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Abstract

The purpose of this study was to measure the impact of service quality on customer satisfaction
in relation to Ethiopian airlines cargo import section. The study has used the SERVQUAL model
of service quality with the application of the five service quality dimensions. This five dimensions
of service quality which were developed by Parasuraman namely tangibles, reliability,
responsiveness, assurance, and empathy where used to measure the level of customers
satisfaction in Ethiopian airlines cargo import section. The study use quantitative approach and
done different correlation and regression analysis tools. This research is both descriptive and
explanatory type research. Both primary and secondary methods of data collection are applied
and questioner is used as a source of secondary data. From the total population of 420 a sample
of 364 respondents was selected using a probabilistic sampling technique which is proportional
stratified sampling. Both descriptive and inferential statistics have been used to find mean score
and to test hypothesis and to investigate research problem, objectives and questions. According
to the findings of the study all the five dimensions of service quality have shown a significant
positive effect on customer satisfaction. The findings of the regression analysis indicate that
empathy and tangibility have the largest impact on customer satisfaction. Person correlation
analysis was conducted to examine the relationship between service quality dimensions and
customer satisfaction and the results shows that all the five dimensions of service quality have a
strong positive relationship with customer satisfaction. Though all the five dimensions are
significant, empathy and tangibility are the first two dimensions of service quality that have a
strong and positive significant impact on customer satisfaction. Accordingly Ethiopian airlines
cargo section needs to give more emphasis and due attention to empathy and tangibility

dimensions of service quality to improve the level of customer satisfaction.

Key words: service quality, customer satisfaction, SERVQUAL, Tangibility, Reliability,

Responsiveness, Assurance, Empathy.
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CHAPTER ONE

INTRODUCTION

This chapter presents an overview of the entire study. It includes the background of the study,
statement of the problem, objective of the study, research questions, significance of the study,
operational definition, delimitations of the study and limitation of the study and organization of
the study.

1.1 Background of the study

The growth in the service economy is widely recognized and increasingly contributes to the
economic development of many regions. Although the service sector accounts for most of the
new job growth in developed countries, the dominance of the service sector is not limited to
highly developed nations. Many services such as those in the tourism sector contribute very
heavily to developing economies also (Audrey, 2003).

Customer satisfaction is the concept that occupies a central position in marketing though and
practice (Potluri & Mangnale, 2010). Customer satisfaction is actually how customer evaluates
the ongoing performance (Gustafsson, Johnson & Roos, 2005). According to Atalik and Arslan
(2009) the ability of a service provider to create high degree of satisfaction is crucial for product
differentiation and developing strong relationship with customers. However one key challenges
of this market is how they satisfy and retain their customers and also manage service quality,

which holds a significant importance to customer satisfaction and their perceived performance.

Service organizations range in size from huge international corporations like airlines, banking,
insurance, telecommunications, hotel chains, and freight transportation to a vast array of locally
owned and operated small businesses, including restaurants, laundries, taxis, optometrists, and

numerous business-to-business (B2B) services (Lovelock & Wright,1999).

Aviation is an industry where its market and revenue is mainly driven by the end users of its

product or service. This end user includes individual customers who use air transportation to



travel as passengers or to ship ether goods and products and government and business
organization. Michael D, Christopher G, & Michelle C. (2008).

As cargo is one of the profit centers of the Airline industry, many Airlines starts giving more
attention towards satisfying there cargo demand. Customers in different segments have different
needs, wants, perceptions, experiences and view service quality differently (Zeithamlet Al,
2001).

There are some aspects of quality that should always be considered non-negotiable, as accepted
norms for the services airlines provide irrespective of rates striving for 100% performance,
which is flown-as-booked, with zero damage or pilferage s, C. (2012)’answering tomorrow’s
questions’, Air cargo Focus,10 February, p. 18. Customers are looking for the air cargo industry
to help them respond to the growing demands of their end-customers for reliable, time-sensitive
freight movement (Lothar, 2000).

Ethiopian airline cargo service has divided in to three sections where services are delivered
named as cargo export where outgoing cargos are served, cargo transit where transit shipments
are served and cargo import where incoming cargos are served. As the minimum criteria in order
to maintain its customers, the airline has to deliver cargos to customers by the promised time and
without damage (Lothar, 2000).

The customers of the Ethiopian cargo incoming section are concerned on receiving their cargos
on time and without damage. So the airlines have to meet their minimum requirement to stay in
the business. But creating customer satisfaction is more beyond that and needs extra effort to

make the customer exited and satisfied.

Currently the reality seems to be far from this. There are different complains raised from
customers about their frustrations of the service provided by the airlines cargo incoming section
Hanna, T. (2016) ‘ET cargo performance, Ethiopian weekly’, 5 November, p. 4. This research is
conducted to find out the quality of service provided by the section, how do its customers
perceive the service provided by the section and also the research conducted to understand the
service gap and service quality provided by the airline using SERVQUAL measures to determine

service quality and customer satisfaction. SERVQUAL scale is the measures of service quality



based on the gap between expectation and performance. Within SERVQUAL model there are
five specific dimensions of service quality: tangibles, reliability, responsiveness, assurance and

empathy (Parasuraman, Zeithaml & Berry, 1988).

1.1.1 Background of Ethiopian Airlines (Cargo)

Ethiopian Airlines began operations in 1946 as a joint operation managed by the American
carrier TWA, using World War Il aircraft acquired from the U.S. military to transport passengers
and cargo to Cairo and other nearby destinations. During the 1960s and 1970s, the government-
owned airline expanded service across Africa and to several European and Asian capitals.
Regular service to the United States began in 1998. In 2011, the airline became the third African
carrier to join the Star Alliance. Ethiopian Cargo is also the largest cargo carrier in Africa with
eight Boeing freighter airplanes, two 757F each with 35-ton capacity and six 777 freighters with
105-ton capacity. Ethiopian Cargo is responsible for all Ethiopian Scheduled, chartered/leased
and extra section cargo operations. Sales and traffic handling activities, corporate agreements,
pricing and other related issues.

Ethiopian airlines cover the continent and have a European hub in Liege Belgium, a Middle East
hub in Dubai, a hub for the Indian sub-continent in Madras, a Hong Kong hub for Asia and
Leoma Togo for West Africa. Ethiopian Cargo provides consolidation, bonded and unbounded
warehouse facilities for both incoming and outgoing cargo and trans-shipment to and from world
markets. Handling of all paperwork and documentations, instant information on booking, flights,
arrivals and delivery details, forwarding and routing throughout the Ethiopian network are some
of the services rendered by Ethiopian Cargo.

In the last seven years the airline grew seven-fold - meaning 700 percent in all parameters: size,
fleet, revenue, number of destinations, and number of passengers carried. Ethiopian Airline have
a vision called vision 2025 that states Ethiopian will be the most competitive and leading
aviation group in Africa by providing safe, market driven and customer focused passenger and
cargo transport, aviation training, flight catering, maintenance repair and overhaul (MRO),
ground service, domestic and regional service by 2025. Ethiopian Cargo is now one of the seven
strategic business units of the Ethiopian Airlines Group and the largest cargo service provider in
Africa.



Ethiopian cargo has experienced a very substantial growth, but it may still prove to be dependent
on government financial support and under government protection, at least in establishing certain
new international routes and in bringing service to less populous communities within the

country.

1.2 Statement of the Problem

Customer satisfaction is a critical issue in the success of any business system (Ho &WU, 1999).
It recognized as is the key to survival and the source of competitive advantage for organizations
(Anderson, Fornell & Lehmann, 1994). Empirically, researches support the concept that there is
a positive relationship between customer satisfaction and financial performance (Rust & Zahorik,
1993; Anderson et al., (1994). Also due to intense competition and the hostility of environmental
factors, service quality has become a cornerstone marketing strategy for companies. (Chingang
& Lukong, 2010)

At present the mere existence of almost all international business organizations in general and
airline industries in particular depend to a large extent on the degree to which these industries are
able to satisfy their customers demand through the provision of more dependable, safe, secured
and comfortable services better than their ultimate competitors. There is no doubt that efficient
cargo service delivery is a critical factor in the success of any service oriented air transport
giving organization. This is particularly more pronounced in the international airline industries
as these industries operate in an environment dominated by stiff competition.

The stiff competition in an airline industry forced many airlines to have strategies which address
customer satisfaction and retain their customers by providing efficient service which excel from
their competitors. Continuous analysis of the service delivery is the center of every service
giving organization. Shrinking demand, intense competition in deregulated markets, and rising
costs have put a heavy burden on airline firms, particularly in the past few years. In the airline
industry context the problem is whether management can perceive correctly what customers

want and expect.

The nature of shipments that is operated by the air cargo is usually time sensitive and perishable
so that it needs a great care to deliver it on time and without damage Robert, C.

(2012)’ Answering Tomorrow’s Questions’, Air cargo Focus,10 February, p. 18.



One of the Ethiopian airlines mission is to ensure being an airline of choice to its customers. So
the service quality rendered by the organization is vital for the success and growth of the airline.
Since there are a lot of complaints on the service quality of Ethiopian Airlines Cargo incoming
section, especially regarding proactive customer handling and lack of on time delivery of
customer’s document and cargo. Delivering a superior quality service is critical in order to

satisfy customers which imply a sustainable competitive advantage over competitors.

The purpose of this study is to identify the variables which determine and drive customer
satisfaction in an airline industry. And the study also compare if there are differences of
customer satisfaction determinants among demographic variables and between personal cargo
customers and company cargo customers. The study addresses which of the variables from

airline industry services and which of these determinants are important to customers.

1.3 Basic Research Questions

> Are the customers/importers satisfied with the service quality they get from Ethiopian
Airlines cargo?

> Is there any relationship among service quality dimensions and customer satisfaction?

» Which dimensions of service quality contribute significantly to determine satisfaction in
Ethiopian cargo service?

> Is there any difference in customer satisfaction level for Personal and Company cargo

importers?

1.4 Objectives of the Study

1.4.1 General Objective

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

satisfaction in the context of Ethiopian airlines cargo.



1.4.2 Specific Research Objectives
» To assess the gap between customers’ perceptions and expectations of cargo service

quality of Ethiopian airlines.

> ldentify the gap between perception and expectation of customers with respect to
tangibility, reliability, responsiveness, assurance, and empathy dimension of service
quality in EAL cargo incoming section.

» To examine the relationship between service quality dimensions and customer satisfaction

with Ethiopian air lines cargo services.

» To identify the service quality dimensions that has significant effect on customer

satisfaction.

» To examine the overall satisfaction level of customers with the service quality they get

from Ethiopian airlines.

» To find out whether there is a difference in overall service quality and customer

satisfaction on company and personal cargo importers.

1.5 Definition of terms

1.5.1 Conceptual Definition of terms

Service: - service is an act or performance offered by one party to another. Although the process
may be tied to a physical product, the performance is essentially intangible and does not

normally result in ownership of any of the factors of production (Lovelock and wright, 1999).

Quality: - Some definitions of quality sited on (Mohamed, 2011) are:-Qualities totality of
features and characteristics in a product or service that bear upon its ability to satisfy needs
(Hardie& Walsh 1994).



Quality is the extent to which the customers or users believe the product or service surpasses

their needs and expectations (Gitlowet al, 1989).

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

organization and its services.” As sited on Sang-Lin Han.

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

quality is a component of customer satisfaction.

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

Keller, 2006).

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

Responsiveness: - it’s the willingness to help customers and provide prompt service
(Parasuraman et al. 1988, 1991).

Assurance: - it’s employee’s knowledge and courtesy and their ability to inspire trust and

confidence (Parasuraman et al. 1988, 1991).

Empathy: - it’s being caring, individualized attention given to customers (Parasuraman et al.
1988, 1991).

Tangibility: - Appearance of physical facilities, equipments, personnel and written materials
(Parasuraman et al. 1988, 1991).

1.5.2 Operational definition of terms
Airline Industry: - It is an industry that is engaged with the air transport/carriage of passenger,

cargo and mail.

Cargo: - which is equivalent to the term “goods”.



Cargo import section: - it’s a department where inbound cargos are handled and customer

service is provided for the importers.

Personal customers: - are customers that use air transportation to ship goods for their own

personal usage. E.g. personal effects and house hold goods.

Company customers :- are customers of EAL cargo in coming section that transport cargo to be
used in to different business transactions or to be used as a part of finished product.....etc. e.g.

are pharmaceuticals, different machinery spare parts, vehicles and the like

1.6 Significance of the Study

This research will have a great deal of importance/ significance for the mangers of Ethiopian
airlines cargo in coming section because it provide information about the level quality of service
the company is providing to its customers from the point of view of the customers. It will help
them to know whether the company is delivering its promise to the customers and also it will
provide them insight about the gap between customer’s perception and expectation of service
and ways to improve them. The research will also give some insight about service quality and
customer satisfaction in the cargo industry. It will serve as a spring board for other researchers to
undertake further investigation.

1.7 Scope and Delimitations of the Study

There are different sections that Ethiopian airlines cargo service reaches to its customers like
cargo export which connect to exporters, cargo transit which transit shipments handled, sales and
other sections study focus on customers of Ethiopian airlines cargo incoming section. Though
there are different carriers that operate cargo flights to the country and also they are highly
involved in the service of imported goods due to the fact that the ground handling operations of
all this different carriers is done by Ethiopian airlines. The actual and majority of contacts with
customers are conducted by agents of Ethiopian airlines at the receiving end of almost all
shipments this study focus on the customers of Ethiopian airlines. Conducting the study to all
importers, exporters and individual customers in Ethiopian airlines cargo is difficult because the
population is infinite and it is hard to manage all of these customers so the study was focused
only on companies or individuals that import good through Ethiopian Airlines cargo. As the

method of primary data collection, only questionnaire used to conduct the study. Since compared



to other departments cargo incoming section has large amount of flows of goods and also the
number of customers served are also large in number so it help to see the relationship between
service quality and customer satisfaction using the five dimensions (Tangibility, Reliability,
Responsiveness, Assurance & Empathy) of service quality measures. In This research the effect
of service quality on customer satisfaction in the contest of Ethiopian airlines cargo incoming
section and the reasonable role of cargo type in service quality customer satisfaction relationship
is examined. Also it tries to look at the effect of service quality dimensions on customer’s

satisfaction.

1.8 Organization of the Study

The study is organized into five major chapters. The first part is the introductory part composed
of background of the study, research problem and questions, Research Objectives, Significance
of the Study, Scope of the study, limitation of the study, definition of terms and organization of
the study. The second chapter deals with Review of Related Literature, in the third chapter
research design and Methodology, The fourth chapter about data analysis and discussion and in

the fifth chapter summery of findings, conclusions and recommendations.



CHAPTER TWO

LITERATURE REVIEW

2.1 Theoretical Review

2.1.1 Definition of Service

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

win and retain customers through delivering superior services.

Many developed countries have seen a dramatic increase in the importance of services to
national economies and to the individual consumer. In the major European countries, the US and
Japan, more people are employed in services than in all other sectors of the economy put
together. Both public and private sector services in these countries account for between 60 and
75 per cent of gross domestic output. In international trade, services make up a quarter of the
value of all international trade. In fact, a variety of service industries — from banking, insurance
and communications to transportation, travel and entertainment — now account for well over 60
per cent of the economy in developed countries around the world. In some countries, service
occupations have been forecast to contribute to all net job growth in the next five years (Kotler et
al., 2005).

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

but defining service can elude them (Lovelock & Wright, 1999).
Some of the definitions of service are the following

A service is an act or performance offered by one party to another. Although the process may be
tied to a physical product, the performance is essentially intangible and does not normally result

in ownership of any of the factors of production (Lovelock & Wright, 1999 pp. 84)
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2.1.2 Integrated Service Management (the service mix)

According to Lovelock & Wright (1999) When discussing strategies to market manufactured
goods, marketers usually address four basic strategic elements: product, price, place (or
distribution), and promotion (or communication). Collectively, these four categories are often
referred to as the "4Ps" of the marketing mix. However, the distinctive nature of service
performances, especially such aspects as customer involvement in production and the importance
of the time factor, requires that other strategic elements be included. This led to the 8ps of
service marketing. Integrated service management is: the coordinated planning and execution of
those marketing, operations, and Human resources activities those are essential to a service firm's

success. According to them there are 8ps that creates the integrated service marketing this are

Product: All components of the service performance that create value for customers. Managers
must select the features of both the core product and the bundle of supplementary service
elements surrounding it, with reference to the benefits desired by customers and how well
competing products perform (Lovelock & Wright, 1999)

Place: management decisions about when, where, and how to deliver services to customers.
Delivering product elements to customers involves decisions on both the place and time of
delivery and may involve physical or electronic distribution channels (or both), depending on the

nature of the service being provided (Lovelock & Wright, 1999)

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

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

haircut or eating at a restaurant). The nature of these interactions strongly influences the
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customer's perceptions of service quality. Customers often judge the quality of the service they
receive largely on their assessment of the people providing the service. Successful service firms
devote significant effort to recruiting, training, and motivating their personnel, especially—but
not exclusively—those who are in direct contact with customers (Lovelock & Wright, 1999)

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

effectively in service processes (Lovelock & Wright, 1999)

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

symbolize protection, and a fortress, security (Lovelock & Wright, 1999)

Productivity: how efficiently service inputs are transformed into outputs that add value for
customers (Lovelock & Wright, 1999)

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

customers in obtaining benefits from the service product (Lovelock & Wright, 1999)

2.1.3 The Characteristics of Service

There are five main service characteristics: intangibility, inseparability, variability, perishablity

and lack of ownership (Kotler, et al., 2005).
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Intangibility

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

concrete evidence of the benefits offered (Kotler, et al., 2005).
Inseparability

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

with clients.

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

particular difficulty when demand rises (Kotler, et al., 2005).
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Variability (heterogeneity)

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

poor-quality service (Kotler,et al., 2005).
Perishability

Service perishability means that services cannot be stored for later sale or use. Some dentists
and general practitioners charge patients for missed appointments because the service value

existed only at that point and disappeared when the patient did not show up (Kaotler, et al., 2005).
Lack of ownership

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

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

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

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

They could create membership clubs or associations to give a sense of belonging and ownership
(Kotler, et al., 2005)
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2.1.4 The Service-Profit Chain
Successful service companies focus their attention on both their employees and customers. They
understand the service—profit chain, which links service firms’ profits with employee and

customer satisfaction. This chain consists of five links (Kotler, et al., 2005).

1. Internal service quality — superior employee selection and training, a quality work

environment and strong support for those dealing with customers, which results in . . .

2. Satisfied and productive service employees — more satisfied, loyal and hardworking

employees, which resultsin . . .

3. Greater service value — more effective and efficient customer value creation and service

delivery, which resultsin . . .

4. Satisfied and loyal customers — satisfied customers who remain loyal, repeat purchase and

refer other customers, which results in . . .

5. Healthy service-profits and growth — superior service firm performance.

Internal Marketing External Marketing

Customers

Employees

J

Interactive Marketing

Figure 2.1:- Three types of marketing in service industries Technical and functional quality

model

(Source: Kaotler, et al., 2005)
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Therefore, reaching service profits and growth goals begins with taking care of those who take
care of customers. All of this suggests that, in order to achieve favorable service outcomes,

service marketing requires more than just traditional external marketing using the four Ps.

Internal marketing means that the service firm must invest heavily in employee quality and
performance. It must effectively train and motivate its customer-contact employees and all the
supporting service people to work as a team to provide customer satisfaction. For the firm to
deliver consistently high service quality, everyone must practice a customer orientation
(Kotler,et al., 2005).

Interactive marketing means that perceived service quality depends heavily on the quality of
the buyer—seller interaction. In product marketing, product quality often depends little on how
the product is obtained. But in services marketing, especially in high-contact and professional
services, service quality depends on both the service deliverer and the quality of the delivery.
Effective service deliverer—customer interaction is important for achieving a satisfactory service
transaction. Service marketers cannot assume that they will satisfy the customer simply by
providing good technical service. This is because the customer judges service quality not just on

technical quality but also on its functional quality (Kotler, et al., 2005).

2.1.5 Service Quality
Delivering quality service is considered an essential strategy for success and survival in today's

competitive environment (Parasuraman, Zeitham & Berry, 1985).

According to Parasuraman, Zeitham & Berry (1985) Defining service quality is difficult than
defininig goods quality because of three caracterstics of service —intangeblity,heterogenity &

inseparability.

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

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

Second services, especialy those with high labour content, are heterogineous; there performance
often varies from producer to produser from customer to customer and form day to day.

Consistancy to behavior from service personnel (i.e uniform quality) is difficult to assure
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because what firms intende to deliver may be intirely different from what the customer recived
(Boons and Bitner,1981).

Third production and consumption of many many services are inseparabel carmen and langeard
as a consquense quality in service is not enginered at manufacturing plant and delivered intact to

the customer (Parasuraman, Zeitham & Berry,1985).

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

(1983) on service quality suggestes three underlining themes.
Service quality is more difficult for consumer to evaluate than good quality

Service quality perseptions result from a comparsion of consumer expectations with actual

service performance

Quality evaluations are not made sololye on the out come of service, they also involve

evaluations of the process of service delivery

Keping in mind the priviosely mentiond case the following are some of the definations

formulated about service quality by different scholares.

Service quality is defined as “the difference between customer expectations and perceptions of
service” or “as the customers’ satisfaction or dissatisfaction formed by their experience of
purchase and use of the service” (Gronroos, 1984 and Parasuraman et al.1988). Oliver (1993)
reported that service quality is a casual antecedent of customer satisfaction, due to the fact that
service quality is viewed at transactional level and satisfaction is viewed to be an attitude.
Zeithaml et al. (1996) reported that the service quality divisions are related to overall service
quality and or customer satisfaction. Fornell et al., (1996) expressed that satisfaction is a
consequence of service quality. There are various classifications of the components of service
quality in marketing science. Gronroos (1984) stated that “in service environments, customer
satisfaction will be built on a combination of two kinds of quality aspects; technical and
functional . Technical quality or quality of the output corresponds to traditional quality of
control in manufacturing. It is a matter of properly producing the core benefit of the service.
Functional quality or process quality is the way the service is delivered. Technical quality is

related to what customer gets (transaction satisfaction); functional quality is related to how the
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customer gets the result of the interaction (relationship satisfaction). Lewis (1987) suggested that
service quality can be classified as essential and subsidiary. Essential refers to the service offered
and subsidiary includes factors such as accessibility, convenience of location, availability, timing
and flexibility, as well as interactions with the service provider and other customers.

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

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

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

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

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

materials.

The model conceptualizes service quality as a gap between customer's expectations (E) and the
perception of the service providers' performance (P). According to Parasuraman et al. (1988),
“service quality should be measured by subtracting customer's perception scores from customer
expectation scores (Q = P - E)”. The greater the positive score mark means the greater the
positive amount of service quality or the greater the negative score mark, the greater the negative

amount of the service quality.
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Zeithaml et al. (1990) proposed a comprehensive perception of quality assessment and claimed

that they are other factors apart from the dimensions of Parasuraman et al. (1988):

Access — how easy it is to come into contact with the supplier. This is where position, opening

hours, supplier availability, and other technical facilities belong.

Communication — the ability to communicate in an understandable way that is natural to

customer.
Credibility — referring to being able to trust the supplier
Courtesy — refers to the supplier*s behaviour, e.g. politeness and kindness

Parasuraman et al. (1988), assurance dimension is a combination of the credibility and courtesy
dimensions of Zeithaml et al. (1990).

A set of discrepancy or gaps exists regarding executive perception of service quality and the task
associated with service delivery to consumers. These gaps can be major hurdles in attempting to
deliver a service which consumers would perceive as being at high quality they analyze this gaps

under one model called the gap model (Parasuraman et al, 1985).

2.1.6 The Gap Model
Service quality is a function of the differences between Expectation and performance along the
quality dimensions (Parasuraman et al, 1985). They developed a service quality Model based on

gap analysis. The various gaps visualized in the model are:
Gap-1 consumer expectation — management perception gap

Discrepancies between executive’s perception and consumer’s expectation exist. In essence
service firm executive’s may not always understand what futures connote high quality to
consumers in advance, what features a service must have in order to meet consumers need and
what and what level of performance on those features are needed to deliver high quality service.
E.g. The physical and security features of credit cards are important for the customer but didn’t
have critical importance from the view point of executive’s. The gap between consumer
expectation and management perception of those expectations will have an impact on the

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

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

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

Even when guide lines exist for performing service well and teriting customeres correctely, high
quality service may not be a certanity. Excutives recognize that a service fim employees exert a
strong influence on the service quality percived by consumers and employees performance can
not alwayes be standardise. The gap between service quality specification and actual service
delivery will affect service quality from consumers stand point.

Gap-4 service delivery — external communication gap

Media advertising and other communications by a firm can afect consumeres expectation. If
expecttion play a major role in consumer perseption of service quality firms need to be certaine
not to promise more in communication than it can deliver in reality. Promising more than can be
delivered will raise initial expectation but lower perseption of quality when promises are not
fullfilled.

External communictions can affect not only consumer expectation about service but also
consumer perseption of delivered service. Alternatively, descripancies between service delivery
and external communication in a form of exaggerated promices and / or the absence of
information about service delivery aspectes intended to serve consumeres well well can affect
consumeres perseption of service quality. So this gap between service delivery and external

communication will affect service quality from consumeres standpoint
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Gap-5 expected service — percived service gap

The key to ensuring good service quality is meeting or exceeding what consumers expect from

the service. Jugments of high and low service quality depneds on how consumeres persive the

actual service performance in contexte of wht they expected.

The quality that a consumer persive in a service is a function of the magnitued and direction of

the gap between expected service and percived service.

Words of mouth
communication

Consumer

—®| Expected service

Personal needs

l

Past experience

AA

I GAPS

Perceived service €

A

Marketer

Service delivery (including
pre and post contacts)

GAP1 GAP 3 T

Translation of perceptions
into service quality
specifications

GAP 4
External
I communi-
cations to
the
consumer

?

s T 1

——»

Management perceptions of
the consumer expectations

Source: Parasuraman ef al. (1985)

Figure 2.2 Gap Model
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2.1.7 SERVQUAL

SERVQUAL was created to measure service quality and is based on the view that the customer’s
assessment of service quality is paramount. It is operationalized in terms of the relationship
between expectations and outcomes (Gilmore, 2003, pp40)

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

cited on (Gilmore and Carson, 1996)

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

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

namely this five scale items are
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Table 2.1 SERVQUAL Dimensions.

Dimensions Definition
Reliability The Ability to perform the promised Service dependably and accurately
Assurance The knowledge and courtesy of employees and ability to convey trust and confidence

) The appearance of Physical facilities, equipment personnel and communication
Tangibles )
materials

Empathy The provision of caring, individualized attention to customers

Responsiveness The willingness to help customers and to provide prompt service

Source: Buttle (1995)
2.1.8 Customer Expectation, Perception and Satisfaction

2.1.8.1 Customer expectations

Customer expectations are beliefs about a service that serve as standards against which service
performance is judged (Zeithaml et al.,1993); what customers think a service provider should
offer rather than what might be on offer (Parasuraman et al.1988). Expectations are formed from

a variety of sources such as the customer’s personal needs and wishes (Edvardsson et
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al.1994).the customer’s personal philosophy about a particular service, by promises (staff,
advertising and other communications), by implicit service promises (such as price and the
tangibles associated with the service), by word-of-mouth communication (with other customers,
friends, family and experts), as well as by past experience of that service (Zeithaml &
Bitner,1996).

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

adequate service levels (Lovelock & Wright, 2001).

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

should be delivered

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

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

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

customers will react either positively or negatively
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Explicit and Implicit
Service Promises

Word-of-Mouth
-——— Past Experience

Personal Needs

Beliefs About
What Is Possible

Perceived Service
Alterations

|—~ Adequate Service SR ‘ Predicted Service ‘ |
|
Situational Factors

Figure 2.3 Factors That Influence Customer Expectations of Service

Source: Parasuraman et al (1993)

2.1.8.2 Customer Perception of Service Quality

Customer perceived service quality can be defined as a global judgment or attitude relating to the
superiority of a service relative to competing offerings (Parasuraman et al 1988) as cited on
(Zhilin, Minjoon & Robin, 2004). Perceived service quality results from comparisons by
consumers of expectations with their perceptions of service delivered by the suppliers (Zeithaml,
1988). It is argued that the key to ensuring good service quality perception is in meeting or
exceeding what customers expect from the service. Thus, if perception of the actual service
delivered by the supplier falls short of expectation, a gap is created which should be addressed
through strategies that affect the direction either of expectations or perceptions, or both

(Parasuraman et al.,1988).

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

person's expectations as cited on (Zhilin, Minjoon, Robin ,2004 ).

Customer satisfaction has long been recognized as one of the critical success factor in today's
competitive business environment as it affects companies' market share and customer retention.
“Satisfied customers tend to be less influenced by competitors, less price sensitive, and stay loyal

longer” as cited by (Zhilin, Minjoon, Robin ,2004).
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Several studies seem to conclude that satisfaction is an affective construct rather than a cognitive
construct (Oliver, 1997; Olsen, 2002). Rust and Oliver (1994) further defined satisfaction as the
“customer's fulfillment response,” which is an evaluation as well as an emotion-based response
to a service. It is an indication of the customer's belief on the probability of a service leading to a
positive feeling as cited on (Festus, Maxwell, & Godwin J, 2006). Satisfaction is “an overall
customer attitude towards a service provider, or an emotional reaction to the difference between
what customers anticipate and what they receive, regarding the fulfillment of some needs, goals
or desire (Hansemark & Albinson, 2004).

2.2 Empirical Review

2.2.1 The Relationship between Service Quality and Customer Satisfaction

The relationship between customer satisfaction and service quality has received a good deal of
attention in the literature Bolton and Drew; (1994). Defined service quality and customer
satisfaction as “service quality is a global judgment, or attitude, relating to the superiority of the
service, whereas satisfaction is related to a specific transaction” Satisfaction is a “post
consumption experience which compares perceived quality with expected quality, whereas
service quality refers to a global evaluation of a firm's service delivery system” (Parasuraman et
al, 1988).

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

to improved customer satisfaction (lacobucci et al, 1995).

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

contemporaneous attitudes about service quality”.

There is also a lot of argument regarding whether customer satisfaction is the antecedent of
service quality or the outcome of service quality. “ Initially scholars take the position that
satisfaction is an antecedent of service quality since to reach an overall attitude (service quality)
implies an accumulation of satisfactory encounters” (Bolton & Drew, 1991). However, other
scholars take the opposite view that service quality is the antecedent of customer satisfaction
(Cronin & Taylor, 1992); (Ekinci, 2004); (Rust & Oliver, 1994); as cited on (Harr, 2008).
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Empirical research by Cronin & Taylor, (1992) “showed that service quality has a significant
effect on customer satisfaction.” Similarly, recent studies by Gonzédlez & Brea, (2005);
&EKkinci(2004) as cited on (Harr, 2008) using recursive structural models provided empirical
support that service quality results in customer satisfaction. Customer satisfaction “is a broader
concept than service quality which focuses specifically on dimensions of service (Zeithamlet
al.2006).

2.2.2 Measerment of Service Quality

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

a service is linked to technology, if appropriate(Gilmore, 2003).

There have been several attempts made by a group of researchers who have systematically
identified the variables that quantify service quality, among which the two most popular metrics
are SERVQUAL and SERVPERF (Varambally and Motlagh, 2010). SERVQUAL is based on
the conceptualization of service quality as the difference between consumer’s Perceived
performance and Expectation (Parasuraman et al., 1988). On the other hand, SERVPERF is
purely a Performance based approach to the measurement of service quality (Cronin and Taylor,
1992). Even though SERVQUAL and SERVPERF are the most commonly used scales of service
quality measurement Among these two the most commonly used measure is SERVQUAL (Duff
and Hair, 2008), (Ladhari, 2009) as cited on (Varambally, Motlagh,2010). There is no universal
and encompassing approach to service quality dimensions which can be appropriate and
applicable to all service industries and across all socio-cultural and economic environments. But
as discussed by many researchers SERVQUAL has a wide range of applications in service
quality measurement which includes: health care applications (Woodside et al., 1989);
Reidenbach and Sandifer-Smallwood, (1990); Babakus and Boller,(1992); Lytle and Mokwa,
(1992); (Bebko and Garg, 1995); (Licata et al.,1995) as cited on (Varambally, Motlagh, 2010).
even though there is not one universally accepted measurement model of service quality that is

applicable for all types of services as already mentioned there are two most popular models
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namely SERVQUAL and SERVPERF because SERVQUAL provides rich information and also
as a measurement tool it also help as identify which parts of the service provided are contributing
positively and which aspects of the service needs implement as a result the study used
SERVQUALA model.

2.3 Conceptual Framework of the Study

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

Tangibles ~ [ N\

Customer

—
/ Satisfaction

-

Tangibles —

A 4

Responsiveness |

Assurance ol

Components of services quality

Empathy |

Fig 2.4 conceptual frame work of the study

Source: researcher own work 2017

2.3.1 Research Hypotheses

The researcher develops the following hypotheses for the study based on the above literature

review.

H1: The tangibles have significant positive influence on customer satisfaction.
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H2: Reliability has significant positive impact on customer satisfaction.
H3: Responsiveness has significant positive effect on customer satisfaction
H4: Assurance has significant positive impact on customer satisfaction

H5: Empathy has significant positive link with customer satisfaction

H6: There is positive relationship between overall service quality and customers satisfaction
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CHAPTER THREE

RESEARCH DESIGN AND METHODOLOGY

3.1 Research Approach
This chapter tries to cover the research design and methodology part of the study. The research
type, the approach used the source of data and its method of collection, the sample design and

other topic which has to be included in the methodology part are discussed here.

According to John, (2014) Research approaches are plans and the procedures for research that
span the steps from broad assumptions to detailed methods of data collection, analysis, and
interpretation. The selection of a research approach is also based on the nature of the research
problem or issue being addressed, the researchers’ personal experiences, and the audiences for
the study. There are three basic approaches to research (a) qualitative (b) quantitative (c) mixed
methods. According to Christensen, (1985) noted that quantitative survey is the most appropriate
one to use if the purpose of an investigation is to describe the degree of relationship which exists
between the variables. Accordingly this research was conducted using quantitative research
approach hence, it examined and measured the relationship between service quality and customer
satisfaction in relation to Ethiopian airlines cargo incoming section. Therefore; the quantitative
method is used by considering sample customers of the organization and questionnaires was
distribute.

3.2 Research Design
According to Singh, (2006), research design is essentially a statement of the object of the inquiry

and the strategies for collecting the evidence, analyzing the evidences and reporting the findings.

There are different types of scientific research. Namely exploratory research, Descriptive
research and Explanatory research (Bhattacherjee, 2012). Accordingly, this research is
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conducted using both descriptive and explanatory research and also different inferential statistics
tools will be use to understand the relationship between the five dimensions of SERVQUAL and
customer satisfaction and the impact this SERVQUAL dimensions have on customer satisfaction

in Ethiopian airlines cargo incoming section.

3.3 Source of Data

There are two kinds of sources for data collection and these are primary and secondary sources
of data. In this study both Primary and secondary sources were used in soliciting information for
the study. Primary data were obtain from a structured self-administered questionnaire and
Secondary information were collected from the airline manuals, previous studies , journals and
articles conducted on customer satisfaction and other related titles, and unpublished materials of
Ethiopian Airlines and web addresses and /or internet reports generated. The customers’
judgments were used as the source of data for analysis. The data is collected in the form of
questioners. These questioners are analyzed and conclusions are drawn from the analysis about

the level of service quality provided by the airline and its customer satisfaction.
3.4 Sampling Design, Population and Sampling Technique

3.4.1 Sampling Design

There are two basic sampling techniques which are probability and non-probability sampling.
This research is conducted using probability sampling which is proportional stratified sampling
technique. The population of the study is permanent customers of Ethiopian Airlines cargo. To
identify those customers the researcher used the frequency that they import cargo or uses the
airline and the volume or tonnage of cargo they imported. The researcher tries to differentiate as
customers who do have a business shipment on a permanent bases and need a long lasting
relationship with the airlines and one time customers which they want only a single time
business relation with the airline in order to import some personal item abroad. The study also
conducted purposive sampling technique to identify in which category that the customers are.

The sample size for the study assumes 95% confidence level, and 5% margin of error.

3.4.2 Population
The population of the study consists of all company customers of Ethiopian Airlines that is

engaged in importing their products on permanent bases. The import business has importers from
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all kind of commodities. The commodities could be either company shipment to be used in to
different business transactions or to be used as a part of finished product or personal
commodities which is used for personal use only. There are 420 import customers which are
permanently use Ethiopian airlines throughout the year. These 420 customers are the total

population of the study.

3.4.3 Sampling Technique
Sampling is the process or technique of selecting a suitable sample for the purpose of

determining parameters or characteristics of the whole population (Adams, et al., 2007).

This research is conducted using probability sampling technique which. The sampling technique
that was employed in this study is both stratified and simple random sampling. To ensure that as
much as possible biasness is removed or is minimized and a fair representation is obtained, the
population of the study was stratified in to two major target group based on the nature of the

shipment they import which is company cargo and personal cargo.

To select respondents from each stratum simple random sampling design was employed; in
doing so, the existing customer list was obtained from the import manager cargo office and then
the proportional weight was assigned to each stratum in order to form the sampled data properly

represent the population from which the stratified sample of existing employee is drawn.

3.4.4 Sample size

Considering the size, as well as the time, it was hard to collect data on the whole population.
Thus, to avert such constraint the researcher forced to draw sample from the whole population.
According to Field (2005), whenever it is possible to access the entire population, it is possible to
collect data from sample and use the behavior within the sample to infer things about the
behavior of the population. Field also states that the bigger the sample size, the likely it reflect
the whole population. Accordingly, in this study to make the sample more representatives, the
sample size of the study is determined using the formula adopted from kreijcie and Morgan’s

(1970). Thus, the formula used to calculate the sample size is

n=N/ (1+N (e)) 2
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Where: n=sample size
N=total population that is 420
e= is the error term, which is 5% (i.e. at 95% confidence interval)
Using the above formula the simple size of the study is determined as
n= 420/ (1+420(0.05)) 2
n=(420/1+21)2
n=(19.09)2
n=364
Therefore the sample size is 364 customers.

3.5 Data collection Instrument
The primary data for this study was collected through self-administered structured questionnaire.
Five point likert scale questioner is used to get a more reliable output regarding their personal

attitude about Ethiopian Airlines Cargo.

Overall, the designed instrumental questionnaire includes three main parts;
Part one is aimed to collect data on demographic variables

Part two is aimed to collect data on independent variables and,

Part three is aimed to collect data on the dependent variable

In the first part of the questionnaire, 5 items with different label are included and they are dealing
about different demographic characteristics of the respondents such as gender, age, educational
back ground, location of the customer (within Addis Ababa or outside), type of customer and

type of commodity they import are included.

The second and third part of the questionnaire consists of question statement aimed to measure
the variables of the study using five-point Likert Scale (1=strongly disagree/highly dissatisfied,
2= Disagree/Dissatisfied, 3= Neutral, 4= agree/Satisfied and 5= strongly agree/highly satisfied).
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Thus, the respondents will be request to select their own choice of the five point Likert scale
alternatives in order to specify their level of agreement or disagreement on each statement.
Specifically, the second part of the questionnaire includes 22 closed- ended items aimed to
measure the customer’s perception of service quality. The third part of the questionnaire includes

1 closed- ended item aimed to measure the customer’s satisfaction level.

3.6 Data collection procedure

The researcher distributed the questioner to each sample customers by personally giving them
the questioner and by putting it on a common place where they can get it easily that means on
information desk, import counter area where they usually start the process to receive their
shipment and company and personal cargo delivery area. After the questioners are retuned back,
the researcher sees what is properly filled and not then entered the data into a computer for

electronic processing using the SPSS.

3.7 Data analysis Techniques

The Data analysis will include: descriptive statistics to count the frequency of response,
Reliability analysis-to test the internal consistency of the instrument, correlation analysis-to
assess the relationship between variables of the study and multiple regression analysis-to assess
the extent of influence of independent variables (service quality dimensions) or dependent
variables (customer satisfaction). After the required data were collected the researcher code and
enter data into a computer for electronic processing using the SPSS.

3.8 Ethical Considerations

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

also the questionnaire explains that the purpose of research was for academic purpose and finally
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the respondents were included based on their willingness. Furthermore, the researcher tried to
avoid misleading or deceptive statements in the questionnaire. Lastly, the questionnaires will

distribute only to voluntary participants.

3.9 Reliability

Reliability is the degree to which the measure of a construct is consistent or dependable. In other
words, if we use this scale to measure the same construct multiple times do we get pretty much
the same result every time, assuming the underlying phenomenon is not changing According to
(Bhattacherjee, 2012).internal consistency reliability internal consistency reliability is a measure
of consistency between different items of the same construct (Bhattacherjee, 2012) Hence, the
study used a multiple —item measurement scale internal consistency method should be applied to
the study. Cronbach alpha with acceptable cut off points 0.7 demonstrate that all attributes are
internally consistent the reliability test for the instrument used for the study was conducted using
SPSS the results shows that the items used are reliable.

As sited from (Meron,2015) coefficient alpha ranges in value from 0 meaning no consistency to
1 meaning complete consistency (all items yield corresponding values). Generally speaking,
scales with a coefficient between 0.80 and 0.95 are considered to have very good reliability.
Scales with a coefficient between 0.70 and 0.80 are considered to have good reliability, and
value with a coefficient between 0.60 and 0.70 indicates fair reliability. When the coefficient is
below 0.6, the scale has poor reliability (Zikmund et al, 2010).

Table 3.1 Reliability statistics of Service quality dimensions.

No | Dimension Number of items Alpha Value
1 Tangibility 4 .660
2 Reliability 5 .738
3 Responsiveness 5 773
4 Assurance 4 .770
5 Empathy 4 .801

Reliability Statistics
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Cronbach's N of Items
Alpha

.930 22

Source-own result

The alpha coefficient for Tangibility dimension for cargo import section is 0.660. All the five
dimensions have good degree of reliability. The alpha coefficient for reliability dimension is
good which is 0.738 the alpha coefficient for responsiveness dimension is 0.773 which shows
reliable. The alpha coefficients for assurance and empathy dimensions show a very good
reliability which is 0.770 and 0.801 respectively. Checking the reliability test by taking all the
service quality dimensions together gives us the more reliable alpha coefficient which is 0.930.
This means that the dimensions used to measure the service quality for this study are very

consistent.

3.10 Validity

Validity often called construct validity refers to the extent to which a measure adequately
represents the underlying construct that it is supposed to measure Bhattacherjee (2012). Validity
is concerned with how well the concept is defined by the measure. According to Bhattacherjee
(2012) there are two assessments of validity theoretical or translational validity and empirical or
criterion-related validity which includes Content validity, Predictive Validity, Convergent
validity and Concurrent validity. Content validity is an assessment of how well a set of scale
items matches with the relevant content domain of the construct that it is trying to measure.
Convergent validity refers to the closeness with which a measure relates to (or converges on) the
construct that it is purported to measure, Predictive validity is the degree to which a measure
successfully predicts a future outcome that it is theoretically expected to predict. Concurrent
validity examines how well one measure relates to other concrete criterion that is presumed to
occur simultaneously. The study used content validity because it assess how well a set of scale

items matches with the relevant content domain of the construct that it is trying to assess.
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CHAPTER FOUR

DATA ANALYSIS AND DISCUSSION
4.1. Introduction

This chapter is emphasized on the analysis of data and discuss on the findings of the study in
relation to the effects of service quality dimensions on customer satisfaction. The findings of the
study are analyzed based on the specific objectives and hypotheses of the study. In this chapter
respondent’s profile, descriptive analysis, correlation analysis and regression analysis are

discussed.

4.2. Descriptive statistics

This subsection in general describes the general characteristics of the respondents and study

variables.

4.2.1. General profile of the respondents

364 questionnaires were prepared and distributed to cargo import customers and out of these
questionnaires 346 were collected and among these 12 questionnaires were not valid since they
were not fully completed. Therefore the study takes 334 questionnaire results for the analysis.
The demographic characters include sex, age, educational background and type of customers and
location of the customer.

As presented in Table 4.1 the respondents for this research have the following demographic
makeup. When we consider sex, it shows 234 or 70.1% of the respondents were male and the
remaining 100 or 29.9 % of the respondents were female, which indicate the dominancy of male
among cargo import customers. As far as the age of respondents is concerned 32.3 % of the
respondents were in the age range of 18-25 years, 43.4 % of the respondents were in the range of
26-35 years, 18.6 % of the respondents were in the age range of 36-45 years, 3.6 % of the
respondents were in the age range of 46-55 years, and 2.1 % of the respondents were 56 and
above years. With regard to educational background, 9.9 % of the respondents were < 10+2

educational level, 43.7 % of respondents were diploma holders, 42.8 % of the respondents were
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degree holders and 3.6 % of the respondents were having MA and above that means majority of

the respondents are diploma and degree holders and this indicates that the respondents have the

educational readiness to back them when they answer the questions they are asked while

receiving service

Table 4.1 Demographic profile of Respondents

Item/variable Category frequency Percent

Gender Male 234 70.1
Female 100 29.9
Total 334 100

Age 18-25 108 323
26-35 145 434
36-45 62 18.6
46-55 12 3.6
Above 56 7 21
Total 334 100

Educational

Back Ground <10+2 33 9.9
Diploma 146 43.7
Degree 143 42.8
MA and
Above 12 3.6
Total 334 100

Type of

Customers Personal 155 46.4
Company 179 53.6
Total 334 100

Location of the within Addis

customers Ababa 190 56.8
without Addis
Ababa 144 43.2
Total 334 100

Source survey result
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The background characteristics of respondents in this study are customer type and commodity
type. Regarding the customer type, 53.6 % of the import customers are company cargo importers
and the rest 46.4 % are personal cargo importers. Customers form Addis Ababa take 56.8 % of
the total sample size and the remaining 43.2.% of Ethiopian airlines import section customers are
located out of Addis Ababa.

4.2.2 Normality Test

Normality test is used to determine whether sample data has been drawn from a normally
distributed population or the population from which the data came is normally distributed.
Normality was checked by two terms by i.e. kurtosis and skeweness by using SPSS so there exist
normal values for kurtosis as well as skewness. For kurtosis the normal value is greater than 3
whereas for skewness the normal value is supposed to be less than 6 or near to 0 (Asghar
andSaleh 2012)

Table 4.2- Skewness & Kurtosis

Tangibility | reliability | responsiveness | assurance | Empathy
Valid 334 334 334 334 334
N Missing (O 0 0 0 0
Skewness 0.418 0.293 0.407 0.166 0.441
Std. Error of Skewness | 0.128 0.128 0.128 0.128 0.128
Kurtosis -1.4 -1.238 -1.125 -1.938 -1.101
Std. Error of Kurtosis 0.255 0.255 0.255 0.255 0.255

Source survey result

The values from table 4.2 shows that skewness values are all under three for all independent
variables (Tangibility, reliability, responsiveness, assurance, and empathy) and dependent
variable (customer satisfaction) and the same thing exists for kurtosis values which are under six
for the existing variables independent and dependent variable listed above. Therefore, from the
results shown above we can say that the data was normally distributed among the sample

population.
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4.2.2. Service quality dimensions

4.2.2.1 Description of Tangibility

The mean value represents the average of all customer response on certain dimensions while,
standard deviation shows how diverse the responses of the respondents are that means if the
standard deviation shows smaller number, it indicates that the response of the respondents shows
close opinions and when the standard deviation is high, it indicates the response of the
respondents shows high variation. According to Zaidatol & Bagheri (2009)

Mean Score Description
<3.39 Low
3.40-3.79 Moderate
>3.80 High

As shown in Table 4.3 the average mean for tangibility dimension question that says “Ethiopian
airlines cargo import section has an up-to-date and enough equipment used in the cargo terminal
import section” is 3.09 with the standard deviation of 1.043 which is below 3.39 that shows most
respondents do not believe that there is adequate instrument. Tangibility questions number four
that says “the location of cargo office is convenient for transportation” is also categorized in this
class which shows low tangibility dimension that means it is not convenient for transportation.
Among the four means that used to measure the tangible dimensions of service quality the part
where the employees are well groomed and neat in appearance shows the highest mean or the
smallest gap when we compare it to the others. The next highest mean from the tangibles is for
“the physical setting and the atmosphere of Ethiopian Airlines cargo office is virtually
appealing” that is also in moderate class that most respondents agree that there is appealing

environment.
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Table 4.3 Tangibility Statistics

Up to date Appealing Neat and well Convenient Location
Equipment Atmosphere groomed Agents
Mean 3.09 3.41 35 3.07
Std. Deviation 1.043 0.963 1.068 1.245

Source survey result

4.2.2.2 Description of Reliability

As we can see from table 4.4 The mean value for reliability dimension questions are all classified
in low level category since the results lie under 3.39 mean value that shows there is a higher gap
between the question and their response. For the first and third reliability questions that says
“Ethiopian Airlines cargo import always keep its promise and deliver what they have promised”
and “the service given at the cargo import is always right at the First time” respectively has a
mean value of 3.18 with a standard deviation of 1.179 and 1.045 respectively. Reliability
question number four and five that are “there is a timely delivery of service and every
information is communicated on the right time” and “records that are needed are kept accurately
and every document arrived at destination safe and on time with the shipment” have a mean
value of 3.199 and 3.20 with the standard deviation of 1.121 and 1.104 respectively. The highest
mean or the lowest gap lies on the second reliability question which is “Employees of cargo
import section show sincere interest in solving the problems you have as a customer” is 3.35
with a standard deviation of 1.048 that is still low but better compared with the other reliability

dimension questions.

Table 4.4 reliability Statistics

Keep and | Employees of cargo | The service given at There is a timely Records that are
Deliver its | import section show | the cargo importis delivery of service needed are kept
promises sincere interest in always right at the | and every information | accurately and every
solving the First time is communicated on document arrived at
problems you have the right time destination safe and
as a customer on time with the
shipment
Mean 3.18 3.35 3.18 3.19 3.2
Std.
Deviation 1.179 1.048 1.045 1.121 1.104

Source- own result
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4.2.2.3 Description of Responsiveness

Regarding the responsiveness dimension questions as we see on table 4.5 there is a high gap
between the objective to be mate and the actual result. That means all the four questions except
one lied on the low mean value category which is 3.2, 3.35, 3.30 and 3.37 that’s all are below
3.39 that shows a highest gap. Only responsiveness question number three is in moderate case
that says “the employees at the import desk are always willing to help a customer” has a mean

value of 3.56 with a standard deviation of 1.063.

Table 4.5 Responsiveness Statistics

Information Ethiopian Airlines The employees at The agents of The agents are
is keptin a | cargo import gives a | the import desk are Ethiopian Airlines willing to accept
way to be | promise service to a always willing to cargo import section feedback and
easily customer help a customer are never too busy to comments on
obtainable attend to customer irregularities
by a inquiries and
customer requests
at any
time.
Mean 3.2 3.35 3.56 3.3 3.37
Std.
Deviation 1.106 1.008 1.063 0.984 1.093

Source- own result

4.2.2.4 Description of Assurance

As Table 4.6 the mean value for the assurance dimension questions shows relatively good value
compared with the previous service quality dimension questions. Only the second assurance
question which is “during business transactions a customer feels safe with the Airline as well as
with the agents in handling the cases” shows a low mean value that is 3.25 with the standard
deviation of 0.973. The other assurance dimension questions are all in between 3.39 and 3.79
that mean they are in moderate level of mean value which shows most respondents agree on the
questions. The highest mean value for assurance dimension questions is laid on the fourth

question that is “the agents at the import section have the knowledge to answer customer’s
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questions” which is 3.57 with a standard deviation of 1.093 that shows most respondents agree

on the fourth question.

Table 4.6 Assurance Statistics

The behavior
of employees
at the import
section helps

During a business
transactions a
customer feels safe
with the Airline as well

Agents at the import
section are polite in

handling customers

The agents at the
import section have the
knowledge to answer

customer’s questions

build the | as with the agents in
confidence of| handling the cases
the
customers
Mean 3.53 3.25 3.55 3.57
Std. Deviation 0.96 0.973 1.113 1.093

Source- own result

4.2.2.5 Description of Empathy

Regarding the empathy dimensions of service quality, as shown in Table 4.7 all the mean values

are under 3.39 which show that there is a big gap regarding empathy dimension. And the only

empathy dimension questions which lies in moderate case is the fourth empathy questions that

says “the agents at the import desk understand the specific needs of their customers” has a mean

value of 3.49 with a standard deviation of 1.048.

Table 4.7 Empathy Statistics

The The employees at the | The employees of The agents at the
employees | import section give | cargo import section |import desk understand
give customers personal | have their customers | the specific needs of
customers services when the | best interest at heart their customers
individual need arises
attention
Mean 3.29 3.29 3.32 3.49
Std. Deviation 1.197 0.988 1.02 1.048
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Source- own result

4.2.3. Description of overall customer satisfaction

As we can see on table 4.8, 3.3 % of the respondents are strongly dissatisfied with the service

quality they get from Ethiopian Airlines cargo import section. 12.3% of the respondents are
dissatisfied and 35.6% are neutral that means they are neither satisfied nor dissatisfied with the
service quality given.39.5% of the respondents are satisfied and the remaining 9.3% are very

satisfied. That means Ethiopian airlines cargo import can satisfy only 48.8 % of importers which

can rate their satisfaction as satisfied and strongly satisfied.

Table 4.8 Frequency distribution of overall customer satisfaction

Overall, how satisfied are you with the cargo import services provided by Ethiopian cargo

Frequency | Percent | Valid Percent Cumulative Percent
Valid Strongly dissatisfied 11 3.3 3.3 3.3
Dissatisfied 41 12.3 12.3 15.6
Neutral 119 35.6 35.6 51.2
Satisfied 132 39.5 39.5 90.7
Strongly satisfied 31 9.3 9.3 100.0
Total 334 100.0 100.0

Source- own result

Generally the mean value for customer satisfaction is 3.39 with a standard deviation of 0.933

respectively (Table 4.9). The mean value for overall customer satisfaction is low that shows there

is a big gap between what it should be and what it actually is.

Table 4.9 Overall customer satisfaction Statistics

Overall, how satisfied are you with the cargo

import services provided by Ethiopian cargo

Valid
N
Missing

Mean
Std. Deviation

334
0
3.39
.933

Source- own result
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4.2.4 Overall customer satisfaction on Personal vs. Company cargo importers

Customer satisfaction of personal cargo importers, as we can see from the Table 4.10 the mean
value for personal cargo import on customer satisfaction is 3.34 with a standard deviation of .966
that means customer satisfaction for personal cargo delivery has a low mean value that is less
than 3.4 which shows relatively a higher gap with what it should be. The mean value for
company cargo delivery on customer satisfaction is also low (3.45) which is still less than 3.49
with a standard deviation of .899 that also shows there is relatively a higher gap between what it
should be and what it actually is. Therefore as we can see it on the table though both mean values
are categorized under low level, the mean value for company cargo import delivery is better than
the personal one that indicates there is a better customer satisfaction for company cargo import

delivery than personal cargo delivery side.

Table 4.10 Overall customer satisfaction Statistics On personal cargo and company cargo delivery

Overall, how satisfied are you with the cargo import services provided by
Ethiopian cargo
N Mean Std. Deviation

Personal cargo 155 3.34 0.966
importers

Company 179 3.45 0.899
cargo importers

Total 334 3.39 0.933

Source- own result
Grand Mean Distribution for all variables

Mean tangibility is considered as a variable that takes the mean values of all the four questions of
tangibility questions and derive a new grand mean for tangibility. As Table 4.11 The new
tangibility mean that is 3.2844 with a standard deviation of 0.70939 shows there is a low level
mean value or most respondents do not agree on the questions regarding tangibility dimensions
and also since a standard deviation is less than one there is a high degree of getting similar

output. The mean for reliability is 3.2192 with a standard deviation of 0.76883 is the lowest
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mean value among all other service quality dimension questions. The mean value for
responsiveness which is 3.3563 with a standard deviation of .77149 is the highest mean value
among others. Empathy takes the second highest which is 3.3521with a standard deviation of
.80156 followed by assurance that is 3.4778 with a standard deviation of .79522.

Table 4.11 Descriptive Statistics for Grand Mean

Mean Std. Deviation N

Tangibility 3.2844 .70939 334
Reliability 3.2192 .76883 334

Responsiveness 3.3563 77149 334

Assurance 3.4778 .79522 334

Empathy 3.3521 80156 334

Overall, how satisfied are you with the cargo

import services provided by Ethiopian cargo 339 933 334

Source- own result

4.3 Correlation Analysis

Correlation refers to synonym for association or the relationship between variables and it
measures the degree to which two sets of data are related. As we can see from Table 4.12 Higher
correlation value indicates stronger relationship between both sets of data. When the correlation
is 1 or-1, a perfectly linear positive or negative relationship exists; when the correlation is 0,

there is no relationship between the two sets of data (Vignaswaran, 2005).

Table 4.12 correlation value of coefficient

Value of coefficient Relation between variables
0.70-0.90 Very strong association
0.50-0.69 Substantial association
0.30-0.49 Moderate association

0.10- 0.29 Low association

0.01-0.09 Negligible association

Source: Alwadael (2010)
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As shown in the objective and conceptual framework of this study, to test the relationship
between service quality dimensions and customer satisfaction, the following correlation analysis
is performed. As we can see it on table 4.13 all the service quality dimensions have a significant
positive relationship with customer satisfaction. The results indicate that, there is positive and
strong relationship between empathy and customer satisfaction (r = 0.596, < 0.01), reliability and
customer satisfaction (r = 0.544, P < 0.01), responsiveness and customer satisfaction (r = 0.556,
p < 0.01) and there is substantial positive correlation among assurance and customer satisfaction
(r = 0.514, p < 0.01) and finally there is a moderate positive correlation among tangibility and
customer satisfaction (r = 0.483, P <0.01. Empathy has a very strong positive correlation with
customer satisfaction which is .596.among the service quality dimensions the one which have the
least correlation with customer satisfaction is Tangibility that has a value of .483 which is in
moderate association. The other three dimensions which are reliability, responsiveness and
assurance have both the correlation value of more than 5 that means they do have a positive

substantial association with customer satisfaction.

Table 4.13 correlation matrix of all service quality dimensions with customer satisfaction

Overall Customer
SERVQUAL items satisfaction

Tangibility Pearson Correlation .483"
Sig. (2-tailed) .000
Reliability Pearson Correlation .544™
Sig. (2-tailed) .000
Responsiveness Pearson Correlation .556"
Sig. (2-tailed) .000
Assurance Pearson Correlation 514"
Sig. (2-tailed) .000
Empathy Pearson Correlation .596"
Sig. (2-tailed) .000

Source- own result

4.4 Regression analysis

Basically, regression analysis was carried out in order to test the extent of the impact of

independent variables on dependent variable. But before regression analysis is formulated we
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have to take the co linearity test and check the VIF (variance inflation factor) and degree of

tolerance. Thus, this co linearity analysis is performed to address the problem.

Table 4.14 regression estimates multi co linearity statistics

Un standardized Standardized Co linearity
Coefficients Coefficients Statistics

B Std. Error Beta t Sig. Tolerance VIF
(Constant) 513 .208 2.472 .014
Mean Tangibility .326 .082 .061 .976 .024 467 2.143
Mean Reliability .158 .089 .130 1.764 .031 .332 3.008
Mean .210 .087 174 2.409 .017 .347 2.880
Responsiveness
Mean Assurance .287 .081 .024 344 .013 .376 2.659
Mean Empathy .390 .082 .336 4.789 .000 .367 2.724

Source-own result

Multi-co-linearity is the situation in which the independent variables are highly correlated.
According to (Ho,et.,al,2006), if tolerance values are above 0.1 and variance inflation factor,
which is 1/tolerance is less than 10, thus it’s possible to construct a regression model. As we can
see it from table 4.15 the tolerance value for all service quality dimensions are above 0.1 and the
VIF is less than 10, thus we can conclude that there is no multi-co-linearity problem so that we
can run regression model. Simple regression model is performed to address hypothesis 2,3,4,5,&
6 “All service quality dimensions have a strong positive impact on customer satisfaction.” The

equation can be as follows
Y=Bo+B1X1+B2X2+B3X3+BsXs+BsXs+e
Where Y= customer satisfaction (the dependent variable)

Bo= the constant

B1-Bs= the Beta coefficients for their respective variables

X1-xs= the independent variables
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Thus: Customer Satisfaction = .513+.326(tangibility) +.158(reliability) +.210(responsiveness)
+.287(assurance) +.390(empathy) +e

4.4.1 Simple regression of Tangibility

To assess the extent of impact of Tangibility on customer satisfaction, simple regression analysis
was carried out. The result of the regression model shown in Table 4.16 indicates the value of the
regression coefficient (R=.483, R- square = .233 and adjusted R- square = .231 and the model
F=100.851 and significance level of P=.000) for customer satisfaction indicates that the model is
significant at p<.001, 2-tailed. Thus, the aggregated effect of tangibility on customer satisfaction
is explained by the value of the R square, which indicates that 23.3% of tangibility in Ethiopian
Airlines cargo import section is accounted specifically for customer Satisfaction. It also means
that 23.3% of the change in customer satisfaction is explained by tangibility.

Table 4.15 Simple Regression of Tangibility and Customer Satisfaction

Model Summary of Mean Tangibility and Customer Satisfaction

Model R R Square Adjusted R Square F Change Sig. F Change
1 .4832 .233 231 100.851 0.000

Coefficients

Standardized
Model Un-standardized Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 1.308 212 6.161 0.000
Tangibility .635 .063 .483 10.042 0.000

Source- own result

The beta coefficient of the model in Table 4.16 which indicates the beta value of the constant is
1.308 for customer satisfaction whereas; the beta value for the predictor variable (Tangibility) is
.635 for customer satisfaction. The t-value of 10.042 for customer satisfaction with the p-value
of .000 indicates the model is significant at p<.001. Therefore, the beta coefficient (Beta=.635)

implies a unit increase in tangibility will result in 63.5 % increase in customer satisfaction.
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4.4.2 Simple Regression of Reliability

To assess the extent of impact of Reliability on customer satisfaction, simple regression analysis
was carried out. The result of the regression model shown in Table 4.17 indicates the value of the
regression (R=.544, R- square = .296 and adjusted R- square = .264 and the model F= 139.556
and significance level of P=.000) for customer satisfaction indicates that the model is significant
at p<.001, 2-tailed. Thus, the aggregated effect of reliability on customer satisfaction is explained
by the value of the R square, which indicates that 29.6% of reliability in Ethiopian Airlines cargo

import section is accounted specifically on customer Satisfaction.

Table 4.16 Simple Regression of Reliability and Customer Satisfaction

Model Summary of Mean Reliability Customer Satisfaction
Adjusted R
Model R R Square Square F Change Sig. F Change
1 5443 .296 .294 139.556 0.000
Coefficients
Standardized
Model Un-standardized Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 1.268 .185 6.859 0.000
Reliability .660 .056 544 11.813 0.000

Source- own result

The beta coefficient of the model in Table 4.17 indicates the beta value of the constant is 1.268
for customer satisfaction whereas; the beta value for the predictor variable (Reliability) is .660
for customer satisfaction. The t-value of 11.813 for customer satisfaction with the p-value of
.000 indicates the model is significant at p<.001. Therefore, the beta coefficient of reliability for
customer satisfaction (Beta= .660) implies the level of customer satisfaction will increase by 66

% if reliability increase by one unit.

4.4.3 Simple Regression of Responsiveness

The result of the regression model shown in Table 4.18 indicates the value of the regression
coefficient (R=.556, R- square = .309 and adjusted R- square = .307 and the model F= 148.282
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and significance level of P=.000) for customer satisfaction indicates that the model is significant
at p<.001, 2-tailed. Thus, the aggregated effect of responsiveness on customer satisfaction is
explained by the value of the R square, which indicates that 30.9 % of responsiveness in
Ethiopian Airlines cargo import section is accounted specifically on customer Satisfaction.

Table 4.17 Simple Regression of responsiveness and Customer Satisfaction

Model Summary of Mean Responsiveness customer Satisfaction
Model R R Square Adjusted R Square F Change Sig. F Change
1 .5562 .309 .307 148.282 0.000
Coefficients
Standardized
Model Un-standardized Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 1.138 190 5.991 0.000
Responsiveness 672 .055 .556 12.177 0.000

Source-own result

The beta coefficient of the model in Table 4.18 indicates the beta value of the constant is 1.138
for customer satisfaction whereas; the beta value for the predictor variable (Responsiveness) is
.672 for customer satisfaction. The t-value of 12.177 for customer satisfaction with the p-value
of .000 for both dependent variables indicates the model is significant at p<.001. Therefore, the
beta coefficient of responsiveness (Beta=.672) implies a unit increase in responsiveness will

result in 67.2 % increase in customer satisfaction.

4.4.4 Simple Regression of Assurance

To assess the extent of impact of Assurance on customer satisfaction, simple regression analysis
was carried out. The result of the regression model shown in Table 4.19 indicates the value of the
regression coefficient (R=.514, R- square = .264 and adjusted R- square = .262 and the model
F=118.962 and significance level of P=.000) for customer satisfaction indicates that the model is

significant at p<.001, 2-tailed. Thus, the aggregated effect of assurance on customer satisfaction
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is explained by the value of the R square, which indicates that 26.4 % of assurance in Ethiopian

Airlines cargo import section is accounted specifically for customer Satisfaction.

Table 4.18 Simple Regression of Assurance and Customer Satisfaction

Model Summary of Mean Assurance Customer Satisfaction

Model R R Square Adjusted R Square F Change Sig. F Change
1 5142 .264 .262 118.926 0.000

Coefficients

Un-standardized Standardized
Model Coefficients Coefficients

B Std. Error Beta t Sig.
(Constant) 1.298 197 6.587 0.000
Assurance .602 .055 514 10.905 0.000

Source-own result

The beta coefficient of the model in Table 4.19 indicates the beta value of the constant is 1.298
for customer satisfaction whereas; the beta value for the predictor variable (Assurance) is .602
for customer satisfaction. The t-value of 10.905 for customer satisfaction with the p-value of
.000 indicates the model is significant at p<.001. Therefore, the beta coefficient of
responsiveness for customer satisfaction in that (Beta=.602) implies a unit increase in assurance

will result in 60.2 % increase in customer satisfaction.

4.4.5 Simple Regression of Empathy

To assess the extent of impact of Empathy on overall service quality and on customer
satisfaction, simple regression analysis was carried out. The result of the regression model shown
in table 4.20 indicates the value of the regression coefficient (R= .596, R- square = .356 and
adjusted R- square = .354 and the model F= 183.339 and significance level of P=.000) for
customer satisfaction indicates that the model is significant at p<.001, 2-tailed. Thus, the
aggregated effect of empathy on customer satisfaction is explained by the value of the R square,
which indicates that 35.4 % of empathy in Ethiopian Airlines cargo import section is accounted

specifically on customer Satisfaction.
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Table 4.19 Simple Regression of Empathy and Customer Satisfaction

Model Summary of Mean Empathy Customer Satisfaction
Model R R Square Adjusted R Square F Change Sig. F Change
1 .5962 .356 .354 183.339 0.000
Coefficients
Standardized
Model Un-standardized Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 1.066 77 6.035 0.000
Empathy .694 .051 .596 13.540 0.000

Source- own result

The beta coefficient of the model in Table 4.19 indicates the beta value of the constant is 1.066
for customer satisfaction whereas; the beta value for the predictor variable (Empathy) is .694 for
customer satisfaction. The t-value 13.540 with the p-value of .000 indicates the model is
significant at p<.001. Therefore, the beta coefficient of (Beta=.694) implies a unit increase in

assurance will result in 69.4 % increase in customer satisfaction.

4.4.6 The effect of service dimensions on overall customer satisfaction

Table 4.20 indicates that about 40.9 % (R2=0.409) of the variance in the overall customer
satisfaction is explained by the service quality dimensions. In addition, the results demonstrate
that there is positive and statistically significant (p<0.05, F=.723) relationship between service
quality dimensions and overall customer satisfaction. Therefore all the service quality
dimensions are significant positive impact on customer satisfaction of Ethiopian Airlines cargo

import.

As shown on the table the service quality dimensions separately have different significant levels.
This indicates that they have a different impact on customer satisfaction. When we look at them

one by one there is a positive and statistically significant (p< 0.05, f= 0.390) impact between
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empathy and customer satisfaction that means a unit increase in empathy will increase customer

satisfaction by 39 %.

Table 4.20 simple regression of all service quality dimensions on customer satisfaction

Model Summary of Overall SERVQUAL Dimensions on Customer Satisfaction

Model R R Square Adjusted R Square F Change Sig. F Change
1 .6392 409 400 723 0.000
Coefficients
Standardized
Model Un-standardized Coefficients Coefficients
B Std. Error Beta T Sig.
(Constant) 513 .208 2.472 .014
Mean Tangibility .326 .082 .061 .976 .024
Mean Reliability .158 .089 .130 1.764 .031
Mean Responsiveness .210 .087 174 2.409 .017
Mean Assurance .287 .081 .024 .344 .013
Mean Empathy .390 .082 .336 4.789 .000

Source- own result
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4.5 Hypothesis Testing

Hypothesis | Independent Analysis Dependent Variables Results
Variables used

H1 Reliability Multiple Customer Satisfaction Supported
regression

H2 Assurance Multiple Customer Satisfaction Supported
regression

H3 Responsiveness | Multiple Customer Satisfaction Supported
regression

H4 Empathy Multiple Customer Satisfaction Supported
regression

H5 Tangibility Multiple Customer Satisfaction Supported
regression

The above table shows that variables that were tested by correlation statistical tests, which are
five dimensions, have strong relationship with customer satisfaction and also there is positive
relationship between overall service quality and customers satisfaction Therefore, the six

hypotheses that assumed earlier to accomplishing study were supported by all dimensions.




CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

Based on the results of the study obtained through the questionnaire distributed to 334 importers
of Ethiopian Airlines cargo, the following summary, conclusions and recommendations were

made.

5.1 Summary of Findings

The aim of the study was to identify the effects of service quality on customer satisfaction of
Ethiopian Airlines cargo import section. On the review of theoretical, conceptual and empirical
related literature of the study, the five service quality dimensions have a significant impact on

customer satisfaction.

In conducting this study, the required data is obtained through self administered structured
questionnaires. To check the validity and reliability of the adopted instruments validity and
reliability test was also carried out. To determine the sample size from the total population of the
study, the researcher uses formula based-sample size determination. The target population was
also stratified in to two major groups. To select respondents from each stratum simple random
sampling technique was adopted. The service quality was measured using the five service quality
dimensions (tangibles, reliability, responsiveness, assurance and empathy) and the satisfaction
level of respondents was measured using a five point likert scale ranging from strongly
disagree(1) to strongly agree(5). Basically, a total of 364 questionnaires were distributed to the
sampled importers, among these 346 were returned, of which, 12 responses were uncompleted.
Thus, 334 returned questionnaires are analyzed using statistical package for social science
(SPSS). In the analysis descriptive statistics, correlation analysis and simple regression analysis

was performed.

The descriptive finding of the study shows that all the five dimensions of service quality has a
positive relation with overall service quality and customer satisfaction but tangibility and
reliability has a low mean value. Responsiveness has the highest mean value among the other

dimension and its 3.3563. Regarding customer satisfaction level of the import section 3.3 % of
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the respondents are very dissatisfied, 12.3 % dissatisfied, 35.6 % are neutral that means neither

dissatisfied nor satisfied, 39.5 % are satisfied and the rest 9.3 % are very satisfied.

The impact of service quality dimensions on customer satisfaction was measured by simple
linear regression model. The results indicate that there is a positive (p<0.01) relationship

between service quality dimensions and customer satisfaction

On the process of checking whether there is a difference in service quality and customer
satisfaction on the bases of personal and company cargo delivery, the result indicates that there is
a better service quality and customer satisfaction for company cargo import side or at least it’s

found to be better in the eyes of company cargo importers.

5.2 Conclusion

The current study involves an attempt to provide important findings to business managers as they
develop their business strategies. Ethiopian Airlines cargo import customers have complained
about quality of service provided by Ethiopian cargo (Ethiopian Fortune, 2011). This research
study provides important information about the perceptions of Ethiopian cargo import services
that can enable managers to improve service quality and attain customer satisfaction. The
conclusions reached and proposed managerial implications as a result of the data analysis are
discussed as follows:

The primary objective of the study is to determine the effects of service quality dimensions on
customer satisfaction in Ethiopian Airlines cargo import section by using the SERVQUAL

model.

The findings of the study demonstrates that there is a positive and significant relationship
between overall service quality dimensions and customer satisfaction. In conclusion this means

that delivering a service with high quality will lead to a higher customer satisfaction.

Tangibility has the lowest mean value but it has a big impact on customer satisfaction so from
this we can conclude there is a tangibility problem on cargo and the location is not convenient

for transportation.
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The mean value of company cargo import for the overall service quality is more than the
personal one that indicates there is a better customer satisfaction for the company cargo delivery

side.

Regarding the customer satisfaction level difference in personal and company cargo, the mean
values for both kinds of cargoes are categorized under low level but the mean value for company
cargo delivery is better than the personal one that indicates there is a better customer satisfaction

for company cargo importers than personal cargo importers.

The overall service quality of personal cargo delivery has a low mean value which shows
relatively a higher gap with what it should be. The mean value for company cargo delivery on
overall service quality is moderate that shows there is relatively a smaller gap between what it

should be and what it actually is.

Empathy has a strong relation with customer satisfaction among the other service quality

dimensions and next is responsiveness then reliability.

5.3 Recommendation

On the basis of the above findings and conclusions, the following recommendations can be

forwarded.

Empathy is the first dimensions of service quality that have a very significant influence on
customer satisfaction. So cargo import section should focus on this dimension to keep its
promise and deliver a quality service in order to raise the level service quality and customer

satisfaction.

As per the result of the study next to empathy, Tangibility has a highest impact on customer
satisfaction. So cargo managers has to make a plan to make the environment more convenient for
transportation and there should also need to have a bridge to cross the highway since its located
in the middle of the way from bole airport to bole micael as it is very inconvenient and cause for

many car accident on the customers.

Ethiopian Airlines cargo import section should work hard to improve the service quality in order

to get satisfied customers since 3.3 % of the respondents are strongly dissatisfied, 12.3% are
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dissatisfied and 35.6% of the respondents are neutral. So improving the overall quality of the

section is unquestionable to raise the customer satisfaction to a better level.

The section needs to create a good working environment to its employees and also needs to
create a good communication between its front line and back office staff because their success
depends on one another this good working condition will enable employees to give individual
attention to their customers and help them understand and serve well their specific needs and

also happy employees yields happy customers.

In general delivering excellent quality service will make Ethiopian Airlines cargo standout
among its competitors. In the airline industry like most of service industry delivering quality
service is essential for the existence, survival and success of the airlines. So cargo import section
needs to monitor and measure the level of service quality it delivers to its customers on a regular

base by conducting different surveys.

5.4 Limitation of the Study

This study is limited to Ethiopian airlines cargo incoming section. However there are different
sections that Ethiopian airlines cargo service reaches to its customers like cargo export which
connect to exporters, cargo transit which transit shipments handled and other sections this study
will consider only on the customers of Ethiopian airlines cargo incoming section. The study is
analyzed from the customer perspective only and it measures the impact of service quality on
customer satisfaction. Though customer satisfaction is the result of many other variables
especially in the airline industry, the study focuses only on the service quality effect of customer
satisfaction. Moreover even though there are about five airlines operating in the cargo import
sector, this study only encompass Ethiopian Airlines. Cargo airline industry cover Export, Import

and Transit activities, but the study focused only on the import activity.

5.5 Future area of research

Future researchers, who want to investigate similar area, may include customers of Ethiopian
Airlines cargo export and transit sections and conduct comparison analysis to whether there is a
service quality and customer satisfaction difference in between different sections of the same

airlines and also between the passenger and cargo section of Ethiopian Airlines. Moreover they
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can further investigate the levels of service quality and customer satisfaction among itself and its
main competitors using other service quality measurement tools. Since this study focus only on
the relationship between service quality and customer satisfaction, future researchers may

include other factors that can have a big impact on customer satisfaction and do a survey.
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APPENDIX A: - Questioner distributed for import customers
The Effects of Service Quality on Customer Satisfaction:

(The Case of Ethiopian Airlines Cargo import Section)

Dear respondents;

I would like to thank you in advance for taking your time to fill out this questioner as your input will be a key in

developing my research on the effects of service qualities of Ethiopian Airlines cargo import on customer satisfaction.

The purpose of this survey is to make a partial fulfillment of the requirements for the Masters of art degree in

Marketing Management in Addis Ababa University School of Commerce. The questioner has three major parts. Part

one deals with the background of the respondent, part two deals with service quality items to be measured by the

level of customer satisfaction and part three is all about the overall satisfaction level of the customers. The questions

don’t take you more than 5 minutes to complete so you are kindly requested to fill all questions completely.

Thank you again.

Part I - Background of respondents

Instructions: please select an appropriate response category by circling an appropriate choice against each question

1. Sex

A) Male B)Female
2. Age

A) 18-25 B) 26-35 C) 36-45 D) 46-55 E) above 56
3. Educational background

A) less than 10+2 B) Diploma C) Degree D) MA and above
4. Type of customer

A) Personal B) Company
5. Location of customer

A) Within Addis Ababa B) Outside of Addis Ababa

Part IT -Service Quality Questions

Please rate each statement by encircling the appropriate number on a five point Likert scale questions. Where 1.

Strongly Disagree 2. Disagree 3. Neutral 4. Agree 5. Strongly agree

1. Tangibility

1.1 Ethiopian airlines cargo import section has an up-to-date and enough equipment used in the cargo terminal
import section.

1 2 3 4 5
1.2 The physical setting and the atmosphere of Ethiopian Airlines cargo office is virtually appealing.

1 2 3 4 5
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1.3 The Agents at the cargo terminal import section are neat and well groomed.
1 2 3 4 5
1.4 The location of cargo office is convenient for transportation.

1 2 3 4 5

2. Reliability

2.1 Ethiopian Airlines cargo import always keeps its promise and delivers what they have promised.
1 2 3 4 5

2.2 Employees of cargo import section show sincere interest in solving the problems you have as a customer.
1 2 3 4 5

2.3 The service given at the cargo import is always right at the First time.
1 2 3 4 5

2.4 There is a timely delivery of service and every information is communicated on the right time.

1 2 3 4 5

2.5 Records that are needed are kept accurately and every document arrived at destination safe and on time with the

shipment.

1 2 3 4 5

3. Responsiveness
3.1 Information is kept in a way to be easily obtainable by a customer at any time.
1 2 3 4 5
3.2 Ethiopian Airlines cargo import gives a promise service to a customer.
1 2 3 4 5
3.3 The employees at the import desk are always willing to help a customer.
1 2 3 4 5
3.4 The agents of Ethiopian Airlines cargo import section are never too busy to attend to customer inquiries and
requests.
1 2 3 4 5
3.5 The agents are willing to accept feedback and comments on irregularities.
1 2 3 4 5
4. Assurance
4.1 The behavior of employees at the import section helps build the confidence of the customers.
1 2 3 4 5
4.2 During business transactions a customer feels safe with the Airline as well as with the agents in handling the
cases.
1 2 3 4 5
4.3 Agents at the import section are polite in handling customers.
1 2 3 4 5

4.4 The agents at the import section have the knowledge to answer customer’s questions.
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5. Empathy
5.1 The employees give customers individual attention.
1 2 3 4 5
5.2 The employees at the import section give customers personal services when the need arises.
1 2 3 4 5
5.3 The employees of cargo import section have their customers’ “best interest at heart”
1 2 3 4 5
5.4 The agents at the import desk understand the specific needs of their customers.
1 2 3 4 5
Part ITI - Overall Customer Satisfaction question

1. Overall, how satisfied are you with the cargo import services provided by Ethiopian cargo?

a) Strongly Dissatisfied b) Dissatisfied c) Neutral d) Satisfied e) Strongly Satisfied
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APPENDIX B: - frequency distribution of the independent variables

Demographic profile of respondents

Respondent's Sex

Frequency | Percent | Valid Percent | Cumulative Percent
Valid Male 234 70.1 70.1 70.1
Female 100 29.9 29.9 100.0

Total 334 100.0 100.0

Respondent's Age

Frequency | Percent | Valid Percent | Cumulative Percent
Valid 18-25 108 32.3 32.3 32.3
26-35 145 43.4 43.4 75.7
36-45 62 18.6 18.6 94.3
46-55 12 3.6 3.6 97.9
above 56 7 2.1 21 100.0

Total 334 100.0 100.0

Educational Background

Frequency | Percent | Valid Percent | Cumulative Percent
Valid less than 10+2 33 9.9 9.9 9.9
diploma 146 43.7 43.7 53.6
degree 143 42.8 42.8 96.4
MA and above 12 3.6 3.6 100.0

Total 334 100.0 100.0

Table 4.2 Background Characteristics of Respondents

Customer Type

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  Personal cargo importers 155 46.4 46.4 46.4
Personal cargo importers 179 53.6 53.6 99.1
5 3 9 9 100.0
Total 334 100.0 100.0
Location of the customers
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  Withn addis ababa 190 56.8 58.8 58.8
Out of addis ababa 144 43.2 43.2 100.0
Total 334 100 100

Frequency and mean distribution of Tangibility




There is up to date and enough equipment used in cargo import

Frequency | Percent | Valid Percent Cumulative Percent
Valid  strongly disagree 33 9.9 9.9 9.9
Disagree 52 15.6 15.6 25.4
Neutral 116 34.7 34.7 60.2
Agree 117 35.0 35.0 95.2
strongly agree 16 4.8 4.8 100.0
Total 334 100.0 100.0
There is appealing atmosphere in Ethiopian Airlines Cargo import section
Frequency | Percent | Valid Percent Cumulative Percent
Valid strongly disagree 16 4.8 4.8 4.8
Disagree 30 9.0 9.0 13.8
Neutral 126 37.7 37.7 51.5
Agree 126 37.7 37.7 89.2
strongly agree 36 10.8 10.8 100.0
Total 334 100.0 100.0
The Agents are Neat and well groomed
Frequency | Percent | Valid Percent Cumulative Percent
Valid  strongly disagree 16 4.8 4.8 4.8
Disagree 38 11.4 11.4 16.2
Neutral 104 31.1 31.1 47.3
Agree 114 34.1 34.1 814
strongly agree 62 18.6 18.6 100.0
Total 334 100.0 100.0
The location of cargo office is convenient
Frequency | Percent | Valid Percent Cumulative Percent
Valid  strongly disagree 51 15.3 15.3 15.3
Disagree 57 171 171 323
Neutral 83 24.9 24.9 57.2
Agree 105 314 314 88.6
strongly agree 38 11.4 11.4 100.0
Total 334 100.0 100.0




Frequency and mean distribution of Reliability

Ethiopian Airlines cargo will always Keep and Deliver its promises

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 35 105 105 105
disagree 62 18.6 18.6 29.0
neutral 86 25.7 25.7 54.8
agree 111 33.2 33.2 88.0
strongly agree 40 12.0 12.0 100.0
Total 334 100.0 100.0

Employees of cargo import section show sincere i

nterest in solving the problems you

have as a customer

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 47 14.1 14.1 204
neutral 96 28.7 28.7 49.1
agree 135 40.4 40.4 89.5
strongly agree 35 105 105 100.0

Total 334 100.0 100.0

The service given at the cargo import is always right at the First time

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 62 18.6 18.6 24.9
neutral 118 35.3 35.3 60.2
agree 101 30.2 30.2 90.4
strongly agree 32 9.6 9.6 100.0

Total 334 100.0 100.0

There is a timely delivery of service and every information is communicated on the right

time

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 29 8.7 8.7 8.7
disagree 58 174 17.4 26.0
neutral 108 32.3 32.3 58.4
agree 100 29.9 29.9 88.3
strongly agree 39 11.7 11.7 100.0

Total 334 100.0 100.0

Records that are needed are kept accurately and every document arrived at destination

safe and on time with the shipment

Frequency | Percent | Valid Percent | Cumulative Percent

Valid  strongly disagree 28 8.4 8.4 8.4
disagree 55 16.5 16.5 24.9

neutral 109 32.6 32.6 57.5
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agree
strongly agree

Total

105
37
334

31.4
111
100.0

31.4
111
100.0

88.9
100.0

Frequency and mean distribution of Responsiveness

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

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 29 8.7 8.7 8.7
disagree 59 17.7 17.7 26.3
neutral 93 27.8 27.8 54.2
agree 122 36.5 36.5 90.7
strongly agree 31 9.3 9.3 100.0
Total 334 100.0 100.0
Ethiopian Airlines cargo import gives a promise service to a customer
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 16 4.8 4.8 4.8
disagree 48 14.4 14.4 19.2
neutral 108 323 323 51.5
agree 127 38.0 38.0 89.5
strongly agree 35 105 105 100.0
Total 334 100.0 100.0
The employees at the import desk are always willing to help a customer
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 10 3.0 3.0 3.0
disagree 52 15.6 15.6 18.6
neutral 79 23.7 23.7 42.2
agree 128 38.3 38.3 80.5
strongly agree 65 195 195 100.0
Total 334 100.0 100.0

The agents of Ethiopian Airlines cargo import section are never too busy to attend to

customer inquiries and requests
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 17 5.1 5.1 5.1
disagree 48 14.4 14.4 195
neutral 113 33.8 33.8 53.3
agree 129 38.6 38.6 91.9
strongly agree 27 8.1 8.1 100.0
Total 334 100.0 100.0

The agents are willing to accept feedback and comments on irregularities
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Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 19 5.7 5.7 5.7
disagree 55 16.5 16.5 22.2
neutral 91 27.2 27.2 49.4
agree 121 36.2 36.2 85.6
strongly agree 48 14.4 14.4 100.0
Total 334 100.0 100.0
Responsiveness Statistics
Every Information Ethiopian The employees The agents of The agents
is keptinaway | Airlines cargo at the import Ethiopian Airlines are willing to
to be easily import gives a desk are cargo import section accept
obtainable by a promise always willing | are never too busy to | feedback and
customer at any service to a to help a attend to customer comments on
time. customer customer inquiries and requests | irregularities
N Valid 334 334 334 334 334
Missing 0 0 0 0 0
Mean 3.20 3.35 3.56 3.30 3.37
Std. Deviation 1.106 1.008 1.063 .984 1.093

Frequency and mean distribution of Assurance

The behavior of employees at the import section helps build the confidence of the

customers

Frequency Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 10 3.0 3.0 3.0
disagree 31 9.3 9.3 12.3
neutral 115 34.4 34.4 46.7
agree 127 38.0 38.0 84.7
strongly agree 51 15.3 15.3 100.0

Total 334 100.0 100.0

During a business transactions a custom

er feels safe with the Airline as well as with the

agents in handling the cases

Frequency | Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 18 54 5.4 5.4
disagree 46 13.8 13.8 19.2
neutral 129 38.6 38.6 57.8
agree 115 344 34.4 92.2
strongly agree 26 7.8 7.8 100.0

Total 334 100.0 100.0

Agents at the import section are polite in handling customers

Frequency | Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 21 6.3 6.3 6.3
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disagree 39 11.7 11.7 18.1
neutral 71 21.3 21.4 39.5
agree 139 41.6 41.9 81.3
strongly agree 62 18.6 18.7 100.0
Total 332 99.4 100.0
Missing  missing value 2 .6
Total 334 100.0
The agents at the import section have the knowledge to answer customer’s questions
Frequency Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 20 6.0 6.0 6.0
disagree 34 10.2 10.2 16.2
neutral 78 23.4 23.4 39.5
agree 138 41.3 41.3 80.8
strongly agree 64 19.2 19.2 100.0
Total 334 100.0 100.0

Frequency and mean distribution of Empathy

The employees give customers individual attention

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 34 10.2 10.2 10.2
disagree 43 12.9 12.9 23.1
neutral 107 32.0 32.0 55.1
agree 91 27.2 27.2 82.3
strongly agree 59 17.7 17.7 100.0
Total 334 100.0 100.0

The employees at the import section give customers personal serv

ices when the need

arises

Frequency Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 43 12.9 12.9 19.2
neutral 110 32.9 32.9 52.1
agree 138 41.3 41.3 93.4
strongly agree 22 6.6 6.6 100.0

Total 334 100.0 100.0

The employees of cargo

import section have their customers best interest at heart

Frequency Percent | Valid Percent | Cumulative Percent

Valid  strongly disagree 14 4.2 4.2 4.2
disagree 55 16.5 16.5 20.7

neutral 115 34.4 34.4 55.1

agree 110 329 329 88.0

strongly agree 40 12.0 12.0 100.0
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Total 334 100.0 100.0
The agents at the import desk understand the specific needs of their customers
Frequency Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 17 5.1 5.1 5.1
disagree 39 11.7 11.7 16.8
neutral 91 27.2 27.2 44.0
agree 136 40.7 40.7 84.7
strongly agree 51 15.3 15.3 100.0
Total 334 100.0 100.0

Frequency and mean distribution of Tangibility

There is up to date and enough equipment used in cargo import

Frequency | Percent | Valid Percent Cumulative Percent

Valid  strongly disagree 33 9.9 9.9 9.9
Disagree 52 15.6 15.6 254
Neutral 116 34.7 34.7 60.2
Agree 117 35.0 35.0 95.2
strongly agree 16 4.8 4.8 100.0
Total 334 100.0 100.0

There is appealing atmosphere in Ethiopian Airlines Cargo import section

Frequency | Percent | Valid Percent Cumulative Percent

Valid  strongly disagree 16 4.8 4.8 4.8
Disagree 30 9.0 9.0 13.8
Neutral 126 37.7 37.7 51.5
Agree 126 37.7 37.7 89.2
strongly agree 36 10.8 10.8 100.0
Total 334 100.0 100.0

The Agents are Neat and well groomed

Frequency | Percent | Valid Percent Cumulative Percent

Valid  strongly disagree 16 4.8 4.8 4.8
Disagree 38 11.4 11.4 16.2
Neutral 104 31.1 31.1 47.3
Agree 114 34.1 34.1 81.4
strongly agree 62 18.6 18.6 100.0
Total 334 100.0 100.0

The location of cargo office is convenient

Frequency | Percent | Valid Percent Cumulative Percent

Valid  strongly disagree 51 15.3 15.3 15.3
Disagree 57 171 171 323
Neutral 83 24.9 24.9 57.2




Agree
strongly agree

Total

105
38
334

31.4
11.4
100.0

31.4
11.4
100.0

88.6
100.0

Frequency and mean distribution of Reliability

Ethiopian Airlines cargo will always Keep and Deliver its promises

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 35 105 10.5 10.5
disagree 62 18.6 18.6 29.0
neutral 86 25.7 25.7 54.8
agree 111 33.2 33.2 88.0
strongly agree 40 12.0 12.0 100.0
Total 334 100.0 100.0

Employees of cargo import section show sincere interest in solving the problems you

have as a customer

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 47 14.1 14.1 20.4
neutral 96 28.7 28.7 49.1
agree 135 40.4 40.4 89.5
strongly agree 35 105 105 100.0
Total 334 100.0 100.0
The service given at the cargo import is always right at the First time
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 62 18.6 18.6 24.9
neutral 118 35.3 35.3 60.2
agree 101 30.2 30.2 90.4
strongly agree 32 9.6 9.6 100.0
Total 334 100.0 100.0

There is a timely delivery of service and

every information is comm

unicated on the right

time

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 29 8.7 8.7 8.7
disagree 58 174 174 26.0
neutral 108 32.3 32.3 58.4
agree 100 29.9 29.9 88.3
strongly agree 39 11.7 11.7 100.0

Total 334 100.0 100.0

Records that are needed are kept accurately and every document arrived at destination

safe and on time with the shipment
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Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 28 8.4 8.4 8.4
disagree 55 16.5 16.5 24.9
neutral 109 32.6 32.6 57.5
agree 105 314 314 88.9
strongly agree 37 111 111 100.0
Total 334 100.0 100.0

Frequency and mean distribution of Responsiveness

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

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 29 8.7 8.7 8.7
disagree 59 17.7 17.7 26.3
neutral 93 27.8 27.8 54.2
agree 122 36.5 36.5 90.7
strongly agree 31 9.3 9.3 100.0
Total 334 100.0 100.0
Ethiopian Airlines cargo import gives a promise service to a customer
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 16 4.8 4.8 4.8
disagree 48 14.4 14.4 19.2
neutral 108 32.3 323 51.5
agree 127 38.0 38.0 89.5
strongly agree 35 105 105 100.0
Total 334 100.0 100.0
The employees at the import desk are always willing to help a customer
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 10 3.0 3.0 3.0
disagree 52 15.6 15.6 18.6
neutral 79 23.7 23.7 42.2
agree 128 38.3 38.3 80.5
strongly agree 65 195 195 100.0
Total 334 100.0 100.0

The agents of Ethiopian Airlines cargo import section are never too busy to attend to
customer inquiries and requests

Frequency | Percent | Valid Percent | Cumulative Percent

Valid  strongly disagree 17 5.1 5.1 5.1
disagree 48 14.4 14.4 195

neutral 113 33.8 33.8 53.3
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agree 129 38.6 38.6 91.9
strongly agree 27 8.1 8.1 100.0
Total 334 100.0 100.0
The agents are willing to accept feedback and comments on irregularities
Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 19 5.7 5.7 5.7
disagree 55 16.5 16.5 22.2
neutral 91 27.2 27.2 49.4
agree 121 36.2 36.2 85.6
strongly agree 48 14.4 14.4 100.0
Total 334 100.0 100.0
Responsiveness Statistics
Every Information Ethiopian The employees The agents of The agents
is keptin away | Airlines cargo at the import Ethiopian Airlines are willing to
to be easily import gives a desk are cargo import section accept
obtainable by a promise always willing | are never too busy to | feedback and
customer at any service to a to help a attend to customer comments on
time. customer customer inquiries and requests | irregularities
Valid 334 334 334 334 334
Missing 0 0 0 0 0
Mean 3.20 3.35 3.56 3.30 3.37
Std. Deviation 1.106 1.008 1.063 .984 1.093

Frequency and mean distribution of Assurance

The behavior of employees at the import section helps build the confidence of the

customers

Frequency | Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 10 3.0 3.0 3.0
disagree 31 9.3 9.3 12.3
neutral 115 34.4 34.4 46.7
agree 127 38.0 38.0 84.7
strongly agree 51 15.3 15.3 100.0

Total 334 100.0 100.0

During a business transactions a customer feels safe with the Airline as well as with the

agents in handling the cases

Frequency | Percent | Valid Percent | Cumulative Percent

Valid strongly disagree 18 54 5.4 5.4
disagree 46 13.8 13.8 19.2

neutral 129 38.6 38.6 57.8

agree 115 344 34.4 92.2

strongly agree 26 7.8 7.8 100.0
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Total

334

100.0

100.0

Agents at the import section are polite in handling customers

Frequency Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 21 6.3 6.3 6.3
disagree 39 11.7 11.7 18.1
neutral 71 21.3 214 39.5
agree 139 41.6 41.9 81.3
strongly agree 62 18.6 18.7 100.0
Total 332 99.4 100.0
Missing  missing value 2 .6
Total 334 100.0

The agents at the import section have the knowledge to answer customer’s questions

Frequency | Percent | Valid Percent | Cumulative Percent
Valid strongly disagree 20 6.0 6.0 6.0
disagree 34 10.2 10.2 16.2
neutral 78 23.4 23.4 39.5
agree 138 41.3 41.3 80.8
strongly agree 64 19.2 19.2 100.0
Total 334 100.0 100.0

Frequency and mean distribution of Empathy

The employees give customers individual attention

Frequency Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 34 10.2 10.2 10.2
disagree 43 12.9 12.9 23.1
neutral 107 32.0 32.0 55.1
agree 91 27.2 27.2 82.3
strongly agree 59 17.7 17.7 100.0
Total 334 100.0 100.0

The employees at the import section give customers personal serv

ices when the need

arises

Frequency | Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 21 6.3 6.3 6.3
disagree 43 12.9 12.9 19.2
neutral 110 32.9 32.9 52.1
agree 138 41.3 41.3 93.4
strongly agree 22 6.6 6.6 100.0

Total 334 100.0 100.0

The employees of cargo

import section have their customers best interest at heart

Frequency

Percent

Valid Percent

Cumulative Percent

Valid

strongly disagree

14

4.2

4.2

4.2
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disagree
neutral

agree
strongly agree
Total

55
115
110

40
334

16.5
34.4
32.9
12.0
100.0

16.5
34.4
32.9
12.0
100.0

20.7
55.1
88.0
100.0

The agents at the impo

rt desk understand the specific needs of

their customers

Frequency Percent | Valid Percent | Cumulative Percent
Valid  strongly disagree 17 5.1 5.1 5.1
disagree 39 11.7 11.7 16.8
neutral 91 27.2 27.2 44.0
agree 136 40.7 40.7 84.7
strongly agree 51 15.3 15.3 100.0
Total 334 100.0 100.0
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