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Abstract 

This study assesses the level of customers ' satisfaction with customs service delivery of 
ERCA in Addis Ababa. The study was basically a survey that used both qualitative and 
quantitative approaches to examine the customer satisfaction by using the original five 
SERVQUAL dimensions developed by Parasraman et al. (1988). A structured 
questionnaire was developed, pre-tested and personally administered to the target 
population of individual customs clearing agents and the president of transit association. 
One hundred thirty-two (132) respondents were sampledfi'om the target population offive 
hundred ninety-eight (598) legally registered Customs Clearing Agents in Ethiopia. A 
simple random sampling technique was employed for selecting customs clearing agents 
and purposive sampling technique was used to include the president of transit transport 
operators association of Ethiopia. Data were obtained fi'om questionnaires, document 
analysis, and interview with the president of the transit association. All the respondents 
completed and returned the respective questionnaires prepared (for customs clearing 
agents and the president of the association). According to the analysis of the causes for 
customers' dissatisfaction, institutional and employees factors are found to be highly 
influential. Depending on the results of the study customer satisfaction associated with 
ERCA service was found to be low. The findings also indicated that "assurance" is 
the most important dimension which can influence the overall satisfaction of the 
customers followed by "reliability ", "responsiveness", and "empathy", while 
"tangibles" was found not to be significantly important to the customers in ERCA. 
Generally the study implies that ERCA and other stakeholders should take workable 
measures to improve customs service quality to satisfY customers by focusing on the 
dimensions identified as more important assurance, reliability, responsiveness and 
empathy in this study. The paper summarizes a large body of research and also provides 
recommendations. 
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CHAPTER ONE 

INTRODUCTION 

This chapter presents the reader with an overview of the entire thesis. It covers the 

background of the study, statement of the problems, objectives of the study and the 

research questions, significance of the study, scope, limitations, definition of terms and 

structure of the thesis. 

1.1 Background of the Study 

Trade has been identified to be potentially much more impOliant than aid in helping 

developing countries. International trade can have a significant positive effect on 

economic growth and development. The benefits secured from it include helping in the 

creation of self-sustaining economies; competitive industries; high employment and 

improved incomes; increased innovations and technological advancements; advanced 

infrastructure and improved quality of the products for export which all playa pivotal 

role in reducing poverty. It is clear that increasing participation in international trade and 

investment can serve as an engine for economic growth and development (WB, 2005; 

USAID,2009). 

Customs administration in Africa is a means to maximize revenues in order to support the 

governmental activities for the economic development of the country. It is widely 

accepted that customs administration as an arm of government plays a vital role in 

revenue generations, domestic economic interests and national security purposes of a 

given country. Customs administrations are now increasingly regarded as the key border 

organizations responsible for all transactions related to issues arising from the border 

crossings of goods and people. Some of these functions are undeliaken in close 

cooperation with other national agencies. The operational guidelines of customs cannot 

give equal weight to all functions constantly; choices and priorities are inevitable in light 

of changing circumstances. Raising revenue has traditionally been high on the agenda of 

governments, represented by the Ministry of Finance, because of the critical importance 

of import duties as a source of budget revenue for many developing countries (WB, 2005; 

WCO,2007). 
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Revenues from import duties for African countries accounted on average for just up to 30 

percent of their total tax revenue. For countries in Middle East, in Latin American and in 

Asia it is 22 percent, 13 percent and 15 percent respectively. While, import tariffs, which 

are meant to protect domestic producers that expect customs administrations to make sure 

that all importers pay the official import taxes to ensure a level playing field on average, 

account 17 percent of the total import value in African countries which is a higher 

amount when contrasted to countries in the Middle East 12 percent, in Asia 10 percent 

and in the Pacific Asia 7 percent (WB, 2005). 

In general, customs administrations are expected to ratse substantial revenue by 

collecting duty and taxes, provide domestic producers with protection, provide supply 

chain security, prevent the importation of prohibited or unsafe imports (for example, 

illegal weapons or out-of-date medicines), and combat the trade ·of narcotics through the 

implementation of laws and regulations that are in line with WCO and WTO 

commitments as customs administrations have received a mandate to protect society 

(WCO, 2005). 

Customs administrations are expected to accomplish these objectives both effectively (by 

achieving them) and efficiently (at the lowest possible cost to the budget and to the 

trading community) without compromising trade faci litation. Customs also wi ll continue 

to be responsible for effective and efficient border management, for fac ilitating trade and 

as source of revenues, which makes it a major contributor to the international 

competitiveness of nations. This will occur if trade facilitation is formally incorporated 

into multilateral trade negotiations. As such, harmonizing, simplifying, and effectively 

coordinating all national border management requirements and commitments will remain 

priority responsibil ities of customs (WB, 2005; WCO, 2007; USAID, 2009). 

However, in most countries of the world, the administrative experience of the last decade 

has produced substantial evidence that government agencies engaged in the process of 

delivering services have not always been successfu l. This is because governments do not 

always have an adequate capacity to deli ver services. Hence, service delivery within the 

public sector is usualLy accompanied by a bureaucratic process of checks and balances 
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(for example, consensus building, equity and equal opportunity), which have a negative 

impact on service quality (Andreassen, 1994; DOlmelly et al. 1995). Poor service quality 

is usually related to issues such as lack of focus for government programs, poor 

responsiveness to customers' needs and a general poor customer service (Donnelly et al. 

1995). Customers ' complaints about service quality may ari se as a result of a discrepancy 

between expected and perceived service. There are ranges of gaps that may affect 

customers ' sati sfaction with services (Parasuraman et al. 1988). 

In the day to day realities of the business world, customs inefficiencies impeded the move 

developing coun tries make towards international trade. There are a number of bottlenecks 

to trading across borders. Some of these bottlenecks wi th their attendant costs are: 

excessive documentation, inadequate procedures and lacks of audit-based controls, risk 

assessment and management techniques, modern infrastructure, automation and use of 

computerized procedures and transparency. The consequence of all these creates poor 

trade environment that adds unnecessary cost on traders (Sawhney and Sumukadas, 2005; 

Aniszewski, 2009; Ntabazi, 2010). 

According to United States Agency for International Development (US AID) & Business 

Climate Legal and Institutional Reform (BIZCLIR) (2009), businesses in Africa perceive 

the impact of customs as mostly unfavorable and a mixture of obvious and subtle 

impediments. This impact is felt primarily in three interconnected ways. The first is cost, 

which can be direct like fees or indirect like extra staff costs to perform all the procedures 

needed for customs or via storage costs for goods waiting processing. The second is time, 

if elongated processing time is needed for clearing import or export goods. The third is 

flexibility, as goods tied up in customs processing are not available for further conversion 

or sale. Often, the contributors for these long port delays of both import and export are: 

resistance to change in management styles; lack of communication between stakeholders; 

cumbersome regulatory systems, decentralized documentation processes coupled with 

bureaucratic clearance procedures and general poor planning by the various cargo 

interveners. 
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In Ethiopia, it is indicated that complicated and unclear procedures continue to tempt 

customs officials and operators to take discretionary actions and exercise favoritism or 

engage in corrupt transaction. The customs administration was also far behind protecting 

investors from adverse effects of contraband. Contraband goods that were en route to and 

from the country were estimated to be worth 69.3 million Birr per year. These crated 

adverse effect on the traders to make profit, which in turn forced them to go out of 

business and dismiss their workers there by worsening the already existing 

unemployment problems of the country (Cabanius, 2003; Gebi-Leleimat, 2007, 2008; 

http://www.erca.gov.etlabout.phh). Due to these problems which highly affected 

customers' sati sfaction, the authority passed through different historical evolution periods 

by changing its name and respo nsibilit ies to enhance its services and achieve the 

government objectives at maximum level. 

The origin of the Ethiopian Customs Authority (ECuA) traces back to 1889, when it was 

established by the government to administer and enforce tariff and other related laws. It 

operated under various ministries: from 1889 to 1923 under Ministry of Finance and 

Treasury, from 1941 to 1996 under Ministry of Trade, from 1997 to 200 I under Federal 

Government Revenue Board (FGRD) being re-estab1ished under Proclamation No. 

6011 997 as a Federal Govenunent Organ with its own juridical personality, from 2002 to 

2007 as Ministry of Revenue (MOR) under Proclamation No.25611994, which fully 

transferred the aims, powers, and duties of the FGRB to the MOR and from 2008 up to 

now under Ethiopian Revenue and Customs Authority (ERCA). All authorities who 

formerly were responsible to rai se revenue for the Federal govenunent merged under 

ERCA by taking Business Processing Reengineering/Re-structuring Capacity Building 

actions, that help to eliminate the indicated problems and to improve the quality of its 

services (FNG, 2004; Gebi-Leleimat, 2007, 2008; ECuA, 2008; FNG, 2009). 

However, current studies taken by the different stakeholders produced numbers of 

evidences which support that the authority is unable to offer its service in a colorful 

manner. It is undeniable many improvements have been achieved by the measures taken, 

but there are still gaps that need to be filled. According to IMF's, 2009 report, the 

authority is not working in line with the framework of World Customs Organization (i.e., 
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integrity, transparency, accountability, predictabi lity, fac ilitation and control, client 

serVice, standardi zation , simplification, m1l11mUm intervention, information and 

communication technology, co-operation and partnership, continuous improvement, 

compliance improvement). Also, USAID and BIZCLIR, 2009 under its report in ' Cross 

Border Trade in East African Countries: Shared Issues and Priorities for Reform' 

mentioned that huge gaps exist in Ethiopia. Much of those gaps are in basic policy, legal 

framework, the development, implementation and support of institutional architecture 

which are needed to facilitate trade. Moreover, newspapers which give coverage for 

business matters like 'Fortune' , 'Addis Admas' and 'The Reporter' on their issues of 

January 2, 2011 , January 22, 201 1 and December 10, 20 10' respectively reported 

customers' complaints on the authority's services delivery. The main problem areas 

mentioned are long time desired for clearance procedures which impose substantial 

delays and great uncertainty and unpredictabi lity. Pre-shipment inspection is also 

identified to pose problems in the areas of both import and export trade. It is my 

conviction that customers' satisfaction is a mirror which helps to pinpoint the gaps that 

are not achieved th rough improvements made so far in ERCA's businesses. 

Customer satisfaction is the state of mind that cLl~tomers have about a company when 

their expectations have been met or exceed over the lifetime of the product or service. 

Satisfaction itself can refer to a number of different facts of the relationship with a 

customer, one of which is satisfaction with the quality of a particular service or product. 

Customer satisfaction is an ambiguous and abstract concept and the actual manifestation 

of the state of sati sfaction wi ll vary from person to person and from product to product. 

Satisfaction is a function of perceived and expected services. If the service quality falls 

short of expectations, the customer is dissatisfied. If the service quality matches the 

expectations, the customer is satisfied. However, if the service quality exceeds 

expectations, the customer is highl y satisfied or delighted. Relatively, properly managing 

the quality of service and customer satisfaction wi ll lead to increase the bottom line 

results and the economic growth of the company as well as the country (Andreassen, 

2000; Hoffman and Bateson, 2001 ; Curry and Brysland, 2001; Lovelock et a!. 2007). 
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According to Lovelock et a!. (2007), over the past decades, many attempts have been 

made in the hope of making improvements in processes and services from the perspective 

of the customer in pri vate and public sectors. Many initiatives have been aiming for 

targeting the satisfaction of external customers. Also Curry and Brysland (2001) state that 

in the customer satisfaction research literature concerns are on how well the service 

delivery occurs in comparison with expectations. Today customer satisfaction is an 

important subject and is also often di scussed in marketing literature. 

Customer satisfaction is crucial for all private and public organizations as it has positive 

impact in achieving their objectives. On this Lovelock et a!. (2007) report, if managers or 

administrators working in service-based organizations are able to identify how 

components of a product or service affect customer satisfaction of their customers, they 

may be able to provide their customers with a better customer experience to maximize 

customers ' satisfaction. Understanding of customers is a single large powerful issue to 

achieve the desired objectives of customs authority. Customers are the basis for 

app licabi lity of modern equitable tax, modern customs administration system, effective 

resource utilization and quick service delivery. 

Thus, thi s study focuses on assessing the level of customs clearing agents' satisfaction 

with custom services offered by Ethiopian Revenue and Customs Authority using the 

SERVQUAL model approach, which is the most common method for measuring the 

level of customers' satisfaction by service quality dimensions begilming from the concept 

of customs, definition of the customer, customer satisfaction, service quality, the 

relationshi ps between service quality and customer satisfaction. Since SERVQUAL 

model is a comprehensive method, it was adopted and deployed to encompass various 

aspects of service quality in relation to the customs service in ERCA. The SERVQUAL 

model dimensions are discussed in detail in the review literature part. 

1.2 Statement of the Problem 

The objectives of ERCA are customer focused servIce delivery with trust, respect, 

protection and support. Efficient and effective customer focused service delivery is a 

value to enhance competitiveness of importers and exporters through a harmonization 
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and simplification of customs procedures, by doing customs clearance with minimum 

data, simplified process and efficient and fast clearance. Unfortunately, the customs 

administration has failed to deliver effici ent service to its customers (Gebi-Leleimat, 

2008 ; US AID and BIZCLIR, 2009; WB, 20 10; http://www.erca.gov.et/about.phh). 

Customs inefficiencies are well known to impede the integration of developing countries 

into global economy. Like other developing countries Ethiopian customs service 

confronts a number of problems. The customs procedures and clearance times are still 

very sever trade barriers; customs regulations are far from streamlined WCO standards; 

the customs infrastructure is also generally insufficient to support advanced logistics and 

trade. Also customs warehouses at dockyards, and those connected with roads and 

railways are rarely automated or computerized. Moreover, systems like electronic data 

interchange are unable to support customs service due to unavailability of advanced 

information technology or unreliable communication networks (lDI, 2007). 

Goods in the country may be cleared in days, or months. (Cabanius, 2003; IMF, 2009; 

USAID and BIZCLIR, 2009). On this, Buyonge and Kireeva (2009) contended, Africa 

suffers from the highest average customs delays in the world , 12 days on average. Most 

of its nation 's customs procedures are often Byzantine in their complexity ... Customs 

delays add to over 10 per cent to the cost of exports. According to them, in Estonia and 

Lithuania it only requires one day for cllstoms clearance, whereas it is 30 days on average 

in Ethiopia. In their view Ethiopian customs urgently needs reforms. 

In Ethiopia the transit time is three to four days, and most truckers on average make only 

three roundtrips per month. The current highway is not adequate to handle fast, 

unobstructed movement of commercial traffic. Transport costs rank among the highest in 

the world (USAID and BIZCLIR, 2009). In a similar vein, increased transit charges, 

restrictions and regulations imposed by littoral countries, cumbersome port and customs 

procedures, inadequate infrastructure and poor port facilities, inefficient transport and a 

diminished bargaining power with littoral countries cause hi gh transit time and transit 

transport costs. The latter, with numerous port charges constitute a substantial proportion 

of the total transit costs. The aggregate transit cost for moving a container from Djibouti 
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to Addis Ababa, for instance, ranges between US 500 and 550 dollar per 20-foot unit 

(AtnafSeged et al. 2000). 

As it was made clear previously, there are wide ra nge of agreements on the ERCA 's 

failure to offer the desired customs service. Thus, the focus of thi s study is assessing the 

levels of customer sati sfaction with the services offered by ERCA from the perspectives 

of customs service using service quality model. The purpose of the research is to assess 

the level of customs clearing agent satisfaction by identifying the most important service 

quality dimensions that affect customer satisfaction in customs service. To achieve this 

purpose, the following objectives were formulated to th is study. 

1.3 Objectives of the Study 

1.3.1 General Objective of the Study 

The general objective of thi s research was to assess the level of customs clearing agents' 

sati sfaction with the customs services offered by Ethiopian Revenue and Customs 

Authority in Addis Ab'aba. 

1.3.2 Specific Objective of the Study 

The specific obj ectives are: 

I. To measure and describe the level of Customs Clearing Agent satisfaction 

with the dimensions of service quality in customs service of ERCA using 

SERVQUA model. 

2. To identify and prioritize the important dimensions of service quality in 

customs service of ERCA. 

3. To identi fy the chal lenges that hinder customs clearing agents' to use full 

potential in the processes of customs clearing service offered by ERCA 

and finally to forward programmatic remedies. 

Based on the objectives li sted, the following leading questions are formulated for 

investigation: 
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I. Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quality are Customs Clearing Agents satisfied/dissatisfied with? 

2. Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quality are important to Customs Clearing Agents? 

1.4 Significance of the Study 

This study is immensely significant 111 diverse ways to the management of 

customs/marketing practitioners, policy makers and stakeholders. 

To the management of ERCA, it is significant in providing a more valid measure for 

describing and evaluating the level of customs clearing agents ' satisfaction with the 

delivery of customs service. It essentially uncovers dimensions of service quality that 

customs clearing agents considered important to be included in customs service delivery 

of ECRA. This provides empirical support for management decisions in several critical 

areas of their operations, and above all , provides a justifiably valid and reliable guide to 

designing workable service delivery improvement strategies for creating and delivering 

customer value, achieving customer satisfaction, building long-term mutually beneficial 

relationship with valuable customers and to achieve ERCA's objectives. 

To po licy makers, the findings and results of thi s study would provide invaluable insights 

and a more rel iable gu ide to monitoring the impact of the operations of customs services 

in Addis Ababa. It is also a yardstick for measuring partly their respective policy goals 

and objectives. Particularly, it wi ll immensely fac ilitate the customs authority in Addis 

Ababa in achieving some of its policy goals, which includes: enhancing the reliability and 

efficiency in the provision of customs service. It will also help ERCA, among other 

things, to facilitate the availability of qual ity service to customs clearing agents, to ensure 

that customs clearing . systems operators achieve the highest level of efficiency in the 

provisions of customs clearing services, to ensure that these operators are responsive to 

customer needs, and that customers' interest is protected. 

To stakeholders the study would provide invaluable information that allows them to 

provide useful suggestions to the improvement of service delivery of their respective 
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customs stations in Addis Ababa. Moreover, it is believed that the findings of this study 

may be va luab le fo r those researchers who may conduct similar studies in this area. 

1.5 Scope of the Study 

The study areas and target population of thi s study were delimited and the reasons which 

make the delim itation necessary are treated individually. 

The study delimited to customs services provided in Addis Ababa Kality (former Lagar) 

and Addis Ababa AirpDl1 Cargo Section of ERCA because of the following reasons: 

• Most of exported and imported goods are going through and coming to Addis 

Ababa, eighty to ninety percent of importi ng and exporting of goods are 

transacted, in terms of value, share, and quantity by these two offices (Cabanius, 

2003; UNSD, 2004; Gebi-Leleimat, 2007, 2008; USAID and BIZCLIR, 2009; 

Natabazi, 201 0). 

• The lion' s share of international trade transaction declaration (i.e., 85-90%) is 

carri ed out by these offices whereas other offices are remote and the number of 

declarations pi"ocessed is very small. As a result, most duties and taxes are 

collected by these offices which are located in Addis Ababa (UNSD, 2004; 

http://www.erca.gov.etlabout.phh; Gebi -Leleimat, 2007, 2008). 

• While the two offices offered customs clearing services, the remaining branches 

are glV1l1g revenue collection services in Addis Ababa (Gebi-Leleimat, 2007, 

2008). 

The target population of the study is delimited to those customs clearing agents who are 

providing customs clearing services on behalf of international trade participants by the 

following reasons: 

• Because, customs clearing agents, are licensed persons in accordance with the 

government cpstoms regulations to transact custom business on behalf of 
I 

importers and exporters compared to other customers, which makes them the most 

frequent clients of ERCA (Federal Ngarit Gazeta, Customs Proclamations No. 

622/2009) . 
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• Customs clearing agents constitute the population of firms most immediately 

influenced by the customs service. They have dail y contacts with customs 

officials and are thus the first group of "customers" to gain enough experience in 

the short period of time. Also, assumed customs clearing agents would be willing 

to participate in our questionnaire, being professional service providers whose 

operations depend most directly on the efficien cy of customs services. 

1.6 Limitations of the Study 

The major problems that the study has faced are the following: 

• Several difficulties were experienced regarding the documentary search. First of 

all, official documents needed for thi s study were not readily accessible and/or 

available, due to lack of a culture of transparency and accountability which 

hinders public servants in Ethiopia to make information or public documents 

accessible to the public. In this context, it was not easy to gather detailed 

information pertinent to this study. Moreover, the available information was not 

current as many changes occur in the trade environment on a regular basis and it 

was more concerned with polic ies and procedlll'es rather than the outcomes. 

• Finding the targeted sample customs clearing agents was a serious challenge 

where their permanent address is dispersed in Addis Ababa. 

• The literature, which focused on customs related areas and measuring the level of 

customer satisfaction in customs service, were scarce. 

[n spite of the above mentioned limitations and constraints, it is important to note that the 

relevant data were accessed and used to meet the objective of this study. These data were 

useful in drawing conclusions and making recommendations. 

1. 7 Definition of Terms 

[n this section. some concepts and terms that have been used throughout this research are 

briefl y defined. 

Customers: are the individual customs clearing agents licensed by Ethiopian Revenue 

and Customs Authority. 
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Customs: is defined as ERCA's service which is responsible for the administration of 

customs law and the co llection of duties and taxes and which also has the responsibility 

for the application of other laws and regulations relati ng to the importations, exportations, 

movement, or storage of goods. 

C ustomer Satisfaction : operational definition of customer satisfaction as conceptuali zed 

for thi s study is, the process of customer overall subjective evaluation of product/service 

quality aga inst his/her expectation over a peri od of time. In this defi nition, customer 

satisfaction is re lated to customs service quality delivered by ERCA. 

Service and sen' ice quality: in thi s study, service is used to refer to the set of customs 

services deli vered by ERCA. Of the many defin itions of service quality in the literature, 

the service quality is defined as the confi rmation/disconfirmation of customer's 

expectations compared with the customer's perceptions of the service actually received. 

The next section briefl y examines the structure of this study. 

1.8 Structure of the Thesis 

The study is organized into fi ve chapters. Chapter one is the introductory part which 

covers the background of the study, statement of the problem, objective of the study, 

significances of the study, delimitations of the study, limitations of the study, and 

structure of the thesis. Chapter two presents the review of relevant literature. Among 

others, it covers an overview of customs, defining customs .and customs clearance, 

benefits and challenges of customs, concepts and theoretical framework like defining 

customer, concept of customer satisfaction, sign ificance of customer sati sfaction and its 

measurement, service and service quality, relationship between service quality and 

customer satisfact ion, SERVQUAL Model with criticism, applications of SERVQUAL in 

the publ ic sector and prioritizing service quality dimensions. Research methodology and 

design are dealt in chapter three . Chapter four focuses on presentation, analysis and 

interpretation of data. The last chapter dea ls with summary, conclusion and 

recomm e n cia t ion. 
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CHAPTER TWO 

REVIEW OF RELATED LITERATURE 

In this chapter, effort has been made to review relevant li terature on the tenet 

required to find answers to the research questions. This covers overview of customs 

like customs and customs clearance, players of customs service, responsibilities of 

customs clearing agent in Ethiopia and benefits and challenges of customs. Also the 

concepts and theoretical framework which incl udes customer and customer satisfaction, 

significance of customer sati sfaction and its measurement, determinants and approaches to 

determining customer satisfaction, customer sati sfaction measurement scales, services and 

service quality, relationship between service quality and · customer satisfaction, 

customers ' evaluation of service quality, measuring service quality, SERVQUAL model 

with criticisms, app lications of SERVQUAL in the public sector and prioritizing service 

quality dimensions. 

2.1 Overview of Customs 

2.1.1 Defining C ustoms and Customs Clearance 

World Bank (2005) defines customs as the government agency that is entrusted with 

enforcement of laws and regulations to collect and protect import revenue and to regulate 

and document the follow of goods in and out of the country. According to Yasui (20 10), 

the Revised Kyoto Convention further defines customs as the government service which 

is responsible for the administration of customs law and the collection of duties and taxes 

and which also has the responsibility for the appl ication of other laws and regulations 

relating to the importations, exportations, movement, or storage of goods, and this study 

wi ll draw on this definition. The last definition is consistent with Negarit Gazeta and 

training man ual ofERCA (FNG, 2009; ECPMTM, 2010). 

All countries have in place some customs controls for revenue generation, domestic 

economic interests, and national security purposes. While there are similari ties between 

countries (like the universal need for shipment documentation, including commercial 

invoices and Bi ll s of Landing) there are local, specific requirements that have to be 
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addressed. Broad ly, customs clearance will be defined as the set of functions undertaken 

by a national customs authority, which include, but are not limited to processing of 

import, export, and transit dec larations; assessment of ori gin, value, and classification of 

goods; collection and processing of duties and fees; physical inspection, examination, and 

release of cargo; conduct of post-clearance aud its; processing of urgent consignments; 

administration of waivers and exemption schemes and drawback (re-exportation) 

schemes (McLinden 2005 cited in ECPMTM, 20 10). This definition is consistent with 

Negarit Gazeta and training manual ofERCA (FNG, 2009; ECPMTM, 2010). 

2.1.2 The Role and Players of Customs Service 

The role of custom in the 2151 century relates to the support of the international trading 

system by creating level playing fields for business at global, regional and national levels. 

The tradi tional role of customs has been co llecting customs duties . But today as greater 

volume of goods cross borders, customs plays a very significant role not only in meeting 

the objectives of the governments, but also in implementing effective and efficient 

controls which ensure compl iance with the national laws (state policies) and laws 

applicable to the cross-border movement of goods, combating smuggling, securing 

boarders, international agreements, whilst ensunng at the same time facilitation of 

legitimate trade (Aniszewski, 2009; Yasui, 2009). 

While the customs authority is responsible for the appl ication of national imp0l1/export 

policy, these functions are a joint responsibility of the customs authority in collaboration 

with others parties such as the importer/exporter, national qual ity control and security 

authorities, the port authority, third-party clearing agents, government ministries, donor 

and the international organization (i. e., WTO, WCO, ICC, OECD, UNCTAD) (Haughton 

and Desmeules, 2001; Kidd and Crandall , 2006; USAlD, 2009). In relations to this, FNG 

(2009) and ECPMTM (2010) also stated similar notions in ERCA. 

2.1.3 The Roles and Responsibilities of Customs Clearing Agent in Ethiopia 

A customs broker or customs clearing agent is an individual or company licensed by the 

government to enter and clear goods through the nation's customs and border protection. 

Customs broker defines a broker/agent as any person licensed in accordance with the 
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government customs' regulations to transact custom business on behalf of others (Passas 

and Jones, 2007). Such business : 

... means those activities involving transactions with Customs concerning the entry and 

admissibility of merchandise, its classification and valuation, the payment of duties, 

taxes, or other charges assessed or collected by Customs on merchandise by reason of its 

importation, and the refond, rebate, or drawback of those duties, taxes, or other charges. 

In similar fas hion, in Ethiopia, a customs clearing agent must be licensed by the ERCA 

and pass a government examination covering a broad range of topics, including all phases 

of import reg ul ations, rates of dut ies, and customs law. Potential agent must hold 

Ethiopian citizenship at the time they initiate the application process (FNG, 2009). In a 

nutshell , a customs clearing agent is an agent that transacts customhouse formalities on 

behalf of an importer and exporter. 

According to the council of ministers regulation No. 108/2004, section 3 article 12 and 13, 

any customs clearing agent shall have the obligation to: Submit the evidence proving his 

authority to act on behalf of his client when requested; promptly advise when he is aware 

that his client has committed mistake or irregularity that violates thc law; perform utmost 

diligence to hi s client in providing information about customs; pay duties, taxes and other 

fees promptly when requested by customs, be jointly and severally liable with his client 

for duties and taxes; refrain from any act or attempt of threat, fa lse accusation 

manipulation, or offering of gifts promises or advantages for customs officers and police; 

and refrain from any act or attempt to acquire relevant customs information directly or 

indirectly in violation of the normal channel. 

In relation to keeping records, any customs clearing agent shall have the obligation to 

keep all records of financial transaction correspondences, and in general complete 

documents rel ating to hi s activities regarding his clients too on whose behalf he has 

carried out customs formalities; any customs clearing agent shall permit all documents 

kept in accordance with sub-article 1 of this article to be seen and inspected by customs 

officer and to take copies if necessary; and he/she shall maintain all documents related to 

hi s activ ities lip to fi ve years (FNG, 2004). If not, there is a reason for suspension, 
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punishment. revocation or imposi tion or monetary penalty including the violations of 

customs-related law and violation of any provision of any law enforced by customs in 

accordance with the relevant provisions criminal law and procedural law of the federal 

ethics and anticorruption commission (FNG, 2009). 

2.1.4 The Benefits and Challenges of Customs 

2.1.4.1 The Benefits of Customs 

It is important to emphasize the benefits of customs to the National Economy, the 

Customs Administrations and the Trading Community. WB (2005) and WCO (2007) 

state that modern customs brings benefits to the National Economy through, faste r 

clearance of goods resulting in lower cost of imported goods; lower cost of production; 

increase economic competitiveness of national goods in the world market; attract 

international trade and investment; lower cost of consumers; and increase national 

revenue. For Customs Administrations, modern custom services . result in efficient use of 

customs resources ; faster, predictable and efficient customs clearance; and enhanced 

customs control and increased trade facilitation. Finally, for the trading community 

modern custom services result in transparent procedures; grater facilitation for compliant 

traders; lower business costs; enhanced competitiveness; clear information concerning 

rights and obligations. This is consistent with the findings of different authors (Kidd and 

Crandall , 2006; Grainger, 2007; Passas and Jones, 2007; Holloway, 2010; Mukiibi, 

20 10). 

At their core, the benefits are really reductions in both the typical level and the variability 

of trader's cycle time and costs. Well structured customs that reduce the length and 

uncertainty of customs delays enable more precise scheduling of a firm's 

production/logistical acti vities that depend on the arrival of shipments at the intended 

destinations. Likewise, by being more certain about the customs related costs such as the 

import duties, a firm can apply the total cost concept for logistics network planning more 

precisely. Customs harmonization also helps to increase predictability, but additionally, it 

places a lighter knowledge burden on the firm since greater harmonization reduces the 

need to learn many nations specific customs policies (Haughton and Desmeules, 2001; 
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Buyonge, 2009). Moreover, when goods are traded faster at lower cost, traders will 

obtain higher competitiveness in domestic and international markets, and may also 

discover the possibility of exporting perishable goods that were not exportable before 

(Holloway, 20 I 0). 

Moreover, the benefits of international trade facilitation in customs means that customs 

need not subject shipments to costly and time consuming physical inspections in order to 

ascertain compliance; it seeks to reduce trade transaction costs at the interface between 

business and govenmlent; it al so provides a coherent authority structure for the essential 

trade-related institutions; clearly stated regulations and procedures that form a basis for 

an adequate balance between facilitation and controls essentials for public health and 

welfare, a productive environment of cooperation and procedural coherence with other 

government agencies. that have border control responsibilities, a cooperative and 

consultative atmosphere of dialogue between government agencies, the international 

trade community, and national legislatures to accomplish goals and eliminate roadblocks 

(Haughton and Desmeules, 200 I ; Grainger, 2007; USAID and BIZCLIR, 2009). 

Over several decades a lot of work on trade facilitation has been carried out by the 

UNCTAD, WTO and WCO. UNCTAD estimates that the average customs transaction 

involves up to 30 different parties, 40 documents, 200 data elements (30 of which are 

repeated at least 30 times) and the rekeying of 60- 70% of all data at least once (Buyonge 

and Kireeva, 2009). However, in the modern business environment of timely production 

and delivery. traders need fas t and predictable release of goods. An Asia-Pacific 

Economic Cooperation (APEC) study stated that trade facilitation programs would 

generate gains of about 0.26% of GDP to APEC, almost double the expected gains from 

tariff liberalization, and that the savings in import prices would be between 1-2% of 

import prices for developing countries in the region (OECD, 2003). Conversely, OECD 

(2002 cited in Ntabazi, 20 I 0) suggest that ind irect costs have been estimated to account 

for about 80% of total trade transaction costs and that trade transaction costs generally 

2% to 15% of the goods. 
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Besides, fas ter release of goods at anywhere is expected to reduce trade costs for 

business. Hummels (200] cited in Yasui. 2010) estimated that a saving of one day in 

shipping manufactured goods would be equi valent to 0.8 percent of the value of goods. 

Other Revised Kyoto Convention measures which are expected to reduce trade costs may 

include fewer customs formalities; reduce data requirements, and higher predictability in 

release times and the necessary customs procedures. Assuming that trade costs were 

reduced by I percent on average world-wide, it is estimated that world income would 

increase by about USD 40 billion (OECD, 2003). 

2.1.4.2 The Challenges of Customs 

Customs administrations throughout the world are currently experiencing dramatic 

technological, economic and legal changes which require new approaches to be taken 

within the customs administration. Traditional functions of customs administrations are 

highl y challenged by a rapid li berali zation and globalization of trade- also in the light of 

current developments such as the negotiation of Economic Partnership Agreements 

between nations and countries which aim at improving the countries' markets access to 

other. Regional Economic Communities in Africa, like COMESA, SADC and ECOW AS, 

recognize that sustainable economic growth is largely dependent on regional integration 

and trade li berali zation within, among others, the framework of their protocols and the 

WTO. Customs administrations across these regions have taken a decision to reform and 

modernize. However, these customs administrations continue to meet challenges 

specially which include inadequate finance to fund systems updates and/or acquisition, 

infrastructure and the requisite training (lDI , 2007; USAlD and BIZCLIR, 2009). 

The challenges facing trade in East Africa parti cularly among those countries that are 

relatively free of confl ict are familiar, widely discussed, and generally understood. They 

include, most prominently, inadequate physical infi'astructure; the need for reconciliation 

and harmonization of tariffs and border practices; persistent interference with ground 

transport; lack of donor coordination and integration of the private sector in trade 

facili tation reform; institutional weaknesses (ranging from state bodies charged with 

negotiating trade agreements to customs, health, and standard agencies); and weak trade 
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fac ili tation practi ces at land borders and ports. Solutions to these challenges, however, 

remain slow in beari ng frui t (USAID and BIZCLIR, 2009; East AFRITAC, 2009; IMF, 

2009; Mukiibi , 20 10). Regionall y, however, the countri es of East Africa remain mired in 

counter-producti ve practices, and inadequate attention is paid to the details of 

strengthening their co llective trade positions. Therefore, all these problems add to the 

cost of imported and exported goods. Similar results and findings are reported by (Kidd 

and Cranda ll , 2006; Chiumya, 2009). 

In line with thi s, customs-clearance world wide invo lves "tedious checks, irritating delays 

and complicated fo rm fi lling" (Appels and de Swielande, 1998). As a result, the time 

taken by customs agencies to clear imp0l1ed goods can be long and/or uncertain 

(Sawhney and Sumukadas, 2005). This is consistent with the work of WB (2005); goods 

may be cleared in days, or months. Longer and more highly variable clearance time 

adversely affects all shippers (e.g., sa fety stock levels, transportation costs, customer 

service performance), 'but it is pa11icularly costly for those wi th time-sensitive shipments 

such as perishable goods or factory inputs to just-in-time production and inventory 

systems (Crum et a1. 1995). 

Many countri es are concerned that difficulties related to the lack of trade facilitation 

disciplines lead to business losses that often exceed the costs of tariffs (Holloway, 201 0). 

Any delay in getting goods across a national border affects the competitiveness of 

individuals and companies through the need to maintain additional inventory or through 

loss of business opportuniti es, so a reduction in clearance times ei ther directly or through 

reduced paperwork reduces those costs. It is difficul t to calculate exactly how painful the 

administrative burden of paper based customs processes is. For example, the Dutch 

Customs estimate that·the customs related overhead corresponds to about 2% of the total 

turnover fo r exporting companies (Razmerita and Bjorn-Andersen, 2007 cited in 

Henningsson and Bjorn-Andersen, 2009 ); however, by using a transition electronic data, 

exchange is estimated to lower that sum by 70% (SITPRO, 2008 in Helmingsson and 

Bjorn-Andersen, 2009). In simi lar vein, the administrative costs could amount to about 

3.5% of GDP in the EU. Reducing the administrative burden by 25% would eventually 

lead to an increase in EU GDP by 1.6%. A 25% cost reduction would require substantial 
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efficiency improvements in the current administrative processes, including customs 

processes (Henningsson and Bj0rn-Andersen, 2009). 

Furthermore, Murphy and Daley (1996 in Haughton and Desmeules, 200 I) cite several 

examples of how customs procedures can significantly affect the cost and efficiency of 

international trade transaction. The many examples of the material ity of the effects 

include data from the OECD showing that customs and clearance costs can be up to 15% 

of the value of landed merchandise, with other studies reporting typical figures of 7-10%. 

For example, wh ile OECD countries require on average about five documents and clear 

goods in an average of 10 days at an average cost of approximately US$950 per 

container, in sub-Saharan Africa almost double the number of documents is required and 

goods take from 35 days (for exports) to clear and up to 44 days (for imports) at an 

average cost of US$ I,660 and US$ I,986 respectively (Holloway, 2010). To reinforce 

thi s, some recent studies have tried to determine how time delays affect international 

trade, Dj ankov et al. (2006 in Buyonge and Kireeva, 2009) asse l1 that on average, each 

additional day that a product is delayed prior to being shipped reduces trade by at least 

one per cent. 

Customers confronted many problems in ERCA customs service, the study findings 

represented a similar trend (AtnafSeged et al. 2000; Cabanius, 2003; USAID and 

BIZCLIR, 2009; WB, 2010). There are quite a high number of complaints filed by the 

traders due to delays in taking actions and providing services to them by the ERCA 

(http://www.erca.gov.et/about.phh) . At the moment, headlines of some main newspapers 

also high lighted complaints from the traders/public regarding to their dissatisfactions 

with the provided services (Reporter, 2010; Fortune, 2011 ; Addis Admas, 2011). 

Consequently, serv ice qua lity is not as expected by the customers and therefore, it is quite 

low. 

2.2 Concepts and Theoretical Framework 

2.2.1 Definition of the Customer 

In thi s section the discussion starts by defining a 'customer' in the context of the public 

sector. According to Rowley (1998), the concept of customer in the public sector is 
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complex . In the private sector the question of 'who is the customer' tends to be clearer 

than it is the case with the public sector (Curry and Brysland, 2001). As Wisniewski and 

Donnell y (1996) noted , 'the definition of the customer in the context of the public sector 

is not only difficult but may actually be inappropriate.' This arises from the fact that the 

public sector has di verse customers who benefit from its se rvices. Customers in the 

public sector may range from individuals, groups, local community, employees, societies, 

companies, churches, government departments, and others (Wisniewski and Donnelly, 

1996; Rowley, 1998). 

In order to conceptualize these diffe rent customers better, researchers have sometimes 

referred to them as stakeholders (Wisniewski and DOlmelly, 1996; Wisniewski and 

Stewart, 2004; McAdam et al. 2005). All these stakeholders are important to the public 

sector. Thus, the public sector is responsible fo r ensuring the delivery of good quality 

services that meet the requirements of all these stakeholders. While acknowledging the 

existence of different stakeholders within the public sector, this research focuses on one 

group of stakeholders, individual licensed and certifi ed profess ional Customs Clearing 

Agents, who are receiving customs services from ERCA. These are what are defined as 

customers in the context of this research. Targeting this group of customers will assist in 

the focus of the di scussions. It clarifies who is evaluating the service and thus who has to 

complete the service quality questionnaire. 

2.2.2 Concept of Customer Satisfaction 

Customer sat isfaction is a term that has received much attention and interest 

among scholars and practitioners perhaps because of its importance as a key element 

of business strategy, and goal for all business activities especially in today 's 

competitive market (Kotler and Keller. 2006). Then again, customer sati sfaction is a 

means of assessi ng or. evaluation a function of the public services' degree of market or 

customer ori entation, public managers' competence, organizational design and structures 

in order to produce internal efficiency and external effectiveness (Andreassen, 1994). In 

similar vein , Wisniewski, (200 1) describes cllstomer satisfaction, the public sector have 

also come to real ize that they must ensure their services are soundly based on the needs 

and expectations of their stakeholders and that they are seen as providing service quality. 
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To strengthen this, customer satisfaction is therefore indispensable for public 

organizations in order to see if they are doing the right things and if they are doing things 

right (ElP A, 2008). It is therefore important to understand this terminology in detail 

as conceptualized in this study. 

Customer satisfaction is a "psychological concept that involves the feeling of well ­

being and pleasure that results from obtaining what one hopes for and expects from an 

appealing product" (Kotler and Armstrong, 2003). On the other hand, customer 

satisfaction is "an experience-based assessment made by the customer of how far 

his own expectations about the individual characteristics or the overall functionality 

of the serv ices obtained from the provider have been fulfilled"(Lovelock et al. 2007; 

Erp A, 2008). Then again, it is a comparison of customer expectations with perceptions 

regarding the actual service encounter (Hoffman and Bateson, 2001; Lovelock et aI. 2007; 

Jamali, 2007). Tse and Wilton (1988 cited in Jamali, 2007) view satisfaction as the 

customer's response to the evaluation of the perceived discrepancy between prior 

expectations and the actual performance of the product as perceived after its 

consumption. Conversely, customer satisfaction is providing goods & services in a 

pleasant manner and meeting the customer's expectations and evaluation of the quality of 

goods and services (www.theacsu.org). 

Therefore, satisfaction itself is a complex concept and difficult to universally define 

and accurately measure. This is supported by Oliver (1997) when he states, "everyone 

knows what satisfaction is until asked to give a definition. Then it seems, nobody knows". 

However, critical reviews from marketing perspectives of definitions of customer 

satisfaction given by many scholars and practitioners bring to lime-light several 

relevant dimensions of the concept. 

The object of customer satisfaction is vari ed and can be related to different 

dimensions of multiple experiences with product/service provider (Surenshchandar et 

al. 2002 cited in Sattari, 2007). Most definitions relate customer satisfaction to quality of 

a product/service offering (Kotler and Armstrong, 2003; EIP A, 2008). However 

satisfaction can as well be related to other non-quality dimensions (Singh, 1991). 
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For example the researcher can refer to satisfaction with the time or service delivery or the 

service experience or service context and satisfaction with entire reputation and outlook of 

an organization. Even with the product or service quality there can be several 

dimensions (Edvardsson, 2005), such as what product offers, product/service reliability, 

timeliness, fri endliness of the service providers, etc. Therefore, depending on the purpose 

one went to achieve, one can relate satisfaction to any object of interest. In this study 

customer sati sfaction is defined in relation to dimensions only connected to the customs 

service quality deli vered by ERCA. 

Satisfaction can be related to a specific attribute of a product or service (Cronin 

and Taylor 1992). On the other hand, customer satisfaction can be related to the 

overall performance of a product/service or the overall perfolmance of an organization' s 

products or services (Cronin and Taylor, 1992). Viewing satisfaction as attribute specific 

or overall performance depends on what one is interested in; if the interest is achieving 

more market value, the attribute specific will provide more useful insights to practitioners 

as to the extent to which a specific attribute of a service meets customer expectations or 

desires. Conversely, if the interest is focused more on achieving academic value, the 

overall performancc mcasure wi ll provide more academic value as it gives more insightful 

information to academics, government agencies and stakeholders. In this study customer 

satisfaction is related to overall performance of services delivered by customs service in 

ERCA because the researcher to treat it basically from academic perspective with 

government agencies, stakeholders and managerial implication. Overall customer 

satisfaction has been widely accepted as one important indicator to evaluate the service 

performance of public sector in literature (Andreassen, 1994; Hsin-Pin Fu et al. 2006). 

Another area of debate in customer satisfaction li terature is whether customer satisfaction 

should be defined as an outcome or a process. Satisfaction as a process which is 

currently the dominant view held by most scholars (Parasuraman et al. 1988; Tse 

and Wilton, 1988 cited in Jamali, 2007). The process perspective presupposes that 

customer sati sfaction is a feeling of satisfaction that results from the process of 

comparing perceived performance and one or more predictive standards, such as 

expectations or desi res (Hoffman and Bateson, 2001). This perspective is grounded 1!l 
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the expectancy disconfirmation theory proposed by Richard Oliver (Oliver 1980 cited 

in Lovelock et a l. 2007). The customer is sati sfied if the performance of service is equal 

to hislher expectation (positive disconfinnation) if not dissati sfied (negative 

disconfirmation). Conversely, outcome definit ions of satisfaction view satisfaction as a 

post-consumption evaluation containing both cognitive and affective elements, 

distinguishi ng fo r example between "satisfac tion as contentment", "satisfaction as 

pleasure", "satisfaction as relief' on the basis of level of reinforcement and arousal 

(Oliver, 1989 cited in Jamali , 2007). Satisfact ion is an outcome or end result during the 

process of consumption of a service; it is viewed as a post-purchase experience (Lovelock 

et al. 2007). In the context of this study, customer satisfaction is defined from a process 

perspective because customers ' evaluation of custom services takes place primarily during 

the service del i very process and continue, but not just an outcome that customers strive to 

achieve. 

Another controversial issue in customer satisfaction literature is whether customer 

satisfaction is cognitive or affective. While some authors maintain that satisfaction is a 

cognitive assessment involving a comparison of product/service offerings from a provider 

against expectations, others scholars opine that the feeling of sati sfaction represent an 

emotional or affective state of mind that is fo rmed through the process of service delivery 

where customers encounter service experiences that affect their emotions. More recent 

researchers have found that satisfaction is both cognitive and affective (Wong, 2004; 

Edvardsson et al. 2005; Dean and Kiu, 2002 cited in Jamali, 2007). This view holds that 

customers do not onl y consume an offering for which they cognitively evaluate, but their 

involvement in the service production and delivery process allows them to emotionally 

evaluate the service quality. This study conceptualizes customer satisfaction as cognitive 

and affective since customers express their satisfaction with the service quality cognitively 

and emotionally. 

An equal debatable elements clarifying customer sati sfaction concept is whether it is 

subjective or objective in nature. According to Pizam and Taylor (1999), "a minority of 

researchers perceive the satisfaction process to be subj ective in expectations but objective 

in the perceptions of the product attributes, or outcome." In this light Klaus (1985) 
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defines sati sfaction as "the customer's subjective evaluation of a consumption experIence, 

based on some relationship between the customer's perceptions and objective attributes 

of the product." Expectations and perceive performance are constructs that are in 

themselves subject to external influences to some extent (Maister, 1985 in Jamali , 2007). 

Others point out that both what is perceived (outcome) and what is expected are subjective 

and psychological phenomena, not reality. The importance of the subjective natme of the 

process cannot be overlooked. The reason is that both expectations and perceptions are 

psychological phenomena and they are susceptible to external influences and 

manipulation. To say that customers' evaluation of a product or service is objective 

implies that the evaluation is not biased in any way. This is not realistic; it is a common 

knowledge that customers are different as is the way they perceive a service. However, 

the researcher stated that each customer can be objective in their own subjective cognitive 

and affective states. Therefore in this study, customer satisfaction in itself is defined 

as a subjective evaluation, but its measurement is approached objectively; thus, customers 

are supposed to be objective-expressing whatever subjective response they have about a 

product/service objecti vely without bias (subjecti ve objectivity). 

Another element that has attracted divergent views from scholars is whether customer 

sati sfaction should be conceptuali zed as cum ulative or transactional. From a 

transactional-speci fic perspecti ve, customer satisfact ion is based on a one time, specific 

post-purchase evaluative judgment of a service encounter (Andreassen, 1994; Oliver, 

1997). In the cumulative customer satisfaction perspective, customer sati sfaction IS 

conceptuali zed as an overall customer evaluation of a product or service based on 

purchase and consumption experiences over a period of time (Yi, 1990; Singh, 1991; 

Johnston, 1995). In terms of the diagnostic and pred ictive value of customer 

satisfaction measurement, cumulative satisfaction is more useful and reliable than 

transaction-specific in that it is based on a series of occasions rather than just one occasion 

of transactions. Therefore the conceptual frame work for this study treats customer 

satisfaction as cumulative. 

Therefore, there are controversial issues in customer satisfact ion literature (for example, 

customer sati sfact ion as specific attribute of a product, multi-dimensionality of 
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satisfaction object. .. ). Most scholars said that whether sati sfaction IS cognitive or 

affective. Other scholars, notably proponents of di sconfirmation theories, view 

satisfaction as a process, hence the nature of satisfaction process remains unclear. 

While some other scholars opine that the fee ling of satisfaction represent an emotional 

or affective state of mind that is formed through the process of service delivery 

where customers encounter service experiences that affect their emotions. Despite the 

many studies on customer satisfaction, there appeared to be no overall agreement over 

important issues such as concepts, constructs, definitions, measurements, methodologies 

and various interrelationships (Yi, 1990; Brooks, 1995). 

2.2.3 Significance of C ustomer Satisfaction and its Measurement 

Customer satisfaction measurement is not an end in self; it is a useful means to 

achieve several objectives of business/public organizations (Hart, 1990; Donnelly et 

al. 1995; Curry and Brysland, 200 J; Lovelock et al. 2007). Customer satisfaction 

measurement is both diagnostic and predictive tool. Customer satisfaction measurement 

enables organizations to evaluate their abilities and capabilities to meet customers' 

expectation, desi res and needs effectively (Zairi, 1994; Wan Yusoff et el. 2008 : £IPA, 

2008). In similar vein, according to Hotlm an and Bateson (2001), customer satisfaction 

measurement process is one of the projective ways of getting into the minds of customers 

and obta ini ng certain hidden, but valuable continuous feedback from customers; this is a 

basic element in Total Qual ity Management. 

Other scholars also state that customer satisfaction measurement enables organizations 

to analyze the performance of an offering to customers to identify areas of improvements 

as well as customers' priorities, which can serve as the bases for customer segmentation, 

organizational design and structures in order to produce internal efficiency and external 

effectiveness for government decision makers to understand and manage the needs and 

expectations of its various customer groups, policy formulation in improving their service 

delivery system at any point of time (Andreassen, 1994; Donnelly et al. 1995; Needham, 

2006; Jones and Gryna, 1988 cited in Mehdi, 2007; Wan Yusoff et el. 2008). In addition, 

in managerial value, one of the benefits that management sees customer satisfaction 
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survey is in providing ' information on how best to proceed with the quality improvement 

program (Rust and Oliver, 1994). 

2.2.4 Determinants of Customer Satisfaction 

A lot of factors that dri ve customer satisfaction need to be examined in order to 

reliably measure it. In the work of many scholars and practitioners, customer satisfaction 

is found to be driven by the service and the customer service experiences (Parasuraman, 

et a!. 1988; Lovelock and Wirtz, 2004). A service experience is defined as " the service 

encounter and/or service process that creates the customer's cognitive, emotional and 

behavioral responses which result in a mental mark, a memory" (Edvardsson, 2005). It is 

generally accepted by . most scholars that service quality basicall y relates to what the 

customer perceives of the product/service performance. 

Recent empirical studies have shown that customer satisfaction is not only driven by 

cognitive dimensions of customer perceptions of service quality but also by affective 

dimensions (Lovelock et a!. 2007). Also Edvardsson,( 2005) and Edvardsson et a!. (2005), 

postulated that perceived service quality is an important determinant of customer 

satisfaction that have both cognitive and affective dimensions beyond just cognitive 

assessment of the service providers. SERVQUAL further maintain that perceived 

quality is fonned by customers during their ongoing interactions with product or 

service providers. This is real ized when customers are facto red in as co-producers and 

involve in the process of production, deli very and consumption of service/products. 

Another important determinant of customer satisfaction is customer expectations. It has 

been found out that expectation plays a major role in detelmining satisfaction. This 

view was herald by the proponents of popular expectancy disconfirrilation theory 

(Parasuraman et a!. 1988; Oliver, 1997). According to this theory, the customer is 

satisfied if the perfonnance of product/service is equal to his/her expectations (positive 

disconfinnation) and he/she is dissati sfied if the product/service performance is 

perceived to be below his/her expectation (negative disconfirmation). If expectation 

exceeds perceived performance, the customer is highly satisfied. Another perspective of 

the di sconfirmatioll is that customer satisfaction relates to a comparison of customer 
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perceived qua lity with perceived performance, rather than comparing expectation with 

perceived perfo rmance (Edvardsson, 2005). 

Again, customer satisfaction is driven by perceived value. Though the concept of value is 

relative and has severa l dimensions to it, Parasuraman et al. (1988) considers customers 

value as the overall assessment of the utility of the product based on perception of what is 

received and what is given. The perceived value process invo lves a trade-off between 

what the custo mer gives such as price/money, sacrifices, perceived risk, oppotiunity cost, 

and learning cost in exchange fo r what he/she gets such as quality, benefits and utility 

(Zeithaml and Bitner, 2000). One of the most recent research in the work of Hume and 

Moti (2008), confirm that value is a positive predictor of sati sfaction. This is consistent 

with the find ing of (Rust and Oliver, 1994) who suggested that va lue had a direct and 

encounter specific input to satisfaction. 

In conclusion, it is established empirically that customers overall cognitive or 

affective evaluation is based on basically the service quality, but the customer's 

perception of the performance of the service quality encountered is compared with 

some cognitive or affective standard like his/her expected quality, perceived quality or 

value quality. The implications of surveying customer satisfaction is that managers 

must take effective strategies to manage customer perceived quality, customer 

expectations, customer perceived value in order to reap the full benefits of customer 

satisfaction measurement (EIP A, 2008). If managers or administrators working in 

service-based organizations are able to identi fy how components of a prodlict or service 

affect satisfaction of their customers, they may be able to provide their customers with a 

better customer experience to maximize customers' sati sfaction (Gronroos, 2000). 

2.2.5 Approaches to Determining Customer Satisfaction 

A we ll defined conceptualization of customer satisfaction is not enough; there must 

be a clearly workable approach to determining it. Various approaches have been 

suggested as effective, but a meaning choice of any is contingent on several factors. 

Customer satisfaction determination can be approached from three broad types of 

methods: Observational methods (i.e ., observational methods and experimental studies), 
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database methods (i.e., consulting transactional data, analyzing customer interactions, and 

study third party reports) and subjective methods (i. e. , lise of questionnaire) (Sinclair, 

1995; Cooper and Schindler, 2006; EIPA, 2008). 

Among these approaches subjective methods have been widely used to determine 

customer satisfaction. Included in thi s group are questionnaire and interviews. The 

capabilities of the internet in additi ons to the traditional printed questionnaire widen the 

scope and use of these methods. In this group, face to face and telephone interviews, 

focus group interviews and discussions, electronic questionnaire and online forums, 

chats with the community provide an invaluable source of customer satisfaction data 

for analysis. 

In thi s study, the conceptual framework approaches customer satisfaction determination 

by the use of sUbjective methods mainly questionnaire for several reasons. First, it was 

difficult to gain access to customer database/file of ERCA which is used in this study. 

Again, the use of other observational methods was not feasible and finally, to be neutral in 

studying customs clearing agent satisfaction for ERCA customs service in Addis Ababa. 

2.2.6 Customer Satisfaction Measurement Scales 

In measuring customer satisfaction, which type of measurement scale is appropriate and 

how many items should such a scale have? According to Danaher and Haddrell (1996), 

there are three broad categories of measurement scales used in customer satisfaction 

measurement. They are performance scales, disconfirmation scales and satisfaction scales. 

Performance scales are those that use scales such as poor, fair, good and excellent; 

disconfirmation scales are those that use scales such as worse than expected to better 

than expected; and satisfaction scales are those that use scales such as very dissatisfied to 

very satisfied. 

In Danaher and Haddrell (1996) , Devlin et a!. (1993) and Rust et a!. (1994) have 

recommended the use of disconfirmation scales instead of the others for three reasons. 

"First one disconfirmation-based single question captures Parasuran1an et al (1988) 

two-stage SERVQUAL measurement succinctly, i.e. much worse than expected to 
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• "For the consumer, services are any activities offered for sale that provide 

valuable benefits or satisfactions; activities that he cannot perform for himself or 

that he chooses not to perform for himself' (Bessom, 1973 in Gronroos, 1990) 

• "A service is an act ivity or a series of activities which take place in interactions 

with a contact person or a physical machine and which provides consumer 

satisfaction" (Lehtinen, 1983 cited in Gronroos, 1990) 

• "As part of the wider concept of the product" (Hoffman and Bateson, 2001) 

• "A service is a process that leads to an outcome during partly simultaneous 

production and consumption process" Lovelock et al. (2007) 

• "Services refer to economic activities that creates value and provides benefits 

for customers at specific times and places by bringing about a desired change in, or 

on behalf of, the recipient of the service or offered by one party, to another, 

most commonly employing time-based performances to bring about desi red 

results in recipients themselves" (Edvardssoll et al. 2005) 

• "Services broadly defined as acts, deeds, performances, or efforts that have 

different characteristics from physical goods-defined as articles, devices, materials, 

objects or things" (Lovelock et al. 2007) 

Edvardsson et al. 2005 and Lovelock et al. (2007) found out that scholars use the term 

' services' variously to refer to are "deeds, processes and performances, activities, 

experiences and value to customers". (Gronroos, 2000; Hoffman and Bateson, 2001), they 

identified that scho lars' definitions of service and services has different meanings in that, 

"service involves the whole organization's performance in providing the I customer 

experience, while services implies that can be offered to the customers". Thus, on one 

hand services definitions are out come related or directed at the value created since it is 

something of value delivered to or a performance to meet customers' needs . More 

di scussion on typical custom services of ERCA is provided in section 2.1.1 and 2.1.3, 

whereas service impl ies that the whole process of customs service. This view is supp0l1ed 

in the work of Edvardsson et al. 2005 and Lovelock et al. 2007. 
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2.2.8 Sel"Vicc Quality 

In measuring customer sati sfaction with servIce quality, it is significant to examme 

the service quality concept, its importance and the dimensions it has. Service quality has 

been a diffi cu lt concept to define that has aroused considerable interest and debate in 

the research literature .'This is because the meaning of quality can be refened to in many 

attributes such as the experience of the service encounters, or moments of truth, the 

evidence of service, price and so on which are from the customer' s overall perceptions 

of quality, sati sfaction and value (Edvardsson et al. 2005). There are a number of 

different "definitions ' as to what is meant by service quality. Since service quality is 

basically defined from customer perspective, it is usually referred to as customer 

perceived quality. The concept of customer perceived quality suggests that it stems from a 

comparison of expectations of service with performance perceptions of service actually 

received (Parasuraman et al. 1988), while others argue that it is derived from a 

comparison of performance with ideal standards (Teas, 1993) or from perceptions of 

performance alone (Cronin and Taylor, 1992). One definition that is commonly used 

defines service quality as the extent to which a service meets customers' needs or 

expectations (Hoffman and Bateson, 2001). Lovelock, Wirtz, and Chatterjee support the 

same view, defining the concept of service quality as "a form ·of attitude, related, but 

not equivalent to sati sfaction, that results from a comparison of expectations with 

perceptions of performance. Expectations are viewed as desires or wants of 

customers, i.e. what they feel a service provider should offer rather than would offer" 

(Lovelock et al. 2007). 

Though, for a long time, service quality has been perceived to be an outcome of 

customer cogni tive assessment, recent studies confirm that service quality involves 

not only an outcome bpt emotions of customers. It is argued that "during the consumption 

experience various types of emotions can be elicited, and these customer emotions 

convey important information on how the customer will ultimately assess the service 

encounter and subsequently, the overall relationship quality" (Wong, 2004). Edvardsson 

(2005) maintains that customer perception of service quality is beyond cognitive 

assessment as it is formed during the production, delivery and consumption of services 
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and not just at the consumption stage. This is made possible as customers play their 

role as co-prod ucers by carrying out activities as well as being part of interactions 

influencing both process quality and outcome quality. Again on the role of service 

qual ity Lovelock et al. (2007) emphasize "managing the total customer experience". 

Therefore an emotional reaction is part of a quality and favorable experience (Hoffman 

and Bateson, 200 1). Th is is consistent with the findings of Mano and Oliver 's (1993) 

on uti li tarian and hedonic consumption judgments who argue that " ... satisfaction is 

naturally tied to cognitive judgments and to affective reactions elicited in consumption" . 

Wong (2004) found that negative emotions have a stronger effect on satisfaction with 

quality than positive emotions. 

The concept of service quality from customer perspective, thus perceive service quality, is 

not a mistake simply because in the words of the guru "the customer, of course, perceives 

what she or he receives as the outcome of the process in which the resources are used, i.e., 

the outcome quality of the process. But, she/he also and often more importantly, perceives 

how the process itself functions, i.e. the functional or process quality dimensions. Thus, 

the functiona l qual ity dimensions of perceived service quality emerge" (Parasuraman et al. 

1988). In other words, it gives opportunity to customers in providing their expectation 

upon the level of service quality that they desire in the clear manner. Add to this, 

customer expectation is also an important feedback to service managers for their policy 

formulation in improving their del ivery system at any point of time. 

2.2.9 Relationship between Sel"Vice Quality and Customer Satisfaction 

Identifying the nature of the relationship between service quality and relevant constructs 

appears to be advantageous as it assists in the development of better managerial 

decisions. This realization is refl ected by the increasing number of publications devoted 

to such topics as customer satisfaction, service quality, customer service, and service 

marketing (e.g. , Chang, 1998; Choi, 200 1; Cho et al. 2004; Beck, 2005; Petrick and 

Backman, 2002 all cited in Kima et al. 2006). Service quality and customer satisfaction 

are inarguably the two core concepts that are at the crux of the marketing theory and 

practice (Spreng and Mackoy, 1996). In today's world of intense competition, the key to 

sustainab le competitive advantage lies in delivering high quality service that wi ll in turn 
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result in satisfied customers (Soderlund, 1998). The prominence of these two concepts is 

further manifested by the cornucopia of theoretical and empirical studies on the topic that 

has emanated over the past few years. 

Due to the urgent need for the development of a working model to elaborate upon the 

conceptual relationshi p between customer satisfaction and service quality (Rust and 

Oliver, 1994), many research stud ies have been conducted in different areas to determine 

whether customer sati sfaction is influenced by service quality or vice versa. Boulding et 

a!. (1993) states that service qual ity and customer satisfaction are treated as one and the 

same by the business press. Nevetlheless, an attempt to combine customer satisfaction 

and service quality as one entity or process is considered problematic by Taylor and 

Baker (1994), who strongly advocate that customer satisfaction and service quality are 

separate and distinct. Strong arguments have been made by other researchers to consider 

customer sati sfaction to be at the very least causal antecedents of service quality 

(Andreassen, 1994). 

However, researchers and practitioners ali ke have exhibited considerable interest in the 

issues that surround the measurement of service qual ity and the conceptuali zation of a 

cohesive relationship between quality and satisfaction (Brady et a!. 2002; Schneider and 

White, 2004). The most important aspect of this relationship is the causality between the 

two constructs. Which one is the antecedent to the other? Does satisfaction cause quality 

judgment, or does quality judgment cause satisfaction? Through the improvement of a 

conceptual foundation and empirical research findings, most researchers have now 

concurred that quality judgments cause satisfaction- that is, service quality is the 

antecedent to satisfaction (Cronin and Taylor, 1992; Iacobucci et a!. 1995; Dabholkar et 

a!. 2000). Thus, there is a current consensus among researchers with regard to the causal 

order of these two constructs. 

A num ber of studies in the services marketing literatu re have reported that these two 

constructs are strongly related (e.g., Woodside et a1. 1989; Spreng and Mackoy, 1996; 

Alexandris et a1. 2001; Caruana, 2002; Spreng and Chiou, 2002). In considering the 

dependable statistical correlation between the constructs, the majority of studies have 

disclosed a linear relationship between customer satisfaction and service quality 
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(Parasuraman et al. 1988; Cronin and Taylor 1992; Andreassen 2000). Most models of 

service quality, together with SERVQUAL and SERVPREF, also assume a linear 

relationship between the effect of various causes, including sati sfaction and quality. 

However, a few studies have shown that the relationship between the constructs is non­

linear, which is specifically evident in a curvilinear fu nction (Ting, 2004). Furthermore, a 

bas ic agreement emanating from the wide range of literature on service quality and 

customer sati sfacti on is that service quali ty and customer sati sfaction are conceptually 

distinct but closely related constructs (Parasuraman et al. 1988; Soderlund, 1998). 

However, customer expectations and their perceptions may vary over time. It follows that 

the relationship between the constructs may diverge over time, but thi s has not yet been 

considered by any study in the field of public organizations to map the relationship 

between sati sfaction and quality over the time construct. 

2.2.10 Customers' Evaluation of Service Quality 

Having indentified the relationship between service quality and customer satisfaction in 

the context of thi s research, the next step is to understand how the customer evaluates 

services. The understanding of customers' evaluation of service quality is an important 

step in the deli very of superi or quali ty se rv ices to sati sfy customers (Bouman and van del' 

Wiele, 1992). This requires an understanding of the mechanisms used by customers to 

evaluate service quality, and these are discussed in this section. It has been identified that 

expectations and perceptions are important determinants in the way customers evaluate 

service qual ity (Lovelock and Wirtz, 2004). This is further strengthened by (Mudie and 

Cottam, 1993; Zeithaml and Bitner, 2000; Lovelock and Wirtz, 2004), who argue that 

customers' evaluation of service quality is interplay of their expectations and perceptions 

of service perfo rmance. 

Customers purchase services to satisfy their needs. For these needs to be satisfied, 

customers determ ine if their expectations of the service outcomes were met based on 

their perception of the service performance received (Webster, 1989; Mudie and Cottam, 

1993 ; Lovelock and Wirtz, 2004). In that way service quality would be a measW'e of the 

extent to which the level of the service delivered matches customers ' expectations 

(Webster, 1989). Since expectations play a significant role in customers' service 
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evaluation, it is vital for service providers to understand how expectations are formed. 

Understanding how customers develop their service expectations as well as controlling 

and managing the condi tions that influence these service expectations wou ld help address 

the needs of customers (Webster, 1989). However, organizations intending to delight 

their customers may opt to consistently provide good quality services that match or even 

exceed customers' expectations (Johnston, 1995). Despite the difficulty faced by service 

providers in understanding customers' evaluation of service quality, Parasuraman et al. 

(1985) observed that there were underl ying dimensions commonly used by customers to 

eva luate service quality. The criteria used by Parasuraman et al. ( 1985; 1988) to measure 

service quality were based on the findings of their survey which culminated in the 

development of an instrument for measuring customers' service quality which they called 

SERVQUAL. 

The dimensionality of service quality evaluations has been contested by academics, with 

some arguing that the five dimensions are not universal and may not be stable from 

context to context (Bolllman and van der Wiele, 1992; Gagliano and Hathcote, 1994). 

Different numbers and types of dimensions have been observed by researchers as they 

applied Parasuraman et al.' s (1988) five dimensions in different contexts (Carman, 1990; 

Babakus and Boller, 1992; Gagliano and Hathcote, 1994). In some cases, service quali ty 

was even observed to be unidimensional (Babakus and Boller, 1992). The issue of 

dimensionality is discussed in section 2.2.13 . This research used the SERVQUAL 

instrument to measure customers' satisfaction with customs service quality. The next 

section is a detailed di scussion about SERVQUAL and its application in measuring 

service quality. Differing opinions on the applicabi lity of SERVQUAL in measuring 

service quality are also di scussed in section 2.2.11. 

2.2.11 Measuring Service Quality 

The concept of what is service quality has been debated among researchers and there is 

no consensus in its definition or, how it should be measured (Davies et al. 1999; 

Wisniewski , 200 I). Without a clear definition it is di ffi cu lt to know exactly what should 

be measured and how (Davies et al. 1999). A number of researchers notably Parasuraman 

et al. (1985; 1988; 1991 ; 1994), Robinson (1999), Cronin and Taylor (1992; 1994), and 

36 



Teas (1993 ; 1994) have debated how service quality could be measured. Parasuraman et 

al. (1985; 1988) came up with the widely used SERVQUAL instrument. This has 

however, been criticized by some (Cronin and Taylor, 1992; 1994; Teas 1993 ; 1994) for 

its perceived lack of consistency across all service settings. This debate is discussed in 

sect ion 2.2. 13. 

A rev iew of li terature on service quali ty indicates that most of the early researches on 

quality were confined to the goods manufacturing industry (Davies et al. 1999) while 

very little research was done in the area of measuring service quality (Webster, 1989). 

This was mainl y attributed to the comp lex ity and abstract nature of services which often 

made them elusive and difficult for researchers to define (Webster, 1989; Wong and 

Sohal , 2001). As discussed in section 2.2.10, service quality can be measured using the 

disconfirmation paradigm, where customers' service expectations aJ'e linked to their 

perceptions of the service performance (Parasuramn et al. 1988; Davies ' et al. 1999). 

According to Parasuraman et al. (1988), customers judge the quality of the service based 

on what they expect from the service provider and how they perceive the service provider 

performed. The majority of researches on measuring service quality (both public and 

private sectors) were used the SERVQUAL instrument (paJ'asuraman et al. 1985; 1988; 

199 1; 1994; Donnelly and Dalrymple, 1996; Wisniewski and Donnelly, 1996; Curry and 

Brysland, 200 1; Wisniewski, 200 I; Donnell y et al. 2006). 

2.2.12 SERVQUAL Model 

The SERVQUAL model proposes that customers evaluate the quality of a service on five 

distinct dimensions: reliability, responsiveness, assurance, empathy, and tangibles. The 

SERVQUAL instrument consists of 22 statements for assessing consumer perceptions 

and expectations regarding the quality of a service. Perceived service qual ity results from 

comparisons by consumers expectations with their perceptions of service delivered by the 

service providers (Zeithaml et al. 1990). It CaJ1 be argued that the factor underpilming the 

deli vering of good perceived service quality is actually meeting the expectations of the 

customers. Thus, exce llent service quality is exceeding the customers' expectations. 

Zeithaml and Bitner (2000) suggested that customer expectations are beliefs about a 

service that serve as standards against wh ich service performance is judged. 
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As indicated earl ier, most previous quality measurement techniques were borrowed from 

the goods manufac turing industry and were not relevant to the complexity of service 

quality (Webster, 1989; Davies et al. 1999). A study by Parasuraman et al. (1988) 

suggested that customer expectations are what the customers think a service should offer 

rather than what might be on offer. However, for example (Carrillat et al. 2007) argued 

that perception scores alone could explain service quality performance. In contrast, they 

claimed that expected service, which is based on memory, may be biased by actual 

services received and may not measure performance correctly. Therefore, this model is 

generic and can be app lied in the context of any service organization to measure 

customers' satisfaction by modifying its domai n structure as to the specific characteristics 

of any particular service setting (Paras uraman et a1. 1988). This model is illustrated in 

Appendix A, and each will be briefl y explained. The model is also discussed in chapter 4, 

where it is used to explain the findings from thi s research. 

2.2.13 Debate on the efficacy ofSERVQUAL 

Acceptance of SERVQUAL was not uni versal in academia; some authors questioned the 

efficacy of SERVQUAL for measuring service qlial ity. As Robinson (1999) observed, 

" ... it is apparent that there is little consensus of opinion and much disagreement over a 

number of conceptual and operational issues ". Cronin and Taylor (1992; 1994) cast 

doubt on SERVQUAL espec ially the expectations component. Cronin and Taylor (1992; 

1994) emphasized that their model (SERVPERF) was more appropriate for defining 

customers' behavior and experience since it was a good predictor of service quality than 

SERVQUAL, which whi le diagnostic in nature appeared to lack the prediction abi lity. 

Cronin and Tay lor (1992 ; 1994) argued that the predictive ability of SERVPERF made it 

a better indicator of service quality than SERVQUAL since current performance 

adequately captures customers ' perceptions of service quality. They further argued that 
I 

current performance best indicates the customer's perception of service quality and that 

service expectations are not that important in service quality evaluation. 

Other researchers a lso questioned the ability of SERVQUAL to measure service quality. 

Teas (1993 ; 1994) argued that there was lack of congruence between the conceptual and 

operational definitions of SERVQ UAL measure. He observed that the SERVQUAL 
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expectations measure , lacked discriminate va lidity in terms of attribute importance, 

performance forecasts, and classic attribute ideal-points, Robinson (1999) also observed 

that SERVQUAL had some shortcomings which catmot be ignored when researching 

service quality, He argued that SERVQUAL was best applicable in contexts that are close 

to its original setting, Robinson (1999) pointed out that SERVQUAL's weakness was that 

it lacked predictive abi lity. The issue of dimensionality of service quality has also been 

debated by other reseat'chers (Carman, 1990; Freedman and Dart, 1993; Buttle, 1996; 

Robinson, 1999). 

Speaking in defense of SERVQUAL, Zeithaml et al. (1990) argued that the five 

dimensions were derived from a " "ri gorous and systematic ana lys is of customers' 

ratings through empirical research and therefore represent the core criteria with which 

customers evaluate service quality". They supported their argument with multiple studies 

that demonstrated that each of the five dimensions was considered critical by customers 

(Parasuraman et al. 1991 ; 1994). Additional support for SERVQUAL dimensions came 

from Zeithaml and Bitner (2000) who suggested that when customers evaluate service 

quality, they do not perceive quality as a unidimensional concept but rather as a multiple 

factor construct. They concurred that there are five dimensions to service quality 

evaluation. Zeithaml and Bitner (2000) suggested that customers do not necessarily have 

to go through all of the five dimensions when assessing service quality, for example 

during a remote encounter with an ATM, empathy may not be applicable. 

Parasuraman et al. ,( 1994) maintained that though Cronin and Taylor' s (1992) 

SERVPERF had a potential to predict service quality, it did not offer much more than 

SERVQUAL. They argue that SERVQUAL had empirical support from previous 

research that showed that service quality was the discrepancy between customers' 

expectations and perceptions such as Lehtinen and Lehtinen, 1982; Bolton and Drew, 

1991; Parasuraman et al. 1991. Parasuraman et al. (1994) even suggested that 

SERVQUAL has diagnostic ability and at'gued that it is this diagnostic ability that makes 

it more important than SERVPERF which seemingly lacked diagnostic ability. Further 

support for SERVQUAL and disconfirmation paradigm was drawn from Bolton and 

Drew (1991) who pointed out that despite the predictive ability associated with service 
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performance. performance-minus expectations model had more pred ictive ability than the 

performance on ly model. Parasuraman et al. (1994) acknowledged that the use of 

SERVQUAL moc!elmay be problematic in some circumstances, however the severity of 

such problems may not be large enough to affect the usefulness of the model and in 

addition such problems rarely occur. 

Support for SERVQUAL was also received from other researchers (Lewis and Mitchell, 

1990; Lam and Woo, 1997; Wong and Sohal, 200 1). Wong and Sohal (2001) suggested 

that SERVQUAL was a more appropriate instrument for measuring service quality 

because it is comprehensive and empirically grounded. While acknowledging 

reservations cited by researchers such as Cronin and Taylor (1992); Teas (1993); and 

Babakus and Boller (1992) on the efficacy of SERVQUAL, Wong and Sohal (200 1) 

pointed out that SERVQUAL has high reliability in terms of alpha coefficients and is 

therefore internally consistent. A test by Lam and Woo (1997) indicated a good internal 

consistency for SERVQUAL ranging from .678 to .945 Cronbach's alpha. A.s Lewis and 

Mitchell (1990) observed, given its wide use compared t6 other service quality 

measurement tools, SERVQUAL remains the most reliable instrument for measuring 

service quality until a better seale is found. 

2.2.14 Applications of SERVQUAL in the Public Sector 

Despite the debate about SERVQUAL, it is worth noting that unlike other service quality 

measurement instruments such as SERVPERF, SERVQUAL has enjoyed wide usage 

under different settings including the public sector (Donnelly et al. 1995; Donnelly and 

Dalrymple, 1996; Wisniewski and Donnelly, 1996; Curry and Herbert, 1998; Curry, 

1999; Curry and Brysland, 2001; McFadyen et al. 2001; Donnelly et al. 2006). In a bid to 
, 

test the applicability and potential usefulness of SERVQUAL in the public sector, 

Wisniewski and Donnelly (1996) applied an adapted SERVQUAL instrument on users of 

library services in the UK. Their findings suggested that SERVQUAL was useful in 

assessing customers' views of the current service as well as their service quality 

expectations. They observed that SERVQUAL can be used to establish customers' 

priorities in terms of service quality dimensions. This could help management to group 

customers in terms of their needs and priorities and address these needs and priorities in 
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accordance with the identified customer groups. Donnelly and Dalrymple (1996) 

suggested that SERVQUAL was a usefu l tool in measuri ng service quality within the 

public sector. They however observed that SERVQUAL tends to work best in services 

that are closer to private sector services. 

Curry and Brysland (2001) applied SERVQUAL instrument on a number of services 

provided by the Community Services Dep31tment of North Lanarkshire Council in the 

UK. They supported the use of SERVQUAL within the public sector because it is useful 

in assessing current levels of service quality. In relation to this, Donnelly et al. (2006) 

carried out a study to explore the application of SERVQUAL approach to access the 

quality of service of Strathclyde Police in Scotland. Anderson (1995) also measured the 

quality of service provided by a public university health clinic. Patients were found to be 

generall y di ssatisfied with the five dimensions of SERVQUAL. Us ing the SERVQUAL 

approach, Wisn iewski. (200 1) carried out a study to assess customer satisfaction within 

the public sector across a range of Scottish Councils services. In the library service, the 

findings suggested that customer expectations were not met. Furthermore, Agus et al. 

(2007) carried out a research to identify management and customer perceptions of service 

quality practices in the Malaysian Public sector using SERVQUAL dimensions. 

Curry and Herbert (1998) suggested that the use of SERVQUAL was a good starting 

point for developing strategic management tools. They pointed out the importance of 

using SERVQUAL in the public sector given that it is capable of being tailored to a 

particular application environment. Wisniewski and Donnelly (1996) also observed 

through an empiri ca l study that SERVQUAL was a useful tool in measuring service 

quality within the public sector. They observed that the success of SERVQUAL in the 

public sector is made difficult by the differences in customer characteristics as well as the 

difficult working environment. They suggested that there was a need to clearly specify 

customer categories prior to using SERVQUAL to enable comparison of responses from 

different customer groupings. 

With the varied applications of SERVQAUL within the public sector, Curry and 

Brysland (200 I) observed that the instrument has had extensive field-testing and 
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refinement. This rigorous refinement and modification in the public sector setting makes 

it more trusted than the other tools for researchers and practitioners alike. Curry (1999) 

pointed out that SERVQUAL was seen to be a credible tool in the public sector provided 

it is tailored appropriately to the area of study. In addition, Curry and Brysland (2001) 

contend that SERVQUAL is statistically valid and has been tried and tested in the field. 

This view was supported by McFadyen et al. (2001) who concurred that SERVQUAL 

was a valid and robust tool in measuring customer satisfaction with service quality 

dimensions in a variety of settings including the public sector. 

2.2.15 Prioritizing Service Quality Dimensions 

One of the marketing values that measuring customer satisfaction can provide 

practitioners stems from prioritizing the dimensions. Prioritizing the dimensions offers 

organization the val ue of identifying which dimensions of service quality customers 

are satisfied with and which ones they are dissati sfied with. This allows practitioners 

to effectively redirect their focus and reallocate resources toward improving service 

quality on customer dissatisfied dimensions, while maintaining or increasing attention 

and resources on dimensions that customers are satisfied with. In an empirical work 

by Chowdhary and Prakash (2007) on prioritizing dimension of service quality, they 

fo und out that " ... no simple generalization of relative impOltance of determinants 

of service quality is possible. Thus, it must be noted that importance of determinants 

of quality for customers would vary across different service types". In view of this, 

this study search the relative importance of dimensions of service quality from customs 

clearing agent perspective in ERCA customs service as one of the objectives for this 

study. 

The aim of this study is measunng customer satisfaction with customs service quality 

delivered by ERCA, which has undergone remarkable changes within the last few years. 

The study conceptualizes customer satisfaction as a process, subjectively objective, 

cumulative, multi-dimensional, cognitive and affective. Given the different views 

expressed by researchers regarding the validity and reliability of SERVQUAL it is 

important to conclude by stating why SERVQUAL was used in this thesis. The 

arguments raised against SERVQUAL are considered valid and substantial. However, 
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despite SERVQUAL weaknesses, it continues to be used more frequently in assessing 

customers' satisfaction with service quality (Lewis and Mitchell, 1990). It has also been 

applied within the public sector setting (e.g., Scott and Shieff, 1993; Orwig et a!. 1997; 

Gumus & Kolegolu, 2002) . It is therefore considered to be more appropriate for use in 

this research. The position adopted by this thesis is summarized in Lewis and Mitchell's 

(1990) observation that in the absence of a better alternative, SERVQUAL would remain 

a reliable instrument for measuring service quality. The next chapter discusses the 

methodology and methods followed to collect and analyze data for this research. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

The mam aIm of this research is to assess customs clearing agents' satisfaction in 

ERCA's custom services by using service quality dimensions. The major focus of the 

research is on customs service delivery in the public sector of ERCA, and the Customs 

Authority in Addis Ababa. ERCA was selected partly because the researcher have an 

exposure ofERCA's customs service, and also the background of this study showed there 

are wide range of agreements on the ERCA's failure to offer the desired customs service. 

Customers are the recipients of the service output and are as such considered appropriate 

judges of the quality of services delivered and based on their feedback ERCA improves 

its performance in order to enhance the quality of customs services. 

The methodological concern used in conducting this research provides a justification for 

each step taken. The issues discussed, based on the quality standards of a research, 

involves the research design, data collection, instruments and procedures of data 

collection, customer survey using SERVQUAL, population and sampling techniques, 

variables included in the study, methods of data analysis and validity and reliability. 

3.1 Quantitative and Qualitative Research Methodology 

This section covers the methodological options usually available to undertake a research. 

In deciding on the research methodology, researchers are influenced by the research aims 

as well as the type of data that they have to collect. In this research quantitative and 

qualitative methods were used to collect data. The combination of qualitative and 

quantitative methods has been supported theoretically by many authors like Davies, 2003; 

Mangan et a!. 2004; Sarantakos, 2005; Jack and Raturi, 2006; and Saunders et a!. 2007. 

The use of combined methods, often called triangulation, has been found to alleviate the 

weaknesses linked with using either of the methods on their own. Combining the methods 

provides a multidimensional insight into the research problem, and thus assists in getting 

a broader understanding as well as a truer analysis of the situation at hand (Davies, 2003; 

Mangan et a!. 2004). Triangulation provides confirmation to the research findings by 
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improving the abi lity of researchers to draw conclusions from their studies thereby 

resul ting in more robust and general ized research find ings (Jack and Raturi, 2006). 

3.2 The Research Design 

Fo llowing the decision on the appropriate methodology to use in this study based on the 

philosophica l assumptions, the next step is to decide on the research design. This research 

follows a descripti ve survey design to achieve the aims of the thesis. A descriptive survey 

study is employed for the purpose of thi s study on the assumption that this method is 

relevant to describe both the currently existing situation and events of the past as well as 

portray a reality regarding customer sati sfaction with service quality and to better 

understand those service quality dimensions which indicate whether the customers are 

sati sfied or di ssatisfied. Saunders et a!. (2007) briefly described the relevance of this 

design for such studies; a descripti ve research is a study that seeks to "poliray an accurate 

profile of people, events or situations". It involves formalizing the study with definite 

structures in order to better describe or present facts about a phenomenon as it is 

perceived or as it is in reality. 

3.3 Types of Data Collection 

In th is research, a combined research methodology is adopted to collect and analyze data. 

l! was found appropriate for thi s research because of the nature of the collected data. The 

primary data collected from customs clearing agents were quantitative using the 

SERVQUAL questionnaire and qual itative using the open-ended questions. While 

qualitat ive survey was used for interviewing the President of Transit Transports Operator 

Association of Ethiopia. The secondary data were collected from the directories of 

companies, journals, articles and books. 

The next section provides detai ls on the instruments and procedure of data co ll ection 

usi ng the two- phase methodo logical approac h. 

3.4 Instruments and Procedure of Data Collection 

The study was conducted by using questionnaire at individual level for customs clearing 

agents and the president of the association. The questionnaire was prepared originally in 
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English and later translated in to Amharic. Again, the questionnaire was translated from 

Amharic to English by independent translators in order to enhance the validi ty of the 

questionnaire. The questions sought respondents' fee lings about the level of satisfaction 

for the given di mensions of service quality and the importance of service quality 

dimensions . 

Tn all , the customs clearing agents' questionnaire had four parts consisting of thit1y-nine 

(39) items. 

The first part which consists ten (10) items was used to collect information about personal 

characteristics of respondents. The second part which consists of twenty-two (22) 

questions helped to measure the level of customs clearing agents ' satisfaction relating to 
I ; I 

customs service using the SERVQUAL instrument in ERCA. Each items was constructed 

in a fi ve points scale with alternative responses ranging from 5= Much better than 

expected to 1 =Much worse than expected (see Appendix A). The mean score for each 

item was calcu lated using three - 3.0- (average) as a dividing line; those items whose 

mean become 3.0 and above were assumed to have vital contribution to the level of 

satisfaction. The th ird part which consists of five (5) items is used to secure information 

regarding the leve l of customs clearing agents ' satisfaction with the importance of 

customs service by using the SERVQUAL questionnaires in ERCA. Each item was 

constructed in a five points scale with alternative responses ranging from 5=Very 

important to 1 =Not-at-all important. The mean score (4.0) for each item was a dividing 

line; those items whose mean become 4.0 and above were assumed to have more 

contribution to the level of sati sfaction in customs service. The f0 U11h part has two (2) 

open-ended questions which sought to secure information about customs service problems 

and possible recommendation in ERCA. 

Finally, a separate questionnaire was prepared for the president of Transit Transport 

Operators Association of Ethiopia to obtain information related to customs service 

problems and possible recommendation to enhance customs service in ERCA (see 

Appendix B). 
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3.5 Customel' Survey using SERVQUAL 

This section provides a discussion of SERVQUAL as a model for measuring the level of 

customer satisfaction using service quality dimensions and why it was selected to be used 

in this thesi s. SERVQUAL is an instrument used to measure service quality and was 

developed by Parasuraman et al. (1985) and modified by the same authors in 1988 and 

1994 in response to criticism from other authors. 

McFadyen et al. (2001) strongly supported SERVQUAL as a valid and robust tool in 

measuring service quality in a variety of settings both in the private and public sectors. 

Curry and Brysland (200 I) suggested that among others, SERVQUAL could be used to 

evaluate the impact of service improvement activities carried out to address customers' 

expectations and priorities. SERVQUAL has been suggested as a useful tool in 

measuring service quality within the public sector (Curry and Herbert, 1998; Curry and 

Brysland, 2001; McFadyen et al. 2001). SERVQUAL chosen for data collection in thi s 

study because it was found to be relevant to explore whether customers' rated the 

importance of service quality differed for given dimensions. 

The development of the SERVQUAL questionnaire was preceded by a rigorous empirical 

testing which proved that it could be applied across a broad range of services with only 

minor modifications (Parasuraman et al. 1985; 1988; 1991; 1994; Donnelly et al. 1995). 

In addition, the majority of research on measuring customer satisfaction by service 

quality within the public sector has used SERVQUAL (Dormeliy and Dalrymple, 1996; 

Wisniewski and Donnelly, 1996; McFadyen et al. 2001; Reisig and Chandek, 2001; 

Wisniewski, 2001; Donnelly et al. 2006). According to Curry and Brysland (2001), 

SERQUAL has had extensive field-testi ng and refinement. They argued that the rigorous 

refinement and modification of SERVQUAL in the public sector setting, makes it more 

trusted than the other tools for researchers and practitioners alike. 
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3.5.1 Development, Modification and Application of the SERVQUAL Instrument 

In this study, the SERVQUAL model questionnaire was adopted with only minor 

changes to reflect ERCA's customs services. SERVQUAL can be used under different 

contexts provided it is modified to meet the requirements of the context being researched 

Parasuraman et al. (1988; 199 1; 1994). Previous studies measuring public sector service 

quality using SERVQUAL were examined in order to assist in the development of a 

SERVQUAL questionnaire that meets the requirements of the public sector context. For 

example, a public sector SERVQUAL questionnaire was obtained from Mcfadyen et al. 

(200 I). Reference was also made to questionnai res from Anderson (1995) who also 

measured service quality in the public sector using SERVQUAL. 

Using SERVQUAL model the questiOlUlaires were prepared to reflect the customs 

services proviaed by ERCA. The 22 statements from the SERVQUAL questionnaire are 

categorized in terms of five dimensions of service quality namely tangibles, reliability, 

responsiveness, assurance and empathy. Respondents are asked to rate the level of their 

expectations towards customs service quality on a five-point Likert scale ranging from 1 

(much worse than expected) to 5 (much better than expected). In addition, respondents 

are asked to rate importance of custom services using SERVQUAL on a five-po int Likert 

sca le ranging from I (Not-at-all imp0l1ant) to 5 (Very impoI1ant). 

3.6 Population and Sampling Techniques 

This section provides a di scussion on the steps taken to collect data after the development 

and minor changes of the SERVQUAL questiofU1aire. 

Currentl y, the Ethiopian Revenue and Customs Authority offer its services in 17 fi eld 

offices. Among these offices, 15 of them are located in different regional state/city 

administrations of Ethiopia. The remaining two coordination offices are located at port 
I 

Djibouti and Berbera, Somali a. Out of the 15 offices, six are located in Addis Ababa. 

Addis Ababa custom station in Kality (former Lagar) and Addis Ababa Airp0l1 Cargo 

Section are offering customs c learing services where as the rest fo ur offers revenue 

co llection services a lone. For the purpose of thi s study, the two offices of the Authority 

which offer customs clearing services were purposively selected. In addition, the lion 's 
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share of international trade transaction declaration (i.e. , 85-90%) is carried out in these 

offices (UNSD, 2004; http ://www.erca.gov.et/about.phh; Gebi Leleimat, 2008). The 

master justification behind is that the study is intended to measure customer satisfaction 

of Customs Clearing Agents on service delivery of ERCA. 

The target population of the study comprises 598 legally registered Customs Clearing 

Agents in Addis Ababa, who are currently providing customs clearing services by using 

the aforementioned offices for international trade participants. The questions of sample 

size can be addressed in two ways. One is to make assumption about the sample size that 

was adequate fo r advanced statistical analysis. The other more frequently used method is 

a rule of thumb-a conventional or commonly accepted amount (Davies, 2003 ; Mangan et 

al. 2004; Jack and Raturi, 2006; and Saunders et al. 2007). For a descriptive research, it is 

common to sample 10-20 percent of a population is appropriate when the .population is 

homogenous in nature. So to make the samples representative 'and get reliable results, 

22.07 percent of customs clearing agents were included in the study. The main reason is 

the target population was homogenous with regard to the customs services they deliver to 

importer and ex porter. So using simple random sampling technique 131 customs clearing 

agents from the two customs offices and using purposive sampling teclmique the 
) 

president of the association included in thi s study. This number is adequate since a 

minimum sample size of (30) is considered as a large sample size for stati stical analysis 

(e.g. , Saunders et al. 2007). 

3.7 Questionnaire Pre-testing and Final Administration 

I 
Having identified the sample, the next step was to pre-test the minor changes of 

SERVQUAL questionnaire, to determine its applicability to the ERCA customs service in 

Addis Ababa. Davies, 2003; Mangan et al. 2004; Jack and Raturi , 2006; and Saunders et 

al. (2007) agree that in any research, it is expedient as a matter of reliability and validity 

check that the questionnaire should be pre-tested before fi nal administration. In line with 

this, a preliminary draft of the questiOlmaire was given to the selected eleven customs 

clearing agents to test the clarity and meaningfulness of the questions. Added to this, the 

questionnaire was pre-tested by three marketing specialists who are both familiar with the 

survey instrument and worki ng in different publ ic sectors to assess the content and 
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construction of the qu~stionnaire . Given that SERQUAL is a standard questiolmaire, most 

market ing specia li sts found it sui table for use in the public sector context. A few 

comments made were with regard to refl ecting the specific customs service in ERCA. 

These comments were incorporated into the final version of the questionnaire prior to 

undertaking the survey fo r pre-test. Finally, 11 questionnaires were administered in the 

sampled areas on randoml y selected customs clearing agents which were excluded from 

the sample. And the reliabi li ty score was 0.94 using SPSS. 

3.8 Variables Included in the Study 

In order to accurately measure satisfaction of customers with the five SERVQUAL 

dimensions it is illlpol"tant to identify the va ri ab les of each dilllension for which it is poss ible 

to Illeasure prec isely. The Ill ain dependent variable ca ll ed the leve l of customer satisfaction 

whereas the deterlllinants of customer satisfaction (i.e., SERVQUAL dimensions are 

independent variables) were seen grouping them in(o five major categories. The heart of this 
, 

model is designed to assess the level of customer satisfaction with the five dimensions of 

service quality of tangibles, reliability, responsiveness, assurance and empathy in the 

context ofERCA. 

3.9 Methods of Data Analyses and Interpretation 

Depending on the nature of the research questions and the data collected, different 

statistical methods were employed in this study fo r data analysis and interpretation. SPSS 

was used to compute and analyze the data. To address the first research question, which 

dimensions of service quality are customers satisfied/dissatisfied with the customs service 

offered by ERCA in Addis Ababa, percentage, mean, standard deviations and one sample 

T-test were used with significance level of 0.05 . And a meancu! off value of three and 

above implying that the entire sample would be split into satisfied customers and 

dissatisfied customers for each item m each dimension of service quality. 

To answer the second research question, which dimensions of servIce quality are 

important to customers of ERCA in Addis Ababa? Percentage, mean, standard deviations 

and one sample T-test were used with significance level of 0.05. And a mean cut off 

value of four and above to spl it service quality dimensions that are important from 
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those that are not important to customers. Then the service dimensions are ranked by 

mean value in order to· indicate the importance of service quality dimensions to customers. 

Furthermore, Chi -square val ues are also used to test the difference between the 

respondents' characteristics with each service quality dimensions in terms of age, gender, 

level of education, years of experience and training in customs. Lastly, percentage is used 

to analyze various characteristics of personal background. 

3.10 Reliability of SERVQUAL Instrument 

Prior to reporting the results of this survey, it is vital to test the reliability of the minor 

changed SERVQUAL instrument used in the data co llection. Saunders et al. (2007) 

defines reliability as " ... the consistency or repeatability of scores on some measure of 

interest" . The aim of a reli ab ility test is to establ ish the exten t to which the survey 

instrument would produce consistent results across the target respondents. Parasuraman 

et a l. (1988; 1991) tested the internal consistency of SERVQUAL and found it to be 

reliable. Reliability of SERVQUAL has also been tested within a public sector context 

(Orwig et al. 1997; Fuentes, 1999; Dorll1elly et al. 2006) and acceptable levels of internal 

consistency were obtained. The internal consistency of dimensions within the modified 

SERVQUAL instrument was tested using Cronbach's Coeffic ient Alpha. Cronbach 's 

alpha coefficient has been used to test the reliability of the SERVQUAL instrument in 

previous publ ic and private sector studies (e.g. , Babakus and Mangold, 1992; Triplett et 

al. 1994; Orwig et al. 1997; Fuentes, 1999; Cook and Thompson, 2000; Badri et al. 2005; 
I 

Donnelly et al. 2006). 

Despite the acceptable levels of reliability observed in the previous studies, it is important 

that the instrument's rel iabili ty be tested in the specific context of this study. As with all 

appl ications of SERVQUAL, the instrument used in this study is .also slightly modified to 

make it relevant to the customs service studied in ERCA. Since the instrument is 

modified, it is different from the original instrument by Parasuraman et al. (1988; 1991) 

and therefore it had to be tested for internal consistency. In this research, Cronbach 's 

alpha coeffici ent was calculated on expectation and importance scores across the whole 

sample in the study area. The overall sample alpha scores using SPSS are reported in 

Table 1. 
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Table 1. Results of the Cronbach' Coefficient Alpha Reliability Test 

Dimension Cronbach's Number of Items 
Coefficient Alpha 

Tangible 0.686 4 
Reliability 0.782 5 
Responsiveness 0.771 4 
Assurance 0.851 4 
Empathy 0.704 5 
All the above items reliability 0.907 22 
Importance of Dimensions 0.918 5 
All Items 0.8 11 27 

From Table 1 it can be seen that scores for all expectation and importance service quality 

dimensions are above the 0.7 threshold except tangible which was 0.686, is very close to 

the 0. 70 tlU'eshold , and is thus considered acceptable. The alpha scores indicated the 
I 

internal consistency of the SERVQUAL instrument was high and thus the scores obtained 

were reliable. The instrument is therefore suitable to use in the study. The acceptable 

level of reliability for alpha coefficients depends on the nature of the study. However, as 

a rule of thumb, Nunnally (1978) suggested alpha coefficient level of 0.70 or higher as a 

generall y acceptable level ofl'eliability. 
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CHAPTER FOUR 

ANALYSIS AND INTERPRETATION OF THE DATA 

This chapter covers the discussion of the qualitative and quantitative data analysis. The 

analysis of data divided into two parts. The first part of the analysis focuses on data 

collected from customs agents, which are evaluated using SERVQUAL analysis. This 

section covers quantitative analysis of the survey data and is concerned with evaluating 

customers' satisfaction by SERVQUAL of ERCA. The second part of this chapter covers 

the analysis of qualitative data collected from customs agents and the president of transit 

association. 

Data analysis first focuses on determining the extent of customers' satisfactions and their 

expectations of the quality of services provided by the two customs departments. The aim 

is to determine the leve l of customers sati sfactions based on ind ividual SERVQUAL 

dimensions scores for 'the sampled area under study. The relative importance attached to 

each of the five SERVQUAL dimensions by the respondents is also measured because it 

has the potential to influence customers' overall satisfaction in the service quality of 

ERCA. Respondents were asked to allocate how important is each dimension of service 

quality by using the scale of 1-5. The next section describes analysis of data, results and 

findings to answer the research questions. The last part covers the di scussion on customs 

problems and possible recommendations to reduce those problems in ERCA. 

4.1 Demographic Characteristics of Customs Clearing Agents 

The discuss ion here focuses on the respondents' demographic information or sample 

profile. As noted earl ier, the sample is drawn from Addis Ababa customs station in Kality 

and Addis Ababa Airport Cargo Section of ERCA. The demographic ?ata of study 

participants in terms of gender, age, level of education, years of experience, the type of 

organization working before joining customs clearing agent, relevant training in modern 

customs clearing service and motivation in updating their knowledge in customs 

operations are presented by using tables. 
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Table 2. Respondents' Profile 

Characteristics Category Frequency Percentage 
1. Respondents' Gender Ma le 98 74.8 

Female 33 25 .2 
Total 131 100.0 

2. Respondents ' Age 29 years and below 47 35.9 
30·39 years 72 55.0 
40-49 years II 8.4 
50 years and above I 0.8 

Total 131 100.0 
3. Respondents ' Level of Diploma 82 62.6 

Education BA/B.Se 45 34.4 
MA/M.Se 3 2.3 
Others I .8 

Total 131 100.0 
4. Respo ndents' Years of 5 years and below 4 1 31.3 

Experience as Customs 6-10 years 72 55.0 
Clearing Agent I I years and above 18 13.7 

Total 131 100.0 
5. Are You Working in any Yes 123 93.9 

Organization Before No 8 6.1 

Joining a certified Total 131 100.0 

Cnstoms Clearing Agent? 

6.Type of Organization Governmental 85 64.9 
Respondents Worked in Organi zation 

Before Being become Private Business 38 29.0 

Customs Clearing Agent Organi zation 

Others 8 6.1 

Total 131 100.0 

7. Did yo u get relevant Yes 104 79.4 
training in modern 

No 27 20.6 
customs clearing service 
from ERCA? Total 131 100.0 

8. Are you motivated in Yes 126 96.2 
updating your knowledge 

No 5 3.8 
in customs service? 

Total 131 100.0 

As sho wn in Table 2, a total of 98 males and 33 females responded to the survey. Males 

accounted for almost 74.8 percent and females accounted for 25.2 percent of the 

respondents. According to the Transit Transport Operators Association Offiee of 
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Ethiopia, the gender di stribution of customs clearing agents is more in male than female. 

This further implies that the profession of customs clearing was male dominating in 

ERCA customs operations. 

In terms of ages Table 2, displayed 55 percent of the respondents be long to the age group 

of 30-39 years. Forty seven (35.9%) of them are 29 years and under and I I (8.4%) are 

between 40-49 years. Only I (0. 8%) belongs to the category 50 years and above. This 

further implies that the majori ty of the respondents 84 (64. 1%) fall in the age group of30 

years and above. 

With respect to respondents educational level, Table 2 di splayed the majority 82 (62.6%) 

are diploma holders whi le 45 (34.4%) are BA/B.Sc. degree graduates. A further 3 (2.3%) 

reported to be at MA/M .Sc. degree leve l. As indicated in the Table, most of the , 
respondents have diploma qualifications, fo llowed by university degree qualifications 

(BAlB.Sc. degree) and second degree qualifications (MAlM.Sc. degree level). This 

indicates that most of the customs clearing agents in the sampled area have the highest 

qualification. Thi s may have its own impact on the service provided by customs clearing 

service agents, for the qual ity of importing and expOliing goods as well as in their ability 

to provide reliable information in ERCA customs service. 

The overall sample distribution of respondents' years of experience as customs clearing 

agent in Table 2, shows 55 and 13.7 percent of them have a service year ranging from 6-

10 and 11 years and above respectively. Around 31.3 percent of customs clearing agents 

reported to have 5 years experi ence and below. Hence, the majority of sampled customs 

clearing agents have 6 years experience and above. It is believed that having such years 

of experience, the selected customs clearing agents would provide rel iable information in 

ERCA customs service. 

Table 2 shows that, 93.9 percent of sampled customs clearing agents replied that they 

have worked in other organizations before being certified as customs clearing agent while 

6. 1 percent repl ied that they haven't worked in any organizations before. This implies 

that the maj ority of respondents have an adequate amow1t of experience in service 

del ivery systems of different organizations. 
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Regarding the type of the organization Table 2 displayed 64.9 percent of customs 

clearing agents were working in governmental organization while 29 percent of them 

worked in private businesses. This implies that customs clearing agents have knowledge 

and an experience of the service quality and service delivery systems to the respective 

governmental organization. This also further shows that respondents were providing 

rel iable information for this study. 

The training and motivational conditions of customs clearing agents in Table 2, also shows that 

79.4 percent of sampled customs clearing agents replied that they have taken relevant 

training in modern customs clearing service fo r clearing importing and exporting goods 

on behalf of international traders in ERCA, while 20.6 percent of them replied that they 

haven't taken relevant training. This depicts that sizable customs clearing agents have 

relevant training in modern customs service operations whereas some of them are lack of 

relevant training. Furthermore, this shows that their contribution could be reliable 

because they have knowledge and experience. 

With respect to customs clearing agents' motivation 111 updating their knowledge in 

customs clearing service, as indicated in Table 2, the majo ri ty of sampled customs 

clearing agents (96.2 percent) are highl y motivated to update their knowledge. This 

depicts that sizable customs clearing agents are highly motivated to bringing up to date 

knowledge related to their profession. 

I 

4.2. Measuring Customer Satisfaction with Service Quality Dimensions , . 

In measuring customer satisfaction the SERVQUAL model questionnai t·es was used 

because it was supported by theory and practice. After the questiOlmaires were collected, 

the researcher explored the level of cllstomers' expectation towards service quality of 

ERCA in five areas of SRVQUAL di mensions. In computi ng expectation score of the 

respondents, the data were analyzed using SPSS program descriptive statistics­

frequencies, percentages, means and standard deviations. Customers were asked to rate 

their satisfaction of service quality using five point expectations scale: much worse than 

expected, worse than expected, equal to expectation, better than expected and much 
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better than expected were discussed and summarized using percentages as follows In 

Table 3. 

TABLE 3. Frequency Summary of Customer Satisfaction with Service Quality 

Dimensions 

Worse and Much Worse At least Equa l to Better and Much better 
SERV IC EQUA LlTV than Expected Expectation than Expected 

DIME S IO NS 

Freq uency Percentage Freq uency Percentage Frequency Percentage 

TANG IBLE 104 79.4 24 18.3 3 2.3 
RELIABILITY 120 91.6 10 7.6 I 0.8 
RESPONS IVENESS 11 2 85.5 16 12.2 0 2.3 J 

ASSURANCE 111 84.7 19 14.5 I 0.8 
EMPATHY 117 89.3 13 9.9 I 0.8 

As shown in Table 3, the majority of respondents 79.4 percent, 91.6 percent, 85.5 

percent, 84.7 percent and 89.3 percent rated their satisfaction as worse than expected and 

much worse than expected for tangibles, reli ability, responsiveness, assurance and 

empathy respective ly. Whereas, 18.3 percent, 7.6 percent, 12.2 percent, 14.5 percent and 

9.9 percent of respondents rated their satisfaction as equal to expectations for tangibles, 

reliability, responsiveness, assurance and empathy respectively. Also, 2.3 percent, 0.8 

percent, 2.3 percent, 0.8 percent and 0.8 percent of respondents rated their satisfaction as 

better as and much better than expected for tangibles, reliability, responsiveness, 

assurance and empathy respectively. 

In a nutshell, the majority of customs clearing agents are di ssati sfied in customs service 

offered by ERCA fo r all service quality dimensions since the majority of respondents are 

rated much worse than expected and worse than expected for all SERVQUAL. Moreover, 

the results of descriptive statistics are summarized graphically for each service quality 

dimensions in Appendix D. This is furthe r strengthened by the mean val ue in Table 4. 
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Table 4. Descriptive Statistics of Customer Satisfaction with Service Quality 

Dimensions 

Customers' Expectations towards Customs Service in ERCA 

Service Qua li ty Std. 

Dimensions 
No. 

N Mean Deviation Level of Customer 
Items 

Std. Satisfaction in ERCA 

Statistic Statistic Erro r Statistic 

Worse and Much Worse 

TANGIBLE 4 13 1 2.0305 .04638 .53080 than EXI}Ccted 

Worse and Much Worse 

RELIABILITY 5 131 1.5954 .04497 .51469 than EXI}Ccted 

Worse and Much Worse 

RESPONS IVENESS 4 131 1.9733 .0512 1 .586 10 than EX I}Ccted 

Worse and Much Worse 

ASSURANCE 4 13 1 14924 .05657 .64743 than Expected 

Worse and Much Worse 

EMPATHY 5 131 1.8076 .04548 .52059 than Expected 

As shown in Table 4, the overall satisfaction of expectation towards tangibles is worse 

and much worse than expected at a lower mean score of 2.03. The mean scores of 1.66, 

1.92,2.15 and 2.40 showed the authority has visually appealing materials with the type of 

services provided, the provision of visually attractive offices, equipment and facilities, 

the employees with neat professional appearance and it has modern and up-to-date 

customs service equipment respectively (see Appendix C). Therefore, customs clearing 

agents reported that visua lly appealing materials, offices layouts or designs, customs 

related equipment and facil ities not as good as in ERCA customs service. The findings of 

frequency distribution and the mean value of the tangibles variables confirm the 

impression that the technical aspects of the customs service should receive additional 

attention. This also agreed with findings by (Tambi et al. 2008; EIPA, 2008; Kastelan­

Mrak and Benazi6. 2009). 

As shown in Tab le 4. overall satisfaction of expectation concerning reliability dimensions 

is below average ( \.59). This means that ERCA customs service will not be performed 

58 



dependably and accurately as promised. Further into detail, the authority not provides 

their services at the time they promise (mean=1.51 ) plus not to do something in a certain 

time (mean= I .35) and the authority not performed customs service right at the planned 

time and duration (mean= I.59). When customers have any problems, ERCA's staff not 

sincerely solves the prob lems of customers with sympathetic and reassuring manner 

(mean= I.6). Fi nally, all the records at ERCA are much worse than expected to be keep 

their records accurately in error free marU1er (mean= 1.93) (see Appendix C). 

Consequently, this result shows that the customers are dissati sfied with the quality 

described in thi s dimension. 

This result is consistent with Kastelan-Mrak and Benazic, (2009), who studied customs 

service quali ty in Croati an. They found that reliability was the most important factor for 

ensuring forwarders sati sfaction. For example, the customs officials are not performed 

tasks as promised and resolved problems promptly. To strength .this EIPA (2008), states 

that reliability is the most important dimension in the Austrian case of the tax offices. 

Other studies also present similar findings (Curry and Bryslan, 2001 ; Shahin , 2005; 

Tambi et al. 2008). By focusing on th is dimension, ERCA in Addis Ababa needs to 

achieve high levels of sati sfaction. 

As shown in Table 4, the overall expectation towards responsiveness dimension was 

worse and much worse than expected with lower mean value of 1.97. The authority is not 

info rmed to their customers exactly when services to be carry out (mean=2.30), the 

employees not provides timely service (mean=2.03), not for all time willing to help 

customers (mean= 1.65), not demanding to respond to customer requests at the appointed 

time (1.92) (see Appendix C). This shows customers are not received good help when 

needed . The authority's inabi lity to responds to customers' requests reflects it is highly 

possible that customers are dissatisfi ed. 

These fi ndings are consistent with Kastelan-Mrak and Benazic, (2009), who states that 

responsiveness service quality dimensions are the main factor for forwarders satisfaction. 

Other studies also confirmed this notion (e.g., Parasuraman et al. 1988; Curry and 

Bryslan, 200 I; Shahi n, 2005; Tambi et al. 2008). It is essential that customs officials are 
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willing and ab le to help customers by providing prompt serv ice to meet customers' 

expectation. 

As shown in Table 4, the lower mean value of 1.49 showed the overall sati sfaction of 

expectation towards assurance dimension was worse and much worse than expected. 

Here it is showed the authority employees instill customer confidence, make customers 

feel comfortable, are consistently courteous or polite, have broad and deep knowledge to 

answer customers questions have the mean scores of 1.40, 1.47, 1.56 and 1.53 

respecti vely (see Appendix C). This pinpoints that there are gaps in the authority's 

employees in areas like having broad and deep Imowledge, skills, capacity, experience, 

trustworthiness, politeness, and responsiveness to customers. Tambi et a!. 2008; EIPA, 

2008; Kastelan-Mrak and Benazic, 2009 also reported si milar results. 

As shown in Table 4, the overall expectation concerning empathy dimension was worse 

and much worse than expected with lower mean value of 1.81. The authority is not giving 

customers individual attention (mean= I. 9 I), the employees are not giving customers 

individual attention (mean=1.50), failure to make customers' best interest at heart 

(mean= I.42), inability of employees to know and understand customers needs 

(mean= 1.54) and implementation of inconvenient working hours to all their customers 

(mean=2.67) (see Appendix C). As a result, customers are dissatisfied in the empathy 

dimension that represents the provision of caring and individualized attention to 

customers together with access or approachability, ease of contact, effective 

communication and understanding the customers. The results indicated that the ERCA 

staffs are not keen to help customs clearing agents. On this others like Kastelan-Mrak and 

Benazic (2009) fo und, customs staff are failed to give customers individual attentions. 

This is consistent with the studies of (McDonnell and Gatfield, 1998; Tambi et a!. 2008). 

Looking at the central tendency for customers' expectations regarding service quality 

dimensions (Table 4), one can see that a value is below average for all service quality, 

which means that ERCAs customers have low expectations regarding customs service. 

Customers' expectation regarding service is also an important variable in determining 

customer sati sfaction, which is aligned with the theories that claim that customer 
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sati sfactions is dependent on the fillfillment of customers' expectations (Anderson et al. 

J 994; Matzler et al. J 996; Anderson et al. J 997; Herrmann et al. 2000; Lovelock et al. 

2007; EIPA. 2008 etc .. ). To elaborate th is, customers have the lowest expectations about 

the knowledge and behavior of ERCA' s personnel at an average value of 1.49 and 

standard deviations (SDs) of 0.65 . The authority's ability to provide good service at the 

ti me it is promised is at an average value of J .59 and SDs · of 0.5 J. In caring and 

individual attention the authority provides its customers at an average value of 1.8 J with 

SDs of 0.52. Its willingness to help and giving good information is at an average value of 

1.97 with SDs of 0.59. Finally, the phys ical aspects are at an average value of 2.03 with 

SDs of 0.53. This is inconformity with Dillon et al. 1993, who argues that the more the 

individuals who participate in a study tend to give the same response to a particular 

question, the smaller wil l be the variance and standard deviation. When standard 

deviation is small, you can conclude that the ind ividuals are homogeneous (of like kind), 

and, consequently, the mean gives a good indication of the response of any particular 

individuals. 

The summary scores of the five dimensions are shown in mean columns (see in Table 4) . 

As a general ohservation, all dimension scores are negative (i.e. , worse and much worse), 

indicating that the customs service did not meet respondents' service expectations across 

the five dimensions. So, assurance is the worst service quali ty dimension, followed by 

reliabi lity, empathy and responsiveness, with tangibles being the least of all. This finding 

is similar with that of Kastelan-Mrak and Benazic (2009) who founded out that quality 

personnel are the main problems in customs service. They further stated that the quality 

of work and attitudes of customs officers concerning public interest are poor. Also, 

Tambi et al. (2008) has conducted a survey on service quality at Inland Revenue Board 

(IRB) of Ipoh Branch Office and the results reveal that most of the respondents are 

dissatisfi ed with the services provided by IRB. Furthermore, similar findings are 

observed in studies like (McDonnel l and Gatfield, 1998; Curry and Bryslan, 2001 ; 

Shahin, 2005). 

61 



FIGURE 1. Expectation of SERVQUAL Dimensions by Mean value 
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Figure I illustrates the level of customers' satisfaction using service quality dimensions 

by mean value. The figure indicated, the mean value for assurance, reliability, empathy, 

responsiveness and tangib les service quality dimensions are below 3 which mean all 

service quali ty dimensions in custom services are much worse and worse than expected. 

The total respondents' averages values are in all SERVQUAL dimensions of service at 

ERCA's customs are much worse and worse than expected. By this, it could be 

concluded form the total respondents that assurance considered the most important 

dimension of service quality and tangibles are considered the least important. 

FUl1hermore, the mean values are subsequently tested under Table 5 to determine 

whether they are sign ificant or not for a valid conclus ion. In order to veri fy whether the 

mean di fferences are significant or not, a one sampled T-test was conducted with 0.05 

significance level and a cut of three (3 .0) and above implying that the entire sample 

would be sp lit into satisfi ed customers and di ssatisfied customers for each item in each 

dimensions of service quality. Therefore , customer sati sfaction is at least equal to 

expectation whereas customers are not satisfi ed means sati sfaction is worse or much 

worse than expected. 
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Table 5. One Sample T-Test for SERVQUAL Dimensions 

One-Sample Test 

Test Va lue - 3 

I 1 Si9· (2- 1 Mean Level of 
SERVICE QUALITY DIMENSIONS t df tai led) Difference 95% Confidence customers' 

Interval of the sati sfacti on in 
Difference ERCA's customs 

service 

Lower Upper Lower Upper Lower Upper 

TANGABILES 

TA 1 The authority has modern and Customers' are 
up-ta-date customs service -9.188 130 .000 -.603 -.73 -.47 Dissatisfied 
equipment 

TA2 Provision of visua lly attractive Customers' are 
offices, equipment and faci lities -13.960 130 .000 -1.076 -1.23 -.92 Dissatisfied 
of the authority 

TA 3 The authority employees with Customers' are 
neat and professional -13.506 130 .000 -.855 -.98 -.73 Dissatisfied 
appearance 

TA4 The authority has visually , Customers' are 
appealing materials with the type -18.957

1 
130 .000 1 

-1.344 -1.48 -1.20 Dissatisfied 
of services provided· 

RELIABILITY 

RL 1 The authority promise to do Customers' are 
something by a certain time, they -30.477 130 .000 -1.649 -1 .76 -1.54 Dissatisfied 
should to do so 

RL 2 The authority sincerely solves 
-19.816

1 
130 .000 -1.405 -1.54 -1.26 Customers' are 

the problems of customers Dissatisfied 

RL 3 The authority performs service 
-22.392 130 .000 -1.41 2 -1.54 -1.29 

Customers' are 
right at the first time Dissatisfied 

RL 4 The authority provides their Customers' are 
services at the time they promise -25.347 130 .000 -1.489 -1.60 -1.37 Dissatisfied 
to do so 

RL 5 The authority keep their records -17.948 130 .000 -1.069 -1. 19 -.95 Customers' are 
accurately in error free manner Dissatisfied 

, I 
RESPONSIVENESS 

RS 1 The authority to te1!s their Customers' are 
customers exactly when services -10.036 130 .000 -.702 -.84 -.56 Dissatisfied 
will be performed 

RS 2 The authority employees Customers' are 
provides prompt service to -14.719 130 .000 -.969 -1.1 0 -.84 Dissatisfied 
customers 
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RS 3 The authority employees always 
-19.984 130 .000 

Customers' are 
willing to help customers -1 .351 -1 .48 -1.22 Dissatisfied 

RS 4 The authority employees always Customers' are 
too busy to respond to customer -17.402 130 .000 -1 .084 -1.21 -.96 Dissatisfied 
requests promptl y 

ASSURANCE 

AS 1 The authority employees who 
-24.612 1 .000 I Customers' are 

instill customer confidence 130 -1 .595 -1.72 -1 .47 Dissatisfied 

AS 2 The authority employees who Customers' are 
make customers feel comfortable -23.374 130 .000 -1.527 -1.66 -1.40 Dissatisfied 

AS 3 The authority employees who Customers' are 
are consistently courteous or -20.504 130 .000 -1.443 -1 .58 -1 .30 Dissatisfied 
polite 

AS4 The authority has knowledgeable Customers' are 
employees that answer -20.554 130 .000 -1 .466 -1.61 -1 .32 Dissatisfied 
customers questions 

EMPATHY 

EM 1 The authority giv ing customers 
-18.561 130 .000 -1.092 -1.21 -.98 Customers' are 

individual attention Dissatisfied 

EM 2 The authority employees who Customers' are 
give customers individual -21 .318 130 .000 -1.504 -1.64 -1.36 Dissatisfied 
attent ion 

EM 3 The authority to have customers ' -25.400 130 .000 -1.580 -1.70 -1.46 Customers' are 
best interest at heart Dissatisfied 

EM4 The authority employees to know Customers' are 
and understand customers -23.688 130 .000 -1.458 -1 .58 -1.34 Dissatisfied 
needs 

EM 5 The authority working hours that Customers' are 
are convenient to all their -4 .068 130 .000 -.328 -.49 -.17 Dissatisfied 
customers 

As shown in Table 5 in order to identify which dimensions of service quality customers 

are satisfied or not, the negative or positive mean differences are tested to know whether 

it is significant or not. In this study, customer sati sfaction means the mean value is at 

least equal to expectations. A one sampled T-test is significant or not under two 

conditions for va lid concl usion: using the sign ificance of the mean difference and the 

confidence interva ls_ The mean difference is significance where the corresponding 

significant value (P-value) is less than the chosen significant value of 0_05 (P<0.05). On 

the other hand, the mean difference is not significant where it is more than or equal to the 

chosen significant value (P?.0.05) . A significant positive mean difference with positive 
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confidence intervals means that customer satisfaction is significantly better and much 

better than expected, wh ile a significantly negative mean di fference with negative 

confidence intervals means that customer satisfaction is worse and much worse than 

expected. Then, a confidence interva l with positive and negative values means that 

customer satisfaction is at last equal to expectation. 

Thus, the results in Table 5 shows that for all service quality dimension items mean 

differences and confide nce intervals are negat ive. This implies that the level of customer 

satisfaction in customs service offered by ERCA is worse and much worse than expected 

for the following 22 items of service quali ty dimensions: Tangibles (i.e. , TAl , TA2, TA3 

and TA4), Reliability (i. e., RLl , RL2, RL3, RL4 and RLS), Responsiveness (i.e. , RSl , 

RS2, RS3 and RS4), Assurance (i. e., AS I, AS2, AS3 and AS4) and Empathy (i.e., EMI, 

EM2, EM3, EM4 and EMS). 

As mentioned previously in thi s paper customer's expectation is a key indicator for 

customer' s sati sfaction. The overall performance of customs service of ERCA for all 

dimensions of service quali ty items is significantly rated blow the cut-off value of 3, and 

all confidence intervals are negative in this survey. Therefore, it could be safely 

concluded customers are not satisfied with customs service qual ity del ivered by ERCA 

with 95 percent confid'ence interval. 

4.3. Importance of SERVQUAL Dimensions 

Customers were asked to rate the importance of service quality dimensidns on a five­

point Likert scale: "Not at all important", "Not important", "Neither important nor 

unimportant", "Important" and "Very important" . A summary of frequency and 

descriptive statistics are presented in Table 6 and Table 7 respectively. 

6S 



Table 6. Frequency Summal'y of Important Service Quality Dimensions 

Not·at-a ll Not Very 

SERVI CE QUALITY important important Neither Important important Tota l 

DIM ENS IONS f % f % f % F % f % F 

TANGIBLE (The 
appealing nature of 
physica l fac il ities, 

8 6.1 11 84 18 13.7 44 33.6 50 38.2 131 equ ipment, personnel , 
commun ication materials, 
etc) 

RELIABILITY 
(Co mpetence to g ive 

6 4.6 8 6.1 11 84 38 29.0 68 51.9 
time ly, re li ab le services 131 

and truthful to promise) 
RESPONSIVENESS 
(Attend in g to customers' 

4 3. 1 16 12.2 10 7.6 25 19.1 76 58.0 needs and compla ints 131 

promptly any tim e) 

ASSURANCE (Assurance 
of the knowledge and 
courtesy of employees and 9 6.9 5 3.8 9 6.9 22 16.8 86 65.6 13 1 

their ab ili ty to inspire trust 
and confidence) 
EMPATHY (S howing of 
respect, care and 

8 6.1 6 4.6 15 11.5 31 23.7 71 54.2 
understand ing of customers 131 

needs) 

In Table 6 of tangible section (i.e. , the appealing nature of physical fac ilities, equipment, 

personnel , communication materials), the majority of respondents, 7 1.8 percent, reported 

that the tangible feature of service quality dimensions in custorns service are important 

and very importwlt, 13.7 percent respondents said that tangibles are neither important nor 

unimportwlt and only a limited number of respondents, 14.5 percent, said they are not 

important lli1d not at all important. Therefore, the majority of customs clearing agents 

reported that physical faci lities, equipment, and appew'ance of personnel are importlli1t 

and very important in customs service offered by the authority. 

Regarding ERCA employees' competence in giving timely, reliable, promise and truthfu l 

customs services (Table 6) the majority, 80.9 percent, of customs clearing agents reported 

that reliabi lity dimensions of service quality are important and very impOliant, 8.4 

66 

% 

100 

100 

100 

100 

100 



percent of them selected that they are neither important nor unimportant, and 10.7 percent 

of them said that they are not important and not at all important. Consequently, the 

majority of customs clearing agents reported that ability to perform the promised service 

dependably and accurately within a given period of time is important in customs service 

offered by the authority. 

The service quality dimensions for attending customer's needs and complaints promptly 

at any time which are listed as important and very important, neither important nor 

unimportant, not important and not at all imp0l1ant were scored by the customs clearing 

agents 77.1 percent, 7.6 percent and 15.3 percent respectively (Table 6). As a result, the 

majority of customs clearing agents reported that the willingness to help customs clearing 

agents and provide prompt customs clearing service is important in customs services 

offered by the authority. 

Respondents were also asked to indicate the assurance of knowledge and courtesy of 

employees and their ability to inspire trust and confidence. This in Table 6, is depicted 

that 82.4, 6.9 and 10.7 percent customs clearing agents rated the items as important and 

very important, neither important nor unimportant, not important and not at all important 

respectively. Therefore, the majority of customs clearing agents reported that assurance 

service quality dimensions during customs clearing operations are impOliant in customs 

services offered by the authority. 

As far as the contribution of showing respect, care and understanding of customers needs 

in customs service (Table 6) 77.9 percent of sampled customs clearing agents rated as it 

is important and very important. While 11.5 percent of them rated it is neither important 

nor unimportant, and' 10.7 percent of them rated it is not imp0l1ant and not at all 

important in customs services. So, the majority of customs clearing agents described that 

caring and individualized attention provided by the authority to its customers during 

customs clearing services are important. 

To sum up, the majority (71.8, 80.9, 77.1, 82.4, and 77.9 percent) of the respondents' pin 

point that all aspects of service quality dimensions are important and very important in 

customs service operations of ERCA in order to satisfy all customers. This is also further 
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strengthened by the mean value in Table 7. Summary of customer satisfaction with 

service quality dimensions based on the results of Table 6, frequency, and Table 7, mean 

value, are displayed in the fo rm of bar graph in Appendix F. 

Table 7. Summary of Descriptive Statistics oflmportant Service Quality Dimensions 

Service Quality N Mean Std. Deviation 

Dimensions Statistic Statistic Std. Errol' Statistic 

TANGIBLE 13 1 3.89 .104 1.185 

RELIABILITY 131 4.18 .097 1.113 

RESPONSIVENESS 131 4.17 .103 1.184 

ASSURANCE 13 1 4.3 1 .104 1.189 

EMPATHY 13 1 4. 15 .103 1.173 

Asked to place in their importance scale the services quality dimensions delivered by 

ERCA, customs clearing agents rated that the knowledge and courtesy of employees and 

their ability to inspire trust and confidence in customs service are above average valne 

(4.31) with standard deviation (SOs) of 1.1 9. Following to this the ability to provide good 

service at the time it is promised in reliable and truthful manner rated with an average 

value of 4. 1S with SOs of 1.11 , next the willingness to help illId give good information by 

understanding customer's needs and complaints promptly at illly time rated with an 

average value of 4.17 with SOs of LIS. Then rated the authority provides its customers 

with showing respect, caring, attention and understanding of individualized customers 

needs with an average va lue of 4.15 with SOs of 1.17 which are mentioned by customs 

clearing agents as important se rvice qual ity dimensions in ERCAs customs service 

operations. Finall y, the physical aspect such as appealing nature of physical facilities, 
I 

equipment, personnel, and communication materials is rated below average value of 3.S9 

with SOs of 1.1 9 which meant it is unimportant service quality dimensions in ERCAs 

customs servi ceo 

Therefore, assurances are the most important servIce quality dimension followed by 

reliability, responsiveness and empathy whereas tangibles are unimportant dimension 
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according to the results of mean, vari ance and standard deviations value. The results of 

this study are in conformity with the findings of Ramseook-MunllUrrun et al. (2010) in 

which customers rated the importance of the attributes of reliability, assurance, 

responsiveness and empathy of services quality dimensions in a public service context in 

Mauritius as important. Similar trends are shown by other studies (McDonnel l and 

Gatfield , 1998; Curry and Bryslan, 200 1; Shahin, 2005). 

In contrast, the find ings are not in line with other results recorded in public sector 

organizations. Sharifah Latifah et al. (2000 cited in I1haamie, 2010) indicate that 

responsiveness is the second lowest dimension after empathy which indicates need for 

improvement in their study to determine customer sati sfaction as a result of TQM 

implementation in six ministries in Malaysian using SERVQUAL instnnnent. While, 

I1haamie, (2010) found that tangible is the most important service quality dimension 

followed by reliability, responsiveness, assurance and empathy in his effort to examine 

the level of service qual ity, expectation and perception of the external customers towards 

the Malays ian public services using SERVQUAL instrument. 

According to Kealesitse (2009), customers were generally dissati sfied with all dimension 

of service quality across the six government departments throughout Botswana by using 

SERVQUAL instrument. Reliability consistently has a high importance weight in most 

depat1ments. It was ranked first in four out of the six departments, second in one 

department, and third in another department. Empathy consistently comes last in most 

departments except in two instances where it is ratlked fourth. The lowest empathy 

weights are consistent with results from other studies conducted in both public and 

private sectors (Parasuraman et al. 1991; Wisniewski, 2001; Badri et a l. 2005; EIPA, 

2008). 
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FIGURE 2. Importance of SERVQUAL Dimensions by Mean value 
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Figure 2 illustrates the importance of service quality dimensions sequenced by mean 

value as they are rated by customs clearing agents. As indicated in the fi gure, most of the 

respondents stated that the mean score above 4 for assurance, followed by reliability, 

responsiveness and empathy are important whereas tangibles are unimportant in customs 

service operations. Furthermore, the mean values are subsequently tested in the next 

sections under Table 8 to determine whether they are significant or not for a valid 

conclusion. 

In order to identi fy the important and unimportant dimensions, a one sample T-test was 

used to test the significance of the mean importance rating at 0.05 significance level and 

with a specified constant or cut off value of four (4.0) to split service quality dimensions 
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that are important from those that are not important to customers. The results are 

summari zed in Table 8. 

Table 8. One Sample T-test for Importance of SERVQUAL Dimensions 

O ne-Sample Test 
Test Value = 4 

95 Co nfide nce 

Sendce Quali ty 
Inte rva l of the 

t df Sig Mean Difference Remarks 
D imensions (2-tailed) Difference 

Lower Upper 

TANGIBLE 
-1.032 130 .304 -.107 -. 31 .10 

Not 
Important 

RELIABILITY 1.806 130 .073 .176 -.02 .37 1 Important 

RESPONSIVENESS 1.623 130 .107 .168 -.04 .37 Important 

ASSURANCE 2.939 130 .004 .305 .10 .51 ImpOltant 

EMPATHY 1.489 130 .139 .153 -.05 .36 Important 

Table 8 indicates that, all the mean differences of service quality dimensions are not 

significant because they are more than the chosen signi ficant value (P>0.05) but in 

assurance dimension of service quali ty there is a significance. Notably, "Tangibles" is not 

significant and unimportant to customers in receiving or using customs services of 

ERCA; since it had a negative mean difference and confidence intervals. Conversely, the 

following four dimensions of service quality had a positive mean difference, positive and 

negative va lues of confidence intervals, and so were rated as important to customers they 

are assurance, reliability, responsiveness and empathy. 

Table 9 shows ranking of service quality dimensions 111 the order they are prioritized 

according to the dimensions which are perceived more important than others by 

customers. 
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Table 9. Pl'iol'itized Dimensions of SERVQUAL in ERCA 

SERVICE QUALITY RANKINGS 

DIMENSIONS (IN ASCENDING ORDER) 

ASSURANCE 1 

RELIABILITY 2 

RESPONSIVENESS 3 

EMPATHY 4 

TANGIBLE 5 

Table 9 indicates that the most important service quali ty dimension to the customers' is 

assurance quality, followed by reliability, responsiveness and empathy. The tangibles 

dimension of service quality is unimportant to the customers. 

Furthermore, the Chi-square value of each service quality item have been computed to 

reveal whether or not there is a significant differences between the respondents' service 

quality dimensions in terms of age, gender, level of educati on, years of experience and 

trai ning in customs sel;vice. Based on the chi-square values at 0.05 levels of significance, 

almost all Chi-square values of each item were noted to be below table value which 

reveals that there is no significant difference between the respondents (Appendix H). 

Therefore , Chi-square tests computed to determine any differences between the 

respondents ' service quality dimensions in to all respondents' profiles were not­

significant. This shows that there exists mutual agreement between the respondents in 

choosing the service qual ity dimensions for customs service. 
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Table 10. SERVQUAL Dimensions Priority-Satisfaction Matrix 

CUSTOMERS SATISFACTION 

Better and At least Worse and Much 

Much Equal to Worse than 

bettel' than Expectation Expected 

Expected 

ASSURANCE - - AS I, AS2, AS3, AS4 

RELIABILITY - - RLJ, RL2, RL3, RL4, RL5 

RESPONSIVENESS - - RSI , RS2, RS3 , RS4 

EMPATHY - - EM I ,EM2,EM3 ,EM4,EM5 

TANGIBLE - - TA l , TA2, TA3 , TA4 

The dimension priority matrix (Table 10) shows customer satisfaction fot each of the 

prioritized dimension of service quality in ERCAs customs service. The table indicated 

that for the dissatisfaction dimension items, thirteen (13) of them are more important to 

customers: AS I, AS2, AS3, AS4, RLI , RL2, RL3, RL4, RL5, RS1 , RS2, RS3 and RS4; 

fi ve are less important : EM I, EM2, EM3, EM4 and EMS; while the remaining four are 

unimportant to customers: TAl , TA2 , TA3 and TA4. 

4.4 Summary of Discussions 

4.4.1 Research Question One 

Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quality are Customs Clearing Agents satisfied/dissatisfied? 

A significance test of the mean rating for satisfaction with service quality (Table 5) 

provides a significantly negative mean difference with negative confidence intervals, 

implying that customers are significantly not sati sfi ed in the following twenty-two (22) 

SERVQUAL di mension items: AS I, AS2, AS3, AS4, RLI , RL2, RL3 , RL4, RL5, RSl , 

RS2, RS3 , RS4, EMI , EM2, EM3 , EM4, EM5 , TAl , TA2, TA3 and TA4. The majority 
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of customs clearing agents do not responded saying at least equal to expectation and/or 

better or much better than expected to report the level of sati sfaction they get with service 

quality dimensions in ERCA. Therefore, it is safe to conclude with 95 percent confidence 

that customers are di ssatisfied for those service quality dimensions. 

4.4.2 Research Question Two 

Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quality are important to Customs Cleal"ing Agents? 

The descriptive statistics in Table 9 shows that the most important servICe quality 

dimension to the customers' is assurance quality, followed by reliability, responsiveness 

and empathy. The tangibles dimension df service quality is unimportant to the customers. 

Also a significant test of the mean (Table 8) at 0.05 significaIlt level with a specified 

constant of 4 indicated that four SERVQUAL dimensions are perceived as important by 

customers. They are: assurance, reliabi li ty, responsiveness and empathy; while only one, 

tangibles, is considered l1lllmpOliaIlt service quality dimension. Moreover, in prioritizing 

the SERVQUAL dimensions, the mean ranking of the dimensions (Table 9) indicated 

that assurancc is the most important dimensions, followed by reliability, and 

responsiveness, by making empathy the last impoliant dimension. 

In relation to thi s a similar research work carried by the research work of European 

Insti tute of Public Administration (EIPA, 2008) in Austrian tax offices sowed the three of 

most important SERVQUAL dimensions: assurance, reliability and responsiveness were 

found among the strongly rated SERVQUAL dimensions. SimilaI·ly, assurance and 

reliability were strongly rated SERVQUAL dimensions in Taiwan with the research title 

of ' Improvement of Service Quality for Container Terminals ' in the work of Hsu et al. 

(2008). Equall y reliability, responsiveness and empathy are the three most important 

dimensions in the work of Aliah and Tarmize (1998 cited in IlhaaJ11ie, 2010). In the SaIne 

way responsiveness is the most important dimension for taxpayers in Malaysian Abdullah 

(2006 cited in llhaam ie, 2010), but a research carried out by Kastelan-Mrak and Benazic 

(2009) in Croatian Customs Services found out human factors (competence, 

responsiveness ... ) are more important than others. According to Swedish Customs 
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Authority research in customs servIce quality, assurance and reliability are more 

important to improved customs service systems, quality and efficiency (ErPA, 2008). 

Even if tangibles which found to be more important in Taiwan service quality for 

container terminals (Hsu et al. 2008), they were not found to be important at all in 

ERCA's customs service as well they received lower rating in Croatian Customs Services 

and Austrian tax offices. Again , while empathy was less important in ERCA's customs 

service, it received strong rating in Croatian Customs Services and was less important in 

Taiwan and Austrian. The trends in these comparative findings are consistent with the 

concl usions of Chowdhary and Prakash. (2007. p. 506) that "--- no simple generali zation 

of relative importance,of determinants of service quality is possible --- that importance of 

determinants of quality customers would vary across different service type". 

A careful analysis of satisfied/dissatisfied dimensions in relations to customer prioritized 

dimensions i. e., Dimension Priority-Satisfaction Matrix (Table 10) provides some 

significant findings. 

In all of the 22 service quality dimensions customer satisfaction is wOlih and much worth 

than expected, thirteen (13) of them (AS I , AS2, AS3 , AS4, RL l , RL2, RL3, RL4, RL5, 

RSI , RS2, RS3 and RS4) are rated to the more important service quality dimensions: 

assurance, reliabi li ty, responsiveness; while five (5) of them (EM I, EM2, EM3, EM4 and 

EMS) rated less importan t dimensions such as empathy; finally four (4) of them (TAl, 

TA2, TA3 and TA4) al'e unimportant service quality items by customs clearing agents. 

4.5 Customs Service Problems in ERCA 

The customs clearing agents and the president of transit transport operators association of 

Ethiopia were asked to list down customs service problems ex isted in ERCA. The former 

ones stated that employees ' and organization related problems are the major factors that 

contribute to customs service inefficiencies in terms of lack of educated man power with 

good work experience in customs service, proper work ethics (mistreating customers), 

transparency and effective partnership, between the business and customs authority. 

Moreover, excessive doc umentation, inefficient and ineffective management techniques, 

not giving reliable information to customers on time, inadequate procedures are among 
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the problems mentioned by the customs clearing agents . All these together create 

cumbersome customs procedures and formalities imposed costs (whether direct or 

indirect) on traders both in monetary and in non-monetary terms leads to customers 

dissati sfaction wi th the service delivered by ERCA. This finding is also similar with 

studies like (e.g. , Haughton and Desmeules, 2001; Sawhney and Sumukadas, 2005 ; Kidd 

and Crandall , 2006; USAID, 2009; Ireland, 2009; Buyonge and Kireeva, 2009; East 

AFRITAC, 2009; IMF, 2009; Mukiibi, 2010). 

The pres ident of transit transport operators association in addition to his agreement with 

all the problems mentioned above he added lack of specialized educated man power with 

good work experi ence in customs service specifically based on the nature of the items 

and lack of recent information commodi ty valuation price/price assessment list are the 

major factors that affect the work of customs service. He also mentioned importers are 

the mai n causes that contribute to customs service inefficiencies by submitting under 

invoicing of all the imported merchandise to customs authority. All those problems are 

related to employees, organizational and importer factors. According to the president 

reforms usually should run with high levels of attention being dedicated to the employees 

and organizational factor. Also education, motivation and other investments dedicated to 

improving the ' employees' side ' surely must produce a positive impact on service 

delivery and customers satisfactions to boost ERCA 's efficiency. The authors listed 

below also reported the same findings in the national context (Cabanius, 2003; Gebi­

Leleimat, 2007, 2008; ml, 2007; USAID and BIZCLIR, 2009; WB, 2010). 

4.6 Suggestions to Improve the Quality of Customs Services in ERCA 

The customs clearing agents and the president of transit association recommended 

measures that should be taken to improve the quality of customs services of ERCA. 

Regarding major actions to be taken by ERCA, the most repeated are the following : 

~ Customs laws, regulations, administrative guidelines and procedures should be: 

• made public and provided to clients in an easily accessible manner 

• applied in a stable and uniform manner 
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• simpli fied to the possib le ex tent so that customs clearance can proceed 

without undue burden 

• appropriate, be harmonized with internationally agreed standards 

~ The customs administration should be free of corruption and strive to uphold the 

highest levels of integri ty 

~ The authority should make maXll11lllTI use of information and communication 

technology system of customs service which supports processes in customs service 

~ The authori ty should strive to develop co-operati ve relationships with all 

stakeholders including government agencies, the private sector and other customs 

adm i n istrations 

~ The authority should work with c li ents to ass ist them to improve their level of 

vo luntary compllance 

~ Professionali zing customs through appropriate personnel recruitment, development, 

and management policies; better salaries; adequate and sustained training; and 

in terna l controls 

~ A valuation database should be established and constantly updated. In addition to 

this, advance rulings on valuation should be introduced whenever possible, so as to 
I 

speed up the clearance process and give importers assurance of the tariff and tax 

burden 

~ The authority should deve lop and operate a scheme for a laboratory service which 

supports the overall customs business strategy by establishing the nature, tariff 

classificat ion, origin and value of goods in order to implement, fo r the purposes of 

customs duties and revenue collection, commercial policy, antidumping, security 

measures, environmental and citizens protection, and agricultural goods controls 
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eRA PTER FIVE 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

This concluding chapter summarizes the purpose and the research questions of the study, 

the review literature, the major findings and conclusions, di scusses the implications 

for ERCA, and makes reconullendation for the authority and further research. 

5.1 Summal'Y 

The purpose this study was to measure customer satisfaction with service quality 

delivered by ERCA. The study examined customer satisfaction with service quality 

dimensions and the customers made to prioritized SERVQ UA L in customs service of 

ERCA To ac hieve thi s end , the foll owing leading questions were raised for investigation: 

I. Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quality are Customs Clearing Agents satisfied/dissatisfied with? 

2. Of the customs services offered by ERCA in Addis Ababa, which dimensions of 

service quali ty are important to Customs Clearing Agents? 

In the review literature, attempt was done to cover an overview of customs like defining 

customs and customs clearance, role and players of customs, roles and responsibilities of 

customs clearing agent in Ethiopia, benefits and challenges of customs, concepts and 

theoretica l framework like defining customer, concept of customer satisfaction, 

signifi cance of customer satisfaction and its measurement, determinants of customer 

satisfaction, approaches to determining customer satisfaction, customer satisfaction 
I 

measurement scales, service and service quality, relationship between service quality and 

customer sati sfaction, customers' evaluation of service quality, measuring service quality, 

SERVQUAL Model, debate on the efficacy of SERVQUAL, applications of 

SERVQUAL in the public sector and prioritizing service quality dimensions. 

To get answer fo r the research questions out of 598 legally registered Customs Clearing 

Agents in Addis Ababa, who are currently providing customs clearing services 131 

customs clearing agents from the two customs offices and the president of the 
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association, were made to fi ll questionnaires and with the later alone made an interview 

with structured questionnaires. All of the questionnaires were returned and the responses 

were ana lyzed using Percen tage. Mean. Standard Deviations, One Sample T-test and Chi­

square. Depending on the result of data analys is and di scussion made, the fo llowing 

major findings were obtained: 

I. The majority of customs cleari ng agents are dissati sfi ed for all service quality 

dimensions of reliabili ty, empathy, responsiveness, assurance and tangibles, 

because all service quality dimensions are rated worse and much worse than 

expected. The central tendency for customers' expectations regarding service 

quality dimensions assurance is the worst service quality dimension, followed by 

rel iabi lity, empathy and responsiveness, with tangibles being the least of all. Also 

customer sat isfaction with service quality di mensions by using one sampled T­

test, customer were di ssati sfi ed in custom services fo r the fo llowing SERVQAL 

dimensions: Tangibles (such as, TAl , TA2, TA3 and TA4), Reliability (such as, 

RLI , RL2, RL3, RL4 and RLS), Responsiveness (such as, RSl , RS2, RS3 and 

RS4), Assurance (such as, AS I , AS2, AS3 and AS4), and Empathy (such as, 

EM I, EM2, EM3, EM4 and EMS). 

2. Assurance, Rel iabi lity, Responsiveness and Empathy are important service quality 

dimensions in ERCA's customs service while Tangibles are unimportant 

according to one sampled T-test results. Similarly based on the analysis made in 

percentage all aspects of service quality dimensions fonnd to be important and 

ve ry important. However, assurances are the most important service qual ity 

dimension fo llowed by reliability, responsiveness and empathy whereas tangibles 

are unimportant dimension according to the results of mean, variance and 

standard deviations value. Chi-squaTe results are also show there is no significant 

di fference between respondents which shows that there exists mutual agreement 

between the respondents in choosing the service quality dimensions for custom 

servIce. 
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3. According to customers-priority matrix , assurance is the most important service 

quality dimension, fol lowed by reliability, responsiveness while empathy is the 

last important. But tangibles dimension is found to be unimportant to customers. 

5.2 Conclusion 

Generally, this study showed how ERCA's customs service rendering is below the 

expectations of customs clearing agents. Aspects like the knowledge and courtesy of 

employees and their ability to inspire trust and confidence which falls under assurance 

are the areas need to get urgent attention of ERCA's reform. Similarly competence to 

give timely, re liable services and truthfulness to promise to the required services which 

are categorized under reliability service dimensions are identified as the next problem 

areas need to get the authority's attention. Also attend ing to customers' needs and 

complaints promptly at any time which are resu lts of responsiveness belong to the areas 

that should be covered by ERCA's improvements. Since the nature of this issues are very 

sensitive interventions to avert situations must be quick. Last but not least, showing of 

respect, giving care and understanding of customers needs which are under service 

dimensions of empathy belongs to areas detected as problematic. All in all, ERCA's 

customs service faced with serious problems in giving the desired quality customs 

services based on its promised goa ls and objectives and international accepted standards 

for customs services operations. Unless this situations is averted and re-directed to a 

standardized and harmonized customs service it affects competitiveness of the exporters 

and importers and others stakeholders consequently affecting the whole national 

economy. 

5.3 Recommendations 

In light of the major findings of the study and conclusions, the following 

recommendations are forwarded in order to improve the total situation of ERCA's 

customs service. 

I. The important SERVQUAL dimensions for which customers are totally dissatisfied , 

strategic management efforts is needed in order to make significant improvement in 

the service quality. This would require a total transformation in operational 
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efficiency of the customs operations to achieve customer satisfaction, specifically for 

assurance dimension in areas like: 

• The authority employees should be able to instill customer confidence 

• The authority employees should make customers fee l comfortable in their 

transactions 

• The authority employees should be consistently courteous or polite at all times 

• The autho rity has knowledgeable employees that answer customers' questions. 

2. In addition, attention and effort should be given to the ability to perform the promised 

service dependably and accurately in customs operations. In this view, more 

management efforts and intensive strategy may be geared towards improving upon 

important reliab ility dimension for which customers are dissatisfied, specifically in 

areas like: 

• The authority should promise to do something by a certain time, they should 

do so 

• The authority should sincerely solves the problems of customers 

• The authority should performs service right at the first time 

• The authority should provides services at the time promise 

• The authority should keep its records accurately in error free fashion. 

3. In respOllSlveness servIce quality, the authority management should develop 

strategies to improve those dimensions for which generally customers are 

significantly di ssati sfi ed in areas like: 

• The authority should inform customers when services will be performed 

• The authority employees should provide prompt services to customers 

• The authority employees should always be wi ll ing to help customers 
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• The authority employees should be readily responding to customers' 

requests promptly. 

4. The service quality should be improved by making the provision of service quality in 

the empathy dimension for which generall y customers are significantly dissatisfied 

in areas like: 

• The authority should give customers individual attention 

• The authority employees should give customers individual attention 

• The authority employees should have customers' best interest at heart 

• The authority employees should know and understand customers needs 

• The authority working hours should be convenient to all their customers. 

5. It is recommended that further research should be undertaken to include other customs 

control stations located at the fronti ers and in between the borders of Ethiopia such 

as Bahir Dar, Mekele, Millay, Adama, Dire Dawa, Jijiga, Awassa, Jimma and 

Moyale branch office. It would be valuable to conduct additional researches 

concerning customers ' satisfaction with other specific services of ERCA. Further 

research in these areas would contribute to overall improvement of service standards 

throughout Ethiopia. Finally, this study was a questionnaire-based survey and used a 

mixture of qualitative and quantitative models and approaches. It is, therefore, 

recommended that different models and methodology should be used for a similar 

study and compares the results. 
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APPENDIX A 

Addis Ababa University 

College of Education 

School of Graduate Studies 

Department of Business Education 

Specialized in Marketing Management Education 

PART ONE: QUESTIONNAIRE FOR CUSTOMS CLEARING AGENTS 

Direction: My name is Ambachew Tilahun, a second year Masters student 111 the 

Department of Business Education specializing in Marketing Management. For the 

fulfillment of Masters' of Arts Degree in Marketing Management, currently I am 

conducting a research which is entitled: Assessing Customer Satisfaction on Service 

Delivers in Ethiopian Revenue and Customs Authority: Experience from Customs 

Clearing Agents in Addis Ababa. Hence, dear respondent, this questionnaire is 

designed to collect info rmation about how you feel about the customs service deli very of 

Ethiopia Revenue and, Customs Authority and to measure the level of your sati sfaction. 

Your response will be treated confidential and used for only academic purpose, 

Thank you for your cooperation in advance 

Please tick (v' '), the appropriate box for your answers. 

RESPONDENT'S IDENTlFCA TlON 

I, Gender 

A, MaleO 

2, Age. 

A. 20-29 years old 0 

8, 30-39 years old 0 

8, Female 0 

C, 40-49 years old 0 

D, 50 years and above 0 



3. Level of Education 

A. DiplomaO B. BA/B.Sc 0 

C. MA/M.ScO D.Others ________ _ 

4. Years of experience as a Customs Clearing Agent in ERCA. 

A. 5 years and below 0 B. 6-10 years 0 C. II years and aboveO 

5. Are you working in any organization before certified Customs Clearing Agent? 

A. Yes 0 B.No 0 

6. If your answer for question No.5 is yes, please specify the type as 

A. Governmental Organization 0 B. Private Business Organization 0 

7. Did you get relevant training in modern customs clearing service from ERCA? 

A. Yes 0 B.NoO 

8. If your answer for question No.6 is No, please specify the reasons on the space 
provided 

9. Are you motivated to update your professional knowledge? 

A. Yes 0 B. NoD 

10. If your answer for question No.9 is No, please specify the reasons on the space 
provided 



TAl 

TA2 

TA3 

TA4 

RL 1 

RL 2 

RL3 

RL4 

RL S 

RS 1 

RS 2 

RS 3 

RS 4 

AS 1 

AS2 

AS3 

AS4 

EM 1 

EM 2 

EM 3 

EM4 

EMS 

PART TWO: CUSTOMER SATISFACTION WITH SE RVI CE QUALITY DlMENSTIONS 

Direction: In your opinion, how does the customs service quality of Ethiopian Revenue 

and Customs Authority CERCA) meet your expectations to measure sati sfaction in terms 

of the following dimensions? Use these responses from 1-5 to answer, where : 

1- Much worse than expected 2- Worse than expected 3- Equal to expectation 

4- Bette than expected 5- Much better than expected 

SERVICE QUATLIY DIMENSIONS Circle Only One 
TANGABLES Option In 1-5 

The authority has modern and up-to-date customs service eq uipment 1 2 3 4 

Provision of visually attractive offices, equipment and fac ili ties of the authority 1 2 3 4 

The authority employees with neat and professional appearance 1 2 3 4 
The authority has visually appealing materials with the type of services 
provided 1 2 3 4 

RELIABILITY 
The authority promise to do something by a celtain time, they should do so 1 2 3 4 

The authori ty sincerely solves the problems of customers 1 2 3 4 
The authority performs service right at the first ti me 1 2 3 4 
The authority provides their services at the t ime they promise to do so 1 2 3 4 
The authority keep their records accurately in error free fashion 1 2 3 4 

RESPONSIVENESS 
The authority to te ll s their customers exactly when services will be performed 1 2 3 4 
The authori ty em pl oyees prov ides prompt service to customers 1 2 3 4 
The authority employees always wi lling to help customers 1 2 3 4 

The authori ty employees always too busy to respond to customer requests 
prom pt ly 1 2 3 4 

ASSURANCE 
The authority em ployees who inst ill customer confidence 1 2 3 4 
The authority employees who make customers feel comfortab le 1 2 3 4 
The authority employees who are consistently courteous or polite 1 2 3 4 

The authori ty has knowledgeable employees that answer customers questions 1 2 3 4 

EMPATHY 
The authori ty giving customers ind iv idual attention 1 2 3 4 
The authority employees who give customers individual attention 1 2 3 4 
The authority to have customers ' best interest at heal1 1 2 3 4 

The authority employees to know and understand customers needs 1 2 3 4 

The authority working hours that are conven ient to all their customers 1 2 3 4 

5 
5 
5 

5 

5 

5 
5 
5 
5 

5 
5 
5 

5 

5 
5 
5 
5 

5 
5 
5 
5 
5 



PART THREE: IMPORTANCE OF DIMENSIONS OF SERVICE QUALITY 

In receiving or using of custom services, how important is each of the following 
dimensions to you? Use the scale 1-5 to answer, where: 

1- Not-at-all important 2- Not important 3- Neither Important nor Unimportant 

4- Important 5- Very important 

SERVICE QUATLIY DlMENSTION CmCLE ONLY ONE 
OPTION IN 1-5 

TA TANGIBLE (The appealing nature of physical facilities, 
equipment, personnel, communication materials, etc) I 2 3 4 5 

RL RELIABILITY (competence to give timely, reliable services 
and truthful to promise) I 2 3 4 5 

RS RESPONSIVENESS (attending to customers' needs and 
, 

compla ints promptly any time) 1 2 3 4 5 

AS ASSURANCE (assurance of the knowledge and courtesy of 
employees and their ability to inspire trust and confidence) 1 2 3 4 5 

EM EMPATHY (showing of respect, care and understanding of 
customers needs) 1 2 3 4 5 

PART FOUR:OPEN-ENDED QUESTIONS FOR CUSTOMS CLEARING AGENT 

1. Please list down customs service related problems in Eth iopia Customs and 
Revenue Authority _____________________ _ 

2. As a customs clearing professional , what measure do you suggest to be taken by 
the govenU11ent to reduce those customs service problems in ERCA? ____ _ 
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APPENDIX B 

Addis Ababa University 

College of Education 

School of Graduate Studies 

Department of Business Education 

Specialized in Marketing Management Education 

Questionnaire Prepared For the President of Transit Transport 

, Operators Association of Ethiopia 

Direction: My name is Ambachew Tilahun, a second year Masters student in the 

Department of Business Education specializing in Marketing Management. For the 

fulfillment of Masters' of Arts Degree in Marketing Management, currently I am 

conducting a research which is entitled: Assessing Customer Satisfaction on Service 

Delivers in Ethiopian Revenue and Customs Authority: Experience from Customs 

Clearing Agents in Addis Ababa. Hence, dear respondent, the main purpose of this 

questiOlmaire is designed to collect first hand information on the major problems that 

cause customs agents' di ssati sfaction from the customs service delivery of Ethiopia 

Revenue and Customs Authority and to suggest measures that can help in alleviating the 

problems. Your cooperation in providing relevant information will be of great help for 

the success of this study. Your response will be treated confidential and used for only 

academic purpose. 

Thank you fo r your cooperation in advance 

Please tick (v'), the appropriate box for your answers. 



PART ONE: RESPONDENT'S IDENTlFCATlON 

I. Gender 

A. MaieD B. Female D 

2. Age. 

A. 20-29 years old D C. 40-49 years old D 

B. 30-39 years old D D. 50 years and above D 

3. Level of Education 

A. DiplomaD B. BAlB.Sc D 

c. MA/M.ScD D.Others ________ _ 

4. Years of experience as a president of transit transport operators association of Ethiopia 

A. 5 years and below D B. 6-10 years D C. II years and above D 

PART TWO: OPEN ENDED QUESTIONS 

5. Please list down customs service problems in Ethiopia Customs and Revenue 
Authority _________________ ~ ________ _ 

6. As a professional, what measure do you suggest to be taken by the government to 
reduce those customs service problems in ERCA? ____________ _ 



APPENDIX C 

FREQUENCY TABLE 

FREQUENCIES OFBATlSFACTlON RATING FOR EACH SERVICE QUALITY 
DIMENSIONS 

TANGABLE CATEGORY 
. 

Valid Cumulative 
Freq uency Perce nt Percent Percent 

Val id Worsen or Much worse than expected 104 79.4 79.4 79.4 

At least Equal to expectation 24 18.3 18.3 97.7 

Better or Much better than expected 3 2.3 2.3 100.0 

Total 131 100.0 100.0 

RELIABILITY CATEGORY 

Valid Cumu lative 
Frequency Percent Percent Percent 

Va lid Worsen or Much worse than expected 120 91.6 91.6 91.6 

At least Equal to expectation 10 7.6 7.6 99.2 

Better or Much better than expected I 0.8 0.8 100.0 

Total 131 100.0 100.0 

RESPONS IVENESS CATEGORY 

I Va l id Cum ulat ive 

Frequency Percent Percent Percent 

Worsen or Much worse than expected 112 85.5 85.5 85.5 

Va lid At least Equal to expectat ion 16 12.2 12.2 97.7 

Better or Much belief than expected 3 2.3 2.3 100.0 

Total 131 100.0 100.0 



ASSURANCE CATEGORY 

Val id C um ulative 

Freq uency Percent Perce nt Percent 

Va li d Worsen or Much worse than expected I I I ~~1 .7 84.7 84.7 

At least Equal to expectat ion 19 14.5 14.5 99.2 

Better or Much better than expected I 0.8 0.8 100.0 

TOlal 131 100.0 100.0 

EMPATHY CATEGORY 

Valid Cumulative 
Frequency Percent Percent Percent 

Valid Wo rsen or Much worse than expected 11 7 89.3 89.3 89.3 

At least Equal to expectation 13 9.9 9.9 99.2 

Better o r Much better than expected I 0.8 0. 8 100.0 

Total 131 100.0 100.0 



FREQUENCY TABLE 

SU MMARY OF DESCRIPTIVE STATISTICS FOR EACH SERVICE QUALITY DIMENS IONS 

S£ I:tV ICE QU/\ LlTV DIM ENSIONS 

The authori ty has modern ~nd up-ta-date custom s service equipment 

Provision of visua lly attractive offices, equipment and faci lities of the authority 

The authority emp loyees with neat and profess ional appearance 

The authority has visua lly appea ling material s with the type of services provided 

The authority promise to do somethin g by a certain time, they shou ld do so 

The authority sincerely solves the problems of customers 

The authority performs service right at the fi rst time 

The authority provides their services at the time they promise to do so 

The authority keep their records accurately in error free fashion 

The authority to tel ls their customers exact ly wh en se rvices wi ll be performed 

The authority employees provides prompt service to customers 

The authority employees always will ing to he lp customers 

The authority employees always too busy to respond to customer requests promptly 

The authority employees who insti ll customer confidence 

The authori ty em ployees who make customers reel comfortable 

The authority employees who are consistent ly courteous or pol ite 

The authority has knowledgeable employees that ans\ver customers questions 

The authority giving customers indi vidual attention 

The authori ty employees who give customers individual attention 

The authority to have customers' best interest at heart 

The authority employees to know and understand customers needs 

The authority working hours that are conven ien t to all their customers 

Valid N (Ii stwise) 

ADDIS ABABA U"" ,,, ... ,""-', ' 
LIBRARIES 

r.O.BOX 1115 
ADDIS ABABA ETI·HOP!!\ 

N Mean 

Statistic Statisti c Std. Error 

131 2040 .066 

131 1.92 .077 

13 1 2. 15 .063 

13 1 1.66 .071 

13 1 1.35 .054 

131 1.60 .071 

131 1.59 .063 

131 1.51 .059 

13 1 1.93 .060 

131 2.30 .070 

13 1 2.03 .066 

131 1.65 .068 

131 1.92 .062 

131 lAO .065 

131 1.47 .065 

13 1 1. 56 .070 

131 1.53 .07 1 

131 1.91 .059 

131 1.50 .07 1 

131 1042 .062 

131 1.54 .062 

131 2.67 .081 

131 



SUMMARY OF DESC IUPT IVE STATIST ICS 

SERVICE Q UA LITY DIM ENSIONS N Mea n Std. Deviation 

Statistic Statistic Std. Error Statist ic 

Ta ngibles 13 1 I 2.0305 .04638 .53080 

Rc liabi li ly 1 ~ I I 1.5954 .04497 .5 1469 

RCS llOlISivc ll css 13 1 1.9733 .05 12 1 .586 10 

Ass ura nce 13 1 1.4924 .05657 .64743 

empathy 13 1 1.8076 .04548 .52059 

Va lid N (Ii stw isc) 13 1 

APPENDlXD 

BAR CHART OF SERVICE QUALITY DIMENSIONS 
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APPENDIX E 

FREQUENCIES OF SERVICE QUALITY DIMENSIONS 

Cumu lat ive 
Tangible Dimension Frequency Percent Va lid Percent Percent 

Va lid Not-at-all important 8 6. 1 6. 1 6. 1 

Not important I I 8.4 8.4 14.5 

Neither Important nor 
18 13.7 13.7 28.2 

Unimportant 

Important , 44 33 .6 33.6 6 1.8 

Vcry important 50 38.2 38.2 100.0 

Total 13 1 100.0 100.0 

Cumulative 
Reliability Dimension Freq uency Percent Valid Percent Percent 

Valid Not-at-all important 6 4.6 4.6 4.6 

Not important 8 6.1 6. 1 10.7 

Neither Important nor I I 8.4 8.4 19.1 
Unimportant 

Important 38 29.0 29.0 48. 1 

Vcry impO~lant 68 5 1.9 51.9 100.0 

Total 13 1 100.0 100.0 

Cumulative 
Responsiveness Dimension Frequency Percent Va lid Percent Percent 

Val id Not-at-al! important 4 3.1 3.1 3. 1 

Not important 16 12.2 12.2 15.3 

Neither Important nor 10 7.6 7.6 22.9 
Un important 

important 25 19. 1 19. 1 42.0 

V ery i I1lportanl 76 58.0 58.0 100.0 

Towl 13 1 100.0 100.0 
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