangible
items that an organization provides to customensth@ other hand, Stanton
et,al. (1991), states that most product offeringsaamix of tangible goods
and intangible services, located on a spectrumimgnigom pure goods to
pure services. However, services are identifiaiigngible activities that
are the main object of a transaction designed doige want — satisfaction
to customers. Others like Singh (2002) look servas any activity
undertaken for the express purpose of aiding custenmWhile this is a

rather vague statement, it excludes many activities

In this era of globalization, the concern for see@ should be seen at upper
hand. Since customers are the major focus of ebeiginess activity,
organizations must exert maximum effort to enhaheeservice provision.
At the same time, organizations need to look theviee setting
strategically.On the other hand, customer sengcthé set of activities an
organization uses to win and retain customers’statiion. It can be

provided before, during,or after the sale of thedpct or service and
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viewed strategically as it is the decisive factor iong term survival and
profitability of the firm.

Besterfieldet, al (2004) described elements of aust service as: (i)
Organization - identify  each market  sector,write wdo
requirments,communicate requirments,organize psesgsrganize physical
space. (i) Customer care — meet customer’s expaata get the customer’s
point of view,deliver what is promised, make thestomer feel valued,
respond to all complaints, over-respond to thearust, provide a clean and
comfortable customer reception area. (ii)Commuiica— optimize the
trade off between time and personal attention, mmire the number of
contact points, provide pleasant , knowleagabld,eamthuastic employees,
write documents in customer friendly language. ExQnt-line people — hire
people who like people, challenge them to develogier methods, give
them the authority to solve problems, serve therm@&snal customers, be
sure they are adequately trained, recognizd andarced for their
performance. (v) Leadership—lead by example, listenthe front-line
people, strive for continous process improvementider to fulfill the
needs and wants of customers, getting informa#ibaut these service

elements are significant.

2.2.2 Attributes of Service

Many authors like Gilmore (2002);Kotleret,al. (200&nd others wrote
much on the unique characteristics of services. éd@y Kumar’'s (2008)
description of services attributes is comprehenane described as:

* Services are typically intangible.

» The production and consumption of many servicesianeltaneous.

* The service may not be separable from the perstimeaseller.
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* The customer may be involved in the service peréorce.

» The service process including staff at the custonmterface
becomes integral to service quality.

» Variability exists in services depending upon irgpahd resources;
guality can be affected and resulted in lack ohd#adization so the
use of quality indicators and standards in the eatignal sense is
difficult.

* Many purchases cannot be stored to meet fluctuatrodemand.

2.2.3 Service Quality

Quality is critical to corporate success as it playvital role in improving
organizational productivity. Jan Van (2009) defireahlity as ‘the totality
of inherent characteristics of a product or sertie bear on its ability to
increase the demand for that product or servieefixed price’ and can best
be measured by capturing customer perceptionsegbeinformance of those
characteristics. Service quality is an outgrowth tbk total quality
management (TQM) movement of the 1980s and suffesen that
movement's focus on the provider rather than théuevaderived by
customers (Klaus et,al., 2012). When compared eoymt quality, service
quality is difficult to measure, define, controldamommunicate (Stanton,
1991). He also added that assuming similar timeklacations, quality of
service is the only factor that differentiates thierent offerings. In view
of meeting customer requirements, Oakland (200&estthat it has wide
implications and may include availability, deliveryreliability,
maintainability, and cost effectiveness, are ammiagy other features.

For an organization to be truly effective, eachitefcomponents
must work properly together. Each part, each attjvieach
person in the organization affects and is inturrieetied by
others. Errors have a way of multiplying,and faguo meet the
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requirments in one part or area creats problems

elsewhere,leading to yet more errors,yet more mais, and so

on. (Oakland,2006, pp.15)
Customer service and delivering quality service ti® major issue
determining the competitive edge of organizatidmsck of or failure to
meet quality will lead an organization to loseallsome of its customers. A
great emphasis is needed for a service to retdintsalqualities that
customers need. Quality in a service business éegnie a measure of the
extent to which the service provided meets thearnst’'s expectations. In
the modern highly competitive business world , #ey to sustainable
competitive advantage lies in delivering high qiyalservice that will
inturn,lead to satisfied customers. Customer satigfn is considered a pre
requisite of customer retention and loyalty, anch daelp to boost

profitablity, market share and return on investment

According to Gronroos (1994) cited in Anglova et(@011) there are three

dimensions of service quality stated as:

1. Technical Quality which involves what the customer is receivingriro
the service delivery. This can be measured by tmswmer in a rather
objective manner.

2. Functional Quality,which involves the manner in which the service is
delivered. This concerns the psychological inteoadbetween the buyer
and the seller perceived in a very subjective wand would include
elements such as: Attitudes and behavior of empky&pproachability
of service personnel; Accessibility of service;, Appance and
personality of personnel; Relationship between enyg#s, and
Interrelationships between employees and customers.

3. Corporate Imagdimension of quality is the result how consumers

perceive the firm, and it is expected to be bujt mainly by the
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technical and functional quality of its servicesdavill eventually affect

service perceptions
2.2.4 Customer Satisfaction

Several researchers emphasized the importancestafroar service as a key
for organizational success. Arshi et, al. (2013pppund that the most
productive output of an organization is productadrcustomer satisfaction.
The real value lies in delivering customer satistec which precedes
customer retention and profits. Although most orgations understand the
importance of this stakeholder, few are able to minthemselves to
achieving customer satisfaction. For them custosegvice is an attitude

and not a department or competency.

A customer-led company recognizes that its onlg tagsets are satisfied
customers. Without satisfied customers the balaheet’'s assets are merely
scrap. The notion of customers as assets is nbitl@spphical point , but a
hard, economic one. Companies can actually meadkaréfetime valueof
customers and estimate the potential revenuesitleyenerate. The results
can be staggering and should open the eyes of reareayg to the profit
implications of being customer led(Doyle,2002).supporting the idea Jyot
et,al.,, (2012) put forward that conforming to cusé&r's needs and
expectations is the essence for success in todmygmess. Organizations
that understand what customers really want andigecw product or service
to meet these requirements can gain competitiveardege and profit.
Generally speaking, if organizations improve theammunication with
their customers and commit themselves to delivecungtomer service and
develop necessary competencies for it, they woeldalble to deliver the

desired level of customer satisfaction and meetrggtional goals.
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2.2.5 Service Quality and Customer Satisfaction

Issues of service quality and customer satisfadigoat the heart of services
marketing and management. Both are seen as desimltputs of any
service strategy. Taking account of their differengin Baron et,al. (2003)
state that quality is generally conceptualized mstitude, the customer’s
comprehensive evaluation of a service offerings built up from a series of
evaluated experiences and hence is less dynamic Hagisfaction.

Satisfaction is the outcome of the evaluation asaarer makes of any

specific transaction.

Baron et, al. (2003) also discuss that in measyergeived service quality
the level of comparison (that is, expectation) isatva consumeshould
expect, whereas in measures of satisfaction theopppte comparison is
what a consumerould expect. On the other hand, Parasurman et,al. (1988)
maintain that customer satisfaction is distinct nfroservice quality.
Satisfaction is thought to result from the comparidvetween predicted
service and perceived service, whereas serviceityusdfers to the

comparison between desired service and perceivettse

Customer satisfaction or disatisfaction is the onote of providing value
that meets or doesn’t meet the customer’s needhah dituation. Service
qguality must be measured as antecedent to bothoroest value and
satisfaction, measure the value perceived by cus®rmuring usage, and
measure the satisfaction or disatisfaction thatthe realized end
state(Oakland,2006). Saxena (2002) also addedtistdmer satisfaction is
a function of customer expectation from the firnd &ime actual performance
by the firm. Expectations shape a customer’s pé¢iaemf the product /

firm’s performance. Thus,
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Customer satisfaction = Actual performance by fn@/ACustomers
expectations

2.2.6 Methods of Measuring Service Quality

Service companies spend substantial time and res®wn measuring and
managing customer satisfaction, customer loyalty service quality. They
should identify and regularly measure critical edenis of customer service
against performance standards. Differences betwstandards and
performance should form the basis for modifyingtooser service. Gilmore
(2002) discusses that Measurements need to takerdcof different types
of concepts and customers. Indeed, different measemt criteria are
required for different concepts such as servicdityuaustomer satisfaction,
customer perceptions, expectations and loyalty. essment of these
concepts will also entail the use of different meag) scales, and scope of
opinions, attitudes and behavior. The following @®ve of the methods used

to measure service quality in this study.

Gap Model

According to Parasuraman et, al. (1985) cited immiku (2008), service
guality is a function of the gap between customexgectations of a service
and their perceptions of the actual service dedgely the organization.
They suggested that this gap may be influencedtbgraaps which may
occur in the organizations. By support of the cphc&otler et, al (2009)
dictate the five gaps influencing service qualgy a

e Gap 1: Consumer expectations — management perceptidns

consumer expectations.
* Gap 2: Management perceptions of consumer expectationseser

quality specifications actually set.
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Gap 3: Service quality specifications — actual serdeévery.

Gap 4: Actual service delivery — external communicatabout the
service.

Gap 5: Gaps 1-4 together contribute to consumers’ etgpiens and

perceptions of actual service.

Servqual

As competition becomes more intense and envirormhdattors become

more hostile, the concern for service quality groliservice quality is to

become the cornerstone of marketing strategy, taketer must have the

means to measure it. According to Ramasawamy et,(26102) the

SERVIQUAL model provides a reliable methodology fareasuring

customer satisfaction in a service situation. Bkseto measure perceived

service quality on the basis of five parameterstldfoet,al. (2006) also

agree with the idea and suggest the following SERXQ attributes in

measuring perceived service quality.

Tangibles:ithe appearance of firm’'s physical facilities, eauognt,
personnel and communication material.

Reliability: the firm’s ability to provide the service dependaahd
accurately.

Responsiveness:the firm’s willingness to help customers and its
ability to provide prompt service.

Assurance: the employees’ knowledge, competence, courtesy and
ability to inspire confidence in customers.

Empathy:the individual attention the firm provides to itsstomers,

including access, communication and caring.
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Gilmore (2003) also added that SERVQUAL is based measuring

customer satisfaction in terms of the relationdtgpwveen expectations (E)
and outcomes (O). If the outcome (O) matches eapieos (E), then the
customer is satisfied. If expectations (E) exceeel dutcome (O), then
customer dissatisfaction is indicated. If the ouoteo (O) exceeds
expectations (E), then customer ‘delight’ may be tbsult. Other writers
like Mudie et,al. (2006) propound that awards aedification are granted
to companies who meet certain criteria in respéstandards. Additionally,
there are programs such as Total Quality ManagenGe@M) which

companies can adopt. In contrast to external mongo and the

development of universal standards, SERVQUAL iseahnique that
purports to measure the customer’s view of qualitthe level of a specific

service organization.
2.2.7 Conceptual Framework

The conceptual framework (Figure 3) elucidates uhéerlying process,
which is applied to guide this study. As discusabdve, the SERVQUAL
model is suitable for measuring service quality andtomer satisfaction
using the service quality dimensions. In orderriow the perceived service
guality, customers’ service perception and expextawill be measured
using service quality dimensions. And finally, therceived service quality

indicates level of customer satisfaction.

The general idea from the past literature is tinatre is a relationship
between customers’ satisfaction and service qualiso that service quality
could be evaluated with the use of five serviceligudimensions and the
most useable is the SERVQUAL scale.

Service

+ Reliability : :
. Empathy Relceived Customer
— > F

service . .
» Assurance ualit satisfaction
* Responsiveness q y
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Figure 3. Conceptual Framework of the Study
3. Research Methods

Since the major purpose of this study is to evaluatustrial customers’
satisfaction on service quality, a descriptive rodtbf research design was
used to achieve the research objective. Data s®wsed in this research
were both primary and secondary. Primary data weokected from
industrial customers found in south Addis AbabaiaegThe sources of
secondary data were from published and unpublistrederials like

newsletters, manuals, magazines, and annual reports

The population of the study is industrial custontéiet are found in South
Addis Ababa region. There are 1993 industrial ausis in South Addis
Ababa Region and were selected using simple ransimpling. Simple
random sampling is used when the population isoamfor has similar
characteristics. Since the study deals with indaistcustomers and
presumed to have similarity on level of satisfattan service quality, the
researchers believed that simple random sampliagpsopriate.

Many pieces of research seem to choose a samplengeely on the basis
of what 'looks' about right, or what similar stugligave used in the past, or
perhaps simply for reasons of convenience (Forlgt2009). Considering

the above theoretical concept and level of disparsind variance of the
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study population, the sample size is determinedgusie following formula
as it stated by Yamane (1967) cited in Israel (1992

n = N Where: n — designates the sample size the résaaes.

1 + N(e)®

N - Designates total number of industrial custonmeisouth Addis Ababa Region
e — Designates maximum variability or margin obe&% (0.05).

1 — Designates the probability of the event ocagiri

The total number of industrial customers under BAddis Ababa Region
comprises of 1072 from regional office, 607 fromakk area, 221 from
Debre zeiet, and 93 from Dukem. A total of 1993ussitial customers are
found in the region and using the formula the sanspie obtained as:

N 1993
n= = = 333 customers
1 +N (e)?1 + 1993(0.05)

Based on the formula by Yemane (1967), 333 sanmgdpandents among
the total of 1993 industrial customers were takensample size. These
customers were selected through simple random sagnggdchnique from

their list and filled out the questionnaire. Théet population of the study
is front line managers who have sufficient knowlkedgpout factors that
affect customer satisfaction and quality gaps amiewselected through
purposive sampling. In purposive sampling, we sanvpkh a purpose in

mind. We usually would have one or more specifiedefined groups we

are seeking (Trochim et,al., 2007).

Service quality is viewed as a multi-dimensional@ept. Consumers assess
and evaluate a number of factors or dimensions.s@apdel of Service

Quality gave rise to SERVQUAL, a self-administeregiestionnaire
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purported to be a generic measure of service gu@litddie et, al., 2006).

The instrument used in this study wasstructuredtiu@naires based on the
five dimensions of service quality (tangibility, sasance, reliability,

responsiveness and empathy) and at the same tisegt the seven point
Likert scale from 1 strongly disagree to 7 stronglgree that adopted
fromParasuraman et al., (1990). Since both expentand performance
were measured using 22 parallel questions, 44 ignssin total were used
besides demographic questions.In addition, intervievere also conducted

with frontline managerial staffs.

The data gathered were organized by editing anagusibles and figures.
Both Quantitative and qualitative methods of datalgsis were employed.
The data collected from primary and secondary ssuthrough interview,
guestionnaires and documentation search were aulgrough relevant
statistical techniques of MS-EXCEL spread sheetl 8RSS. Finally, the
data was presented through tables, percentagelat@oy and different

graphs.

4. Results & Discussion

Questionnaires were distributed to industrial consgts found in south
Addis Ababa Region, particularly in Akaki, DukenmdaDebrezeit areas.
Simple random sampling was used to choose the saf@pthe 333 surveys
individually administered, 267 questionnaires weeeived at a response
rate of 80.2%.

4.1 Profile of Respondents



53 Temam Afdel and Mesfin Lemma

The demographic information enabled to have a batiderstanding on the
respondents and the topic.About 63.7% respondeete \Wwale and the
remaining 36.3% were female. From this, it can asilg understood that
the respondents’ gender distribution has been dateshby male. Majority

of the respondents, 117(43%) were between the &@d-40, 83(31.1%)

found in less than 30 age category. The remaint{$619%), and 22(8.2%)
of respondents were between 41-50, and greaterSthaaspectively. From
the survey, it can be conclude that most indusinabe region have been

represented by youngsters.

As far as educational background of the respondesmtssoncerned,
136(50.9%) of the respondents were first degreealdns| followed by
diploma, 57(21.3%). 33(12.4%), 23(8.6%), 15(5.6%n)d 3(1.1%) of the
respondents were under masters, advanced diplessfHan diploma, and
PhDeducational levels respectively.Most industhese been represented
by first degree holders and diploma holders. Thay igive employees to get
experience in operation of industries though sondeistries need graduate

level qualification for more expertise.

Majority of the respondents, in which case 79(29.e#rned between 2501
— 4000, followed by 57(21.3%) who earned above 1x000 monthly. On
the other hand, 50(18.7%) and 34(12.7%) of theamdents lie under birr
4001 — 7000 and birr 1500 — 2500 income categorynanthly basis
respectively. The remaining 32(12.0%), and 15(5.6%ned between birr
7001 — 10000 and less than birrl500 at monthly sb&silowing one
another. The study clearly shows that monthly mes of respondents vary
from a few (6%) less paid to well paid (21%). Timglies that the presence
of small to large scale industries vary in volunfieperation and ability to
pay.Majority of, 140(52.4%) of respondents pay l&ssn birrl0,000 for
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monthly electricity bill. 60(22.5%) of them consurbetween birr 10,001 —
50,000 monthly. On the other hand, 30(11.2%), B3¢j, and 17(6.4%) of
the respondents had monthly electric consumptids0gd01 — 100,000, birr
100,001 — 200,000, and above birr 200,000 respaygtiv

4.2 Empirical Descriptions

The SERVQUAL model proposed by Parasuraman e{1888) was used
as the main guide for the structured questionnairere data was collected
on industrial customers’ expectations and percaptad service quality. The
5 dimensions (reliability, responsiveness, tangibleempathy, and
assurance) of SERVQUAL were in use both to serexpectations and
service perceptions. The respondents were to peoaitswers on their
expectations and perceptions based on the 7- kdadd scale 1- strongly
disagree and 7- strongly agree.As specified in SEEXL model the 22
statements are sub divided in to two parts; thst flart seeks to measure the

expectations and the second part perceptions astridl customers.

4.2.1 Service Expectations and Perceptions

Customers’ standpoint of service quality is an inguat indicator of utility
performance. It provides feedback to the utilitg aat the same time, can be
used for enabling the customers to influence seqterformance.
Specifically important is information from custorsemabout objective
characteristics of service quality as opposed ®8iaruer perceptions. Since
industries are the corner stone of industrializafpoogram of the country,
assessment of satisfaction level has pivotal mleiagnosing the quality

gaps.

Measuring Service Quality on SERVQUAL
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The data pertaining to the five dimensions of tBRQUAL was calculated
by using the following steps to find the servicealify gap and over all
service quality:

* [Expectations and perceptions were both measuraty ubie 7-point
Likert scale whereby the higher numbers indicatghéi level of
expectation or perception. In general, customeeetgtion exceeded the
perceived level of service shown by the percepsicores. This resulted
in a negative gap score (Perception — Expectatidwccording to
Parasuraman et al., (1988), it is however comman clastomer’s
expectation to exceed the actual service perceweldthis signifies that
there is always need for improvement. The itemsh wiite highest
expectation scores were need for modern equipm@uy, sincere
interest in solving customer’s problem (6.3), angefx customers’
records accurately. However, other items in all3htdimensions are not

very far from scores of the remaining items.
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Table 1. Overall Average SERVQUAL Gap Score

DIAEET s e | B | s | bhoewm
1. Ethiopian electric power corporation customer s@vicenters should have moddrn
equipments 6.4 3 33
2. The physical facilities should be visually appeglin 6.1 3 3.1
3. Their employees should be well dressed and apeedr n 6.2 3.4 2.8
Tangibles 4. The physical environment of the customer servicears should be clean 6.2 3.4 2.8 -3
5. When EEPCo promise to do something by a certaig, tinshould do so. 6.2 3 -3.2
6. When a customer faces a problem, EEPCo should atrsimcere interest in solving it 6.3 3 -3.3
7. EEPCo should perform the service right from theifrgigg. 6.1 3.1 31
8. EEPCo should provide its services at the timeatpse to do so. 6.2 3 33
Reliability 9. It should keep its records accurately 6.3 33 -3 3.2
10. Employees should make information easily obtainalléhe customers. 6.2 3.2 -3
11. Employees should give prompt service to customers. 6.2 3.3 29
12. Employees are always willing to help customers 6.2 3.3 2.8
Responsiveness | 13- Employees in EEPCo should never be too busy taresfp customers' requests 6.1 3.1 -3 2.9
14. The behavior of employees in EEPCo should institifiience in customers 6.1 3 31
15. Customers should be able to feel safe in theistetions with employees in EEPCo. 6.1 3 31
16. EEPCo employees should be polite 6 3.2 28
Assurance 17. Employees of EEPCo should have the knowledge toemnsustomers’ questions. 6.2 3.3 2.9 -3
18. EEPCo should give customers individual attention. 6.1 3.1 -3
19. Its operating hours should be convenient to attutstomers. 6.1 3.4 27
20. Employees should give customers personal service. 6 3 -3
21. It should have its customers' best interest atthear 6.2 31 31
Empathy 22. The employees should understand the specific nefatigir customers. 6.2 33 29 -3
Overall average SERVQUAL gap score: -3.0

Source: Field survey, January 2014
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* The highest rated items for actual service perckwere, employees are
well dressed and appear neat (3.4), the physicalament of the
customer service centers are clean (3.4), the tipgrdours are
convenient to all its customers (3.4). There is mach difference
between the scores of perceptions but are generallgh lower than
expectations. The gap scores are the differenceeleet the perception
and expectation scores with a range of values #®ro +6 and these
gap scores measure service quality and hence cessatisfaction. The
more perceptions are close to expectations, thbehithe perceived
level of quality. The largest gaps scores wereEER@® up-to-date
equipments (-3.3), sincere interest in solving aongr’'s problem (-3.3),
EEPCo provide the service at the time it promigedd so (-3.3). On the
other hand, the smallest gap score was at the n@nee of operating
hours to all its customers (-2.7).

As seen from the survey, all features of the sengaality dimensions
require a great attention so as to guarantee theceed level of satisfaction.
Because of the strong reliance on people in aleespof the service
delivery and most of the dimensions in SERVQUALlsagsed in the study
focus on employee behavior and relationship witst@mers, EEPCo staffs
are not in a situation to provide both formal amdoimal means of
communication with industrial customers. Employages not sure of the
nature of their job and be clear about the dutiele and responsibilities
involved. If this is the case they will not havéulh understanding of the job
and so will be unable to perform it well or willckaconfidence to do it well.
Generally, significant gap was observed in indakttustomers’ expectation
and perception. This show, customers expect veglg performance from

the corporation’s service delivery.
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As stated in table 2below, responsiveness, tamgilaled assurance has the
highest mean for service perception. At the same,treliability, tangible,
and assurance have the highest mean for serviecttion. The standard
deviation is almost uniform for all dimensions epicéor assurance (1.38),
and empathy (1.26) in both situations. Furthermanesrage perceptions
range from 3.08 to 3.24 and the standard devidtamalso similar trend as
service expectations. It can be seen that stardkasidtion scores are fairly
consistent for all five dimensions and suggestedds range of opinion on

service quality among the respondents surveyed.

Table 2. Average Score for Perception and Expectain

Tangible Reliability Responsiveness Empathy Assurae

P E P E P E P E P E
Mean 3.23 6.23| 3.08 6.24 3.24 6.17 3.19 6/16 3.12 6.23
sSD 1.13 1.05| 1.11 1.12 1.2p 1.23 1.p6 124 138 1.05
Skewness 0.41| -2.51| 0.64 -2.57 0.6 -2.75 0.48 -2/47 0.52.512
Minimum 1.00 1.50| 1.00 1.00 1.00 125 1.p5 1/00 125 150
Maximum 6.50 7.00| 7.0Q 7.00 7.00 7.00 7.00 7|00 7.00 7.00

P*= perception E*= Expectation

Gap Scores Analysis

The gap signify the overall gap of (-3) with eachtbe SERVQUAL
dimensions: tangibles (-3), responsiveness (-2e8igbility (-3.2), assurance
(-3), and empathy (-3). The concept of measurirg dtiference between
expectations and perceptions in the form of the \BRBAL gap score
proved very useful for assessing levels of sergicality. Parasuraman etal.,
(1988) argue that, with minor modification, SERVQUAan be adapted to
any service organization. They further argue tmérmation on service
quality gaps can help managers diagnose whererpaface improvement
can best be targeted.
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The largest negative gaps, combined with assessphevtiere expectations
are highest, facilitate prioritization of perfornt@nimprovement. There is
no a single gap score in some aspects of senatditims out to be positive,
implying expectations are actually not just beingttout exceeded sending
a message to EEPCo managers to review whether rtfagy be "over-

supplying” this particular feature of the servié@n the other hand, all
features of the service quality dimensions indi¢htd the expectations are
not yet met and EEPCo needs to re-deploy resourtte$eatures which are
underperforming. Thus, it is clearly seen that stdal customers are very

dissatisfied with the current service.

Table 3. Mean Score for Service Quality Dimensions

Tangible| Reliability| Responsiveness Empathy Amsce
Mean -3.00 -3.16 -2.98 -2.97 -3.10
SD 0.09 0.00 -0.01 0.08 0.33
Skewness 2.92 3.23 3.37 2.9% 3.03
Minimum -0.50 0.00 -0.25 0.2% -0.25
Maximum -0.50 0.00 0.00 0.00 0.00

In general, it was found that industrial customerstceptions of service
quality offered by EEPCo did not meet their expiotes. All gaps scores
had negative value indicating that expectationddrmi be met. Dimensions
that reported larger mean gaps were reliabilityl@3 assurance (-3.1) and
tangibles (-3.0) whereas responsiveness and empatle/a mean value of

(-2.97), and (-2.93) respectively.

These values show that the perception of performan&EEPCo is less than
the expected level of service quality. A serviceamter should be given
considerable attention because a single interaci&naffect a customer’s
total perception of the corporation since the ayerdifference of almost all

dimensions related to service interactions refecegative gap.
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Discussion of Dimensions’ Results

In order to assess the service quality performathesfive dimensions of

service quality were used.

Tangibles

Tangibles encompass the appearance of the compgprgsentatives,
facilities, materials, and equipment. The findingsow that it has a
significant impact on industrial customers’ satisian. It signifies that the
physical environment should be clean, facilitiesb® visually appealing,
and district service centers should have moderipetgnts. In this regard,
limitations have been observed with regards topiwgsical facilities like:

insufficient and poor design of office, furnituracaequipment, shortage of
heavy and light duty truck machineries for opematativity, absence of e-
mail facilities etc. Moreover, inappropriate conttucsize in the distribution
system, poor quality of construction, lack of mamdnce, transformer
overloading, phase imbalance, extended outage tumeésr fault condition,

high system losses and poor safety which affeatddstrial customers in

the region.

The interview also showed that despite the reladiomost industries in few
industry zones, several others found with commeraiad domestic
customers and share similar distribution networkisThas contributed for
the frequent unplanned power interruption and detaynaintenance. It
further entailed that even though industrial custsmeed special attention,
while in the case of EEPCoattractive work environmieas notyet been
created. There are several reasons behind;for s@stice centers are
acquired by rent and do not conform to the desidagdut, and unable to

replace outdated office equipment due to finang@ebblem, and the
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like.Both results from interview and questionnaineicated that there is
high demand for the items in the tangibility dimiensand the actual service

received has several defects.

Reliability

Ensuring reliability has and will continue to bepdority for electricity

industry expansion. Reliable electric power delxkron demand is a
cornerstone of electricity’s everywhere adoptiond ase. A central feature
in electricity’s value to consumers, whether they imdividual households
or large industrial complexes, is the infrequentuscence of interruptions
or other power disturbances that interrupt the efsappliances, motors,
electronics, or any of the other myriad of end siger which electricity is

the primary energy source.

As statements under reliability dimension indicatdtere is high service
expectation than perception, which leads to a megagap. Power
disruptions have serious economic impacts. A sthglyEthio-resource
group (2009) estimates the lost output due to adayepower cut to be 10%
to 15% of that day’'s GDP. But what may be even nu@w&imental is the
fact that these frequent power cuts portray infeastire services in Ethiopia
to be unreliable discouraging both local and exkinvestment. Hence,
reliability dimension of SERVQUAL needs major impement to be the

prominent factor for industrial sector.

Responsiveness

Responsiveness is the timely reaction towards tistomers' needs. Once
again, this result shows that industrial custonmexsd special attention with
regards to information accessibility, the promptge being received, and

willingness of employees of the corporationto helgstomers. Even so,
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human responsiveness sometime can be affected btoamwhich causes

low productivity.

The Ethiopian power sector is small even by Africdandards. Per-capita
power and energy available for Ethiopians is sigaiitly lower than many
African countries. According to the World Bank rep¢2009) National
electricity access (meaning the population thawithin reach of low-
voltage distribution lines) is 22% and actual coso connection is only
about 15%; rural customer connection is less tttan Bhere also exists a
large room for improvement in the area of custosgvices in minimizing
connection time, reconnection time, customer complédandling and

billing.

Assurance

Assurance is mean of being safe, the responsesthtitthe customers do
not feel assurance is being important as part ef dbrvice quality that
should be included. Although industrial customeh®ve a higher need
towards assurance expectation, the actual sereisdéen found to be very
problematic. On the other hand, the interview remstifies that there is no
much special place for industrial customers in teohcare, emphasis and
treatment despite their being the back bone ofdpthis industrialization

scheme. It further showed that front line employeegaged in customer
service have the required knowledge, and take aftkeeir customers and
give prompt service. However, absence of due cadeadtention EEPCo
gives to its employees, absence of continuous hussource development,
low level motivation and benefit packages, shortagethe required

materials used for power distribution constructiovould contribute

employees to be less sensitive to customers’ résjues
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The employees have not yet been made to own thensylrough adequate
training and capacity-building programs. Moreovegdequate motivation
scheme made them not to be polite and couldnotllimsinfidence in

customers.
Empathy

The results of the research suggest that thereneed for improvement in
all the items under this dimension. Gaps have ifiedtin giving customers
individual attention, working hour convenience, arsfand the specific
needs of customers. Apart from this, there are 93ona that customers are
forced to resort to the conventional way of by qogwp at tellers during
bill payment hours. As it is human nature, peopledtto expect empathy
and respect from someone who they wish to deal Witchnology provides
the platform to mitigate the problem of workloaalarror, provide a more
efficient and quick problem solving solution. Y&EPCo service centers
have to maintain and improve empathy skills sineespnal contact is still

very important.
Overall Perceived Service Quality and Industrial Cistomers’ Satisfaction

As discussed in the literature part, customer feation is measured in
terms of the relationship between expectations(t) @utcomes(O). If the
outcome(O) matches expectations (E), then the owstas satisfied. If
expectations(E) exceed the outcome(O), then custahssatisfaction is
indicated. If the outcome(O) exceeds expectationstgen customer
‘delight’ may be the result. However, in all the BEQUAL dimensions,
EEPCo’s industrial customers’ service showednegagap since service
perceptions are far apart from service expectatiom®ther words, in the

case of EEPCo there is evidence of disappointieglt®in service delivery
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process. Service expectations of industrial custerhave been found very
high, and perceptions became poorly rated. As atres all dimensions of
SERVQUAL EEPCo’s service were unsatisfactory.As tmeportant
contributor of the revenue, industrial customerghaf region have not yet

got the emphasis of the decision makers.

The interview results also justify that due to salg@roblems around the
corporation’s service delivery process and resoulo@tations, total
customer satisfaction has not yet been ensuretioédth several attempts
have been made since few years before,there arengey problems to
solve. The incompatibility between supply and dethahe overwhelming
power demand by industries and unmet need, frequemer interruption,
less responsiveness, distribution materials supplynstraint, less

commitment are some of the problems at hand.

5. Conclusions And Recommendations

This final part of the article provides generaliaas drawn from the main
components of the research process, consequerskcesllaas possibilities
towards solving the observed problems relateddastrial customers of the

region.
5.1. Conclusions

Customers are increasingly aware and demandingielisas increasingly
engaged and active; resulting in the need for eteatility sector to better
understand industrial customers’ need. Particutimnaon has been given
for industrial customers who contributed a greaald® industrial led
economy. Ensuring service quality will play a majote in keeping the
pace of industrialization and, therefore, the studgde at industrial
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customers of south Addis Ababa region showed thatservice status of

EEPCo is far below customers’ expectation.

EEPCo’s industrial customers’ service show negatia® since service
perceptions are far apart from service expectatibmdustrial customers’
perceptions of service quality offered by EEPCo diot meet their
expectations. All gaps scores had negative valdieating that expectations
couldnot be met. Dimensions that reported largeamgaps were reliability
(-3.16), assurance (-3.1); and tangibles (-3.0)redm responsiveness and
empathy have a mean value of (-2.97), and (-2.88pectively. As the
important contributor of the revenue, industriasttumers of the region have
not yet got the attention of the decision makersshiould be noted that
creating an industry led economy is one of thetexgia issues that the
government of Ethiopia hasempresedsince decadeseb&uch plans can
only be achieved through providing quality servicethe side of the public

electric utility provider, EEPCo.

Due to the strong reliance on people in all aspetthe service delivery
and most of the dimensions in SERVQUAL scale usetthé study focus on
employee behavior and relationship with customdosvever, EEPCo staffs
are not in a situation to provide both formal amdoimal means of
communication with industrial customers. Employages not sure of the
nature of their job and be clear about the dutiele and responsibilities
involved. If this is the case they will not havéulh understanding of the job

and so will be unable to perform it well or willclaconfidence to do it well.

5.2Recommendations

Based on the findings from the study on industriedtomers of south Addis

Ababa region the following recommendations are &ooed.
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By improving customer service and becoming a tdisgapplier,

rather than a background entity that only filtex®ithe customer’s
consciousness when something goes wrong, EEPCddshktaut to

develop strong customer relationships by creatingrsgnal
relationships, customer intimacy, integrated infation system, and
continuous relationship that will encourage longrtedevotion,
prompt service so as to enhance customer satfadti short, make
the system fully customer-centric approach; onewhich the

customer becomes the focus of the entire business.

Assessing service quality and better understandimd¢pow various
dimensions affect overall service quality would ldeaEEPCo to
efficiently design the service delivery process. Rientifying

strengths and weaknesses pertaining to the dimmenb service
quality, EEPCo should better allocate resourcegrtivide better
service and ultimately bring better satisfaction it® industrial

customers.Moreover, since customers’ expectatidmsnge over
time, it is necessary to contact industrial custemegularly and
assess their service experiences. With the knowleddhe service
quality dimensions, EEPCo should judge how well leyges
performed on each dimension and decision makeisl edentify the

weakness in order to make improvements.

Meeting industrial customers’ demand to turn chmgks into
opportunities requires transformation of the tiadil electric utility

business model. Delivering safe and reliable al@ttrwill always

form the foundation of what we do, but the modetiityy must

expand its vision and adapt to changing circumssno order to
provide energy sustainably for customers, commesitiand
shareholders. Thus, as part of managing servicdityjueEPCo
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should design and incorporate innovation in theremir service
delivery processas well as operate an ongoing tyuatiprovement
program like identifying quality priorities, reviemg performance
and reporting system that will monitor the levetlazonsistency of
service quality.

Implementing service delivery successfully entaitsrking towards
having a consistent level of service delivered ddgtively motivated
staff and management who focus on satisfying enga@syand
stressing their importance to the success of tmpocation. To do
this, the corporation should respond to their nests reward their
efforts. If this occurs employees will be more naated towards
satisfying customers. Equally, employees need tergtand how
their job contributes to the customers’ experienod if they are
given the latitude to do their job precisely in thay that will most
please customers, their job performance becomesatemof
personal reward. Furthermore, the design of thesiphl service
environment is important to both customers and eygdas who
dwell frequently on a service environment. Thug #@mvironment

should be comfortable both in the eyes of custoraedsemployees.
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