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Abstract 

 

It is argued that, the strategic success of a service organization depends on its ability to 

consistently meet or exceed customer service expectations. Delivering quality service is the 

key success factor of any institution that wants to remain in business. This study thus set out 

to measure the service quality performance of private higher institutions in Addis Ababa. 

Descriptive study was designed to investigate the problem areas and their root causes, as 

identified through preliminary investigation with a group of students. SPSS 20.0 package 

was used to analyze the data obtained. Analysis showed that there are significant differences 

between perceived importance and performance; the main reason for this gap is the problem 

associated with the discrepancy between management and customer’s perception. There are 

several gaps between service providers’ perception of the quality requirements of the 

consumer and the expectations of the end users. It was the aim of this paper to suggest 

solutions that will close these gaps. The narrower these gaps are the better the quality of 

service. Recommendations are made to enhancing quality service delivery in order to meet 

and surpass the requirement of the customers; students, especially from private higher 

educational institutions are believed to be customers as they are paying tuition fees. 

Therefore, the institutions should treat the students as customers to get competitive 

advantage. Implication and limitation of the study are highlighted and further research 

undertakings are suggested. 

 
                       
Keywords: Service Quality, Service Importance, Service Performance, Customers’ perception  
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Chapter One 

  1. INTRODUCTION TO THE STUDY 

1.1 Introduction 

Education is an important instrument for social and economical development of a society. It must 

be understood that the level of development that our world reaches these days would not be 

possible if imparting knowledge was not there. Education can contribute a lot more if it is 

administered without sacrificing quality. 

  

Quality is an important tool for any company whether product or service oriented. Often more 

quality is considered as an investment for company, where the efforts for its improvement result 

in an increased client, increased levels of purchase from existing customers, and a rise in the 

company’s profits (Parasuraman,Zeithaml and Berry, 1985). Since the 1980s service quality has 

been linked with increased profitability, and it is seen as providing an important competitive 

advantage by generating repeat sales, positive word-of-mouth feedback, customer loyalty and 

competitive product differentiation (Zeithaml and Bitner, 1996). 

 

Service industries are playing an increasingly vital role in the economy of many nations. In 

today’s world of global competition, rendering quality service is a key for success, and many 

experts agree that the most powerful competitive trend currently shaping marketing and business 

strategy is service quality.  

 

According to Berry and Parasuraman (1992), the strategic success of a service organization 

depends on the ability of service providers to enhance their images by consistently meeting or 

exceeding customers’ service expectation. The main driver of successful organizations toward 

top quality services is to make the measurement of service quality and its subsequent 

management of utmost importance. Therefore, the researcher finds that it is very important to 

assess the service quality issues related with private higher education and try to discover the 

student’s perception on the service quality of these institutions. 
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1.2 Background of the study 

The concept of quality is vague and there is no universally agreed definition. Quality related with 

education takes a broader perspective and demonstrates that programs must encompass a broader 

definition involving quality learners, content, processes, environments and outcomes (UNICEF, 

2000). In the services context, quality could be defined as a “measure of how well the service 

level delivered matches customer’s expectations” (Lewis and Booms, 1983). Other authors also 

state that perceived service quality reflects the opinion of the customer regarding the superiority 

or global excellence of a product or service (Zeithaml et al, 1988). The idea that HE can be 

classified as a service motivated some authors to discuss the framework of research into services 

marketing from an educational perspective (Lovelock, 1983; Mazzarol, 1998). 

 

The increasing demand for higher education has normally resulted in the transformation of the 

education system from being selective and competitive to being massive and diversified. As a 

result of this expansion process, diverse forms of higher education have gradually emerged and 

in most cases, the private sector has been legalized to ensure the mass participation of higher 

education for all (Altbach, 1999; Gibbons, 1998; Levy, 2006).  

This diversification is also an observable fact in our country. Private higher education institutions 

did not exist until the mid 1990s but between the years 1996 and 2003 about 37 private 

institutions were founded (World Bank, 2003); in 2005, the number rose to 60 (Daniel, 2010:51) 

and reaches 88 (HERQA,2013). While institutions grow in number tremendously, the biggest 

question needed focus is that weather the significant expansion in education has promoted 

consumers’ perceived quality or not. 

 

The purpose of this study is to assess the perception of customers on service quality of private 

higher institutions in Addis Ababa with an Importance-Performance Analysis model (IPA). The 

IPA model which is proposed by Martilla and James (1977) will be used to identify the 

perceptions of customers’ regarding service quality performance of the institutions. The main 

reason for using the IPA is that this model is more appropriate means of measuring service 

quality in education, according to Joseph and Joseph (1997). 
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The researcher believes that the finding from this study will benefit students, teachers, managers 

and other stakeholders in the sector. According to the assessment of the researcher, there are only 

few studies related to service quality issues in PHEI of Ethiopia. So, this study will fulfil the gap 

in the study area and can serve as a call for other researchers to undertake further studies. 

 

1.3. Quality Initiatives in Ethiopian education 

 

The term HEIs refers to all higher education institutions which are offering bachelor 

(undergraduate) and programs above this level  (MOE, 2007).Higher education has been 

imparted through two major types of institutions namely, public university and private 

university. There are 33 public universities in Ethiopia and; also eighty eight private higher 

institutions in the country and 46 of them are found in Addis Ababa (HERQA, 2013). 

 

The Commission for Higher Education in Ethiopia was established in 1977 with the objective to 

manage higher education institutions. But the commission was very weak as well as it had not 

been supported with clear and forward looking policies and strategies to expand and reform 

higher education sector in the country (Teshome, 2007). The 2003 Higher Education 

Proclamation was the first national higher education regulation in Ethiopian history that accorded 

autonomy of administration, academic freedom and accountability to universities. Two agencies, 

the HERQA and HESC, were established based on the proclamation (Mulu, 2012) with the 

purpose  of  dealing with issues concerning the establishment and accreditation of private higher 

institutions, and setting  up of system support organs; introducing new courses and curricula, 

making new funding arrangements, acquiring student contributions by means of cost sharing, 

building the necessary  infrastructure, improving service quality through the implementation of 

BPR (Business Process Re-engineering), recruiting new staff, and developing and procuring 

teaching materials. 
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1.4. Statement of the problem 

The Ethiopian education sector shows significant increment in number over the past two 

decades. In addition, the country has a plan to increase the coverage even more according to 

education sector development plan. The main concern is expansion of higher education system 

without improvement in service quality may not lead to the attainment of the objectives of the 

education system. 

The quality related issues with PHEI in the country should be seen in relation to accreditation 

responsibility by HERQA, which gives certificates of accreditation for the institutions which 

meet the criteria and it is renewed within some given period of time. However, researches also 

show that the country faces a variety of problems; over the past few decades Ethiopia’s higher 

education sector has furthermore manifested little or no structural changes (Teshome, 2004). 

Limited autonomy, a shortage of experienced academic staff, poor service delivery, declining 

educational quality, weak research output and outdated curricula all have characterised Ethiopian 

higher education (World Bank, 2004; Saint, 2004).  

 

The traditional reputation of the public higher institutions hinders the growth of private providers 

in Ethiopia (Teshome & Kassa, 2008). Several problems were identified to be associated with the 

functioning of private HEIs. According to Tamirat (2008), some of the problems include: 

  

 Most of them operate in rented buildings rather than owning their own campuses;  

 Have no easy access to the best students who scored highest marks on their entrance 

exam as the MOE assigns these students to the public HEIs;  

 Majority of private HEIs do not have many tenured academic staff, as most of the 

academic staff work on part time basis;  

 Lack of sufficient funding to support their activities as most of them depend only on 

tuition and other fees;  

 The increasing number of private HEIs with mainly a profit motive coming to the higher 

education market.  
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Because of the above problems, the PHEI in our country focus on what is important for them 

rather than what is important for their customers and it is usual to hear student’s complainants 

about of their dissatisfaction. It is also important to observe that some institutions have been 

closed by MOE for not meeting the standards set. Therefore, institutions must have knowledge of 

what attributes are important to their customers and the performance related with these attributes 

for the benefit of both parties. 

 

In today’s world of intense competition, a firm’s ability to deliver high quality service results in 

satisfied customers which is a key to a sustainable competitive advantage (Shemwell et al. 1998). 

However, it is common that most people hear about poor service delivery rather than good 

service quality and “... negative word of mouth can have a devastating” effect on results and on 

an organisation’s effort to attract new customers (Smith et al., 2007:335).Therefore, satisfaction 

of customers is important in getting competitive advantage through positive word of mouth, 

loyalty of customers and by building a good image. According to Hill (1995) the primary 

customers of the education sector are students; therefore, it is necessary for the institution to 

fulfil the need of their students.  

Furthermore, studies conducted on this subject have been very few in the context of Ethiopia. 

According to Mulu ( 2012) among the 92 articles published in Ethiopian Journal of  Education 

over the year between 2000 and 2009 periods, only 15 were related to higher education topics 

but they were other than quality. Likewise 2 out of 21 articles published in Journal of Education 

Development over a period of three years (2006-2008) focus on higher education themes and 

none of them had relation to quality.  

 

From recently published articles in 2012 and 2013 which are related with quality of education in 

Ethiopian higher institution five of them are related with quality of education and only one is 

related to service quality. This does not only show that little has been done on quality related 

issues in higher institutions but also the researches only focus on quality of education, were as 

service quality was hardly studied. So, based on this background the study will investigate the 

main service quality related problems with PHEI in the country. 
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1.5. Research Question  

 How do students perceive the service quality of private higher education institutions?  

 Which service quality attributes are considered as important to students? 

 Is there a significant difference for students between their expected importance and 

perceived performance? 

 Does the management perception have a realistic perception of the level of service 

quality and student’s satisfaction? 

 Which areas and priorities do students consider crucial in improving the service quality in 

private higher education institutions?  

 Is there any significance difference between more experienced and less experienced 

institutions on delivery of service? 

 

1.6. Objective of the study 

     1.6.1. General objective 

 The main objective of this study is to analyze the perception of students’ on service 

quality of private higher institutions in Addis Ababa. 

1.6.2. Specific objectives 

 To assess perceptions held by students towards the service quality PHEIs. 

 To identify the degree of relative importance students attach to different attributes in 

PHEI. 

 To identify the significance of differences for students in their expected importance 

and perceived performance. 

 To investigate whether there are any differences in perception among the managers 

and students of PHEIs.  

 To suggest priority areas for improvement and changes in institutional policies for 

successful implementations of the service quality improvement.  

 To identify the service quality difference between more experienced institutions and 

less experienced ones. 
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1.7. Significance of the study 

 

There are different stakeholders who will benefit from this study. The primary beneficiary of this 

study are customers especially students; according to Hill (1995), Students were considered to be 

the “primary customers” of a university. So, after identifying the students main service related 

problems the researcher will suggest what is to be done to satisfy them. Finding problems related 

with service quality PHEI will also benefit staffs; management and it can also go as far as the 

society; because one way or the other they are beneficiary of the sector.  

 

Review of several literature showed that few researches have been done about quality related 

issues in Ethiopian higher education in general and service quality issues in particular. In 

addition to this, most their works are concentrated on public higher institutions; therefore this 

research tries to fill the gap in some extent. In terms of managerial implication, the research 

findings will provide some insights and feedback for the administrators of PHEI in drafting 

various managerial strategies on how to increase the level of customers’ perceived service 

quality. 

 

Finally, the research expects to find out areas which need improvement and areas which the 

institutions are doing sound based on the implication of customers perception. The result of the 

proposed research will make a contribution to previous literatures in this topic and can serve as 

additional source of reference. Moreover, it serves for other researchers as a springboard to 

conduct detailed researches on the problem. 

 

1.8. Scope of the study 

 

This study is limited to assessing the service quality issues related to private higher institutions 

while public higher institutions are excluded. The research is going to be conducted on regular 

students pursuing an undergraduate degree from the selected institutions. In terms of variables 

this study will address the service quality dimensions (independent) impact on perception of 
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students on service quality (dependant), in doing so the researcher will use an IPA analysis 

method. Besides, the research is limited geographically to Addis Ababa. 

 

1.9. Limitation  

 

The research only addressed students and restriction was set in selecting their institutions in this 

study.  Lack of adequate research material conducted in this area within the country; and the time 

assigned to complete this study was not sufficient, so it was a bit difficult for the researcher to 

make a thorough investigation in the area within this short period of time. Because of these 

limitations the researcher is forced to limit the size of sample selected.The study is only 

conducted in Addis Ababa, this resulted the findings not to be generalized across all private 

higher institutions in the country. 

 

1.10. Definitions of terms 

Service 

Service is time-perishable, intangible experience performed for a customer acting in the role of 

co-producer. 

Perception 

Perception is “the process by which an individual selects, organizes and interprets information 

inputs to create a meaningful picture of the world” (George 2004:149). 

Service quality 

The service quality from the service customer’s perspective means how well the service meets or 

exceeds expectations. Because of the customer – oriented market, service quality is generally 

defined from the customers’ perspective, which is usually termed as perceived service quality                 

(Fisk, Grove and John 2004:153). 
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Importance-performance analysis (IPA) 

IPA is a tool in line with the expectation-performance approach to the measure of quality 

perceptions and it is commonly used to provide directions for making strategic marketing 

decisions. 

 

1.11. Structure of the paper 

 

This paper is categorized into five parts which includes the introduction, background of the study 

background of Ethiopian education and quality initiatives followed by statement of the problem, 

significance of the study, limitation and delimitation are included under chapter one.  

 

Under chapter two, the literature review is presented. In this chapter various views of theorists 

such as the aggregation of service quality dimensions and the approach to measure them, are 

analyzed and discussed. Chapter three is the methodology part and discusses the reasons why the 

various research strategies were selected and the rationale for the sample selection process. 

 

Chapter four presents the findings of the study and contains data presentation, analysis and 

interpretation, as well as major findings. The final chapter provides conclusion, recommendation 

with research limitation and future research suggestion. 
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Chapter Two 
2. REVIEW OF RELATED LITERATURE: CONCEPTUAL ANALYSIS 

 

2.1. Service Marketing 

 
Service is any act or performance that one party can offer to another that is essentially intangible 

and does not result in the ownership of anything. Its production may or may not be tied to a 

physical product Kotler (1997). The advance economies of the world are now dominated by 

services and virtually all companies view services as critical to retaining their customers today 

and in the future. Even manufacturing companies that, in the past, have depend on their physical 

goods for their existence but now their come to see and recognize that service provides one of 

their few sustainable competitive advantages (Zeithaml& Bitner, 2003). 

 

2.2. Service Marketing and Higher Education 
 

Higher education sector is selected for this study because it possesses the characteristics of a 

service industry such as intangibility, perishability, inseparability, and heterogeneity (Hill, 1995; 

Lovelock, 2001; Shank, et. al., 1995). Like most of the professional services, higher education 

exhibits and possesses credence qualities because the students do not have the capabilities to 

objectively evaluate the standard of the services performed (Bennett, et. al., 2003). Higher 

education should be part of services marketing because it meets the criteria of services marketing 

(Mazzarol, 1998). The criterions highlighted by Mazzarol (1998, p.164) include: “(1) Education 

as a service is directed to the people. Students’ participation in the learning process can be 

critical to success; (2) Education involves a lengthy and formal relationship between the 

education providers and the students. Students have a “membership” relationship with the 

service providers (Lovelock, 1983), offering the providers opportunities to develop strong 

loyalty and enhance client service features; (3) The extent to which education services are 

customized varies. Teaching can vary from individual tutorials and seminars to mass lectures. 

Thus, quality control will be problematic. Educational services, as with any service, cannot be 

stored for use on another day; (4) In education the demand is subjected to relatively narrow 
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fluctuations over time, yet supply can be difficult to manage, with limitations placed on staff 

availability and places on courses. Resources can create potential problems in respect of lecture 

theatres, seminar rooms, accommodation and other on-campus facilities; and (5) the service 

encounter and location assume greater importance for on-campus delivery, with satisfaction 

influenced by the interaction with the service providers, facilities and peers. Services must be 

transformed to tangible offerings for evaluation and comparison with the competition. If the 

institution does not do this itself, students will form their own judgment”. 

2.3. Service Characteristics  
 

It is very important to understand the overall characteristics of services and what actually 

characterizes services. In general there are some service characteristics which can be generalized, 

even though many service industries are heterogeneous. These inheritance characteristics of 

service make the judgement of service difficult.  

 

The QUALED scale developed to assess service quality in higher education by ( McElwee and 

Redman ,1993). They proposed that there are three characteristics endemic to the service sector: 

intangibility, heterogeneity and inseparability. According to Parasuraman et al. (1985) there are a 

number of unique characteristics that separate services from tangible goods: The most common 

characteristics that have been found and described by researchers are the following: 

2.3.1. Intangibility 

 

When you buy a cake of soap, you can see, feel, touch, smell and use it to check its effectiveness 

in cleaning. But when you pay fees for a term in college, you are paying for the benefit of 

deriving knowledge and education which is delivered to you by teachers. In contrast to the soap 

where you can immediately check its benefits, there is no way you can do so in case of the 

teachers who are providing you the benefits. Teaching is an intangible service. When you travel 

by an airplane, the benefit which you are deriving is a service (transaction) but it has some 

tangible aspects such as the particular plane in which you fly (and the food and drink which is  

served). In this case the service has both a tangible and intangible aspect as compared to teaching  

which has hardly any tangible aspect. 
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Services are not tangible; when you buy a service there is nothing to be shown as tangible. 

Services are not things, but they are deeds or efforts. In essence the performances of most 

services are supported by tangibles. In general, companies offer a combination of tangible and 

intangible elements; the product is in many cases associated with service delivery. 

 

Intangibility applies to higher education because most but not all of the services are courses. It is 

not possible to measure them precisely. They cannot be evaluated as outcomes other than in 

terms of course classifications or grades. 

2.3.2. Inseparability 

 

In most cases a service cannot be separated from the person or firm providing it. A service is 

provided by a person who possesses a particular skill like teachers or by allowing access to or 

use of physical infrastructure (hotel, train or education institutions). A plumber has to be 

physically present to provide the service; the beautician has to be available to perform the 

massage. This is in direct contrast to products which can be produced in the factory today, 

stocked for the next two, three or more months and sold when an order is procured. 

 

Inseparability is taken to reflect the simultaneous delivery and consumption of services. 

Customers participate in the production process or delivery process; there is an interaction 

between the service provider, the service environment and the customer. Goods are first 

produced, then sold and then consumed; services are first sold, then produced and consumed 

simultaneously.  In higher education terms it is probably widely accepted that, as yet, there is 

less managerial control over the actual content of course and modules. The assumption is that the 

people who deliver the courses have some degree of expertise and academic knowledge. Thus 

the monitoring of the student/lecturer or teaching/learning interface is minimal. 

2.3.3. Heterogeneity 

The human element is very much involved in providing and rendering services and this makes 

standardization a very difficult task to achieve. The new bank clerk who cashed your cheques 

may not be as efficient as the previous one and you have to spend more time for the same 
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activity. This is despite the fact that rules and procedures have been laid down to reduce the role 

of the human element and ensure maximum efficiency. 

 

Services are not homogeneous and are less standardized and uniform. Heterogeneity reflects the 

potential for high variability in service delivery. For example: the quality and essence of a 

service can vary from producer to producer, from customer to customer, and from day to day, 

and people's performance fluctuates up and down. 

  

For higher education institutions, the services can include postgraduate courses; vocational 

courses; graduate courses; miscellaneous others such research, consultancy and other support 

activities. According to Parasuraman,et al. (1985): "consistency of  behavior from service 

personnel (i.e. uniform quality) is difficult to assure  because what to deliver may be entirely 

different from what the consumer receives". So, the teacher who gave a superb lecture in your 

last class may behave a little differently the next time or different teachers who give you 

different subjects may differ in their way of teaching. 

2.3.4. Perishability 

Services cannot be inventoried and carried forward to future time. For example: motel rooms not 

occupied, airline seats not purchased, empty chairs in the class room which are not occupied and 

telephone line capacity not used can be seen a revenue opportunity lost forever. Services depend 

on time which makes them very perishable. 

 

The perishability of services is not a problem when the demand is steady but when demand 

fluctuates, service companies have difficult problems. Thus, service marketers need to manage 

the demand but also the supply in order to obtain a profitable equilibrium. 

 

2.3.5. Ownership 

 

When you buy a product you become its owner-be it a pencil, book, shirt, refrigerator or car. In 

the case of a service, you may pay for its use but you never own it. By buying a ticket you can 

see the evening film show in the local cinema theater; by paying wages you can hire the services 

of a chauffeur who will drive your car; by paying the required charges you can have a marketing 
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research firm survey into the reasons for you product’s poor sales performance, by paying tuition 

fee students can get education from institutions, etc. In case of a service, the payment is not for 

purchase, but only for the use or access to or for hire of items or facilities. 

 

2.4. Definitions of Service quality 

 
Lehtinen U. and J. R. Lehtinen (1982) conceptualized service quality as comprised of three 

dimensions: physical quality; interactive quality, and corporate quality. Physical quality 

dimensions refers to the quality of physical elements of service, including tangible products 

elements that accompany the service offer, supporting equipment and the physical environment 

where service takes place. Interactive quality dimension refers to the quality of interaction 

between customer and other elements of service experience, i.e. service personnel, other 

customers, and machinery and equipment. Corporate quality is the quality dimension which is 

developed through the years of existence of a service company. It has a symbolic nature and 

refers to the way potential customers view the corporate entity, its image or profile. 

 
The service quality from the service customer’s perspective means how well the service meets or 

exceeds expectations. Because of the customer – oriented market, service quality is generally 

defined from the customer’s perspective, which is usually termed as perceived service quality                 

(Fisk, Grove and John, 2004). An examination of the available literature suggests that the three 

themes underlying the concept of ‘service quality’ are that, firstly, the evaluation of service 

quality is very difficult for consumers who compare the quality of goods. Secondly, that a 

perception of service quality is the result of consumers’ comparison of their expectations with 

actual service delivery and finally, that service quality evaluation includes both outcomes and 

processes of service delivery ( Parasuraman, Zeithaml and Berry, 1985).  They also added that 

service quality is an elusive and indistinct construct“, which cannot be measured in an objective 

manner like product quality. What makes it difficult to define and measure service quality is the 

very essence of services, i.e. intangibility, perishablity, heterogeneity and inseparability of 

production and consumption as their main characteristics. 
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The five service quality dimension by Parasuraman, Zeithaml and Berry (1988): 

  

 Tangibility- Physical evidence of the service: appearance of physical facilities, tools and 

equipments used to provide the service, appearance of personnel and communication 

materials.  

 Reliability- The ability to perform the promised service dependably and accurately: 

consistency of performance and dependability, service is performed right at the first time, 

the company keeps its promises in accuracy in billing and keeping records correctly, 

performing the services at the designated time. 

 Responsiveness -The willingness and/ or readiness of employees to help customers and 

to provide prompt service, timeliness of service: mailing a transaction slip immediately, 

setting up appointments quickly. 

 Assurance - The knowledge and courtesy of employees and their ability to convey trust 

and confidence: competence (possession of the required skills and knowledge to perform 

the service), courtesy (consideration for the customer's property, clean and neat 

appearance of public contact personnel), and trustworthiness, security (safety and 

confidentiality). 

 Empathy - The provision of caring, individualized attention to customers: informing the 

customers in a language they can understand, Understanding customer's specific needs, 

providing individualized attention. 

 

2.5. Service Quality in Higher Education 

 
Services are behavioral rather than physical entities, and have been described as deeds, acts or 

performances (Berry, 1980). If one is to consider that HE is a service, then it should exhibit all 

the classical features of services, which make the measurement of quality a complex issue (Hill, 

1995). This idea that HE can be classified as a service motivated some authors to discuss the 

framework to research into services marketing from an educational perspective (Lovelock, 1983; 

Mazzarol, 1998). 
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Higher education is a service since it exhibits all the classical features of services: it is intangible 

and heterogeneous, meets the criterion of inseparability by being produced and consumed at the 

same time, satisfies the perishability criterion and assumes the students’ participation in the 

delivery process (Cuthbert 1996a). The concepts of service quality are therefore directly 

applicable to higher education. 

 

Adee (1997) suggested that several ‘university characteristics’ can help to explain the perceived 

quality among students, like competent teaching, the availability of staff for students’ 

consultation, library services, computer facilities, recreational activities, class sizes, level and 

difficulty of the subject content, and students’ workload. 

 

However, there is a considerable debate about the best way to define service quality in HE 

(Becket and Brookes, 2006). Service quality literature suggests the importance for educational 

institutions to monitor the quality of the services they provide in order to commit themselves 

Service quality in higher education to continuous improvements. It is pointed out that the 

“education quality is a rather vague and controversial concept” (Cheng and Tam, 1997). 

Nevertheless, it is well recognized that “universities are increasingly finding themselves in an 

environment that is conducive to understanding the role and importance of service quality” 

(Shank et al., 1995). 

 

2.6. Customers of the Education Industry 

 
Griffin (1996), defined a customer as anyone who pays money to acquire an organization’s 

products or services. Stanton, Etzel, and Walker (1994) suggested that customer is the individual 

or organization that actually makes a purchase decision, while a consumer is the individual or 

organizational unit that uses or consumes a product. In education students are customers who 

come to contact with service providers of an educational institution for the purpose of acquiring 

goods or services. Students were considered to be the “primary customers” of a university (Hill, 

1995), being the direct recipients of the service provided, student-perceived service quality has 

turned out to be an extremely important issue for universities and their management. 
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The study by Owlia and Aspinna (1997) surveyed 124 people involved in educational quality 

efforts in United States, Europe, India, and Australia. The results identified students as primary 

customers, followed by employers, society, faculty and families in descending order of relative 

importance. Waugh (2002), however, suggested that viewing students as customers created some 

tensions in universities by making universities seem to be too aligned with businesses. Some 

researchers also view academic faculties as customers of university administration. Pitman 

(2000) examined the extent to which university staff perceived students and academics as 

customers in Australia. Although the primary participant in the service of education is the 

student, there is also a strong underlying assumption that the “customer” of education includes 

industry, parents, Government, and even society as a whole.  

 

Regarding students as customers and conducting students' evaluations of teachers and teaching 

practice, according to Emery et al. (2001), result in lowering of academic standards. Whereas in 

the private sector the issue of customer is clear and unambiguous, in the context of public 

services it is difficult to define customers and the term itself may be inappropriate. Individuals, 

government agencies and society as a whole may as well be regarded as customers. More often 

than not the interests of those diverse sets of customers are in conflict, which it further 

complexifies the issue of addressing those requirements and proper allocation of scarce resources 

in quality improvement interventions (Wisniewski and Donelly, 1996).  

 

There are many beneficiaries of higher education and thus it is claimed that defining and 

managing quality in higher education call for less controversial term, such as stakeholders. It is 

clear that the interests of students and their families should not be neglected. In addition, 

interests of prospective employers who are looking for quality human capital should be 

safeguarded, as well as requirements of funding bodies seeking for good return on investments 

and job satisfaction of the employees of higher education sector. Society as a whole should also 

be taken into consideration since better-educated workforce is expected to lead to stronger 

economy (Srikanthan and Dalrymple, 2003). 

Athiyainan and O’Donnell (1994) highlighted that higher education institutions seeking to assess 

quality must first identify the institutional characteristics that are most valued by its clients and 

then measure the clients’ perception of the institution performance against these characteristics. 
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This raises the issue of “who is the customer in education”. According to Kara and DeShields 

(2004) educational institutions have many customers: students, staff, faculty, alumni, donors, and 

others. 

 

2.7. Service Expectation  
 

Customer expectations are pre-trial beliefs that consumers have about the performance of a 

service that are used as the standard or reference against which service performance is judged.  

Zeithaml, Bitner & Gremler (2009), identified two types of customer service expectations: 

 

1. Desired service expectation 

The level of service the customer hopes to receive or a combine of what the customer believes 

about the performance of service. This can be influenced by individual needs, lasting service 

intensifiers, explicit and implicit service promises, word-of-mouth communication and 

customer’s past experiences. 

 

2. Adequate service expectation 

The level of service the customer will accept. Adequate service represents the "minimum 

tolerable expectation." It is the bottom level of performance acceptable to the customer, and 

reflects the level of service customers believe they will get on the basis of their experience with 

services. This also can be influenced by temporary service intensifiers, service alternatives, 

customers self-perceived service roles and situational factors. 

 

Zone of tolerance  

Due to its heterogeneous nature service performance may vary across providers, across 

employees from the same provider, but customers may recognize and will be willing to accept 

this variation which is called the Zone of tolerance.That is the range or gap in which customers 

do not particularly notice service performance. A zone of tolerance varies across customers and 

differentiates between their desired and adequate service expectations. The zone of tolerance is 

the extent to which customers recognise and are willing to accept. Customers have different 
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zones of tolerance based on the service-related dimensions and attributes. Generally, customers 

are likely to be less tolerant of unreliable services. 

2.8. Customer Perception 
 

Perceptions are defined in various ways. Strydom, Jooste and Cant (2000:84) define customer 

perception as the process of receiving, organizing and assigning meaning to information or 

stimuli detected by the customer’s five senses and opine that it gives meaning to the world that 

surrounds the customer. Perceptions are also described as the end result of a number of 

observations by the customer. Customers perceive services in terms of quality of services 

provided and the satisfaction level attained. 

 

2.8.1. Factors Affecting Perception of Customers 

 
According to Zeithaml and Bitner (1996:104), four factors that influence customers’ service 

perceptions are image, price, and service encounters (moments of truth) and the evidence of 

service. 

 

2.8.1.1. Image 

Customer perceptions can be affected by the image or reputation of the organization. Keller 

(1993) defines organizational image as “perceptions of an organization reflected in the 

associations held in customer memory.” The associations can be reflected through contacting 

with employees and even the service experience itself. Organizational image can assist an 

organization to build positive customer perceptions of service. This positive image serves as a 

buffer against incidents of poor service (Zeithaml and Bitner, 1996) 

 

2.8.1.2. Price 

The price of service can also influence customer perceptions. Because of the intangible nature of 

the service, customers rely on price as an indicator to judge whether the service can meet their 

expectations or not. If the price is higher than average price, customers are likely to expect 

higher quality than others; if price is too low, customers may doubt the ability of organization to 
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deliver the service appropriately. For both situations, the higher or lower expectations will 

greatly influence customer perceptions of service. 

 

2.8.1.1.1. Cost of courses offered 

 

According to the research carried out by Ford, et. al. (1999), reasonable cost of education 

influences the overall students’ perceived service quality. In addition, the provision of financial 

services such as scholarship is indicated as one of the important determinants of the overall 

students’ perceived service quality (Hill, 1995). The cost of courses offered has been tested by 

some researchers in the extant literature as one of the important determinants of the overall 

students perceived service quality (Hill, 1995; Ford, et. al., 1999; and Joseph, et. al., 2005). The 

items in the cost of courses offered in this research are adapted from Joseph, et. al. (2005) and 

Kennington, et. al,. (1996).The items that are tested in this research include a variety of 

scholarships offered to students, whether the cost of the academic program is reasonable and 

finally whether the miscellaneous service charges are reasonable. These items that were 

developed based on the ‘outside-in’ approach ( customers perspective) will be tested in this 

research to determine the impact of the cost of courses offered towards the overall students’ 

perceived service quality. 

 

2.8.1.3. Service encounters (moments of truth) 

 

Service encounter refers to the interaction between the customer and the service provider during 

a period of time. According to Zeithaml and Bitner (1996:105), when customers have service 

transactions with a service organization, they can judge the quality of service provided by this 

organization, through evaluating the concrete service encounters. Customers can receive a 

snapshot of the organization’s service quality through interactions. Thus, adequate service 

encounters will improve the positive relationships between the service provider and the 

customer. Zeithaml and Bitner (1996:107) mention three types of service encounters that can be 

managed by a service organization to have interactions with customers, namely remote 

encounters, phone encounters and face-to-face encounters. 
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A. Remote encounters: These take place when there is no direct human contact between the 

customer and the service provider. Examples are guests searching for pictures and services 

offered on a website of a guest house and receiving brochures of travel information after he or 

she returns home. Although there is no direct human contact in these remote encounters, each 

represents an opportunity for hosts to influence the guest’s perceptions of service performance. 

 

B. Phone encounters: This is extended to an electronic encounter responding to rapid 

information-technology (Bennett & Strydom 2005:288). Electronic encounter refers to the 

interaction between customers and service providers that occur through the Internet and other 

multi-media. Almost all service providers rely on electronic encounters to perform customer 

service. However, the variability of an electronic encounter is greater than that of a remote 

encounter, taking into account the access to the website, the navigation of the website interface, 

the tone of voice, employee knowledge, and effectiveness in handling customer issues (Zeithaml 

& Bitner 

1996:108). It is important to deliver effective and functional services to (potential) customers via 

friendly navigation on website interface and effective employees who are capable of sending 

specific and factual information to customers. 

 

C. Face-to-face encounter: This takes place between a customer and a service provider in direct 

contact, meeting in person. The service provider’s perceived knowledge, appearance, attitude 

and other forms of behaviour or attributes are important determinants. Zeithaml and Bitner 

(1996:108) emphasize that customers also play a role in creating quality service for themselves 

through their own behaviour during the face-to-face encounters. 

 

2.8.1.4. Evidence of service 

 

The last factor of influencing customer perceptions of service is regarded as the evidence of 

service. Because services are intangible, customers not only rely on price to evaluate service 

quality, but also seek for evidence of service in every interaction they have with an organization 

to build an impression of service perceptions. Zeithaml and Bitner (1996:113) discover three 

elements of evidence experienced by the customer: people, process and physical evidence. 
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Figure 2.1:   Evidence of Service, 

Source: Zeithaml and Bitner (1996:115) 

 

A. Process: Refers to a series of activities or steps in the service delivery process, the level of 

flexible function and technology of the service performances, which influence the service 

perceptions of customers (Lovelock 2001:39). For instance, the guests may build up service 

perceptions from observing a guest waiting in the line to check-in and by the way the employees 

take a lunch order, manually or by means of a computer.  

 

B. People: Refers to the persons in service transactions including the personnel in service 

transactions, customers themselves and other customers within the interaction setting (Zeithaml 

& Bitner 1996:114). For example, the action and the attitude of the personnel at a reception desk 

in a guest house will be judged on the impression of perception in terms of the employee’s 

politeness and effectiveness. Moreover, customers share the service environment with other 

customers as they consume the service. Fellow customers can either enhance or detract from a 

customer’s perception of quality (Wu 2007:1519). The actions and attitude of other guests he/she 

meets in lounge room will also influence the perception of this service received.  

 

C. Physical evidence: Assists customers in service evaluation because the intangibility of the 

service often makes it difficult for customers to evaluate service perceptions. Physical evidence 

consists of facility exterior, facility interior and tangibles. Facility exterior includes the exterior 

design, parking, landscaping and the surrounding environment; facility interior includes the 

interior design, equipment used by customers and air quality; tangibles are tangible cues such as 
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business cards, stationery, receipts and brochures (Hoffman & Bateson 2006:225). One of the 

elements that show physical evidence is access to facility. 

 

Access to Facilities 

 

According to LeBlanc and Nguyen (1997) and Sohail and Shaik (2004), the abilities of students 

to access the facilities offered by tertiary institution will affect the overall students’ perceived 

service quality for a particular tertiary institution. Access to facilities based on the research of 

Sohail and Shaik (2004) includes the convenience of access to the parking facility, computer 

facility and study room facility.  

 

2.9. Perceived Service Quality  

 
The term perceived service quality has been frequently used by practitioners and academicians in  

the past few decades, whereas there hasn’t been any generally accepted definition yet. The 

consensus about perceived service quality is that it is a consumer’s evaluative judgment or 

impression regarding a service provider’s overall performance or excellence (Parasuraman et al., 

1985). Perceived service quality refers to the customer’s evaluation of an organization’s service 

based on his or her overall experience of the continuous service encounter (Woodruffe, 1995). 

Chowdhury and Abe (2002) state that customers’ perceptions of quality, are generally formed on 

the basis of an array of cues. These cues basically fall into two categories: intrinsic and extrinsic 

cues. Intrinsic cues refer to attributes that cannot be changed without changing the physical 

characteristics of the product. Extrinsic cues, however, are attributes that are not part of physical 

product.  

 

However, we can consider intrinsic cues as the fundamental service qualities and extrinsic cues 

as external or non-fundamental service characteristics of a university. For example the classroom 

facilities, library and laboratory facilities, facility and staff services, program and curriculum 

design, and extra-curricular activities are considered as intrinsic cues. On the other hand, 

location, building, price, and image dimensions can be considered as external cues. 
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2.10. Instruments to Measure Service Quality in HEI 

 
Different researchers have different views on measurement of service quality in higher 

education. Most of the studies employ SERVPERF, HEdPERF, SERVEQUAL, and Importance 

Performance Analysis. 

 

2.10.1. SERVPERF 

 
An alternative instrument to measure service quality was introduced by one of the 

SERVQUAL’s critics – Cronin and Taylor (1992).Instead of SERVQUAL introduced the 

performance - based measure of service quality, SERVPERF. 

 

SERVPERF is composed of 22 perception items defined in SERVQUAL scale, and excludes any 

consideration of expectations. In other word, SERVPERF differs from SERVQUAL in that; 

SERVPERF does not assess gap scores because the expectation portion of pairing is not 

included. The research of Cronin and Taylor (1992) suggested that although expectations can 

have unique effect on customers’ perception of service quality, the performance minus 

expectation is an appropriate basis for use in the measurement of service quality. Moreover, there 

were many emerging literature supported the performance-based paradigm over the 

disconfirmation based SERVQUAL paradigm. 

 

However, Parasuraman, Zeithaml and Berry (1994) criticized the SERVPERF instrument that the 

marketing literature appears to offer considerable support for the superiority of the simple 

performance-based measures of service quality was surprising and questionable. Parasuraman et 

al. (1994) also revealed that through the practice of measuring only perception was widespread, 

such a practice did not necessarily mean performance based measures were superior to 

discontinuation – based measures. In fact, service quality measurements that incorporate 

customer expectations provided richer information than those that focus on perceptions only. 

In spite of the criticism of SERVPERF by Parasuraman et al. (1994), Cronin and Taylor (1992) 

still reveled that SERVPERF was the superior measure of service quality over SERVQUAL. 
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They also claimed that SERVPERF scale consistently outperformed any of the other competing 

models in service environments, and it also provided a useful tool for measuring overall service 

quality attitudes by service managers. 

2.10.2 HEdPERF (Higher Education Performance) 

In view of that, Firdaus (2004) proposed HEdPERF (Higher Education Performance), a new and 

more comprehensive performance-based measuring scale that attempts to capture the authentic 

determinants of service quality within higher education sector. The 41-item instrument has been 

empirically tested for unidimensionality, reliability and validity using both exploratory and 

confirmatory factor analysis. Therefore, the primary question is directed at the measurement of 

service quality construct within a single, empirical study utilizing customers of a single industry, 

namely higher education. Specifically, the ability of the more concise HEdPERF scale is 

compared with that of two alternatives namely SERVPERF instrument and the merged 

HEdPERF–SERVPERF as moderating scale.  

 

The goal of HEdPERF to assess the relative strengths and weaknesses of each instrument in 

order to determine which instrument had the superior measurement capability in terms of 

unidimensionality, reliability, validity and explained variance of service quality. Eventually, the 

results of this comparative study were used to refine the HEdPERF scale, transforming it into an 

ideal measuring instrument of service quality for higher education sector. The HEdPERF scale 

got four dimensions which Comprises 41 items. 

 

First dimension: Non-Academic Aspects 

This contains variables that are essential to enable students fulfill their study obligations and it 

relates to duties and responsibilities carried out by non – academic staff. In other words, it is 

concerned with the ability and willingness of administration (or) support staff to show respect, 

provide equal treatment and safeguard confidentiality of information. Additionally, this factor 

describes the importance of being approachable and accessible, having positive attitudes and 

good communication skills, allowing fair amount of freedom and providing services within 

stipulated time frame. 
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Second dimension: Academic Aspects 

This factor represents the responsibilities of academics and it highlights key attributes such as 

having positive attitude, good communication skills, allowing sufficient consultation, and being 

able to provide regular feedback to students. Other important elements center on the academic 

reputation of the institution, notably its ability to offer prestigious and wide ranging program 

with flexible structure, degrees that are recognized locally and internationally and finally having 

highly educated and experienced academic staff.  

 

Third dimension: reliability 

This consists of items that put emphasis on the ability to provide the pledged service on time, 

accurately and dependably.  

It is also concerned with the ability to fulfill promises and the willingness to solve problems in a 

sympathetic and reassuring manner. 

 

The fourth dimension: empathy  

This relates to the provision of individualized and personalized attention to students with clean 

understanding of their specific and growing needs while keeping their best interests at heart. 

 

2.10.3. Service Quality Model (GAP model) 

 
Parasuraman, Zeithaml and Berry (1985) defined service quality ‘as perceived by consumers, is 

the result of a comparison of expectations of a service they will receive and perceptions of the 

performance of the firms providing the service’. In fact, service quality is an abstract and elusive 

construct because of three features unique to services: intangibility, heterogeneity and 

inseparability of production and consumption. Therefore, it is difficult to evaluate as different 

customers have different perceptions of service quality.   

Further research of Parasuraman et al,(1988) led to the deletion of certain items from the ten 

dimensions and the reassigning of other items, and resulted in the current SERVQUAL 

instrument that consists of five key dimensions of service quality: tangibility, reliability, 

responsiveness, assurance and empathy. 
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Parasuraman, Zeithaml and Berry (1990) proposed to subjectively measure service quality by 

finding out the extent of discrepancy between customers’ expectations or desires and their 

perceptions of the actual quality of performed service. Good service quality exists when 

customer expectations are met or exceeded and is studied in five dimensions as mentioned in the 

previous section: tangible, reliability, responsiveness, assurance, empathy. The methodology of 

comparing customer’s expectation and perception in five dimensions is the popular SERVQUAL 

(Danuta Ann Nitecki, 1996).  

 

The discrepancy between customers’ expectations or desires and their perceptions of the actual 

service performance was elaborated in the Disconfirmation of Expectations Paradigm (Patterson 

1993) which related satisfaction to customer’s pre-purchase expectations and perceptions of 

service performance and identified any difference as Disconfirmation. The comparisons which 

form the basis of the model are as follows:  

 

 Perceived Performance > Expectation: High satisfaction (Delight)  

 Perceived Performance = Expectation: Merely Satisfied  

 Perceived Performance < Expectation: Dissatisfaction 

According to Parasuraman et al. (1985:47), the SERVQUAL model is also referred to as the 

disconfirmation paradigm or gap model, the model says that the expected service is influenced 

by the word-of-mouth, the personal needs, past experience and also by the external 

communication to customers. A perception gap can appear between the expected service and the 

perceived service. This gap is called the GAP 5 (also called the service quality gap); it occurs if 

the customer is not satisfied and depends on the other 4 gaps which are: 

 

 Provider gap 1: not knowing what customers expect  

 Provider gap 2: not selecting the right service design and standards  

 Provider gap 3: not delivering to service standards  

 Provider gap 4: not matching performance to promises  

 

The customer gap can be represented mathematically by the following formula: 
                                                                                           
 



28 
 

                                                                                         K 

                                               SQ = ∑ (Pij - Eij) 
                                                                                        j =1 
 

Where: 

SQ = Service quality 

Pij = Performance perception of stimulus i concerning attribute j  

Eij = Expectation of service quality for attribute j, which is the relevant norm for stimulus i  

K = number of attributes 

 

Parasuraman et al,(1990) further defined an additional series of items that captured the 

importance consumers place on each service attribute captured by the SERVQUAL scale: 

Service Quality= f (Perception- Expectation)*Importance.            
 

                                                                                          K 

                                               SQ = ∑ Iij (Pij - Eij)                                                                                   

                                                                                        j =1 
 

Where: Iij is the weighting factor, i.e., importance of attribute ‘j’ to an individual ‘i.’ 

Since relative importance of variables is relevant in an evaluation of overall quality. Therefore, 

all dimensions should be weighed in terms of relative importance of the customers attach to 

them. The equation above shows that all three variables: importance, perceptions and 

expectations do play different roles in evaluating overall quality and information should be 

collected on all these variables. 

 

This formula shows the gap between customer’s perceptions and their expectations of service 

quality improvement in order to determine perceived service quality improvement. The wider the 

gap between stakeholder expectations and perceptions, the larger the weakness in service quality 

improvement (Parasuraman et al. 1985:46) 

2.10.3.1. Criticisms on SERVQUAL 
The publication of the first results of the SERVQUAL instrument provoked a debate on how best 

to measure service quality and in the subsequent decade there have been many attempts to 

demonstrate the efficacy of the SERVQUAL instrument. It is generally agreed, however, that 
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SERVQUAL instrument is suitable for measurement of service quality because it measures key 

aspects of service quality. Asubonteng (1996), moreover, claims that SERVQUAL is popular 

with managers because it combines ease of application and flexibility. Managers know that 

results obtained using the model are probably not objective truth but that they help identify the 

direction in which the firm should move.  

 

Some researchers have, however, suggested that SERVQUAL model also has weak points both 

theoretically and operationally. SERVQUAL’s five dimensions may not cover all service aspects 

of the organization and are not universals. The number of dimensions comprising service quality 

is contextually determined; Babakus and Boller (1992) suggested that the number of service 

quality dimensions is dependent on the particular service being offered. Andersson (1992) 

pointed to SERVQUAL’s failure to draw on previous social research, particularly economic 

theory, statistics, and psychological theory.  

The methodology of comparing the gap between expectation and perception has also attracted 

criticism. Cronin and Taylor (1992; 1994) argued that SERVQUAL is paradigmatically flawed 

because of its ill-judged adoption of the disconfirmation model. Babakus and Boller (1992) 

found that the use of a “gap” approach to service quality measurement is “intuitively appealing”, 

they suspected that the “difference in scores does not provide any additional information beyond 

that already contained in the perception component of the SERVQUAL scale”. They found that 

the dominant contributor to the gap score is the perception score.  

 

Lewis (1993) criticized the use of a seven-point Likert scale for its lack of verbal labeling for 

points two to six which may cause respondents to overuse the extreme ends of the scale. Babakus 

and Mangold (1992) suggested using five- point Likert scale on the grounds that it would reduce 

the “frustration level” of respondents and increase response rate and quality. The double 

administrations of perception and expectation questionnaires may lead to boredom and confusion 

(Bouman & Van Der Wiele, 1992) and may also be deemed too time consuming (Carman, 1990).  
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2.10.4. Importance Performance Analysis Model 

 
IPA, originally introduced by Martilla and James (1977), yields insights into which product or 

service attributes a firm should focus on to achieve customer satisfaction.  Typically, data from 

satisfaction surveys are used to construct a two dimensioned matrix, where importance is 

depicted along the x-axis and performance (satisfaction) along the y-axes. Customers are asked 

to rate each attribute on its performance. 

 

The Importance-Performance Analysis conceptually rests on multi-attribute models. This 

technique identifies strengths and weaknesses of a market offering in terms of two criteria that 

consumers use in making a choice: the relative importance of attributes and evaluation of the 

offering in terms of those attributes. A particular application of the technique starts with an 

identification of the attributes that are relevant to the choice situation being investigated. The list 

of attributes can be developed after canvassing the relevant literature, conducting focus group 

interviews, and using managerial judgment. Otherwise, a set of attributes pertaining to a 

particular service (or goods) are evaluated on the basis of how important each is to the customer, 

and how the service or goods is perceived to be performing relative to each attribute (Kitcharoen 

, 2004). 

According to Joseph and Joseph (1997:161), the importance-performance analysis (IPA) 

paradigm is the most suitable model for measuring service quality satisfaction in education. The 

objective of the IPA is to identify which attributes or combinations of attributes are most 

influential in stakeholder satisfaction. Martilla and James (1977) state that stakeholder 

satisfaction is the result of certain important attributes and their judgment of attribute 

performance. They add that the IPA tries to assess the underlying importance accorded by 

consumers to the various quality criteria under judgment. 

In addition, it is relevant for indicating which attributes are deemed most important and/or 

relevant by the stakeholder. Importantly, the IPA is a low cost, easily understandable model, 

which indicates to managers where they should devote more resources and time as well as those 

areas where too many resources are utilised. O’Neill and Palmer (2004) used this tool in their 
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study of service quality evaluation in higher education institutions and found that IPA was 

widely applicable because of its simplicity, ease of application and diagnostic value. 

As explained by Martilla and James (1977:77), the most attractive feature of the IPA is that the 

importance and performance mean values can be displayed graphically in a two-dimensional grid 

to facilitate easy interpretation. The grid is divided into four quadrants to enhance the 

interpretation of the mean importance and performance measures associated with each of the 

quality attributes.  

 

By using a central tendency (e.g. mean, median or a rank-order measure) the attribute importance 

and performance scores are ordered and classified as high or low; then by pairing these rankings 

each attribute is placed into one of the four quadrants of the importance performance grid 

(Crompton and Duray, 1985). Mean performance and importance scores are used as coordinates 

for plotting individual attributes on a two-dimensional matrix as shown in Figure 2. This matrix 

is used to prescribe prioritization of attributes for improvement (Slack, 1991) and can provide 

guidance for strategy formulation (Burns, 1986). The four quadrants are described as follows:  

 

 Concentrate here: This quadrant indicates that the respondent feels that a particular 

quality attribute is highly important, but the attribute’s performance causes low 

satisfaction.  

 Keep up the good work: The quality attribute in this quadrant is regarded by the 

respondent as both important and indicates a satisfactory performance.  

 Low priority: The quality attribute here is rated low in terms of performance, but 

respondents do not regard the attribute as highly important.  

 Possible overkill: Here the performance of certain quality attributes in the institution is 

judged as being good, but respondents attach slight importance to it.  
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                                  Figure2.2. The Original IPA Framework   

                                              High importance  

 

                  A. Concentrate Here         B. Keep up The Good Work  

 

                                                           

 Low Performance                                                     High Performance  

 

                           C. Low Priority        D. Possible Overkill  

                                                 

 

                                                 Low Importance  

The study of Hemmasi et al, (2004) suggested that service quality assessment using importance 

performance analysis may be a more useful strategic management tool than the gap measures 

recommended by the author of SERVQUAL scale. The evidence of their study suggests that the 

gap measure does not appear to be appropriate conceptualization or operationalization of the 

service quality construct .The primary reason is the inadequacy of expectation/performance gap 

model which underlies the conceptual development of SERVQUAL scale. Service quality seems 

more appropriately identified through the type of importance performance analysis that has been 

demonstrated in the study. Specifically, the SERVQUAL scale item can be placed on an 

importance-performance grid (Martilla and James, 1977), which will then identify areas in which 

strategic redeployment of resources may be warranted to improve service quality. 

 

The traditional importance-performance analysis, however, has two inherent weaknesses. First, 

while the technique considers an object’s own performance in terms of a particular item, it 

ignores its performance relative to competitors (Burns, 1986). Second, while the technique takes 

into account attribute salience (i.e. importance), it does not recognize the determinacy of an 

attribute. Determinant attributes are those that discriminate well among competing products 

(Engle & Blackwell, 1990) and directly influence consumer choice. An attribute, say price, may 
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be very salient to consumers, but if the consumer feels that alternative products are about the 

same price, then price is not a determinant attribute. Hence, solely focusing on salience at the 

expense of determinacy may misguide strategy. A modified IPA model might, however, be 

constructed on the basis of comparing perceived performance and the importance of each service 

attribute of the five dimensions of the SERVQUAL model. 

 

2.11. Conceptual Relation between Customer Satisfaction and Service Quality 
 

Spurred on by the original work of Parasuraman et al. (1985) service quality and customer 

satisfaction have gained considerable interest among practitioners and researchers in the field of 

Services Marketing. The fact that both constructs are based on expectancy-disconfirmation 

paradigm has led some authors to conclude that service quality and customer satisfaction are the 

same and that the difference between them is more of a semantic than of an intrinsic nature 

(Tian-Cole et al., 2003). Customer satisfaction is related to the size and direction of 

disconfirmation, which is defined as the difference between an individual’s pre-purchase (pre-

choice) expectations (or some other comparison standard) and post-purchase (post-choice) 

performance of the product as perceived by the customer (Tse et al, 1990). 

 

Service quality plays a key role in framing customers’ evaluations with regard to pure services 

such as healthcare, financial services and education. Customer satisfaction relates to the 

customer’s evaluation of whether a product or service has met the customers’ expectations. 

Customer satisfaction is dynamic and is influenced by a variety of factors such as product and 

service features, consumer emotions, attributions related to a service success or failure, 

customers perceptions of equity or fairness, and the impact created by other consumers and 

family members. Customer satisfaction exerts macroeconomic implications and is an important 

indicator of national economic health, economic efficiency, pricing statistics, quality of life, 

corporate earnings and stock value. Customer satisfaction is often linked to customer loyalty and 

profits in many service-based firms. 
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2.12. Review of Empirical Literature 

 
According to the research by Mulu (2012), which was on quality and quality assurance in 

Ethiopian higher institution academic staffs across the public universities are not properly trained 

and engaged to face challenges and improve quality education to the level it should be. 

 

Negi (2010) in his work which was about Educational Quality and Students’ Complaints 

Handling in the case of private university colleges in Addis Ababa; revealed that the major focus 

of private higher educational institutions under study is on attracting new enrolments  rather than 

handling the existing complaints of students effectively.  

 

In his research Solomon (2012), which was on stakeholder’s perception of service quality 

improvement in Ethiopian public higher education institutions; reveal that the reason for the 

highest gap between perception and expectation is that the stakeholders expect more from the 

service quality improvement initiative and this expectation is because of implementation of BPR. 

He also suggested that further research should be conducted on private higher institutions. 
 
A research by Krisana Kitcharoen (2004) on IPA analysis of service quality of PHEI in Thailand; 

in the study  modified IPA model was used for a sample of students and staff of ten randomly 

selected Thai universities to investigate the importance of service attributes for service providers’ 

and student’s evaluation of services. The gap between importance and performance from both 

perspectives were also evaluated. The findings of this study discovered that students’ satisfaction 

with a service quality was significantly explained by age, tangible importance, empathy 

importance, reliability performance, and empathy performance. Meanwhile, staff members’ 

satisfaction with a service quality was significantly explained by tangible importance, reliability 

importance, assurance importance, and reliability performance. In addition, the study released 

that students’ satisfaction with a service quality positively affected their pride in the universities. 
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2.13. Conceptual Frame Work 

 
This research will endeavor to find out the main service quality problems in PHEI by using 

SERVQUAL model with adding cost of courses offered and access to facilities in addition to the 

five dimensions. 

 

                    Figure 2.3: Conceptual framework of the study 
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Chapter Three 
3. RESEARCH DESIGN AND METHODOLOGY  

 

Research methodology is a way to systematically solve the research problem. It may be 

understood as a science of studying how research is done scientifically and includes various steps 

that are generally adopted by a researcher in studying his research problem along with the logic 

behind them (Kothari, 2004).Thus in this particular chapter a full detailed of methodology will be 

discussed and deals with why different research strategies are chosen. 

 

3.1. Study Site 

 

There are around 46 private higher institutions in Addis Ababa and the researcher only selects 

six institutions by using their year of experience in the business. Therefore, out of the six 

institutions three of them are pioneers and the other three are recently opened universities. From 

the old institutions Unity University, Alpha University Collage and CPU Collage are selected 

and from the newly opened institutions ECUSTA Higher Learning Institute, Hope University 

Collage and Sri Sai Collage are chosen. 

 

                         Table 3.1: Institutions with their date of establishment 

 

Institution Date of 

establishment 

Alpha University Collage 1981 

CPU Collage 1992 

Unity University 1991 

ECUSTA Higher  Learning Institution 2008 

Sri Sai  Collage 2008 

Hope university  Collage 2012 
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3.2. Research Design 

 

Descriptive research design were selected in this study because descriptive method is particularly 

appropriate when the research objective include the determination of the degree to which certain 

variables are related to actual phenomena (Hair et al 2000) as such information can provide 

decision makers with evidence that can lead to a course of action. Kothari (2004) identified that 

to describe the characteristics of a particular Phenomena, descriptive research is preferable. It is 

concerned with specific predictions, with narration of facts and characteristics concerning 

individual, group or situation. As mentioned above, the goal of descriptive research is to describe 

some aspect of a phenomenon, which is the status of a given phenomenon. It can also help us to 

understand a topic and lead to causal analysis (Abiy zegeye et al, 2009). 

 

The time scale of this research was cross-sectional. According to Gray (2008:34), a cross-

sectional study is used when the data are collected at one specific period of time. 

 

3.3. Research Approach 

 

There are two basic approaches to research, quantitative approach and the qualitative approach 

(Kothari, 2004).The former involves the generation of data in quantitative form which can be 

subjected to rigorous quantitative analysis in a formal and rigid fashion. The later qualitative 

approach to research is concerned with subjective assessment of attitudes, opinions and behavior. 

Research in such a situation is a function of researcher’s insights and impressions. 

 

This study employed mixed method of research approach that is both quantitative and qualitative 

methods. A mixed method approach enables a researcher to obtain a more comprehensive 

understanding of educational phenomena, ranging from simple to complex, particular to general 

and from internal to external perspectives (Greene, 2005).  Thus, according to (Punch, 2005), 

using both quantitative and qualitative approaches increases the scope, depth and power of the 

research.   
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3.4. Population and sampling 

 

The population is the group that the researcher wants to generalize about Muijs (2004), for this    

study the population included all the regular students pursuing an undergraduate academic 

degree PHEI in Addis Ababa. The sampling method employed in this work is mixed approaches 

of sampling, so the researcher used stratified sampling first to classify the PHEI in their year of 

experience, then number of respondents was dispersed in proportion to the number of 

institution’s enrolment rate. Simple random sampling was executed to select the respondents 

from the institutions. 

 

The student respondents were only selected from final year, this is due to the students’ 

familiarity with the institution and their perceptions of institutions’ service delivery that were 

dependable over time. In their final year, students would have been at the university for at least 

three years, thus, they should have an accurate perception of the service quality. Mostly, students 

in their final year also have some critical viewpoints, and for this reason, their perceptions are 

usually more critical than in earlier years. 

 

3.4.1. Sample Size 

 

Considering Malhotra (2007), a sample of over 200 respondents in a survey study is likely to 

give an acceptable degree of accuracy, provided, it is based on some probability technique. 

Therefore, the stated sample size was considered to be appropriate to make generalizations about 

the study population. Based on Krejcie and Morgan’s (1970) sampling table, it was appropriate 

to select sample size of 140. In this research the questionnaire was administered to 213 

respondents and, it was distributed proportionally to the institutions enrolment rate with the 

exception of two institutions that their enrolment rate is low and it is difficult to take only three 

or four students to represent the students of the institutions. Therefore, the researcher deliberately 

adds a little more number. 

 

Sample from x university = no of students from x university /total population*sample size  
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The total population is the sum of all students in the six institutions, that is 9870.Here are the 

institutions with their respective number of students and the sample taken from each of them. 

 Unity University: Number of students 6000   (6000/9870*200 = 122) 

 CPU Collage: Number of students 1500 (1500/9870*200 = 30) 

 Alpha University Collage: Number of students 1270 (1270/9870*200 = 26) 

 Hope University Collage : Number of students 740 (740/9870*200 = 15) 

 ECUSTA Higher Learning Institution: Number of students 180 (180/9870*200 = 4)  

 Sri Sai Collage: Number of students 160 (160/9870*200 = 3) 

For ECUSTA Higher Learning Institution and Sri Sai Collage the researcher decided to take 10 

students from each institution to get good insight. 

3.5. Source and Method of data collection 

 

The source of data for this study was both primary and secondary data. The primary data for this 

study was collected through questionnaire and interview that was developed by the researcher 

based on the review of prior researches. Berg (2001), points out that if the researcher wants to 

administer the results easily and to collect deep going information from a smaller number of 

individuals questionnaire and interviews are suitable respectively. Whereas, for secondary data 

for this research were collected from published articles, journals and books.  

 

3.5.1. Scale and Measurements 

 

The questionnaires had four sections; Section A- is personal information, like age, sex and 

university/collage were asked. For the questionnaires the researcher employ the SERVQUAL 

(Parasuraman, Zeithaml, and Berry, 1988) model were employed. Groons (2003) also has 

emphasised the importance of adopting the SERVQUAL instrument by taking account of the 

context in which it is used. Section B- is designed to measure the importance of the attributes 

with 28 questions and; section C will measure the performance of each item in relation to the 

service quality at your university this section also consists of 28 questions. The response will be 

rated with a five point Likert scale ranging from 1 (one being very unimportant) to 5 (five being 
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very important) for importance were as 1(one being very poor) to 5 (five being very good). For 

interview part data was collected from managers of the institutes using six questions. 

 

3.6. Procedure of Data Collection       

The data collection procedure for this research was undertaken in three phases. During the first  

phase,  the pilot study was administered to test the appropriateness, validity and reliability of the 

questionnaire and checking weather modification of the instruments where necessary based on 

the pilot study. Then it followed by the second phase, which is aiming at conducting the survey 

from the targeted groups of the six higher institutions. The data was distributed to students at the 

end of their class in collaboration with the administration of the campus and their instructors. 

 

During third phase, the interview was conducted with the mangers of the selected institutions. 

This was done to assess whether the managers have realistic perception of students’ perception 

of the service and their satisfaction. In addition, this was helped in comparing the managers’ 

perception with customers. 

 

3.7. Data analysis 

 

To test research questions and investigate research objective, the collected data was analyzed 

with both qualitative and quantitative methods.The quantitative data will be analyzed using 

statistical package for social science (SPSS) version 20.0. 

 

Validity and reliability tests were conducted first; for validity the researcher survey question 

were made based on literature review and frame of reference to ensure result validity. To cheek 

its reliability cronbach alpha test will be used. Followed by descriptive statistics was used to 

interpret demographic variables of the respondents. 

  

For questionnaires of IPA, first the mean importance and mean performance ratings were 

calculated for each of the SERVQUAL service attributes, then gap scores of individual IPA 

items will be calculated. Second the IPA graph was plotted, after that differential analysis have 

been conducted and paired sample t-test with a confidence interval of 95% was used to compare 
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the mean score of the importance level with the mean score of the performance level and to test 

the significance difference between the two means. Pearson correlation was used to examine the 

relationship between each of the independent dimensions. Regression analysis was conducted to 

determine service quality factors relative importance in contributing to overall evaluation of 

service quality by customers. 

 

In addition qualitative data was grouped and organized for analysis question by question. For this 

the procedure by Silverman (2009), will be used. Content analysis to identify patterns and 

commonalities of responses will be used to analyze open- ended survey questions and produce 

meaningful theme. The resultant themes was cross examined to establish an agreed set of themes 

that were thought to appropriately represent participants view. 
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CHAPTER FOUR 

4. DATA ANALYSIS AND INTERPRETATION 

In this chapter the primary data collected from respondents were analyzed, the first part focused 

on analyzing the self administered questionnaires collected from students and the second part 

deals with the interview questions with the managers. 

In order to collect the data, 213 structured questionnaires were distributed to students and from 

the distributed questionnaires; all of the questionnaires were returned giving a response rate of 

100%. 

4.1. Reliability analysis 
 

The study used Cronbach alpha to assess the internal consistency of the research instrument. 

Cronbach's alpha (α) is a coefficient of reliability and it is commonly used as a measure of the 

internal consistency. The reliability in this study as assessed by coefficient alpha, was found to 

be 0.852 (table 4.1), as indication of acceptability of the scale for further analysis. 

Table 4.1 Result of Reliability Analysis 

Service Quality 

Dimensions 

No. of 

Items  

Cronbach’s Alpha (α) Value 

Pilot Actual 

Importance Performance Importance Performance 

Tangibility 4 0.967 0.852 0.773 0.727 

Reliability 5 0.827 0.787 0.744 0.801 

Responsiveness 4 0.722 0.878 0.736 0.804 

Assurance 4 0.821 0.763 0.728 0.770 

Empathy 5 0.743 0.827 0.735 0.824 

Cost of courses offered 3 0.956 0.951 0.731 0.756 

Access to Facilities 3 0.931 0.925 0.706 0.746 

Overall scale Reliability 28 0.812 0.856 0.907 0.929 
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4.2. General Profile of the Respondents 

The biographical profile of respondents is presented in Table 4.2. The properties include the 

gender and age of the sampled students. The results reveal that 45.5% of the students were male 

and 54.5% were female. This showed that the majority of the students are female which 

indicated females are becoming more participative in learning. 

As for the age distribution, almost 54.5% of the respondents were young and between 22 and 24 

years old, followed by 38.5% between 19 and 21 years. Only 4.2% of the sampled students fell 

into the 25 to 27 age group and 2.8% were older than 27 years. From this we can depict that 

majority of the students are youngsters. 

 

Table 4.2 Summary of demographic variable of respondents 

Demographic  

Variable 

Category Total Percentage 

Gender Male 97 45.5 

Female 116 54.5 

Total 213 100 

Age 19-21 years 82 38.5 

22-24 years 116 54.5 

25-27 years 9 4.2 

Above 27 years 6 2.8 

Total 213 100 

 

From the institutions Unity University has the highest respondents which counts 56.3% followed 

by CPU Collage 14.1%, Alpha University Collage 12.2%, Hope University Collage 7%, Sri Sai 

Collage and ECUSTA Collage each of them take 5.2%. 
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4.3. Importance and Performance of the attributes 

4.3.1. Importance 

The mean score of importance and performance of the attributes are presented in Table 4 with 

the gap between them. The mean score of the importance attribute was found to be 4.155 with 

the value of maximum of 4.357 and minimum 3.732.Attributes like, “Staffs assist their 

customers”, “consistently courteous towards customers”, “Staff have sufficient knowledge to 

answer customers’ question”, “staff‘s behaviour of the university will instil confidence”, “The 

cost of the academic programs is reasonable” and “The convenience of access to the computer 

facility” were rated as the most important by the respondents. The attributes belongs to 

reliability, assurance, cost of courses offered and access to facilities. The attributes rated above 

4.30 and they are relatively higher than other attributes. 

In addition, attributes such as “Staffs dressed neatly”, “Resource are in line with the  services 

they provided” , “ the university show interest in solving customer’s problems”, “The university 

will perform service well  for the first time”, “provision of o services on time”, “error free 

records”, “telling the  exactly time  when service will be performed”, “providing prompt service 

“, “staffs never be too busy to respond”, “  Customers will feel safe in their dealings with the 

university” , “Staffs will pay personal attention to customers”, “lecture hours convenient to all 

students”, “receiving special attention from staff”, “The university will have the customers’ best 

interests at heart”, “understanding the specific need of its customers”, “miscellaneous service 

charges”, scholarships are offered , “study room facility” and “access to the parking facility and 

sport areas” scored between 4.00 to 4.30,which also shows that these items are also important to 

the respondents. 

The  remaining three elements scored between 3.732  an d 4.00 are  “university has modern 

looking equipment and facilities”, “ physical facilities are visually appalling ”,and “ the 

university promises to do something and it will fulfil its promise”. 

Generally, respondents thought the importance attributes are importance as per their perspective 

and there is no even one element found to be unimportant which score less than 3.00. 
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4.3.2 Performance 

The aggregate mean of the performance attributes are 3.409 which varies between the maximum 

value of 4.208 and minimum 3.047.Only one attribute score above 4.0 “Staffs dressed neatly” with 

the score 4.21. 

Attributes like “ physical facilities are  visually appalling”, “Staff tell the exact time that of 

service performance”, “Staff willing to assist”, “Staffs have sufficient knowledge”, “convenient 

lecture hour”, “cost of the academic programs” , “scholarships”, “access to the computer facility” 

and  “access to the study room facility” scored between 3.50 and 4.00. 

Items rating between 3.40 to 3.5 are ; “ modern looking equipments “, “resource are in line with 

the  services they provided”, “provide prompt service to customers”, “staff of the university will 

instil confidence”,  “Customers will feel safe in their dealings with the university” and  “Staffs 

are consistently courteous”. 

The remaining twelve service attributes score varies between 3.04 to3.40, these are “fulfilling its 

promise”, “showing interest in solving customer’s problems”, “perform service satisfactorily for 

the first time”, “providing its services on the time”, “error free records”, “personal attention to 

customers”, “customers receive special attention from staff”, “have the customers’ best interests 

at heart”, “understand the specific need of its customers”, “miscellaneous service charges are 

rreasonable” and “access to the parking facility and sport areas”. These items receive the lowest 

score in their performance.  

When we compare the performance and importance means scores the performance means score 

is 3.409 were as the importance mean score is 4.155.This shows a wide difference between the 

means. 
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4.4 Importance and Performance Gap 

To find out the gap between perceived performance and importance, the difference of mean 

score of performance and importance is computed. The gap analysis is performed for all the 

service attributes.  

The result from the gap analysis shows that all the twenty eight attributes had a negative mean 

gap which means all the attributes perform less compared to the importance level. The highest 

gap score is for “cost of the academic programs is reasonable” which is (-1.72) followed by the 

“staff  will never be too busy to respond”  (-1.58) ,“access to the parking facility and sport areas” 

which is (-1.21), “staff understand the specific need of its customers” (-1.12), “the university 

fulfil its promise” and “staff s will pay individual/personal attention” both of  them score (-1.10) 

and the  lowest gap is “staffs of the university dressed neatly” scores (-0.01). 
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Table 4.3 Mean, Standard deviation and Gap analysis  

Service attributes Importance  Performance Gap 

(P-I) Mean Std. Dev Mean Std. Dev 

1.The  university has modern looking 

equipment and facilities 

3.73 1.228 3.41 1.204 -0.32 

2. The physical facilities at the university 

are  visually appalling 

3.77 1.088 3.61 1.135 -0.16 

3.Staffs of the  university dressed neatly  4.22 .942 4.21 .894 -0.01 

4. Resource associated with the service is in 

line with the type of services they 

provided.   

4.00 1.176 3.40 1.369 -0.60 

5. When the university promises to do 

something, it will fulfil its promise. 

3.97 1.137 2.87 1.307 -1.10 

6. When customers have a problem the 

university will demonstrate a sincere 

interest in solving it.  

4.10 1.111 3.10 1.324 -1.00 

7. The university will perform service 

satisfactorily for the first time. 

4.04 1.048 3.04 1.345 -1.00 

8. The university will provide its services at 

the time they undertook to do so. 

4.09 .989 3.22 1.225 -0.87 

9. The university has error free records. 4.06 1.033 3.23 1.342 -0.83 

10. Staff of the university will tell their 

customers exactly when service will be 

performed. 

4.25 .942 3.52 1.297 -0.73 

11. Staff of the university will provide 

prompt service to all customers. 

4.24 .826 3.40 1.188 -0.84 

12. Staff of the university will always be 

willing to assist its customers.  

4.36 .838 3.52 1.204 -0.84 

13. Staff of the university will never be too 

busy to respond to customers requests. 

4.15 .935 2.57 1.241 -1.58 

14. The behaviour of staff of the university 

will instil confidence in you. 

4.31 .861 3.42 1.263 -0.89 
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15. Customers of the university will feel 

safe in their dealings with the university.  

4.27 9.16 3.43 1.236 -0.84 

16. Staff of the university will be 

consistently courteous towards customers. 

4.31 .835 3.48 1.250 -0.83 

17. Staff of the university will have 

sufficient knowledge to answer customers’ 

question.  

4.33 .929 3.73 1.190 -0.60 

18. Staff of the university will pay 

individual/personal attention to customers. 

4.00 1.084 2.90 1.255 -1.10 

19. The university will have lecture hours 

convenient to all students. 

4.22 .968 3.62 1.233 -0.60 

20. The customers at the university will 

receive special attention from staff. 

4.05 1.022 3.32 1.142 -0.73 

21. The university will have the customers’ 

best interests at heart. 

4.24 .939 3.23 1.251 -1.01 

22. The staff of the university will 

understand the specific need of its 

customers. 

4.14 .954 2.72 1.249 -1.42 

23.The miscellaneous service charges are 

Reasonable 

2.12 1.023 2.09 1.352 -0.03 

24.The cost of the academic programs is 

Reasonable 

4.30 .875 2.58 1.325 -1.72 

25.A variety of scholarships are offered to 

Students with free charge 

4.19 1.044 3.54 1.382 -0.65 

26. The convenience of access to the 

computer facility. 

4.31 .956 3.68 1.381 -0.63 

27. The convenience of access to the 

study room facility. 

4.28 1.043 3.69 1.400 -0.59 

28.The convenience of access to the parking 

facility and sport areas 
4.19 1.134 2.98 1.523 -1.21 
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4.5. Importance –Performance Analysis (IPA) 

IPA analysis is conducted on the mean score of importance and performance is taken to draw the 

IPA matrix which is separated in to four quarters. The X-axis represented the performance score 

of service attributes were as Y-axis represents importance. The graph is separated at 3.0 for both 

importance and performance axis by referring the guidelines for the graph, that is less than 3 

represent low importance and performance whereas more than 3 is for high importance and 

performance. Therefore, the mean scores are pointed in the graph with the four quadrants named 

“keep up the good work”, “concentrate here”, “and low priority ”and“ possibly over kill”. 

Figure 4.1 Importance Performance Analysis of PHEI 
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Most of the attributes are under “keep up the good work” which is a quadrant that shows high 

performance and importance. Attributes under the quadrant include “modern looking 

equipment”(1), “physical facilities visually appealing”(2), “staffs dressed neatly”(3), “resource 

associated with the service”(4), “ solve customers’ problems” (6), “perform service satisfactorily 

for the first time” (7), “provide its services at the time”(8), “error free records”(9), “telling 

customers exactly when service will be performed”(10), “provide prompt service to 

customers”(11), “willing to assist its customers” (12),  “the behaviour of staff will instil 

confidence”(14), “customers will feel safe in their dealings with the university”(15), “staff will 

be consistently courteous towards customers”(16), “staff will never be too busy to respond”(17), 

“have lecture hours convenient”(19), “the customers receive special attention from staff”(20), 

“the academic cost reasonable” (21),“scholarships are offered to students”(25), “access to the 

computer facility” (26), “access to the study room facility”(27). These attributes are rated good 

in the student’s perspective but they all posses negative gap scores. However, these attributes 

need improvements as Concentrate here quadrant because the importance and performance gap 

shows still not satisfactory. 

In the “concentrate here” this quadrant shows the importance is high for the students but the 

institutions perform low. There are six attributes which provide less than the optimal service, the 

attributes are “the university  fulfil its promise”(5), “having sufficient knowledge to answer 

customers”(13), “staff will pay individual/personal attention”(18), “the staff understand the 

specific need of its customers”(22), “having the customers’ best interests at heart”(24) and 

“access to the parking facility and sport areas”(28).These attributes which have also negative gap 

needs service enhancement to make them achieve keep up the good work quadrant. 

There is only one element in “low priority” which is “The miscellaneous service charges are 

reasonable” (23). This quadrant shows attributes that are low importance as well as low 

performance and this implies there is no need to improve this area or invest resources. 

For the fourth quadrant “possibly overkill” which represents high performance and low 

importance has no element, therefore there is neither a single element which is rated unimportant 

nor the institutions investing resource on it. 
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4.6. Rank of Overall Importance of the Attributes 

From the data collected from students the rank of the attributes in their level of importance is 

presented as follows. 

 

Table4.4. Mean Score of Importance for each Service Quality Dimension 

Dimensions Mean Std. Deviation Ranking 

Tangibility 3.93 .714 7th 

Reliability 4.07 .787 6th 

Responsiveness 4.25 .662 3rd 

Assurance 4.30 .667 1st 

Empathy 4.13 .693 5th 

Cost of courses 4.20 .746 4th 

Access to 
facilities 

4.26 .831 2nd 

 

Among the dimensions Assurance has the highest score with 4.30 and ranked the first, which 

includes behavior of staffs and their knowledge. Access to facilities ranked second with 4.26 

which is expressed by access to study room, computer facilities and sport areas. Responsiveness, 

Cost of courses offered, Empathy and Reliability also ranked from third to sixth with respective 

mean value of  4.25, 4.20, 4.13 and 4.07. 

The attribute tangibility has got the lowest score of 3.93 and which makes it the last from the 

attributes. This indicated that tangibility with the elements (having modern looking equipment, 

visually appealing physical facilities, staffs dressed neatly and equipments are in line with the 

service they give) are less important as per students response. 
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4.7. Rank of Overall Performance of the Attributes 

The performance of attributes also ranked as per student’s response and the rank shows the result 

below. 

 

Table 4.5 Mean Score of Performance for each Service Quality Dimension 

Dimensions Mean Std. Deviation Ranking 

Tangibility 3.66 .799 1st 

Reliability 3.13 .977 7th 

Responsiveness 3.40 .769 5th 

Assurance 3.52 .950 2nd 

Empathy 3.30 .840 6th 

Cost of courses 3.47 .965 4th 

Access to 
facilities 

3.48 .743 3rd 

 

The result indicated that tangibility dimension has got the highest value (3.66) and ranked first as 

compared to the other six dimensions. Assurance (employee behavior and knowledge) ranked 

second with mean value of 3.52, in addition, access to facilities ranked third with a mean value 

of 3.48.On the other hand, dimensions like cost of courses offered (miscellaneous costs, 

academic cost and scholarships) with the mean score of 3.47 is rated fourth by the respondents. 

Responsiveness and Empathy ranked the fifth and sixth with a mean value of (3.40 and 3.30) 

respectively. 

However, reliability has shown the least score with mean of 3.33 which is explained by features 

like fulfilling promises , showing interest in solving customer’s problems, performing service on 

time and having error free records). For that reason, the institutions should have to address the 

problem in the area by taking further investigations.   
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4.8. Differential Analysis: Comparison of Importance and Perceived 

Performance Based on Service Quality Dimension 

The paired-sample t test is used to compare the means of two variables within a single group; in 

this research it is utilized to compare mean importance and performance. The confidence interval 

of 95% is taken to compare the means. 

 

Table4.6. Paired Sample t-test 

Service Quality 

Dimension 

Importance Performance Paired  

Difference 

     t Sig. 

Mean Std.dev Mean Std.dev 

Tangibility 3.93 .714 3.66 .799 - 0.27 -3.699 .000* 

Reliability 4.07 .787 3.13 .977 - 0.94 -10.788 .000* 

Responsiveness 4.25 .662 3.40 .769 -0.85 -10.380 .000* 

Assurance 4.30 .667 3.52 .950 -0.78 -9.593 .000* 

Empathy 4.13 .693 3.30 .840 -0.83 -10.045 .000* 

Cost of courses  

Offered 

4.20 .746 3.47 .965 -0.73 -8.277 .000* 

Access to facility 4.26 .831 3.48 .743 -0.78 -7.798 .000* 

* Paired difference is significant at 0.05 levels (2- tailed) 

 

As you can see from the table above the paired difference for all attributes indicated negative 

sign which means the mean score of importance is less than the mean score of student’s 

perception of actual performance. The highest difference is possessed by Reliability (-0.94) and 

the lowest is tangibility (-0.27). 

The t- test result shows negative for all attributes, this show that the mean score of importance is 

greater than perceived performance. The p value of service quality dimension is lower than .05 

which demonstrate the sig divergence between expected importance and perceived performance 

of the institutions, all of them are 0.000**. 
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4.9. Correlation Analysis 
 
Correlation helps to know if there is any relationship between variables exist and it is a measure 

of linear relationship between variables. Correlation of .01 to .30 is considered small, 

correlations of .30 to .70 are considered moderate, and correlations of .70 to 1.00 are considered 

very large (Marczyk et al, 2005).The result of this study also showed there is positive 

relationship among the attributes . 

 

There is higher positive correlation between responsibility and reliability dimensions, assurance 

and responsibility dimensions and; empathy and assurance dimension with Pearson correlation 

coefficient of 0.665, 0.647, 0.572 and 0.518 respectively. 

  

Table4.7 Pearson Correlation 

 TAN REL RES ASS EMP COS ACC 

TAN 1       

REL .492* 1      

RES .447* .665* 1     

ASS .358* .512* .647* 1    

EMP .294* .540* .459* .572* 1   

COS .285* .454* .438* .504* .518* 1  

ACC .341* .420* .394* .409* .422* .501* 1 

* Correlation is significant at 0.01 levels (2- tailed) 

Note: 
TAN- Tangibility 

REL- Reliability 

RES- Responsibility 

ASS- Assurance 

EMP- Empathy 

COS-Cost 

ACC- Accessibility 
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4.10. Regression Analysis 
 
 

Regression is a technique that can be used to investigate the effect of one or more predictor 

variables on an outcome variable. Regression allows you to make statements about how well one 

or more independent variables will predict the value of a dependent variable.  

 

The first statistic ‘R’ is the multiple correlation coefficients between all of the predictor variables 

and the dependent variable. In this model, the value is 0.734. The next value, R Square, is simply 

the squared value of R. This is frequently used to describe the goodness-of-fit or the amount of 

variance explained by a given set of predictor variables. In this model, the value is 0.539, which 

indicates that 53.9% of the variance in the dependent variable is explained by the independent 

variables in the model. The model also indicated that 46.1 % of the variance can be explained by 

other factors which indicated further research is needed to identify the remaining factors that 

influence the level of service quality in education sector. 

 
Table4.8  Model Summaryb 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .734a .539 .523 .346 
 

 
                                            Table4.9 ANOVAa 
Model Sum of 

Squares 
Df Mean 

Square 
F Sig. 

1 
Regression 28.636 7 4.091 34.203 .000b 
Residual 24.519 205 .120   

Total 53.155 212    

 
a. Dependent Variable: Rate your overall service perception  
b. Predictors: (Constant), Tangibility, Reliability, Responsiveness, Assurance, 
Empathy, Cost of courses offered and Access to facilities 
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The F ratio (systematic variation to unsystematic variation) greater than one explains systematic 

variation is greater than unsystematic, in addition, the ratio also indicated whether the result of 

the regression model could have occurred by chance. In this study the F ratio has a value 34.2 

and is significant at 0.000. Therefore, it is possible to say the regression model adopted in this 

study could have not occurred by chance and is considered significance.  

 

 
The results indicate the positive and statistically significant relationship of perceived service 

quality with six of the explanatory variables except tangibility which has p value > (0.05). The 

relative importance of the factor (independent variable) in contributing to the variance of the 

student’s perception of service quality (dependant variable) was explained by the standardized 

beta coefficient.  

 

Here the largest beta coefficient is .549 which is for assurance. This means that this variable 

makes the strongest unique contribution to explaining the dependent variable, when the variance 

explained by all other variables in the model is controlled for with a sig. of 0.000*(<0.05).The 

next higher beta coefficient is reliability with a β coefficient of .411 with an important sig. Level 

(p=.039) that makes it to be the second most important factor in determining overall service 

quality. 

Table4.10 Coefficientsa 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

T Sig. Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

 

(Constant) .867 .122  7.102 .000   

Tangibility          .046               .042                  .074       1.107        .270  .505 1.981 
Reliability          .877                .416                  .411        2.110         .039  .355 2.817 
Responsiveness .075 .044 .147 1.699 .031 .299 3.349 
Assurance .290 .042 .549 6.851 .000 .350 2.856 
Empathy .045 .041 .085 1.098 .043 .379 2.639 
Cost  .060 .029 .122 2.080 .039 .659 1.517 
Accessibility .007 .027 .016 2.274 .004 .636 1.574 
a. Dependent Variable: Rate your overall service perception 
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The third contributor is responsiveness β=0.147 and p=0.031, the next elements in their 

respective contribution are; cost β=0.122 and p=0.039, empathy β=0.85 and p=0.043 and the 

attribute with the lowest weight but has significance value is accessibility β=0.16 and p= 0.04. 

Moreover, tangibility with a β value of 0.074 and p value 0.270 is indicated as having no 

significant influence on service quality of the institutions. 

 
Tolerance is an indicator of how much of the variability of the specified independent is not 

explained by the other independent variables in the model and is calculated using the formula   

1–R
2 

 

for each variable. If this value is very small (less than .10), it indicates that the multiple 

correlation with other variables is high, suggesting the possibility of multicollinearity. The other 

value given is the VIF (Variance inflation factor), which is just the inverse of the Tolerance 

value (1 divided by Tolerance). VIF values above 10 would be a concern here, indicating 

multicollinearity. Since the lowest tolerance is .299 (i.e. >.1) and the highest VIF is 3.349 (i.e. 

<10) there no problem of multicollinearity. 

The model can be written as follows: 

Y= βo + β1x1+ β2x2+ β3x3+ β4x4+………..+ βnxn+ 𝜺 

Were: 

Y- Dependant variable 

Β- Constant  

X1-xn- latent dependant variable 

β1- βn- regression coefficient of latent independent variable 

 𝛆 -random error 

Thus to find the impact of predictors on dependant variable the specific regression equation in 

the study will be: 

SQ= βo+ β1(TAN)+ β2 (REL)+ β3(RES)+ β4(ASS)+ β5(EMP)+ β6(COS)+ β7(ACC) 
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Where: TAN- Tangibility, REL- Reliability, RES- Responsibility, ASS- Assurance, EMP- 

Empathy, COS-Cost and ACC- Accessibility 

Student’s overall SQ perception= 0.867 + 0.411(Rel) + 0.147(Res) + 0.549(Ass) + 0.085 (Emp)+ 

0.122(Cos)+ 0.016(Acc) 

From the regression analysis we can say that there was a positive relationship between six 

independent variables and dependant perception service quality since they have significant 

values. This indicated that overall perception of service quality largely depend on the six 

variables, when there is a high performance level these dimensions the overall service quality 

level increases. Students thought tangibility has no significance value and the service quality 

equation for the institutions will be represented by the six dimensions only (Reliability, 

Responsiveness, Assurance, Empathy, Cost of courses offered an Accessibility of facilities). 

 

4.11. Analysis of Variance (ANOVA) 
 

When the number of groups under a study is more than two, ANOVA is commonly used to 

observe any significant differences among and between the groups. It is used when the 

researcher is interested in whether the mean from several independent groups differ, (Robert, 

2006). Therefore, in this study one way ANOVA was computed to observe the differences 

among the responses obtained on various dimensions from the respondents of the private 

university institutions. 

 

For this study ANOVA is employed whether there is service quality difference among the 

institutions because of their experience, therefore, the institutions are divided into more 

experienced and less experienced. Since the study involves respondents representing the 

institutions, by using ANOVA differences among mean scores across various dimensions were 

obtained and checked for their significance. 

 

 



59 
 

Table 4.11 Analysis of Variance 

 

 

As the finding indicates there is negative mean difference between experienced and less 

experienced institutions. From this we can depict that the less experienced institutions are 

rendering relatively good service than experienced ones. However, except one element that is 

assurance with p=.034 which is less than 0.05 other attributes show there is no statically 

significant difference on the service quality of the institutions. So, from the ANOVA analysis we 

can say that the service given by the institutions is more or less the same since the six elements 

have the value of p>0.05. 

 

4.12. Perception towards service quality 

 

The overall students’ perception towards service quality has been assessed using a five point 

Likert scale ranging from very poor, poor, neutral, good and very good as shown in the following 

table 4.9 and in figure. 

 

 

No Dimension Mean of more 
experienced 
institutions 

Mean of less 
experienced 
Institutions 

Difference F Sig. 

1 Tangibility 3.541 4.243 -.702 .970 .472 

2 Reliability 2.958 4.017 -1.059 1.034 .453 

3 Responsiveness 3.212 4.375 -1.163 .642 .717 

4 Assurance 3.264 4.704 -1.44 3.274 .034 

5 Empathy 3.109 4.267 -1.158 .736 .685 

6 Cost of courses 3.375 3.963 -.588 1.336 .269 

7 Access to facilities 3.348 4.185 -.837 1.093 .398 
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                                               Table 4.12 Overall Service Rating 
 
 

Rate your overall service perception 
 Freque

ncy 
Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

V POOR 56 26.3 26.3 26.3 
POOR 74 34.7 34.7 61.0 
FAIR 38 17.8 17.8 78.9 
GOOD 33 15.5 15.5 94.4 
V GOOD 12 5.6 5.6 100.0 
Total 213 100.0 100.0  

 

 

                               Figure 4.2 Rate of over all service perception 

In general, we can assume that students are not pleased with the service being provided by 

institutions because only 5.6 percent of the respondents said the service quality is very good were 

as 15.5 percent of the respondents thought it is good. The service rated poor 34.7 percent which 

is the highest score of all and 26.3 percent thought the service is very poor. More than half of the 

respondents thought the service provided is either poor or very poor represents 61 percent, so the 

institutions over all service is not satisfactory in general. 
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Interview with managers 

The interview is conducted with managers of four institutions two were from new and two others 

are from old (experienced) institutions. The answers given are analyzed below: 

1. In your opinion, why students choose their school? Is it because: 

• They for the most part want quality 

• Brand name 

• Convenience 

• Price or what 

 

Customers are rational in choosing one service over the other; so it is important for the 

institutions to know what points that students consider in selecting their institution otherwise it 

will be difficult to meet the needs of the customers without knowing why they preferred them in 

the first place. 

 

Form the interview conducted, the managers of newly opened institution thought the main reason 

that students prefer their school is because they are convenient and price they offer is fair. And 

they also say that they are on the way of building their brand name and they are still trying to 

cope up with the quality offered by the experienced institutions. 

 

For the experienced institutions managers the reasons are different; what they thought is that 

students choose their collage for the quality they possess and the brand name they were building 

all these years. 

 

2. How did you perceive the level of service quality and students satisfaction with the overall 

service provided? Like 

• schools teaching and class quality or library quality 

• Cost of courses offered 

• The staffs 

For mangers it is important to know the level of service that the institution offered, this helps not 

only making good decisions in distributing resources but also in making improvements. 
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For this particular question, the data collected from mangers of experienced as well as recent 

institutions were pretty much the same. Both of them rated their service as medium. They cannot 

offer the best quality because of financial problems as well as difficulty of getting experienced 

personnel in the market. Considering the satisfaction of the students they thought students are 

satisfied with some of the services provided and dissatisfied with others like lack of enough 

space in the school for sport and parking. 

 

3. Is there specific technique in place used to ascertain student’s satisfaction?  If yes please 

indicate the techniques? If not why? 

Customer satisfaction relates to the customer’s evaluation of whether a product or service has 

met the customers’ expectations. Customer satisfaction is dynamic and is influenced by a variety 

of factors; service providers have to place some mechanism to assess their customer satisfaction. 

According to the answers received there are mechanisms that the institutions utilize to collect 

feedbacks and most of them use the methods below: 

• Suggestion box – these boxes are usually kept to a place where students can see them, the 

main problem with these boxes are students did not put their suggestion in them. The 

managers thought the main reason behind this is students think the boxes did not get 

checked. The managers said they checked the boxes and they get few suggestions 

sometimes, however, most of the time the suggestions are vague and it makes it difficult 

for them to identify the problems.  

• Questionnaire – this method is usual to most of the institutions in the country weather 

private or public institutions. These questionnaires play great role in conducting the 

service related with instructors usually. But the main problems related with theses 

method is that they only focused on teachers and forget other services provided like 

library, registration and others. 

• Appeal in person- The institutions also have personal way of giving feedback, this 

usually accomplished through students and students’ dean. Students with complain will 

come to the dean and tell their grievances then the dean will solve it by himself/herself if 

it is within their power, otherwise, they will send it to the concerned body. This one is 

better than the above two in such a way that students can express precisely what their 
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problems are and the main problem related with this means is that students may afraid to 

do so.  

• Students union - In the manager’s opinion this one is better than other methods since it 

brings honest feedback. In this method first students will bring their issue to the student 

representatives of the union then the representatives will pass the issue to the dean. 

 

4. Do you have customer compliant handling system in place as a strategy of improving the 

service delivery of the school? If yes what are the mechanisms used to handle the compliant? 

Research has shown that resolving customer problems effectively has a strong impact on 

customer satisfaction, loyalty, and bottom-line performance. That is, customers who experience 

service failures, but are ultimately satisfied based on recovery efforts by the firms, will be more 

loyal than those whose problems are not resolved (Zeithaml and Bitner, 2003). 

There are methods in collecting customer’s suggestion but what are the systems put to handle the 

problems raised is the main questions since collecting them does not bring any change without 

any measure. 

The managers of the institutions tell the researcher there is a process in solving compliant. The 

first thing they do is collecting the problems and analysing them, this is accomplished by the 

committee established which includes the dean. The second process is identifying who is 

responsible in solving the problem, the dean solve most of the problem as they told me. 

However, if problems are beyond the capacity of the dean, it will go as far as the president. 

5. Staff training plays a central role with regard to customer satisfaction and quality service 

delivery. When did employees undertake a formal education or training programs (in house 

or external)?  

Giving training is helpful in updating the knowledge of the staffs; this in turn brings customer 

satisfaction and quality service delivery. 

The institutions provide employees both internal and external trainings: 

Internally- There are different internal trainings like pedagogy courses given to instructors for 

informing them about the ethics of teaching as well as the method of delivery. Research and 
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publication departments also play great role in giving trainings about the methodology of 

research to the instructors. Others like conferences held in the institutions also enable the 

institutions to get knowledge about researches and pedagogy.  

Externally: Instructors attained different conferences held outside the institutions and scholarship 

programmes also offered for them.  

6. Is there any mechanism that the institution cheek whether its service delivered in proper way 

to its students? 

If institutions do not cheek the delivery of the service; this will create a gap between the 

institutions and the customers in this instance check and balance is necessary in service delivery. 

This one is different from the above question in such a way that if customers did not give any 

opinion or their opinion is biased because of some reasons; the institutions should have their own 

cheeking method to assess the situation. 

There is a method that the institutions employ in cheeking service delivery; they assess it by 

using different means like by asking the students face to face and this is done by the dean himself 

sometimes. But, there is no scheduled cheek up in the institutions. 
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CHAPTER FIVE  

5. SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATION 

5.1 Summary of Findings 

The main objective of this study was to assess the perceived service quality of PHEI in Addis 

Ababa by employing IPA analysis. The study was conducted using the modified service quality 

dimensions (Tangibility, Reliability, Responsiveness, Assurance, and Empathy) and adding two 

elements in addition which are Cost of courses offered and Access to facilities. As a result, the 

study used seven service quality dimensions as suggested by different authors of service quality 

measurement, it can be appropriate to modify the items of service quality dimensions instruments 

to make the survey more relevant to the context of the particular environment. 

To test reliability of the modified SERVQUAL Cronbach Coefficient (alpha) was computed all 

items is 0.70. The research was conducted by distributing 213 questionnaires to respondents 

from which all of them have been conducted. 

The IPA analysis results showed that majority of the attributes are laid under keep up the good 

work. Items under the quadrant include “modern looking equipment”(1), “physical facilities 

visually appealing”(2), “staffs dressed neatly”(3), “resource associated with the service”(4), “ 

solve customers’ problems” (6), “perform service satisfactorily for the first time” (7), “provide 

its services at the time”(8), “error free records”(9), “telling customers exactly when service will 

be performed”(10), “provide prompt service to customers”(11), “willing to assist its customers” 

(12),  “the behaviour of staff will instil confidence”(14), “customers will feel safe in their 

dealings with the university”(15), “staff will be consistently courteous towards customers”(16), 

“staff will never be too busy to respond”(17), “have lecture hours convenient”(19), “the 

customers receive special attention from staff”(20), “the academic cost reasonable” 

(21),“scholarships are offered to students”(25), “access to the computer facility” (26), “access to 

the study room facility”(27). These items are rated good in the student’s perspective but they all 

posses negative gap scores. However, these attributes need improvements as Concentrate here 

quadrant because the importance and performance gap shows still not satisfactory. 



66 
 

 

In the “concentrate here” this quadrant shows the importance is high for the students but the 

institutions perform low. In this quadrant we found six attributes these are; which provide less 

than the optimal service, the attributes are “the university  fulfil its promise”(5), “having 

sufficient knowledge to answer customers”(13), “staff will pay individual/personal 

attention”(18), “the staff understand the specific need of its customers”(22), “having the 

customers’ best interests at heart”(24) and “access to the parking facility and sport 

areas”(28).These attributes which have also negative gap needs service enhancement to make 

them achieve keep up the good work quadrant. 

There is only one element in “low priority” which is “The miscellaneous service charges are 

reasonable” (23). This quadrant shows attributes that are low importance as well as low 

performance and this implies there is no need to improve this area or invest resources. 

For the fourth quadrant “possibly overkill” which represents high performance and low 

importance has no element, therefore there is neither a single element which is rated unimportant 

nor the institutions investing resource on it. 

The analysis result in relation to student’s score of importance among the seven variables 

Assurance (which includes behavior of staffs and their knowledge) has the highest score with 

4.30 and ranked the first, the second element with highest rate is Access to facilities(to study 

room, computer facilities and sport areas) ranked second with 4.26. Responsiveness, Cost of 

courses offered, Empathy and Reliability also ranked from third to sixth with respective mean 

value of  4.25, 4.20, 4.13 and 4.07. Tangibility has got the lowest score of 3.93 and which makes 

it the last from the attributes as well as less important among the dimensions. 

Related to the respondents score for performance tangibility dimension has got the highest value 

with mean of (3.66) and ranked first. Assurance (employee behavior and knowledge) ranked 

second with mean value of 3.52 followed by access to facilities ranked third with a mean value 

of 3.48. Cost of courses offered with the mean score of 3.47 is rated fourth. The fifth 

Responsiveness a mean value of 3.40 and Empathy ranked sixth with 3.30.Though, reliability 

has shown the least score with mean of 3.33 which showed that performance is the lowest of all 

the dimensions. 
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The gap result indicated that students perceived service performance was significantly less than 

their importance. All the dimensions have shown a negative gap score, which indicated there is 

low service quality which may express less satisfaction. The highest gap score is on Reliability  

(-0.94) with the attributes like fulfilling promises, showing interest in solving customer’s 

problems, performing service on time and having error free records. The second highest gap is 

on Responsiveness (-0.85) and the third highest gap score is Empathy (-0.83).Assurance and 

Access to facilities have (-0.78) gap score each followed by Cost of courses offered (-0.73).The 

least gap score of all is recorded on Tangibility with a score of (-0.27). 

The Pearson correlation result indicates that all the service quality dimensions were positively 

correlated. There is higher positive correlation between responsibility and reliability 

dimensions(r=0.665), assurance and responsibility dimensions (r= 0.647) and; empathy and 

assurance dimension with Pearson correlation coefficient 0.518. 

The regression analysis also revealed that six dimensions have statically significant influence on 

the perception of service quality (Reliability, Responsiveness, Assurance, Empathy, Cost of 

courses offered and Access to facilities) and Tangibility has no significance impact on the 

service quality of the institutions. 

The ANOVA was conducted to look at whether a difference is existed between experienced 

institutions and less experienced on their service delivery, the result showed that the mean value 

of less experienced is better than the more experienced once. However, there is no significant 

difference between the institutions on six of the attributes (Tangibility, Reliability, 

Responsiveness, Empathy and Cost of courses offered and Access to facilities).Whereas, 

Assurance has significant value of p=0.034 which indicated that only in this element the 

institutions vary.  

Lastly, the overall service evaluation result showed students are not satisfied with the service, 

students who rated the service as good and very good counts  21.1% and 17.8 said that it is fair. 

The remaining 61% thought it is bad or very bad which counts more than half, from this we can 

describe that institutions should have to do more on their service quality. 
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The interview with managers also revealed the institutions have the infrastructure for conducting 

feedbacks as well as training means for the instructors. The service quality and customer 

satisfaction of the institutions as of the manager’s perception is medium. 

5.2. Conclusion 

Up on the finding of the study, it can be concluded that from the twenty eight questions most of 

the attributes are traced at ‘keep up the good work’ quadrant which are twenty one in number. 

The other six attributes are laid under ‘concentrate here’ quadrant; these attributes have 

possessed importance but they are not performing well. On the third quadrant ‘low priority’ there 

is only one element which is miscellaneous charges are reasonable which represent low 

importance and performance. There is no any attributes on the fourth quadrant ‘possibly 

overkill’. Even if most of the attributes are concentrated ‘keep up the good work’ quadrant they 

all show negative magnitude in the gap analysis. 

From the seven dimensions assurance (the behavior of staffs and their knowledge) is priority 

attribute for students. Tangibility has got the lowest importance score. Whereas when we 

consider the performance rate, tangibility has got the highest score and reliability score the least. 

In this regard we can see that tangibility has low importance according to student’s perception 

but it is performing better than other attributes. This shows that there is information gap between 

the institutions and students. 

From the gap analysis of all attributes; we can conclude that there must be some measures to be 

taken to improve quality of service especially those with the highest gap. In addition, all the 

dimensions indicated negative gap score indicated there is a need for improvement in the 

institutions service delivery. The finding also indicated there is negative magnitude because the 

service performance by the institutions is lower compared to the importance level, which tells us 

there is dissatisfaction. 

The paired sample t-test showed the dimensions with highest mean difference between 

importance and performance. The analysis also indicated priority areas which needed an 

improvement are reliability, responsiveness and empathy. 
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Regression analysis showed that six service dimensions explain the service variation (Reliability, 

Responsiveness, Assurance, and Empathy, Cost of courses offered and Access to facilities) and 

Tangibility is the only attribute that does not explain any variation in the dependant variables. 

The ANOVA analysis raveled that from the experience perspective of the institutions there is no 

significant difference between the institutions on six of the attributes (Tangibility, Reliability, 

Responsiveness, Empathy and Cost of courses offered and Access to facilities).Whereas, 

Assurance has significant value which indicated that only in this element the institutions vary. 

For this reason we can say that their experience did not affect their service performance.  

When we consider the overall service rate majority of the respondents said the service is not 

satisfactory. More than half of the respondent thought the service is either bad or very bad. 

Therefore, these results strengthen the result of the gap analysis. 

The interview conducted from the managers showed that there is a problem related with 

assessing the feedback of the students since they are not conducted particularly on service issues 

as well as the questions only focused on instructors. When we look at training their main focus is 

on instructors and they are related with academic programs. Generally, it is difficult to say they 

have a realistic perception of the service they provided with because the questionnaire conducted 

from the students show a gap. 

5.3. Recommendation 

Based on the findings of the study, the following recommendations are given:  

 

♠ Tangibility was rated seventh in importance; but when we consider its performance it is the 

highest of all the others. This clearly designated that there is information gap between 

students and the institutions; therefore, institutions have to develop a regular means of 

collecting feedbacks on service delivery and customers’ satisfaction. Questionnaires 

developed on service quality issues specifically could be a best solution for such a problem. 
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♠ All the attributes showed negative gap and institutions have to put good effort in order to 

narrow wider gaps. This could be addressed by modern systems which shorten the lengthy 

process in areas such as registrars; and equipments like computers could also make the 

service delivery more speedy and reliable especially in the library system where there is a 

need for online access to catalogues and digital books. 

 

♠ The six dimensions which showed high importance and low performance need immediate 

action. These are “the university fulfils its promise”, “having sufficient knowledge to 

respond to customers”, “staff will pay individual/personal attention”, “and the staffs 

understand the specific needs of its customers”, “having the customers’ best interests at 

heart” and “access to the parking facility and sport areas”. 

 

♠ Institutions should have to work on building their brand equity by enhancing customer 

satisfaction. Students may not change their school after they got registered once, however, 

they have good chance of spreading word of mouth to others. Moreover, it could be a good 

way of promotion for the institutions if they position their brand well in the students’ mind. 

The positioning can be done by developing value adding services to their students like 

make up class, different training programs and scholarships. 

 
♠ Trainings provided by the institutions focused more on academic issues and instructors only 

but extra priority must also given to service related problems and method of solving them. 

The trainings must also include administrative staffs to equip them with the knowledge of 

service quality and customer handling. 

 

♠ Finally, service providers should have to consider their students as a customer since the 

institutions cannot survive without them. Hence, further researches must be conducted by 

the institutions in order to get comprehensive knowledge on the issue as well as to provide 

quality service for their customers. 
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5.4. Limitation and Implication for Further research 

This study has its own limitations; it is mainly focused on PHEI which means public higher 

institutions are excluded. Therefore, interested researchers in the area could make a study by 

including both institutions; this may help to compare the service quality between them. In terms 

of area it would be good if PHEI outside Addis Ababa are taken as well. 

In PHEI there are a number of stakeholders like instructors, staff members and others. But this 

research is only conducted on students and managers, whereas, the stakeholders are many. If 

further studies are conducted it will be good to include other stakeholders to get comprehensive 

result. 

Other researchers could also take other additional variables which are most determinants of the 

service quality of the sector. In this research tangibility is non determinant of service quality for 

example, so it could be possible for substituting other variable instead. 

There are few studies on service quality of higher education institutions in this country; this may 

be due to the view that may not consider the sector as service. As a result, this study will 

contribute a lot to the sector but further more researches need to be conducted to provide 

sufficient fact for improvements in the sector. 
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Appendix-1 
Addis Ababa University 

School of commerce 
Masters of Marketing Management Program 

Name of Student: - Elisabeth Regassa 
 
Dear Respondent 
  
The purpose of this questionnaire is to collect primary data for a study on “Assessing Students’ 
Perception on Service Quality of Private Higher Education Institutions in Addis Ababa".  
This is undertaken as a partial fulfillment for the degree of Masters of art in Marketing 
Management at Addis Ababa University School of commerce. In this regard I kindly ask you to 
provide me with reliable information to the best of your knowledge, so that the findings from the 
study would meet the intended purpose. I strongly assure you of confidentiality of the 
information you give me, and would like to extend my deepest gratitude in advance for being a 
volunteer to devote your valuable time in filling this questionnaire. 

Directions 
1. No need to write your name 
2. Please tick (√) in the appropriate box 

 
Section A- General Information 

1. Your gender  
               1. Male                         2. Female  
2. Age 

1. 19 _ 21years    

2. 22 _ 24 years    

3. 25 _ 27 years    

4. above 27 years    

3. University/Collage 

1. Alpha University collage                               
2. CPU Collage 
3. ECUSTA Highef Leaning Institution 
4. Hope University Collage 
5. Sri Sai Collage 
6. Unity Universiy 

 



 

Section B: Importance and Performance Attributes  

 

7.  
8.  

 
Column A                                                                  Column B 
1. Very Unimportant                                                 1. Very Poor 
2. Unimportant                                                          2. Poor 
3. Neutral                                                                   3. Neutral 
4. Important                                                               4. Good 
5. Very Important                                                      5. Very Good 
 
Instruction:               * You should have to fill both columns  
                                 * Circle only one option from each column (column A and Column B)  

                            Item      
Column A 
Importance Rating 

 Column B 
Performance Rating 

Tangibility 
1 2 3 4 5 1 The  university has modern looking 

equipment and facilities 
1 2 3 4 5 

1 2 3 4 5 2 The physical facilities at the university 
are  visually appalling 

1 2 3 4 5 

1 2 3 4 5 3 Staffs of the  university dressed neatly  1 2 3 4 5 

1 2 3 4 5 4 Resource associated with the service ( 
such as modules, cafeteria utensils etc) 
are in line with the type of services they 
provided.   

1 2 3 4 5 

Reliability 
1 2 3 4 5 5 When the university promises to do 

something, it will fulfil its promise. 
1 2 3 4 5 

1 2 3 4 5 6 When customers have a problem the 
university will demonstrate a sincere 
interest in solving it.  

1 2 3 4 5 

1 2 3 4 5 7 The university will perform service 
satisfactorily for the first time. 

1 2 3 4 5 

1 2 3 4 5 8 The university will provide its services 
at the time they undertook to do so. 

1 2 3 4 5 

Importance attributes              

How Importance to you each attributes 
which are mentioned below and rank them 
using the scale below. 

                                                               

Performance Attribute   
 
How effectively does the university perform 
in comparison to your importance and rank 
them using the scale below. 
 

                                                               



1 2 3 4 5 9 The university has error free records. 1 2 3 4 5 
Responsiveness 

1 2 3 4 5 10 Staff of the university will tell their 
customers exactly when service will be 
performed. 

1 2 3 4 5 

1 2 3 4 5 11 Staff of the university will provide 
prompt service to all customers. 

1 2 3 4 5 

1 2 3 4 5 12 Staff of the university will always be 
willing to assist its customers.  

1 2 3 4 5 

1 2 3 4 5 13 Staff of the university will never be too 
busy to respond to customers requests. 

1 2 3 4 5 

Assurance 
1 2 3 4 5 14 The behaviour of staff of the university 

will instil confidence in you. 
1 2 3 4 5 

1 2 3 4 5 15 Customers of the university will feel 
safe in their dealings with the 
university.  

1 2 3 4 5 

1 2 3 4 5 16 Staff of the university will be 
consistently courteous towards 
customers. 

1 2 3 4 5 

1 2 3 4 5 17 Staff of the university will have 
sufficient knowledge to answer 
customers’ question.  

1 2 3 4 5 

Empathy 
1 2 3 4 5 18 Staff of the university will pay 

individual/personal attention to 
customers. 

1 2 3 4 5 

1 2 3 4 5 19 The university will have lecture hours 
convenient to all students. 

1 2 3 4 5 

1 2 3 4 5 20 The customers at the university will 
receive special attention from staff. 

1 2 3 4 5 

1 2 3 4 5 21 The university will have the customers’ 
best interests at heart. 

1 2 3 4 5 

1 2 3 4 5 22 The staff of the university will 
understand the specific need of its 
customers. 

1 2 3 4 5 

Cost of Courses Offered 
1 2 3 4 5 23 The miscellaneous service charges are 

Reasonable 
1 2 3 4 5 

1 2 3 4 5 24 The cost of the academic programs is 
Reasonable 

1 2 3 4 5 

1 2 3 4 5 25 A variety of scholarships are offered to 
Students with free charge 

1 2 3 4 5 

Access to Facilities 



                              

 

29. What is your overall perception towards the service quality of your institution?   

                                                      

 

                                           Thank you for your Cooperation! 

 

 

 

 

 

 

 

 

 

 

 

 

1 2 3 4 5 26 The convenience of access to the 
computer facility. 
 

1 2 3 4 5 

1 2 3 4 5 27 The convenience of access to the study 
room facility. 

1 2 3 4 5 

1 2 3 4 5 28 The convenience of access to the 
parking facility and sport areas 

1 2 3 4 5 

      Very poor                   Poor Fair Good Very Good           
1 2 3 4 5 



Appendix 2 

Interview questions for managers 

1. In your opinion, why students choose their school? Is it because: 

• They for the most part want quality 

• Brand name 

• convenience 

• Price or what? 

2. How did you perceive the level of service quality and students satisfaction with the 

overall service provided? Like 

• schools teaching and class quality or library quality 

• Cost of courses offered 

3. Is there specific technique in place used to ascertain student’s satisfaction?  If yes please 

indicate the techniques? If not why? 

4. Do you have customer compliant handling system in place as a strategy of improving the 

service delivery of the school? If yes what are the mechanisms used to handle the 

compliant? 

5. Staff training plays a central role with regard to customer satisfaction and quality service 

delivery. When did employees undertake a formal education or training programs (in 

house or external)?  

6. Is there any mechanism that the institution cheek whether its service delivered in proper 

way to its students?   

 

 

 

 

 

 

 



Statement of Declaration 

 

I declare that this study, Assessing students’ perception on service quality of private higher 

education institutions in Addis Ababa is my own work and that all the sources I have used or 

quoted have been indicated and acknowledged by means of complete references.  

 

____________________________  

Signature  

(Elsabeth Regassa) 
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