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ABSTRACT

This study is about the effect of service quality on customer satisfaction at Ethio-
Telecom’s Call Center. For the analysis services quality are proxy with five variables;
tangibility, reliability, responsiveness, empathy and assurance. Both descriptive and
explanatory research design and primary and secondary data are used hence the
research is mainly quantitative in nature. Primary data is collated by distributed among
384 customers of Ethio-Telecom Call Center Services using outbound call. The
descriptive analysis shows that majority of the respondent’s answers yes to customer
satisfaction, tangibility, reliability, responsiveness, empathy and assurance. 304 out of
384 customers of Ethio-Telecom Call Center Services are satisfied by the service. To the
proxy of service quality customers of Ethio-Telecom Call Center Services; 297 tangible,
260 reliable, 280 responsive, 287 empathy and 278 assurances are answers yes. The
correlation results shows that customer satisfaction have positive and higher correlation
with all service quality proxy (tangibility, reliability, responsiveness, empathy and
assurance). Also, the correlation analysis shows that service quality proxy (tangibility,
reliability, responsiveness, empathy and assurance) have positive and high correlation
with each other.For the regression analysis probit model are employed. The probit result
shows other than tangibility, others proxy of service quality are found to have statistically
significant positive effect on customer satisfaction of Ethio-Telecom Call Center service.
Even though it is not statistical significant tangibility have also positive effect on
customer satisfaction of Ethio-Telecom Call Center service. Therefore, management at
Ethio-Telecom Call Center should focus on improvement in service quality.

Key words: customer satisfaction , service quality
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study

In service industry, the concept of quality holds the main position. The relationship with
the customer is based on the promise that customer satisfaction is achieved through
providing standard quality of service. The high quality demands on customers end is
becoming prominent due to the growing fact that high level of service quality leads to
sustainable competitive advantage in the competitive business environment
(Sureshchandar, 2002). It is not surprising to know that quality level of services is the
leading phenomena to plan strategies in the services firms (Khamalah and Lingaraj,
2007).

Service has been defined in many ways by various scholars through time. Still there is no
universal definition of service. For instance Kotler and Keller (2012) define service as
any act or performance that one party can offer to another that is essentially intangible
and does not result in ownership of anything. Its production may or may not be tied to a
physical product. Another definition is by Gronroos (2001), defined service as an activity
or series of activities of more or less intangible nature that normally, but not necessarily,
take place in interactions between the customer and service employee and/or systems of

the service provider, which are provided as solutions to customer problems.

Since customer satisfaction has been considered to be based on the customer’s experience
on a particular service encounter (Cronin & Taylor, 1992). It is in line with the fact that
service quality is a determinant of customer satisfaction, because service quality comes
from outcome of the services from service providers in organizations. Another author
define customer satisfaction s “definitions of consumer satisfaction relate to a specific
transaction (the difference between predicted service and perceived service) in contrast

with ,.attitudes™, which are more enduring and less situational-oriented,” (Lewis, 1993).

1



Regarding the relationship between customer satisfaction and service quality, Oliver
(1993) first suggested that service quality would be antecedent to customer satisfaction

regardless of whether these constructs were cumulative or transaction-specific.

Quality is generally regarded as being a key factor in the creation of worth and in
influencing customer satisfaction. Hence, the telecommunication industry has to be
strategically positioned to provide quality service to satisfy customer. To provide
improved quality service, telecommunication companies need to investigate degree of
customers” sensitivity and expectation towards service quality. Armed with such
information, telecommunication outfits are then able to strategically focus service quality

objectives and procedures to fit the market.

eeee

The formerly known “Ethiopian Telecommunications Corporation (ETC) ““ is introduced
in 1894, seventeen years after the invention of telephone technology in the world. ETC is
state owned sole telecommunication service provider in Ethiopia. The Ethiopian
government has decided to transform the telecommunication infrastructure and services

to world class standard, considering them as a key lever to the development of Ethiopia.

Thus, Ethio Telecom (ET) is born out of ETC on December 2, 2011, in order to bring
about a paradigm shift in the development of the telecom sector to support the steady
growth of our country.

Currently,Ethio Telecom provide telecom service in the entire country on voice, internet,
data, channels and value added services (VAS) with comprehensive plans in place to
meet the requirements set out by the Ministry of Communications & Information

Technology (MCIT) and peoples of Ethiopia.

One of the most basic types of customer service is call center. A large business will often
devote an entire department to taking calls free of charge from customers who have needs
or concerns about the business' service or product. The representatives who work at the
call center will usually be the first people to hear about the customers' concerns and will

either resolve the problem or contact the people who can. Company call centers are the



link between customers and the company, and how they handle customer concerns

reflects on the company in a very important way.

Now a day's Call centers are the major channels of communication with the customers.
Today's, call center industry is one of the most rapidly growing industries in the world.
Call centers are providing a mix of services like customer support, technical support,
sales and telemarketing, administrative support, customer relationship management,
financial services, human resource management. In Ethiopia, call center industry is in
infant stage relative to other countries who have call center services for example, in India
call center Industry is a huge industry employing more than 330,000 people and is worth
about £3.2 billion a year and growing at a very fast rate of around 25% per annum.
Today, more than 500 companies of UK, USA and other developed countries are

outsourcing their call center activities to India.

The formerly known Ethiopian Telecommunication Corporation started operator based
call center service namely 997 and 998 through manually operated system serving by
operators. The 997 call center service was open for all types of customer for any enquiry
but mainly customer were calling for directory and bill information on other hand 998
call center deployed for helping customer to assist for communicating international call
servicing as an exchange site. When the old ETC is transformed to ET in 2011 the call
center service also changed its name to 994 and nature of service, system and work flow

also changed.

Currently Ethio Telecom provide two types of call center services namely 994 and 980 in
four different places by employing nearly 2315 staffs, both services are provided through
online telephone supporting by IVR (interactive voice response). 994 call center is
accessible to all service users of Ethio Telecom around the country and it’s serving
customer in five different languages specifically English, Amharic, Oromiffa, Tigrigna
and Somali, whereas 980 call center is dedicated only for selected enterprise, VIP and
Key account customers of the company and the customers are served in English and

Ambharic languages. 994 call center services work 24/7 to support customer enquiry by



providing full information about ET products and services, subscription requirements,
billing and related enquires, activation of value added services, fault registration, status
update and follow up but even if the support given by advisors of 980 and 994 are the
same the working hour of 980 call center is from Monday to Saturday in office hours.

In Ethio telecom, call centers are trying to satisfying customers by reducing the overall
cost of transaction and improving the quality of interaction with customers. But it's
becoming difficult for call centers to make a balance between quality and efficiency

while trying to achieve companies® objectives.

The major objective of this study, therefore, is to examine the impact of service quality
dimensions on customer satisfaction in Ethio telecom call centers and to find out

important dimensions of services having greater influence on customer satisfaction.

1.2 Statement of the problem

According to Kotler and Armstrong (2003), satisfying the needs of customers is the
major priority to be considered if the company is to survive and prosper. However, many
organizations seem to be far from satisfying the needs of their customers and as a result
fail to be successful, while some organizations that constantly follow up the needs of
their customers are observed to achieve their goals of bringing customer loyalty and

boosting their revenue.

Customer satisfaction is a critical issue in the success of any business system.
According to Potluri and Magnale (2010) customer satisfaction is the key to survival
and the source of competitive advantage for organizations (Anderson, Fornell&
Lehmann, 1994). Empirically, researches support the concept that there is a positive
relationship between customers® satisfaction and financial performance (Rust &oliver,
1994; Anderson et al, 1994). However, the case in Ethio Telecom is the reverse to what

the researchers found. Which means the organization is always profitable and has



excellent financial performance but customers are dissatisfied with most of its services.
This is because Ethio Telecom is the sole telecommunication service provider and it has
100% market share with the highly growing telecom service demand in Ethiopia due to
that whether the customers are satisfied or not with service quality of the company
there is no choice for the customer to switch provider in to one of the competitors

except staying unsatisfied.

It has been proven from past researches on service quality and customer satisfaction
that customer satisfaction and service quality are related from their definitions to their
relationships with other aspects in business. Some authors have agreed to the fact that
service quality determines customer satisfaction. Parasuraman, A., Zeithaml, V. A. and
Berry, L.L., (1985) in their study, proposed that when perceived service quality is high,

then it will lead to increase in customer satisfaction.

Customer satisfaction is influenced by various factors. According to Andaleeb and
Conway (2006) service quality is the main driving factor for satisfaction of customer in
service sectors. Therefore a firm should concentrate on the improvement of service
quality and charge appropriate fair price in order to satisfy its customers who would
ultimately help the firm to retain its customers (Gusfafsson, 2005). Telecom sector like
other sectors is not exception to the rule. Zeithaml, and Bittner (2006) found satisfied
customers of telecom sector have high extent of usage and intentions to repurchase in
future like in the other sector. Besides, Kim (2004) found that call quality, value added
services and customer support play a significant role in building customer satisfaction
for telecom service subscribers and they tend to keep using current service as the level

of the customer satisfaction is high that leads to customer loyalty.

Call center service is one way of online customer support free of charge which is
provided by Ethio Telecom for its service users throughout the country. Since call

center is serving as a bridge between the company and its customers the service given



by the call center have to maintain the service quality expected by the customer in order

to get customer satisfaction.

A central challenge in designing and managing a service operation in general, and
telephone-based services in particular, is to achieve a desired balance between

operational efficiency and service quality to provide a desired customer satisfaction.

There are a number of complaints on the service delivery system of Ethio Telecom call
center service. A Number of reasons are behind these customer discontents. Whatever
the reasons may be, once the customer is dissatisfied, it would be very difficult to gain
their trust. In this regard, a research should be carried out to urge a major reform, to
assesses the root causes of the problem and get the problem rectified.

According to customer satisfaction survey on call center service made by Ethio telecom
customer service department which is taken for two month of duration from November
1, 2019 to December 31, 2019 by participating 1.4 million customers 434,232 manual
rating which is filled by customers without contacting advisors immediately after the
survey and 777,049 automatic rating which is filled by customers after contacting
advisors before the survey on two parameters satisfaction and willingness to help for
manual survey and three parameters for satisfaction, willingness to help and accessibility
for automatic survey the finding for satisfaction on the call center services is 60.83%
from automatic survey and 69.62% for manual survey. From the finding it be can see the
huge gap which is 30.38% of customers of the call center are dissatisfied with the
service quality of the center. This shows the satisfaction level of customers on call
center services are far from the target which is 100%, expected by customers and the

companies too.

Even if the survey give us some clue on the overall level of customer satisfaction on the
call center it didn’t incorporate service quality dimensions or use other models in order
to see the effect of service quality on customer satisfaction and which quality parameter

have major influence. But, only show us general comment of customers towards the



service. The study attempted to look in to the overall service quality of call center
services and customer satisfaction level in Ethio telecom call center by using service
quality dimensions which has not been done by the company or other researchers as well
in this specific area. Therefore, the main interest of this study was to measure the
perception of customers concerning a service provided by call center and find out
whether Ethio Telecom has met the perception of its customers under all the dimensions

of service quality.

1.2.1 Research Question

The main research question of the study is:

e What is the overall satisfaction of customers with the call center service?

e In which quality dimension is the service quality gap higher in call center services
of Ethio telecom provided to customers?

e What is the effect of service quality dimensions on customer satisfaction?

e What is the dominant service quality dimension that has a strong relation with

customer satisfaction?

1.3 Objectives of the Study

1.3. 1 General Objective of the Study

General objective of the study is to examine effect of service quality on customer

satisfaction in Ethio- Telecom’s Call Center.

1.3.2 Specific Objectives of the Study

e To examine the overall satisfaction level of the customer.

e To examine which dimension have the higher quality gap.



e To examine the relationship between service quality dimensions and customer

satisfaction.

e Identifying the dominant dimension of service quality that drives customers®

perceived service quality in call center.

1.4 Significance of the Study

Even if there are few documents about the service quality and customer satisfaction with
regard to Ethio Telecom call center service, there are no previous well documented
studies on service quality and its subsequent effect on customer satisfaction with regard
to the call center service. This research, therefore, plays a role in filling the research gap
related to service quality and customer satisfaction using a model that will describe the

various factors of service delivery through five dimensions.

This study will serve as an input for researchers and other interested people in related
topic and to acquire broader knowledge about the subject matter under the study. As a
researcher | am also the beneficiary of this study by getting experience of how to conduct

a research and the experience will help me in order to make other researches.
Other government and private service giving organizations who provide call center

service of their own can use the study to get practical experience of customer expectation

of service quality and their satisfaction level for call center service.

1.5 Scope of the Study

The purpose of this study is limited to measure the service quality and customer

satisfaction towards telcom call center service by EthioTelecome.



Ethio Telecom is providing call center service for each and every one of its customer
throughout the country. The study on service quality and customer satisfaction of Ethio
Telecom call center services will be restricted only on some sample of customers

focusing on Amharic language (IVR) users of the call center service.

Sample respondents will be selected randomly from ETs call center database system on
which telephone numbers of those customers who recently called to the center is
recorded. Then, the data is going to be collected using the telephone survey method

having a questioner which was developed using SERVPERF model.

Because of the broad nature of this area of study, accessing all the literature concerning

customer satisfaction and service quality would be very voluminous.

Thus the literature will be limited around the relationship between customer satisfaction

and service quality dimensions of the SERVPERF model.

1.6 Limitation of the study

Since Ethio Telecom is the only telecom service provider in the country, the customers
are millions in numbers and there are different customer segmentation and the company
give two types of call center service namely 994 for residential in five languages which
are Amharic, English, Oromiffa, Tigirigna and Somali and 980 for enterprise customers.
Because of the difficulty of accessing all service users of the company call center, the
present study limited to the exploration and analysis of ET*s call center Service customer
satisfaction and service quality focusing on only some samples of Amharic IVR users
who called during one week. Thus the findings of the study give some picture of the
quality of the call center service provided by the company and it can contribute to further

study on quality of the call center service and its impact on customer satisfaction.



1.7 Definition of Terms

1.7.1 Conceptual Definition of Terms

v Service quality: the degree and direction of discrepancy between the consumers"
perceptions and expectations, or the extent to which a service meets or exceeds

customer expectation.

v' Service: - service is an act or performance offered by one party to another.
Although the process may be tied to a physical product, the performance is
essentially intangible and does not normally result in ownership of any of the

factors of production (Lovelock and wright, 1999).

v" Quality: - Some definitions of quality sited on (Mohamed, 2011) are:-Qualities
totality of features and characteristics in a product or service that bear upon its
ability to satisfy needs (Hardie& Walsh 1994). Quality is the extent to which the
customers or users believe the product or service surpasses their needs and

expectations (Gitlowetal, 1989).

v Service quality: - is how well a delivered service level matches customer’s
expectation. (Parasuraman et al. 1988, 1991) as sited on Sang-Lin Han, (Bitneret
al 1990) define service quality as “the consumers™ overall impression of the
relative inferiority/superiority of the organization and its services.” As sited on

Sang-Lin Han.

v' Customer perception: - is the actual level of service the customers received.

Perceived service quality is a component of customer satisfaction.

10



v' Customer satisfaction: - is a person’s feeling of pleasure or disappointment
resulting from comparing a product’s performance (outcome) in relation to his or

her expectation (Kotler& Keller, 2006).

v Reliability: - it’s the ability to perform the promised service dependably and
accurately (Parasuraman et al. 1988, 1991).

v Responsiveness: - it’s the willingness to help customers and provide prompt

service (Parasuraman et al. 1988, 1991).

v' Assurance: - it’s employee’s knowledge and courtesy and their ability to inspire
trust and confidence (Parasuraman et al. 1988, 1991).

v' Empathy: - it’s being caring, individualized attention given to customers

(Parasuraman et al. 1988, 1991).

v' Tangibility: - Appearance of physical facilities, equipments, personnel and

written materials (Parasuraman et al. 1988, 1991).

1.7.2 Operational Definition of Terms

v Customer - is the recipient of a services or idea obtained from a seller, vendor, or
supplier for a monetary or other valuable consideration
v Call center- is a physical place where customer and other telephone calls are

handled by an organization, usually with some amount of computer automation.

11



1.8 Organization of the Study

This paper is organized into five chapters. Chapter one is composed of background of the
study, statement of the problem, research questions, objectives of the study, significance
of the study, and organization of the study. The second chapter presents theoretical
backgrounds on service quality and customer satisfaction, different model and
frameworks are discussed with their strength and criticism followed by a review of
previous studies particularly empirical literatures related to the SERVPERF dimension.
Chapter three discuss about research methodologies. Chapter four is about result and

discussion of the data and chapter five is conclusion and recommendation.

12



CHAPTER TWO

REVIEW OF RELATED LITERATRURE

2.1 Theoretical Related Literature Review
In theoretical review part how the concept are defined by different authors and what the
relevant variables functions, importance, advantage and limitation related to the variables

will be discussed.

2.1.1 Who are customers?

Smith (2003) defined Customer as any individual or group of individuals to whom a

company supplies one or more products or services.

Customers could be any of a range of people or organizations; they could be:-
e External customers: - individuals, end users or consumers of a product or service,

these are outside an organization.

e Internal Customers: - individuals, departments or sub groups within an

organization.

e Corporate customers: - organization, that an organization does business with, such
as suppliers, distribution companies or transport providers. (These are also
external customers, as they too are outside the organization) Arden and Edwards
(2009).

2.1.2 What is Service?

Services are economic activities offered by one party to another. In exchange for money,

time, and effort, service customers expect value from access to goods, labor, professional

13



skills, facilities, networks, and systems; but they do not normally take ownership of the

physical elements involved (Lovelock &Wirtz, 2007).

A service occurs when an interaction is established between customers and service
providers and/or the physical component of the service and/or the systems through which
the service is delivered (Shahin&Janatyan, 2011).

Service is any act or performance that one party can offer to anther that is essentially
intangible and does not result in the ownership of anything. Its production may or may

not be tied to a physical product (Kotler, 2006).

Service has different characteristics. Mudie&Pirrie (2006) in their book explained that
service has four key characteristics. These are intangibility, perishability, variability (or
heterogeneity) and inseparability.Arden and Edwards (2009) identified key four
distinguishing characteristics of service with their implications.

1. Intangibility

Services cannot be generally be seen, felt, heard or smelled before being bought. The
potential  customer is unable to perceive the service before (and sometimes during and

after) the service delivery.

Implications

Intangibility present problems in those customers may experience difficulty in knowing
and understanding what is an offer before, and even after receipt of the service. The
challenge for the service provider is to determine the extent of intangibility and the
management action required to make the service more tangible example, via brochure to

help customers understand the service.
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2. Inseparability

Whereas goods are first produced, then stored, finally sold and consumed, services are
first sold, then produced and consumed simultaneously. Service inseparability means that
services cannot be separated from their providers whether the providers are people or

machines.

Implications

The involvement of the customer in the production and delivery of service means that the
service provider must exercise care in what is being produced and how it is produced.
Proper selection and training customer contact personnel are necessary to ensure the

delivery of quality.

3. Variability

An unavoidable consequence of simultaneous production and consumption is variability
in performance of a service. The quality of the service may vary depending on who
provides it as well as when, where and how it is provided. As such, service quality is
difficult to control.

Implications

Reducing variability involves determining the causes, it may be due to unsuitable
personality traits in an employee which are difficult to detect at the selection stage and
increasing standardization of procedures may be required.

4. Perish ability

Services cannot be stored for later sales or use. If demand far exceeds supply, it cannot be

met.

15



Implications

Fluctuation in demand characterizes service organization and may pose problems where
these fluctuations are unpredictable. Strategies need to be developed for producing a

better match between supply and demand.

2.1.3 Customer Service

Customer service is defined as an organization’s ability to constantly and consistently
meet the needs and expectations of its customers. In other words, customer service is
meeting the needs and desires of any customer. In the corporate world, the emphasis on
customer service has been described as a marketing concept of business management.
When an organization has adopted the marketing concept, it ,,moves™ from a product
orientation to a customer orientation. The foundation of the marketing concept is a
business philosophy that leaves no doubt in the mind of every employee that customer

satisfaction is primary importance (Kaliski, 2001).

Zeithaml and Bitner (2003) defined customer service as the service provided in support
of a company’s core products. Customer service is provided by various types of
companies including manufacturing, IT companies and service companies. Customer
service provided by companies most often includes answering questions, taking orders,
dealing with billing issues, handling complaints, and perhaps scheduling maintenance or
repairs. Customer service can occur on site, or it can occur over the phone or via internet.
Many companies operate customer service call centers, often staffed around the clock.

Quality customer service is essential to build customer relationships.

2.1.4 Service quality

Delivering quality service is considered an essential strategy for success and survival in

today's competitive environment (Parasuraman, Zeitham& Berry, 1985).
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According to Parasuraman, Zeitham& Berry (1985) Defining service quality is difficult
than defining goods quality because of three characteristics of service -
intangeblity,heterogenity& inseparability.

First most services are intangible because they are performance rather than objects. Most
services cannot be counted, measured, inventoried, tested and verified in advance of sale

to assure quality (Parasuraman, Zeitham& Berry, 1985).

Second services, especially those with high labor content, are heterogeneous; there
performance often varies from producer to producer from customer to customer and form
day to day. Consistency to behavior from service personnel (i.e. uniform quality) is
difficult to assure

Because what firms intended to deliver may be entirely different from what the customer

received (Boons and Bitner, 1981).

Third production and consumption of many services are inseparable Carmen and
langeard as a consequence quality in service is not engineered at manufacturing plant and

delivered intact to the customer (Parasuraman, Zeitham& Berry,1985).

So examination of literature by Gronroos, (1982), and Lehtinen, (1982), and Lewis &

Booms, (1983) on service quality suggests three underlining themes.
Service quality is more difficult for consumer to evaluate than good quality
Service quality perceptions result from a comparison of consumer expectations with

actual service performance

Quality evaluations are not made solely on the outcome of service; they also involve

evaluations of the process of service delivery
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Keeping in mind the previously mentioned case the following are some of the definitions

formulated about service quality by different scholars.

Service quality is defined as “the difference between customer expectations and
perceptions of service” or “as the customers’ satisfaction or dissatisfaction formed by
their experience of purchase and use of the service” (Gronroos, 1984 and Parasuraman et
al.1988). Oliver (1993) reported that service quality is a casual antecedent of customer
satisfaction, due to the fact that service quality is viewed at transactional level and
satisfaction is viewed to be an attitude. Zeithaml et al. (1996) reported that the service
quality divisions are related to overall service quality and or customer satisfaction.
Fornell et al., (1996) expressed that satisfaction is a consequence of service quality. There
are various classifications of the components of service quality in marketing science.
Gronroos (1984) stated that “in service environments, customer satisfaction will be built
on a combination of two kinds of quality aspects; technical and functional”. Technical
quality or quality of the output corresponds to traditional quality of control in
manufacturing. It is a matter of properly producing the core benefit of the service.
Functional quality or process quality is the way the service is delivered. Technical quality
is related to what customer gets (transaction satisfaction); functional quality is related to
how the customer gets the result of the interaction (relationship satisfaction). Lewis
(1987) suggested that service quality can be classified as essential and subsidiary.
Essential refers to the service offered and subsidiary includes factors such as
accessibility, convenience of location, availability, timing and flexibility, as well as

interactions with the service provider and other customers.

2.1.5 Service Quality Dimensions

In services marketing literature, service quality has been reported as a second order
construct being composed of first order variables (Sachdev and Verma, 2004). Various

authors have provided different conceptualizations over time.
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The classification can also be the core (contractual) of the service, and the relational
(customer- employee relationship) of the service. The core or the outcome quality, which
refers to what is delivered and the relational or process quality, which refers to how it is
delivered are the basic elements for most services. (Gronroos, 1984, McDougall and
Levesque, 2000). McDougall and Levesque (2000) in their direct approach investigation
on four service firms (dentist clinic, automobile shop, restaurant, and haircut salon)
demonstrated that both core and relational service quality classes have significant impact
on customer satisfaction. Parasuraman et al. (1988) identified five dimensions of service
quality (SERVQUAL) that must be present in any service delivery. SERVQUAL helps to
identify clearly the impact of quality dimensions on the development of customer

perceptions and the resulting customer satisfaction. SERVQUAL include:

According to Har (2008), this dimension may differ from one industry to the other. In
some it may be very important, in others it may not. Andaleeb and Conway (2006)
observed that assurance may not be so important relative to other industries where the
risk is higher and the outcome of using the service is uncertain.

They, concluded that in the health sector, for example, assurance is a very much
important dimension to clients assessing a hospital or a surgeon for an operation.
Empathy, according to Har (2008), is treating the customer as if he is unique and special.
It is defined as the caring, individualized attention the firm provides its customers
(Zeithaml et al, 2006). Like the other dimensions, the importance of this factor differs

from industry to industry.

Empathy has been found to be more suitable and important in enhancing service quality
in industries where building relationships with customers and clients ensures the firm®s
survival as opposed to “transaction marketing” (Andaleeb and Conway, 2006). Thus Har
has argued that in quick service restaurant setting, the customer look for quick service
and whether the queues at the counters are long and in that context empathy may not be

so important. He however indicated that in fine dining restaurant, empathy may be

19



important to ensure customer loyalty as the server knows how the customer likes his or
her food prepared (Har, 2008).

Reliability is about the organization keeping its word. It is defined as “the ability to
perform the promised service dependably and accurately” or delivering on its promises”
(Zeithaml et al, 2006). Responsiveness is the willingness to help and provide prompt
service. This dimension is concerned with dealing with customer’s requests, questions

and complaints promptly and attentively.

A firm is known to be responsive if it takes time to communicate to its clients how long it
would take to get answers or have their problems dealt with (Har, 2008). Tangibles is
defined as the physical appearance of facilities, equipment, staff and written materials.
Tangibles are used to convey images and to signal quality (Zeithaml et al 2006). Hayes
(1997), states that some quality dimensions are generalized across many services, but
some will apply only to specific type of services and it is necessary to understand quality
dimensions to be able to develop measures to assess them.

2.1.6 Customer Satisfaction

Satisfaction is the consumer’s fulfillment response. It is a judgment that a product or
service feature, or the product or service itself, provided (or is providing) a pleasurable
level of consumption-related fulfillment, including levels of under or over-fulfillment
(Oliver 2010). Zeithaml and Bitner (2000) defined customer satisfaction as the
customers™ evaluation of a product or service in terms of whether that product or service

has met their needs and expectations.
Customer satisfaction can also be defined as the “customer’s response to the evaluation

of the perceived discrepancy between prior expectation and the actual performance of the

product as perceived after its consumption” (Tse and Wilton, 1998). Jamal and Nazer
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(2002) cited argued that customer satisfaction is not only linked with the view of

customers but also on their experience with the service delivery process.

Customer satisfaction as an important concept in marketing and has been used as a
benchmark to measure the performance of companies (Manhasa and Takumashaba,
2015). Service quality can improve customer satisfaction and later on can encourage
customer positive desires. High quality service can drive positive customer desires, and
vice versa (Su, 2011). Kotler and Amstrong (2012) stated that customer satisfaction is the
level of one's feelings after comparing products performance that gets along with his
expectations. Satisfaction or dissatisfaction of consumers is a response to the evaluation
of discrepancy or disconfirmation perceived between previous expectations and actual
product performance that is felt after use.

Holbrook (1994) suggests that customer satisfaction is one of the goals of marketing acti
In accord with Holbrook™s suggestion, Kotler&Amstrong (2003) explain that customer

satisfaction is an essential element in marketing, or a fundamental concern.

Holbrook (199) explained that although some studies interpreted service quality
perceptions as an outcome of satisfaction, recent studies have characterized service
quality as an antecedent of satisfaction. We except the position that customers can
evaluate a service (be satisfied or dissatisfied) only after they perceive it. Many authors
who studied the relationship between perceived service quality and customer satisfaction
have shown that service quality determines customer satisfaction. Anderson et al (1994)
believes that the concept of service should be approached from a customer perspective. It
is the customer’s total perception of the outcome, which is “the service”. It forms the
perception of quality and determines whether a particular customer is satisfied or not.
Customers have different values and different grounds for assessment; they may perceive

one and the same service in different ways.

Therefore a company must first find out the level of satisfaction of its current customers
to improve its customer satisfaction. One common way of measuring satisfaction is to ask

customers first to identify what factors are important in satisfying them and then to
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evaluate the performance of a service provider and its competitors on these factors. Many
firms use a five point scale to measure customer satisfaction, with the following format;
1= very dissatisfied, 2=somewhat dissatisfied, 3=neutral, 4= somewhat satisfied 5=very
satisfied.

The result of the satisfaction surveys can be used to estimate the number of loyal
customers a firm has as well as how many are at risk defecting Lovelock and Writz
(2004).

2.1.7 Customer Expectations and Perception

Expectations are formed prior to usage of the service and perceptions are the customer’s
evaluation of the service. After the service has been consumed, customers compare the
perceived service with the expected service and if the perceived service meets or exceeds
the expected service, the customer is satisfied. Satisfaction . perception -
expectations.(Mudie and CTTAM, 1993).

2.1.7.1 Customer Expectation

Service quality is determined by comparing customer’s expectation and perception.
Before the process of service delivery starts, we should know what customers expect to
receive. Expectations are usually formed prior to usage of a service but may also occur
where a customer is actively involved in the delivery of a service. They reflect
inclinations or beliefs as to what will or should happen (Mudie&Pirrie, 2006). Past
literatures define expectations as desires and wants of customers. It refers to what the
customers think a company should provide. Customers might expect to be treated in a
particular way unconsciously when they are entering into a transaction (Timm, 2001).
They have their own set of expectations for different transactions. Specially consultancy
service customers clearly define their expectation and select organizations that deliver the

expected service.
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2.1.7.2 Customer Perceptions

To analyze service quality customer expectation only is not enough. Assessing customer
perception is necessary. Most literatures in the past stated that evaluation of service
quality should consider both expectation and perception. Customers perceive service

quality differently. They have their own standards based on their prior experience.

A specific service that is considered as high quality service by one customer may be
perceived as low quality by other. Perceptions can be developed during a service, but
invariably materialize after usage (Mudie&Pirrie, 2006). If their expectations are met,
service quality will be regarded as satisfactory or good; otherwise, it will be regarded as
unsatisfactory, bad, poor or deficient. When customers™ perception exceeds their
expectations, the firm would be commented as excellent and the chance of turning

customers into repeat customers would increase (Timm, 2001).

2.1.7.2.1 How Expectations are formed

Customers®™ expectations about what constitutes good service vary from one business to
another. Expectations are also likely to vary in relation to differently positioned service
providers in the same industry. People’s expectation about services tend to be strongly
influenced by their own prior experience as customers with a particular service providers,
with competing services in the same industry, or with related services in different
industries. If they have no prior experience, customer may base their pre-purchase
expectation on word-of —mouth comments, news, and firm’s own marketing efforts.
Expectations change over time, influenced by both suppliers controlled factors such as
advertising, pricing, new technologies, and service innovation, as well as social trends,
advocacy by consumer organizations, and increased access to information through the
media and the internet. (Lovelock and Wirtz, 2004)
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2.1.7.2.2 The Components of Customer Expectations

According to Lovelock and Wirtz (2004), Customer expectation embrace several
elements, including desired service, adequate service, predicted service and a zone of

tolerance that falls between the desired and adequate service levels.

1. Desired and Adequate service levels: - the type of service customers hope to
receive is termed as DESIRED SERVICE. It is a ,,“whished-for* level; a
combination of what customers believe can and should be delivered in the
context of the personal needs. However, most customer are realistic and
understand that companies can’t deliver the desired level of service; hence, they
also have a threshold level of expectations termed ADEQUATE SERVICE,
which is defined as the minimum level of service customers will accept without
being dissatisfied. The levels of both desired and adequate service expectations
may reflect explicit and implicit promises by the provider, word of mouth
comments, and the customer’s past experience, if any, with the organization.
Among the factors that set the expectations are situational factors affecting
service performance, and the level of service, that might be anticipated from

alternative providers?

2. Predicted Service Value: - the level of service that customer anticipates
receiving is known as predicted service, which directly affects how they define
»adequate service™ on the occasion. If good service is predicted, the adequate
level will be higher than if poor service is predicted. Customer prediction of

service may be situation specific.

3. Zone of tolerance:-the inherent nature of services makes consistent service
delivery difficult across employee from one day to another. The extent to which
customers are willing to accept this variation is called the zone of tolerance. A
performance that falls below the adequate service level will cause frustration
and dissatisfaction, whereas, one that exceeds the desired level will both please

and surprise customers. Another way of looking the zone of tolerance is to think
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of it as a range of service within which customer’s don’t pay explicit attention
to service performance. When service falls outside this range, customer will

react either positively or negatively.

2.1.7.2.3 How Confirmation or Disconfirmation of Expectations Relate

to Satisfaction

The term quality and satisfaction sometimes used interchangeably, however, some
researchers believe that the perceived service quality is one component of customer
satisfaction, which also reflect price or quality tradeoffs, as well as personal and
situational factors.

Satisfaction can be defined as an attitude like judgment following a purchase act or a
series of consumer product interactions. Most of studies are based on the theory that the
confirmation or disconfirmation of pre-consumption expectation is the essential
determinants of satisfaction. This means that customers have some certain services
standard in mind (their expectation) prior to their consumption, observe service
performance and compare it to their standards and then form satisfaction judgments based
on comparison. The resulting judgment is labeled negative disconfirmation if the service
is worse than expected, and some simple confirmation if as expected. When there is
substantial positive disconfirmation, along with pleasure and element of surprise,

customers are likely to be delighted. (Lovelock and Wirtz 2004)

2.1.8 Service Quality and Customer Satisfaction

During past few decades the interest of academics and researchers has been increased to
measure the relationship between service quality and customer satisfaction. Both
customer satisfaction and service quality are considered as extensive and vast subjects of
research and many studies related to customer satisfaction are conducted in the area of
service settings (Cadotte, Woodruff and Jenkins, 1980).

25



In marketing theory, the consumer satisfaction category has the main position. It is based
on the premise that the profit is made through the process of satisfaction of consumers*
demands (Dubrovski, 2001). A further debate has considered whether service quality is a
cause of customer satisfaction (Cronin and Taylor, 1992), (Parasuraman et al., 1985). It

then helps to identify a link between both constructs.

The increased level of customer satisfaction, decreases the chances that customers will be
pointing the flaws in the quality (Anderson et al., 1997). In service settings it would offer
a better perspective of the relative importance of service quality determinants by
developing more comprehensive models of the drivers of customer satisfaction
(Anderson et al., 1997). A great similarity between the customer satisfaction and service
quality is observed, however researchers are careful to say that these two are different
concepts (Spreng and Singh, 1993; Oliva, Oliver, and MacMillan, 1992).

In academics both constructs are recognized as distinct and independent (Oliver, 1980).
Whereas a wide literature studies shows that both concepts are distinct conceptually but
also are closely related to each other (Parasuraman et al., 1994; Shemwell et al., 1998)
and any increase in one (quality) leads to increase in another (satisfaction)
(Sureshchandar et al., 2002). However there are number of variations found in literature
between service quality and customer satisfaction. Cronin and Taylor, 1994; Boulten and
Drew 1991 stated that Satisfaction is customer decision after an experience while quality

is not.

According to Cronin and Taylor (1992) it is important to have this distinction between
the two concept for managers and academics, as there is a greater need to understand
either the firms objective is to perform in a way that satisfies the customers or they

should strive to provide maximum level of service quality perceived by its customers.

There are researchers like Hurley and Estelami (1998) who states that service quality and
satisfaction are distinct constructs, and there is a causal relationship between the two, and

the impression about the quality of service influence emotions related to satisfaction
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which, in turn, affect future purchase behavior. Also customer satisfaction is viewed as

the overall assessment of the service provider (Anderson et al., 1997).

The literature related to service quality and satisfaction has emphasized that customers
compare the performance of product and services on some standards (Spreng&Mackoy,
1996). Also the quality of service as perceived by the customers is considered as an

important factor that affects the level of satisfaction.

Due to its relative importance in the service context it became a wide debatable topic and

focus of research for academics.

Literature revealed that the difference between perceived service quality and satisfaction
is due to the use of different standards of comparison (Zeithaml et al., 1993; Parasuraman
et al., 1988). Different authors stated that the standard of comparison to form satisfaction
depends on customer®s feelings regarding what will come out (predictive expectations)
where perceived service quality defines what customers believe that a firm should

deliver, also it is a result of comparing the performance ( Spreng&Mackoy, 1996) .

Essentially, customer satisfaction is the sense that customers get when they experience
service that fulfills or surpasses their expectation. Primarily in marketing, satisfaction is
defined as the global evaluation of relationship fulfillment by a firm (Dwyer and Oh,
1987) or the positively affected state resulting from the assessment of a firm’s working
relationship (Farrelly and Quester, 2005). Satisfaction is also one of the most important
elements to explain any type of relationship among participants (Sanzo et al., 2003) and a
consumer’s fulfillment response (Oliver, 1997). Generally, customer satisfaction is
known as an outcome of service quality, which means that it is related to the quality of
the products or services provided to the customer in a positive manner. The level of
customer satisfaction is also believed to be enhanced, along with an increased level of
perceived quality of the product or service. In particular, customer satisfaction is

considered to be an intrinsic variable that explains returning customers and their post-

27



behaviors of purchasing products and services (Oliver, 1980; Lee, 2000; Szymanski, and
Henard, 2001).

Since customer satisfaction has been considered to be based on the customer™s
experience on a particular service encounter, (Ekinci, 2004) it is in line with the fact that
service quality is a determinant of customer satisfaction, because service quality comes
from outcome of the services from service providers in organizations. Another author
stated in his theory that: “definitions of consumer satisfaction relate to a specific
transaction (the difference between predicted service and perceived service) in contrast

with attitudes, which are more enduring and less situational-oriented,” (Lewis, 2006).

2.1.9 Factors Affecting Service Quality and Customer Satisfaction

For marketers or service providers, achieving customer satisfaction is important because
it is supposed to be an important motive of customer loyalty, repeated business (with
customer) and positive word of mouth (Bearden and Teel, 1983). However quality is not
the only factor that effects the customer satisfaction, there are other factors besides
quality like Performance, Expectations, (Mohr, 1982) desires and price factor affect the
customer perceptions and the overall satisfaction level. Where quality of service is a
descendent of customer satisfaction as described by Cronin and Taylor (1992), Service

quality is not the only factor that has direct impact on customer satisfaction.

Identification of other elements beside quality that effects the satisfaction is critical. The
other factors as described by Woodruff & Albert (2002) are value, corporate reputation,
and image and transaction satisfaction. On other hand factors that affect the service
quality other than those of intangible nature like human interaction in service delivery,
rest are of tangible nature, design and décor elements, the effect of atmospherics,
employee appearance and appearance of equipment etc (Sureshchandar et al., 2002). A

clear understanding of all these factors that affect the relationship between service
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quality, and customer satisfaction results in overall performance of the firm and can help

to ensure better implementation of resource that firm required putting in place.

2.1.10 Measuring Service Quality

Sachdev and Verma (2004), had stated that service quality by its very nature is an
elusive, indistinct and abstract concept. Consumers do not easily articulate their
requirement and also there are difficulties in delimiting and measuring the concept. As a
result only a handful of researchers have operational zed the concept.

In the literature two perspectives of service quality measurement have been identified -
internal and external perspectives. The internal perspective is defined as zero defect -
doing it right the first time, or conformance to requirements (Garvin, 1988). The external
perspective sees service quality in terms of customer perception, customer expectation,
customer satisfaction, customer attitude and customer delight (Sachdev and Verma,
2004). The external perspective has become important because of increasing customer
awareness, changing consumer tastes and growing consumer expectations (Sachdev and

Verma, 2004) and it is the concern of this study.

As Curry and Herbert (1998) put it, quality is generally transparent when it is present, but
easily recognized when it is absent. If service quality is to be the cornerstone of any

organizations strategy, then there must be a means of measuring it.

Many different methods exist to measure, control and improve quality in various fields. It
would be helpful if quality was an easily defined and unambiguous concept.

Unfortunately, quality is hard to define and often difficult if not impossible to measure.

Service quality is viewed as a multi-dimensional concept. Consumers assess and evaluate
a number of factors or dimensions. The fifth gap, in the Gaps Model of Service Quality
gave rise to SERVQUAL, a self-administered questionnaire purported to be a generic

measure of service quality (Parasuraman et al., 1988). Many literature and research have
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been using this method as standardized instrument in various settings with only minor

modification.

2.1.10.1 Soft and Hard Service Quality Measures

According to Christopher H. Lovelock and JochenWirtz (2004) Customer defined
standards and measures of service quality can be grouped into two broad categories, soft
and hard. Soft measures are those that cannot easily be observed and must be collected
by talking to customers, employees or others. As noted by Zeithaml and Bitner(2003),
» Soft standards provide direction, guidance and feedback to employees on ways to
achieve customer satisfaction and can be quantified by measuring customer perceptions
and beliefs™* by contrast, hard standards and measures relate to those characteristics and
activities that can be counted, timed, or measured through audits. Such measures may
include how many telephone calls were abandoned while the customer was on hold, how
many minutes customers had to wait in line at a particular stage in the service delivery,
the time required to complete a specific task, how many patients made a complete
recovery following a specific type of operation, and how many orders were filled

correctly.

Organizations that are known for excellent service make use of both soft and hard
measures. These organizations are good at listening to both their customers and their
customer contact employees. The larger the organization, the more important it is to
create formulated feedback programs using a variety of professionally designed and

implemented research procedures.
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2.1.10.2 The Gap Model

If one accepts the view that quality entails consistently meeting or exceeding customers™
expectations, the manager’s task is to balance customer expectations and perceptions and

to close any gaps between the two. A total of seven types of gaps are identified,;

I. The knowledge gap: - is the difference between what service providers believe

customers expect and customers™ actual needs and expectation.

[l. The standard gap: - is the difference between management’s perception of customer

expectations and the quality standards established for service delivery.

I1l. The internal communication gap: - is the difference between what the company’s
advertising and sales personnel think are the product’s features, performance and

service quality level and what the company actually able to deliver.

IV. The perception gap: - is the difference between what is, in fact, delivered and what

customer’s perceive they have received

V.The interpretation gap: - is the difference between what a service provider’s
communication offer to (in advance of service delivery promise and what a customer

thinks was promised by these communications.

VI. The delivery gap: - the difference between specific delivery standard and the service

provider’s actual performance.

VII. The service gap: - the difference between what customers expect to receive and their

perception of the service that’s delivered.

Gaps at any point in service delivery can damage relationships with customer. The
service gap is the most critical; hence, the ultimate goal in improving service quality is to

close or narrow this gap as much as possible (Lovelock and Wirtz, 2004).
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2.1.10.3 Suggestion for Closing Service Gaps

As Christopher H. Lovelock and JochenWirtz (2004) referred from (Zeithams et al, 1990)

and summarized the following prescription for closing service gaps.
Gap 1 (knowledge gap) - Learn what customers expect
e Understand customer expectation through research, complaint analysis, customer

panels.

e Increase direct interactions between managers and customers to improve

understanding.
e Improve upward communication from contact personnel to management.

e Turn information and insights into action.

Gap 2 (the standard Gap).- establish the right service quality standards

e Ensure that top management displays ongoing commitment to quality as defined

by customers.

e Set, communicate and reinforce customer oriented service quality standards for all

work units.
e Train managers in the skills needed to lead employees to deliver quality service.

e Become receptive to new ways of doing business that overcomes barriers to

delivering quality service.
e Standardize repetitive work tasks to ensure consistency and reliability.

e Establish clear service quality goals that are challenging, realistic and explicitly

designed to meet customer expectation.

e Ensure that employees understand and accept goals and priorities.
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e Measure performance and provide regular feedback.

e Reward managers and employees for attaining quality goals.

Gap 3 (the delivery gap) - ensure the service performance meets standards

e Clarify employee roles.

e Ensure that all employees understand how their jobs contribute to customer

satisfaction.
e Provide employees the technical training needed to perform their assigned tasks.

e Develop innovative recruitments and retention methods to attract the best people

and build loyalty.

e Enhance performance by selecting the most appropriate and reliable technology

and equipment.
e Teach employees about customers® expectations, perceptions and problems.
e Ensure that employees working at internal support jobs provide good service to

customer contact personnel.

Gap 4 (The internal communication gap) - ensure that communication promises are

realistic
e Seek inputs from operations personnel when new advertising programs are being
created.
e Allow service providers to preview adverts before customers are exposed to them.
e Ensure that consistent standards of service are delivered across multiple locations.

e Manage customers” expectations by letting them know what is and are not

possible and the reasons why?
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2.1.10.4 SERVPERF

The SERVPERF model was carved out of SERVQUAL by Cronin and Taylor in 1992,
SERVPERF directly measures the customer’s perception of service performance and
assumes that respondents automatically compare their perceptions of the service quality
levels with their expectations of those services. Cronin and Taylor argued that only
perception was sufficient for measuring service quality and therefore expectations should
not be included as suggested by SERVQUAL (Baumann et al, 2007). Instead of
measuring the quality of service via the difference between the perception and
expectation of customers as in SERVQUAL, SERVPERF operationalizes on the
perceived performance and did not assess the gap scores as expectation does not exist in

the model. Thus, it is performance-only measure of service quality.

The model adopts the five dimensions of SERVQUAL and the 22 item scale is used in
measuring service quality. In the SERVPERF model, the results demonstrated that it had
more predictive power on the overall service quality judgment than SERVQUAL (Cronin
and Taylor 1994). ,“The SERVPEREF scale is found to be superior not only as the
efficient scale but also more efficient in reducing the number of items to be measured by
50% (Hartline and Ferrell, 1996; Babakus and Boller, 1992; Bolton and Drew, 1991) “*.
Many studies have been conducted by adopting the SERVPERF model.

Also, Wall and Payne(1973) note that when people are asked to indicate the “desired
level” (expectations) of a service and the “existing level”(perceptions) of the service,
there is a psychological constraint that people always tend to rate the former higher than
the latter (E>P).

Babakus and Boller1992 have found that service quality, as measured in the SERVQUAL
scale, relies more significantly on the perception score than on the expectation score.
(Cited on H.VasanthaKumari) Due to the above mentioned facts the researcher also
preferred to use SERVPERV model to undertake the study.
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2.1.10.5 SERVQUAL

SERVQUAL was created to measure service quality and is based on the view that the
customer’s assessment of service quality is paramount. It is operationalized in terms of

the relationship between expectations and outcomes (Gilmore, 2003, pp40)

It is widely accepted that customers compare the service they expect with perceptions of
the service they receive in evaluating service quality (Gronroos, 1982); (Parasuramanet
al., 1985) as cited on (Gilmore and Carson, 1996)

SERVQUAL is a concise multiple item scale with good reliability and validity that
retailers can use to better understand the service expectations and perception of consumer
and, as a result, improve service. The instrument has been designed to be applicable
across a broad spectrum of services. As such, it provides skeleton through its
expectation/perceptions format encompassing statements for each of the five service
quality dimensions(Parasuraman,Zeithaml and Berry, 1988)

The exploratory research conducted by (Parasuraman, Zeithaml and Berry, 1985) reviled
that the criteria used by consumers in assessing service quality fit 10 potentially
overlapping dimensions. These dimensions where, tangibles, reliability, responsiveness,
communication, credibility, security, competence, courtesy, understanding/knowing
customers and access (Parasuraman, Zeithamland Berry,1988)as cited on(Philip and
Hazlett,1996)

The original construct was found to be overly complex, subjective and statistically
unreliable, and as a result it was simplified and modified to the five dimensional model
which is measured on five (5) aspects, namely - reliability, assurance, tangibility,
empathy and responsiveness (RATER). (McCabe et al, 2007). Service quality is therefore
a function of pre -purchase customers™ expectations perceived process quality and

perceived output quality (McCabe et al, 2007). Parasuraman et al (1985), conceptualized
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service quality as the gap between customers™ expectation and their perception of the
service experience. Based on their conceptualization of service quality, the original
instrument was made up of 22-items. The data on these items were grouped under the
five dimensions of RATER (Nyeck et al, 2002).

2.1.10.6 Criticism of the Model

The service quality gaps models can be criticized on both methodological and conceptual
grounds (Carman, 1990; Cronin and Taylor, 1992; Tse, 1993; Brown et al., 1993). Cronin
and Taylor (1992) proposed that there is a lack of evidence supporting the expectation-
performance gap as a predictive measure of service quality. They believe that assessing
customer perception is enough for evaluating service quality and it is unnecessary to
measure customer expectations in service quality research. They oppose evaluating
service quality by calculating the difference between customer perceptions and customer
expectations (P-E). Indeed, they define Service Quality as a customer Perception (of
Performance only) without expectations. They proposed that the performance based
measurement approach (SERVPERF) is more in conformance with the existing attitude
and customer satisfaction literature and is superior to the perception-expectation gap

approach.

Tse (1993) questioned the validity of perception-expectation gap with conceptual and
operational problem in the definition of the expectation. While perception (P) is definable
and measurable in a straightforward manner as the customer belief about service is
experienced, expectation (E) is subject to multiple interpretation by different authors/
researchers (e.g. Babakus and Inhofe, 1991; Dabholkar et al., 2000; Gronroose, 1990;
Teas, 1993, 1994). They believe that expectation concept is doubtful and conceptualized
owing to there are plenty definition for the term expectation in service quality literature
where it is defined as “normative expectation with concern to organization constraints
such as human resource or facilities and equipment limitation or “ideal expectation”

without any concern to limitation and constraint, it means what the customer would
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expect from excellent service. Initially, Parasuramanet al (1985, 1988) defined
expectation as “desire or wants of customer”; what they feel a service provider should
offer rather than would offer (Jain and Gupta, 2004). The other criticizer claims that
SERVQUAL is not applicable to a wide variety of service contexts as the common tool
for evaluating service quality (Carman, 1990). The above explanation provides a critical
discussion of the traditional models, but it is not convincing and it seems that this model
still needs to be further developed. In the following, other shortcomings in gaps models
are addressed and a model is developed based on the discussion.

Considering the critical discussion, more gaps are added to the previous models. The new

components which are proposed to be fitted in to the model include:-

Ideal service standards;
e Service quality strategy and policy;

e Translation of service quality strategy and policy into service quality

specifications and service design;
e Management perceptions of customer perception; and

e Employee perceptions of customer perception.

Although the elements listed in SERVQUAL model have been proven to be the main
method for evaluating service quality from the consumer’s perspective (Brown et al.,
1993), drawbacks in using SERVQUAL in measuring service quality has been the reason
that the SERVPERF scale was proposed by Cronin & Taylor (1992, cited in Jain et al.
(2004, p. 25-37) after they called into question the conceptual basis of the SERVQUAL,
having found it, led to confusion with service satisfaction (Jain et al., 2004, p. 25-37).
These researchers discarded the "E” for “expectation” claiming instead that "P~ for
“performance” alone should be used. They meant that higher perceived performance
entails higher quality service. Unfortunately, during this past century, customers have

changed their behaviors in ways that do not suit organizational behavior.
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The SERVQUAL has come under some criticisms. Francis Buttle (1996) has criticized
the SERVQUAL on a number of theoretical and operational bases. He noted that the five
dimensions of RATER are not universals and that the model fails to draw on established
economic, statistical and psychological theory (Buttle, 1996). Luis Lages and Joana
Fernandes (2005), in their critique of the SERVQUAL, suggest that consumer’s final
decisions are taken at a higher level of abstraction. Consequently, they proposed the
Service Personal Values (SERPVAL) model. Similar to the SERVQUAL, the SERPVAL
is also a multidimensional construct. It presents three dimensions of service value to
peaceful life, social recognition and social integration. All three SERPVAL dimensions
are associated with customer or client satisfaction. While service value to social
integration is related only with loyalty, service value to peaceful life is associated with
both loyalty and patronage intents (Lages and Fernandes, 2005). Some research studies
do not support the five-factor structure of SERVQUAL put forward by Parasuraman et al
(1988), and administering expectation items is also considered unnecessary (Carman,
1990; Babakus and Boller, 1992). In addition, Cronin and Taylor (1992) have developed
their own performance-based measure, the SERVPERF. In fact, the SERVPERF scale is
the un weighted perceptions components of SERVQUAL, which consists of 22
perception items thus excluding any consideration of expectations. In their empirical
work in four industries, Cronin and Taylor (1992) found that un weighted SERVPERF
measure (performance-only) performs better than any other measure of service quality,
and that it has the ability to provide more accurate service quality score than
SERVQUAL. They argue that current performance best reflects a customer’s perception
of service quality, and that expectations are not part of this concept. Despite the
criticisms, SERVQUAL has been used to measure service quality in a variety of contexts,
including hospitals (Bakar et al., 2008), universities (Galloway, 1998), police services
(Donnely et al., 2006), banks (Kangis and Passa, 1997), travel agencies (Luk, 1997) and
public utilities (Babakus and Boller, 1992). The wide array of application of such an
instrument as SERVQUAL spells confidence in its utilization as a technique for

measuring service quality in various business sectors and service industries. Although
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some studies did fail to support its structure, Parasuraman et al (1993) defended the use
of the different dimensions, based on conceptual and practical grounds. Parasuraman et
al. (1988) noted that even if it may be necessary to reword or modify some of the items,
yet the SERVQUAL scale is applicable in a wide range of business services. However,
Parasuraman et al. (1991) cautioned that the addition/deletion of items and/or dimensions

may result in the loss of the scale’s integrity.

In their arguments in support of the SERVQUAL, Nyeck et al (2002), suggest that
SERVQUAL remains the most complete attempt to conceptualize and measure service
quality. They contend that its main benefit is the ability of researchers to examine
numerous service industries such as healthcare, banking, financial services and education.
The fact that SERVQUAL has critics does not render it moot. Rather the criticisms may

well have to do with how researchers use the tool.

2.2 Empirical Review

Generally the context in which the presented findings of the studies that have been
conducted by these researchers differ from that of Ethiopia where technology is limited,
awareness and knowledge seems to be low compared to developed world in which most
studies have been conducted. Such important aspect, necessitate for investigating on the
relationship exists between customer satisfaction and service quality provided by Ethio

telecom call center service.

2.2.1 The Relationship between Service Quality and Customer

Satisfaction

The relationship between customer satisfaction and service quality has received a good
deal of attention in the literature Bolton and Drew; (1994). Defined service quality and
customer satisfaction as “service quality is a global judgment, or attitude, relating to the

superiority of the service, whereas satisfaction is related to a specific transaction”
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Satisfaction is a “post consumption experience which compares perceived quality with
expected quality, whereas service quality refers to a global evaluation of a firm's service

delivery system” (Parasuraman et al, 1988).

The key difference between service quality and customer satisfaction is that quality
relates to managerial delivery of the service while satisfaction reflects customers'
experiences with that service. They argue that quality improvements that are not based on
customer needs will not lead to improved customer satisfaction (lacobucci et al, 1995).

Bolton and Drew (1994) pointed out " "customer satisfaction depends on pre-existing or

contemporaneous attitudes about service quality”.

There is also a lot of argument regarding whether customer satisfaction is the antecedent
of service quality or the outcome of service quality. * Initially scholars take the position
that satisfaction is an antecedent of service quality since to reach an overall attitude
(service quality) implies an accumulation of satisfactory encounters” (Bolton & Drew,
1991). However, other scholars take the opposite view that service quality is the
antecedent of customer satisfaction (Cronin & Taylor, 1992); (Ekinci, 2004); (Rust &
Oliver, 1994); as cited on (Harr, 2008).

Empirical research by Cronin & Taylor, (1992) “showed that service quality has a
significant effect on customer satisfaction.” Similarly, recent studies by Gonzéilez &
Brea, (2005); &Ekinci(2004) as cited on (Harr, 2008) using recursive structural models
provided empirical support that service quality results in customer satisfaction. Customer
satisfaction “is a broader concept than service quality which focuses specifically on

dimensions of service (Zeithamlet al.2006).

2.2.2 Tangibility and Customer Satisfaction
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Sumit A., Dr. Deepack S. Prof. K.S (2013) in their studies of impact of service quality
dimensions towards customer satisfaction in Indian call centers, found that tangibility
have least impact on customer satisfaction in case of Indian call centers as there is very
less visual involved in call center services. In contrast from the study by Francis K.
(2011) title, assessment and analysis of customer satisfaction with service delivery of
MTN, Tangibility was found to be the best dimension. The tangibility dimension of MTN
deal with the physical nature of MTN both the infrastructure and the appearance of the
employees of the company, in this study, state of art equipment, professionalism and
appearance of employees, visually appealing of physical facilities and modernization of
equipment for service delivery were considered. All the items used for the discussion of
the tangibility for MTN have a mean above 4.0. This shows that, in terms of tangible
assets of the company, MTN is doing better of its service quality delivery. Averagely, the
tangibility dimension had an average of 4.20, representing 84 percent. A mean of 4.20
indicate that, customers agreed to the assertion that, the service quality delivery of MTN

is satisfy which results in a quality delivery of an appreciable 84 percent.

Anantha R. A and Dr. Abdul G. A (2013) in their study of service quality and customer
satisfaction in the cellular telecommunication service provider in Malaysia found that by
using pearson correlation the weakest correlation was found to be between empathy and
customer satisfaction. Other study by Thien P. N. (2014) in his thesis of Measuring
Customer Satisfaction on Perceived Service Quality of Mobile Telecommunications
Service when the evaluation is made in importance level of each dimension on the scale
from least important to most important found that least important factor is tangibles
which indicates for the appearance of Bouygues“s representative stores and their
infrastructures. This result might derive from the fact that customers only come to the
representative stores when they take SIM cards and sign the contracts with the operator in
the beginning. However, during the utilization of mobile phone services, customers do
not frequently come to the stores, even the malfunctions happen with their network, they
tend to call for the service operator rather than coming to the stores. The respondents
were also asked to rate their expectation and their perception of the service quality of

Bouygues Telecom on the scale from 1 (totally disagree) to 5 (totally agree) to show level
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of customer satisfaction on each dimensions. In this case, tangibles are the appearance of
Bouygues Telecoms representative stores, its infrastructure, as well as the appearance of
its employees. Based on the result, of 5 dimensions, tangibles gain the least average
expectation score but it has the second highest perception score which indicates that

Bouygues Telecom is doing a great job in maintaining its physical appearances.

H1: There is a significant relationship between tangibility and customer satisfaction.

2.2.3 Reliability and Customer Satisfaction

Sumit A., Dr. Deepack S. Prof. K.S (2013) in their studies of impact of service quality
dimensions towards customer satisfaction in Indian call centers, found that reliability is
the most important dimensions of service quality which have the greater impact on
customer satisfaction

In contrast with the above finding, the study by Francis K. (2011) title, assessment and
analysis of customer satisfaction with service delivery of MTN, reliability were found not
to be of its best dimensions. Reliability deals with the ability of the company to provide
services as schedule time, keeping of accurate records of customers, sincere interest in
solving problems of customers and the customer’s satisfaction with the quality of service
provided. On the reliability dimension, most of the items were not agreed upon by the
customers of MTN. Clearly it indicates that, MTN is not doing enough to increase its
reliability of service provision to its customers. On the item “MTN employees keep
accurate records of customers” was found to be consistently disagreed among the
customers. This might be attributing to the fact that, as a telecommunication company
keeping records of customers to large extent becomes sometimes costly since such
information will not be useful in the day to day operation of the company. The items
“MTN provides services at scheduled times as promised”, “When you have a problem
MTN shows a sincere interest in solving it” and *“ Customers are satisfied with the quality
of service provided by MTN” were all mainly record to have dominated by uncertain by
the respondents. Perhaps this might also be attributing to the fact that, customer might not

be able to measure these items with a comparison to other service providers.

42



It was found that, customers agreed on insist on error-free records and the performing of
the services right the first time. All these record a mean of more than 4.0 and show a
consistency of a general agreement among respondents. In all customer measure for the

reliability shows that, MTN provide a service quality level of 3.68 representing 73.6%

Anantha R. A and Dr. Abdul G. A (2013) in their study of service quality and customer
satisfaction in the cellular telecommunication service provider in Malaysia found that by
using Pearson correlation reliability and customer satisfaction have positive moderate
correlation. In addition Thien P. N. (2014) in his thesis of Measuring Customer
Satisfaction on Perceived Service Quality of Mobile Telecommunications Service found
that, when the evaluation is made in importance level of each dimension on the scale
from least important to most important reliability is the most important dimensions from
all. With related to customer perception and expectation which represents the capacity of
a company can provide the services as it promised. It means the company can provide the
products which correspond to its advertising; its delivery service arrives punctually and
so on for instance, the overall customers™ perception regarding reliability is under-

satisfied.

H2: There is a significant relationship between reliability and customer satisfaction.

2.2.4 Responsiveness and Customer Satisfaction

Sumit A., Dr. Deepack S. Prof. K.S (2013) in their studies of impact of service quality
dimensions towards customer satisfaction in Indian call centers, found that
responsiveness is the most important dimensions of service quality which have the
stronger impact on customer satisfaction Missana E.G (2015) in his dissertation on
customer satisfaction in service quality of TENESCO emergency call center determines
that there was no multi-collinear relationship between customer satisfaction and

responsiveness. Likewise, the study found that from the collected questionnaires filled by

43



70 customers, there is an absolute strong positive relation between satisfaction and
responsiveness, which reveals that the very crucial service quality variable which marks

the image of TANESCO to majority of esteemed customers is responsiveness.

The study by Francis K. (2011) title, assessment and analysis of customer satisfaction
with service delivery of MTN, found that the ability of the company to deal with
complaints of clients, promptness of services, willingness to offer help to clients and
made known when and where exactly services will be executed formed the
responsiveness dimensions of a company. As clearly shown in the finding, customers
were not receiving services as thought to be, out of all the service items provided, with
the exception of “Employees of MTN gives you prompt services” all the remaining items
were scored below 4.0 indicating inconsistency in the extent of service provision from
MTN. Customers indicate that, the services they have received from their service
provider has an overall average for the responsiveness dimension to be 3.63, which

constitute a service provision of 72.60 percent.

Anantha R. A and Dr. Abdul G. A (2013) in their study of service quality and customer
satisfaction in the cellular telecommunication service provider in Malaysia found that by
using Pearson correlation the same as reliability, responsiveness and customer
satisfaction also have positive moderate correlation. Another study by Thien P. N. (2014)
in his thesis of Measuring Customer Satisfaction on Perceived Service Quality of Mobile
Telecommunications Service when the evaluation is made in importance level of each
dimension on the scale from least important to most important found that responsiveness
is the second most important dimensions from all. With related to customer perception
and expectation the overall customers™ perception regarding responsiveness is considered
as the second importance by the most of respondents, it has the highest average

expectation score among six dimensions.

H3: There is a significant relationship between responsiveness and customer

satisfaction.
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2.2.5 Empathy and Customer Satisfaction

Sumit A., Dr. Deepack S. Prof. K.S (2013) in their studies of impact of service quality
dimensions towards customer satisfaction in Indian call centers, found that empathy is
not the most important dimensions of service quality which has no much impact on
customer satisfaction. Another study by Anantha R.A and Dr. Abdul G. A (2013) in their
study of service quality and customer satisfaction in the cellular telecommunication
service provider in Malaysia found that by using Pearson correlation the strongest

correlation was between empathy and customer satisfaction.

Missana E.G (2015) in his study found that there were no multi-collinear relationship
between customer satisfaction and variables empathy. Rather there was linear regression
between customer satisfaction and services™ empathy which showed the very strong
positive (R=0.966) between what were predicted customer satisfactions and to what
exactly is the confidence of customers on empathy from TANESCO. Therefore
TANESCO should focus on training its employees on how to respond and serve
customers that is customer care as the results revealed that as empathy increases the
customer satisfaction increases and the vice versa is also true to customer satisfaction.
This concludes that efforts made on improvement of empathy and responsiveness
produced the desired results in winning the customers preferences and perceptions toward

the TANESCO emergency call center services.

The study by Francis K. (2011) title, assessment and analysis of customer satisfaction
with service delivery of MTN, Empathy is the ability to share another’s feelings as one’s
own i.e. to be in the shoes of another”, understanding the customers™ needs as well as
giving individual attention to customers. With regards to empathy, the finding depicts
that customers of MTN hold the view that MTN actually has about 3.94 level of quality.
This may be attributed to the MTN staff have the interest of their customers at heart by
giving them individual attention, understanding the specific needs of customers and

operating hours convenient to customers to satisfy them. Again as the competition within
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the industry becomes very keen a lost customer means lost revenue and for that are more

conscious of customers® needs.

H4: There is a significant relationship between empathy and customer satisfaction.

2.2.6 Assurance and Customer Satisfaction

Sumit A., Dr. Deepack S. Prof. K.S (2013) in their studies of impact of service quality
dimensions towards customer satisfaction in Indian call centers, found that assurance is
the most important dimensions of service quality which have the stronger impact on

customer satisfaction

The study by Francis K. (2011) title, assessment and analysis of customer satisfaction
with service delivery of MTN, This study assurance of service deal with the confidence
instill in customers by employees of MTN, safeness of transaction, consistency of
courteousness of staff and knowledgeable of staff to answer customers queries. The result
indicates that, assurance dimension has a general agreement among the customers of the
company. This reveals a better service delivery on this dimension to customers of MTN.
It is found that, almost all the items received a consistent agreement of mean more than
4.0, resulting in an overall service provision of 4.15, constituting 83.00 percent of service
delivery of MTN. followed by tangibility assurance is the second important service

quality dimension according to the finding.

Anantha R. A and Dr. Abdul G. A (2013) in their study of service quality and customer
satisfaction in the cellular telecommunication service provider in Malaysia found that by
using Pearson correlation there was a significant positive relationship between assurance
and customer satisfaction. Another study by Thien P. N. (2014) in his thesis of Measuring
Customer Satisfaction on Perceived Service Quality of Mobile Telecommunications
Service when the evaluation is made with related to customer perception and expectation

customers are pretty satisfied with the overall assurance aspect of the company. It is
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demonstrated by professional manner of sellers which is capable of creating beliefs, trust

and confidence for customers.

2.3 Conceptual Framework

The general idea from the past literature is that there is a relationship between customer
satisfaction and service quality; also that service quality could be evaluated with the use
of five service quality dimensions and the most useable is the SERVPERF scale. Based
on the literature presented above, the following conceptual framework of the study has
been developed

Figure2.1conceptualformworkofthestudy

Source: Adapted from SERVPERF model

2.3.1 Customer Satisfaction
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The scholarly and applied literature on service management refers to several concepts
related to customers’ reactions to a product or service. These are primarily ‘customer
satisfaction’ and ‘perceived service quality’, but increasingly also ‘customer experience’

and ‘customer engagement’.

At the most general level, perceived service quality and customer satisfaction are
evaluation or appraisal variables that relate to customers’ judgment about a product or
service. Although research suggests that both customer satisfaction and perceived service
quality are distinct constructs (Oliver, 1997; Taylor and Baker, 1994), and that there is a
causal relationship between the two (Cronin and Taylor, 1992; Gotlieb et al., 1994;
Spreng and Mackoy, 1996; Salini and Kenett, 2009), they have in some cases been used
interchangeably (lacobuci et al., 1994; Mittal et al., 1998; Oliver, 1997; Parasuraman et
al., 1994; Taylor and Baker, 1994). However, some differences between the two concepts

are acknowledged. Oliver (1997) argues as follows:

e Perceived service quality judgments are evaluations of specific cues or attributes,
whereas satisfaction judgments are more global.

e Expectations of perceived service quality are based on perceptions of
‘excellence’, whereas satisfaction judgments include referents such as need and
equity or fairness.

e Perceived service quality judgments are more cognitive, whereas satisfaction

judgments are more affective and emotional reactions.

An additional aspect of conceptualizing customers’ reactions to service is the time
dimension. Lovelock and Wright (1999) define perceived service quality as ‘customer’s
long-term, cognitive evaluations of a company’s service delivery’, and customer
satisfaction as a ‘short-term emotional reaction to a specific service performance’. They
argue that satisfaction is by default experience-dependent, since customers evaluate their
levels of satisfaction or dissatisfaction after each service encounter. In turn, this
information is used to update customer perceptions on service quality. However, attitudes

about service quality are not necessarily experience-dependent. They can also be based
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on the word of mouth or advertising. Thus, it may seem that satisfaction determines
quality, and not vice versa. Oliver’s (1997) research on the direction of the causal
relationship between perceived service quality and customer satisfaction adds a further
layer of complexity by suggesting that the direction of influence of one variable over
another depends on the level at which measurement is conducted. Oliver (1997) argues
that at the single-transaction level there is a strong quality-affects-satisfaction
relationship, while at the multiple-transaction level there is a strong satisfaction-affects-
quality relationship, because overall satisfaction judgments influence customers’ attitudes

about perceived service quality

2.3.2 Tangibles

This dimension is defined as the physical appearance of facilities, equipment, staff, and
written materials. It translates to the restaurant’s interiors, the appearance and condition
of the cutlery, tableware, and uniform of the staff, the appearance and design of the
menu, restaurant signage and advertisements (Zeithamal et al., 2006). Tangibles are used

by firms to convey image and signal quality (Zeithaml et al., 2006).

2.3.3 Reliability
Reliability is defined as “the ability to perform the promised service dependably and
accurately” or “delivering on its promises” (Zeithaml et al., 2006, p. 117).This dimension
is critical as all customers want to deal with firms that keep their promises and this is

generally implicitly communicated to the firm’s customers. Some companies such as

FedEx may make it an explicit service positioning.

2.3.4 Responsiveness
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Responsiveness “is the willingness to help customers and provide prompt service”
(Zeithaml et al., 2006, p. 117). This dimension is concerned with dealing with the
customer’s requests, questions and complaints promptly and attentively. A firm is known
to be responsive when it communicates to its customers how long it would take to get
answers or have their problems dealt with. To be successful, companies need to look at
responsiveness from the view point of the customer rather than the company’s

perspective (Zeithaml et al., 2006).

2.3.5 Empathy

Empathy is defined as the “caring, individualized attention the firm provides its customer
(Zeithaml et al., 2006, p. 120). The customer is treated as if he is unique and special.

There are several ways that empathy can be provided: knowing the customer’s name, his
preferences and his needs. Many small companies use this ability to provide customized
services as a competitive advantage over the larger firms (Zeithaml et al., 2006). This
dimension is also more suitable in industries where building relationships with customers
ensures the firm’s survival as opposed to “transaction marketing” (Andaleeb& Conway,

2006).

2.3.6 Assurance

Assurance is defined as “the employees’ knowledge and courtesy and the service
provider’s ability to inspire trust and confidence” (Zeithaml et al., 2006, p. 119).
According to Andaleeb and Conway (2006), assurance may not be so important relative
to other industries where the risk is higher and the outcome of using the service is
uncertain. Thus, for the medical and healthcare industry, assurance is an important
dimension that customers look at in assessing a hospital or a surgeon for an operation.
The trust and confidence may be represented in the personnel who link the customer to
the organization (Zeithaml et al., 2006).
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CHAPTER THREE

Methodology of the study

This chapter tries to cover the research design and methodology part of the study. The
research type, the approach used the source of data and its method of collection, the
sample design and other topic which has to be included in the methodology part are

discussed here.

3.1 Research Approach

According to John, (2014) Research approaches are plans and procedures for research
that span the steps from broad assumptions to detailed methods of data collection,
analysis, and interpretation. The selection of a research approach is also based on the
nature of the research problem or issue being addressed, the researchers’ personal
experiences, and the audiences for the study. There are three basic approaches to
research; (a) qualitative (b) quantitative (c) mixed methods. According to Christensen,
(1985) noted that quantitative survey is the most appropriate one to use if the purpose of
an investigation is to describe the degree of relationship which exists between the

variables.

The main aim of this study is to assess service quality and depict customer satisfaction
among call center customers and to explore the relationship between customer
satisfaction and service quality dimensions. Deductive approach will be applied to

develop hypothesis based on what is theoretically known about the research concepts.

Accordingly this research will be conducted by using quantitative research approach
hence, it will examine and measured the relationship between service quality and

customer satisfaction in relation to Ethio telecoms call center service. Therefore; the
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quantitative method will be used by considering sample customers of the organization

and questionnaires will be distribute.

3.2 Research Design

According to Singh, (2006), research design is essentially a statement of the object of the
inquiry and the strategies for collecting the evidence, analyzing the evidences and
reporting the findings.

There are different types of scientific research. Namely exploratory research, Descriptive
research and Explanatory research (Bhattacherjee, 2012). Accordingly, this research will
be conducted by using both descriptive and explanatory research and also different
inferential statistics tools will be use to understand the relationship between the five
dimensions of SERVQUAL and customer satisfaction and the impact this SERVQUAL
dimensions have on customer satisfaction in Ethio telecoms call center section and the
research will be involving the administration of a set of structured questions with

predetermined response options to a large number of respondents.

To examine the relationship between customer satisfaction and service quality with the
five dimensions SERVPERF model is going to be used.

3.3 Source of Data

There are two kinds of sources for data collection and these are primary and secondary
sources of data. In this study both Primary and a secondary source is going to be used in
soliciting information for the study. Primary data will be collected via communicating the
study population through major tools i.e. questionnaire. and Secondary information will
be collected from the Ethio telecom call center service manuals, previous studies ,
journals and articles conducted on customer satisfaction and other related titles, and
unpublished materials of Ethio telecom call center service and web addresses and /or
internet reports generated. And the customers’ judgments will be used as the source of

data for analysis. The data is going to be collected in the form of questioners. These
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questioners will be analyzed and conclusions will drawn from the analysis about the level
of service quality provided by the call center 994 call center Amharic IVR users and its

customer satisfaction.

3.4 Sampling Design, Population and Sampling Technique

3.4.1 Sampling Design

There are two basic sampling techniques which are probability and non-probability
sampling. This research will be conducted by using probability sampling which is
proportional stratified sampling technique. The population of the study will be the
customers among call center service Customers. The study also conducted purposive

sampling technique to identify in which category that the customers are.

Deductive approach will be applied to develop hypothesis based on what is theoretically
known about the research concepts. Both descriptive and explanatory research design is
going to be used because descriptive research involves describing a problem, context or a
situation of research variables and explanatory design enables to explain the relationship

between service quality dimensions and customer satisfaction.
3.4.2 Target Population of the study

The target of this study will be on Ethio Telecom’s 994 call center Amharic IVR users.
On average there are around 1,713,351 customers who accessed the call center per week
they will be divided in five languages by the system according to the user language
preference. Out of the total number of calls made to call center; 1,119,291 calls handled
by Amharic, 30,547 call handled by English, 436,368 calls handled by oromiffa, 72838
calls by somaligna and the rest 53052 by Tigrigna. The call center service is the type of
service which is accessible 24/7 to the customers through online telephone, the above
mentioned service user can call to the call center any time to get support or information

regarding the service given by the company. This study targeted 1,119,291 customers of
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Amharic center IVR users. Since the center users take the lion share which increases the

representativeness of the sample.
3.4.3 Sample size determination

Considering the size, as well as the time, it will be hard to collect data on the whole
population. Thus, to avert such constraint the researcher forced to draw sample from the
whole population. The ever increasing need for a representative statistical sample in
empirical research has created the demand for an effective method of determining
sample. To address the existing gap, Krejcie and Morgan (1970) came up with table for
determining Sample size for a given population for easy reference. Thus, the formula

used to calculate the sample size is

n=x?NP (1-P)/e? (N-1) + x?p (1-P)

Where:

X?=Chi-Square table value that depends on a degree of freedom at a given confidence

level

e= Margin of error

p=Population proportion

N=population size

To calculate Sample size for 1,119,291 Population size (N)

At 95% confidence level with degree of freedom 1 the Chi square value is (x2) =3.841

At 95% confidence level the margin of error (e) is 0.05

Population Proportion (P) =0.5
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n=sample size) =3.841

N=total population that is 1,119,291

e= is the error term, which is 5% (i.e. at 95% confidence interval)

Using the above formula the simple size of the study is determined as

n=x?NP (1-P)/e? (N-1) + x°p (1-P)

N=1,119,291

X?=3.841

P=0.5

E=0.05

n=3.841*1, 119291*0.5*0.5/ ((0.05)2*(1,119,291-1)) + (3.841*0.5*0.5)

n=1,074,799.2/2799.1

n=383.9

At given condition the sample size is approximately 384

Therefore the sample size is 384 Customers.
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3.4.4 Sampling Techniques

Using structural equation modeling amounts to defining a structure where the overall
satisfaction is seen as a function of the satisfaction with different components that are
considered to be relevant for explaining the overall satisfaction. To fix the ideas consider
the case where the customers overall satisfaction with the output from the analysis
depends on how the customer perceive the quality of different aspects like for example
timeliness, competence of the staff, costs, service mindedness of the staff, quality of
results, accessibility of data and so on. What components should be relevant for
explaining the overall satisfaction are typically determined in interacting customers
through design questionnaire. The components are then further divided into a number of
areas each of which representing an aspect of the component. The aspects should be easy
to recognize in reality. It should also be easy for the customer to give a rating of the
perceived quality for that aspect. A probability sample of customers is requested to
respond to a questionnaire. The questions relate to the aspects of the components the
respondent is supposed to enter their rating of the satisfaction with the aspect under
study. Typically a five point scale is used. The rating ten denotes that the customer is
completely satisfied and the rating one means that the customer is not at all satisfied . The
responses are analyzed using structural equation modeling with latent variables where the
latent are the components. From the analysis the components that have the largest
impacts on the overall satisfaction can be found. Thus it is possible to find what
components should have first priority for improvement. The analysis provides an efficient

method for improvement of the customer satisfaction.
3.5 Data collection Instrument

The research will be involving the administration of a set of structured questionnaire with
predetermined response options to a large number of respondents. The questionnaire is
going to be designed in five likert scale measurement with five response categories
(strongly agree, agree, neutral, disagree and strongly disagree). A 26 item measure will
be used to indicate the customer degree of agreement for the 26 performance statements,
based on their assessments of the service provided by the call center adopted from
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SERVPERF. Customer satisfaction will be measured with one scale adopted from
Lovelock and Wright (1999) with response ranging from ,very satisfied to ,,very

dissatisfied™.

Thus, the respondents will be request to select their own choice of the five point Likert
scale alternatives in order to specify their level of agreement or disagreement on each

statement.

3.6 Data collection procedure

The researcher will distribute the questionnaire to each sample customers by outbound
call and after the questioners are retuned back, the researcher will sees what is properly

filled and then entered the data into a computer for electronic processing using the Stata.
3.7 Data analysis Techniques

The data analysis will include: descriptive statistics to count the frequency of response,
correlation analysis-to assess the relationship between variables of the study and
Econometrics analysis to see significance of variables of interest. After the required data
collected the researcher will code it and enter data into a computer for electronic
processing using the Stata.

3.8 Ethical Considerations

Ethics are the moral distinction between right and wrong, and what is unethical may not
necessarily be illegal (Bhattacherjee (2012). In order to be ethical a researcher will
consider voluntary participation and harmlessness. Subjects in a research project must be
aware that their participation in the study is voluntary, that they have the freedom to
withdraw from the study at any time without any unfavorable consequences, and they are
not harmed as a result of their participation or non-participation in the project. Name of
the respondents and companies name are not asked to write in order to increase the

confidentiality of the information they give. And also the questionnaire explains that the
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purpose of research will be for academic purpose and finally the respondents is going to
be included based on their willingness. Furthermore, the researcher tried to avoid
misleading or deceptive statements in the questionnaire. Lastly, the questionnaires will
distribute only to voluntary participants.
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CHAPTER FOUR

DATA PERSENATION, ANALYSIS AND DISCUSSION

This part of the study try to show result of the data collected using tables and graphs.
Two types of question are asked to customers of Ethio-Telecom Call Center Services.
The first is general question on the level of satisfaction, tangibility, reliability,
responsiveness, empathy and assurance which be answered by yes or no. The second type
of question isLikert scale question on tangibles, reliability, responsiveness, empathy,
assurance and total level of satisfaction of Ethio-Telecom Call Center Services. The
questionnaires are distributed among 384 customers of Ethio-Telecom Call Center
Services using outbound call. After the questionnaires are retuned back, the data are
assessed whether they are properly filled or not, the assessment show the data are
properly filled. The general question code as 1 yes and o no; and the Likert scale are
codeas 1 strongly disagree, 2 disagree, 3neutral, 4 agree and 5 strongly agreeto simplify
the analysis.

4.1 Descriptive Analysis

In order to know, the overall feeling (level of satisfaction) of customers of Ethio-Telecom
Call Center Services a general question about their satisfaction were asked. They were
asked two questions. The first question is “All in all | am satisfied with Ethio Telecom
Call Center Services”; 304 of 384 respondent answer yes to the question, that is 304 of
the respondent are satisfied with the service of Ethio Telecom Call Center Service. The
second question are to rateEthio Telecom Call Center Services level of satisfaction as
highly dissatisfied, dissatisfied, neutral, satisfied and strongly satisfied. For the
Likertquestion customers of Ethio-Telecom Call Center Services answer as 8 strongly
dissatisfied, 38 dissatisfied, 79 Neutral, 118 satisfied and 141 strongly satisfied.
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Figurel: Customer Satisfaction of Ethio-Telecom Call Center Service

Ethio-Telecom Call Center Services Customer
Satisfaction

W Strongly dissatisfied

M Dissatisfied

 Neutral
M Satisfied
m Strongly satisfied
Source: Survey data 20
4.1.1 Tangibles
Figure 2:Tangibility of Ethio-Telecom Call Center Service
Ethio Telecom Call Center Services have
tangibility
HYes
H No

Source: Survey data 20
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Looking at the data more or less customers agree with tangibility of Ethio-Telecom Call
Center Services. As it can be seen in Figure 4.1, 297 of respondent answer yes to the
question Ethio-Telecom Call Center Services have tangibility. But 87 respondents answer
no to the question Ethio-Telecom Call Center Services are tangible.

In the likert scale questions also more than 260 respondent answer either agree or
strongly agree to the list of tangibility questions. For the detail answers of likert scale

answer about tangibility see table 4.1.

Table 4.1: Tangibility of Ethio-Telecom Call Center service

Strongly Strongly
Variable disagree | disagree | neutral | Agree | agree Mean

Standard
deviation

Did the advisor welcome/greet
you properly? Considering if
the advisors: Introducing the
company name, Introducing
himself/herself, Asking how
he/she could help you 11 28 68 143 134 3.94010

1.036693

Call center advisors have
welcoming tone of voice 16 28 80 137 123 3.84114

1.083113

The interactive voice recorder
facilities and technology call
center are using goes with the
type of service provided 11 33 78 135 127 3.86979

1.058954

Call center has up-to-date
equipment and technology 12 25 75 160 112 3.87239

1.007475

Did the advisor ends the
conversation properly;
Considering if: The advisor
thanking you for calling, The
advisor saying goodbye, Let
you hang up first. 9 23 76 146 130 3.95052

0.99353

Source: Survey data 20
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4.1.2 Reliability

To the question of reliability, 260 respondents answers they are reliable on the service of
Ethio-Telecom Call Center Service. But 124 of the respondents have no reliability on the

service of Ethio-Telecom Call Center service.

Figure3: Reliability of Ethio-Telecom Call Center Service

Ethio-Telecom Call Center Services have reliability

HYes

H No

Source: Survey data 20
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Table 4.2: Reliability of Ethio-Telecom Call Center service

Variable

Strongly

disagree

disagree

neutral

agree

Strongly

agree

Mean

Standard

deviation

Call center advisors
promised to do
something by a certain
time they provide the
service at the time they

promise to do so

13

37

97

122

115

3.75260

1.088148

Call center advisors
show sincere interest on
solving customer’s

problems

14

32

89

137

112

3.78385

1.068246

Call center advisors
perform service right
the first time (error free

service)

12

26

97

151

98

3.77343

1.005584

Call center advisors
provide correct
/accurate information to

you

12

19

101

146

106

3.82031

0.994241

Call center advisors
briefly — present the
various  offers and
services (short message
service, voicemail,
coloring ring back tone,

Internet on mobile...)

13

37

89

124

121

3.78906

1.093434

Source: Survey data 20
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As it can be seen in the table for the likert scale questions more than 250 respondents
says either agree or strongly agree to the list of reliability questions. Therefore, we can

say customers of Ethio-Telecom Call Center Services are reliable with the services.

4.1.3 Responsiveness

To the questions of responsiveness 280 respondent, answers yes, that is 280 respondents
believe that Ethio-Telecom call Center Services are responsive. But 204 respondents
answer Ethio-Telecom Call Center Services are not responsive.

Figure 4: Responsiveness of Ethio-Telecom Call Center service

Ethio-Telecom Call Center Services have
Responsiveness

M Yes

B No

Source: Survey data 20

64



Table 4.3: Responsiveness of Ethio-Telecom Call Center service

Variable

Strongly

disagree

disagree

neutral

agree

Strongly

agree

Mean

Standard

deviation

There are always adequate
number of employees to
respond to your needs at the
time you make a call to the

call center

17

42

87

127

111

3.71093

1.127527

The length of time you had to
wait before you could speak

to an advisor is reasonable

10

23

96

160

95

3.79947

0.966218

The speed with which your

request was processed are fast

13

25

75

160

111

3.86197

1.016425

Call center advisors are
always happy and willing to

serve customer

10

25

7

126

146

3.97135

1.03803

Call center management are
accessible, listen to and
provide prompt and honest
responses  to  customers

inquiries

14

37

80

140

113

3.78385

1.082811

Source: Survey data 20

Compared to other list of factors on customer satisfaction the low numbers of

respondents who answer agree and strongly agree are on responsiveness of the service.

As it can see in table 4.3 it is about more than 230 respondents are says agree or strongly

agree to the list of responsiveness question Ethio-Telecom Call Center Service.
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4.1. 4 Empathy

287 respondents have feel empathy on Ethio-telecom call Center service but 97 are not

Figure 5: Empathy ofEthio-Telecom Call Center service

Ethio-Telecom Call Center Services have Empathy

HYes

H No

Source: Survey data 20

Table 4.4: Empathy of Ethio-Telecom Call Center service

Variable

Strongly
disagree

disagree

Neutral

agree

Strongly
agree

Mean

StandardD
eviation

Call center advisors have
customers best interests at
heart

10

19

71

138

146

4.01822

0.999833

Call center advisors give
individual  attention to
customer’s

15

46

85

131

107

3.70052

1.115474

Call center service hours
are convenient to you

12

21

85

161

105

3.84895

0.987176

Call center interactive voice
record service is easily
accessible

12

22

78

145

127

3.91927

1.020031

Call center interactive voice
record is user friendly and
easily understandable (the
instruction, language)

13

30

87

133

121

3.83072

1.064496

Call center advisors
understand your specific
needs

13

39

76

144

112

3.78906

1.076589

Call  center employees
demonstrate integrity and
trustworthiness in dealing
with customers

11

21

76

171

105

3.88020

0.967473

Source: Survey data 20
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As it can be seen in table 4.4 more than 255 customers answer to the list of empathy
questions. Therefore, we can say majority of Ethio-Telecom Call Center service

customers are feel empathy on the services.

4.1.5 Assurance

To the questions of assurance 278 respondent, answers yes, that is 278 respondents
believe that Ethio-Telecom call Center Services have assurance. But 206 respondents

answer Ethio-Telecom Call Center Services no assurance.

Figure 6: Assurance of Ethio-Telecom Call Center service

Ethio-Telecom Call Center Services have assurance

H Yes

H No

Source: Survey data 20
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Table 4.5: Assurance of Ethio-Telecom Call Center service

Strongly Strongly Standard
Variable disagree | disagree | neutral | agree agree Mean deviation
The behavior of call
center advisor instills
confidence in you 8 29 81 111 155 3.97916 | 1.051957
you feel safe in
making conversation
with call center
advisors 21 43 79 104 137 3.76302 | 1.204251
Call center advisors
provide  you the
adequate information
on the service you
requested. 20 45 95 127 97 3.61458 | 1.136802
Advisors have
sufficient knowledge
and required skills to
answer customer
question 17 40 89 121 117 3.73107 | 1.134075

Source: Survey data 20

As it can be seen in table 4.5 more than 250 customers answer to the list of assurance

questions. Therefore, we can say majority of Ethio-Telecom Call Center service

customers are feel assurance on the services.
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4.2 Correlation of Variables

Before regression, it can be useful to investigate pair-wise correlation of the dependant

variables and key repressors variables by using correlate.

Table 4.6: Correlation of Dependant and Independent variables
Customer
Satisfaction | Tangibility | Reliability | Responsiveness | Empathy | Assurance
Customer
Satisfaction 1
Tangibility 0.4421 1
Reliability 0.4763 0.356 1
Responsiveness | 0.4666 0.4146 0.4778 1
Empathy 0.5725 0.4173 0.4143 0.4144 1
Assurance 0.4964 0.3877 0.3743 0.3924 0.3338 |1

Source: Survey data 20

As it can be seen in table 4.6 customer satisfaction have positive and higher correlation

with all independent variables. Also, independent variables have positive and high

correlation with each other.

4.3 Regression Result

The question asked to customers of Ethio-Telecom Call Center service are of two types.

The first one is a Likert scale questions and the next one is dichotomous question which

should be answered as yes or no. To the regression analysis dichotomous questions are

used. Regression analysis of qualitative binary or dichotomous variables are common in

many Econometrics problems (Verbeek, 2004).
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A binary variable takes on only two values, zero and one (Wooldridge, 2016). The binary
outcome models focus on the determinants of the probability ‘P’ of the occurrence of one
outcome rather than an alternative outcome that occurs with the probability ‘1-P’.
However, estimation of this types of model by linear probability model has certain
drawbacks, for instance it may lead to negative predictions (Wooldridge, 2016). Verbeek
(2004) list the two most important disadvantages of linear probability model as the fitted
probabilities can be less than zero or greater than one and the partial effect of any
explanatory variable (appearing in level form) are constant.

logit and probit models, overcome the shortcomings of linear probability model
(Wooldridge, 2016). Also Verbeek (2004), note that the standard binary model arelogit

and probit model.
The binary model can be modeled as y; = By + ;i X; + &

Where: y;=1, if the event occur and y;=0, if the event did not occur.
X;is independent variables
Boisconstant and f3; is parameter to be estimated

g;is error disturbance term

This model can be estimated by logit and probit model. The result of probit and logit
model are the same (Verbeek,2004; Wooldridge, 2016). It can be estimated by using

maximum likelihood estimation.
As the two model estimation are the same, for the regression analysis of customers

satisfaction of Ethio-Telecom Call Center service the probit model are used. The

estimated model are:
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CS; = Bo + B1T; + B2RL; + B3RS; + BLE; + BsA; + ¢

Where: CS;=1 if customer are satisfied and CS;= if the customer are not satisfied
T;=1 if customer feel tangible and T;=0 if customer feel no tangible

RL;=1 if customer feel reliable and RL;=0 if customer feel no reliable

RS;=1 if customer feel responsible and RS;=0 if customer feel no responsible
E;=1 if customer feel empathy and E;=0 if customer feel no empathy

A=1 if customer feel assurance and A;=0 if customer feel no assurance

Verbeek (2004) and Wooldridge (2016) the probit model can be estimated by using

maximum likelihood estimation.

Table 4.7: Probit Regression Result

Probit regression Number of obs = 384

LR chi2 (5) = 175.50

Prob > chi? = 0.0000

Log likelihood = -108.75744 Pseudo R2 = 0.4466
customersatisfaction Coef. Std. Err. z P>z [95% Conf. Interval]
empathy 1.16461 2124397 5.48  0.000 . 7482353 1.580984
assurance .9024512  .2081822 4.33 0.000 .4944216 1.310481
tangability 2654133 2432187 1.09  0.275 -.2112867 L1421132
reliabiliy 5270292 .2214336 2.38  0.017 0930273 9610311
responsiveness .371144  .2330151 1.59  0.111 -.0855572 .8278452
_cons -1.231163  .2045159 -6.02  0.000 -1.632007  -.8303195

Source: Survey data 20

71



For the probit model to know whether the model is correctly specified or not the test used
is Wald and Likelihood ratio. The regression result have higher Likelihood ratio hence
the model is highly express the effect of independent variable on dependant variable (see
Verbeek (2004) and Wooldridge (2016)). Also the iteration are very low, which show the
absences of multicollinarity among independent variables. All the other aspect of the

model shows very good result.

As it can be seen from table 4.8other than tangibility others are found to have statistically
significant positive effect on customer satisfaction of Ethio-Telecom Call Center service.
Even though it is not statistical significant tangibility have also positive effect on

customer satisfaction of Ethio-Telecom Call Center service.

Tangibility found to have positive impact on customer satisfaction of Ethio-Telecom Call
Center Services but the relationships are not statistically significant. Which is supported
in the literature, for instance Francis (2011) and Sumit and Deepack (2013) found that
even though tangibility have positive impact on customers satisfaction it is not that much

significant compared to other factors.

Reliability found to have positive and significant impact on customer satisfaction of
customers of Ethio-Telecom Call Center Services. The result is supported in the literature
see for instance; Francis (2011), Sumit and Deepack (2013) and Anantha and Abdul
(2013).  Sumit and Deepack (2013) in Indian Call Centers and Anantha and Abdul
(2013) in Malaysia found that reliability is the most important factor to customer
satisfaction. In other country case study by Francis (2011) also found that reliability

positively affect customer satisfaction.

Thien (2014) found that responsiveness is the second most factors in customer
satisfaction of Call Centers. In this study also responsiveness found to have positive
impact on customer satisfaction of Ethio-Telecom Call Center Services; but it is

significant at 10% level of significance.

Empathy found to have positive and significant impact on customer satisfaction of
customers of Ethio-Telecom Call Center Services. The result is supported in literature see
Francis (2011), Sumit and Deepack (2013), Anantha and Abdul (2013) and Missana
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(2015). For instance Missana (2015) found that the linear regression between customer

satisfaction and empathy showed very strong positive relationship.

Assurance found to have positive and significant impact on customer satisfaction of
customers of Ethio-Telecom Call Center Services. The result is supported in literature see
Francis (2011), Sumit and Deepack (2013), Anantha and Abdul (2013) and Thien (2014).
For instance, Thien (2014) found that the very first and important factor to customer

satisfaction of customers of Call Centers is assurance of the services.
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CHAPTER FIVE

CONCLUSION AND RECOMMENDATION

5.1 Conclusion

This study is about the effect of service quality on customer satisfaction: a case Ethio-
Telecom’s Call Center. In the service providers institution service quality hold the main
position (Kotler and Armstrong, 2003). Service quality is the main factor to customer
satisfaction (Potluri and Magnale, 2010). Currently Ethio-Telecom is the sole provider of
Telecom service in Ethiopia. Call centers are the major channels of communication

Ethio-Telecom with its customers.

Currently Ethio Telecom provide two types of call center services namely 994 and 980 in
four different places by employing nearly 2315 staffs, both services are provided through
online telephone supporting by IVR (interactive voice response). 994 call center is
accessible to all service users of Ethio Telecom around the country and it’s serving
customer in five different languages specifically English, Amharic, Oromiffa, Tigrigna
and Somali, whereas 980 call center is dedicated only for selected enterprise, VIP and
Key account customers of the company and the customers are served in English and
Ambharic languages. 994 call center services work 24/7 to support customer enquiry by
providing full information about ET products and services, subscription requirements,
billing and related enquires, activation of value added services, fault registration, status
update and follow up but even if the support given by advisors of 980 and 994 are the
same the working hour of 980 call center is from Monday to Saturday in office hours.

Customer satisfaction is influenced by various factors. According to Andaleeb and
Conway (2006) service quality is the main driving factor for satisfaction of customer in
service sectors. Ethio-telecom tries to improve service quality through this Call centers

and hence improve customer satisfaction. Therefore, this study tried to assess the impact
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of service quality on customer satisfaction on the customers of Ethio-Telecom Call

Center Services.

To do so service quality are proxy with five variables; tangibility, reliability,
responsiveness, empathy and assurance. To study the relationships of the five variables
and customer satisfaction in Ethio-Telecom Call Center Services both descriptive and
explanatory research design are employed. The research is mainly quantitative in nature.
Both primary and secondary data are used in the process of the research. Secondary
information was collected from the Ethio-Telecom Call Center Service manuals, previous
studies, journals and articles conducted on customer satisfaction of Call Center Services.

The primary data is collated by distributed among 384 customers of Ethio-Telecom Call
Center Services using outbound call. After the questionnaires are retuned back, the data
are assessed whether they are properly filled or not, the assessment show the data are
properly filled. Two types of question are asked to customers of Ethio-Telecom Call
Center Services. The first is general question on the level of satisfaction, tangibility,
reliability, responsiveness, empathy and assurance which be answered by yes or no. The
second type of question is Likert scale question on tangibles, reliability, responsiveness,
empathy, assurance and total level of satisfaction of Ethio-Telecom Call Center Services.
The general question code as 1 yes and o no; and the Likert scale are code as 1 strongly

disagree, 2 disagree, 3neutral, 4 agree and 5 strongly agree to simplify the analysis.

The collected data analyzed through descriptive statistics to count the frequency of
response, correlation analysis-to assess the relationship between variables of the study

and Econometrics analysis to see significance of variables of interest.

The descriptive analysis shows that majority of the respondent’s answers yes to customer
satisfaction, tangibility, reliability, responsiveness, empathy and assurance. 304 out of
384 customers of Ethio-Telecom Call Center Services are satisfied by the service.
TheLikert scale levels of satisfaction of Ethio-Telecom Call Center Services are 8 strongly
dissatisfied, 38 dissatisfied, 79 Neutral, 118 satisfied and 141 strongly satisfied.

The proxy of service quality customers of Ethio-Telecom Call Center Services; 297
tangible, 260 reliable, 280 responsive, 287 empathy and 278 assurances are answers yes.
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In the likert scale questions more than 260 respondent either agree or strongly agree to
the list of tangibility questions. More than 250 respondents either agree or strongly agree
to the list of reliability questions. More than 230 respondents either agree or strongly
agree to the list of responsiveness question. More than 255 customers either agree or
strongly agree to the list of empathy questions. More than 250 customers either agree or
strongly agree to the list of assurance questions. Therefore, we can say customers of
Ethio-Telecom Call Center Services feel tangible, reliable, responsive, empathy and

assurance with the services.

The correlation results shows that customer satisfaction have positive and higher
correlation with all service quality proxy (tangibility, reliability, responsiveness, empathy
and assurance). Also, the correlation analysis shows that service quality proxy
(tangibility, reliability, responsiveness, empathy and assurance) have positive and high
correlation with each other.

For the regression analysis probit model are employed. The regression result have higher
Likelihood ratio hence the model is highly express the effect of independent variable on
dependant variable (see Verbeek (2004) and Wooldridge (2016)). Also the iteration is
very low, which show the absences of multicollinarity among independent variables. All

the other aspect of the model shows very good result.

Other than tangibility, others proxy of service quality are found to have statistically
significant positive effect on customer satisfaction of Ethio-Telecom Call Center service.
Even though it is not statistical significant tangibility have also positive effect on

customer satisfaction of Ethio-Telecom Call Center service.

Tangibility found to have positive impact on customer satisfaction of Ethio-Telecom Call
Center Services but the relationships are not statistically significant. Which is supported
in the literature, for instance Francis (2011) and Sumit and Deepack (2013) found that
even though tangibility have positive impact on customers satisfaction it is not that much

significant compared to other factors.

Reliability found to have positive and significant impact on customer satisfaction of

customers of Ethio-Telecom Call Center Services. The result is supported in the literature
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see for instance; Francis (2011), Sumit and Deepack (2013) and Anantha and Abdul
(2013).  Sumit and Deepack (2013) in Indian Call Centers and Anantha and Abdul
(2013) in Malaysia found that reliability is the most important factor to customer
satisfaction. In other country case study by Francis (2011) also found that reliability

positively affect customer satisfaction.

Thien (2014) found that responsiveness is the second most factors in customer
satisfaction of Call Centers. In this study also responsiveness found to have positive
impact on customer satisfaction of Ethio-Telecom Call Center Services; but it is
significant at 10% level of significance.

Empathy found to have positive and significant impact on customer satisfaction of
customers of Ethio-Telecom Call Center Services. The result is supported in literature see
Francis (2011), Sumit and Deepack (2013), Anantha and Abdul (2013) and Missana
(2015). For instance Missana (2015) found that the linear regression between customer

satisfaction and empathy showed very strong positive relationship.

Assurance found to have positive and significant impact on customer satisfaction of
customers of Ethio-Telecom Call Center Services. The result is supported in literature see
Francis (2011), Sumit and Deepack (2013), Anantha and Abdul (2013) and Thien (2014).
For instance, Thien (2014) found that the very first and important factor to customer

satisfaction of customers of Call Centers is assurance of the services.

5.2 Recommendation

The recommendation of the study should be written based on the find and conclusion of
the study. As it can be noted in the find and conclusion of the study service quality
indicators such as tangibility, reliability, responsiveness, empathy and assurance found to
have positive impact on customers satisfaction. Therefore, management at Ethio-
Telecom Call Center should focus on improvement in service quality.  Specifically, the

management should focus on:
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Tangibility: Improve the physical nature Ethio-Telecom Call Center both the
infrastructure and the appearance of employees.

Reliability: Improve the schedule time of provision of service, keeping of
accurate records of customers and accurately solve customer’s problems.
Responsiveness: Improve ability of dealing with complaints of clients,
promptness of services, willingness to offer help to clients and made known when
and where exactly services will be executed formed the responsiveness
dimensions of a company.

Empathy: Empathy is the ability to share another’s feelings as own, understands
the customer’s needs as well as giving individual attention to customers. Hence,
Ethio-Telecom Call Center should provide training to employees on how to
respond and serve customers in the way empathy requires.

. Assurance: Ethio-Telecom Call Center should give training to employee to
instill confidence to customers, safeness of transaction, and consistency of

courteousness of staff and knowledgeable of staff to answer customer’s queries.
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APPENDEX

Appendix 1: Questionnaire (Amharic Version)

$eht mCceIe eLNCHT TUCT NF

V19L& ANT8LCTCVLT h&A

NATe EADhIE P2 MANA ATAIAT PLINE T Pay oA Ao e P

U AMEP PHHIE® NP LN+ TCLIR RIACAE FIPUCTH NF PLUL TP+ NPT+
Y N4 APT ARATID-I “PRTAIAT Mt AT PLING AChF NAFTE ANTE M aoha”
N4 ACON ATILLIAr MGF PAREARL P B2 8 AP/ B AMPANA 100:: PG+ PT AATH PA TP
FANTR mZ MANA ALINET PTULAMMD-T PATIA T Mt ARINET AChF PADT +RAF

ADDADCAD(C M-

ANAP met 1H AD+@- PTAN+ATT D PRPF NADARAA £+NNGT:: PAYAMF ARAN PR D-AD-
AHU mGF AATY NF j@- AT9° PR AM-F MIED-I° AL 1T TPAR TADE P+MNP LUPTA:
NALI9® hHU NFTF ARt M PEPT FThhd 10 PAUATT ARAN 2AM- L NTFUTT AMEPAL
FRTLHRTD PACAP TPAR MG+ ATLLNTTE Mt N&E+HE ANTPRA AAD-::

AM$PAL anan/ p

e NI°PY Ambh APNLATTD

o FANA I® PAYATY ARAN NHHIED AT @AM (V) TPANT PhPIR M-

MML%T NAa>AT P P LT TNNC NPL ML ATCAITAU!
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A& AL PLINETF A1AIAF et AP M LD

man/P: Y PAPMLP NEA NAATR FANTE P MONA PATAINT Mot LAPTT

gPANF ATIDS P+HIE 1@ ANAP 01T UAN £7A%A NAD- PARENF AL N+HHIBEM- ATy

@AM (V) 9PANT NTYNPaRm PADA N

1 = N6pe¢-N AANTITRID 2 = RANTITRIR 3= UA-) PATID

4=ANTMAL  5=NMI° ANTDIAL

+.%

PATAIAT Mt PR

Newe-N
RANT
aggo

hdha
age

uan
pATIR

Aham
AL

nmge
Ahamag
AL

P TMANA ANGAET PARANP AATRF NINMELPCNA? PTRPDATT NIFRF @A PAINT: (PECE
NI® MA+PDPT TPIACKP NAD- TOMPP)

Pms MONA NL+HEF LINGT ATDCE & 09 INH S9°% AATFM-?

P MONA P MPaRD- PNIRTM-+L A2H/R &9°% Pnd MONA NTAMD- ATAINT IC ANC
24184

P MONA DP+T MNP HARTP PAR)A7 P ARALP AT A8 8N thT A8, BMPTIA?

P MONA N+ET NATINN: PADHLE AATRF LAMA? PTRPMATT ha1gRt O-ND PRI

(NNRDA ATARAITATT ARANIR 1H BU-TAPT NART £HE ANNP)
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PAe MONA N&HEF ATE 11C N+OAYT TH BN ATILL $A NI PIMTTT PA LEATIA?

Pme MONA NG TET PLINETT TOIC ATPE FF PATOY &ATRT NET1F PALA?

N@EaLP Mg B\ +Y9 L PR P8 19D FANAT ATAIAT NE ARONA N+ET £AMA?

Pid MONA NPT FAAATT MetT PMNP ABLE LAMPFA?

10

PP MONA NPT NALCE+ A1ARTT ICF NIAR PNLEA TPAA AekoC PRUFE ARPAONTE
PEIRR AMTY AMPPIRT PLEIOE MAMRL LT A YL ATAN T

11

ML ™ TMONA NEOA 1H PCAPT M Ph ATRARAN P+HIE. N AdtETF AA?

12

PR MONAT A-+E ATR T aRAARC AL P MAN%T 1H, FPATPFP 0P

13

N MONA NERTF AT NPADET BN+TTIEA?

14

PP MONA N&HEF LINEFT ATIIAIA AR BA+HE, FUT AT LPLETF TFO-?

15

Pad MONA PN JALPT PRINGT M PR AGRBARMG AN ALY MREFY ATPAMT +L24-1
TFm-?

16

PMs MONA N&tEF ALATTS PEINETT €A NANTFO ARZD- 10-?

17

PR MONA N&HFF ALT8T8 £TNE AR FhrdT £AMA?

18

Pme MONA PN NAT AACAP AT, 10-?

19

Pad MONA PLIRZ AT ATATAT ATRTTH APATEICTE ML I NdAA £7FA?
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20

PR MONA PR AT ATANT ARMPPI® IRRT NPA ATRLEF PAYT(+F §00-?
(Y-, ARARLPM-,...)

21

PP MONA N&tHPF PRINTTT FNNAT &ART RLEA?

22

P MANA Ne+ET LINEFFO-T NFTHEF AT NS TTF PIATAN?

23

PP MONA NPT PALADPT A1AINTF AL PaD+aRaRT ARt A8 PLPT PLCIA?

24

Ne TONA Ne+BFIC 1974
PaRARFt N} ATYP HA?

25

P MONA NeTBTATML ST ATAT Nk AOZE RAMPFA?

26

PPe MONA N&HEF PRINTTT M PR ATRARAN P9 PNTFA Nk AD$T AT AUAT AAFD-?

A& LAT: PRINPF AChF aPMY
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NHU NFF PAD- A&+ 11C AMPAL NARTE £ANIR Pdg TN PRINGTF
A0t PAPETY PACHF APMT PARADHENT 1M ANNP NPLMTF AT9e0T P3F TR
NThhA 27484 NAD- PARENFTY NFHHIED AMT @AM (V) TRANT NTILLT RoIAK:

AMPAL NADZ TMONA A4 1T AMMA PACNF APM7Y NP HAD- LIARAT

NMI°H S+§

HP+5

YA PATID

n&+&

NMI° N&+&

LHPT AN+ M LET AGRARAN ALLTFAT FNNC AZ AGPAITALR
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Appendix 2: Questionnaire (English Version)

St. Mary’s University

School of Graduate Studies

(General MBA)

A questionnaire to be filled by customers of EthioElecom Call Center Service

Dear Respondents,

| am MeronGebru, a graduate student of St. Mary’s University. I am conducting a
research on the effect Of Service Quality on Customer Satisfaction of Ethio Telecom’s
Call Center” in partial fulfillment of General MBA. The main objective of this study is to
examine the quality of service provided by Ethio Telecom calls center and its impact on

customer satisfaction.

I kindly request you to spend some minutes of your time in answering the questionnaire.
Your responses will be used only for academic research and any information which you
provide will be kept confidential. Your genuine response will have significant effect on

the result of the study.

General Instruction:-

There is no need of writing your name

In all cases where answer options are available please tick (V)

Thank You, for your kind cooperation in answering the questionnaire.
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Part I: Survey on Service Quality Items
Direction: This part of the questionnaire intends to find your perception towards the
service quality of ethio telecom call center services. Please put a check mark (v) on the

number which reflects your perception.

1=strongly disagree, 2=Disagree, 3= Neutral, 4= Agree 5= strongly Agree

Tangibles
Statement of | Strongly | Disagree | Neutral Agree Strongly
S/N | Service Quality Disagree Agree

Did the advisor
1 welcome/greet you
properly?
Considering if the
advisors:
Introducing the
company  name,
Introducing
himself/herself,
Asking how he/she
could help you

Call center advisors
2 have  welcoming

tone of voice

The interactive
3 voice recorder
facilities and

technology call

89




center are using
goes with the type
of service provided

Call center has up-
to-date

equipment and
technology

Did the advisor
ends the
conversation
properly;
Considering if: The
advisor  thanking
you for calling, The
advisor saying
goodbye, Let you
hang up first

Reliability

S/N

Statement of

Service Quality

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Call center
advisors promised
to do something
by a certain time
they provide the
service at the time
they promise to do

SO
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Call center

7 advisors show
sincere interest on
solving customer’s
problems
Call center

8 advisors  perform
service right the
first time (error
free service)

Call center

9 advisors  provide
correct  /accurate
information to you
Call center

10 advisors  briefly

present the various
offers and services
(short message
service, voicemail,
coloring ring back
tone, Internet on

mobile...)
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Responsiveness

S/N

Statement of

Service Quality

Strongly

Disagree

Disagree

Neutral

Agree

Strongly
Agree

11

There are always
adequate number
of employees to
respond to your
needs at the time
you make a call to

the call center

12

The length of time
you had to wait
before you could
speak to an advisor

is reasonable

13

The speed with
which your request
was processed are

fast

14

Call center advisors
are always happy
and willing to serve

customer
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Call center
15 management are
accessible, listen to
and provide prompt
and honest
responses to
customers inquiries
Empathy
Statement of | Strongly | Disagree | Neutral Agree Strongly
S/N | Service Quality Disagree Agree
Call center
16 advisors have
customers best
interests at heart
Call center
17 advisors give
individual attention
to customer’s
Call center service
18 hours are
convenient to you
Call center
19 interactive  voice
record service is
easily accessible
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Call center

20 interactive  voice
record is  user
friendly and easily
understandable (the
instruction,
language)

Call center

21 advisors
understand  your
specific needs
Call center

22 employees
demonstrate
integrity and
trustworthiness in
dealing with
customers
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Assurance

Statement of | Strongly | Disagree | Neutral Agree Strongly
SIN | Service Quality Disagree Agree
The behavior of call
23 center advisor
instills confidence in
you
you feel safe in
24 making conversation
with  call  center
advisors
Call center advisors
25 provide you the
adequate
information on the
service you
requested.
Advisors have
26 sufficient knowledge

and required skills to
answer customer

guestion
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Part I1: Level of Customer Satisfaction
Direction: the following statement describes the overall feeling you have about Ethio

Telecom Call Center Services; please respond by choosing the number which best

reflects your own perception.

27. My feeling about call center service delivery can be best described as;

1. Highly dissatisfied

2. Dissatisfied

3. Neutral

4. Satisfied

5. Highly satisfied

28. All in all I am satisfied with Ethio Telecom Call Center Services Yes No
29. Ethio Telecom Call Center Services have tangibility Yes No

30. Ethio Telecom Call Center Services have reliability Yes No

31. Ethio Telecom Call Center Services have responsiveness Yes No

32. Ethio Telecom Call Center Services have empathy Yes No

33. Ethio Telecom Call Center Services have assurance Yes No

Thank you for taking your time to answer this questionnaire!!!
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