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Abstract
This research examined the effect of customer service quality on customer satisfaction at Bank
of Abyssinia in Addis Ababa. Service quality is defined as a degree and direction of
discrepancy between customers' service perception and expectations. Customer satisfaction is
defined as the customer’s subjective evaluation of a consumption experience, based on some
relationship between the customer’s perceptions and objective attributes of the product. To
achieve the objectives of this study, data was collected through questionnaire from a sample
of 396 bank customer. Out of these distributed questioners 361 questionnaires were returned.
Therefore, the response of rate of the study was 90.16%. The data collected from the
questionnaire were analysed using Statistical tools such as mean, standard deviation,
correlation, and linear regression model has been applied to identifay the effectes service
qulaity on customer stsfaction by using SPSS version 25. The study has been tested the
classical linear regression model assumptions in order to maintain the data validity and
robustness of the regressed result of the research and all assumption incorporated in this study
were full filled its condition. From the analyses the results are confirmed that, all the service
quality dimensions which were consider in this study have positive and significant effect on
customer satisfaction. thus, the service quality dimensions which were considering in this study
were significantly to explain the customer satisfaction in banks of Abyssinia in Addis Ababa
at 5%. The finding of this study indicates that customers were satisfied with the tangibility,
reliability, responsiveness, assurance and empathy dimensions of the service quality of the
bank of Abyssinia. Based on the findings of the study, the researcher forwards some

recommendations to the hank’s management and suggestions for other researchers.

Key Word: Service quality dimensions, customer Satisfaction, Bank of Abyssinia
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Chapter One

1. Introduction

1.1. Background of study
Customer is considered as a king in every business. The main purpose of every business is to
satisfy their existing customers and to attract new customers. Customer satisfaction is a basic
priority and it cannot be considered as a separate function in business and it is considered very
important, it shows how firms are committed to provide quality product or services to their
customers (Atalik & Arslan, 2009).
Service provider organizations are the range in size from huge international corporations like
airlines, banking, insurance, telecommunications, hotel chains, and freight transportation to a
vast array of locally owned and operated small businesses, including restaurants, laundries,
taxis, optometrists, and numerous business-to-business (B2B) services .(Christopher H. &
Laurent, 1999).
Banking sector is one of the service provider organization and they are the driving force for the
economic growth of a country. Every commercial bank acts as a financial intermediary whose
main aim is to earn profit through borrowing and lending funds in the profitable sectors and
issuing diverse types of credit instruments. Therefore, the banking system occupies an
important place and plays significant role in a nation‘s economy building process. Necessarily,
banking sector also ensures commendable contribution in the economic development of a
country and forms the core of the money market in an advanced country. This sort of financial
intermediary accepting deposits and granting loans; offers the widest menu of services for
different business ventures (Festus, Maxwell, & Godwin, 2006).
According to Malik, Naeem, & Avrif, (2012), Customer satisfaction is actually how customer
evaluates the ongoing performance and the ability of a service provider to create high degree
of satisfaction is crucial for product differentiation and developing strong relationship with
customers. However, one key challenges of this market is how they satisfy and retain their
customers and also manage service quality, which holds a significant importance to customer
satisfaction and their perceived performance.
Service quality and customer satisfaction are very important concepts that companies must
understand in order to remain competitive in business and hence grow. It is very important for
companies to know how to measure these constructs from the consumers’ perspective in order

to better understand their needs and hence satisfy them. Service quality is considered very



important because it leads to higher customer satisfaction, profitability, reduced cost, customer
loyalty and retention (Kotler, et al., 2005).

Commercial banks have significantly expanded their financial services to the clients and
governments around the world. The current business environment is very dynamic and fast
changing. Furthermore, improving service delivery in the banking business is expected to affect
the quality of service and customer satisfaction. On the other hand, the client will use a variety
of dimensions or attributes that are important to banks to identify the quality of service through
the customer satisfaction. These service dimensions or attributes play a significant role within
service measurement, since they serve as indicators of service quality and customer’s

satisfaction (Timothy, 2012)

Bank of Abyssinia is one of a pioneer commercial bank in the privet bank industry of Ethiopia.
The present-day Bank of Abyssinia was established on February 15, 1996 (90 years to the day
after the first but defunct private bank was established in 1906 during Emperor Menelik I1). As
of January 31 2020, the bank has more than 5,825 staffs and 1,012,177 account holders and
works with known money transfer agents such as Western Union, Express Money, Ria
International, Trans fats, Dahabshiil, Money Gram, kaah and Ezremit through its 334 domestic
branch networks, of which 152 branches are in Addis Ababa and the remaining 182 are
established in bankable towns (Bank of Abyssinia, 2020)

These days, there are higher computation in banks and also other service provider’s institutions
in developed and developing countries. In order to compete and survive in their respective
market they focus on important activities to excelling theirs service quality to maintain
customer satisfaction. As bank, they has been using different kinds of service quality
measurements to bringing good service quality to attract customers and to exist favourable
business interaction between users and banks. The most widely used models in measuring
service quality in the banking sector is the SERVQUAL models. According to Buttle, (1995),
the SERVQUAL model can be measured by identifying the gaps between customers’
expectations of the service to be rendered and their perceptions of the actual performance of

the service.

The major aim of this research is to measure the quality of service offered by Bank of Abyssinia.
Moreover, it tries to investigate the relationship between service qualities dimensions &

customer satisfaction.



1.2. Statement of the problem

Customer satisfaction is a well-known and established concept in several areas like marketing,
consumer research, economic psychology, welfare-economics, and the most common
interpretations obtained from various authors reflect the notion that satisfaction is a feeling
which results from a process of evaluating what has been received against what was expected,
including the purchase decision itself and the needs and wants associated with the purchase
Customer satisfaction plays an important role for the success and continuous existence of the
company. Customer satisfaction is critical to any product or service, because it is a strong
predictor of customer retention and products repurchase (Kotler & Keller, 2006).

Today market is a more customer oriented in the sense all the business operations revolve
around satisfying the customer by meeting their needs through effective service. Service quality
play an important role for customer satisfaction. It is a critical issue in the success of any
business system and they recognized as it is the key to survival and the source of competitive
advantage for organizations. Continuous assessment of the service delivery quality is the center

of every service giving organization (Gitlow & Oppenheim , 1989).

Financial services provided by banks are generally undifferentiated products and they facing
very intense competition and in deregulated markets put a heavy burden in the bank sector,
particularly in the past few years in the bank context the problem is whether management can
perceive correctly what customers want and expect and they try to distinguish themselves to
others compotators under the basis of improving their quality of service which is critical for

the expansion of market share (Sathye, 1999).

Due to this, the service quality has gained more importance in banking industry. And also much
empirical evidence could be found in the literature worldwide investigating the relationship
between service quality and customer satisfaction such as (Bahia & Nantel, 2014) Saghier &
Nathan, (2013), and (Kamilia & Jacques, 2014) indicated that there is direct relationship
between service quality dimensions and customer satisfaction in different sector. Thus,
indicated that service quality has been a great role as a means to satisfy and retain customers.

And also there are empirical studies conducted in Ethiopia by different individuals targeted to
identify the effect of service quality dimensions on customer satisfaction in different sector
rather than Bank industry. To mention some of them, Sintayehu, (2015); Abrham, (2015);

Akalu, (2015). are some theme conduct resecrh.



Although, based on preeminent knowledge of this study, in the context of the relationship
between service quality and customer satisfaction in Ethiopia bank industry has not been much
considered. Besides to this, due to organizational duties of the researcher has been observing
the problem arises with regarding service quality in the context of Bank industry. This thesis,
therefore, designed in such a way that focuses on the areas not addressed by the preceding
studies. Accordingly, the study will examine the effect of service quality diminutions these are
tangibility, reliability, responsiveness, assurance and empathy on customer satisfaction in the
in the context of Bank of Abyssinia (BoA).

1.3. Research questions

Based on the above statement of the problem this study will try to answer the following research

questions.

1. What is the effect of service quality dimensions on the customer satisfaction in BoA,?

2. Which service quality dimension has a strong relation with customer satisfaction in
BoA?

3. What is the relationship between service quality dimensions and customer
satisfaction?

1.4.  Objective of the study
1.4.1. General Objective

The main objective of this study is to examine the effect of service quality on customer

satisfaction in the case Bank of Abyssinia.
1.4.2. Specific Objective

The study will have the following specific objectives;
» To assess the effect of service quality on customer satisfaction in BoA.
» To identify which service quality dimension has a strong relation with customer
satisfaction in BoA
» To examine the relationship between each service quality dimensions with

customer satisfaction.



1.5. Significance of the study

As described in the previous sections, this study is designed to assess the effect of service
quality on customer satisfaction in the case Bank of Abyssinia. The finding will give insights
so as to take measurement actions that can increase their services and strategists will learn
about the relationship between service quality, customer satisfaction and organizational
performance and the result will give them further insights about the area. And also it will be
new way of understanding customer satisfaction and service quality with regard to the bank
and the current situation in which banks are competing in Ethiopia. Future researchers and
scholars may also use the study findings as a source of reference for further research in the

Same area.
1.6. Scope of the study

The research paper has focused to assess the effect of service quality on customer satisfaction in
the case Bank of Abyssinia. In order to meet this objective it will be delimited by geographical,

conceptual and methodological scope and discussed these scope as follows.
1.6.1. Geographical scope

Even though Bank of Abyssinia has reached 334 domestic branch networks, this study will
focus only on the branch will located in Addis Ababa. Therefore, the geographical scope of the
study will be Addis Ababa.

1.6.2. Conceptual scope

The conceptual scope of the research is the effect of service quality on customer satisfaction. as
result the independent variables to be studied include customer service diminutions; assurances,
responsiveness, tangibility, empathy and service reliability of the of the sample of study, service
where has the dependent variables of the study will be the customers satisfaction from the service
from the sample study of the study.

1.6.3. Methodological scope

To examine the effect of service quality on customer satisfaction the study will use quantitative

data and also to an analysis this data the study will employed explanatory research design. To



examine the effects and relationships between the dependent and independent variable the

study will use simple linear regression model with help SPSS 25.
1.7. Limitation of the study

As stated here above, this study is designed to undertaken to find out the effect of service
quality on customer satisfaction in Bank of Abyssinia. As result this study was faced some
limitation due to the current situation of pandemic, which impacts staff’s availability in their
work area & the sample respondent it may not willing to respond the questioner and it will take
more time than expected to collect the data.

1.8. Organization of the paper

The paper has five chapters. The first chapter consisted background of the study, statement of
the problem, research questions, and objectives of the study, significance of the study, scope

of the study, limitation of the study, organization of the study and definition of the term.

And also the second chapter incorporates literature review on various theoretical concepts
related to service, service quality, service quality dimensions, service quality measurement
models and customer satisfaction. It also includes empirical review and conceptual frame work.
The third chapter presented the research design, sample size determination, sampling technique,
data source and data collection method, research instrument and the method of data analysis.
Results and discussion will be presented in the fourth chapter. The final part of the study will
be chapter five and it will have summary of findings, conclusions and recommendations that

will be the finding of the study.
1.9. Definition of Terms

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 & Lauren, 1999).
Quality: - Qualities totality of features and characteristics in a product or service that bear
upon its ability to satisfy needs (Hardie & Walsh , 1994).

Service quality: - is how well a delivered service level matches customer’s expectation. as

(Parasuraman, Zeithaml, & Berry, 1991) sited on (Sang-Lin, 2004).



Customer perception: - is the actual level of service the customers received. Perceived service
quality is a component of customer satisfaction.

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, Marketing management 3rd Edition, , 2006)

Reliability: - it’s the ability to perform the promised service dependably and accurately
(Parasuraman, Zeithaml, & Berry, 1991).

Responsiveness: - it’s the willingness to help customers and provide prompt service
(Parasuraman, Zeithaml, & Berry, 1991).

Assurance: - it’s employee’s knowledge and courtesy and their ability to inspire trust and
confidence (Parasuraman, Zeithaml, & Berry, 1991).

Empathy: - it’s being caring, individualized attention given to customers (Parasuraman,
Zeithaml, & Berry, 1991).

Tangibility: - Appearance of physical facilities, equipment’s, personnel and written materials

(Parasuraman, Zeithaml, & Berry, 1991).



CHAPTER TWO
2. Review of Related literature

This chapter gives an overview of literature related to the topics, the effect of service quality
on customer satisfaction and involves, the most widely used models in measuring service
quality & it’s important in the banking sector also the various gaps visualized in the model, the
theoretical framework, empirical reviews in line with the objectives of the study. Furthermore,
the conceptual framework of this study will be presented at the end of this chapter.
2.1. Theoretical review

One of the major trends of recent years has been the phenomenal growth of services. This shift
towards a service economy is largely attributed to rising affluence, more leisure time and the
growing complexity of products that require servicing. Moreover, as companies find it harder
to differentiate their physical products, they increasingly turn to service differentiation, seeking

to win and retain customers through delivering superior services.

Many developed countries have seen a dramatic increase in the importance of services to
national economies and to the individual consumer. In the major European countries, the US
and Japan, more people are employed in services than in all other sectors of the economy put
together. Both public and private sector services in these countries account for between 60 and
75 per cent of gross domestic output. In international trade, services make up a quarter of the
value of all international trade. In fact, a variety of service industries — from banking, insurance
and communications to transportation, travel and entertainment — now account for well over
60 per cent of the economy in developed countries around the world. In some countries, service
occupations have been forecast to contribute to all net job growth in the next five years (Kotler
& Keller, Marketing management 3rd Edition, , 2006).

Because of their diversity, services have traditionally been difficult to define. The way in which
services are created and delivered to customers is often hard to grasp since many inputs and
outputs are intangible. Most people have little difficulty defining manufacturing or agriculture,

but defining service can elude them (Lovelock & Lauren, 1999).



2.1.1. Definitions of services
Many writers define ‘service’ in different ways: for example, kittler; 2003;128 defined service
as “any activity or benefit that one party can offer to another 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”. Any intangible actions that are performed by person or machines or both to create
good perception within users called Service.

A 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 & Lauren, 1999).

Services are a continuous process of on-going interactions between customers and service
providers comprising a number of intangible activities provided as premium(quality) solutions
to the problems of customers and including the physical and financial resources and any other

useful elements of the system involved in providing these services (Grénroos, 2004).

Services are products that are rendered but it is not correspondent to something which is
physical. The main difference between the product and services are that customers get value

with no underlying ownership of any tangible components.

In all, services are the production of an essential benefit, either in its own right or as a
significant, not incidental, element of a tangible product, which through some form of exchange
satisfies an identifiable customer need ( Miller , Roger , Michael, Bruce, & William, 2000). He
further argues that services are mostly described as ‘intangible’ and their output viewed as an13
activity rather than a tangible object which is not clear because some service outputs have some

substantial tangible components like physical facilities, equipment and personnel.

An example is the services offered by the grocery stores, which involve mostly retailing goods
to customers do have tangibles such as sales assistances, computers, and self-service equipment.

We consider the tangible components (services cape) when assessing retail activities offered

by grocery stores in order to better understand service activities.

In summary, it is eminent (well-known) for service firms to consider the physical aspects of

quality in order to offer high service quality.



2.1.2. The characteristics of services

There are five main service characteristics: intangibility, inseparability, variability,
perishability and lack of ownership (Kotler, Wong, Saunders, & Armestrong , 2005)

Intangibility

Service intangibility means that services cannot be readily displayed, so they cannot be seen,
tasted, felt, heard or smelt before they are bought. A buyer can examine in detail before
purchase the colour, features and performance of an audio hi-fi system that he or she wishes to
buy. In contrast, a person getting a haircut cannot see the result before purchase. Airline
passengers have nothing but a ticket and the promise that they and their luggage will arrive
safely at the intended destination, hopefully at the same time. Because service offerings lack
tangible characteristics that the buyer can evaluate before purchase, uncertainty is increased.
To reduce uncertainty, buyers look for ‘signals’ of service quality. They draw conclusions
about quality from the place, people, equipment, communication material and price that they
can see. Therefore, the service provider’s task is to ‘manage the evidence’ — they try to
‘tangibles the service’ or to provide concrete evidence of the benefits offered (Kotler, Wong,
Saunders, & Armestrong , 2005).

Inseparability

Physical goods are produced, put into inventory, distributed through multiple intermediaries,
later sold to users and, still later, consumed. In contrast, services are first sold, then produced
and consumed at the same time and in the same place. Service inseparability means that
services cannot be separated from their providers, whether the providers are people or machines.
If a service employee provides the service, then the employee is a part of the service. Because
the customer is also present as the service is produced, provider— customer interaction is a
special feature of services marketing. Thus, it is important for service staff to be trained to

interact well with clients.

A second feature of the inseparability of services is that other customers are also present or
involved. The concert audience, students in the class, other passengers in a train, and customers
in a restaurant, all are present while an individual consumer is consuming the service. Their
behaviour can determine the satisfaction that the service delivers to the individual customers.
Because of the simultaneity of service production and consumption, service providers face

particular difficulty when demand rises (Kotler, Wong, Saunders, & Armestrong , 2005).
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Variability (heterogeneity)

As services involve people in production and consumption, there is considerable potential for
variability. Service variability means that the quality of services depends on who provides
them, as well as when, where and how they are provided. As such, service quality is difficult
to control. The ability to satisfy customers depends ultimately on the behaviour of frontline
service employees. A brilliant marketing strategy will achieve little if they do their job badly

and deliver poor-quality service (Edvardsson , Bertil , & Ovretveit, 1994)

Perishability

Service perishability means that services cannot be stored for later sale or use. Some dentists
and general practitioners charge patients for missed appointments because the service value
existed only at that point and disappeared when the patient did not show up (Gustafsson,
Johnson, Donalde, & Roos, 2005).

Lack of ownership

When customers buy physical goods, such as cars and computers, they have personal access to
the product for an unlimited time. They actually own the product. They can even sell it when
they no longer wish to own it. In contrast, service products lack that quality of ownership. The
service consumer often has access to the service for a limited time. Because of the lack of
ownership, service providers must make a special effort to reinforce their brand identity and

affinity with the consumer using one or more of the following methods:

They could reinforce the service brand identity and affinity with the customer. They could offer

incentives to consumers to use their service again, as in the case of Frequent-flyer schemes

They could create membership clubs or associations to give a sense of belonging and ownership
(Kotler et. al , 2005).
2.1.3. Integrated Service Management (the service mix)

According to (Lovelock & Lauren, 1999) When discussing strategies to market manufactured
goods, marketers usually address four basic strategic elements: product, price, place (or
distribution), and promotion (communication). Collectively, these four categories are often
referred to as the "4Ps" of the marketing mix. However, the distinctive nature of service
performances, especially such aspects as customer involvement in production and the

importance of the time factor, requires that other strategic elements be included. This led to the
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8ps of service marketing. Integrated service management is: the coordinated planning and
execution of those marketing, operations, and Human resources activities those are essential to
a service firm's success. According to them there are 8ps that creates the integrated service
marketing this are

Product: All components of the service performance that create value for customers. Managers
must select the features of both the core product and the bundle of supplementary service
elements surrounding it, with reference to the benefits desired by customers and how well

competing products perform (Lovelock & Lauren, 1999).
Place: management decisions about when, where, and how to deliver services to customers.

Delivering product elements to customers involves decisions on both the place and time of
delivery and may involve physical or electronic distribution channels (or both), depending on
the nature of the service being provided (Lovelock & Lauren, 1999).

Process: a particular method of operations or series of actions, typically involving steps that
need to occur in a defined sequence. Creating and delivering product elements to customers
requires the design and implementation of effective processes. A process describes the method
and sequence in which service operating systems work. Badly designed processes are likely to
annoy customers because of slow, bureaucratic, and ineffective service delivery. Similarly,
poor processes make it difficult for front-line staff to do their jobs well, result in low
productivity, and increase the likelihood of service failures (Lovelock & Lauren, 1999).

People: customers and employees who are involved in service production. Many services
depend on direct, personal interaction between customers and a firm's employees (like getting

a haircut or eating at a restaurant). The nature of these interactions strongly influences the

Customer’s perceptions of service quality. Customers often judge the quality of the service
they receive largely on their assessment of the people providing the service. Successful service
firms devote significant effort to recruiting, training, and motivating their personnel,
especially—but not exclusively—those who are in direct contact with customers (Lovelock &
Lauren, 1999).

Promotion all communication activities and incentives designed to build customer preference
for a specific service or service provider. No marketing program can succeed without an
effective communication program. This component plays three vital roles: providing needed
information and advice, persuading target customers of the merits of a specific product, and
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encouraging them to take action at specific times. In service marketing, much communication
is educational in nature, especially for new customers. Companies may need to teach these
customers about the benefits of the service, where and when to obtain it, and how to participate

effectively in service processes (Lovelock & Lauren, 1999).

Physical evidence: visual or other tangible clues that provide evidence of service quality
Service firms need to manage physical evidence carefully because it can have a profound
impact on quality, customers' impressions. In services with few tangible elements, such as
insurance, advertising is often employed to create meaningful symbols. For instance, an

umbrella may symbolize protection, and a fortress, security (Lovelock & Lauren, 1999).
Productivity: how efficiently service inputs are transformed into outputs that add value for
Customers (Lovelock & Lauren, 1999).

Price: expenditures of money, time, and effort that customers incur in purchasing and
consuming services. This component addresses management of the outlays incurred by

Customers in obtaining benefits from the service product (Lovelock & Lauren, 1999).

Service Quality

According to (Gronroos, 2004), the concept of service quality began to receive significant
attention in the early 1980s. He identified ten dimensions of service quality, including;
reliability, responsiveness, competence, access, courtesy, communication, credibility, security,
understanding/knowing the customer, and tangibles. However, these dimensions are reduced
to five dimensions that are: reliability, assurance, tangibles, empathy. Service Quality is a
qualitative factor that is extremely difficult to standardize. However, most studies in this area
have concluded that service quality has a definite bearing on customer satisfaction. Service
quality is defined as the degree of discrepancy between customers’ normative expectations for

service and their perceptions of service Performance

To develop effective strategies that leads to increased level of satisfaction and customer loyalty,
companies need to know how quality effects the satisfaction level, its role and cost to assess
the customer value and its relationship with customer satisfaction. Delivering quality service
is considered an essential strategy for success and survival in today's competitive environment.

Defining service quality is difficult than defining goods quality because of three characteristics
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of service —intangibility, heterogeneity & inseparability. (Parasuraman, Zeithaml, & Berry,
1991).

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. Second services, especially those with high labour content, are heterogeneous;
there performance often varies from producer to producer from customer to customer and form
day to day. Consistency to behaviour 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 (Bitner & Boons, 1981) .

So examination of literature by (Lewis, 1993)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 keeping in mind the previously
mentioned case the following are some of the definitions formulated about service quality by

different scholars.

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. 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 McDougall &
Levesque, (2000).

2.1.4. 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. It is widely accepted that customers compare
the service they expect with perceptions of the service they receive in evaluating service quality
(Gronroos, 2004)

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
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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 (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 as
Philip & Shirley-Ann, (1997). These were subsequently condensed into five dimensions of
service performance known as SERVQUAL namely this five scale items are

Reliability - the ability to perform the promised services dependably and accurately.
Responsiveness - the willingness to help customers and provide prompt service.

Assurance - the knowledge and courtesy of employees as well as their ability to convey trust
and confidence.

Empathy - the provision of caring, individualized attention to customers, and

Tangibles - the appearance of physical facilities, equipment, personnel and communication

materials.

2.1.5. The Gap Model
According to Parasuraman, A. , V., Berry, & L., (1988), service quality is a function of the
differences between Expectation and performance along the quality dimensions they developed
a service quality Model based on gap analysis. The various gaps visualized in the model are:

Gap-1 consumer expectation — management perception gap

Discrepancies between executive’s perception and consumer’s expectation exist. In essence
service firm executive’s may not always understand what futures connote high quality to
consumers in advance, what features a service must have in order to meet consumers need and

what and what level of performance on those features are needed to deliver high quality service.

E.g. The physical and security features of credit cards are important for the customer but didn’t
have critical importance from the view point of executive’s. The gap between consumer
expectation and management perception of those expectations will have an impact on the

consumer’s evaluation of service quality.
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Gap-2 management perception — service quality specification gap

A variety of factor-resources consternates, market conditions, and / or management
indifference may result in discrepancy between management perception of consumer
expectation and the actual specifications established for a service. This gap between
management perception of consumer expectation and the firm’s service quality specifications

will affect service quality from the consumer view point.
Gap-3 service quality specification — service delivery gaps

Even when guide lines exist for performing service well and treating customers correctly, high
quality service may not be a certainty. Executives recognize that a service firm employee exert
a strong influence on the service quality perceived by consumers and employee’s performance
cannot always be standardise. The gap between service quality specification and actual service
delivery will affect service quality from consumers stand point.

Gap-4 service delivery — external communication gap

Media advertising and other communications by a firm can affect consumer’s expectation. If
expectation play a major role in consumer perception of service quality firms need to be certain
not to promise more in communication than it can deliver in reality. Promising more than can
be delivered will raise initial expectation but lower perception of quality when promises are
not fulfilled.

External communications can affect not only consumer expectation about service but also
consumer perception of delivered service. Alternatively, discrepancies between service
delivery and external communication in a form of exaggerated promises and / or the absence
of information about service delivery aspects intended to serve consumers well can affect
consumer’s perception of service quality. So this gap between service delivery and external

communication will affect service quality from consumer’s standpoint
Gap-5 expected service — perceived service gap

The key to ensuring good service quality is meeting or exceeding what consumers expect from
the service. Judgments of high and low service quality depends on how consumers perceive

the actual service performance in context of what they expected.

The quality that a consumer perceive in a service is a function of the magnitude and direction

of the gap between expected service and perceived service.
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2.2. Customer Expectation, Perception & Satisfaction

2.2.1. Customer Expectation

Customer expectations are beliefs about a service that serve as standards against which service
performance is judged Parasuraman, Zeithaml, & Berry, (1991); what customers think a service
provider should offer rather than what might be on offer. Expectations are formed from a
variety of sources such as the customer’s personal needs and wishes Edvardsson , Bertil , &
Ovretveit, (1994) ,the customer’s personal philosophy about a particular service, by promises
(staff, advertising and other communications), by implicit service promises (such as price and
the tangibles associated with the service), by word-of-mouth communication (with other
customers, friends, family and experts), as well as by past experience of that service (Zeithaml
& Bitner, 1996)

Customer expectations vary internal standards that customers use to judge the quality of a
service experience. Customers' expectations about what constitutes good service vary from one
business to another. Customer expectations embrace several different elements, including
desired service, adequate service, predicted service, and a zone of tolerance that falls between
the desired and adequate service levels (Lovelock & Lauren, 1999).

Desired service: the "wished for" level of service quality that a customer believes can and
should be delivered

Adequate service: the minimum level of service that a customer will accept without being
dissatisfied

Predicted service: the level of service quality a customer believes a firm will actually deliver

Zone of tolerance: the range within which customers are willing to accept variations in service
delivery. The inherent nature of services makes consistent service delivery difficult across
employees in the same company and even by the same service 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 service level will both please and surprise
customers, creating the "customer delight” that we discussed earlier in this chapter. Another
way of looking at the zone of tolerance is to think of it as the range of service within which
customers don't pay explicit attention to service performance. When service falls outside this

range, customers will react either positively or negatively
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2.2.2. Customer perceived service quality
Customer perceived service quality can be defined as a global judgment or attitude relating to
the superiority of a service relative to competing offerings (Yang, Jun, & Peterson, 2004).
Perceived service quality results from comparisons by consumers of expectations with their
perceptions of service delivered by the suppliers. It is argued that the key to ensuring good
service quality perception is in meeting or exceeding what customers expect from the service.
Thus, if perception of the actual service delivered by the supplier falls short of expectation, a
gap is created which should be addressed through strategies that affect the direction either of

expectations or perceptions, or both (Buttle, 1995).

2.2.3. Customer Satisfaction
Customer satisfaction can be defined as a person's felt state, either pleasure or discontent,
ensuing from comparing a product's perceived performance (or outcome) in relation to the

person's expectations as cited on (Yang, Jun, & Peterson, 2004).

Customer satisfaction has long been recognized as one of the critical success factor in today's

competitive business environment as it affects companies' market share and customer retention.

“Satisfied customers tend to be less influenced by competitors, less price sensitive, and stay
loyal longer” as cited by (Yang, Jun, & Peterson, 2004).

Several studies seem to conclude that satisfaction is an affective construct rather than a
cognitive construct (Oliver, 1997). Festus, Maxwell, & Godwin, (2006) Further defined satisfaction
as the “customer’s fulfilment response,” which is an evaluation as well as an emotion-based
response to a service. It is an indication of the customer's belief on the probability of a service
leading to a positive feeling as cited on .Satisfaction is “an overall customer attitude towards
a service provider, or an emotional reaction to the difference between what customers
anticipate and what they receive, regarding the fulfilment of some needs, goals or desire
(Hansemark & Albinson, 2004).
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2.2.4. The Relationship between Service Quality Service Quality and

Customer Satisfaction

The relationship between customer satisfaction and service quality has received a good deal of
attention in the literature. Bolton & James H. ( 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” 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,
Zeithaml, & Berry (1991) 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, Ostrom, & Grayson,
1995)

Bolton & James H.(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 & James H. , 1994). However, other
scholars take the opposite view that service quality is the antecedent of customer satisfaction
(Cronin & Taylor, 1992); (Oliver, 1997); (Harr, 2008).

Empirical research by Cronin & Taylor, (1992) “showed that service quality has a significant
effect on customer satisfaction.” Similarly, recent studies by (Gonzalez & Brea, 2005);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 (Bahia & Nantel, 2014).

2.2.5. Measurement of Service Quality

According to Johns and Howard (1998), quality measurements only have operational value if
they are able to indicate the ways in which service was or was not satisfactory. For service

providers, the assessment of service quality is made during the actual delivery of the service.
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Measurements need to take account of the service process, they need to measure both tangible
and intangible aspects of services and they should take account of the specific context in which
a service occurs. Given that services are processes; measurements need to take account of the
complete service process. Such measurements need to address all stages in the service
experience, the pre-, during and post-service experience of the customer and, where the design

of a service is linked to technology, if appropriate (Gilmore & David, 2000).

There have been several attempts made by a group of researchers who have systematically
identified the variables that quantify service quality, among which the two most popular
metrics are SERVQUAL and SERVPERF Varambally & Motlagh( 2011).SERVQUAL is
based on the conceptualization of service quality as the difference between consumer’s
Perceived performance and Expectation (Parasuraman, Zeithaml, & Berry, 1991).0n the other
hand, SERVPERF is purely a Performance based approach to the measurement of service
quality (Cronin and Taylor, 1992). Even though SERVQUAL and SERVPERF are the most
commonly used scales of service quality measurement among these two the most commonly
used measure is SERVQUAL Ladhari (2009) as cited on Varambally & Motlagh (2011). There
is no universal and encompassing approach to quality dimensions which can be appropriate
and applicable to all service industries and Based on the above literature review the following

conceptual framework is developed.

Across all socio-cultural and economic environments. But as discussed by many researchers
SERVQUAL has a wide range of applications in service quality measurement which includes:
health care applications Woodside , Frey, & Daly (1989) as cited on Varambally & Motlagh
(2011). Even though there is not one universally accepted measurement model of service
quality that is applicable for all types of services as already mentioned there are two most
popular models namely SERVQUAL and SERVPERF because SERVQUAL provides rich
information and also as a measurement tool it also help as identify which parts of the service
provided are contributing positively and which aspects of the service needs implement as a
result the study used SERVQUAL model.

2.2.6. The Empirical Literatures

The relationship between customer satisfaction and service quality has received a good deal of
attention in the literature Bolton & James H. (1994). Timothy, (2012), examined the Banking
Services and Customer Satisfaction in the Nigerian Banking Industry. The results show that

service quality has significant and positive impact on customer satisfaction. He suggests that
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service marketing managers should understand the impact of service quality on customer
satisfaction and behavioural intentions.

The results of (Atalik & Arslan, 2009), with title "A study to Determine the Effect of Customer
Value on Customer Loyalty In Airlines Companies Operating: Case of Turkish Air Travelers."
showed that customer satisfaction increases with better service delivery Understanding the
causal relationship between service quality and customer satisfaction has captured the interest
of marketing for well over a decade now. Customer satisfaction became the battle cry of
companies trying to compete in a newly globalized marketplace.

Further, (Bahia & Nantel, 2014) studied under the title <’A reliable and valid measurement
scale for the perceived service quality of banks’’ and they found out that service quality
dominations are as an important factor that has an impact on establishing good relationships
with customers. Then (Akalu, 2015), conducted research under the title the effect of service
quality on customer satisfaction in selected insurance companies in Addis Ababa, and he also
accepted the claim that returning customers are the most profitable ones, as they require less
marketing effort and relationship building and he agreed that service quality service acquires a
critical role to achieve customer satisfaction. In that manner, (Abrham, 2015)studied on Service
Quality and Customer Satisfaction in Hotel Industry. His findings showed that the service
quality is a marketing tool that create and establish a relationship with customers through good
communication and flexibility. In long term, it leads to customer satisfaction. Amanuel, (2018),
indicated that Banks are dedicating more and more recourses to service quality in order to
achieve the objective of the bank. Financial and banking service has become more vital for the
development of an economy especially for the developing country like Ethiopia. All Ethiopian
commercial banks, whether private or public, compete on quality service to satisfy the
customers to win and sustain in the competition. Quality spells superiority or excellence
(Amanuel, 2018)

According to Naeem , Asma, & Igbal , (2009), A bank can differentiate itself from competitors
by providing high quality customer service The service quality of banking services provided
to customers have been enhanced and it can be used as a prime weapon to realizing service
excellence to win competition, where legendary service has become the basis for differentiation
between the banks. Under dynamic business environment, banks are seeking to reach beyond
the quality by providing a distinguishing banking services, creating a sense of satisfaction to
the customer through the service acquired and met their anticipation.
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To realize the effectiveness of the bank, they need to know whether perceived service quality
dimensions affect customer satisfaction or not. They also need to identify which service
equality dimensions mostly affect customer satisfaction. (Suleiman , 2013)

Generally, most of the literatures reviewed shows a trend that firms are giving due attention
on improving service quality to create competitive advantage. In addition, most of them agree
on the concept that rendering quality service will result in customer satisfaction which in turn
will result in customer loyalty, improved sales and profitability.

2.3. Conceptual Framework of the study
The conceptual framework indicates the crucial process, which is useful to show the direction
of the study. The study shows the relationship between the five service quality dimensions

(reliability, responsiveness, assurance, empathy and tangible).

Based on the above literature review the following conceptual framework is developed

Figure 1: Conceptual Framework the study
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CHAPTER -THREE

3. Research Methodology
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), rresearch approaches are plans and the 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 qualitative, quantitative and mixed
methods. 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.
Accordingly, this research will be conducted using quantitative research approach hence, it
examines effect of service quality on customer satisfaction and measure the relationship

between service quality and customer satisfaction in the case Bank of Abyssinia.

3.2. Research Design
A research design is the set of methods and procedures used in collecting and analysing
measures of the variables specified in the problem research (Creswell J. , 2014). There are
different types of scientific research namely descriptive research and explanatory research. The
major objectives of this studies is to examine the effect of service quality on customer
satisfaction in Bank of Abyssinia, in order to identify the effect and the nature of cause and
relationship between the service dimensions and customer satisfaction this research will be

adapted explanatory research design.

3.3. Target Population, Sample size and Sampling Technique

3.3.1. Target population
The population of the study will consists of all customers of Bank of Abyssinia, specifically
under East Addis Ababa district grad five branch customers. As of January 31, 2020, the total
number of account holder in the district was 39,600. These were account holder of the district
were the total population of the study. The reason why this study select or focus on East districts

is the type of banking serves like depositing, withdrawing, transferring, forex remittance and

23


https://en.wikipedia.org/wiki/Research

other bank service are providing. So that the customer have been exposed to the same banking
service from any branches of the bank of Abyssinia. As result, the researcher believed that all
the customers of the bank knew or experienced in the banking service of BoA. In addition, to
this due to organizational duties of the researcher has been working more than eight years in
this district and it will able easily understand the problem arises with regarding service quality
in the context of the district. This it will helps to collect reliable data and produce reliable

finding.

3.3.2. Sample size determination

Sample size determination is the act of choosing the number of observations or replicates to
include in a statistical_sample (Peck, Olsen, & Devore, 2008).

Considering the size, as well as the time, it will be difficult to collect data on the whole
population of the customer. Thus, to avert such constraint the researcher will use sample from
the whole population. Whenever it is not possible to access the entire population, it is possible
to collect data from sample and use the behaviour within the sample to infer things about the
behaviour of the population. According to Yamane, (1967), indicated that the following sample

size determination formula and also this study will aplay the formula;
n=N/1+N (e) 2

Where:
n=sample size
N=total population that is 39,600
e=is the error term, at 5 %
n=39,600/1+39,600 (0.05)%= 396

Therefore, the sample size of the study is approximately 396

3.3.3. Sample selection technique
Sampling is the process or technique of selecting a suitable sample for the purpose of
determining parameters or characteristics of the whole population (John, hafiz, Raeside, &
white, 2007). This research will be conducted using Non probability sampling, specifically
which is purposive sampling technique. The reason to use sampling techniques is because it
will be more appropriate. For this studies since it will enable the researcher to select the sample

based on his judgment some characteristics required from the sample element.
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3.4. Type of data source and data collection technique

There are two kinds of sources for data collection and these are primary and secondary sources
of data. In this study both Primary and secondary sources will be used in soliciting information
for the study.

3.4.1. Primary data

Primary data for this study will be obtained from a structured self-administered questionnaire.
The data will be collected in the form of questioners. These questioners are analysed and
conclusions will be drawn from the analysis about the level of service quality provided by bank

and its customer satisfaction.

3.4.2. Secondary data

Secondary data for this studies will be collected from different academic books, previous
research related to the titles, journals, articles, and different annual reports generated by the

bank, fliers, Brochure & unpublished materials of the bank /or internet reports generated.

3.5. Data Analysis Techniques

Data analysis is important in interpreting the results so that the information can be put in use
of decision making. After reviewing the related literature in order to understand the effect of
service quality on customer satisfaction at Bank of Abyssinia the study analysed the collected
data through questioners by using SPSS version 25, with descriptive statistics: Frequency,

mean and standard deviation and inferential statistics: correlation, regression and ANOVA.

3.5.1. Model Specification

According to Gujarati, Porter, & Gunasekar, (2011), in order to identifay effectes or the
relationship between dependent and independent variables and they indicated the following

simple linear regression model specification:

Yit= B0 + K Xit + it
Where:
> Y represents the dependent variables
» PO is the intercept
> PBK represents the coefficients of the Xit variables
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> X, represents the explanatory variables
» ¢ 1is the error term
Based on the above general empirical research and this study will adopt the following peculiar
equation to find out the effect of service quality dimensions on satisfaction at BoA this study
develop the following equation:
Customer Satisfaction = a« + g1 (Assurance) + 2 (Tangibility) + 3 (Responsiveness) +
P4 (Reliability) + B5 (Empathy) + ¢

3.5.2. Diagnostic Tests

According to Gujarati, Porter, & Gunasekar (2011) the classical linear regression model it need
to be test the classical linear regression model assumptions in order to maintain the data validity
and robustness of the regressed result of the research. As result, this study will be test the

following classical linear regression model assumptions.

. The Errors Have Zero Mean (E (e) = 0)

According to Creswell, (2014), if a constant term is included in the regression equation, Thus,
the regression model used in this study was include a constant term.

1. Normality assumptions test
Residuals are normally distributed about the predicted scores on the dependent variable. In
multiple linear regressions, the response variable is numerical while the predictor variables
may be either numerical or categorical in nature and therefore, the normality assumption is
only tested on the response variable. The most commonly applied tests for normality is tested
graphically using histogram and k density normal test ( Gujarati, et.al, 2011).

1. linearity assumptions test
In multiple linear regressions assumption implies that the model is the expected value of the
dependent variable is a linear function of the independent, the independent variables in the
explained variation are assumed to be linearly related to the dependent variable. A significant
F-statistic indicates the model is a good fit hence confirming linearity. Linearity of data can be
checked s by testing the lack of fit of the model using ANOVA in which the F-statistic as a

measure of goodness of fit is utilized

F = [(SSyy — SSE)/K]/[SSE/An-(k+1)] (4.4)

Where,
SSyy = (yi - §)2
SSE = (yi —y)2

The test hypothesis is:
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HO: The model is not a good fit
H1: The model is a good fit
Decision rule: Fail to accept HO if Fc >Ft. This implies that most variation in the model is

caused by (explained) by regression When using p-values, fail to acceptHO if p — value is
smaller than the alpha value

IV.  The Multicollinearity Test
Multicollinearity refers to the situation in which independent variables are highly correlated;
resulting in a paradoxical effect, whereby the regression model fits the data well, but none of
the independent variables has a significant impact in predicting the dependent variable The
existence of multicollinearity is tested by calculating the Variance Inflation Factor (VIF) where
a VIF coefficient greater than 10 indicates the presence of multicollinearity ( Gujarati, et.al,
2011).

3.6. Reliability and Validity

The term ‘Reliability’ is a concept used for testing or evaluating quantitative research, through
the idea is often used in all kinds of research. The most important test of any qualitative study
is its quality. Reliability is a concept to evaluate quality in quantitative study with a “purpose
of explaining” while quality concept in qualitative study has the purpose of “generating

understanding” (Stenbacka, 2001).

For the purpose of this study, Cronbach's alpha coefficient used to estimate Reliability of data.
Cronbach’s alpha coefficient is the most popular and commonly used technique to estimate
reliability or internal consistency of assessments and questionnaires in the behavioural sciences
coefficient. It is mandatory that appraisers and researchers should estimate this quantity to add
validity and accuracy to the interpretation of their data. It is expressed as a number between 0
and 1. Value of 0.6 or less generally indicates unsatisfactory internal consistency & poor
reliability (Bollen, 1989).

Table 3.1. Reliability statistics of Service quality dimensions.

No. | Dimensions No of items Cronbach's Alpha
value
1 Assurance 5 0.737
2 Tangibility 5 0.709
3 Reliability 7 0.793
4 Responsiveness 5 0.864
5 Empathy 5 0.758

Source: own study result, 2020
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To meet the consistency reliability of instrument, the questionnaire was first distributed to 35
respondents. The duly filled questionnaires were tested for reliability and the Cronbach alpha
for the independent variables (Assurance, Tangibility, Reliability, Responsiveness, and
Empathy) and its Cronbach's Alpha value was above 0.7. Therefore, the five dimensions of
service quality were found to be high in their internal consistency and thereby in measuring the

dimensions of interest.

3.7. Ethical considerations
Since the researcher that will be use the data from customers which will be collect through
questionnaire, permission is obtained from the customers. To maintain the confidentiality of
the information provided by the respondents, the respondents will instruct not to write their
names on the questionnaire and assured of that the responses would be used only for academic
purpose and kept confidential. Brief description of the central objectives or purpose of the study
will be clearly in the introductory part of the questionnaire so as to motivate them and
participate in the study and provide pertinent information about the company under study.

Finally, respondents were included in the study based on their free will.
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CHAPTER FOUR
4. Data Interpretation and Analysis

This chapter consists of the data presentation and analysis of data gathered through structured
questionnaire. The collected data demographic characteristics & background information of
respondents also frequency, mean and standard was presented in descriptive statistics manner.
After that correlation & multiple linear regressions analysis of the reply to questionnaire was

presented in inferential statistics by using SPSS 25 version.

4.1. Demographic Characteristics of Respondents
The total structured questionnaires distributed to the customers of Bank of Abyssinia were 396

copies. Out of these distributed questioners 361 questionnaires were filled properly and
returned and it used analysis. Whereas, 35 questioners were did not returned. Therefore, the
response of rate of the study was 90.16%. The demographic information of the respondents
was presented as follows

Table 4.1 Demographic characteristics of the respondent

Variable Category Frequency | Percentage
Male 174 48.3%
Sex Female 187 51.7%
Total 361 100
20-30 36 10.1%
30-40 161 44.5%
Age 40-50 85 23.4%
Above 50 79 22.0%
Total 361 100
Primary school - -
Secondary school 6 1.7%
Certificate or Diploma 221 35.3%
Educational Level First degree 128 61.3%
Master’s degree and above 6 1.7%
Total 361 100
1-5 56 15.6%
How long have you >-10 > 15.3%
been using the Bank 10-15 105 28.9%
service from Bank of Abovel5 Years 145 40.2%
Abyssinia Total 361 100
1-4 times 207 57.2%
5-10 times 34 9.5%
Frequency of visiting | More than ten times 120 33.2%
the bank per month Total 361 100

Source: Own Survey, 2020
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As presented in table 4.1 on above, the respondents for this research have the following
demographic characteristics makeup regarding sex, it shows 48.3% of the respondents were
male and the remaining 51.7% of the respondents were female, which indicates that majority
of the respondents were female. Regarding the age of respondents is found that 10.1 % of the
respondents were in the age range of 20-30 years, 44.5 % of the respondents were in the range
of 30-40 years, 23.4 % of the respondents were in the age range of 40-50 years, 22.0 % of the
respondents were categorized above 55 years.

Also regarding the demographic data educational background, no respondents were found in
Primary school category educational level, 1.7 % of respondents were secondary school
certificate holders, 35.3 % of the respondents were certificate or diploma and 61.3 % of the
respondents were having first degree and the rest 1.7 % of the respondent were have Master’s
degree and above. This indicates that the respondents have well educational background to
understand the questions they are asked through structured questionnaire raised to study the
subject.

Regarding the responses for question that was how long you have been using the Bank service
from Bank of Abyssinia, as indicated in the above table 4.1 and Figure 4.1 depicted below,
15.6% of customers used the service 1-5 years, 15.3 % of customers used the service 5-10 years,
28 .9 % knows the bank with the bank service for 10-15 years and 40 .2 % which is majority
of the customers used the bank for more than 15 years. From this data we conclude that more
than 60 % of the sample respondents has been used the banking service from Bank of Abyssinia
for more than 10 years, which is also good for this study since they have better knowledge to
describe about the service quality for Bank of Abyssinia.

Figure 4:1 Using Services as customers at Bank of Abyssinia.

Years of experience as customers

40.2%

28.9%

15.6% 15.3%

1-5year 5-10vyear 10-15 year Abovels Years

Source: Own Survey, 2020
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Concerning, the frequency of visiting the Bank of Abyssinia per month shows,57% of
respondents which is majority visit the bank for services 1-4 times in months, 9.5 % of
respondents also visit the bank for service 5-10 times and the rest 33.2 % of respondents visit
the bank for service more than ten times within a months. This shows the majority of the
respondents /customers have good exposure to the banking service of at Abyssinia and it helps

them to understand the service quality and they will reply properly.

4.2. Descriptive of Service quality dimensions

In section discussed about descriptive statistics that were the mean and standard deviation of
the data. Descriptive statistics help describe and understand the features of a specific data set by
giving short summaries about the sample and measures of the data. According to Peck, et al,
(2008), the mean value represents in this study the average of all customer’s response on certain
dimensions while, standard deviation shows how diverse the responses of the respondents are
that means if the standard deviation shows smaller number, it indicates that the response of the
respondents shows close opinions and when the standard deviation is high, it indicates the
response of the respondents show high variation. And they define the mean values Comparison
bases of mean score for Likert Scale as if the mean vale is < 2.99 that is low, if the mean score
from 3.00 to 3.49 is moderate and if the mean score is > 3.50 consider high mean value.

Table 4.2 Descriptive Statics

Frequency Mean Std.
Description N In %
strongly disagree 168 9.3
disagree 229 12.7
Assurance Neutral | 300 16.6
agree 659 36.5| 3.541 0.59126
Strongly agree 449 24.9
Total | 1,805 100 %
strongly disagree 289 16
disagree 596 33
Tangibility Neutral 722 40
agree 90 5 2.86 0.64864
Strongly agree 108 6
Total | 1,805 100 %
strongly disagree 33 1.3
disagree 83 3.3
Reliability Neutral | 113 45 3.601 | 0.68141
agree 1,219 48.3
Strongly agree | 1,078 42.6
Total | 2,527 100
| strongly disagree | 146 8.1
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disagree 195 10.8
Responsiveness Neutral 307 17
agree 444 24.6

Total 1,805 100 %

strongly disagree 36 2
disagree 59 3.3
Empathy Neutral 80 45 3.510 0.54864
agree 865 47.8
Strongly agree 765 42.4

1,805 100 %

Source: survey data, 2020

As shows in above Table 4.2, the mean value of assurance was 3.541 with standard
deviation value of (SD=0.59126), this value implies that, majority of the respondents respond
on the statements of assurance dimension questions that were the behaviour of employees of
the bank helps build the confidence of the customers, employees of the Bank of Abyssinia are
consistently well-mannered with customers, they makes customer to feel safe in transactions,
and also they have the knowledge to answer customers' questions on average 3.541, which
means the sample respondent have been satisfied or agree on that considered as the dimension
of the service quality was assurance. The questions raised for describing the tangibility that
were the availability of the modern equipment, visually appealing facilities, Employees who
have a neat, professional appearance and visually appealing materials associated with the
service at Bank of Abyssinia were less satisfied & consider its not modern looking & fit for the
service for the sample respondent of this study. Since the mean value of tangibility as shown
in the table 4.2 on the above was 2.86 with standard variation (SD= 0.44864). Regarding the
mean values of reliability statistics as indicated in the above table 4.2 the mean score was
3.501 with standard variations (SD = 0.68141) this implies that the statements which were used
this study to described the reliability of the Bank of Abyssinia for customers were score high
mean values this means the banking service of Abyssinia & its products, a timely delivery of
services, every information is communicated on the right time and also keeps the information
of the customers and delivers service what they have promised. Regarding Table 4.2
respondents reply for responsiveness questions raised for the studies shows the mean value was
3.5 with standard value (SD=0.64864). this implies that the statements which were put under
the questioner to describe the responsiveness that is the dimensions of service quality in the
study was high range means they are highly satisfied with the responsiveness of employees of
Bank of Abyssinia for the sample respondent of the study. Table 4.2 on the above shows that
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the mean values of empathy was 3.510 with standard value (SD=0.54864), this implies that
respondents reply for questions that were Bank of Abyssinia gives customers individual
attention, has operating hours convenient to all of its customers, the Bank a has an employees
who give customers personal attention, the employees of Bank of Abyssinia have their
customers’ “best interest at heart” & they understand the specific needs of their customers was
high range means they were agreed with regarding the statements which were described the

empathy at Bank of Abyssinia.

4.3. Correlation Analysis

The correlation coefficient r is a statistical measure of the strength of the relationship between
the relative movements of two variables. The values r ranges between -1.0 and 1.0. A
correlation of -1.0 shows a perfect negative correlation, while a correlation of 1.0 shows a
perfect positive correlation. A correlation of 0.0 shows no linear relationship between the
movements of the two variables (Creswell J. , 2014)

Table 4.3 Correlation coefficient for all service quality dimensions with customer
satisfaction

Tangibility | Reliability | Responsiv | Assurance | Empathy | Customer
eness Satisfaction
Description

Tangibility | Pearson Correlation | 1

Sig. (2-tailed)

N 361
Reliability | Pearson Correlation | .596** 1

Sig. (2-tailed) .000

N 361 361
Responsive | Pearson Correlation | . 579** .690** 1
ness Sig. (2-tailed) .000 .000

N 361 361 361
Assurance | Pearson Correlation | .781** A481** . 680** 1

Sig. (2-tailed) .000 .000 .000

N 361 361 361 361
Empathy Pearson Correlation | .569** . 684** . 599** . 475%* 1

Sig. (2-tailed) .000 .000 .000 .000

N 361 361 361 361 361
Customer Pgarson C_:orrelation .636** .612** .880** .696** 166** 1
Satisfaction Sig. (2-tailed) .000 .000 .000 .000 .000

N 361 361 361 361 361 361
**_ Correlation is significant at the 0.01 level (2-tailed).

Source: survey data, 2020
To measure evaluate the strength of the two variables dependent and independent the following
correlation analysis performed. From the analysis the result in table 4.3 below shows, in general

all the service quality all service quality dimension Tangibility, Reliability, Responsiveness,
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Assurance & Empathy have shown a strong positive relationship with customer satisfaction.
Therefore, we can conclude that there is a positive and strong correlation or relationship
between service quality dimensions and customer satisfaction so that any improvement in any

of service quality dimensions will positively contribute to improve customer satisfaction.

4.4. Multiple Regression Analysis

Regression analysis is asset of statistical methods used for the estimation of relationships
between a dependent variable and one or more independent variables. More specifically,
regression analysis helps one understand how the typical value of the dependent variable
changes when any of one of the independent variables is varied, while the other independent

variables remain constant (Bhattacherjee , 2012).

4.4.1. Diagnostic Tests

In this section presented the following classical linear regression model assumptions in order

to maintain the data validity and robustness of the result of the research.

. The Errors Have Zero Mean (E (e) = 0)
According to Creswell, (2014), if a constant term is included in the regression equation, Thus,
the regression model used in this study was include a constant term. Therefore, the assumption
of the errors Have Zero Mean (E (e) = 0) is fulfilled.

1. Normality Test
The most commonly applied tests for normality is tested graphically using histogram and k
density normal test and the normality assumption test of the study was presented in the
following figure 4.1.

Figure 4.2 Normality

Histogram

Dependent Variable: Satisfaction

100

80

Frequency

60

a0

Regression Standardized Residual

Source: survey data, 2020
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According to Gujarati, et al, (2011), normality of data can be tested using either graphical or
statistical method, Normality assumes that mean of residuals is zero and it can be tested either
by graphical methods. the condtion of the graphical test is the shape of the histogram is exactly
bell shaped and that confirming that residuals are normally distributed about its mean, which
is zero. The normality assumption test of the study as depicted in the above figure 4.1 exactly

bell shaped thus, fulfilled the normality assumption in this study.

I11.  Linear Assumption test
In linear regression analysis it is assumed that there is a linear relation between the predictors
and the dependent variable. This study measured the linearity by testing the goodness of fit of
the model by conducting ANOVA test.
The test hypothesis is:

HO: The model is not a good fit

H1: The model is a good fit

a=0.05

Table 4.4 Linearity assumption test

Sum of
Model Squares df. Mean Square F Sig.
Regression 13.956 5 2.791 1271.111 .000
Residual 771 351 .002
Total 14.727 356

a. Dependent Variable: Customer Satisfaction

b. Predictors: (Constant), Empathy, Assurance, Tangibility, Responsiveness, Reliability

Source: survey data, 2020
As indicated the above table 4.15, the p-value, 0.000 is less than a = 0.05. This result implies
that a linear relation assumption is fulfilled since the p-value, 0.000 is less than 0.05
IV.  Multicollinearity Test
Multicollinearity test is done using (VIF). Multicollinearity Test As a rule of thumb, if the VIF

of a variable exceeds 10, there will be a serious multicollinearity problem.

Table 4.5: Multicollinearity assumption test

Multicollinearity assumption Test

Variables VIE
Tangibility 1.221
Reliability 2171
Responsiveness 2.257
Assurance 1.126
Empathy 1.517

Source: survey data, 2020
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The above table 4.5 indicates that the VIF values for all variables are below 10. Hence, the

multi collinearity assumption is fulfilled in this study

4.4.2. Effect of Service Quality on Customer Satisfaction

The model summary of the study which is describes that Consumer purchasing Decision/Sales
volume as dependent variable. Whereas, under the crown prizes, Price Discount, Buy and get
one free and Brand image consider as a predictors or independent variables. The following
table 4.6 presented the model summary of the study

Table 4.6 Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 0.530 0.541 0.463 44605

Source: survey data, 2020
The value of R square implies that how much the independent variables explained the
dependent variable and it result between O and 1, higher value of R2 represents greater
explanatory power of the regression equation, Peck, Olsen, & Devore, (2008). The above table
4.6 shows that the value of R square that is 0.541. This value implies that the independent
variables explained the dependent variable by 0.541 or service quality (tangibility, reliability,
responsiveness, assurance and empathy) explained the the satisfaction of customers by 54.1%.
This study is applied multiple linear regression (MLR) analysis to examine the effect of service
quality on customer satisfaction at Bank of Abyssinia. The regression result presented in the
following table 4.7
Table 4.7 Regression Result

Standardized
Un standardized Coefficients Coefficients
B Std. Error Beta t sig
(Constant) 0.139 0.076 1.833 | 0.068
Tangibility 0.124 0.143 0.499 5.043 | 0.000
Reliability 0.286 0.163 0.92 7.894 | 0.000
Responsiveness 0.955 0.107 0.454 1.210 | 0.000
Assurance 0.300 0.066 0.082 1.526 | 0.028
Empathy 0.415 0.124 0.295 3.335 | 0.001
a. Dependent Variable: Satisfaction Indicator

Source: survey data, 2020
As indicate the above Table 4.7, tangibility, reliability, responsiveness, assurance & empathy

have statistically significant at 5% to explain the customer Satisfaction at Bank of Abyssinia
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since the P<0.05 and also all these independent variables have a positive relationship with the

ssatisfaction of customer at Bank of Abyssinia.

The Regression analysis result to show how each service quality dimensions’ effects or
influences customer satisfaction will be discussed as the following regression model equation:
Customer Satisfaction = 0.139 + 0.124 Tangibility + 0.286 Reliability + 0.255 Responsiveness
+ 0.300 Assurance + 0.415 Empathy + e

Tangibility

As shown on table 4.7, the results of regression indicated that there is a statistical significant and
positive relationship between tangibility and Customer Satisfaction. The coefficient of tangibility
is 0.124. This implies that other tinges remain constant the average increase of tangibility, it will
lead to increase the satisfaction of the consumer Bank of Abyssinia by 12.2 %. Thus, from the
results it can be conclude that tangibility has significant effect on customer satisfaction. This result
similar with the finding of the previous study of Akalu, (2015) and Abrham, (2015), were
examined the effects of service quality on customer satisfaction and they provide the evidence
that tangibility has effect on the customer satisfaction. Therefore, the bank should give emphasis
on its physical facilities equipment, technology and appearance of its personnel to satisfy its

customers.
Reliability

From the table 4.7 on the above we can see that reliability has significant effect on customer
satisfaction since the P value is < 0.05 and also there is a positive relationship between reliability
and Customer Satisfaction. The coefficient of reliability is 0.286. This implies that other tinges
remain constant the average increase of reliability will lead to an increase the satisfaction of the
consumer Bank of Abyssinia by 28.6%. Thus, from the results it can be conclude that reliability
has significant effect on customer satisfaction. This result similar with the finding of the previous
study of Timothy, (2012), he was examined the Banking Services and Customer Satisfaction in
the Nigerian Banking Industry and he provide the evidence that reliability has effect on the
customer satisfaction by the bank service. Thus, the bank should invest more to enhance its ability
to perform the promised service dependably and accurately so that the satisfaction level of its

customer’s increases.
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Responsiveness

From the regression analysis table 4.7, we can see that the P value of responsiveness is < 0.05
and also the coefficient of responsiveness indicates that there is positive relationship between
responsiveness and customer satisfaction. The coefficient of responsiveness is 0.255. This
implies that other tinges remain constant the average increase of responsiveness will lead to an
increase the satisfaction of the consumer Bank of Abyssinia by 25.5%. Thus, from the results
it can be conclude that responsiveness has significant effect on customer satisfaction. This
result is alliance with the finding of Bahia & Nantel, (2014), they were studied under the title
’A reliable and valid measurement scale for the perceived service quality of banks’” and they
found out that responsiveness was as an important factor to the bank to establishing good
relationships with customers. Therefore, the more the bank invests on enhancing its employee’s
ability to help customers and be responsive to customer’s enquiry, the more the customer is

satisfied too.
Assurance

From the regression analysis on the above table 4.7, we can see that there is a positive and
statistical relationship between assurance and customer satisfaction since the P value of
assurance is < 0.05. The coefficient of assurance is 0.300. This implies that other tinges remain
constant the average increase of assurance will lead to an increase the satisfaction of the
consumer Bank of Abyssinia by 30%. Thus, from the results it can be conclude that assurance
has significant effect on customer satisfaction. This result is similar with the finding of Abrham,
(2015), he examined the effects of service quality on customer satisfaction and he concludes
that assurance has effect on the customer satisfaction. Therefore, the more the bank invests on
enhancing its employee’s knowledge, skill and on their ability to in still confidence to serve

customers, the more the customer is satisfied.
Empathy

Regarding the regression result of empathy indicated on the above table 4.7 there is a positive
and statistical relationship between empathy and customer satisfaction since, the P value of
empathy is <0.05. When we see the coefficient of empathy is 0.415. This indicates that if other
tinges remain constant the average increase of empathy will lead to an increase the satisfaction

of the consumer Bank of Abyssinia by 41.5%. Thus, from the results it can be conclude that
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empathy has significant effect on customer satisfaction. This study result was similar with the
finding of the previous researcher such that Bahia & Nantel, (2014) and Akalu, (2015), those
who were conducted the research to examine the effect of service quality on customer
satisfaction and they conclude that empathy was one of the determinant factor on the customer
satisfaction of the company. Therefore, the more the bank gives care and individualized

attention to customers, the more the customer is satisfied.
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CHAPTER FIVE

5. Summary of finding; conclusion and recommendation

5.1. Summary of finding

This research paper is conducted to study the effect of service quality on customer satisfaction
in the case of Bank of Abyssinia. It is undertaken to know the effect of service quality on
customer satisfaction and to identify the relationship between service quality dimensions and
customer satisfaction. The study used SERVQUAL model with structured questionnaire that
contained 33 statements related to the five service quality dimensions and customer satisfaction.
The data is analysed using Statistical Package for Social Science (SPSS) software version 25
through descriptive and inferential statistics.

In order to undertake the study, 396 questionnaires were distributed out of these 361
questioners has been completely filled and returned. The demographic data showed that 48.3%
of the respondents are male and the rest 51.7 % is female. The descriptive analysis shows
almost all the five variables under service quality dimensions’ customers reply shows they are
moderately satisfied with the four variables except for the tangibility which customers of Bank
of Abyssinia.

In general, from the correlation analysis it is found that, all the five service quality dimensions
were positively correlated with customer satisfaction. The regression analysis shows that all
the five service quality dimensions that were tangibility, reliability, responsiveness, assurance

& empathy has positive and statistical significant effect on Customer Satisfaction.

5.2.  Conclusion

The primary objective of the study is to determine the effects of service quality dimensions on
customer satisfaction at Bank of Abyssinia by using the SERVQUAL model. The findings of
the study demonstrate that there is a positive and strong relationship between all service quality
dimensions and customer satisfaction. Based on the data analysis and discussion of the results

the following conclusions are drawn:

% The data analysis reveals that tangibility has the p-value is less than 0.05. This implies
that, tangibility statistically significant, which means it has significant effect on the
customer satisfaction. The physical facilities & atmosphere of the bank of Abyssinia

were significant effect on the customer’s satisfaction.
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% And also the regression result revealed that the p-value of the banks reliability in this
study is less than 0.05. This implies that, reliability is statistically significant, and it has
effect on customer’s satisfaction since p-value is less than 0.05. Reliability service
quality dimensions describe in this study timely delivery of services or products like
ATM, Bank statement & every information is communicated on the right time &

keeping promise and delivers service were has effect on the customer satisfaction.

X/
°e

The regression result revealed that responsiveness has effect on customer satisfaction

since its p-value was less than 0.05. This implies that, responsiveness has effect on the

customer satisfaction at Bank of Abyssinia. This shows Customer of the Bank of

Abyssinia satisfied by the employees of the bank are responsiveness to help a customer

receives

% The data analysis reveals that assurance has the p-value less than 0.05. This implies
that, assurance statistically significant, which means it has significant effect on the
customer satisfaction. This implies that the bank is assurance to their customers'
questions.

% The regression result revealed that empathy has effect on customer satisfaction since

its p-value was less than 0.05. This implies that, Empathy has effect on the customer

satisfaction at Bank of Abyssinia. This shows that Bank of Abyssinia gives attention to

the need for individual customers of the bank to maintain the customer satisfaction.

5.3. Recommendation
Based on the above conclusions of the study the researcher’s forwarded the following
recommendations for each of service quality dimensions;

» Since the tangibility has significant effect on the customer satisfaction. From the
questions response which raised on tangibility dimensions indicates that office
equipment, parking and location of the branch were some of determinate to customer
satisfaction should be modified & fit for the service, Therefore, the bank should be
making physical facilities & atmosphere of the bank to be visually appealing will
increase their customer’s satisfaction.

» The finding of study indicate that reliability has significant effect on the customer
satisfaction Thus, the bank should be to improve their delivery time and thoroughly
communicate the status of the customer service or product request. Since product
requested by the customers like ATM, produced at the centre, it’s difficult to decide the
delivery time due to different factors, so they have to keep their promise as much as
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possible or communicate the status with customers if there is delay and give individual
attention.

» The findings of study conclude that the responsiveness has significant effect on the
customer satisfaction. As result banks should be keep its responsiveness to the
customers but it has to improve, how information should be kept or communicated in a
way to be easily obtainable or understandable by a customer at any time.

» The regression result of the study revealed that assurance has significant effect on
customer satisfaction. Therefore, the researcher recommends to the bank should give
attention specially to give training to its employees in accordance with the transaction
nature of the branches. In order to build trust and confidence the bank should make
ready with knowledge required & update throughout accordingly.

» The finding of the study revealed that empathy has significant effect on the customer
satisfaction. Bank should be encouraging non cash transaction and give customers
individual attention and time, to those who are must to have service at the bank &
understand the specific needs of the customers it will helps to the bank to have loyal
customers

In general, the finding of the study that service quality dimension has significant effects on
customer satisfaction at bank of Abyssinia. Therefore, the manager and staff of the bank should
give duly attention for all the dimensions of service quality in order to meet their customer’s

expectation & to be them loyal customers to the bank.

Future studies need to examine in this topic in banking industry should be considering
additional other variables which are affects the customer satisfaction. Moreover, future
researches shall be done with large number of respondents to enhance the research findings.
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Annex | Normality test
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Annex I1: Regression Result

Standardized
Un standardized Coefficients Coefficients
B Std. Error Beta t sig

(Constant) 0.139 0.076 1.833 ||| 0.068
Tangibility 0.124 0.143 0.499 5.043 ||| 0.000
Reliability 0.286 0.163 0.92 7.894 ||| 0.000
Responsiveness 0.955 0.107 0.454 1.210 ||| 0.000
Assurance 0.300 0.066 0.082 1.526 ||| 0.028
Empathy 0.415 0.124 0.295 3.335 ||| 0.001

a. Dependent Variable: Customer Satisfaction
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Annex I11: Questionnaire
ST MARY'S UNIVERSITY
SCHOOL OF GRADUATE STUDIES
Questionnaire

Dear respondent,

| am Sinafekesh Gemechu a post graduate student at St. MARY’S UNIVERSITY School of
graduate studies. Currently I am carrying out research for my master's thesis with a research
title of “the effect of service quality on customer satisfaction in the case Bank of Abyssinia”.
The purpose of the study is academic to make a partial fulfilment of Master Degree. Your
genuine responses on this questionnaire are valuable for the quality and validity of the data to
be used in the course of this study. Therefore, | kindly request you to voluntarily participate in
filling out this questionnaire. Thank you in advance for your cooperation.

If you have any questions or concerns about completing the questionnaire, please contact me
via the address provided below. Please note that your responses are confidential and your name

and department will not be shared.
Sinafekesh Gemechu
Mobile: +251 911 14 43 74

Email:sinafikshg@gmail.com
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Part I: Demographic characteristics

Instruction
e No need to mention name on the questioner.
e The questioner includes both open and close ended questions. Use the mark [\] for the

close ended and a brief answer for the open one.

1/Sex
Male [ ]
Female [ ]
2/ Age:
20-30 [ 1]
30-40 [ 1
40-50 [ 1

Above 50 [ ]

3/ your educational level

Primary school [ ]
Secondary school [ ]
Certificate or Diploma [ ]
First degree [ 1]

Master’s degree and above [ ]

4/ How long have you been using the Bank service from Bank of Abyssinia?

1-5 Years [ ]
5- 10 Years [ ]
10-15 Years [ ]
Above 15 Years [ ]

5/How frequent you are vising the bank for services per month?

1-4 times [ 1]
4-10 times [ 1]
More than ten times [ ]
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Part- 11: Questions related to determinants of service quality and customer satisfaction.

Directions: This part of the questionnaire intends to find your perception towards the service

quality of Bank of Abyssinia. Please tick the number which reflects your perception.

1=Strongly Disagree (SD),
2=Disagree (D),

3=Neutral (N),
4=Agree (A),
5=Strongly Agree (SA).

Level of agreement

SN Assurance 1 2 3 4 5
SD D N A SA

1 | The behaviour of employees of Bank of Abyssinia helps
build the confidence of the customers.

2 | Customers of the Bank of Abyssinia feel safe in
transactions of the Bank

3 | Employees of the Bank of Abyssinia are consistently well-
mannered with customers.

4 | Employees of the Bank of Abyssinia have the knowledge
to answer customers' questions.

5 | Generally, the Bank service at Bank of Abyssinia create
assurance to their customer.

Tangibility

Availability of Modern equipment

Visually appealing facilities

Employees who have a neat, professional appearance

Al W N

Visually appealing materials associated with the service
are attractive

5 | Generally, the physical or materials facilities & atmosphere
of the Bank are suitable for its customer

Reliability

1 | Employees of Bank of Abyssinia show sincere interest in
solving the problems you have as Customer

2 | There is a timely delivery of banking services or products
& every information is communicated on the right time

3 | The service given at Bank of Abyssinia is always right at
the first time
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Bank of Abyssinia always keeps its promise and delivers
what they have promised.

Bank of Abyssinia insists on error free records.

The Bank of Abyssinia is maintaining error-free record

Generally, the reliability of bank of Abyssinia is create
satisfaction

Responsiveness

Information is kept or communicated in a way to be easily
obtainable or understandable by a customer at any time.

Employees of Bank of Abyssinia give prompt service to
customers.

The Employees of Bank of Abyssinia are always willing to
help a customer.

The Employees of Bank of Abyssinia are willing to accept
feedback and comments on irregularities.

Generally, the Responsiveness of the bank of Abyssinia

Empathy

Bank of Abyssinia gives customers individual attention.

Bank of Abyssinia has operating hours convenient to all of
its customers.

Bank of Abyssinia has employees who give customers
personal attention.

The employees of Bank of Abyssinia have their customers’
“best interest at heart.

The employees of Bank of Abyssinia understand the
specific needs of their customers.
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Part 111 - Overall Customer Satisfaction question

Level of Agreement
SN Satisfaction indicators 1 2 3 4 5
SD D N A |SA
1 | feel safe and satisfied when | using the Bank service
from BoA
2 The employees of Bank of Abyssinia has been giving
the bank service according to my expectations
3 | am satisfied associated with appealing materials in
BoA
4 | am satisfied with time it took to the delivered speed of
services by BoA
5 | am satisfied with the workwise and the capability of
the staffs at Bank of Abyssinia
6 | am satisfied with the overall the banking service at
Bank of Abyssinia

If you have any additional comments please state

Thank you so much for taking your time to fill this Questionnaire!
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PLN+ MCL RLNCAL
PEUZ °CP FIUCT N
ameP
P+hN&FU ADFOF AR PT

2Y @MEP P+HIBEM- AL NT&EPA 100F NP LN+ MCLIR RINCA L PLULZ IoCP FIRUCT N @D
ATLCIa- PUATE 8014 FIRUCT 998, P et BT HYE 10k PG h M A GAT PATIAI AT Mt
NeINBFT AChzd AL PAP/ZM7 ANTPHA ATRARY Y@k NHUID AZT ANALP NTH AMGT+
+@CM-PA: ACNPIS NHU DT AT_RA+TL ATIM PMAMT ThAPEFDT a8 Amg+
MM+ NMI° ANEAT URY NARTIHN PMLRT NMIPe AT8.9°A NARNCT AMEPAU-:
+ATEP NACNP NI §LLAYF AL PHARALt 1M NAPMZAT® PRAM-TF dBZE TMAMLPI+
PtMN$T ATLT PTG AHU DGF SATY NF ATLMMA Al IIMAL:: PARITM-I° ARAN (g, T35
NG -9 ADA - Pa9 L 34905 P9 B A L6 &IPTA: UPATR ARZEPTF ATIRUCHP GATH NF LOrAA::
THPY AB-+@ AATY,PLLHFAT FNANC NP L L AAPANTAP U

NG&$N 70DF
NAN:-+251 911 14 43 74
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NEA 1: PA ao/ S
» NAPMELR AL AP dR9& L PNL A9I9D::

» O°MEL¢ MNCLL P PNLAIFTMY AT AL MPRPTY ANT+A NARPRIR AN P
AR PNGAIED MmPE TANAT APAN PPHAL ATRZ-60» AT MNPV IPANT NTRL L

BADA M
1.9
oL [ ] ntlo]
2. e,
20-30 [ ]
30-40 [ ]
40-50 [ ]

h 50 a0+ NAL [ ]
3. PH9RUCT 828

pavgavp o/8 [ ]

FA+E 848 [ ]

ACH&ENT @290 8 TAaY [ ]

pangan/p 894 [ ]

MA+CH 8,914 AT NAL [ ]
4. PANALP NTN 2INT PR 927 PUA 1H PFF

1-59d% [ ]
5- 10 a0 [ ]
10-15 %ao [ ]
h15 a4 NAL [ ]

5.N@MC &N 927 PhA PNTA A%91A94T NANALS NTh +Mear@, PO
nN1ANN41H [ ]
h 4 Ahh 10 1H [ ]

n10 1H NAL [ ]
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N&EA 2: N+ALR PATIAINT D&t HCET HL P PRINETF ACh S

anan/ e 0y PAPMELP hEA LINET NAMNALL NTA PATAIART AAMM Pt Uit AThmd
P+HIE 1@ ANAP NAMYE MAD FANPEFMT ADANT NLLEFM APALT P v TPANT PAPTO M

1 N&e-9° hANTage
2 AAhagagge

3 ahnpg

4 AN M,

5 NMI° ANTMRLm,

£LE
SN aq /. 976k, (Assurance) 1 2 | 3 | 4
1 PANALL NI NtETF NUL ALINFEF ao+aggnyy
Pd A
2 PN PHO-O-C Y27+ NLINEF AL PACIMTIT Nt
L£4MEa

3 | N At+ETF LALH ALTNE FF@ ATAIATT AAM-
AINCYTT NHANA Ui 0

4 | NI ALHRT ARTINET IRAR PACAMYT APTR AATFI-

5 | NAMPAL PANALL NTA PNTA ACAIF ALTINEE
MLI18 T B4 ME4

1% 2 (Tangibility)

NY NHARGP ABALPPF P+ L8 10

NI AL F PRaqCh ARZEEFT 1% A-UPD-

PN NG+&F 16-U AT PNAT™P 1R 3 AATD-

Al w| N R

NATATAT AAMM: 12T MPIR AR PR M-AT dPTAT P
MmALPPT AN, TFa

5 | NAMPAL PANALE NTH PADIATP ADALPPE AT ANNN.O-
AZINEE IOFF AT ACNFT L4AMEA:

FM% 1% (Reliability)

1 | eANALP NN ALHET CLTINETTY AT T P9 PN+3 A
FICTFY AMEFF P PLLTHF Mt NG+ JM-::

2 | eNTh A7A9FTT N MNP (NTLEATR:) TH TP
AGQ dD/B aDAM::
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EINETY N+LI7, ALARPAAN (APFAA) A1AI AT
N@REa/ @ FNFHFFO I

NTOMN$D (A NHIND-) AWLE Ad I AekT TP

NAU+T P08 PLNCE APPH ATRTC BMid

AU+ AFC PMNthNP ACARE N&EMYIT ARAN £AMA::

NAMPAL PANLALE NN PNTA ACIAIAT NEINEF
HYE ATRYHY NN AR ATL.ELFM- PRCIA:

o AR AAM A (Responsiveness)

N PRINFEYT NPAAART &M NTIIF@-9° A%
PbCNA:

PN AG+ET ALTNGT &1T PAD- PNTA AT AT
ANMMD

PN AG+EF LINPTT ACRLET PATD- &P LTTT
(&A1)

PN NG+HEF NLINET Nrd ALY 4 AdRPNA
PATD G LHTF

NAMPAL PANALP NTH PNTA AT NLTINFT AL
P¢-N aB+agany (ARt B4 MEA

PLINEFY FC a8 (Empathy)

PANALS N7 AALTSTS. £1NG FN-LF aRhmF

PANALP NN PN NS AORFTF

PANALE NTA N&+HEF AALTETS £ING Fh-dt aPAM*T

PANALE NN A&TETF ALTNETT &ATF AT AT DA
aniRF

PALTET PLINEFFM@T &ATF AD/ 8T
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h&4 3 - AChFPT A,

SN

AChF P an9Aen, (Customer Satisfaction)

(.74

NANALL NN PN ACIADATT NPT AN+ AT
AChF £NTHTA

PANALE NN N+ET PARLAM-T ATATAT
ATLIPMNPM, 1M, PR PP MTAT

NANLALE NTA N7 TUT A914A°1T AT NAM- 9°F Ui
PhIAIAT ALAFAD

NANLALE NTA AT7A% e+ NDALO ST AT PPCNT
PADET ANFAD.

ANALE NTA NA A&AT A&+HETFT NeMT NTDP AT
NAPI® AT9C ACF £NTITA

NAMPAL ANLALP NTA NAMM. PNTA ATAT et
AZAFAD,

ANNP +en9Z ANFPT NAP hHU NFTF NAD- NF EMmeam

AMNTAU!
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