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ABSTRACT

The customer‘s standard of living and consciousness is demanding quality of service. Service
guality is mandatory to provide added value to retain and make customers loyal. This research
project paper focuses on the export service quality of Commercial Bank of Ethiopia /CBE/. The
main objective of the study is to find out the impact of service quality to the level of exporter’s
satisfaction. To this end, it assesses and measures export customer expectation and what they
actually perceive which is crucial for the bank to point out their needs and satisfy them
accordingly. The study has analyzed the service quality which has a great impact on exporter’s
satisfaction using SERVQUAL mode which has five dimensions (tangibles, reliability,
responsiveness, assurance and empathy). In doing so the study used the quantitative method of
data collection and analysis to identify and explain the gaps. To collect the primary data,
survey questionnaire has been administered on the export customers of CBE. The results show
that the assurance dimension is the most important, while tangible is the least important factor
of quality service for both expectation and perception of the export customers. The least gap is
on empathy with mean score of -0.12 and the highest gap is on tangible with a mean score of -
0.32. The overall mean gap score of perception and expectation is -0.23. With this finding, the
study concluded that expectation level is higher than the perception level which shows the
export customer’s dissatisfaction on the bank’s service delivery. It also recommended the bank
needs to improve its service quality in the entire dimensions, especially on those with higher
gapsi.e. tangibles, reliability and responsiveness.

Key words. Service quality, expectation, perception, satisfaction, SERVQUAL, CBE
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CHAPTER ONE: INTRODUCTION

1.1 BACKGROUND OF THE STUDY
Quality service and satisfying customers are core business chalenges which have attracted
considerable research attention. Day by day, the customer‘s standard of living is increasing and
demanding the importance of service sector. To keep customers satisfied, the service providers are
becoming very active in providing the goods and services with added values (Sarmin Sultana and
Shohel Rana 2010). Among the various service providers, banking is one of the most vital and
significant businesses al over the world. It plays very important role in strengthening the whole
financial structure of an economy as well as contributes towards the development of the overall
economy of a country.
Service quality is a key factor of the competitive capability of a business. It helps to strengthen
the image of the business. It also creates references and establishes long-term business
relationships as well as reduces the perceived risks to the customer of such services (Burdana
Ozreti¢ and Dragan Benazi¢ 2012). Today, the magor concern for the financia institutions
including the banking sector is satisfying their customers by delivering best quality service with a
view to get the desired results. And, this is becoming more and more challenging due to the
uncertain and dynamic nature of corporate environment.
The best way for financia institutions and other business organizations to serve their customersis
providing quality service. In today’s fierce competitive world, the highest customer service is the
most reliable way to grow the business. In this regard, (Dennis Harrington, 1996, as cited by
Sarmin Sultana and Shohel Rana, 2010) stated that in the past period, the concept of service
quality was important but the necessity of service quality is increasing three or four times day by
day than before. The business and customer understanding of service quality and satisfaction is
enhancing the importance of the concept. The understanding of the concept from the customer*s
point of view is making the customers choosier and the business is becoming more competitive.
A business with high service quality should meet customer needs whilst remaining economically
competitive. Service quality may increase economic competitiveness. The very essence for the
existence of a business entity, particularly of service delivery organization, is serving customers

with excellence, aiming at achieving organizational objectives successfully. A customer has to be



in aposition to buy goods or services that a firm offers. According to Bernard J.Jaworski and Ajay
K. kohli, (1993), recent years have witnessed a renewed emphasis on delivering superior quality
products and services to customers. This is because of customer needs and expectation which is
constantly evolves over time. The requirement of ongoing tracking and responsiveness of the
changing market in delivering high quality products and services consistently is also another
factor.

In competitive market arena, keeping customers satisfied through provision of expected level of
services or exceeding their expectation would enable afirm to maintain its position in a sustainable
way. It is obvious that customer satisfaction is a key to long-term profitability and keeping the
customer happy is everybody’s responsibility in the organization (Dr.Rakesh.R, 2012). Therefore,
to make customers loyal, companies try to make every effort to meet customers’ needs and even
exceed their expectations.

The SERVQUAL is one of the tools that can help in addressing customer’s perception and
expectation. According to Adrian Palmer (2001), SERVQUAL is the method that assesses
customers’ satisfaction based on the difference between their expectation and the actua
performance obtained from a firm as they perceiveit. Hence, SERVQUAL is universal and can be
applied to any service providing organization including the banking industry to assess the quality
of their services.

Although service quality in banking has been considered markedly important over the years, the
topic has recently gained more attention as a result of a reduced customer base and decreased
market share that is affecting a portion of the banking industry (Bowen and Hedges, 1993). In fact,
Bowen and Hedges believes that attention to service that banks are experiencing to achieve
superior levels of service quality has become a principal objectivein retail banking operations.
Cognizant of this fact, the researcher has keen interest in contributing to the application of this
concept in day to day operations of banks in providing quality service by measuring service
gualities on the level of export customers and providing feedback for decision makers. Since the
bank services have very particular characteristics, the SERVQUAL mode must be adapt according
to the most important determining dimensions. namely; tangibility, reliability, responsiveness,
assurance and empathy (Adrian Palmer, 2001).

Export is one of the main constructive contributing elements to the development and growth of a
country’s economy such as Ethiopia. It generates the much needed scarce foreign exchange
earning that is essentially used to finance the imports of the country. Together with foreign aid and
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grants, the country uses the foreign exchange generated from the export to import amost all of its
intermediate inputs, consumable merchandise, fertilizers, fuel and capital goods ( such as heavy
construction and industrial machineries), etc. These are believed to be essentia for the economic
development of the country.

Commercial Bank of Ethiopia (CBE), a government owned bank, is the back bone of the country’s
economy. It gives specia attention to exporters in various forms of packages such as credit
facilities with low interest rate. To this end, this research carefully assessed the export service
qualities of CBE in satisfying level of exporters’ needs. Besides, the gaps that are identified in the

existing practice through this research can be used as a springboard for further researches.

1.2 BACKGROUND OF COMMERCIAL BANK OF ETHIOPIA
The history of Commercial Bank of Ethiopia (CBE) dates back to the establishment of the state
bank of Ethiopiain 1942. CBE was legally established as a share Company in 1963. In 1974, CBE
merged with the privately owned Addis Ababa Bank. Since then, it has been playing a significant
role in the development of the country CBE Profile, 2008/9).
The Commercial Bank of Ethiopia was established to perform the following functions, among
others: Accepting saving, demand and time deposits, providing short and medium term loans, with
a limited celling of long term loans, buying and selling foreign exchanges, buying and selling
negotiable instruments and securities issued by the government, private organizations or any other
person, engaging in other banking activities customarily carried out by commercial banks.
Vision Mission and cor e values of Commercial Bank of Ethiopia
Vision: “To become a world class Commercial Bank by 2025”
Mission:
» Committed to maximizing shareholder value through enhanced financial intermediary and
unparalleled customer satisfaction;
> Deploy highly motivated, skilled and disciplined employees capable of providing banking
products and services that meet international best practices and standards; and

> Strongly believe that reliability and public confidence are the bases of its success.



Corevalues:
Stands for quality; Are learning Organization; Are committed to unparaleled customers
satisfaction; Employees are valuable assets; Are committed to maximizing shareholders value;
Uphold transparency, accountability and professionalism; An equal-opportunity employer;
Corporate citizens.
Organizational Structure and Business Processes
Commercial Bank of Ethiopia is supervised by Board of Directors under Government Financial
supervisory agency. The Management of the Bank is entrusted to the president. Since 2008/09, the
Bank implements the recommendations of the Business Process Reengineering (BPR) study which
suggested the re-organization of the Bank structure to process oriented corporate structure.
According to the structure, there are three core processes and eight support processes. The
following are the three core process and their respective responsibilities:
Customers’ Accounts and Transaction Services (CATS): The process is responsible for
the customers’ account and transaction services which includes: Account opening, Deposit,
Payment, cheque clearance and Money transfer.
Trade Services (TS): Handles the international trade banking operations of the bank. The
responsibilities of the process includes: Attending TS customer request, promoting TS
products, providing professional advice and information on TS products, handling TS
related communication with concerned organs and approving foreign currency for imports.
Credit Servicess The process manly involves. Potentia customer recruitment,
analyzing/appraising credit propositions, approval disbursement and follow-up of proper
repayment of loans, managing the total loan portfolio and resolving impaired loans.
Along with the 3 core process, there are also eight support processes. These are Human
resource management, Information Systems Support, Facility management, Finance,
Business Development, Risk and compliance management, Internal audit and Legal and
loan recovery.
Branch Networks: Commercia Bank of Ethiopia carries on its business through more
than 900 branches and five subsidiary branches in South Sudan (June 30, 2009). The
nation-wide branches execute their functions under the supervision of 15 district offices.
Among these branches, more than 750 of them are connected/networked each other with

latest banking system.



Affiliates: CBE-South Sudan Ltd. is a wholly owned subsidiary of CBE operating in the
banking industry of South Sudan. The first branch under the subsidiary named “Juba” in
the capital city of South Sudan became operational since June 2009. The branch provides
deposit service, money transfer, cash management service, documentary credit and

collection, and foreign and local guarantee services.

Commercial Nominees PLC is 96% owned subsidiary company of CBE, which is mainly engaged
in handling share dealing, pension fund administration, managing employees provident and
benefits, trust fund administration, real estate/property administration, acquiring & selling flat &
story buildings, money transfer services, deals as insurance agent, tax and bill collection and
compensation and other disbursement.

As per the information obtained from the company’s profile, Commercial Bank of Ethiopia has
reliable and long-standing relationships with more than 800 internationally acclaimed banks
throughout the world. It plays a cataytic role in the economic progress and development of the
country. The Bank combines wide paid up capital of 9 Billion Birr with more than 23, 000 talented
and committed employees (CBE annual report, 2012/103).

1.2 STATEMENT OF THE PROBLEM

Modern management science considers customer satisfaction as a baseline standard of
performance and a possible service excellence for any business organization. According to
(Dr.Rakesh. R, 2012), banking industry is redlizing the significance of customer-centered
philosophies and starts using quality management approach while managing their businesses. It is
obvious that superior customer satisfaction is the key for the success of a business. To this end, all
efforts should be geared towards achieving this objective and maximize the stakeholders’ value.

Therefore, a business organization should have a thorough knowledge of customers’ service
quality expectations and how they perceive its service delivery. When we look at the customer
quality service expectation and perception, what matters is the customer thinking and perception
not what the organization think. What the customers think and perceive are constantly changing.
Therefore, the service providers should bring their quality service standard to the level of this
dynamics. Lacking the understanding of the level of customer satisfaction and their expectation
might result unhappy and non-loyal customers. Eventually, this causes loss of market share, which

in turn minimizes the shareholders values. This indicates that holding strong and sustainable



competitive position in the market and in the customers’ mind can be attained only if the customer
is satisfied and become happy with the service delivered by the business organization.

Among different business organizations that relay on customer service, the banking sector is the
one that stood in the front line. Banks usually provide various services on deposit mobilization,
credit facility, money transfers and payments, import, export service, foreign and local guaranty,
efc.

Since export is the main elements to the development and growth of the country and sources of
scarce foreign currency to the country, quality service for this sector is crucia. According to
(Czinkota and Ronkainen, 1998 as cited by Tulin Ural, 2009), export is a crucial business activity
contributing to nations’ economic wealth, as it significantly contributes to employment, trade
balance, economic growth, and higher standard of living. They also stated that export plays a key
role to achieve a sustainable and competitive advantage of firms in the turbulent market, because
of the improvement of financial position, increased capacity utilization, higher technological
standards, and attainment of a desired performance.

To this end, Banks usually focus on providing quality service for exporters to boost export.
Commercial Bank of Ethiopiais not exceptional. It operates and gives emphasis for quality export
service to the level of customer satisfaction. Thisis vital to retain the existing exporters and attract
potential exporters to work with the bank to generate more foreign currency to support the
economy.

To achieve this, CBE has been striving to improve its quality export service through availing
financial resources for its export customers; implementing Business Process Re-engineering (BPR)
and Balanced Score Card (BSC) and employing the latest technology to speed up its service.
Similarly, it is working aggressively to recruit capable and competent staffs and building their
capacity. It has opened a range of branches to increase its accessibility. Giving specia attention to
export, it avails credit with relatively lower interest rate, provides clean credit facility, utilize
dedicated window for premium customers and gives services free from export commission and
service charge. According to its strategic plan, it has been undertaking these changes and package
of services for exporters with a view to increase its foreign currency earning by 25 % on average
every year (CBE strategic plan, 2010/11).

However, the planned increment indicated in the strategic plan has not been realized. Some of the
previous customers that worked in the export sector with CBE couldn’t be retained. The effort to
attract more potential customers is minimal and it doesn’t bring the desired number of export
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customers as expected. Similarly, lack of some staffs awareness on the bank’s foreign currency
services delivery, delay in processing export proceeds and negotiating export documents have
been observed. These contribute for the low foreign currency gain from the export sector of the
bank. Foreign currency is very important to settle balance of payment for the country, to import
capital goods, industrial inputs and oil among others. This is the main driving reason to study the
export service quality of Commercial Bank of Ethiopia.

To curb this problem, the bank took a number of strategic initiatives. However, (CBE-MIS sub-
process reports, 2011/12-2013/14) indicates performance of the bank was not able to achieve its
target against its strategic plan. It rather recorded a shortfall of 28% on average. Similarly, though
it is not specific to export customers, the bank indicated that a significant number of customers
(43%) and (39%) are dissatisfied with the service delivery time and complaint handling
respectively (CBE, Customer survey report, 2013). Therefore, it needs to measure its service
quality and be sure that weather the exporters are satisfied or not with the current service quality of
the bank.

Although few researches have been conducted by CBE and other researchers on customer
satisfaction on the services of some selected branches, to the best of the researcher’s knowledge,
CBE exporters’ quality service measurement had not been much addressed.

Therefore, redlizing this gap, this research tried to examine the extent of the quality service
delivered to the level of its export customers’ satisfaction and expectation using SERVQAL
model. It also attempted to identify the root cause and effect of the problem stated above. So, it’s

the researcher’s belief that this study shall contribute to narrow the knowledge gap in this regard.

1.4 RESEARCH QUESTION

Based on the discussion in the problem statement the following are the research questions:
> What is the expectation level of exporters’ about Service qualities of world class bank?
> What is the perception of exporters’ about service qualities of CBE?

> What is the gap between exporters’ expectation and their perception of service delivery

performances for each dimension?

» Which dimension (s) of service quality is (are) most valued by exporters so that the bank can

focus on them?



1.5 OBJECTIVES OF THE STUDY

1.5.1 GENERAL OBJECTIVE:
The main objective of the study is to determine the impact of service quality on the level of
exporters’ customer satisfaction in the Commercial Bank of Ethiopia.

1.5.2 SPECIFIC OBJECTIVES:
» Toinvestigate the expectation level of exporters’ about Service qualities of the bank.

» Toinvestigate the perception of exporters’ to service qualities of the bank

» To clearly asses the gap between export customer expectation and perception in the service
quality provided by CBE.

» To point out in which service quality dimensions is bank performing well and which need
special attention.

1.6 DEFINITION OF TERMS
Satisfaction: is a person’s feeling of pleasure or disappointment resulting from comparing a

product's perceived performance (or outcome) in relation to his or her expectations (P. Kotler,
2006, 182)

Quality: fitness for use, conformance to requirements, freedom from variation (P. Kotler, 2006,
184-5)

Customer Satisfaction: the extent to which a product’s perceived performance matches a buyer’s
expectations (Kotler et al., 2002, p. 8).

Service Quality: is the extent to which customers’ perceptions of service meet and/or exceeds
their expectations (Zethaml et al., 1990, p. 340).

Tangibles. the appearance of physical facilities, equipment, personnel and communication
material (Sarmin Sultana and Shohel Rana, 2010, p 25)

Reliability: ability to well perform the committed service dependably and accurately (Sarmin
Sultana and Shohel Rana, 2010, p 25)



Responsiveness: the willingness to stay with customers and provide prompt service (Sarmin
Sultana and Shohel Rana, 2010, p 25)

Assurance: the knowledge and courtesy, politeness of employees and their ability to inspire trust
and confidence ( Sarmin Sultana and Shohel Rana, 2010, p 25)

Empathy: the caring and individualized attention that a firm provides to its customers (Zeithaml,
1990, p.26)

Premium customer: a customer whose service is an advanced level of customers service that
extends beyond basic service activities to include basic courtesy, helpfulness and floor support

customers www.businessdictionary.com. Operationally, CBE categorize premium exporters as

they are working with CBE and whose export proceeds is USD one million and above per annum
(customer category procedure, 2013).

1.7. SIGNIFICANCE OF THE STUDY

Besides its academic significance to the researcher, this research has the following importance.

» The output of the study is sort out ways for improving the performance of the CBE in
satisfying exporters.

> It provide relevant information to decision makers of the bank regards the strengths and
improvement areas of the existing practices in satisfying its export customers and achieving
its objective.

> Bank’s research experience on service qualities to exporters and exporters’ satisfaction is
very limited; hence, the researcher hopes that the study is enrich the existing literature in
the area.

» Thefindings of the study isinitiate and can be used as platform by any concerned partiesin
the bank or researchers who may want to carry out further and in-depth research on the

service qualities of the area or other related issues in the bank.

1.8 SCOPE OF THE STUDY
Though CBE has been providing services for mobilizing deposits, credits, export and import,
Guarantee facilities, foreign money transfers and NR/NT accounts, the study is focus only on
export service qualities of the bank to satisfying exporters. In addition, exporters’ services do not

end in banks only rather there are other actors such aslocal and international transporters, customs,
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goods forwarding and transit agents and other offices who indulge in facilitating export activities
of exporters. However, the study is focused on measuring of exporters’ satisfaction level in relation
to export service qualities of the Bank, (Commercial Bank of Ethiopia). Moreover, the study
focused on those sampled premium and business exporters and exporting their products via CBE

only.

1.9 LIMITATIONS OF THE STUDY
The researcher challenged by lack of cooperation on the side of some respondents to filled out and
return back questionnaires on time and unavailability of organized exporters’ database in the Bank
are among the limitations that faced the study.

Moreover, the study is constrained with time and amount of fund required to collect data from

respondents.

1.10 ORGANIZATION OF THE STUDY REPORT
The study is divided in to five chapters. The first chapter deals with introduction which
encompasses background of the study, statement of the problem, research questions, purpose of
the study, significance of the study, scope of the study, limitation of the study, as well as

organization of study.

The second chapter deals with the review of related literatures. This part gives a highlight on the
theoretical, empirical and conceptual framework of the topic understudy. The third chapter,
discussed research methodology which includes population and sampling size, data type and
source, data collection, data analysis technique & method and ethical consideration. The fourth
chapter deals presentation and analysis, interpretation of data diagnosed carefully. The fifth chapter

is dedicated to summary of findings, conclusions and recommendations.
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CHPTER TWO: LITERATURE REVIEW

2.1. CHAPTER OVERVIEW
In this chapter, the researcher tried to review many issues that are significant for the study. The
following points are showing the different concepts related to the study: Service Quality and
Customer Satisfaction, Service quality, Customer satisfaction, Service Quality in Banking
Industry, Customer Expectation including the factors effecting customer expectations, Customer
Perceptions and the factors effecting the perception, the comparison among expectation, perception
and satisfaction, Customer and Market Orientation and the SERV QUAL model.

2.2 THEORETICAL REVIEW
Service is very complex and about economic activities which is giving benefits to both customer
and the company. It is defined as the action for delivering and benefiting the different parties by
exchanging the value for their welfare. Service is also described as the performances of the service
providers. Customers purchase service for the search of desired result and the companies sell their
services for the customer‘s benefit by proposing solutions to the problems (Sarmin Sultana and
Shohel Rana, 2010). Zeithaml, 1990, cited by (Sarmin Sultana and Shohel Rana, 2010), the service

isacombination of many characteristics:

> Intangibility is one of the important characteristics of service. As service is a combination

of performances and experiences, it is very difficult to measure.

» Another characteristic of service is heterogeneity which means that service production from

person to person vary because of different performances.

» In the case of service, production and consumption are happened at the same time. Quality
of the service is dependent on the interaction between producer and customer at the time of

delivery.

2.2. 1 SERVICE QUALITY AND CUSTOMER SATISFACTION
The term quality and satisfaction are quite often used interchangeably. While both concepts are
related and appear to be merging, there are still gaps in the understanding of the two constructs,
their relationship to each other and their antecedents and consequences. This distinction is

important to both managers and researchers alike, because service providers need to know whether
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their objectives should be to have consumers who are satisfied with their performance or to deliver

the maximum level of perceived service quality (Adrian Palmer, 2001).

(Dragan and Burdana, 2012) revealed that due to increasing customer expectations and the
intensity of competition in recent year’s service quality has become one of the key factors of
service company success. High service quality affects to a large extent the profitability and market
share of such companies, nurturing satisfaction, loyalty and a long-term relationship with the

customer, while also improving the profile of its offering and creating a positive service image

Service quality, customer satisfaction and value are three elements that many managers in service
firms would gladly profess to be striving to provide to their customers. Service quality in particular
has been relentlessly expounded by consultants of various shades, the popular business press, as
well as business schools. Most would agree without any prompting on the importance of offering
their customers service quality. A look in this direction will show that many practitioners fail to
distinguish between the three concepts of service quality, customer satisfaction and value and often
use the terms interchangeably. (Albert Caruana, Arthur H. Money, Pierre R. Berthon , 1998)

Customer satisfaction is the customer’s feeling that a product/service has met or exceeded his/her
expectations. Organizations that have a reputation for delivering customer satisfaction do things
differently from their competitors (Oladele Patrick Olgjide, 2011)

As, cited by (Oladele Patrick Olgjide,2011, Brink and Berndt, 2008), defined Service quality as
the ability of an organization to determine customer expectations correctly and to deliver the
service at a quality level that will at least equal customers’ expectations. ( Oladele Patrick
Olgide,2011) stated that a marketing organization first determine its service quality, then attempt
to satisfy its target audience or the service quality level be established after deploying al resources

at the disposal of the organization, to meet or surpass the customer expectation of service delivery.

Some researchers and scholars argue that customer satisfaction leads to service quality whereas
others believe that service quality leads to customer satisfaction. (Nwachukwu & Ejifor, 2003 as
cited by Oladele, 2011) established that the quality of service determines whether the customer
will be happy or not. They stated further that organizations might find it difficult to delight their
customers if the quality of service is poor and continuously improved upon as customers these

days are now becoming more demanding, while their service expectations keep expanding.
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Shelly Gandhi on his Asian Journal of Business and Management Sciences Vol.1 No. 1 argued that
customer satisfaction is an antecedent of service quality. He added, it is agreed that customer
satisfaction is broader construct than service quality, so service quality assumed to be an important
antecedent of customer satisfaction. (Shelly Gandhi, Vol.1 No. 1)

A study conducted by ( Messay, 2012) to measure the quality of service offered by private banks
operating in Ethiopia and to investigate the relationship between service quality, customer
satisfaction and loyalty, the study shows a positive correlation between service quality and
customer satisfaction indicating quality banking service as a prerequisite for establishing and
having satisfied customers.

2.2.2 SERVICE QUALITY
The subject of service quality and/or service excellence has aroused considerable recent interest

among business people and academics. (Adrian Palmer, 2001) quality is an extremely difficult
concept to define in a few words. At its most basic quality has been defined as conforming to
requirements. This implies that organization must establish requirements and specifications;
however, the questions remain whose requirements and whose specification? (, Juran, 1982, cited
by Adrian Palmer, 2001) state that quality isall about fitness for use.

Kotler describes quality in the following way; “Satisfaction depend on product and service quality.
What exactly is quality? He stated that, various experts have defined it as "fitness for use"
"conformance to requirements,” "freedom from variation,” and so on. We will use the American
Society for Quality Control's definition: Quality is the totality of features and v characteristics of a
product or service that bear on its ability to satisfy stated or implied needs. This is clearly a
customer-centered definition. We can say that the seller has delivered quality whenever the seller's
product or service meets or exceeds the customers expectations. A company that satisfies most of
its customers needs most of the timeis called a quality company, but it is important to distinguish

between conformance quality and performance quality (or grade).” (P. Kotler, 2006)

Quality is a relative term that refers to the degree of superiority of a firm’s goods or services. As
stated by ( O.C. Ferrell and Michagl D. Hartline, 2011) quality is relative because it can only be
judged in comparison to competing products or when compared to an internal standard of
excellence. The concept of quality also applies to many different aspects of a firm’s product

offering.

13



The customer view of quality is what he/she perceives the product or service to be. (Nigle S,,
Stuart C., Robert J., 2010) To create unified view quality can be define as the degree of fit between
customer’s expectation and customer’s perception of the product and services. Using this idea
allow us to see the customer’s view of quality of the products and services as a result of the
customers comparing their expectations of the products or services with their perception of how it

performs.

A customer’s view of quality is shaped by the gap between perception and expectation. If the
product or service experience is better than expected then the customer is satisfied and quality is
perceived to be high. If the product or service was less than their expectation then quality is low
and then the customer may be dissatisfied. If the product or service matches expectation then the
perceived quality the product or service is seem to be acceptable. (Nigle S., Stuart C., Robert J.,
2010)

Definitions of service quality revolve around the idea that it is the result of the comparison that
customers make between their expectations about a service and their perception of the way the
service has been performed. The interest in service quality has been influential in contributing
significantly to the growth of the general services marketing field. (Albert Caruana, Arthur H.
Money, Pierre R. Berthon , 1998)

2.2.3 CUSTOMER SATISFACTION
Customer satisfaction is the customer’s feeling that a product/service has met or exceeded his/her

expectations. It is a customer’s feelings, of pleasure or disappointment resulting from comparing a
products or services perceived performance or outcome in relation to his or her expectations. To
makes more clear, satisfaction is a function of perceived performance and expectations. P. Kotler
suggest that, many companies are aming for high satisfaction because customers who are just
satisfied still find it easy to switch when better offer comes along. Those who are highly satisfied
are much less ready to switch. High satisfaction or delight creates an emotional affinity with the
brand, not just rational preference. The result is high customer loyalty. (P. Kotler, 1996)

Customer satisfaction depends on the product’s perceived performance relative to a buyer’s
expectations. If the product’s performance falls short of expectations, the customer is dissatisfied.
If performance matches expectations, the customer is satisfied. If performance exceeds
expectations, the customer is highly satisfied or delighted ( Kotler and Armstrong, 2012)
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They aso stated good customer relationship management creates customer delight. In turn,
delighted customers remain loyal and talk favorably to others about the company and its products.
Studies show big differences in the loyalty of customers who are less satisfied, somewhat satisfied,
and completely satisfied. Even a dlight drop from complete satisfaction can create an enormous
drop in loyalty. Thus, the aim of customer relationship management is to create not only customer
satisfaction but also customer delight.

The understanding of how consumers develop positive or negative feelings towards products,
services and brands, and how this is reflected In actual buying behavior, is a central theoretical
issue, For marketers, consumers’ satisfaction is one of the primary goals to strive for. Without
satisfaction, brand loyalty — important for continuity reasons — is unlikely. Consumers’ satisfaction
provides cues as to the quality of marketing decisions. (Dragan Benazi¢, Burdana Ozreti¢ Dosen,
2012.)

2.2.4 CUSTOMER EXPECTATION

As stated earlier customer‘s satisfaction level is highly co-related with the expectation and
perception. “Customer expectation is understood as “desires or wants of consumers”. Or “what
they feel the service provider should offer rather than would offer” (Parasuraman et al., 1988).
Expectation can be very high where there are alot of aternatives to meet the need. Reveres to this
situation where there is low aternatives the expectation of customer can be low. i.e. if customers
of the bank know that there are alot of banks who are ready to serve them, their expectation on the
service of the bank will be higher since they got alot of aternatives. ( Zeithaml, 1990) stated that
the following are factors that shape the levels of expectation:

Word-of-mouth Communications: it is very important determinant of expectation. Most
of the time, satisfied people like to talk the good things to others. Positive word-of-mouth
creates superior expectation which aso change their behavioral intention and perception.

Personal needs. The customer‘s need vary person to person regarding to individual
characteristics. Expectation is not falling on exception. Personal needs are moderating the

expectations of individuals.

Past experience: Past experience is the most distinctive determinant for arousing
expectation. If the past experience is good, the expectation will follow the positive way. It‘s

the only way by which customers can predict the service well.
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External communication: External communication has a positive effect on the customer*s
mind. Advertisement, socia event, TV programs are the examples of the externa
communication. Through this communication, many direct and indirect messages reach to

the customer*s ear from the producer*s side.

In continuing the review expectation could exist or be in different forms. (Gronroos, 2000)

described the three expectation dynamics in the following manner.

Fuzzy expectation: it exists when a consumer expects the service provider to solve a
problem but does not have a clear understanding of what should be done (Gronroos, 2000).
Explicit expectations: refers to clear understanding by customers as to what should be
done in advance. They can be classified under redlistic and unrealistic expectations
(Gronroos, 2000).

Implicit expectations: refers to elements of service which are so obvious to customers that

they do not conscioudly think about them but take them for granted (Gronroos, 2000).

2.2.4.1 FACTORS AFFECTING CUSTOMER’S EXPECTATIONS
Expectation can be defined as the customer‘s wish to get the standard service from the service

provider. Customers expectation vary according to many factors such as time of buying, place,
word-of-mouth and previous experience. As cited by ( S.Sultan and S. Rana, 2010, M.S.,2008)
stated Satisfaction is stonily dependent on customer‘s expectation which can be superior, inferior
or moderate. The level of expectations determine in which level the satisfaction will be created.
The level of satisfaction is measured when the customers compare the previous expectations with
the present experiences

Before purchasing, customers have their own expectations about service quality, service delivery,
employee‘s behavior. As though their expectations have impact on the behavioral intentions and
satisfaction, customer experiences at the time of service delivery can change their mind positively
or negatively (Sarmin Sultana and Shohel Rana, 2010)

Customer expectation doesn‘t come automatically; it is created on the base of some key factors.
The level of expectation is shaped by the extent to which these factors affect the customer‘s mind.
(Lovelock, 2007, as cited S.Sultan and S., 2010) has mentioned three levels of expectations:
desired, adequate and predicted. Desired level is related to the customer‘s hope for what can be
delivered according to their persona needs. The adequate service is exposing on the minimum
level of service which customers expect from the service provider. The last level is known as
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predicted level which is described as the anticipation of the customers before receiving service and

shaping the adequate service level.

2.2.5 CUSTOMER PERCEPTION
The other item that is highly correlated with customer satisfaction is perception. Perception is the
process by which people select, organize, and interpret information, to form a meaningful picture
of the world (Kotler & Armstrong, 2010). Customers perceive the quality of the service in these
two dimensions, what they get and how they get it. Perceived quality is considered as good when
the expectation becomes redlistic. The perception level should be higher than the expectation level
to create the positive perception and satisfaction. If the difference between expectation and
perception is very significant, it can be said that the customers are satisfied highly. In the moderate
level, the gap becomes zero which refers that the expectation level and perception level are the
same. On the contrary, if the expectation becomes higher than the perception, the negative results
come to show that the customers are not satisfied and the company should improve their service

more than before (Gronroos, 2000).

2.2.5.1 FACTORS AFFECTING THE CUSTOMER PERCEPTION
Many thought reveal the service quality measurement should be from the customer‘s

consideration. Now-a-days, companies are giving more importance on researches to know
customer‘s information about their perception. As the customers are the main concern for the
marketers, the marketers should be knowledgeable about the customer‘s perception to improve

their performance and management.

According to Jillian, cited on, S.Sultan and S., There are many factors which have great

contribution to perceive the service quality:

Care and concern: The customers prefer to have individual attention, friendly behave and

devotion of the employees towards them.

Spontaneity: The service providers have to face and solve every problem of the customers

spontaneously.

Problem solving: The customers like to get any service and recovery very promptly and this is
only possible by the trained and knowledgeable employees.
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Recovery: Sometimes recovery can create more positive perception than service consumption. If
the service provider take the customer‘s complaint seriously and give special effort to solve the
problem, the customer will perceive the service quality well. (Sarmin Sultana and Shohel Rana,
2010).

2.2.6 THE COMPARISON AMONG EXPECTATION, PERCEPTION AND SATISFACTION
The customer‘s satisfaction level is highly co-related with the expectation and perception.

Perception is dependent on the customer‘s expectation level and accordingly the satisfaction is
dependent on the perception. If the customer‘s expectation becomes very high, they can be
disappointed from the service performance which will create a negative perception about the
service quality. Negative perception is responsible for the dissatisfaction and the moderate
expectation can make the customers satisfied by giving quality service. On the contrary, if the
company makes the customers to expect very low, the company will lose customers and there will
be no chance for perception and satisfaction measurement. That‘s why; the company has to be very
careful about their promises so that the expectation and perception remain in the same level which
will aso affect the satisfaction level (Philip Kotler, 2009). We can show the relationship among

expectation, perception and satisfaction in the following ways.

Perception > Expectation = highly satisfied
Perception = Expectation = satisfied
Perception < Expectation = dissatisfied

2.3 EMPIRICAL REVIEW
In the empirical literature, there are many alternative service qualities. Sasser et al., 1978, as cited
by Hailu 2013) suggested three different attributes (level of material, facilities and personnel) all
apparently dealing with the process of service delivery. (Hailu also cited that, Gronroos, 1984)
argued that service quality can be divided in to two generic dimensions: technical quality (what is
provided) and functional quality ( how the service is provided), with image quality ( the
organization’s reputation for quality) mediating the impact of these two dimensions on overall

perceived quality.

Service quality is directly related with customer satisfaction. Customer satisfaction is the
customer’s feeling that a product/service has met or exceeded hig’her expectations. Brink and

Berndt, 2008, cited by (Oladele Patrick Olgjide, 2011), Service quality can be defined as the ability
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of an organization to determine customer expectations correctly and to deliver the service at a

quality level that will at least equal customers’ expectations.

The pertinent question therefore is, should a marketing organization first determine its service
quality, then attempt to satisfy its target audience or the service quality level be established after
deploying all resources at the disposal of the organization, to meet or surpass the customer
expectation of service delivery (Oladele Patrick Olgjide, 2011).

Some researchers and scholars argue that customer satisfaction leads to service quality whereas
others believe that service quality leads to customer satisfaction. (Nwachukwu & Ejifor, 2003) as
cited by Oladele Patrick Olgjide, 2011), established that the quality of service determines whether
the customer will be happy or not. They stated further that organizations might find it difficult to
delight their customers if the quality of service is poor and continuously improved upon as
customers these days are now becoming more demanding, while their service expectations keep

expanding.

2.3.1 SERVICE QUALITY IN BANKING INDUSTRY
Managers in the service sector are under increasing pressure to demonstrate that their services are

customer-focused and that continuous performance improvement is being delivered. Given the
financial and resource constraints under which service organizations must manage it is essential
that customer expectations are properly understood and measured and that, from the customers

perspective, any gapsin service quality are identified. (Dr.Rakesh.R,2012)

Although service quality in banking has been considered markedly important over the years, the
topic has recently been afforded even more attention, Such interest may be the result of a reduced
customer base and decreased market share affecting a portion of the result of a reduced customer
base and decreased market share affecting a portion of the banking industry (Bowen and Hedges,
1993). In fact, Bowen and hedges believe that attention to service that banks might be
experiencing, hence, achieving superior levels of service quality is a principa objective for retail

banking operations.

As Oladele Patrick Olgjide (PhD), cited on their literature review, some researcher identified the

peculiar nature of service is explained as follows:
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(a) Serviceintangibility- This explains the intangible nature of service in terms of inability of the
customer to feel, see, taste, hear or smell the service before purchase is made (Levitt, 1981). The
difficulty in maintaining a sustainable service quality becomes as challenging as the maintenance

of customer satisfaction that islikely to vary with each customer.

(b) Service Inseparability: Thisis a mgor characteristic of service which states that services are
produced and consumed at the same time and cannot be separated from their providers (Asaolu,
Orisajimi and Oladele, 2006).

(c) Service Variability: This states that the quality of service may vary greatly — depending on
who provides them and when, where and how. Here comes another challenge for service quality to
be established and whether feedback based on various levels of customer satisfaction will
determine the service quality level (Akomolede and Oladele, 2006, as cited Oladele Patrick
Olgjide, 2011).

(d) Service Perish-ability: This means that services cannot be stored for later sale of use. Another
guestion here is how do you sustain service quality level? The perish-ability nature leaves the
determination of service quality level to the judgment of satisfaction by the customer (Akomolede
and Oladele, 2008, as cited Oladele Patrick Olgjide, 2011).

(e) Lack of ownership: This is to say that payment for services cannot result in ownership of
anything asit is the case of acquisition of products. (Oladele Patrick Olgjide, 2011).

In the banking industry, gap analysis haves been accepted as a critical tool to measure current
levels of service quality A key existing problem facing the banking industry is the determination of
aclear and precise definition of quality (Bowen and Hedges, 1993). Bowen and Hedges stated that
most conceptualizations of service quality focus on the means as opposed to the ends. Building on
this belief, Bowen and Hedges offered several suggestions for banks seeking to distinguish
themselves from the competition, Among those suggestions are that banks need to understand what
service quality is (and what it is not), and to develop customer-focused quality standards. The
authors noted that answers to these questions can be obtained by simply asking the basic question
“what do customers want?”

Bowen and Hedges also advocated the First Manhattan Consulting Group’s series of steps for
achieving service quality. The first step requires “selecting the most important customers to

satisfy.” More specifically, (Bowen and Hedges, 1993) noted that the importance of various quality
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improvements differs among customer segments. It is particularly important to focus first on those
customers who are most valuable to the bank. One possible method of determining those valuable
customersis by utilizing customer demographics.

A study conducted by ( Peris et a. ,2013) to identify the determinants of customer satisfaction in
the Kenyan banking industry revealed that bank-related factors have a strong relationship with
customer satisfaction in Kenyan banks and their improvements lead to increased customer
satisfaction in the Kenyan banking industry.

(Daniel and Cephas ,2009) revealed that service quality dimensions were important determinants
of customer satisfaction and loyaty in Ghana’s banking industry. In addition, customers’
perception of their banks’ image and reputation was another important determinant of their loyalty
affiliations. Price competitiveness was found to be relatively unimportant to perceived customer
satisfaction and loyalty.

The current study will begins to answer the fundamental question “what do customers want?”
Further, the study will examines which dimensions of service quality are more important.
Therefore, the primary objective of this study will identify the maor types of expectations of
customers’ on CBE’s service delivery, to determine whether export customers’ are satisfied or not
on service of the CBE, and to describe the core dimensions that customers use to evaluate service

quality.

2.3.2 CUSTOMER AND MARKET ORIENTATION
Customer orientation is defined as the degree to which an organization emphasizes meeting
customer needs and expectations for service quality. Customer orientation is a major component of
employee perceptions of the practices, procedures, and behaviors that get regarded, supported, and
expected with regard to customer service and customer service quality. (John C.Narver & Stanley
F. Slater, 1990) suggest that a business that increases its market orientation will improve its market
performance. The value of sellers offering to buyers is the difference between what the buyers
perceives as the offering’s expected benefits and what the buyer perceive as its expected total
acquisition and use costs. Customer orientation and competitor orientation includes all of the
activities involved in acquiring information about the buyers and competitors In the target market
and disseminating it through the best business. Customer orientation is sufficiently understanding
of one’s target buyers to be able to create superior value for them continuously. A customer
orientation requires that a seller understand a buyer’s entire value chain, not only as it is today but
also as it will evolve over time subject to internal and market dynamics. D. Keith Denton, 1998)
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explains, customer needs are multi-dimensional and constantly changing. Business that are able to
keep current and future consumer opportunities in focus are the one who will experience long-term
prosperity. The best way business can protect its future is to focus on the customer and his/her
needs.

2.3.3 SERVQUAL MODELS

SERVQUAL isavery popular measurement tool that is used for assessment of the service quality.
Service quality measurement is necessary for the company to assess to get the customer‘s opinion
about their service performance. SERVQUAL modéd is originated from the GAP model whose
main purpose is to investigate whether customer‘s expectations are met or not accurately.
Calculating the expectation score and perception score is not enough to know the actual causes of
service declination. To understand the actua situation and how the over-promises or lower
performance destroy the quality of service, the gap score is the effective and benevolent
implication. The service gap can be demonstrated through the subtraction between expectation and
perception, that is Q = P — E ( Sarmin Sultana and Shohel Rana, 2010).

(Hing, 1995, cited by Sarmin Sultana and ShohelRana, 2010) stated that the different gap scores
show different perception levels............

Perception score > Expectation score = Superior Perception level

Perception score < Expectation score = Inferior Perception level

Perception score = Expectation score = Moderate Perception level

Clearly, from a Best Value perspective the measurement of service quality in the service sector
should take in to account customer expectations of service as well as perceptions of service. One
service quality measurement model that has been extensively applied is the SERVQUAL model
stated by (Adrian Palmer, 2001). Service quality as the most often used approach for measuring
service quality has been to compare customers’ expectations before a service encounter and their
perceptions of the actual service delivered ( P. Kotler 1996). The SERVQUAL instrument has been
the predominant method used to measure consumers’ perceptions of service quality.

Primarily the SERVQUAL model was developed for service and retail businesses and its objective

is to know how customers of a business rate the services offered to them (Parasuraman et al.,
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1988). Measuring the actual performance in the ground systematically is very important since
organizations need to know their performance from the customer point of view.

The model includes 22 item sections that are intended to measure expectations for various aspects
of service quality and customer perceptions of the service they actually receive. When we look at
the model development the first purification stage came up with ten dimensions for assessing
service quality which were; tangibles, reliability, responsiveness, communication, credibility,
security, competence, courtesy, understanding, knowing, customers, and access. They went into
the second purification stage and in this stage they concentrated on condensing scale
dimensionality and reliability. And then they further reduced the ten dimensions to five which

WErE;

Source: The Parsuraman et al. (1988)

Figure 1: Theory of the Determinants of Perceived Quality
Tangibility: physical facilities, equipment, and appearance of personnel. Tangibles are used by
firmsto convey image and signal quality (Zeithaml et a., 2006)
Reliability: ability to perform the promised service dependably and accurately (Parasuramanet al.,
1988). This dimension is critical as al customers want to deal with firms that keep their promises
and this is generally implicitly communicated to the firm’s customers.
Responsiveness: willingness to help customers and provide prompt service. A firm is known to be

responsive when it communicates to its customers how long it would take to get answers or have

23



their problems dealt with. To be successful, companies need to look at responsiveness from the
view point of the customer rather than the company’s perspective (Zeithaml et al., 2006).
Assurance: knowledge and courtesy of employees and their ability to inspire trust and confidence.
Thus, for the Customer Satisfaction in the banking industry, assurance is an important dimension
that customers look at in assessing a bank’s operation. The trust and confidence may be
represented in the personnel who link the customer to the organization (Zeithaml et al., 2006).
Empathy: caring individualized attention the firm provides to its customers. The customer is
treated as if he is unique and specia. There are several ways that empathy can be provided:
knowing the customer’s name, his preferences and his needs. Many small companies use this
ability to provide customized services as a competitive advantage over the larger firms (Zeithaml
et al., 2006).

In the SERVQUAL instrument, 22 statements measure the performance across these five
dimensions, using a seven/ five point likert scale measuring both customer expectations and
perceptions. It is important to note that without adequate information on both the quality of
services expected and perceptions of services received then feedback from customer surveys can
be highly misleading from both a policy and an operational perspective( Dr.Rakesh.R, 2012).

Dr.Rakesh.R, on his research Journal concluded that, knowing how banking customers perceive
the service quality and being able to measure service quality can benefit banking industry
professionals in quantitative and qualitative ways. The measurement of service quality can provide
specific data that can be used in quality management; hence, service organizations would be able
to monitor and maintain quality service. Assessing service quality and better understanding how
various dimensions affect overall service quality would enable organizations to efficiently design
the service delivery process. By identifying strengths and weaknesses pertaining to the dimensions
of service quality organizations can better allocate resources to provide better service and
ultimately better service to external customers. Generally speaking, the study of service quality is
both important and challenging. (Dr.Rakesh.R,2012)

The following diagram by Kumar et al. (2009) further explains the model. The expectations of
customers are subject to external factors which are under the control of the service provider as
shown on the diagram. The gap 5 on the diagram represents the difference between customers’
expectations and customers’ perceptions which is referred to as the perceived service quality
(Kumar et al., 2009).
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Source: Kumar et al., 2009, p. 214

Figure 2: Measuring Service Quality Using SERVQUAL Model.
Even if the popularity of the model increases still there are some criticism of the model. One is
that there is little evidence that customer’s asses service quality in terms of P — E gaps. The model
is aso criticized by its focus only on the process of service delivery, not the outcomes of the
service encounter. The other is that the SERVQUAL’s five dimensions are not universal; the
number of dimensions comprising service quality is contextualized; items do not always load on to
the factors which one would a priori expect; and there is a high degree of inter correlation between
the five dimensions (Reliability, assurance, tangible, empathy and responsiveness). As the critics
states the inter correlation in the five dimension might force the research to incorporate two or

more comparatively related itemsin different categories.

2.3.4 SERVPERF
SERVIQUAL grounded in the gap model, measure service quality as the calculated difference

between customer expectations and performance perceptions of a service encounter (Parasuraman
et al., 1988, 1991). Cronin and Taylor,1992 as cited by Hailu D, 2013), challenged this approach
and developed the SERVPERF scale based on Parasuraman’s SERVIQUAL methodology which
directly captures customers’ performance perceptions in comparison to their expectations of the
service encounter. SERV PERF only measures performance perceptions and operational zed service

quality as customers’ evaluations of the service encounter. It uses only performance data because it
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assumes that respondents provide their rating by automatically comparing performance perceptions
with performance expectations. As a result, SERVPERF uses only the performance items of the
SERVIQUAL scae. (Cronin and Taylor 1992,1994, as cited by Hailu D, 2013), Arguments in
favors of SERVPERF are based on the notion that performance perceptions are already the result
of customers’ comparison of the expected and actual service. Thus SERVPERF assumes that
directly measuring performance expectation is unnecessary. Cronin and Taylor (1992) built their
argument for the superiority of SERVPERF over SERVIQUAL by empirically showing that
SERVPEREF is a better predictor of overall service quality than SERVIQUAL. Nevertheless many
authors concurred those customer assessments continuously provided services may depend solely
on performance. Hence the authors suggested that performance-based measures explain more of
the variance in an overall measure of service quality. These findings are consistent with other
research that have compared these methods in the scope of service activities, thus confirming that
SERVPERF performance-only result in more reliable estimations, greater convergent and
discriminate validity, greater explained variance, and consequently less bias than the SERVIQUAL
and EP scales (Cronin and Taylor,1990).

While many thought supported the SERVIQUAL, the use of gap scores was opposed. The
empirical research of Cronin and Taylor (1992), cited by Hailu D (2013), suggested that measuring
service quality is only perceptions of the service experience. For more consistent result of the
analysis of a structural model, they recommended using “SERVPERF” — a modified SERVQUAL
instrument to measure service quality. Instead of measuring both customer expectations and
perceptions as in the SERVIQUAL, the SERVPERF was operationalized by only one part of the
perceived performance on the differently labeled 7- point scale. It did not assess the gap scores
between expectation and perception as the expectation does not exist in the SERVPERF.
Therefore, by excluding the measurement of customer expectation, a total of only 22 items
remained in the new measure. Cronin and Taylor concluded that the SERVPERF was a superior
service quality measurement in comparison to the SERVIQUAL. In addition the results
demonstrated that the new measure had more predictive power on the overall service quality
judgment than the original instrument.

(Cronin and Taylor, 1992) defended that the SERVPERF also provided practical values to
managers. They aleged that the performance-based measure of service quality could offer a
longitudinal index of the service quality perceptions, relative to time and customer subgroups.
Thelr final thoughts did not commit them to remain supportive to the SERVIQUAL, yet remains
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confident of their SERVPERF. Although many Criticisms emerged against SERVQUAL, this
research bears on conclusions and adopts SERVIQUAL MODEL. SERVPERF being a generic
measure of service quality may not be a very adequate instrument by which to assess perceived
quality.

In general SERVIQUAL is a measurement of service quality based on the difference between the
customer expectation of the quality of service he/she will receive, and his or her perceptions of the
servicereceived. SERVPERF in contrast is a performance-only measurement of service quality.

2.3.5 THE BENEFITS OF SERVICE QUALITY
The benefits of service quality comprise four areas as follows (Kotler, 2002) Customers’ retention:

high Quality builds loyal customers and creates positive word of mouth, which is an important
factor in purchase decision. This can determine customer satisfaction, which affects repeat
business. If a customer is happy with an existing firm it is difficult to convince him\her to move to
another.

Avoidance of price competition: a firm with a reputation for high quality has a much stronger
competitive position than one with a reputation for poor quality. Price cutting by a competitor will
not be enough to encourage a client to switch. Good quality is more power full to remain
competitive.

Retention of go employees. employees appreciate working in operations that are well run and
produce products. They do not enjoy receiving customer complaint. Also turn over and losses of
employee morale are listed as costs of poor quality work force. When an operation has good
quality, it can retain food employees. Moreover, at the time business expansion is needed
recruiting is easier and training cost is reduces.

Reduction of costs: the quality cost includes internal costs, external costs and quality system costs.
Internal costs are those associate with correcting problems discovered by the firm before products
reached to customers. External costs are related to errors that the customers experience.

They can be very expensive when the customers decide not to return because to a service problem.
Then the promotional and advertising costs or external costs are necessary to be spent to create the
company in the end. However, the company needs to check the service quality through customers’
feedback periodically to avoid problems.

Although quality service system does not come without cost, it is usually less than those internal

and external costs resulting from poor quality service. Some examples of the costs of a quality
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system include customer service audits, training management meetings with employees and

customers and customers, and introduction of anew technology (kotler, K.L, 2009).

2.4 RESEARCH FRAMEWORK
The conceptua framework of service quality and customer satisfaction is established based on the
literature review. Service quality dimension variables like tangibles, reliability, responsiveness,
assurance and empathy are directly affect service quality and customer satisfaction.

Expectation

Exporter’s
satisfaction

e

Sour ce: Developed based on the study of objective and literature review, May 2015.

Figure 3: Conceptual Model
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CHPTER THREE: RESEARCH METHODOLOGY

3.1 CHAPTER OVERVIEW
In this part, it has been discussed about the steps of the research process. By seeing methodol ogy,
one can get preview of the case and the way of analyzing. The following points are described the
research methodology: which includes quantitative method of data analysis, sampling and
sampling techniques, instruments of data collection, sources of data collection, method and
techniques of analysis and ethical consideration.

3.2 RESEARCH DESIGN

The framework of the study is designed based on the SERVQUAL model that is developed by
Parasuraman et a. (1985). The model enables to measure the differences between customers’
expectation of a service and their perception after the service encountered.

The overall design of the research is exploratory as it focuses on exploring and answering the
research question in relation to customer expectation and perception of quality service provided by
Commercial Bank of Ethiopia. To answer the research questions, therefore, questionnaire has
been used. To identifying and measuring customer expectation and perception of a service,
guantitative data have been collected and interpreted. Descriptive statistics has been used to
interpret the data.

3.2.1 QUANTITATIVE
To explore customer expectation and perception, the researcher used the quantitative method to

gather empirical data. The questionnaires was arranged to make the survey on the export customer
of CBE. A questionnaire is prepared on the base of 22 features consisted of five dimensions of
SERVQUAL and which isdivided in two sections:

An expectation section contains the general expectations of the customers about the service
quality. A perception section measures the customer‘s view about service quality. Quantitative
approach is used to interpret perception and expectation on service quality. When the case needs,
deep interpretation and measurement through statistical comparison is used. Such analytical
technique has employed to make the assessment easier and understandable to the reader and

thereby get clear ideas of the subject matter.
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3.3 SAMPLING DESIGN

3.3.1 STUDY POPULATION
The study is limited to export service quality on the level of exporters’ satisfaction. Therefore, the
population of this study is customers who are exporting goods and services via CBE. According to
CBE MIS sub process 2013/14 report, the total numbers of exporters who work with the Bank

were about 600 customers.

3.3.2 SAMPLE SIZE AND SAMPLING TECHNIQUE
It is difficult to address al exportersin this study in terms of time and cost. Thus, sample size was

determined based on “Small Sample Techniques “developed by the Nationa Education
Association (NEA). Accordingly a population size ranging from 551 up to 600 the guideline sets
sample size of 234. Therefore, the minimum sample size of the study was 234 respondents.

On the other hand for easy reference this could have been constructed using the following formula.

S=X’NP (1- P) = d?(N -1) + X*P (1- P)
S=required sample size.
X? = the table value of chi-square for 1 degree of freedom at the desired confidence level
(1.96* 1.96= 3.841).
N = the population size (600).
P = the population proportion (assumed to be .50 since this would provide the maximum sample
size).

d = the degree of accuracy expressed as a proportion (.05).

S= 3.841*600*0.5(1-0.5)
0.05% (600-1) +3.841*0.5(1-0.5)
=576.15 =234
2.458
Thus, based on the formula cal culated sample size of the study was 234 respondents.

Source: The NEA Research Bulletin, Vol. 38 (December, 1960), p. 99.
The targeted respondents for this study were exporters working with the CBE head office in trade
service central processing center (TSCPC) in Addis Ababa. The simple random sampling method
was used to select respondents from selected sample size.
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3.4 METHOD AND INSTRUMENTS OF DATA COLLECTION

To obtain al sources of data pertaining to the subject of the study, questionnaire is prepared and
disseminated for sample exporters. For the purpose, a standardized SERVQUAL self-administered
guestionnaire is prepared both in English and Amharic language as respondents have understood
and answer all the questions properly. Most questions are close ended. However, open ended
guestion also be presented in order to provide respondents with the possibility to provide other
related additional information which augmented quantitative data.

To make the data reliable, the experienced and trained data collectors who are working in CBE in
the export sector is used. Adequate orientation has been provided for the data collectors to make
the data collection friendly and reliable. During the data collection sufficient time is given to the
respondents to answer the questions adequately and freely.

3.5 THE STRUCTURE OF THE QUESTIONNAIRE
. The questionnaire has three sections. Section one deals about genera characteristics of the
respondent. The second section deals with expectation of the respondent and the last section

addresses perception of the respondents.

Structure of the

Questionnaire
Section 1 Section 2 Section 3
General Expectations Perceptions

Information

Source: Developed based on the study frame work and literature review, May 2015.
Figure 4: The structure of the questionnaire
Section 2 and 3 are divided in four sub-parts. The first sub-part consists of structured questions that
contained 22 questions that |et to obtain information on five dimensions of SERVQUL.
In the second sub-part has questions in the form of Likert Scale used to measure the respondent*s
priority of statements and their responses. The researcher used 5 scales to rank the features where
the respondents told to give 1 for the most important feature and 5 for the least.
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The remaining sub parts consists open-ended gquestions that allow respondents to give their

opinions and suggestions about the overall export service quality of the bank.

3.6 SOURCE OF DATA COLLECTION
The study relies on primary data sources. Primary data on exporter customers’ level of satisfaction
on CBE service qualities collected through questionnaire. For the purpose, data is collected from
randomly selected exporters that work with the Bank. The randomly selected exporters
(respondents) were owners, managers or representatives of the company who engaged on export

business.

3.7 DATA ANALYSIS TECHNIQUE AND PRESENTATION
The study measured the service quality of each dimension of all respondents by averaging scores
for al features under one dimension. 250 questionnaires were distributed and 207 were returned.
A 21 responded questionnaire was discarded by various reasons. Hence 186 responded
guestionnaires were secured. Therefore, the number of valuable questionnaires collected was 186
with a response rate of 79.5%. IBM SPSS statistics 20 used for analysis. Descriptive types of
statistics allowed the study to organise and summarise the data collected.

The interpretation is made using frequency, Percentage and means scores. The overall expectation
level showed through counting the score of each dimension and then summarized by dividing for
the five dimensions. In this way, the entire respondent‘s score counted. Then the score of
expectation and perception of the respondents were caculated in the same way. Then, the
difference between expectation and perception was counted by deducting the score of the
expectation from the perception score.

3.8 ETHICAL CONSIDERATION
The study gave due consideration to ethical issues such as confidentiality and anonymity. In order
to make the study ethically acceptable, an attempt was made to first explain the objectives and
significance of the study to the respondents. The subjects were also assured that their responses
would be used only for the purpose of the study and therefore would be kept confidential.
Moreover, they were assured that their identity and the identity of their organizations would be
anonymous. These were also reiterated in the opening letter accompanying the questionnaire. The

respondents expressed their informed consent by filling in the questionnaire and returning it.
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND
INTERPRETATION

4.1 CHAPTER OVERVIEW

This chapter presents the data collected and interpreted. The interpretation is made based on
findings of the primary data analysis and reviewed literature. The information obtained was
summarized and analyzed using descriptive data analysis techniques which includes tabulation,
percentage and mean scores. Accngly, the chapter presents general information of respondents,
analysis of mean scores service quality dimensions, analysis on prioritization of service quality
dimensions.

4.2. GENERAL INFORMATION OF THE RESPONDENTS

The demographic background of the sample respondents is presented in different tables. Table
4.2.1, shows the basic demography such as gender, age and Educational status of the respondents.
Table 4.2.2 describes company ownership of respondents; Table 4.2.3 presents exporters years of
experience with CBE. Table 4.2.4 and 4.2.5 represents frequency of bank visit being made by
respondents and main mode of payment used by the respondents respectively.

As table 4.2.1 indicates 65.1% of the respondents were male while the remaining 34.9% were
female. Moreover, 15.6%, 31.7%, 27.9%, and 9.7%of the respondents were within the age group
of 20-25, 26-30, 31-35, and 36-40 respectively. The remaining 15.1% respondents were also above
the age of 40. These summarized data indicates 65% and 48% of the respondents were male and
within 26-35 ages range respectively. This indicates that most of export business owners/managers
are male and an age of below 35 years.

The Educational background of the respondents indicates majority of the respondents are first
degree holders 59.7% and diploma holders 25.3% consecutively. Out of the total respondents,
13.4% of them have also studied MA while the remaining 1.6% is high school graduate. This

shows Ninety nine percent of the exporters are also literate and are at least Diploma holders
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Table 4.2.1: General Demographic Characteristics

Item Gender No. of Respondents  |Percentage
Gender

1 Mae 121 65.1%
Female 65 34.9%
Total 186 100%
Age
20-25 29 15.6%

5 26-30 59 31.7%
31-35 52 27.9%
36-40 18 9.7%
Above 40 28 15.1%
Total 186 100%
Educational status
Elementary 0 0.0%
High school 3 1.6%

3 Diploma 47 25.3%
Degree 111 59.7%
MA Degree 25 13.4%
Total 186 100%

Source: Own Survey, May 2015
Table 4.2.2 shows company ownership of the respondents. It shows majority of the exporters

76.3% of them are private company owner. And 16.7% and 7.0% were Foreign Direct Investment
and public enterprise respectively. It indicates that magjority of the export business is engaged by

owners of private company.

Table 4.2.2: Company owner ship of respondents

Owner ship Status No. of Respondents Per centage

Public 13 7.0%
Private 142 76.3%
FDI 31 16.7%
Total 186 100%

Sour ce: Own Survey, May 2015

Table 4.2.3 indicates majority 33.8%of the sample exporters have 4-6 years of experience in
exporting their products via CBE. This is followed by those have above 10 years of experience

working with the bank. These exporters constitute 29.6% from the total respondents. Exporters that
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have 1-3 years of experience constitute 28.0%. The summarized data implies as significant number
of the sample exporters (63.4%) have medium and long term export service relationship with the
bank.

Table 4.2.3: Years of export experience of respondents

Y ears of service No. of Respondents  [Percentage

1-3Years 52 28.0%
4-6 Y ears 63 33.8%
7-9 Years 16 8.6%
Abov10 years 55 29.6%
Total 186 100%

Sour ce: Own Survey, May 2015
The following table indicates the frequency of respondents visit to the bank to process the required
export documents. The data have also indicated as majority of them 76.4% are visiting the bank

frequently amost on daily basis and every week.

Table 4.2.4: Frequency of respondents visit CBE for export

Frequency of service No. of Respondents [Percentage

Every day 78 41.9%
Every week 64 34.5%
Every two week 22 11.8%
Monthly 19 10.2%
Quarterly 3 1.6%
Total 186 100%

Sour ce: Own Survey, May 2015

Table 4.2.5 shows mode of payment respondents’ use while undertaking their export business with
the bank. Accordingly, the main modes of payment used by the respondents are cash against
document (CAD) and Letter of credit (L/C). These constitute 69.8% from the total. These are also
the commonly used mode of payment in international trade. However, only 3.8% of the sample
respondents use consignment payment since the method of payment is highly risky mode of

payment.
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Table 4.2.5: Mode of Payment

Mode of Payment No. of Respondents Per centage
L/C 57 30.6%
CAD 73 39.2%
Advance payment 49 26.4%
Consignment 7 3.8%
Total 186 100%

Source: Own Survey, May 2015

4.3. ANALYSIS OF MEAN SCORE ON SERVICE QUALITY DIMENSIONS.
This section deals with the analysis of mean scores on service quality expectation, perceptions and
gap scores respondents provided based on the SERVQUAL questionnaire. The measurement is
done based on the five service quality dimension, which includes Tangibility, Reliability,
Responsiveness, Assurance, and Empathy. To make analysis and presentation easly
understandable the 22 SERVQUAL questions with a 5 point Likert scale are coded in the

following manner.

Tangibles
T1: A world class banks will have modern looking equipment, building structure, administrative
offices.
T2: The physical facilities at world class banks will be visually appealing to serve the customers
T3: Employees at world class banks will be neat and smart |ooking appearance.
T4. Materials associated with the service (such as pamphlets or statements) will be visually
appealing at world class bank.
Reliability

RL5: When world class banks promise to do something by a certain time, they do (such as free
advisory service, free training to their customers).
RL 6: When a customer has a problem, world class banks will show a sincere interest in solving it.
RL7: World class banks will perform the service and solve problem right the first time
RL 8: Excellent banks will provide the service at the time they promise to do so.
RL 9: World class banks will give an error free records and customer’s information

Responsiveness
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RS10: Employees of world class banks will tell customers exactly when services will be performed.
RS11: Employees of world class banks will give prompt service to customers/ prompt response.
RS12: Employees of world class banks will always be willing to help customers.

RS13: Employees of world class banks will never be too busy to respond to customers’ requests.
Assurance

A14: The behavior of employeesin world class banks will inspire confidence in customers.

A15: Customers of world class banks will feel safe in transactions..

A16: Employees of world class banks will be consistently courteous with customers.

A17: Employees of world class banks will have the knowledge to respond customers’ questions
immediately.

Empathy

EM 18: World class banks will give customersindividual attention.

EM19: World class banks will have operating hours convenient to al their customers.

EM 20: World class banks will have employees who give customers personal attention.

EM 21: World class banks will have their customer’s best interests at heart.

EM 22: The employees of world class banks will understand the specific needs of their customers.
The results have cal culated based on the following formulas indicated in SERVQUAL model:

T: Average gap score for tangible items = (T1+T2+T3+T4)/4

RL: Average gap score for reliability items = (RL1+RL2+RL3+RL4+RL5)/5

RS: Average gap score for responsiveness items = (RS1+RS2+RS3+RS4)/4

A: Average gap score for assurance items = (A1+A2+A3+A4)/4

EM: Average gap score for empathy items = (E1+E2+E3+E4+E5)/5

4.3.1 MEAN CUSTOMER’S EXPECTATION, PERCEPTION AND GAP SCORE

As stated in the literature review, service quality is defined as a gap between customer’s
expectation and their perception. This definition has also ultimately derives the standard
SERVQUAL multiple survey instrument. With reference, the following table indicates the
expectation, perceptions, and the gaps in export service quality of CBE in each dimension.

As many literatures write, Service quality measurement is necessary for the company to assess to
get the customer‘s opinion about their service performance. To understand the actual situation and
how the over-promises or lower performance destroy the quality of service, the gap score is the

effective and benevolent implication. The service gap can be demonstrated through the subtraction

37



between expectation and perception, that is Q = P — E ( Sarmin Sultana and ShohelRana, 2010).
The different gap scores show different perception levels....

Per ception score > Expectation score = Superior Perception level

Per ception score < Expectation score = Inferior Perception level

Per ception score = Expectation score = M oder ate Per ception level

Table 4.3.1: Mean Customer’s Expectation, Perception and Gap Score

Dimension Statement Expectation Score Per ception Score Gap Score P-E
T1 4.49 4.23 (0.26)
Tangibles T2 4.48 4.23 (0.25)
T3 455 418 (0.37)
T4 4.42 4.00 (0.42)
RL5 4.47 3.94 (0.53)
RL6 4.47 412 (0.35)
Reliability RL7 4.30 4.06 (0.24)
RL8 4.42 4.30 (0.12)
RL9 427 4.19 (0.08)
RS10 4.47 4.24 (0.23)
Responsiveness RS11 4.47 4.36 (0.11)
RS12 453 435 (0.18)
RS13 4.46 421 (0.25)
Al4 452 4.19 (0.33)
A15 458 4.48 (0.10)
Assurance A16 4.45 4.46 0.01
Al17 459 4.30 (0.29)
EM18 4.25 4.19 (0.06)
EM19 452 4.42 (0.10)
Empathy EM20 431 4.19 (0.12)
EM21 4.35 421 (0.14)
EM22 4.37 4.17 (0.20)
Overall average gap score 4.45 4.22 (0.23)

Sour ce: Own Survey, May 2015
As Gronroos (1990) discussed, the perception level should be higher than the expectation level to

create the positive perception and satisfaction. If the difference between expectation and
perception is significantly positive, it can be said that the customers are satisfied highly. When the

gap becomes zero, it refers the expectation and perception levels are the same and imply moderate

38



satisfaction. On the contrary, if the expectation becomes higher than the perception, the negative
results come to show that the customers are not satisfied and the company should improve their
service.

From the twenty two of the questions on exporters expectation mean score of T3 (4.55), RLs and
RLg (4.47), RS> (4.53), A17 (4.59) and EM 1o (4.52) were found higher compared with the others
guestions in the five service quality dimensions. Out of these, however, exporter’s assurance
expectation is found higher. Zeithaml et a. (2006) defined assurance as the knowledge and
courtesy of employees and their ability to inspire trust and confidence. The trust and confidence
may be represented in the personnel who link the customer to the organization. Even if every
service sectors need trust and confidence in their business, the banking sector is highly related to it
since banks deals with liquid assets and documents. The higher result calculated on expectation
score of exporters on assurance aso indicates as they have higher expectation on safety,

confidence, consistent courtesy and knowledge of employees.

The highest of the exporters perceptions mean scores are T, (4.23), RLg (4.3), RSy (4.36), Ass
(4.48) and EM 4 (4.42). 1t means that CBE’s physical facilities are visually appealing to serve the
customer, it provides its service for exporters at the time it promises to do so, its employees are
always willing to help exporters, and they feel safe in transactions, and its operating hours are
convenient to the export service. Out of the total, however, two of the highest perception scores
fall under the assurance dimension while there is one under empathy. These imply CBE export
customers have higher expectation and perception on assurance. But here it shouldn’t be forgotten
that thereis still a negative gap between what the exporters perceive and expect on assurance.

The least mean score of perception where exporters are uncomfortable is on reliability RLs (3.94).

As it shown in the table, the highest gap means score is RL5 -0.53. This implies as employees of
the banks don’t keep their promise with a certain time. However, the overall average gap scoreis -
0.23. Here as Gronroos (1990) stated “if the expectation becomes higher than the perception, the
negative results come to show that the customers are not satisfied”. Customers expectation vary
according to different factors such as; time, place, word-of-mouth and previous experience. Asthis
study indicates, the exporters have many expectations about service quality. The exporters expect
the bank staffs to be more knowledgeable with safety, confidence, and consistent courtesy and
provide the service according to the exporter’s specific needs. However, the data indicates that
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employees of the bank are serving exporters less than customer expectation, unable to handle their

customersin a proper manner and don’t keep their promises.

4.3.2 ANALYSIS OF MEAN SCORE ON TANGIBILITY SERVICE QUALITY DIMENSION
According to Zeithaml (1990), tangible means the appearance of physical facilities, equipment,
personnel and communication materia. It aso indicates functional quality. Tangibles used by
firms to convey image and signal quality. Parasuraman et a. (1991) splits tangibles in two sub
dimensions. The first one focuses on equipment and facilities and the other one deal about

personnel and communication materias.

Table 4.3.2: Mean Score of Exporters Expectation (E), Perception (P), and
Gap Scores (P-E) for the Tangibility Service Quality

Mean Gap Score | Standard | Deviation
SN | Tangibility (1-4) P-E P
E P
E
Commercial bank of Ethiopia has
1 | modern looking equipment, building | 4.49 | 4.23 (0.26) 0.69 0.81
structure, administrative offices
CBE’s physical facilities are visually (0.25) 0.68
2 _ 448 | 423
appealing to serve the customers 0.79
CBE’s reception desk employees are (0.37) 0.64 0.80
3 _ 455 | 4.18
neat and smart looking appearance
Materias associated with the service (0.42) 0.81 1.06
4 | (such as pamphlets or statements) are | 4.42 | 4.00
visualy appealing at CBE
Total 448 | 4.16 (0.32) 0.61 0.75
Average Gap score (sum of all Tangibility dimension divided by 4)

Sour ce: Own Survey, May 2015

As shown the table, the mean value of exporters Expectation (E), Perception (P), and Gap Scores
(P-E) stated under the five service quality dimension is used to identify Tangibility. Accordingly,
this research, found out the exporter of the bank expectation mean score in tangibility dimensions
is 4.48. The standard deviation of expectation is 0.61 and shows the respondents are spread away
from the mean value. Similarly, the same time, their overall perception mean score about this
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dimension is 4.16. The standard deviation of perception is 0.75 and shows responses are spread
away from the mean value. The difference between expectation and perception mean score on this
dimension is -0.32, which shows that CBE is not fulfilling their expectation of exporters on
physical appearance, modern looking building, equipment and smartness of the employees. This
also indicates that the exporters still have unfulfilled tangibles CBE needsto fulfill.

The negative mean gap score is an implication of unsatisfied level of expectation of tangibles. As
per the respondents the two highest gaps relates with the quality of materials associated with
service and appearance and neatness of employees. Meaning that, the CBE is unable to meet or
exceeds its customers expectation in relation to the above two scenarios. These factors are very
important in the banking sector since exporters have to be attracted with facilities and service

providers of the bank in order to continue their relation with the bank.

4.3.3 ANALYSIS OF MEAN SCORES ON RELIABILITY SERVICE QUALITY DIMENSION

According to Zeithaml (1990), the consumers consider reliability to be the single most important
dimension to judging service quality. Consumers want service providers to look good, be
responsive, knowledgeable and empathetic. Above al, most consumers expect service providers to
deliver service they promised accurately and dependably.

In this dimension, the expectation level of exporters is found to be mean score of 4.39. The
standard deviation of reliability is 0.68 which indicates expectation of respondents is spread away
from mean value. Their overall perception mean score on this dimension is also 4.12. Similarly,
the standard deviation is 0.76 which indicates perception of respondents is spread away from the
mean value. The difference between these two is calculated to be mean score of -0.27. Thisimplies

the exporters are not satisfied to their expectations.
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Table 4.3.3: Mean Score of Exporters Expectation (E), Perception (P), and
Gap Scores (P-E) for the Reliability Service Quality

Gap Standard Deviation
Mean
SN | Réliability (5-9) Score
E P P-E E P

When CBE promises to do something by
1 o 4.47 3.94 (0.53) 0.68 1.04
acertaintime, it does

When you have a problem, CBE shows
2 , _ _ o 447 | 412 (0.35) 0.89 .88
asincereinterest in solving it

CBE performs the service and solves
3 _ o 4.30 4.06 (0.24) 0.94 865
problem right the first time

CBE provides its service for exporters at

4 o , 4.42 4.30 (0.12) 0.82
the time it promisesto do so 79
5 CBE gives an error free records 4.27 4.19 (0.08) 0.90 -
Total 4.39 412 (0.27) 0.68 76

Average Gap score (sum of all reliability dimension divided by 5)

Sour ce: Own Survey, May 2015

The Table 4.3.3 indicates Mean value of exporters Expectation (E), Perception (P), and Gap Scores
(P-E) out of the five with respect to the service quality dimension called Reliability. Reliability
refers error free service, keeping promises, right first time service and others. Hence, in CBE the
data shows as there is a negative gap between exporter’s expectation and perception. In this
dimension the respondent’s highest mean score gap of -0.53 indicate the bank is unable to perform
its promised service on time. In this regard, power interruption and system breakdown is one of the
reasons.

The lowest mean score gap 0.08 is on error free service CBE gives. In this case the bank has
reached almost to its expectation. But still it needs to give more attention to meet the all

expectation of the exporters.

4.3.4 ANALYSIS OF MEAN SCORES ON RESPONSIVENESS SERVICE QUALITY DIMENSION
According to Zeithaml (1990,) responsiveness implies to what extent the employees are ready to
provide service. This dimension is about providing information about the service, giving prompt
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service, employee‘s willingness to help the customers and demandingness of the employees to
respond customers’ requests. The respondents gave mean score of 4.48 for this dimension as for
overal expectation. The registered standard deviation is 0.59 that shows expectation of
respondents is spread away from the mean score. At the same time, their overall perception about
this dimension mean score is 4.29. The registered standard deviation is 0.72 that shows perception
of respondents is spread away from the mean score. The difference between expectation and
perception on this dimension gap score -0.19 which shows bank is not fulfilling exporter’s
expectation on readiness and willingness to provide service. This implies inability of CBE to tell
when the services will be delivered, provide prompt service to customers, timely respond to

customers’ requests and willingness to help customers.

Table 4.3.4 Mean Score of Exporters Expectation (E), Perception (P), and

Gap Scores (P-E) for the Responsiveness Service Quality

Gap Standard Deviation
. Mean
SN | Responsiveness (10-13) Score
E P P-E E P
Employees in CBE tell you exactl
1 piey _ . Y Y 4.47 4.24 (0.23)
when services will be performed 0.73 0.87
CBE’s physical facilities are visually
2 _ 4.47 4.36 (0.12)
appealing to serve the customers. 0.75 0.78
Employees in CBE are aways 0.63 0.83
3 o 4.53 4.35 (0.18)
willing to help you.
Employeesin CBE are willing to take
4 _ 4.46 4.21 (0.25)
adequate action to your request 0.67 0.88
Total 4.48 4.29 (0.29) 0.59 0.72

Average Gap Score (sum of all Responsiveness dimension divided by 4)

Source: Own Survey, May 2015

One of the items in responsiveness is the time where service delivered to exporters’ requests. This
has aso relatively highest gap score from the other responsiveness items and indicates
responsiveness of the bank is below its customers’ expectations. This also means exporters are not

getting responses to their requests from employees of CBE.
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4.3.5 ANALYSIS OF MEAN SCORES ON ASSURANCE SERVICE QUALITY DIMENSION

Knowledge and courtesy, politeness of employees and ability to inspire trust and confidence are
known as indicators of assurance (Zeithaml, 1990). This dimension is related to technical quality
asit isabout how the service is delivered.

Table 4.3.5 indicates Mean value of exporters Expectation (E), Perception (P), and Gap Scores (P-
E) out of the five with respect to the service quality dimension is Assurance with four major
specific service quality. Accordingly, the overall expectation on this dimension is calculated to be
mean score of 4.53. The standard deviation is 0.55 that indicates expectation of respondents is
dispersed away from the mean value of assurance. Similarly, the mean score value of exporters
perception on assurance is mean score of 4.36. The standard deviation is 0.62 that indicates
perception of respondents is dispersed away from the mean value of assurance. The gap between
expectation and perception is also found mean score -0.17 which indicates dissatisfaction of the
exporters.

Customers in the service sector really need to get answers for their questions from the service
providers, otherwise they might able to shift to the other service providers who are able to answer

their questions and provide them with a better service quality.

Table 4.3.5: Mean Score of Exporters Expectation (E), Perception (P), and
Gap Scores (P-E) for the Assurance Service Quality

Mean Gap Score | Standard Deviation
SN | Assurance(14-17)

E P P-E E P

The behavior of employees in
1 o _ 452 | 4.19 (0.33) 0.73 0.94
CBE inspires your confidence.

You feel safe in your transactions
2 _ 458 | 448 (0.10)
with CBE. 0.69 0.75

Employees  in CBE are
3 _ . 445 | 4.46 0.01 0.72 0.64
consistently respectful with you.

Employees in CBE have the

4 knowledge to answer questions| 4.59 | 4.30 (0.29)
0.64 0.80
related to your export.

Total 453 | 436 | (0.17) 0.56 0.62

Average Gap score (sum of all Assurance dimension divided by 4)

Source: Own Survey, May 2015
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As indicated in the table exporters are not happy with the behavior of employees of the bank,
which is relatively higher gap score from the other assurance. In the contrary, the research found
out that employees of CBE are consistently respectful to exporters as a result the gap is found

0.010 mean score which is higher than expectation.

4.3.6 ANALYSIS OF MEAN SCORES ON EMPATHY SERVICE QUALITY DIMENSION

According to Zeithaml (1990), care and individualized attention that a firm provides for its
customers is known as empathy. This dimension is part of functiona quality service. This
dimension includes factors such as individual attention, employees understanding to customers’
specific needs, and presence of convenient operation hours.

In this dimension, the researcher found out as the exporters overall expectations mean score is 4.36
that is the lowest among other dimensions. The standard deviation is 0.59 and shows expectation
of respondents is spread away from the mean value. Similarly, the perception of exporters mean
score is found out to be 4.24. The standard deviation is 0.66 and shows perception of respondents
is spread away from the mean value of empathy. The difference between expectation and
perception within this dimension is mean score of -0.12. This shows that the respondents’

expectations are unfulfilled within this dimension.

Table 4.3.6: Mean Score of Exporters Expectation (E), Perception (P), and
Gap Scores (P-E) for the Empathy Service Quality

Mean Gap Score | Standard Deviation
SN | Empathy (18-22)
E P P-E E P
1 CBE givesyou individual attention. 4.25 4.19 (0.06) 0.84 0.80
CBE operating hours are convenient
2 4.52 4.42 (0.10) 0.58 0.66

to your export service need.

CBE has committed employees who
3 _ ) 431 4.19 (0.12) 0.85 0.79
give you personal attention.

CBE fits your best interest and gives
4 o 4.35 4.21 (0.19) 0.71 0.79
your priority

Employees of CBE understand your
5 . 4.37 4.17 (0.20)
specific needs 0.66 0.81

Total 436 | 4.24 (0.12) 0.59 0.66

Average Gap score (sum of all Empathy dimension divided by 5)

Sour ce: Own Survey, May 2015
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The two items in this dimension i.e. giving customer’s individual attention and convenient
operating hours to exports mean have recorded less than the overall average gap score. This means
that the exporters are relatively better satisfied than the other three itemsin this dimension. In this
case the bank has reached better to the expectation of exporters. However, still it needs to further
improvement to meet al expectations.

Providing the individual attention is a crucial aspect in current competitive business. Customers
prefer to have individual attention, friendly behave and devotion of the employees towards their
needs. However, CBE is unable to meet its customer’s expectation with this regard. The research

found out that it doesn’t even understand what the exporter’s specific need is.

4.4 PRIORITIZATION OF THE FEATURES BY THE RESPONDENTS
In the following diagram, the result of the ranking of the different features is shown. This diagram
ismade from 2.2 & 3.2 of questionnaire and it is showing the rank of each feature from 1-5 (rank 1

means the highest priority and rank 5 means the lowest priority).

Diagram 4.4.1: Respondent’s priority ranking-expectation & perception

features

A. Expectations. As the diagram shows exporters are very concerned about knowledge, the
courtesy and the competence of the personnel and good communication, individualized attention.

Performing service dependably and accurately is also expected most by the exporters (reliability).
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And the willingness to help exporters and providing service immediately is also expected by the
exporters as high priority. However, tangibility is expected as the least priority. This also indicated
by physical facilities, appearance of personnel, tools and equipment that is used to provide the

service by the bank.

B. Perceptions: In the case of perception, it is learnt that exporters mostly perceive
knowledge; the courtesy and the competence of the personnel, good communication,
individualized attention the bank provide as high priority. Performing service dependably and
accurately is also perceived most by the exporters (reliability). They perceived the tangibles as the
least.

By comparing the ranking of the expectations and perceptions, the study found out knowledge, the
courtesy and the competence of the personnel and good communication, individualized attention is
ranked first and second priorities respectively in both cases. Performing service dependability and
accuracy is ranked third. The willingness to help exporters and providing the service immediately
is placed in the fourth position. Both in the expectation and perception, physical facilities,
appearance of personnel, tools or equipment that is used to provide the service have also
prioritized |east.

4.5. CUSTOMER EXPECTATIONS FROM CUSTOMER’S OPINION PART
The following table is showing the amount and percentage of the respondents who gave their

opinion about service meeting or not meeting their expectations.

Table 4.5.1 Customer opinion from expectation part

Question Response Amount of | Percentage of
No. respondents | respondents
2.3 Do you think that the service | Yes 87 46.8%

provided by world class bank
meet customer expectation?

24 What are the other | Respond 52 28.0%
expectations you expect to

receive from world class bank?
No respond 47 25.2%
Sour ce: Own Survey, May 2015
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The table shows that 46.8% of the respondents feel that the service quality is meeting customers’
expectations. When the respondents were asked about their opinions about the other expectations
that they have about the service quality, 25.2% didn‘t give any answer, however, 28% of
respondents specified their expectations. These specifications are summarized in the following
table.

SN Details of therespondent’s opinions

1 Three respondents said that they required prompt service on time and efficient
utilization of resources (time and material)

2 Four of the respondents suggested our expectation increasing more than the
service provided; the international service should increase more and more.

3 Three of the respondents expect the world class bank should solve the problem of
exporters in the international market. If there is any ambiguity between seller and
buyer the bank should solve as third party.

4 | Two of the respondents expect highly integrated network with the National Bank
One respondent suggest better communication on swift and other system to solve
exporter’s problem.

6 Four of the respondents said we expect safe, trustworthy, and confidential
transaction.

Source: Own Survey, May 2015

4.6. CUSTOMER PERCEPTIONS FROM THE OPINION PART:

The following table is shows the number and percentage of the respondents who gave their

opinions about satisfaction to export service that CBE provides
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Table 4.6.1 Customer's opinion from the perception part

Question Response Amount of Per centage of
No. Respondents Respondents
3.3 Please give your opinions about the | Respond | 118 63.4%
overal service quality perception and
suggestions so that CBE can provide
you better service.
No respond 68 36.6%
3.4 Are you satisfied with overal service| Yes | 142 76.3%
quality of CBE?
No 44 23.7%

Source: Own Survey, May 2015

The table shows that when they are told about giving their opinion and suggestions, 63.4%
responded. The rest of the respondents which is 36.6% didn‘t respond. When the respondents were
asked to give their opinions about the satisfaction from the overall service quality, 76.3%
respondents gave the positive response which means that they are satisfied with the overall service
quality of CBE. The rest of the respondents which is 23.7% didn’t satisfy. Their opinions and

suggestions are given below.
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Details of the respondent’s opinions and suggestions

1 One respondent suggested that customer service in CBE has come to better and
better, continue bank service improvement from time to time to compute with

world class bank’s service.

2. One respondent suggest Service delivery time should be reduced from time to
time by trained employees of the bank.

3 Five respondents said it would be so nice if you backed every document by the
system output (computerized). Avoid hard copy. CBE should give better and
advanced training to the exports so asto win in international market

4. Three of the respondents suggest CBE should improve its servicei.e., enabling all

branches to give quality export service.

5 One respondents CBE needs to improve the fund transfer for export on time
without delay

6 Seven respondents believed we are happy by CBE’s service and it must be

continue to the best way.

7 Four of the respondents suggest that CBE should avail foreign currency for
exporters for their import business.

8 Three exporters said service quality is good; however, export policy and

procedure of the National Bank create bureaucracy.

9 Other six respondents are satisfied by overall service keep it up

10 Four respondents said CBE should highly integrate with National Bank and give

especial attention for exporters on delinquent list.

11 | Three exporters said CBE have to try to serve their customer through online and
avoid manual permit preparation.

12 | One exporter said update knowledge of employees by training and seminar and

tries to get continuous customer feedback to improve service.

13 Eight respondents suggest avoid system failure and communicate all information
through online, mobile and internet
Sour ce: Own Survey, May 2015

Finally, the result of the study is linked with the CBE’s goal. The vision of CBE is to become a

world class commercial bank by the year 2025. And from the values of the bank, some of them are
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customer satisfaction and quality service (www.combanket .com). Strive to excel in its business

and satisfy its customers and committed to offer quality service to their customers are also under
the values of the bank.

Therefore one of the factors for CBE to meet its vision and attain its values is customer satisfaction
with a quality service. However, in general, it is observed that CBE’s exporters perceive quality is
below their expectations in al SERVQUAL dimensions. This implies as the Bank need to assess

service especialy in export sector to meet goal.
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CHAPTERFIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS

In this chapter, summary of the findings, conclusions and recommendations derived from the

data analysis, interpretation and findings are dealt with.

5.1 SUMMARY OF FINDINGS
The quantitative method and the SERVQUAL model are used as a research framework for this
study. Questionnaire which is derived from the SERVQUAL model has been used to collect data
from the exporters. Therefore, using the questionnaire, primary data is collected to know
exporters’ expectation and perception. The simple random sampling method is used to select the

sample population.

Reviewing and analyzing the data from these respondents, the research attempted to meet the
following major objectives of the study.

1. Toinvestigate the expectation level of exporters’ about Service qualities of the bank.
2. Toinvestigate the perception of exporters’ to service qualities of the bank

3. To clearly asses the gap between export customer expectation and perception in the service
quality provided by CBE.

4. To point out in which service quality dimensions is bank performing well and which need

special attention.

Accordingly, the findings of the study summarized as follows:

1. The research found out exporters work with the CBE has higher expectations than what
they actually receive quality service from the bank.

2. All the perception scores in the five service quality dimensions show a negative which is
below expectation.

3. The overall gap between exporter’s expectation and their perception in the service quality
provided by CBE is measured mean scores of -0.23 which indicates perception of the
customer is less than their expectation.

Specificaly, the following gaps have been identified,;
» The highest gap between perception and expectation on tangibility, which is -0.32
mean score, and followed by reliability -0.27 mean score.
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> Theleast gap between perception and expectation on empathy -0.12 mean score.
» There is highest and lowest expectation and perception of exporters on assurance
with a score of 4.53 and 4.36 respectively.
4. The study found out that quality service provided by the bank on assurance and empathy
dimensions are better than other service dimensions. They ranked first and second in

priority respectively. However, tangibility scored the least expected and perceived priority.

5.2 CONCLUSION

1. This study elicits important insight in the understanding of the gap between expected and
perceived service quality provided by the bank. It is observed that exporters who are
working with the Bank expect higher service quality. However, the actual perceived service
quality provided by the bank is less than their expectation. So, this negative result indicates
that customers are not satisfied.

2. The study indicates quality service provided by the bank has not fulfilled its customer
requirements. The perception level should be higher than their expectation to create
positive perception and satisfaction. It is aso learnt that the bank employees need to be
more knowledgeable with safety, confidence, and consistent courtesy and provide the
service in accordance with exporter’s specific needs.

3. As many literatures write, the five service quality dimensions i.e. tangibles, reliability,
responsiveness, assurance and empathy are very important and crucial to qualify and
measure the level of service quality. In thisregard, the study found out that the gap between
the perception and expectation (P-E) mean score is negative in al the service quality
dimensions. From this, it is possible to conclude that the service quality of the bank in all
dimensions needs improvement. Above all, most exporters expect the bank to deliver
service it promises accurately and dependably.

4. The study has also revealed that the bank needs to give specia attention for tangibles,
reliability and responsiveness as these three service dimensions recorded higher mean score
gap than assurance and empathy. With regard to the ranking of the perceived quality, the
study found out knowledge, the courtesy and the competence of the personnel, good
communication and individualized attention are identified as priorities in assurance and
empathy. Willingness to help exporters and swift service provision are also placed next to
the above priorities.  Physical facilities, appearance of personnel, tools or equipment it

uses to provide the service have got least priority.
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5.3 RECOMMENDATIONS
Based on the major findings of this study, the following recommendations are forwarded to help
the bank to deal and take measures on the gaps identified so that it can fulfill exporter’s
expectation, provide excellent service and create positive perception and satisfaction as well as

attract potential exporters.

» In order to improve its service quality as expected by exporters, it is necessary to contact
employees regularly and assess their service experiences. Hence, the Bank should consider
categories of service attributes, such as reliability and responsiveness to determine the
quality of its service. The bank should provide continuous training on customer handling
and operation to all employees, especialy to those who work in operations including non-
clerical staff. In addition to these, continuous performance assessment on customer service

excellence should be implemented.

» The bank should put in place a system that can help to know how customers perceive its
service quality and measure the service quality at al time. This helps the bank to improve
all service dimensions which in turn enhance its customer’s perception. This also let the
bank to perform promised service on time and build knowledge and courtesy of employees
and their ability to inspire trust and confidence on exporters.

» The Bank has to give attention to all the five dimensions since the entire gap scores are
negative. It needs to develop a business strategy for overall service quality of the bank. By
identifying strengths and weaknesses pertaining to the dimensions of service quality, the
bank has to allocate enough resources to improve its service and satisfy customer. To
attain these, the bank needs to work closely with various stakeholders that engaged in
international trade. It should also bargain with the service providers and enter strong
service level agreement to avoid system failure and to upgrade the export service using
online internet and mobile communications. In the meantime, the bank should also design
aternative and flexible system in al its branches to provide quality service while there is

network and power black outs.
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» The bank needs to give specia attention for tangibles, reliability and responsiveness since
these three dimensions score showed higher gap than assurance and empathy. By doing
this, the Bank can keep its values, retain and support its export customers and attract
potential exportersto generate additional foreign currency. Particularly, emphasis should be
given to tangibles like the physical facilities, appearance of personnel, and tools or
equipment that is used to provide the service. It is observed that the bank does not have
standard and uniform office layout across its main offices and branches. Even some of the
branches hardly look proper bank offices. Therefore, it should apply standard office layout

to attract and create a lasting image in the exporters’ mind.

» Findly, the researcher recommends the need to conduct a more comprehensive and detailed
study in this area with a view to have better insight of the concept and build evidence on
the means to measure and improve service quality of the bank and other service providing

organizations in a sustainable way.
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Appendix A: Questionnaire prepared in English language

Dear Sir/Madam/ respondent,
| am a student of Executive Master of Business Administration (EMBA) in Addis Ababa
University. The purpose of project paper is to examine the role of Service Quality on the level of

satisfaction customers of exportersin case of Commercial Bank of Ethiopia (CBE).

All the information collected through the questionnaire will be used only for contribution to
knowledge and will be kept secret/ confidential. Please ensure that you are encircling the
appropriate response category against each question otherwise incomplete responses will not fulfill

researcher requirements.

To this end, kindly request you to answer the following short questions regarding with the stated
objective. It will take no longer than 15 minutes of your time. Y our response is utmost important to

me.

Therefore, your genuine, honest and prompt response is a valuable input for the quality and
successful completion of the project research paper. The Questionnaire has three parts, General

information, Expectation and Perception. There is no need of writing your name.

Part one: General Information
Please put an ( X) mark of your choice against each question.
1.1Gender(l) [ IMale [ ) Femae
12Age(1) [ ] 2025 [ ] [] 2630 [ ]31-35[ ] 3640 above 40
1.3 Educational status;[ | Elementary school [ ]gh school [ Jploma [ __Jree
[ ] MAdegreeandabove [ | other
1.4 Company ownership: [ ] public [ IPrivate [_IFDI
1.6 How long have you been export customer of CBE?
[ 1 1-3years[ 1 4-6years__| 7-9years [ _ lOyearsand above
1.7 How often do you get export service (frequency of service):
[ ] Everydayf ]Everyweek [ JEverytwoweeks [ Jonthly
] Quarterly [ ] semiannual [ Annualy

1.8 Most used mode of payment: [ ] L/C [ JAD [ }dvance Payment
[ ] Consignment



Part two: Customer’s Expectation
2.1 Please indicate the extent to which you agree or disagree with each statement by encircling a

correspondent number. Higher number indicates higher level of agreement, (Where 5= Strongly

Agree, 4=Agree,  3=Neutral, 2= Disagree, 1= Strongly disagree)
I. Tangibility
&g ¢ & "§ %
g & 3 s T &
1. A world class banks will have modern looking 5 4 3 2
equipment, building structure, administrative
offices.
2. The physical facilities at world class banks will 5 4 3 2
be visually appealing to serve the customers.
3. Employees at world class banks will be neat 5 4 3 2
and smart |ooking appearance.
4. Materials associated with the service (such as 5 4 3 2
pamphlets or statements) will be visualy
appealing at world class bank.
[I. Reliability
5. When world class banks promise to do 5 4 3 2
something by a certain time, they do (such as free
advisory service, free training to their customers).
6. When a customer has a problem, world class 5 4 3 2
banks will show a sincereinterest in solving it.
7. World class banks will perform the service 5 4 3 2
and solve problem right the first time.
8. World class bank provides service for 5 4 3 2
exporters at the time it promises to do so
9. World class banks will give an error free 5 4 3 2
records and customer’s information.
I11. Responsiveness
10. Employees of world class banks will tell 5 4 3 2
customers exactly when services will be
performed.




11. Employees of world class banks will give 5 4 3 2

prompt service to customers/ prompt response.

12. Employees of world class banks will aways 5 4 3 2

be willing to help customers.

13. : Employees of world class banks will never 5 4 3 2

be too busy to respond to customers’ requests

V. Assurance

14. The behavior of employees in world class 5 4 3 2

banks will inspire confidence in customers.

15. Customers of world class banks will feel safe 5 4 3 2
in transactions.
16. Employees of world class banks will be 5 4 3 2

consistently courteous with customers.

17. Employees of world class banks will have the 5 4 3 2
knowledge to respond customers’ questions
immediately.

V. Empathy

18. World class banks will give customers 5 4 3 2

individual attention.

19. World class banks will have operating hours 5 4 3 2

convenient to all their customers.

20. World class banks will have employees who 5 4 3 2

give customers personal attention.

21. World class banks will have their customer’s 5 4 3 2
best interests at heart.

22. The employees of world class banks will 5 4 3 2
understand the specific needs of their customers.

2.2 Could you prioritize the five features pertaining to excellent banks that are closest to your view
of your expectations of the service quality? Rank from 1-5; where 1 is the most important feature
and 5 isthe lowest.
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Fivefeaturespertaining world class banks Rank

1. The appearance of the physical facilities, equipment, personnel and

communication materials.

2. The ability of world class banks to perform the promised service dependably and
accurately

3. The willingness to help their exporters /customers/ and provide the service
immediately

4. The knowledge, the courtesy and the competence of the personnel of the world

class banks

5. Good communication, individual attention and export understanding that world

class banks personnel provide to their exporters

2.3 Do you think the service provided world class bank meets their exporter’s expectation?

Yeﬁl: N0|:| Don’t Know |:|

If your answer is no, please specify what and how the service should delivered? Give your opinion!

Part three: Customer’s Perception
3.1 Please indicate the extent to which you agree or disagree with each statement by encircling a
correspondent number in each feature that is close to your view of service quality's perception.

Higher number indicates higher level of agreement, (Where 5= strongly

Agree, 4=Agree,  3=Neutral, 2= Disagree, 1= strongly disagree)
|. Tangibility . o

> = >
$%"9/%8 %5585

1. Commercial bank of Ethiopia (CBE) has modern 5 4 3 2

looking equipment, building structure, administrative

offices.

2. CBE’s physical facilities are visually appealing to 5 4 3 2

serve the customers.

3. CBE’s reception desk employees are neat and smart 5 4 3 2

looking appearance.

4. Materials associated with the service (such as 5 4 3 2
pamphlets or statements) are visually appealing at
CBE.
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I1. Reliability

5. When CBE promises to do something by a certain
time, it does so (such as free advisory service, free

training to its exporters).

6. When you have a problem, CBE shows a sincere
interest in solving it.

7. CBE performs the service and solves problem right
thefirst time.

8. CBE provides its service for exporters at the time it
promises to do so (such as export document

negotiation without delay).

9. CBE gives an error free records and gives error free

export permits

[1l. Responsiveness

10. Employees in CBE tell you exactly when services
will be performed (service delivery time)

11. Employees in CBE give you prompt export
service (such as issuance of export permit, negotiate
export documents, credit settlement of export
proceeds).

12. Employeesin CBE are always willing to help you.

13. Employees in CBE are willing to take adequate
action to your request.

V. Assurance

14. The behavior of employees in CBE inspires your
confidence.

15. You feel safein your transactions with CBE.

16. Employees in CBE are consistently respectful

with you.

17. Employees in CBE have the knowledge to answer

guestions related to your export.

V. Empathy

18. CBE givesyou individual attention.

19. CBE operating hours are convenient to your
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export service need.

20. CBE has committed employees who give you 5 4 3 2

personal attention.

21. CBE fits your best interest and gives your priority 5 4 3 2
22. Employees of CBE understand your specific 5 4 3 2
needs

3.2 Could you prioritize the five features pertaining to Commercial bank of Ethiopiathat is closest
to your view of your perception of the service quality? Rank from 1-5 where 1 is the most important
and 5 isthe lowest feature.

Five features pertaining Commercial bank of Ethiopia Rank

1. The appearance of the physica facilities, equipment, personnel and

communication materials.

2. The ability of Commercial bank of Ethiopia to perform the promised service
dependably and accurately

3. The willingness to help exporters and provide the service immediately

4. The knowledge, the courtesy and the competence of the employees of the

Commercia bank of Ethiopia

5. Good communication, individual attention and export understanding that

Commercia bank of Ethiopia employees provide to exporters

3.3 Please give your opinions about the overall export service quality perception and suggestions so

that Commercial bank of Ethiopia can provide you a better service.

3.4 Areyou satisfied with the overall expert service quality of Commercial bank of Ethiopia?

YeL ]  No[]
If your answer is no, please specify what and how the CBE service quality should be delivered?

GIVE YOUN OPINION.....c.eiiiieeiieiieeeeee et nresn e nne e

Thank you!




Appendix B: Questionnaire prepared in Amharic language

NAFEXE 72 QTh CHT A14105T07 AOP1 0L N°RICH-LTNFT (EXpOrters) ¢ «gm onf ¢
0L ¢ PGk 4 FLPFE
OMhve ©PF (ALON ANQ LLOCAE PLUL %P TIVCET hhahftd 79L& AQ+8LC AP -+HTCh
ATFA@: 0 Qo @ U 79 NhAELS 798 A7h P+ €A1+ hbtd  f Pedt A9 91 9CHS
AT ANCTFOT AOPTNL R PCO RTNFTT AT+ holLht A79C7 PAD%F £4F @R (AT IANT - “the
role of Service Quality on the level of satisfaction customers of exporter in case of Commercial
Bank of Ethiopia” 0% coh AL TGIR K& APwWev- A15A0< 1 PHU amf P AATH® 9°CHG
ATANCHFOT OATERL 798 A7h A0 10f hewecn £705FTF (EXporters) ¢ A1 a0t Tt AL
PAFDT AN AOAHLL T aMNAN A7 E © Terk Omerg® o O amy A TS+ 0 1-NATT F NF Ak 90 3 02 :
ACOAPP °CHS A1 ANTPT MAFEXS 79L& 07h AOR10P ho@ec ¢-+h0s: L70FF ahha A7%
Mo P ALY TG+ Ao m- FAPA: = TiFOT9° 72% Otemh+ hCaP N T [ow 5] “hae-Rh +
Npa e+mle 1@ 2 AT LT0FT hefiad AT PC? OATLY T 09U 7 ATE QTS mh h7L7RIL
ALDNITAPT AhD/A U :
ABe Of ot O LRP P TO0T A% FFT NemPTS T EPET N T7PET N AAKT T Nowma AP LCHF
0THG ¢G FO0NCE OHUP PLEPFT Qowma ATS+H amhtAT® LT hetE Ad+tP&h LA MOGS
AhQCT hO8u-A14A9 Au =
TGE? ¢ temhk Pf 2P T naek 0911385133 »wae o/a0t A @-emed H7 & NANNCT AT ARAU- ¢

£V armed 3 PG NGAsT Adet: @ e a @ -hed AMPAL P P1 © 1A o 87 ¢ +amhk 72 PF7 Lhtt AU
UATED- NEA LA PAAP 4P LLEOT ad A7 A1494F it honFo® aTh ¢ “mi4id7
A1 A0t (expectations) N-+emht emi L TR At 1 @ 2 POFTOhEA NAFERS 7L ATh ¢ L
ATA1 0T hGAST 27777 © A1 A°100T 82 % O+am -+ (Perceptions) ema ¢ “imA -+ 1 o+ :

NEA AT AN X F

AQhP7 e i CBét Adt ¢ X At fad o

1 220%F . D78 .

2. 0£931825......... 26-33..... 4-41......... 42-49....... h490age .........
3. PTIVCT LLH ATRT LLE o UAFE LT

BTOTT L AN N86 NAL v, A& DU

[ o



NOC A7 i, noc AAé Li............

7. o (Exporter) £ MAMHT O P Tindort ¢ +50%7 hef AL1T 10 /MATL (AL gyl

[ 2V
AtC A€ hest (LIC)........... CAD................. ¢29% heg (Advance payment) .......... hee
st ++ (Consignment) ............ AA VT 8PPl ...

hed vat: ¢ it ? A149%0F £4%  (expectations)

21 nTFoP AP 9+s LLF0T Pae OTh P TURFT ? AT AN 245 (expectations) 0-tem ht
g TN AT heA T @ 1 TTPFoPaTh 097 PV £25  Thtat? emacHT 9P el P Fd 1A @
eTa:  htaad A% RTCET A747 070N 2AAR: : /5 QAP AaeFNvE 4 haePivs 3 o7

CPHEAT 2AANTFPE 1AM AANTFEC TN © PSA/:

Lo § 01 &t 11 CF
23533 BE3
A
3 %3
N AEA I O
v. o ko Tangibility/
PAAP GPE LLFAT Pl O7h ¢ @FTAL A1 AT 5 4 3 2 1
aq\ B H a5 @ oM g ¢ PF (equipments) &5 CFPA:
PAAP GPE LLFAT Pl OTh f @FTAL AT AT 5 4 3 2 1
omen hensT AART Aed “ih vk 127 (Physical
facilities) 25 ¢ FPa: :
PAAP GPE LLFAT Pl O7h ¢ @FTAL A1 AT 5 4 3 2 1
Wt ST 8 88 W EATFOT ¢ Uk oW AAQTFO:
PAA GPE LLEMT Pl O7h ? @FTAL A1 ANT 5 4 3 2 1
JC TP ATR Néd WLPPTFE NCACTT T L
11 eF (Materias) ans a0 ¢ o oy haQFo: :
A. ot 4/ Reliability/
LAAP GPE LLFAT Pl O7h ¢ @FTAL AT AT 5 4 3 2 1
oo, NEAT ALTOAFRFFO- ALY A%t gUT hE&COPAU-
AA@-FA N1 (-0 7 0-F7 FA Q%R LLRTI: :
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PAAP AP LLBEMY P NP A7h ¢ @7 L A1 ANt
LYNEFFD FC NN PH@ LH 7947 At haN
P gV AT PALN: :

LU0’ GPE RLB@T PP ATh ¢ @78 A1 At
afysB), LI NT @ a®am, P RTLLLA PA JUIIP TWMAN
¢ taf PO%F A1 ATNF &0 T

AN GPE LLBE@Y PP N7 ¢ @FPTIL AT A0
a B, A1 AT ATATNT NAD AATPORONT [PA
01 0=+ awlt ah BLNAZCH [P o 118 Lhavy it
ABTFT heca nLzant 7 TeAh hGRCTPAT
LA: ALHT & QN0+ A%+ AT A0t 20 A

PAAP TGP LLF@MT Pl O7Th ¢ @FTNL A1 AVNT
a8, AVttt PA8 L @G 7L A1 AT dhart AL
Tt LLCIONALTAT O LYTT £ATT HANT: :

ch. 4Ty 91/ Responsiveness/

10

AN aPqE LLEOY P M1 ATh © OBTL A1 AN
aon,  ALFFF Poa 7L RI0FF@ k1At
PR 1707 FhhAT 07 LH 05 0%F AL705 0Fhha
21409 (e :

11

PAAP APq LLF@T M1 ATH P QT AL A1 At
oM AT 4.7 P P AT AN ARTNT R0 TA:

12

PAAP GPe LLBE@Y P NP OTh P @BPT71L AT ATNT
aq\ o], Wit v LBI® LA 9T TWUY M+ LTINS DT
AT 8 &Yk AAF@: :

13

AN GPE LABMT ¢l N7 ¢ @FT 1L A1 A0t
a o8, A LT LN D AR PCND- TR AT Aomiavh
P HTT N&2I° N7t ALRCT® AGTP LH
A4 2O 5 a\G L4 s

a0 hCoak'r 1+ Assurance/

14

PGNP GPE LLE@MT NP OTh ¢ @PT9L AT AT
N B ATT P TWART AVS ALTNT D007 e ooy
LA NAPA: :

15

PAAPGPG LLB@MY P MNP OTh 2C P N4 ¢ DPTL
L10FF  aowectt anet (transactions) ao+
? AFm9®: :
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16

PAAP AP LLBEMY P NP A7h ¢ @7 L A1 ANt 5 4 3
B, (1 eHPF NTRAPOT vl ALTONFFFD h0CS
TUTG AATFD:

17

PGAP GG LLE@T ¢ M1 AT 0 OB AL A1 A4t 5 4 3
o B Wt GF @ 0T 98 RTNFFFO-NR Y (b T § OP°
TPE e Aot PUWATA (¢ hOPt AFETFO
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w, F9¢% ow. 4+ Empathy/

18

PAAPGPG LB MNP ATh ALPT 8T S ¢ DPTNL 5 4 3
LY NEFFO-+1 0% Tl + &0 s :

19

PAAP® GPG LLBE@Y PP ATh AU P O 7L 5 4 3
LT0FTF havt 0 U1 ¢ P2 A% T hATor

20

PAAP PG LT PP OTh PhLTIATST P OB 5 4 3
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(personal  service) Aam- PoHAN  0E AtFT
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21

PGNP gPq LLF@Y PmNd A7Th P o 7L 5 4 3
PLYINGFFDY 447+ hAN ? @Ph ? U LA oY

T3P0 O :

22

AN GPe LBy NP ATh ¢ @EPTL A1 ANt 5 4 3
a B, O LT P O L LTNRFFOT €A4) HF ARto-
LA

2.2 APt A0 e T 1-5 omt o A Fo: :

(HY hed ATW0P ¢ 1401 D PPAOP PL0T AT £07h

A1 A0t e n® PF (dimensions) AL 7878 FO-ARCOP ANLALT FFO97 PUA WU 101 hQhP7
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1 AN P& LLFMT NP OTHP @ 798 AT AT amnen hed mPAA 1 ZF/oop hed:
@ ATLG ATANT emen 6 SPT (equipments): At PES hA1ANNE IC LR H Né&d
o dAF e cts guet (communication materias) (Tangibility)

2 PaAA® GPq LLFMYT LaNd O7h ¢ @ 7L A1ANT anem hed FA 107 A1AT0T
0 FhhAS NAN+TPTT emhe a2 9 : (Reliability)

3 PaAAP Gbq LLFMYT LNd OTh ¢ @ 7L A1ANT M hed LT050F AT 8+S LT

A1 ANT Aaf arl © TR AP 0§D G LT+ (Responsiveness)
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TGS A1 ™I0C ATHU LTNF@ A9 hq evpowy (Trust & confidence) h74ta0Fo-
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PGAP APq LLBE@Y Lalld O7h ¢ @7 AT ANNT aMBNEA ALTNT O T M@~ Fhed +G
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AQhP7 e i CBét Adt ¢ X At fadoas

2.3 a7& top9% (Exporter) £707%1 4+ AP abe LLF@Y Pl ATh NOF 78 ¢+ Tk

L70FTF ¢ Tkl ? A1 A1 L4 &0 M N4 ©-2 975 (7
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ANQT © Tt 11 C P R 07
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head 127 (physica features) axe? h e Ti-h.
G Fm: :

P WX P 798 07h ¢ @798 A1 ANt afm,
h&A wertPF 288 A FO% ¢ Tk §Fo: :

eATELP 79L& O%h P @ TL A1 ANt amiem
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a. ot 1 Reliability/
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hed hav+t P28 A1A90FS &haeoy 107 (error
free records) emavt AL et £LCIN ACOAPP
LUTT AT8LLCT NAZYPT £O11 HAN
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AATO: :
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PATEXE 7L ATh f QBT AL AT ANT oM BhEA L7 0F0F ATCETS 4T A1 AT Aot avl
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