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Abstract
The main aim of this thesis was to assess the customers’ satisfaction on the service delivery of
RIDE in Addis Ababa, Ethiopia. It identifies the level of customer satisfaction by measuring the
gap between customers” expectation and actual performance on the quality of service delivered by
RIDE using the five service quality dimensions which are Tangibles, Reliability, Responsiveness,
Assurance and Empathy. The study is basically a survey that used Descriptive research design.
For the purpose of data collection SERVQUAL model questionnaire was adopted, pre-tested and
disseminated to the target population by following the appropriate ethical procedures. Out of
the distributed 384 questionnaires only 363 were returned constituting 94.53% response rate.
The findings of this study show that customers of RIDE are not satisfied in all the service quality
dimensions which shows expectation of customers exceed the actual performance of the company.
The result also proves that Tangibles, Reliability, Responsiveness, and Empathy service quality
dimensions are very weak but positively correlated to customers” satisfaction. , the results also
indicate that, there is a negative and insignificant relationship between Assurance and customer
satisfaction Based on this, it is recommended that RIDE should give greater attention to improve
its service quality and satisfy its customers by meeting or exceeding customers expectation
through assessing and improving the gaps on all the service quality dimensions to stay competitive

in the industry and to increase its market share and profit.

Keywords: Service, Service quality, Customer, Customer satisfaction, Customer expectations,

and Customer perception



CHAPTER ONE: INTRODUCTION

1.1 Background of the study

Transportation online is one of the newest servigeovation in m-commerce. Online
transportation service or ride-sharing is an irdlnal transportation services where a customer can
order a ride through mobile application and theveirican respond the order through the apps
(Wallsten, 2015). It provides several benefits saghiriver and customer can know each other’s
location accurately, customer can see the drivérvahicle information, and customer can easily
find transportation to commute to other placesdtefficiency) (Farin, 2016). These benefits make
ride sharing gain popularity among urban peopléyeabhere are already a number of popular
online transportation services in Europe and USéhsas Lyft, UberX, Sidecar, and Carpool.
(Okezone.com, 2015).

Service quality is an important aspect in m-commefSalameh & Hassan, 2015) that can
determine customer behavior, satisfaction, andtite to use certain product/service (Bolton &
Drew, 1991; Parasuraman et al., 1988; Parasuratradn £994). It is argued that service quality
provides long-term success and can be competitivardage (Caro & Garcia, 2007). Therefore,
it is important to assess and measure the seruiedity] especially services provided in m-

commerce environment (Huang et al., 2015).

Service quality and customer satisfaction are tthes two core concepts of contemporary
marketing theory and practice in service industdesShemwell et al., (1998) have stated, the key
to sustainable competitive advantage lies in daligehigh-quality service that result in satisfied
customers. The link between service quality andorner satisfaction is now firmly established,
and it has been shown that this link subsequemtgyres higher revenues, increased cross-sell

ratios, higher customer retention, repeat purclgasghavior, and expanded market share.

Service quality and customer satisfaction take ammount importance as the main drivers of
customer's behavioral intentions. It is broadlyegted that providing superior service quality and
higher levels of satisfaction lead to greater am&toloyalty, secure future revenues, reduce the
costs of future transactions through positive raeler decrease price elasticity and ultimatelyciffe

company’'s bottom line (Anderson et al., 1994). Cames therefore, first must examine the



impact of their service quality provision on custsi responses, including intentions signaling
behaviors that are potentially favorable or unfabbe to the company. For most companies, a set
of behavioral-intentions questions could be incoaped easily into the measurement systems
currently used to capture service-quality assestsn@®oing so provides a continuous source of
information relating to such questions as: - whatthe key constructs that characterize customers'
assessments of services? What levels of servid#ygonaist we deliver to retain customers? What
service initiatives should we undertake to encoaii@agtomers to recommend the company, spend
more with the company? What attributes should wad$mn to reduce the likelihood of customers’
spreading negative word-of-mouth communications rwkervice problems occur? To retain
customers, should we spend our money on proacgveice improvements or on handling

complaints? (Aklilu Gudeta, 2014)

Service quality “has become as one of the keymigitorces for business sustainability and is vital
for firms’ accomplishment” (Rust and Oliver, 1994Justomer service quality is a crucial source
of distinctive competence and often considered yaskeecess factor in sustaining competitive

advantage in service industries” (Palmer, 2001).

Kotler (1999) defined satisfaction is a person@lifegs of pleasure or disappointment resulting
from comparing a product’s perceived performance dotcome) in relation to his or her

expectation as the definition makes clear, satisfags a function of perceived performance and

expectation. If the performance falls short of estpBons, the customer is dissatisfied. If the
performance matches the expectations; the custansatisfied if the performance exceeds
expectation the customer is highly satisfied origtéed. An evaluation has been the chosen
alternative consistent with prior beliefs with respto that option. Satisfaction implies a conssiou

and deliberate evaluation of outcome. Oliver (1989gues that service quality can be described
as the result of customer comparisons between ¢éxpectations about the service they will use
and their perceptions about the service compangt feans if the perceptions would be higher
than the expectations the service will be consdiezecellent if the expectations equal the
perceptions the service is considered good arfteiekpectations are not met the service will be
considered bad. There are many ways to improveogiest satisfaction. Some strategies are

building relationships with customers, superior tooger service, unconditional guarantees,



efficient complaint handling. Customer satisfactieads to competitive advantage in marketplace
by product differentiation, product quality, speedified corporate purpose etc. (Schnaars, 1991).
The service management literature argues that mesteatisfaction is the effect of a customer's
understanding of the value received in a transadraelationship where value equals perceived
service quality relative to price and customer &itjan costs relative to the value estimated from

contact or relationships with challenging vendors.

“Service quality and customer satisfaction are ganably the two core concepts that are at the root
of the marketing theory and practices” (Spreng Eladkoy;1996). In today'svorld of intense
competition, the key to sustainable competitiveaad&ge lies irdelivering high quality services
that will in turn result in satisfied customers. fitompetition increases and environmental issue

becomes dynamic, the importancesefvice quality is increased (Asubonteng: 1996).

Service quality and customer satisfaction are waportant concepts, which must understand by
companies that want to grow while keeping their petitive edge. In the modern competitive
environments, delivering high service quality ie #ey for a sustainable competitive advantage.
Customer satisfaction has a positive effect onrgarazation’s profitability. Satisfied customers

of any business repeat purchase, show brand loyadtygive positive word of mouth.

Many models have been developed to measure sequeldy delivered by firms in numerous
businesses. It is important to review service quatiodels because of its relation with customer
satisfaction. Customer satisfaction a term fregyensed in marketing is a measure of how

products & services supplied by a company meetigrass customer expectation.

“Today customer’s takes good customer service fantgd and customers are now the rules and
that goes for business as much as customer madk&usiness customers want the same thing;
better access to service, more competitive pri¢eeibeustomer service and compliant handling

process”. (Douglus and Basto; 2002).

Definition given for the term service quality maiffek from person to person. Generally, it is

defined as thing that meets customer’s expectatidnsh is key gaining and retaining customers



(laz.A.T& Ali.A, 2013). Service quality is a recerand more dynamic decisive issue in
management thought. It helps to control competpiesition and consequently determines profits
(Shabib.A, 2002).

1.2 Statement of the Problem

In the world of competition, service quality is thest important parameter that needs critical
attention for an organization to exceed its contpesi This is especially true in the service sector
where there is frequent interaction with custonveingch hold the highest stake in ensuring the
organization exceeds its competitors and excelhm gervice it provides. In winning this
competition, it is obvious that customer satistacis a critical issue as it is highly correlateithw

the quality of services provided by competing ofgatons.(SeyedJavadian & Kimasi 2005)

RIDE is a first Ethiopian company to provide tramption service to passengers/customers by
using technological devices. Currently RIDE compirfacing aggressive competition from other
similar transportation service providers like FergaY ride, Taxiye, Seregela, WEZ, llift,
ShuuFare, Little and others, these competitorsvamaing the customers mind and challenging
RIDE. Many customers are shifting to these compegtitSome loyal and longtime customers are
also demonstrating their dissatisfaction in somé @fathe RIDE service delivery. The researcher

observes that the quality of the service is deatjras compared to its previous time.

In these challenging circumstances, a study ons#tisfaction of RIDE customers in service
delivery is obviously pertinent and important. Tprefitability of service firms is significantly
influenced by customer’s satisfaction, and thera islose relationship among quality service
delivery and satisfaction. The present study tlueeetindertakes assessment of service delivery

and customer’s satisfaction in the context of Hilao ride hailing transportation market.



1.3 Objective of the study
1.3.1 General Objective
The general objective of this paper is to assesk aralyze service delivery and customer

satisfaction of RIDE organization.

1.3.2 Specific Objective

The specific objectives are:

1. To assess customers’ expectations from thecgedalivered.

2. To assess level of service delivery by measuttiegRIDE’s service in terms of tangibility,
reliability, responsiveness, assurance, and empathy

3. To assess customer satisfaction in serviceelgliv

1.4 Research Question

v' What are the customers’ expectations from the sera be delivered?

v' What is the level of service delivery in RIDE orgamtion in terms of tangibility, reliability,
responsiveness, assurance, and empathy.?

v" What is the level of customer satisfaction in thgent service delivery of RIDE organization?

1.5 Significance of the study

The output of this study will help RIDE organizatitw find out the level of service delivery quality

it provides to customers based on the informatha is gathered from customers/passengers in
the area of customer satisfaction and service elgli\Based on the data to be collected, analyzed
and interpreted from customers, the result wibhwlthe RIDE organization to find out the gap by
showing current level of customer’s satisfactiodl aervice delivery expectation on the current
delivery of service. The organization will be abdeimprove its service delivery standards and
competency in this highly competitive environmelar future, the research paper will give
information about the level of satisfaction of RIRHstomer’s satisfaction and expectation in

quality service delivery.



1.6 Scope of the study

This study focus on the area of service delivelgteel to customer satisfaction of RIDE’s ride-
hailing organization. The study focus on passenfgensd on the geographical location of Addis
Ababa. The scope includes assessing and analyaiwnge delivery and customer satisfaction, and

suggesting improvement on the service delivery.

1.7 Definition of key operational terms

v’ Serviceis a transaction in which no physical goods aedferred from the seller to the buyer.

v’ Service qualityis a comparison of perceived expectations of sicemwith perceived performance,
giving rise to the equation Service Quality =Parfance - Expectation.

v’ Customer satisfactiors defined as a measurement that determines hppytaistomers are
with a company’s products, services, and capadsliti

v Customer expectationare any set of behaviors or actions that indivislaaticipate when
interacting with a company’s service or product

v’ Customeris an individual or business that purchases tleig®r services produced by a

business.

1.8 Organization of the study

The paper is organized into five chapters. Thée éingpter deals with introductory part consisting
of the introduction, background of the study, stegat of the problem, objectives of the study,
Basic research questions, Objectives of the stBaynificance of the Study, Scope of the study

and definition of key operational terms

The second chapter reviews literature related ¢éostiady. In this chapter, various theoretical
concepts that relate to service, related to custeatesfaction and expectation are discussed. The
third chapter present the methodology of the stuldg, fourth chapter the data presentation,
analysis and interpretation the fifth chapter f@suen the conclusions of major findings and the

possible recommendations



CHAPTER TWO: REVIEW OF RELATED LITERATURE

2. Theoretical review

2.1 Service

A service is a process consisting of a series okrmoless intangible activities that normally, but
not necessarily always, takes place in interadietween the customer and the service employees
and/or physical resources or goods and/or systémie @ervice provider, which are provided as
solutions to customer problems. Services are molese subjectively experienced process where
production and consumption activities take placeuianeously. Interactions, including a series

of moments of truth between the customer and thecseprovider, occurred (Gronroos, 2006).

A service is any activity or benefit that one paréy offer to another which is essentially intategib
and does not result in the ownership of anythingtlg€, et.al, 1999). Manufactures supply service
alongside their products and in turn service prersdise products in delivering their services so
it is having been said that there are no pure sesviServices are deeds, processes, and
performances provided or coproduced by one entipecson for another entity or person. Services
can also involve high customer contact, where #reice is directed at people, as in the case of
hairdressing and healthcare. Or there is low custauntact, as in dry cleaning and automated
car-washes, where the services arc directed atctsbj&ervices can be people-based (e.qg.
consultancies, education) or equipment-bound (eegding machines, bank cash dispensers).
People-based services can be further distinguisitedrding to whether they rely on highly
professional staff, such as legal advisers and eakgractitioners, or unskilled labor, such as

porters and caretakers.

Services are processes where a set of firm resourtaracts with the customers so that value is
generated in the customers’ activities and prosessence, unlike goods that are value supporting
resources, services are value supporting processepyocesses that support customers’ value

generation (Gronroos, 2006).

The services literature highlights differencesha hature of services versus products which are
believed to create special challenges for servitageters and for consumers buying services. To
help understand these differences a number of ctesistics that describe the unique nature of

services have been proposed (Wolak et.al 1998).



2.1.1 Nature and Characteristics of Services

Services have the following four key distinguishuoiaracteristics.

Intangibility: - Because services are nonphysical it is hard tomete, record, calculate or to test
the service prior to the sale in order to prothetdquality on its delivery (Zeithaml, et.al, 2009).
Inseparability: - Production and consumption of services are @sdpe. Services are not
manufactured remotely and then delivered intathéocustomer. Service require the involvement
and commitment of employee and customer.

Variability: - Due to heterogeneity services performance oftgies from producer to producer,
from customer to customer and from day to day.

Perishability: - Services are performances rather than objeabst Bervices cannot be counted,

measurednventoried, tested and verified in advance of sal@ssure quality.

2.2 Service Delivery and Customer Satisfaction

2.2.1 Service Delivery

Services are defined as the means of deliverirangible economic activities that add value to
customers, implying interaction between servicevigler and consumer through a process of
transaction (Frauendorf, 2006). In order for a canys offer to reach the customers there is a
need for services. These services depend on tle diproduct and it differs in the various
organizations. Service can be defined in many veyending on which area the term is being
used. An author defines service as “any intangfaeor performance that one party offers to
another that does not result in the ownership gtrang” (Kotler & Keller, 2009: 789). In all,
service can also be defined as an intangible df§jeone party to another in exchange of money

for pleasure.

The service concept refers to the outcome thagaeived by the customer (Lovelock & Wirtz,
2004) and is made up of a “portfolio of core angmarting elements” (Roth & Menor, 2003)
which can be both tangible and intangible (Goldas&tial., 2002). It is a description of the service
in terms of its features and elements as well agnms of the benefits and value it intends to

provide customers with (Heskett, 1987; Scheuingo&n¥on, 1989). As alternatives to service



concept, academics coined the terms service offegarvice package, and service or product
bundle (Roth & Menor, 2003).

Since a service process leads to an outcome mggultithe customer being either satisfied or
dissatisfied with the service experience (Mayealet2003), it is of paramount importance that
service organizations pay attention to designiegtfstem by which service concepts are produced
and delivered to customers (Brown et al., 1994)s ithe role of ‘delivery’ to ensure that the
expected service outcome is received by the cust@@wdstein et al., 2002). A service delivery
system is made up of multiple, interdependent serprocesses (Johnston & Clark, 2001). The
entire set of interrelated service processes datesi a hierarchically-organized process
architecture. A service process can, in turn, tsemleed as the sequence of activities and steps,
the flows and interactions between these activiiesl the resources required for producing and
designing a service delivery system involves dafirthe roles of people, technology, facilities,

equipment, layout, and processes that generatetiiece outcome.

Over the past thirty years’ service blueprintingl @ervice maps have gained widespread support
as a holistic tool used for service process de@d{gn & Kim, 2001; Lynch & Cross, 1995; Shieff

& Brodie, 1995). Although this modeling techniquashits origins in systems-thinking and
production management where flowcharts are commasgy to design manufacturing processes,
Shostack (1982; 1984; 1987) demonstrated its agiplity to service situations by integrating the
view of the customer into the model. A service plug is an enhanced flowchart that represents
all the steps, flows, and the role of employeesived in the delivery of the service as well as all
the interactions that occur between the customértia@ organization in the process of service
delivery (Zeithaml et al., 2006).

The blueprinting technique enables the depictioaroéntire process from a holistic perspective.
This emphasizes the relationships between the phitte process instead of focusing on specific,
individual elements in isolation (Shostack, 1983nuthern (1999) showed that adopting a
systems-approach through the use of service sysi@ps facilitates the understanding of the way

operational processes function within the oveatViEe system

A study carried out by Johns, (1998) points out tha word ‘service’ has many meanings which

lead to some confusion in the way the conceptfinel@ in management literature, service could



mean an industry, a performance, an output orioffer a process. He further argues that services
are mostly described as ‘intangible’ and their otitgewed as an activity rather than a tangible
object which is not clear because some serviceutaitpave some substantial tangible components

like physical facilities, equipment’s and personnel

Edvardsson,(1998) thinks that the concept of sersiwuld be approached from the customer’s
perspective because it is the customer’s totalgpdian of the outcome which is the ‘service’ and
customer outcome is created in a process meaningsés generated through that process. He
points out the participation of the customer in $bevice process since he/she is a co-producer of
service and the customer’s outcome evaluated mstef value added and quality meaning the

customer will prefer service offered to be of higiiue and quality.

Edvardsson, (1998) thinks that the concept of sershould be approached from the customer’s
perspective because it is the customer’s totalgmian of the outcome which is the ‘service’ and
customer outcome is created in a process meaningeaes generated through that process. He
points out the participation of the customer in$bevice process since he/she is a co-producer of
service and the customer’s outcome evaluated mstef value added and quality meaning the
customer will prefer service offered to be of higliue and quality. Service process is that which
consists of either, delivery of service, interpaaointeraction, performance or customer’s

experience of service.

According to a study carried out by (Johns; 19%@)yvice is viewed differently by both the
provider and the consumer; for the provider, sengcseen as a process which contains elements
of core delivery, service operation, personal ditteness and interpersonal performance which
are managed differently in various industries. Wlgiistomer views it as a phenomenon meaning
he/she sees it as part of an experience of lifehvbonsists of elements of core need, choice, and
emotional content which are present in differemvise outputs and encounters and affect each
individual's experience differently. However, facgdahat are common for both parties include;

value (benefit at the expense of cost), servicditgieand interaction.

Service experience is defined by (John;1998) abdlence between choice and perceived control
which depends upon the relative competences oboestand service provider (that is to make

the choice or to exert control). Aspects of senggperience include core benefit, performance,
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approaching the service, departing from it, inténgcwith other customers and the environment
in which the service transaction takes place (sesvicape), Service interaction involves
interpersonal attentiveness from the service perdonho are to provide core services and this
contributes to customer satisfaction with the serffered, John, (1998:963)

According to Murray and Evans (2003), comprehensiveasurement to access requires a
systematic physical, financial, social and psycbmial access to services.

Availability refers to physical access to or reachability ofises that meet a minimustandard.
The reachability of service often requires speatfan in term of the elements of service delivery
such as basic equipment, drugs and commaoditiethhegarkforce (presence and training), and
guideline for treatment. Data on the populatiomugson are required to estimate physical access.
More precise estimate of physical access use ttemeland Cost rather than distance though it is
difficult to measure.

Affordability , on the other hand refers to the ability of therdlto pay for the service. Data can
be collected by facilitating visits or by househaiterview. Household interview is affordable

though it depends on the client ability to pay wheomplicates measurement.

Acceptability of the service predominantly has a socio psychodglimensions which can best
be measured through household surveys. These donsrd access are a precondition for quality.
Monitoring service delivery is not about the coggraof intervention, which is defined as the
proportion of people who receive a specific inteti@ or service among those who need it.
Coverage depends on service delivery and the atitiz of the service by the target population
(Murray and Evans;2003).

2.2.2 Customer Satisfaction

2.2.2.1 Definition of Customer Satisfaction

A customer is defined as anyone who receives thgubor products of our works and who makes
value judgment about the service provided or thwase buy the goods or services provided by
companies are customers. Sometimes the term custmdeonsumer are confusing. A customer

can be a consumer, but a consumer may not nedgdsaa customer. Another author explained
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this difference. l.e. a customer is the person ddes the buying of the products and the consumer

is the person who ultimately consumes the prodsctofnon, 2009: 34.)

When a consumer/customer is contented with either groduct or services it is termed
satisfaction. Satisfaction can also be a pers@®hbrfgs of pleasure or disappointment that results
from comparing a product’s perceived performanceutcome with their expectations (Kotler &
Keller, 2009:789). As a matter of fact, satisfastomuld be the pleasure derived by someone from
the consumption of goods or services offered bythargerson or group of people; or it can be
the state of being happy with a situation. Satigfacvaries from one person to another because it
is utility. “One man’s meal is another man’s poisan old adage stated describing utility; thus
highlighting the fact that it is sometimes veryfidiilt to satisfy everybody or to determine

satisfaction among group of individuals.

Client happiness, which is a sign of customer fati®n, is and has always been the most essential
thing for any organization. Customer satisfactisrdefined by one author as “the consumer’s
response to the evaluation of the perceived distr@pbetween prior expectations and the actual
performance of the product or service as perceafest its consumption” (Tse & Wilton, 1988:
204) hence considering satisfaction as an ovexat-purchase evaluation by the consumer”
(Fornell, 1992: 11). Some authors stated that tisare specific definition of customer satisfaction
and after their studies of several definitions tligfined customer satisfaction as “customer
satisfaction is identified by a response (cognitiveaffective) that pertains to a particular focus
(i.e. a purchase experience and/or the associabteligt) and occurs at a certain time (i.e. post-

purchase, post-consumption)”. (Giese & Cote, 20®0):

This definition is supported by some other authats) think that consumer’s level of satisfaction
is determined by his or her cumulative experienceha point of contact with the supplier
(Sureshchander et al., 2002:364). It is factuat, ttieere is no specific definition of customer
satisfaction since as the years passes, differetitoes come up with different definitions.
Customer satisfaction has also been defined byhanauthor as the extent to which a product’s
perceived performance matches a buyer's expectaiiotler et al., 2002: 8). According to
(Schiffman & Karun;2004). Customer satisfactiodadined as “the individual’s perception of the
performance of the products or services in relatadms or her expectations” (Schiffman & Karun

2004: 14). In a nutshell, customer satisfactionldde the pleasure obtained from consuming an
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offer. Dictionary definitions attribute the termatssfaction” to the Latin root satis, meaning
“enough”. Something that satisfies will adequateil§ill expectations, needs or desires, and, by
giving what is required, leaves no room for complatwo points arise from these definitions
Avis et al. (1995)

First, a feeling of satisfaction with a service does maply superior service, rather than an
adequate or acceptable standard was achievedtiBiastion is defined as discontent, or a failure
to satisfy. It is possible that consumers are Badisinless something untoward happens, and that

dissatisfaction is triggered by a critical event.

Secondly,satisfaction can be measured only against indiVsdeapectations, needs or desirs.
is a relative concept: something that makes oneopeisatisfied (adequately meets their

expectations) may make another dissatisfied (&itst of their expectations).

Customersatisfaction is a psychological concept which isired in different ways. Sometimes
satisfaction is considered as a judgment of indiais regarding any object or event after gathering
some experience over time. According to some theprisatisfaction is a cognitive response

whereas some others consider satisfaction as emdattachment of individuals.

Howard and Sheth (1969) explained customer satisfaas a cognitive response of customers.
Hunt (1977) defined consumer satisfaction on tresbaf consumers’ evaluation of consumption
experience. Newman et al. (2001) opined that custaservice is a prerequisite for customer
satisfaction. The value of service consists of edimensions viz. reliability, assurance, access,
communication, responsiveness, courtesy, empatid/tangibles (Brown, 1997; Cooke, 1998;

Homburg and Garbe, 1999; Clemes et al., 2001; Setar, 2001; Yang et al., 2003).

In some literatures, customer satisfaction has bleéined as a cyclical model which explains the
relationship between customer satisfaction andoust loyalty. According McAlexander (2003)
customer satisfaction is an antecedents of loyaltyereas Compton (2004) opined that the
customer loyalty drives the expectation value tee¢ntually drives the value of customer
satisfaction in future purchase (Compton, 2004k [2004) defined customer satisfaction as a
ratio of customer perception and customer expectaficcording to the Centre for the Study of
Social Policy (2007), satisfaction is a persongkasment of customers which is affected by both

the expectation and experience of customers. Asdnbbm the above writings, there is no
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consensus on defining the response to satisfadtishort, satisfaction is an emotional response
(Zineldin 2006).

Some theoretical concepts point out the discontionaof expectations model (Oliver, 1980,
Carson et.al.1998). Satisfaction is also descrdrethe basis the value of products and services
that customers evaluate depending on customerzriexge and perception (Liljinder and,
Strandvik, 1995). Smith and Swinehart (2001) palrtat a strong relationship between quality
of product or service and satisfaction of customArzording to them, customers’ perception

regarding quality of products or services bringsulsatisfaction in their mind.

2.2.2.2 Measuring Customer Satisfaction

Measuring customer satisfaction could be verydliffiat times because it is an attempt to measure

human feelings. It was for this reason that somstieg researcher presented that “the simplest

way to know how customers feel, and what they vimti ask them” this applied to the informal

measures (Levy 2009: 6; NBRI, 2009). Levy 2009n6his studies suggested three ways of

measuring customer satisfaction:

v' A survey where customer feedback can be transfoimtedneasurable quantitative data.

v" Focus group or informal where discussions orchiestrhy a trained moderator reveal what
customers think.

v Informal measures like reading blocs, talking diseto customers.

Asking each and every customer is advantageousnmah as the company will know everyone’s
feelings, and disadvantageous because the comptihgve to collect this information from each
customer (NBRI, 2009). The National Business Retedmstitute (NBRI) suggested possible
dimensions that one can use in measuring custormgsfaction, e.g.: quality of service,
Innocently, speed of service, pricing, complaintspooblems, trust in your employees, the
closeness of the relationship with contacts in yfourn, other types of services needed, and your

positioning in clients’ minds.

There exist two conceptualizations of customesgattion; transaction-specific and Cumulative
(Boulding, et al., 1993; Andreessen, 2000). Foltayithe transaction specific, customer
satisfaction is viewed as a post-choice evalugtidgment of a specific purchase occasion (Oliver,

1980) until present date, researchers have dewtlapgch body of literature focusing on this
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antecedents and consequences of this type of cestsatisfaction at the individual level (Yi,
1990). Cumulative customer satisfaction is an divekaluation based on the total purchase and
consumption experiences with a product or serviag time. (Fornell, 1992, Johnson & Fornell
1991) This is more fundamental and useful thanstetion specificity customer satisfaction in
predicting customer subsequent behavior and fipast, present and future performances. It is
the cumulative customer satisfaction that motivatésm’s investment in customer satisfaction.
Parasuraman et al., (1988), later developed theVRERAL model which is a multi-item scale
developed to assess customer perceptions of seualéy in service and retail businesses. The
scale decomposes the notion of service quality inte constructs as follows: Tangibles,
Reliability, Responsiveness, Assurance and Empdthlgases on capturing the gap between
customers’ expectations and experience which cbeldegative or positive if the expectation is

higher than experience or expectation is less thagual to experience respectively.

The SERVPERF model developed by Cronin & Taylo®9@), was derived from the SERVQUAL
model by dropping the expectations and measurimgicge quality 40 perceptions just by
evaluating the customer’s the overall feeling ta¥gathe service. In their study, they identified
four important equations: SERVQUAL =Performancexpé&ctations, Weighted SERVQUAL =
importance x (performance — expectations), SERVPERErformance, Weighted SERFPERF =
importance x (performance). Implicitly the SERVPERI©del assesses customers experience
based on the same attributes as the SERVQUAL amficos more closely on the implications

of satisfaction and attitude literature, Cronirakt (1992 p.64).

Later, Teas, (1993:23) developed the evaluatecbpednce model (EP) in order to overcome
some of the problems associated with the gap iceqanalization of service quality (Gronroos,
1984; Parasuraman et al., 1985, 1988). This modehsores the gap between perceived
performance and the ideal amount of a feature nstomer’'s expectation. He argues that an
examination indicates that the P-E (perceptionpeetation) framework is of questionable validity
because of conceptual and definitional problemsolinng the conceptual definition of
expectations, theoretical justification of the estpdions component of the P-E framework, and
measurement validity of the expectation. He themsesl expectation measures specified in the

published service quality literature to ideal antswf the service attributes (Teas, 1993:18)
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Brady & Cronin, (2001), proposed a multidimensiosad hierarchical construct, in which service
quality is explained by three primary dimensionggraction quality, physical environment quality
and outcome quality. Each of these dimensions stmsi three corresponding sub-dimensions.
Interaction quality made up of attitude, behaviad a&expertise; physical environment quality
consisting of ambient conditions, design and sdeietiors while the outcome quality consists of
waiting time, tangibles and valence. Accordingtese authors, hierarchical and multidimensional
model improves the understanding of three basieessbout service quality: (1) what defines
service quality perceptions; (2) how service qyalgrceptions are formed; and (3) how important
it is where the service experience takes placet@adramework can help managers as they try to

improve customers’ service experiences Brady & @raf2001, p.44).

Saravanan & Rao, (2007), outlined six critical dastthat customer-perceived service quality is
measured from after extensively reviewing literatand they include; (1) Human aspects of
service delivery (reliability, responsiveness, aasoe, empathy) (2) Core service (content,
features) (3) Social responsibility (improving corate image) (4) Systematization of service
delivery (processes, procedures, systems and tlegdy)d5) Tangibles of service (equipment’s,

machinery, signage, employee appearance) (6) Samacketing, from their study, they found out

that these factors all lead to improved perceiagise quality, customer satisfaction and loyalty

from the customer’s perspective.

According to Brady & Cronin, (2001), based on vasatudies, service quality is defined by either
or all of a customer’s perception regarding 1) eganizations’ technical and functional quality;
2) the service product, service delivery and servenvironment; or 3) the reliability,
responsiveness, empathy, assurances, and tanggésesiated with a service experience. Mittal
and Lassar's SERVQUAL-P model reduces the oridimaldimensions down to four; Reliability,
Responsiveness, Personalization and Tangibles. rtemgly, SERVQUAL-P includes the
Personalization dimension, which refers to the aocontent of interaction between service
employees and their customers (Bougoure & Lee, RGBSociation between perceived service
quality and other key organizational outcomes, (@roet al., 2010), which has led to the

development of models for measuring service quality
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The aim of providing quality services is to satisistomers. Measuring service quality is a better
way to dictate whether the services are good obadvhether the customers will or are satisfied
with it. A researcher listed in his study: “thremngponents of service quality, called the 3 “Ps” of
service quality” (Haywood 1988:19-29). In the stusigrvice quality was described as comprising
of three elements: “Physical facilities, processed procedures; Personal behavior on the part of
serving staff, and; Professional judgment on thiegfaserving staff but to get good quality service
“Haywood 1988: 19-29). He stated that “an apprdpriaarefully balanced mix of these three
elements must be achieved.” (Haywood, 1988: 9-2%jattonstitutes an appropriate mix,
according to him will, in part, be determined by ttelative degrees of labor intensity, service
process customization, and contact and interatiween the customer and the service process.
From the look of things, this idea of his coulddasign to fit with evaluating service quality with

the employee perspective.

One of the most useful measurements of servicetguskhe dimensions from the SERVQUAL
model. In the creation of this model for the vargtftime, “Parasuramanet al. (1985) identified 97
attributes which were condensed into ten dimensibiey were found to have an impact on service
guality and were regarded as the criteria that wep®rtant to access customer’s expectations and

perceptions on delivered service (Kumar et al. 2@04).

The SERVQUAL scale which is also known as the gaplehby Parasuraman, et al. (1988) has
been proven to be one of the best ways to measerguality of services provided to customers.
This service evaluation method has been provenistens and reliable by some authors (Brown
et al., 1993). They held that, when perceived qreeenced service is less than the expected
service; it implies less than satisfactory sergjoality; and when perceived service is more than
expected service, the obvious inference is thaiceguality is more than satisfactory (Jain et al.
2004: 27). From the way this theory is presentegeéms the idea of SERVQUAL best fits the
evaluation of service quality form the customerspective. This is because when it is stated
“perceived” and “expected” service, it is very ¢léaat this goes to the person, who is going to or
is consuming the service; who definitely is the stomer/customer. The original study by
Parasuraman et al., (1988) presented ten dimensi@ssvice quality.
» Tangibles: the appearance of physical artefactstaffimembers connected with

the service (accommodation, equipment, staff umi&rand so on).
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Reliability: the ability to deliver the promisedrsie.

* Responsiveness: the readiness of staff membergarha pleasant and effective way.

» Competence: the capability of staff members in etieg the service.

» Courtesy: the respect, thoughtfulness, and poltee&hibited by staff members who are
in contact with the customer.

» Credibility: the trustworthiness and honesty of skeevice provider.

» Security: the absence of doubt, economic risk,@nical danger.

» Access: the accessibility of the service provider.

* Communication: an understandable manner and us@g@fiage by the service provider.

* Understanding the customer: efforts by the sermrogider to know and understand the

customer.

In first SERVQUAL model that came had 22 pairs iddrt-type items, where one part measured
perceived level of service provided by a particldaganization and the other part measured
expected level of service quality by respondenug®F, 2003:464- 465). Further investigation

led to the finding that, among these 10 dimensisosie were correlated. After refinement, these

ten dimensions above were later reduced to fiveedsions as below:

» Tangibility : physical facilities, equipment, and appearangeen$onnel

» Reliability : ability to perform the promised service depengand accurately

* Responsivenesswillingness to help customers and provide prosgstice

» Assurance knowledge and courtesy of employees and theilityalidb inspire trust and
Confidence

» Empathy: caring individualized attention the firm providiesits customers

2.2.3 Customer Satisfaction and Service Quality

Since customer satisfaction has been considerbé tzased on the customer’s experience on a
particular service encounter, (Cronin & Taylor, 298 is in line with the fact that service quality

is a determinant of customer satisfaction, becaeseice quality comes from outcome of the
services from service providers in organizationsother author stated in his theory that
“definitions of consumer satisfaction relate to medfic transaction (the difference between

predicted service and perceived service) in conwah ‘attitudes’, which are more enduring and
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less situational-oriented,” (Lewis, 1993: 4-12) 14 in line with the idea of Zeithaml et al (2006:
106-107).

According to Oliver (1980), in both the service ananufacturing industries, quality improvement
is the key factor that affects customer satisfactamd increases purchase intention among
consumers (Oliver, 1980). Some other theorists las@ mentioned that the quality is the key
determinant of consumer satisfaction (Omar andftachn, 1995, Gremler et.al., 2001, Radwin,
2000). Many companies are focusing on service tyuasues in order to drive high level of

customer satisfaction (Kumar et.al., 2008).

Regarding the relationship between customer satisfaand service quality, Oliver (1993) first
suggested that service quality would be antecederistomer satisfaction regardless of whether
these constructs were cumulative or transactiosipeSome researchers have found empirical
supports for the view of the point mentioned abederson & Sullivan, 1993; Fornell et al
1996; Spreng & Macky 1996); where customer satigfaccame as a result of service quality.
According to Sureshchandar et al., (2002: 363)torner satisfaction should be seen as a multi-
dimensional construct just as service quality megitican occur at multi levels in an organisation
and that it should be operationalized along the esdattors on which service quality is

operationalized.

Parasuraman et al., (1985) suggested that wheripedcservice quality is high, then it will lead
to increase in customer satisfaction. He suppbads fact that service quality leads to customer
satisfaction and this is in line with Saravana 8&oR&007:436) and Lee et al., (2000:226) who
acknowledge that customer satisfaction is based tipolevel of service quality provided by the

service provider.

According to Negi, (2009:33), the idea of linkingrgice quality and customer satisfaction has
existed for a long time. He carried a study to stigate the relevance of customer-perceived
service quality in determining customer overalligattion in the context of mobile services
(telecommunication) and he found out that reli&épiéind network quality (an additional factor)
are the key factors in evaluating overall servigaldy but also highlighted that tangibles, empathy
and assurance should not be neglected when evajyagrceived service quality and customer

satisfaction. This study was based only on a sigesgfvice industry (mobile service) and we think
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it is very important to identify and evaluate thdsetors which contribute significantly to

determination of customer-perceived service qualitgt overall satisfaction.

Fen & Lian, (2005:59-60) found that both servicalgy and customer satisfaction have a positive
effect on customer’s re-patronage intentions shgwhmt both service quality and customer
satisfaction have a crucial role to play in thec&ss and survival of any business in the competitiv

market. This study proved a close link betweeniserguality and customer satisfaction.

Sureshchandar et al., (2002:372) carried a studiyndoout the link between service quality and
customer satisfaction, from their study, they caipevith the conclusion that, there exist a great
dependency between both constructs and that agaisernin one is likely to lead to an increase in
another. Also, they pointed out that service qualtmore abstract than customer satisfaction
because, customer satisfaction reflects the custenfieelings about many encounters and
experiences with service firm while service qualitay be affected by perceptions of value

(benefit relative to cost) or by the experiencestbers that may not be as good.

In relating customer satisfaction and service qualesearchers have been more precise about the
meaning and measurements of satisfaction and sequiality. Satisfaction and service quality
have certain things in common, but satisfactionegally is a broader concept, whereas service
quality focuses specifically on dimensions of sesvi(Wilson et al., 2008: 78). Although it is
stated that other factors such as price and produality can affect customer satisfaction,
perceived service quality is a component of custaatsfaction (Zeithaml et al. 2006:106-107).
This theory complies with the idea of Wilson et(2D08) and has been confirmed by the definition

of customer satisfaction presented by other rebeesc

Figure 1: Customer perceptions of quality and austosatisfaction Wilson et al. (2008)
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Source: Customer perceptions of quality and customesatisfaction (Wilson et al., 2008: 79)
The above figure shows the relationship betweetomey satisfaction and service quality. The
author presented a situation that service quaityfocused evaluation that reflects the customer’s
perception of reliability, assurance, responsivenempathy and tangibility while satisfaction is
more inclusive and it is influenced by perceptiofservice quality, product quality and price,

also situational factors and personal factors (9vi|2008: 78).

It has been proven from past researches on sequaléy and customer satisfaction that Customer
satisfaction and service quality are related fromirtdefinitions to their relationships with other
aspects in business. Some authors have agreed fiactithat service quality determines customer
satisfaction. Parasuraman et al., (1985) in thiedys proposed that when perceived service quality
is high, then it will lead to increase in custorsatisfaction. Some other authors did comprehend
with the idea brought up by Parasuraman (1995) they acknowledged that “Customer
satisfaction is based upon the level of servicdityuidnat is provided by the service providers”
(Saravana & Rao, 2007, p. 436, Lee et al., 200@26). Looking into (figure 1), relating it to
these authors’ views, it is evident that definitmincustomer satisfaction involves predicted and

perceived service; since service quality actednasad the factors that influence satisfaction.

2.3 Customer Perception and Expectation of Servic@uality
The main objective of delivering high service guals to satisfy customers. The ideal point
resulting in customer satisfaction is where custoexpectations equal to customer perceptions.

The major challenge of service providers is thestamt and ever changing expectations of their
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customers. According to Zeithamlet al (2009), cosp expectations are beliefs about a service
that serves as standards or reference points tohwhe performance of the service is judged.
Knowing what the customer expects is the first pndsibly most critical factor in delivering

guality service. Getting what customers want wrarag) result in losing a customer to another
company who meets the target, expending moneyeswdirces in wrong places and not surviving

in a fiercely competitive market.

Together with customer expectations come custoresereptions. It is another focal point of
service quality on which service providers hav@aoader on. Customer perception refers to the
way in which customers feel about the servicesdeiovided. It is actually this element that
shapes customers’ expectations from the compansaséd@aman et al (1985) believed that
perception and expectation are strongly relativecepts. Berry et al. (1988) and Parasuramanet
al. (1985) viewed quality as the customers’ petioepof service excellence. This implies that
customers shape their perception of the qualitseovice based on their past experience, word of
mouth and even their closed one’s experience. Mare&chneider and White (2004) stated that
perceive service quality and service qualitiestaeconcepts that deal together in the concept of
marketing. Zeithaml et al., (2006) considered peszk service quality as a scale for firm to
measure how much they were successful to cover ¢hstomer purpose. In the publication of
Parasuraman et al., (1985) service quality was eqanealized as a gap between consumers’
expectations and perceptions. Thus service pravitteat are not able to meet their customer’s
expectation will most probably experience a declimecustomer retention and unfavorable

corporate image.

2.4 The Service Quality Model

“What the company thinks its customer wants ismeatessarily the same as, What the company
thinks it has to offer is not necessarily the saamge What the company actually offers is not
necessarily the same as, How the customer expegedhds is not necessarily the same as, What
the customer really wants” (Rampersad, 2001). Adiogrto the formulation of Parasuraman et al

(1985) there are five gaps that cause unsuccessfuice delivery.
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1. Gap between Customer Expectation and Managemefmerception (Knowledge Gap): -
management does not always perceive correctly whstomers’ want. Electricity company
manager might think that consumer’s judge the comarvice by the quality of employees’
performance in the technique department, wherest®mers may be more concerned with the

courtesy and responsiveness.

2. Gap between Management Perception and Service QuliSpecification (The Standard
Gap): - Management might correctly perceive the cusi@mwants but not set a specified
performance standard. For example, hospital adtraniss may tell the nurses to give “fast”

service without specifying it quantitatively.

3. Gap between Service Quality Specification and 8éce Delivery (The Delivery Gap: -The

personnel might be poorly trained or in capablerowilling to meet the standard or they may be
held to conflicting standards such as taking timbésten to customers and serving them fast. For
example, a bank officer who is told by the operagidepartment to work fast and by the marketing

department to be courteous and friendly to eactomes.

4. Gap between Service Delivery and External Commuation: - Consumer expectations are
affected by standards made by company represesdgadind advertising. If a hospital brochure
shows a beautiful room, but the patient arrives famds the room to be cheap and tack looking,

external communications have distorted the custsnepectations.

5. Gap between Perceived Service and Expected Serri- This gap occurs when the consumer
misperceives the service quality. The physician kegp visiting the patients to show case, but

the patient may interpret this as an indication fwenething really is wrong.

2.5 Empirical Literature
This section presents various studies that wenmgedaout to test the above theories and models.

Their findings, conclusions and recommendations.

Dachyar and Rusyidina (2015) conducted a studyustomer satisfaction and the link between
customer satisfaction and service quality in Jaksutaxi industry in Indonesia. It was found that
customer satisfaction is greatly affected by 6 des;t company image, perceived value and

perceived quality, customer expectations, customnest and customer complaints. They
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concluded that company image has the greatest effiexustomer satisfaction. The study focused

on three taxi companies and not the entire industry

Horsu and Yeboah (2015) did a study that focusethemmpact of service quality and customer
satisfaction in the minicab taxi services in Ghama found out that service quality variables
especially reliability, influenced the customerisaction. They also found that customers
(commuters) satisfaction is highly influenced bymfort comfortable seat, clean and good

conditioned vehicles, reasonable entertainmentaodgh air circulation.

Aklilu Gudeta (2014) conduct a study that focusedtbe influence of service quality and
passenger satisfaction on behavioral intentiortase of Ethiopian airlines. The research stated
the finding as: Airline service quality was foutalhave significant and positive influences on
airline passengers’ satisfaction and their behaviotentions. Failure to provide quality services
to passengers may cause negative impact on passepgeavioral intentions. Furthermore, the
findings of the study have shown that passengesfaetion has a mediating effect on the

relationship between perceived service quality lagtthvioral intention.

2.6 Conceptual framework

Tangibility
Reliability

Customer
Responsiveness —77' satisfactiol
Assurance
Empathy

Source: Parasuraman et al. (1994) and Caruana (2002)
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CHAPTER THREE: RESEARCH DESIGN AND METHODOLOGY

3.1 Research Design

The researcher conducts a cross-sectional Deseriptisearch design, which is a quantitative
research that will adopt the survey strategy thinoagnvenience samples of non-probability
sampling technique. Since a descriptive study éstes association between variables which the
researcher is trying to do; creating an accurabéilprof a situation about customer satisfaction
and service delivery. The other point that causedrésearcher to have designed a descriptive
study is because the researcher is not making teemyat to change the behavior of the variables
measured. Following the research approach alsb thatidea that the researcher will not generate

new theories.

3.2 Population of the Study

All individuals of interest to the researcher aaflexd population (Alan and Kaufman, 2005). The
target populations for this study are customersiragers of RIDE. The study is conducted in
Addis Ababa the capital city of Ethiopia

Unit of analysis is related with the populationdsific population) that is used to collect dataeTh
unit of analysis for this study are passengersdaomthe geographical location of Addis Ababa
during the data collection. The data is gatherecthfcustomers/ passengers who had use RIDE

service at least once in recent months.

3.3 Sampling Techniques

According to Saunders et al., (2009: 213) therstdwio types of sampling: probability, where the

chances of each case being selected from the gmpuistknown and is usually equal for all cases,
and non-probability - sampling where the chancesach case selected from the total population

is not known, making it impossible to answer rese@uestions.

Therefore, the researcher used a non-probabilitypbag strategy called convenience sampling
for this study. “A convenience sampling is avaiétd the researcher by virtue of its accessibility”
(Bryman & Bell, 2003: 105), the researcher wasreggted in customer satisfaction and service
delivery in a service sector. Because, a converisample is simply one in the researcher will

use any subjects that are available to particippetiee research study.
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3.4 Sample size
For this study the researcher chooses toGmehran formula. The Cochran formula allows to
calculate an ideal sample size given a desired tdy@ecision, desired confidence level, and the
estimated proportion of the attribute present i plopulation. Cochran formula is considered
especially in the situations with large populatibar populations that are large, Cochran (1963:75)
developed equation to yield a representative safopleroportions as:

No -Z%pq

é
Which is valid where n0 is the sample size, Zhesdbscissa of the normal curve that cuts off an

areao at the tails (1 e equals the desired confidence level, e.g., 95%}4 the desired level of
precision, p is the estimated proportion of anlaite that is present in the population, and q is

1-p. The value for Z is found in statistical tablgdsich contain the area under the normal curve.

Since there is a larger population the resear@dsemep=.5 (maximum variability). Furthermore,
it is desired to have a 95% confidence level an% #ivecision. The resulting sample size is
demonstrated as:

§12%pq = (1.963(0.5) (0.5)

2e (0.05)
=3.84*0.5*0.5= _0.96
0.0025 0.0025
=384

3.5 Data Collection

There are two main types of data which can be c@lteduring a research project: primary data
and secondary data. Primary data is informatiotectdd by the researchers themselves for a
specific purpose whereas secondary data is infoemebllected by others for their own purpose.
Thus, to conduct this research, the researcher prsmgry data to collect primary data. To
achieve this a structured questionnaire is usedmsnstrument for data collection. The
guestionnaire consists different parts. The questoe contain parts contained general data of
the customers, questions to measure customerst&tipe and perception level, questions to
measure the general satisfaction level of custoraedsin the last part comprised customers’

suggestions regarding the service quality improvéme

26



3.6 Data Analysis

After carefully gathering the appropriate data ggime relevant instrument of data collection, the
analysis is carried out by using frequency counang percentage so as to make it ready for
presentation in table form. A simple software Statal package for social sciences (SPSS Version

20) is used for data analysis.

3.7 Validity and Reliability

3.7.1 Validity

Validity is the extent to which differences foundtlwa measuring instrument reflect true
differences among those being testéhtifari,2004). Validity is the most critical criterion and
indicates the degree to which an instrument measuhat it is supposed to measure. In order to
ensure the quality, the researcher checked coatehtonstruct validity of the research. Content
validity, according to Kohtari (20Q4is a measure of the extent to which a measurirteuiments
provides adequate coverage of the topic under figag®n and how well it provides adequate
coverage of the topic understudy whereas constalittity is the degree to which scores on a test

can be accounted by the defining construct of addeory.

To check validity for this paper, questionnaire wagcked and commented. A pilot-test were
distributed for 30 RIDE customers before the maieggionnaire distributes. Based on pilot test

feedback, adjustments were made on wording, atatibn and content of the questionnaire.

3.7.2 Reliability

Reliability is an indicator of measures internahsistency. Internal consistency represents a
measure’s homogeneity or the extent to which eadicator of a concept converges on some
common meaning. For this study Cronbach’s alph#sed to test reliability. The result will be

judged by using the following ranges:

v if Cronbach’s alpha is > 0.9, internal consistency = Excellent
v" if Cronbach’s alpha is 0.9 @> 0.8, internal consistency = Good

v if Cronbach’s alpha is 0.8 ®> 0.7, internal consistency = Acceptable
v if Cronbach’s alpha is 0.7 @> 0.6, internal consistency = Questionable
v

if Cronbach’s alpha is 0.6> 0.5, internal consistency = Poor
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v if Cronbach’s alpha is 0.503 internal consistency = Unacceptable

Accordingly, reliability analysis was run to chetlle reliability of the instrument used in this

research, and the results are presented as follows.

Table 1. Reliability Statistic of Cronbach’s Alphesult

. N of | Cronbach's Alpha Resu| Cronbach's Alpha Resu N of
Variables ltems expectation perception Respondents

Tangibility 4 .946 .961 363
Reliability 5 732 .709 363
Responsivenes 4 .860 .907 363
Assurance 4 .708 .935 363
Empathy 5 714 .896 363
Total 22 .858 .820

As indicated from the above table 1, the reliapiliést is acceptable and reliable. Because
Cronbach's Alpha result of all the variables founder each of the service quality dimension are

greater than the value of 0.6.

3.8 Ethical consideration

Prior to this study an official letter from the Emge of business and economics department of
Business administration graduate programs cooldmatffice of St. Mary's university was
written to RIDE to conduct the study that the resleer is currently undertaking a master’s thesis
research entitled as “Assessment on service dgli@ed customer satisfaction: in the case of
RIDE)". Also, all information gotten from the respatents was treated with confidentiality without

disclosure of the respondents’ identity. Moreower jnformation was modified or change.

28



CHAPTER FOUR: DATA PRESENTATION, ANALYSIS & INTERPR ETATION

4.1. Introduction

This chapter consists of the presentation, anadysisthe interpretation of data gathered through
primary data, i.e., self-administered questionndistributed to customers of RIDE. The data
considered in this chapter were obtained by usiBR\BQUAL model. Under this section,
demographic characteristics of respondents, thegtioaship between the five service quality
dimensions and customer satisfaction, the frequamcymean score of customers’ expectation
and perceived performance, gap score of customesgonse and the overall customer satisfaction

rating were presented and analyzed.

4.2. Samples and Response rate
A total of 384 questioners were distributed, an8l @@re received back (98.43%). After excluding
15 incompletes and 6 not filled questionnairegtal tof 363 valid questionnaires were accepted

for a response rate of 94.53%.

4.3. Demographic Profile of respondents

The samples of this study have been classified rdoap to four demographic background
information collected during the questionnaire syrvlhe purpose of the demographic analysis
in this research is to describe the characterisfitBe sample such as the number of respondents’
proportion of gender in the sample, range of agereat occupation and education status of
respondents. The demographic composition of thgoredents is summarized as follow:

Table 2: Frequency and Percent score of resporidimegraphic background

ent

Frequency Percent Cumulative Perc

Gender Male 153 42.1 42.1

Female 210 57.9 100.0
Total 363 100.0

18-25 69 19.0 19.0

26 — 35 118 325 51.5
Age 36 — 45 75 20.7 72.2

46 — 55 81 22.3 94.5

56 and above 20 5.5 100.0
Total 363 100.0

Self Employed 106 29.2 29.2
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Private Sector 124 34.2 63.4
Current Public Sector 49 13.5 76.9
occupation Student 21 5.8 82.6

Others 63 17.4 100.0
Total 363 100.0

Grade 8 and below 33 9.1 9.1

High school completed 75 20.7 29.8
Educational statug Diploma 72 19.8 49.6

bachelor Degree 121 33.3 82.9

Master’s Degree and above 62 17.1 100.0
Total 363 100.0

Source own survey, 2021

It is evident from the table that the majority resgents were Females 210 (57.9%), whilst 153
(42.1%) of the participants were males. Regardimgg Af respondents, the majority of Ride

customers are between the ages of 26-35 (32.5%parBieg current occupation of respondents,
the majority of Ride customers are occupied in gggvsector 124 (34.2%). Furthermore, the
educational status of the respondents dominatdobblielor degree holders which consists 121
(33.3 %).

Table 2.1: Frequency and Percent score of resptsidesiting time and travel per week

Frequency Percent Cumulative Percent

5 —7 minutes 92 25.3 25.3
Vehicle waiting time 8 — 10 minutes 114 31.4 56.7
above 11 minutes 157 43.3 100.0
Total 363 100
1 -3 times 45 12.4 12.4
| 4-6 times 92 25.3 37.7
Travel per month by RIDE 210 imes 77 512 590
11 and above 149 41.0 100.0
Total 363 100

Source own survey, 2021

As per the above Table 2.1, 92 (25.3%) of the nedpots waiting time fall within the range of 5-
7 minutes, 114 (31.4%) of the respondents waitimg tfall within the range of 8-10 minutes,
while the rest of customers 157 (43.3%) waitecafoove 11 minutes. Regarding the frequency of

travel, 45 (12.4%) respondents respond they tr&ag&times per month, 92 (25.3%) respondents
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respond they travel 4-6 times per month, 77 (21.8%pondents respond they travel 7-10 times

per month, and 149 (41%) respondents respond taegitl1 and above times per month

4.4 Frequency, Mean and Gap score of respondents’ respse

4.4.1 Frequency and Mean score of respondents’ responsa their expectation

Table 3: Frequency and Meaneaobicustomers’ expectation on service Tangibility

Customers' expectation on Tangibility 1 2 3 4 5 Total| Mean
ET1 | RIDE have to use modern cars 0 O |8 198 157 363.41
ET2 | RIDE's car have to provide safety equipment |0 0O | 0781 185 363 | 4.:51
ET3 | RIDE cars have to be comfortable 0 O |0 157 206 36357
ET4 | RIDE drivers have to dress properly 0 7 (1271 | 173| 363 | 4.40

Source own survey, 2021

As shown in the above table 3, for the question,E©lt of the total 363 respondents 157 of them

responds strongly agree, 157 of them agree, 14 maargal and none of them responds disagree

and strongly disagree. And the mean score for quekT14.41

As indicated in the above table 3, for the queskdi2, out of the total 363 respondents, 185 of

them responds strongly agree, 178 of them agreenand of them responds neutral, disagree

and strongly disagree. And the mean score for qpreE{T14.51

As indicated in the above table 3, for the queskdi3, out of the total 363 respondents, 206 of

them responds strongly agree, 157 of them agres,nane of them responds neutral, disagree

and strongly disagree. And the mean score for qureB{T14.57.

As indicated in the above table 3, for the queskdd, out of the total 363 respondents, 173 of

them responds strongly agree, 171 of them agreef fitiem were neutral, 7 of them disagree

and none of them responds strongly disagree. Amdntban score for question EZ410

Table 4: Frequency and Mean sobrristomers’ expectation on service reliability

Customers' expectation on Reliability 1 2 3 4 5 | Totall Mean

ER1 | RIDE system and mobile application have to ¢ 66 | 244 | 53 363 396
be stable

ER2 | RIDE drivers have to reach to startingand | ¢ o | 40 | 271 | 52 363 4.03
destination point correctly

ER3 | RIDE drivers have to make you feel safe 0 o | 17 | 198 | 148 | 363 4.36
during the ride
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ER4 | RIDE application/text have to show drivers | ¢ o | 93 | 247 | 23 363 381
information clearly

ER5 | RIDEcompany have to give quick support
when you face problem during service 0 o | 137 | 156 | 70 363 382
delivery.

Source own survey, 2021
As illustrated on table 4, for the question ER1{ ofithe total 363 respondents ,53 of the
respondents responds strongly agree, 244o0f thepomds agree, 66 were neutral, and none of

them responds strongly disagree and disagree. ¢lam store is 3.96.

As shown in the above table 4, for the question ERP of the total 363 respondents 52 of them
responds strongly agree, 271 of them agree, 40 mautal, and none of them responds highly

disagree, disagree and the mean score is 4.03.

As indicated on table 4, for the question ER3, aluthe total 363 respondents ,148 of them
respondents respond strongly agree, 198 of theeeafjy were neutral, and none of them responds

strongly disagree and disagree. In addition, thamseore is 4.36.

According to table 4, for the question ER4, ouhaftotal 363 respondents ,23 of them respondents
respond strongly agree, 247 of them agree, 93 weutral, and none of them responds highly

disagree and disagree. In addition, the mean se&.&1.

As indicated on table 4, for the question E&Hof the total 363 respondent®,of them respondents
respond strongly agree, 156 of them agree, 137 meurral, and none of them responds disagree

and strongly disagree. In addition, the mean sis08e32.

Table 5: Frequency and Mean score of customerg@apon on service responsiveness

Customers' expectation on Responsiveness 12| 3| 4 5| Total Mean
ERE1 RIDE drivers have to deliver their service promptly ololol 94| 26d 363

(on time) 4.74
ERE2| RIDE have to provides various payment method 0| 0 269| 98| 363| 4.25
ERE3| RIDE have to ask reasonable and affordable charge8 | 0| 0| 203| 160 363 | 4.44

ERE4| Call center employees have to pick up and answer,
calls faster/ RIDE application have to work progerl| 0 | O | O| 259| 104 363 | 4.29
to order service

Source own survey, 2021

As shown in the above table 5, for question EREit 0 the total 363 respondents, 269 of them
responds strongly agree, 94 of them responds agt@one of them responds neutral, disagree,
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and strongly. In addition, the mean score is 4.74.

As indicated on table 5, for the variable ERE2p98spondents responds strongly agree, 259 of
them responds agree, 6 were neutral, and nonesof thsponds disagree and strongly disagree.
In addition, the mean score is 4.25.

As illustrated on table 5 above, for question ER&3, of the total 363 respondents, 160 of the
respondents responds strongly agree, 203 of theeeagnd none of them responds neutral,
disagree, and strongly disagree. In addition, tbamscore is 4.44.

As illustrated on table 5 above, for question ERG&i4t, of the total 363 respondents, 104 of the
respondents responds strongly agree, 259 of theseagnd none of them responds neutral,
disagree, and strongly disagree. In addition, teamscore is 4.29.

Table 6: Frequency and Meaneobicustomers’ expectation on service assurance

Customers' expectation on Assurance 1 2| 3 4 5| Total Mean
EA1l | RIDE driver has to have knowledge of the 0 ol ol 54| 309 363

routes 4.85
EA2 | RIDE driver have to drive safely C D 0 144 21963 | 4.60
EA3 RIDE dr_lv_ers have to take responsibility 0 ol 171 2511 95 363

while driving 4.21
EA4 | RIDE drivers have to make you feel safe in

transaction with them 0 9| 89 199 66 363 3.89

Source own survey, 2021

As shown in the above table 6, for question EA1,ajuthe total 363 respondents, 309 of them
responds strongly agree, 54 of them agree, and abtleem responds neutral, disagree, and
strongly disagree. In addition, the mean scored5.4

As indicated on the above table 6, for the quedé@, out of the total 363 respondents, 219 of
the respondents responds strongly agree, 144 of tegponds agree and none of them responds
neutral, disagree and strongly disagree and the wedae is 4.60.

As depicted on table 6, for the question EA3, duhe total 363 respondents, 95 of them responds
strongly agree, 251 of them agree, 17 were neural, none of them responds disagree and

strongly disagree with mean score 4.21.

According to the above table 6, for the questiomEdut of the total 363 respondents, 66 of the

respondents responds strongly agree, 199 of theeea89 were neutral, 9 disagree and none of
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them responds strongly disagree with mean scoée 3.8

Table 7: Frequency and Meaneabicustomers’ expectation on service empathy

Customers' expectation on Empathy 1 2 3 4 5 | Totall Mear

EE1 | RIDE drivers/call center employees haso 9| 57| 244 53| 363

to be friendly 3.94
EE2 | RIDE drlv_e_rs/call center employees has 0 ol 40! 271 52| 363

to have willingness to help 4.03
EE3 | RIDE company_has to accept and 0 ol 17| 108 148 363

address complaints effectively 4.36
EE4 | RIDE’s driver must _ask apologies in 0 14| 79| 247 23] 363

case of delay on arrival 3.77
EES5 | RIDE’s driver/call center employees 0 39! 96| 150 69 363

have to be happy to serve customers 3.71

Source own survey, 2021

As indicated on the above table 7, for question Bkt of total 363 respondents, 53 of the
respondents responds strongly agree, 244 of theee a7 were neutral, 9 responds disagree and

none of respondents respond strongly disagree. #rseore for question EE1 is 3.94.

As shown in the above table 7, out of the total 8&pondents for the question EE2, 52 of them
responds strongly agree, 271 of them agree, 40 maugal, and none of respondents respond

disagree and strongly disagree. The mean scot83s 4

As illustrated on table 7 above, regarding the iloe<€EE3, out of total 363 respondents, 148 of
the respondents responds strongly agree, 198 ofi thgree, 17 were neutral, and none of

respondents respond disagree and strongly disafneanean score is 4.36.

As shown on the above table 7, regarding the que&E4, out of the total 363 respondents, 23
of the respondents responds strongly agree, 24ffeaf responds agree, 79 were neutral, 14 of

them responds disagree and none of them resparystrdisagree. The mean score is 3.77.

According to the above table, for the question E&E, of the total 363 respondents, 69 of the
respondents responds strongly agree, 159 of thepomes agree, 96 were neutral, 39 disagree and

none of them responds strongly disagree. Addingpupe above data the mean score is 3.71

34



4.4.2 Frequency and Mean score of respondents’ responsa their pereption

Table 8: Frequency and Mean score of customersepéion on service tangibility

Customers' perception on Tangibility | 1 2 3 4 5| Total Mean
PT1 | RIDE uses modern cars 14 89 55 142 (63 36342
PT2 | RIDE car’s provides safety equipment D 03 47 190 [3363 | 3.45
PT3 | RIDE cars are comfortable and clean 23 |58 |19 218 | 863 | 3.56
PT4 | RIDE drivers dress properly g 17 141 105 94 363.73

Source own survey, 2021

As shown in the above table 8, for the question,®UL of the total 363 respondents 63 of them
responds strongly agree, 142 of them agree, 55 mergal, 89 of them responds disagree and 14

of them strongly disagree. And the mean score tiestion PT1 3.42.

As indicated in the above table 8, for the qued#®da, out of the total 363 respondents, 33 of them
responds strongly agree, 190 of them agree, 47 meareal, 93 of them responds disagree and

none of them respond strongly disagree. And thenrseare for question PT2 3.45.

As shown in the above table 8, for the question, T8 of the total 363 respondents 45 of them
responds strongly agree, 218 of them agree, 19 nerrieal, 58 of them responds disagree and 23

of them strongly disagree. And the mean score diestion PT3 3.56.

As indicated in the above table 8, for the qued#®d#d, out of the total 363 respondents, 94 of them

responds strongly agree, 105 of them agree, 14ieaf were neutral, 17 of them disagree and

6 of them responds strongly disagree. And the rseare for question PT3.73

Table9: Frequency and Mean score of customers’ perceptiseovice reliability

Customers' perception on Reliability 1| 2 3 4 5 | Total Mean

PR1 | RIDE have stable system and mobile 4 3 | 65 | 238 | 53 | 363 | 3.92
application

PR2 | RIDE driver arrive to starting and 4 5 | 38 | 265 | 51 | 363 | 3.98
destination point correctly

PR3 | RIDE driver's make you feel safe during| 10 | 7 | 17 | 186 | 143 | 363 | 4.23
the ride

PR4 | RIDE application/text shows drivers 3 6 | 91 | 241 | 22 | 363 | 3.75
information clearly

PRS | RIDEcompany give quick support when| 4 4 1361 152 | 70 | 363 | 3.79
you face problem during service delivery|

Source own survey, 2021
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As illustrated on table 9, for the question PR1,aftihe total 363 respondents 53 of them responds
strongly agree, 238 of them agree, 65 were nelraf, them responds disagree and 4 of them
respond strongly disagree. And the mean scoreuestipn PR1.92

As shown in the above table 9, for the question,RiR2 of the total 363 respondents 51 of them
responds strongly agree, 265 of them agree, 38eofh tvere neutral, 5 of them responds disagree
and 4 of them respond strongly. The mean sis0898.

As indicated on table 9, for the question PR3t of the total 363 respondents43 of them
respondents respond strongly agree, 186 of theeeatj7 were neutral, 7 disagree and 10 of them

responds strongly disagree. In addition, the mearess 4.23.

According to table 9, for the question PRt of the total 363 responden®?,0f them respondents
respond strongly agree, 241 of them agree, 91 maarral, 6 of them agree and 3 of them responds
strongly disagree. In addition, the mean score5.3

As indicated on table 9, for the question P& of the total 363 respondent§,of them respondents
respond strongly agree, 152 of them agree, 136 meutal,4 of them responds disagraad 1 of
them responds strongly disagree. In addition, teamscore is 3.79.

Table 10: Frequency and Mean score obousts’ perception on service responsiveness

Customers' perception on Responsivenesy 1 2 3 4 5 | Total| Mear

PRE1 | RIDE drivers deliver their service promptly
(on time) 8 | 5 | 154| 147 49 363 3.62

PREZ2 | RIDE provides various payment method 0O |0 172 187 | 4363 | 3.54

PRE3 | RIDE asks reasonable and affordable chargés| 0 14 | 182| 161 363| 4.42

PRE4 | Call center employees are fast to pick up|and
answer calls / RIDE application workr9 | 109| 86| 55| 34| 363
properly to order service 2.60

Source own survey, 2021

As illustrated on table 10, for the question PR&lL of the total 363 respondents 49 of them
responds strongly agree, 147 of them agree, 154 mautral, 5 of them responds disagree and 8

of them respond strongly disagree. And the mearedoo question PRE1 3.62.

As indicated on table 10, for the variable PRE®&f despondents responds strongly agree, 187 of
them responds agree, 172 were neutral, and nahemfresponds disagree and strongly disagree.
In addition, the mean score is 3.54.
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As illustrated on table 10 above, for question PRER of the total 363 respondents, 167 of the
respondents responds strongly agree, 182 of theeeaf4 of them were neutral, and none of

them responds disagree and strongly disagree diti@d the mean score is 4.42.

As illustrated on table 10, for the question PR&4t of the total 363 respondents 34 of them
responds strongly agree, 55 of them agree, 86 maarteal, 109 of them responds disagree and 79
of them respond strongly disagree. And the mearedoo question PRE4 2.60

Table 11: Frequency and Maaores of customers’ perception on service assurance

Customers' perception on Assurance 12| 3 4 | 5| Total Mean
PA1 | RIDE driver have knowledge of the routes B3| 71 | 199| 74| 363 | 3.89
PA2 | RIDE drivers drive safely ? 4 | 192|151 | 14| 363 | 3.47
RIDE drivers take responsibility while
PA3 | driving 0| 0|184)145) 34/ 363 3.59
You feel safe in your transaction with RIDE
PA4 | drivers 5|17|176) 148/ 17 363 3.43

Source own survey, 2021

As illustrated on table 11, for the question PAWt of the total 363 respondents 74 of them
responds strongly agree, 199 of them agree, 71 meareral, 13 of them responds disagree and 6

of them respond strongly disagree. And the mearedoo question PAL is 3.89.

As illustrated on table 11, for the question PARBt of the total 363 respondents 14 of them
responds strongly agree, 151 of them agree, 192 meautral, 4 of them responds disagree and 2

of them respond strongly disagree. And the mearedoo question PA2 is 3.47.

As illustrated on table 11 above, for question PA@®; of the total 363 respondents, 34 of the
respondents responds strongly agree, 145 of theee a$y84 of them were neutral, and none of

them responds disagree and strongly disagree.diti@d the mean score is 4.59.

As illustrated on table 11, for the question PA4t of the total 363 respondents 17 of them
responds strongly agree, 148 of them agree, 176 maartral, 17 of them responds disagree and 5
of them respond strongly disagree. And the mearedoo question PA4 is 3.43.

Table 12: Frequency and Mean score of customersepé&on on service empathy

Customers' perception on Empathy 1| 2 3 4 | 5| Total Mean

pE1 | RIDE drivers/call center employees are frien| 14 | 81 | 55 | 148 165 363 | 3.47

RIDE drivers/call center employees are willingo | 87 | 45 | 196 | 35 | 363 | 349
PE2 | to help
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RIDE company accept and address complaintss | 53 | 17 | 221 | 49 | 363

_ 3.61
PE3 | effectively

RIDE’s driver ask apologies in case of delay|og | 17 | 133 | 114 | 93 | 363

- 3.75
PE4 | arrival

RIDE's driver/call center employees are happyo | 42 | 96 | 156 | 69 | 363 | 369
PES5 | to serve customers

Source own survey, 2021

As illustrated on table 12, for the question PEQ of the total 363 respondents 65 of them
responds strongly agree, 148 of them agree, 55 megrgal, 81 of them responds disagree and 14
of them respond strongly disagree. And the mearedoo question PE1 is 3.47.

As shown in the above table 12, for the questiof, Pt of the total 363 respondents 35 of them
responds strongly agree, 196 of them agree, 4teaf tvere neutral, 87 of them responds disagree,

and none of respondent respond highly disagreemidan score is 3.49.

As shown in the above table 12, for the questio8, Pt of the total 363 respondents 49 of them
responds strongly agree, 221 of them agree, Ieai ivere neutral, 53 of them responds disagree,
and 23 respondents respond highly disagree. Tha steae is 3.61.

According to table 12, for the question PE4, outtloé total 363 respondents ,93 of them
respondents respond strongly agree, 114 of theeeadB3 were neutral, 17 of them respond

disagree and 6 of them responds strongly disagresldition, the mean score is 3.75.

As indicated on table 12, for the question PE5, afuthe total 363 respondents ,69 of them
respondents respond strongly agree, 156 of theeeaf6 were neutral, 42 of them disagree and

none of them responds strongly disagree. In additlee mean score is 3.69.

4.5Mean difference of respondent’s response

Table 13: Gap score of custoimesgponse on Tangibility

Tangibility Mean of perceived (P) | Mean of expected (E) Mean (P - E)
1 PT1-ET1 3.42 441 -0.99
2 PT2 -ET2 3.45 4.51 -1.06
3 PT3-ET3 3.56 4.57 -1.01
4 PT4 - ET4 3.73 4.40 -0.68
3.54 447 -0.93

Source own survey, 2021

As shown in the above table 13 in relation to thiigy variables: row 1 show that the difference
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of mean score between PT1 — ET1-&99, which shows that expectation of RIDE customers
exceeds the perceived performance of RIDE aboutmib@ernity of RIDE’s cars. The negative

gap score result implies that customers are nisfigat with the modernity of RIDE’s cars.

Row 2 show that PT2 — ET2 describes a mean diféeref-1.06which shows that expectation of
customers exceeds the perceived performance of BHDHt car's safety equipment’s. In addition,
the result indicates customers are dissatisfiedhenstated variable and RIDE'’s cars did not

provide safety equipment’s as expected by its costs.

In row 3 the difference of meafd.0lindicated in PT3 — ET3 shows that the mean expenta
score of customers exceeds the mean perceivediparioe score of RIDE. This result indicates

that customers of RIDE are not satisfied regardmmgfortableness of RIDE’s cars.

Row 4 shows that the difference between PT4 — ET9.68. From this we can understand that

dressing of RIDE drivers are not satisfactory gseeked by customers.

Finally, when we sum up all the results, the avenagan difference for service Tangibility is -
0.93. This implies that all the elements of tanggbtiimension of service quality customers’
expectations are higher than the actual performah@DE. The above result also implies that
the modernity of cars, safety equipment’s providgRIDE cars, comfortableness of RIDE cars

and dressing of drivers are not satisfactory taausrs.

Table 14: Gap score of custshresponse on reliability

Reliability Mean of perceived (P) | Mean of expected (E) | Mean (P - E)
1 | pr1_ERL 3.92 474 082
2 | pr2_ ER2 3.8 4.5 0.8
2 | PR3—ERS3 4.23 4.44 021
4 | pR4_ ER4 3.75 2.29 2053
5 | RS _ ERS 3.79 4.08 029
3.93 4.36 -0.43

Source own survey, 2021

As shown on the above table 14, the gap betweenHHR1 is-0.82 The result indicated that the

mean of customers’ expectation about stability @BRs mobile application and RIDE’s system
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Is greater than the perceived performance by 0.8his implies that RIDE have a problem

in stability of its system and mobile applicatiomiah create dissatisfaction in customers

According to the above table 14, row 2 shows thatdifference of mean scores between PR2 —
ER2 is-0.28 which shows that expectation of customers excekdsperceived performance

regarding the arrival of drivers into starting atetination correctly. From this we can understand
that customers are dissatisfied because they diygh'service as they expect regarding the arrival

of drivers into starting and destination correctly.

In the above table 14 row 4 shows the reliabilttyilzutes PR3 — ER3 results with a gap score of
-0.21 It proves that the actual performance is lesa tha expectation of customer regarding to
the ability of drivers to make customers safe dyride. From the result we can understand that

customers are dissatisfied.

As shown in the table 14 row 4 the difference ohmecores between PR4 — ER40$63which
shows that expectation of customers exceeds tleeiged performance of RIDE about providing
driver information to customers by using applicatar text. The negative gap score implies that
RIDE is not providing drivers information as expttby customers which results customer
dissatisfaction.

As shown in the table 14 row 5, customers’ peratiperformance regarding reassuring and
sympathetic of RIDE is less than the expected pednce by0.29 This result implies there is

customer dissatisfaction regarding sympatheticraadsuring.

Finally, when we sum up all the results, the avenagan difference for service Reliability is -
0.43. the above result shows that RIDE is not gliog reliable service to its customers and

customers are not satisfied regarding the abififRI®E to provide reliability dimensions.

Table 15: Gap score of customers’ response on mes@mess

Responsiveness Mean of perceived (P) | Mean of expected (E) | Mean (P - E)
1 | PRE1 - ERE1 3.62 4.74 -1.12
2 | PRE2 — ERE2 3.54 4.25 0.72
3 | PRE3 — ERE3 442 444 -0.02
4 | PRE4 — ERE4 2.60 4.29 -1.68
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3.54 4.43 -0.89

Source own survey, 2021

In the above table 15 row 1, PRE1 — ERE1 whictb@uaservice delivery in promptly manner is
illustrated by the mean difference df.12. This implies that RIDE company have problem in
relation to delivering services promptly. In adalitj the negative gap score also shows customers
are dissatisfied by the prompt service deliveriRtidE.

According to the above table 15 row 2, the diffeeenf mean scores between PRE2 — ERE2 is
0.72 which shows that expectation of customers exceedseérceived performance of RIDE
regarding various methods of payment. The resditates there is a shortage of payment methods
which results in creating dissatisfaction on custsn

The mean gap score indicated on table 15 row PRE3 — ERE30.02represents the mean of
expectation exceeded the mean of perceived perfarenascore with regard to reasonable and
affordable price of service. Therefore, the analysiplies that customers of RIDE were expecting

more than the realized price for services.

As illustrated on table 15 above, the differencenefan scores between PRE4 — ERE4Li68
which shows that expectation of customers exceeelpeérceived performance of RIDE which
implies employees of RIDE are not quickly respogdim customers’ request

According to the above results RIDE is performirdplw the expectation of customers on all the
responsiveness elements. In addition, customerdissatisfied regarding employee’s ability to

provide prompt service and their willingness tophalistomers.

Table 16: Gap score of cugmshresponse on assurance

Assurance | Mean of perceived (P) | Mean of expected (E) | Mean (P - E)
1 |pal—EA1 3.89 4.85 -0.96
2 | PA2 —EA2 3.47 4.60 -1.13
3 | PA3_EA3 3.59 421 -0.63
4 | pad—EA4 3.43 3.89 -0.46
3.59 4.39 -0.80

Source own survey, 2021
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As shown in the above table 16: The gap scores-PBA1 (0.96) PA2 — EA2 {1.13) PA3 —
EA3 (-0.63) and PA4 — EA4-0.46) indicates that the difference of mean scores betwee
customers’ expectation and perceived performandeIDE regarding the behavior of drivers,
security of transaction, courtesy and knowledgérvers respectively. As we see above all of the
gap scores are negative which implies that the kedye and courtesy of the RIDE drivers are not
as good as expected by customers. Based on tleameonclude that customers are not satisfied
with the performance of the RIDE regarding asswgatimension of the service quality.

Table 17: Gap score of cust@nesponse on empathy

Empathy Mean of perceived (P) | Mean of expected (E) | Mean (P - E)
1 |pPE1-EE1 3.47 3.94 -0.47
2 | PE2 —EE2 3.49 4.03 -0.54
3 | PE3_EE3 3.61 4.36 -0.75
4 | PE4 - EE4 3.75 3.77 -0.02
S5 | PE5 —EE5 3.69 3.71 -0.02
3.60 3.96 -0.36

Source own survey, 2021

As shown in the above table 17, the gap scoresPER1 (0.47) PE2 — EE2-0.54) PE3 — EE3
(-0.75) PE4 — EE4-0.02) and PE5 — EE5-Q.02) signifies that the difference of mean scores
between customers’ expectation and perceived pedioce of RIDE concerning how well RIDE
drivers are friendly to customers, the willingnesielp customer, the ability of drivers to apokxi

in case of delay on arrival, the ability of driveisgive personal attention, how well RIDE company
accept and address complaints effectively respagtifhe negative gap scores imply that RIDE is
not performing as expected by customers and custoare not satisfied with the performance of

RIDE regarding empathy dimension of the servicdiyua
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Table 18: Overall customer satisfaction level sp@ndents

Frequency | Percent| Valid Percent{ Cumulative Percent
Highly dissatisfied 11 3.1 3.0 3.0
Dissatisfied 236 65.0 65.0 68.0
Valid Neutral 92 25.3 25.3 93.4
Satisfied 20 5.5 5.5 98.9
Highly Satisfied 4 1.1 1.1 100.0
Total 363 100.0 100.0

Source own survey, 2021

Table 18 above shows the overall satisfaction efrédspondents which indicates that 11
(3.1%) were highly dissatisfied, 236 (65%) weresdissfied, 92 (25.3%) were neutral, 20
(26.9%) were satisfied and 4 (1.1) % were highlgsdtisfied regarding their overall
satisfaction level on the service delivery of RIDEFOom the response it can be observed
that large number of respondents are neutral asshtisfied which indicates that RIDE

company should work more to improve customerssgattion.

4.6 Relationship between service quality dimensiorad customer satisfaction
The table below shows the nature of correlatiostexbetween customer satisfaction and

service quality dimensions.

Table 19: The relationship between Customer Satisfaand Service quality dimensions

Tangibility | Reliability | Responsivenes| Assurance| Empathy
Pearson Correlatior .021 .070 .090 .016 .018
Customer satisfactior Sig. (2-tailed) .693 .185 .086 .768 734
N 363 363 363 363 363

Source own survey, 2021

The above table 19 shows Pearson’s CorrelationiMegtationship between customer

service delivery dimensions and customer satisfactirom the result we can see that there

is very weak positive relationship between Tangibi(r =0.021) Versus Customer
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satisfaction, Reliability (r =0.070) Versus Custorsatisfaction, Responsiveness (r =0.
090) Versus Customer satisfaction, Assurance (1026) Versus Customer satisfaction,
and Empathy (r =0. 018) Versus Customer satisfacfithus from this result we can
confirmed that there is very weak positive relasioip between service quality dimension
(Tangibility, Reliability, Responsiveness, Assuran@and Empathy) Versus customer
satisfaction. Hence any improvement in one of theedsions will positively contribute in

enhancing the customer satisfaction.

4.7 One sample t-test

The one-sample t-test is used to determine whatkample comes from a population with
a specific mean. This population mean is not alwapewn, but is sometimes
hypothesizedlf the goal is to measure any difference, regasdtéslirection, a two-tailed
hypothesis is used. The assumption of one sampsttare: data follow the normal
probability distribution, and the sample is a siemphndom sample from its population.

Each individual in the population has an equal phility of being selected in the sample.

Table 20: One sample t test

Sig. (2- Mean 95% Confid_ence Interval olf Test Value
t df tailed) | Difference the Difference
Lower Upper
Tangibility -0.014 | 362 0.989 -0.003 -0.46 0.45 32.05
Reliability 0.029 | 362 0.977 0.005 -0.33 0.34 41.48
Responsivenes 0.005 | 362 0.996 0.001 -0.34 0.34 31.9
Assurance -0.01 | 362 0.992 -0.002 -0.31 0.31 31.93
Empathy 0.007 | 362 0.994 0.001 -0.34 0.34 36.58

Source own survey, 2021

4.8 Discussion of Results
Moving from left-to-right, table 20 presented witke observed-value ('t" column), the

degrees of freedomdf), and the statistical significancp-yalue) ('Sig. (2-tailed)’) of
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the one-sample t-test. As shown in table 20, fargitality dimension p > .05 (it ip =.
989), Reliability dimension p > .05 (it g=. 977), Responsiveness dimension p > .05 (it
is p =. 996), Assurance dimension p > .05 (p . 992), and Empathy dimension p > .05
(it is p =. 994). Therefore, from the above result it canififerred that the difference
between the sample-estimated population mean amdcdmparison population mean
would not be statistically significantly different.

45



CHAPTER FIVE: SUMMARY OF FINDINGS, CONCLUSION, AND
RECOMMENDATION

5.1 Introduction

The result of the analysis of this study has bestudsed in the earlier chapter. The focus
of this chapter is going to be in the summariehefiindings, conclusion, recommendation

and areas for further researches.

5.2. Summary of Findings

The objective of this research is to asses’ sexdatwery and of customers’ satisfaction of
RIDE Company. The study was conducted in Addis Abialovn. As such, the researcher
studied various quality service dimension suchaagibility, reliability, responsiveness,
assurance, and empathy. The study was conductedidtybuting a total of 384
guestionnaires; i.e. 384 questionnaires were Higed to RIDE customers. 363

guestionnaires were valid for the analysis andirfigsl

Based on collected data from RIDE customers theodeaphic profile was found that the
majority of customers were females 210 (57.9%)ofedd by 153 (42.1%) male

respondents. The majority customers age range 32.8%) was falling in the age range
of 26-35 years. In addition, majority of respondehfl (33.3%) were bachelor degree

holders, and majority of respondents were occupidttivate Sector 124 (34.2%).

Regarding the waiting time, majority of custome®§ 143.3%) waited above 11 minutes
which shows the delay in picking up customersnmety manner. We can conclude that a
huge portion of users are not satisfied with theety performance of the service provided
by RIDE. The other factor worth mentioning herenisre than 149 (41%) customers use

RIDE service above 11 times per month.

The result of the survey indicated the effect afviee delivery dimensionstgngibility,
reliability, responsiveness, assurance, and empaithyerceived by RIDE customers is
presented using descriptive statistics. Responsigr@tception towards the dimensions and

customer’s satisfaction level with mean scores gap] Pearson correlation results are
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summarized here under:

v

The overall mean for customers’ expectation of isertangibility is 4.47 and overall
mean for customers’ perception of servi@agibility is 3.54. The gap between customers’
expectation of servicgangibility and customers’ perception of servitangibility is
-0.93

The overall mean for customers’ expectation ofisemeliability is 4.36 and overall mean
for customers’ perception of serviceliability is 3.93. The gap between customers’

expectation of serviceeliability and customers’ perception of serviediability is -0.43.

The overall mean for customers’ expectation ofisemesponsiveness 4.43 and overall
mean for customers’ perception of serviesponsiveness 3.54. The gap between
customers’ expectation of servicesponsivenesand customers’ perception of service

responsiveness -0.89.

The overall mean for customers’ expectation ofisessurances 4.39 and overall mean
for customers’ perception of serviegssurances 3.59. The gap between customers’

expectation of servicassurancand customers’ perception of servagsurance -0.80

The overall mean for customers’ expectation ofiser@mpathyis 3.96 and overall mean
for customers’ perception of serviempathyis 3.60. The gap between customers’

expectation of servicempathyand customers’ perception of servempathyis -0.36.

The Pearson correlation result shows that theveesk relationship between service
dimensions (Tangibility, Reliability, Responsivesg#&ssurance and Empajhgnd
customer satisfaction Therefore, the variables hagak but positive relationship

between them.
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5.3. Conclusion

Based on the findings of the study variety of oateavere drawn considering the research.
This study indicates that customers of RIDE in Addbaba have a negative overall
perception to the service delivery practices preglidy RIDE. Customer satisfaction is an
important measure of how well services are providdwe majority of consumers in this
study were unsatisfied with the extents of RIDEv&er characteristics that answers the
main research question of this study. Based oriitideng it can be concluded that large
numbers of customers of RIDE company are not olveaéisfied by the service quality of
RIDE ride-hailing company. Also based on the firgdint is concluded that there is gap in
the mean average of customer expectation and péngepased on service quality
dimensions (tangibility, reliability, responsivesesssurance, and empathy). This study
concluded that RIDE customers are not getting serthat match with their expectation

which lead them to be unsatisfied by service dejiwé RIDE company.

5.4. Recommendation

In this study it has been shown that RIDE serviebvdry performance was below
customers’ expectation so that majority of cust@wesgre not satisfied. Thus, in order to
solve these problems and improve the service dglitree following recommendations

are made.

v" RIDE has to keep the current waiting time even loteebuild its brand known for
being prompt & should maximize its accessibility dhose areas where

customers/passengers are waiting for longer time.

v In order to address the gap effectively, each lewgsmances attributes should be

seriously analyzed and the root cause should beifidel in detail.

v In this study tangibility have first lowest negatigap score which has a highest effect

on customer dissatisfaction therefore RIDE orgaimnahave to work on the indicators
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of this dimension i.e. RIDE have to use new caith wafety equipment, comfort. In

addition, drivers should appear with proper dressuistomer.

Responsiveness have second lowest negative gapveiomh has an effect on customer
dissatisfaction therefore RIDE organization haveerprove in increasing efficiency of
responsiveness that matches customer’s interestRIDE has to avail different
payment options rather than accepting only casimpoove in increasing providing

prompt service, and to upgrade call center systebe tmore efficient.

Assurance dimension have third lowest negative sgae which has an effect on
customer dissatisfaction therefore RIDE organiratioave to improve driver
recruitment stage, studying the background andimioficiency in every regard since
it is the driver who is the frontline employee thets a face to face contact with

customers.

Reliability dimension have fourth lowest negativagpgscore which has an effect on
customer dissatisfaction. In order to improve thisension, the company have to work

more of on system review, upgrading and creatialglstsystem.

Empathy dimension have fifth lowest negative gapresonvhich has an effect on
customer dissatisfaction. In order to improve tiisiension, the company have to
improve hospitality given by drivers and to impraampany compliant management

system.
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Appendix



v" Appendix — | — English version of Questionnaire faustomers

Dear respondents

My name is Abdulwasse Yenus, | am a graduate studkeist.Mary’s University in
department of Masters of Business Administratibam conducting a research on a topic
“Service Delivery and Customer Satisfaction in Thse of RIDE'in a partial fulfillment

of the requirements for the award of Master’s degfdindly request you to spend some
minutes of your time in answering the questionndaeigned to assess the RIDE service
delivery and customer satisfaction. Your respomsik®e used only for academic research
and any information which you provide will be kejainfidential. Your genuine response
will have significant effect on the result of thieady. | thank you very much for your
valuable opinion & time. Please contact me for gngstions you might have.

Name - Abdulwasse Yenus Sultan

Mobile: +251 910899167

E-mail: abdulyenus@gmail.com

Part |I: General Information

Please put a tick {) mark in the box relating to the opinion thatridiéies your response.

1. Gender:O Male O Female
2. Age:O18-25 02635 03645 0O 46-55 O 56andabove
3. Current OccupationO Self Employed O Private Sector O Public Sector O

Student O others
4. Educational status

O Grade 8 and below O High school completed @ Diploma O bachelor Degree

OMaster’s Degree and above
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5. how long did you wait for your ride (from the tingpu made the request to the time the

vehicle arrived)?

O 2 -4 minutes O 5—7 minutes O 8 — 10 minutes O above 11 minutes

6. How many times have you traveled by RIDE transpertmonth?

O 1-3times O 4-6times

O 7-10 times

O 11 and above

Part Il: Survey of your expectations and percept®of service quality.

Please respond to each item by putting a tisR)(fhark in the box relating to the opinion

that identifies your level of agreement: Table “Adntain questions to measure your

expectation and Table “B” contain questions to measyour perception. Please be

informed that: 1= Strongly Disagree; 2= DisagreeN8utral; 4= Agree; 5= Strongly

Agree.
Table “A”: | Table “B”:
1 | Tangibility 1 2 345 1 2 345
111 RIDE have to use modern cars RIDE uses mochsh
121 RIDE's car have to provide safety RIDE car’s provides safety equipment
equipment
13| RIDE cars have to be comfortable RIDE caescamfortable and clean
141 RIDE drivers have to dress RIDE drivers dress properly
properly
2. | Reliability 1.2 345 12345
21| RIDE system and mobile RIDE have stable system and mobile
application have to be stable application
22| RIDE drivers have to reach to RIDE driver arrive to starting and
starting and destination point destination point correctly
correctly
23| RIDE drivers have to make you RIDE driver’'s make you feel safe during
feel safe during the ride the ride
24| RIDE application/text have to RIDE application/text shows drivers
show drivers information clearly information clearly
25| RIDE company have to give quick RIDE company give quick support
support when you face problem when you face problem during service
during service delivery. delivery.
3. | Responsiveness 1 2 345 12 345
31| RIDE have to deliver their service RIDE deliver their service promptly
promptly
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3.2

RIDE have to provides various
payment method

RIDE provides various payment meth

3.3

RIDE have to ask reasonable and
affordable charges

RIDE asks reasonable and affordable
charges

3.4

Call center employees have to pick
up and answer calls faster/ RIDE
application have to work properly
to order service

Call center employees are fast to pick
and answer calls / RIDE application wg
properly to order service

uf
rk

Assurance 1 2 34

RIDE driver has to have
knowledge of the routes

RIDE driver have knowledge of the
routes

4.2

RIDE driver have to drive safely

RIDE drigeatrive safely

4.3

RIDE drivers have to take
responsibility while driving

RIDE drivers take responsibility while
driving

4.4

RIDE drivers have to make you
feel safe in transaction with them

You feel safe in your transaction with
RIDE drivers

Empathy 1 2 34

5.1

RIDE drivers has to be friendly

RIDE drivere friendly

5.2

RIDE drivers has to have
willingness to help

RIDE drovers are willing to help

5.3

RIDE company has to accept ang
address complaints effectively

RIDE company accept and address
complaints effectively

5.4

RIDE’s driver must ask apologies
in case of delay on arrival

RIDE’s driver ask apologies in case o0
delay on arrival

i
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RIDE’s driver have to give you
individual attention

RIDE’s driver give you individual
attention

Part Ill: Overall customer satisfaction.

7. In general, your feeling towards RIDE’s serviceivily can be described as:

(Choose one)
O Highly dissatisfied
O Dissatisfied
O Neutral
OSatisfied
O Highly Satisfied
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Part VI: Customer suggestions.

8. What do you suggest to improve the service delioéfigIDE?

THANK YOU FOR YOUR KIND COOPERATION
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v Appendix —Il — Amharic version of Questionnaire farustomers

o-£ P ML ¢ +NFLPF;

N ANSAPH PRN £NAA: NALF N%F NPEA+ TBCPIR RIACAL NHIN AR INFER
PHIRUCT HCE PMIN+CA 8¢ +aPld +a9s NPT AHU PLUL-9°L$ +9RUCT @397 Py
P @A MTF NARNLF AR AIFAL: DAPITR @2 1HPFUT AD-FFU ATRFLLFAT TNC
NPLmP ALARATIN AOMLET NARA™AYF F+NNET HTL NARNCE AME LA PG+ FATY
NAZN ANN NTTTF PLLE FAA +MSMPTF SCE+ NMAMM A1AeF PLINET ACh
@MYy 9o PUA ATELY P 10 PHU MGt A1 BCB+ NATLAM®- A749AT TANAT
ao/g Paq P77@M NATTt @& PECE+ LINPTF ATEUY NBF PIRTA: NI PIRFAMF
RAR MAMNGRIE PEMNP URIT hAR htiAem PaRAD/eP KU A™PyE Mnép
PAAMPICNT PR AZITPATIAL: DALY ONY L£PPFT AMFFUT BUT APMLd
FRAAT HIL AT NHFA MY FhAATT P+a3A o8 NaRAMT F+NN4T YL NTUTST
AMEPAL: ANAP LATIR MmPRPF ARADAR L4PN4.:: AMPLPT MITM-9° mPE ANNP
P129147

NI® - ANEAPH PRN

Nah - +251910899167

A T4 - abdulyenus@gmail.com

W& A 3. ith#AL avg &
anan/ p: N+F NFOFMANETFD HCTF AL ADZMHF D PRPTF PATTHY YA PNAM
A6 PLPIMY AT9-60e N PHM- PIRCER, AT (O) BN P(V) TPART P&CH

1. 8+ 0 ove O nx

2.02m: O 18 -25 O 26-35 O 36-45 O 46-55 O s6
Qm%q NAL
3. e O P14 O aeyapn+e paly £cBr O amygpre ecBt+ O +aye

O aA
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4. e19ouct 25 O 8¢ hea a6 hie 07F O vats 848 FouCH 0 enSdd

O attem O eavpavge 592 O emnrtch 894 1S DL NAL
5. P4L8 F4INTCE A1AAFTT NMPRNT IR A7A%A+Y ANNTRLLTFNT 220 AN T

Ped PUA EMNSA?
On24eee Ons7eee Onsg-108ee O ni11eessnie
6. P28 FAN FINTCF A1ATT NOC 9o PUA TH EMPTA?
Ont131  Ohn46a On7-10a91  On 11145 NAL

h&d UAT: Wt Ll hA7d 9AF NATIM1NET AT NA 74 DA+ DLt 7IHA P
201
ma/e: NFT AP DPEPTF POTTHT ARF PNAM 7A6: PUPIDT ATIl6b A&t 110

PPHE PIRCem, ATMZLH @-NM P(V) PART LE&CH: NIMLH “U” ACAP hATAIAe+ 9o
AT MNE AGRMHY PeZ MPRPTT PPH AUT ATIMLH “A” PACAPT P17HN a°M7Yy
AGRARHY Pb M A PEPTFT PPH 1M NHERTILT® 1="NMI° AANTITIIC” 2 ="RANTHIYI” 3=
“IAA+E 15" 4= "RATITIAL" 5 = “NMI° ANTITIAL" PTRA B-NAST PPH aRURY AN RN

WIMLH "A" wIMZH "B"™
1|t 12345 172345
11 428 HAPGP Ao 7 GRE HOPGR RN PFY £ MPTTe
MM$PI® AANTF:
1210428 aong eLUYTT PLLE AN G PLYUYTF ARALPPFY
AL PPFT MELN AANT: PPCNA
13 | P42 & aONGPF goF Aoy PLL& NPT IF AT 12U TF@-:
AANTF@-
141 0428 AANCNZPT NTNNA PL2L AANCNZPT NTFNNA 2ANAA
mANN AANFO-
2. | ANty F ) 172345 172345
21 [ 0428 PANGC NCYT AT 28 P39 PANGC NCYT AT
PAENLA ao+INLP P20 PAPNLA aO+INLP AATO-:
@ Py AANT:
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22

P-L2 AANCHhe ME aBYA AT
a e /f 1l NFHhhA R eZn
AANTFO-

P&-2& hANCHZ ML aoyA RS
am e/ NF NFANA RRCAA

2.3

P28 KANCNLPT NTFHO-
OFF LU ATRATDPT
M4 AANFO-

P&2& ARNCNLPT NFHE: OPF
LUTIT ATRATPT LLLCIPFA

24

PLLE ATANAY/PR A&
amARNF PAANCNZPTY
an/8 N6 TMAPE AANT:

RIDE @2+91N¢ /PR Ar& ARAANT
PARNCNZPTT anZE N9146 £ALA

2.5

NA7A%AF AAMD M&F FoIC
ALIMID 4. L2 NNTP M7
£ 96 MAMT AANT=

28 NP NATAI et ANMM
M&F FC ALIMNAM {MT & I6
LAMA:

ToAN Nen, 7+

RIDE A74°1/eF a7
N&EMIT MELN AANTFO-

RIDE A7 F@7 N&MTT
LRCAN

32

RIDE P+A PR Panhg P
HE&PTT TPLAN AANF:

RIDE P+APR PaPng P HEPTFT
PPCNA

33

RIDE 9°n1 03P AT
+@MM% NEPPFT AOMPP
AANT:

RIDE AP+ AT +aPMMT
NELPTT EMEPA

34

PAe MANA N&tPT
NPT NEDTT HPNAD-
aeamAf AANF@-/P RIDE
am+9NLP A1t ATIHH
Nthnd ANt AANT:

Pmd  MANA  ALTHETFT NPT
AR PN AT AARARARN MY §FMm- /P
RIDE a®+9NZf A4t ATIHH
Nthha 2hda

PN+T

P&2E AANCNE NA OO 2%
AT A PLM LTNA:

P28 AANCHZ PORYIL2FT AMr$F
AAD-::

42

P22 RANCHZ NRUTYTF
MANCNC AANT=

P28 KANCNCPT NRUTTH
PAngne i

43

P48 AANChZPT
N PANZAGNTF 1H YALTT
amm-A L AANTO-

PL-22 KANChZPT N PANZNSNF
1 YALTT BOASA

44

P£2& ARANCNZPT AT
AC NMLLECHT 1L+

N&2& ARANCNEPTF IC NPLCHT
INLT LU LNTIP A
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LUNTT ATRNTIPT MMELT

AANF@-
5 an-f-rjf}-1 72 3 7172
>1 104228 AANCHZPT +onN, P42 AANCNZPF +oNN, T F -

@y AANF@-

>2 | P42 & ARNCNCPT
+A04LPFY ATRCSY L PRT
@y AANTFO-

P&2& AANCNLPT +N4LPTT
AMLST PG TFM-

>3 1 ¢RE NP $LFPFT
NNET PNA AT THN+57L
AANT:

GRE NP $4FPTY +P N
NNEtT L4F4 @

>4 1 PR 4oL NAP LA

PLRE Hdl NAR LA APHAPF

aHe0F 1H PCH dPMPP TPATLT LPCH BMEFA
AANT:

>3 | PLRE AdoC PAIANN FH4T PLLE Ml PIANN FEF
ANDY £7NA= AP F4

hAsA Il _AmPAe PeNTFT AChH

6. (AmFAL T (A RIDE A1010°F AN T PAPT A% holhvthdeT 09150« A106 & FAN- (W7%7

£I°lar)
O nng° Ablho-g°
OhdZau-9°
O1ANTs
OchFav-
onmge ZhFav-
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hFA V. LEHIPF At PPAT.

7. ¢ RIDE A100et AANT7 ATTAAA I°7 Bavheie?

00 A Q9P 1111CP ha 1l AoPi 7500
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v Appendix — Il — Official letter for data collectia
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v Appendix — IV — Pearson correlation Analysis

Custome r_saisfactiunl Tangibility Reliability Responsivensss Assurance Empathy
Pearson Correlation 1 021 070 090 016 013
Customer_satsfaction Sig. (2-tailed) 693 185 086 768 734
M 363 363 363 363 363 363
Pearson Correlation 021 1 682" J0G0 005 2137
Tangibility Sig. (2-tailed) 893 000 255 825 000
M 363 363 363 363 363 363
Pearson Correlation 070 6327 1 6537 014 12
Reliability Sig. (2-tailed) 85 000 J00a 794 033
M 363 363 363 363 363 363
Pearson Correlation 090 .0e0 B537 1 028 020
Fesponsiveness Sig. (2-tailed) 085G 255 000 hoz2 T0D
M 363 363 363 363 363 363
Pearson Correlation 016G 005 014 028 1 4957
Assurance Sig. (2-tailed) TG 828 794 _hG2 00D
M 363 363 363 363 363 363
Pearson Correlation 013 2137 1 J020 857 1
Empathy Sig. (2-tailed) 734 000 033 To08 000
M 363 363 363 363 363 363

**_Correlation is significant at the 0.01 level (2-tailed).
* Cormrelation is significant at the 0.05 level (2-tailed).
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